
FOODPROCESSING.COM

FROZEN 
FOODS 

ON THIN ICE? p33
 

MAKE YOUR PLANT 

FLEXIBLEp61
 

MAKING HEALTHIER 

SNACKS
pWF-3 

�
�

INSIDE
J
U

N
E

 
2

0
1

3

Two nontraditional companies 

(AdvancePierre Foods and 

International Food Network) 

and one 164-year-old brand 
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We’re here to make your job easier.

See how Cryovac® packaging and Diversey™ hygiene solutions can impact your bottom line at www.CryovacDiversey.com

We know your job isn’t easy. It can be complicated, frustrating, and at times, 

stressful. At Sealed Air, we believe that with a highly knowledgeable 

and capable partner, it doesn’t have to be that way. Which is why we’ve 

combined the vast expertise of Cryovac® packaging and Diversey™ 

hygiene solutions to offer you the food and beverage industry‘s first total 

systems approach.

Our end-to-end solutions and unmatched service will help enhance food 

safety, extend your products’ shelf life, optimize operational efficiencies, 

and build stronger brands.

Less to worry about, more to believe in. Now that’s peace of mind. ÐÌÅØȢÃÏÍ Ɇ ÉÎÆÏͽÐÌÅØȢÃÏÍ
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The compact DiversaCut Sprint® Dicer accepts a wide variety of fruits and 

vegetables and produces small to large sizes of dices. You can count on Urschel 
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Durability. Precision output with minimal waste. Continuous operation. 

%ǣÃÉÅÎÃÙȢ %ØÁÃÔÉÎÇ ÃÏÎÔÒÏÌÓȢ %ÁÓÅ ÏÆ ÍÁÉÎÔÅÎÁÎÃÅȢ %ØÐÅÒÔ ×ÏÒÌÄ×ÉÄÅ ÓÅÒÖÉÃÅ 
and support.
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24  R&D TEAMS OF THE YEAR
Three for R&D

   We feature two nontraditional companies (AdvancePierre Foods and 
International Food Network) and 164-year-old Gorton�s Seafood.
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E D I TO R � S  P L AT E

I 
had mixed feelings when I saw the news on May 29 that Smith-
�eld Foods signed a deal to be acquired by Chinese �rm Shuan-
ghui International Holdings Ltd. �at makes America�s leading 

pork processor the latest in a string of American food companies 
bought by foreign-owned corporations.

Mixed feelings because I�m no xenophobe, and I thought 
I was a free-market capitalist who embraced the international 
stage. I felt even more uncomfortable about the Smith�eld deal 
the following Monday, when a �re killed 119 workers in what 
sounded like a dangerously crowded and unsafe Chinese poul-
try processing plant. (I�ll understand if you argue there�s no 
connection.) 

Maybe the Smith�eld deal is just one more piece of evidence 
that, while the 20th century truly was the American century, 
the 21st century appears destined to belong to China. And 
maybe it�s payback for what American corporations were doing 
in the past century � buying up or into foreign manufacturers.

Although I hate to see any American factory close, I don�t 
mourn the relocation of so many commodity goods to overseas 
factories. Last time I looked, America remained the world�s larg-
est manufacturer, although China is getting close. It�s painful for 
some, but we�re moving on to higher-end, higher-tech products. 
And we lead the world in development of new drugs, undeniably 
a more noble claim than, say, a better or cheaper DVD player.

But food is di�erent; and, by association, so are a country�s 
food companies. 

Back in February, I was worried to see H.J. Heinz Co. 
bought � seemingly by the duet of amiable Berkshire Hathaway 
and some obscure investment �rm, 3G Capital. Except 3G is 
not so obscure, having bought Burger King in 2010. Despite 
a New York address, its roots are in Brazil. 3G also helped �-
nance the 2008 acquisition of Anheuser-Busch by Belgian �rm 
InBev. And the �rst management move for the new Heinz � the 
appointment of Bernardo Hees as CEO � was obviously engi-
neered by the Brazilians, not the Oracle of Omaha.

Speaking of Anheuser-Busch, I�ll throw in the fact that 
South African Breweries bought Miller Brewing in 2002.

Getting back to meat companies, remember Swift & Co.? 
It was bought by Brazilian meat packer JBS in 2007. JBS also 
bought Smith�eld�s beef group in 2010. And poultry leader Pil-
grim�s Pride in 2009.

And George Weston (admittedly a Canadian �rm) sold its 

U.S. bakery operations in 2008 to Grupo Bimbo of Mexico. 
Which bought Sara Lee�s bakeries two years later.

By the way, that makes for foreign ownership of companies 
No. 5, 6, 9, 16, 18, 25 and 31 from our Top 100' food & bever-
age companies list from 2012. (A plug here: Our 2013 list will 
appear in August.)

Maybe I should stop beating up on foreigners and start tak-
ing my frustrations out on the U.S. stock market � I�ve railed 
before about how it�s an overrated barometer of America�s eco-
nomic health � and anybody who forces a corporate takeover. 
Like Continental Grain, which, as a signi�cant stakeholder in 
Smith�eld, has been trying to split up the meat company to 
maximize the value of its investment. Why break up an Ameri-
can icon just to raise the stock price? �ink of the 46,000 em-
ployees. (Continental Grain, by the way, started life as a Bel-
gian grain trading �rm.)

What�s it all mean? I don�t know. Maybe I am a little xeno-
phobic. Maybe I just long for the good old days. Maybe I worry 
that the U.S. will become the Great Britain of the 21st century. 

But I also have a little fear that �the safest food supply in the 
world� will be a little less so when companies in foreign nations 
are calling the shots. I hope I�m proven wrong.

By the way: Please hang in there, Tyson.

Nomimate your favorite green plant

Manufacturing plant, that is, not the garden variety. We�ve just 
started the process for naming our fourth annual Green Plant of the 
Year � which, like the R&D Teams of the Year in this issue (p24), is 
entirely chosen by you.

It starts right now with nominations. Go to www.FoodPro-
cessing.com/greenplantnominations and type in the name of your 
favorite Earth-friendly plant. We�re looking for a food or beverage 
facility that exempli�es a commitment to a sustainable future. �e 
criteria we use are at that web URL and in our ad on p88.

In a month we�ll ask you to vote among the �nalists. Whoever 
gets the most of YOUR votes wins.

Dave Fusaro, Editor in Chief

E-mail: dfusaro@putman.net

Another American Processor Sells Out
I thought I was a free-marketeer, but this Smith�eld deal bothers me.
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How green is your plant?

We�ve opened nominations for our fourth annual Green Plant of the Year competition. �Competi-

tion� because you get to nominate, then you get to choose the winner. We�re looking for a food or 

beverage facility that exempli�es a commitment to a sustainable future. Some of the criteria we use:

will the corporation�s commitment to sustainability. Quanti�able 

measures are essential.

More details are in the ad on p88. To nominate a plant, go to:

Food Funnies is our way of letting you take a break from all the 

serious stuff you deal with at work �  by coming up with ap-

propriate light-hearted captions.

Here�s how it works: Submit your caption by June 14, via 

email to eerickson@putman.net, for the cartoon that appears 

on the June Food Funnies page. On June 17, you and your fellow 

readers will be able to vote on the best captions for the month. 

The winning captions will be featured on the FoodProcessing.

com website. 

Submit your caption for our June Food Funny and see our 

May winners at: 

-

self in need of a little extra giggle, head over to our Food Funny Gallery to see our entire lineup 

of Food Funnies from the beginning. And as always, if you have an idea for a Food Funny, send 

me an email (eerickson@putman.net) and declare your supreme (and humorous) excellency!

Here is the May winner:
Congratulations to David 

Meyer for his caption: 
�Your work on Earth is 

not yet �nished.�





TOGETHER,  
FORTIFYING  
THE FUTURE.

©2013 Fortitech, Inc. All Rights Reserved.

Fortitech, Inc. and DSM have joined together — to advance the art, science 

and opportunities of custom nutrient premixes. Offering expanded access to 

ingredients, enhanced capabilities, the latest consumer insights, unsurpassed 

technical knowledge and best-in-class quality, it’s about helping you use the power 

of nutrition… for a brighter future. 

Learn more. Visit fortifyingthefuture.com



FLEXIBLE FINANCING. 

AND A CONTINUOUS SUPPLY OF  

IDEAS TO HELP YOUR BUSINESS GROW.

At GE Capital, Corporate Finance weíre not just bankers. Weíre builders. 

In the last 25 years, weíve built a solid reputation for helping manufacturers 
and distributors in the food and beverage industry succeed. Thatís because, 
in addition to being one of the largest providers of cash þow, asset-based and 
structured loans and leases, we also oɸer something unique. Access to GE 
tools, resources and insights that can help you meet your toughest challenges. 
Howõs that for a recipe for success? Stop just banking. And start building.

GECapital.com/Food

GE Capital
Corporate Finance



P OW E R  L U N C H
By Don Butte and 
Je�rey Whitesell

N
o federal regulations currently exist to govern the labeling 
of natural or genetically modi�ed food products. Following 
California�s unsuccessful attempt last fall to impose labeling 

requirements on genetically engineered food products, a second wave 
of similar initiatives is being proposed in approximately 20 states. As 
a nation, we cannot a�ord to have each of the 50 states setting its own 
regulations on our food supply. Such regulation would increase costs 
and could result in the removal of some of our favorite products from 
the shelves altogether.

Adversaries of proposed legislation argue that �enhanced foods� 
are not materially different in taste, nutritional value or safety, 
and that they improve yields, use fewer chemicals and are neces-
sary to meet the increasing food needs of a growing population. 
Proponents of regulation promote it as a way to ensure consum-
ers� �right to know� and as nothing more than the next nominal 
step in food safety regulation. 

But who will be first � the federal government with one uni-
form labeling standard or individual states setting their own dif-
ferent and unique labeling requirements? In February, two U.S. 
congressmen introduced a federal bill that would require the la-
beling of genetically modified foods. Walmart and other major 
food retailers and producers reportedly have met with advocacy 
groups to discuss the possibility of establishing a uniform set of 
federal regulations to pre-empt regulations by individual states. 
However, these efforts are still in their infancy and will take time 
to gain momentum and support.

Since a federal bill could trail the current initiatives being 
sought by states, the FDA may be the only player with the power 
to halt the possibility of multiple standards. The FDA previously 
defined and established regulations for organic foods, but despite 
repeated requests, the agency has refused to define �natural� for 
food products because it is �not among the FDA�s current en-
forcement priorities.� In an order dated May 10, a U.S. District 
Court Judge described the FDA�s inaction:

�In repeatedly declining to promulgate regulations governing 
the use of �natural� as it applies to food products, the FDA has sig-
naled a relative lack of interest in devoting its limited resources to 
what it evidently considers a minor issue, or in establishing some 

uniformity in administration with regard to the use of �natural� 
in food labels.�

The agency has, however, determined independently that 
high-fructose corn syrup (HFCS), a highly refined sweetener 
made from corn, meets the definition of �natural.� Does this sug-
gest a lengthy and costly process of defining one item at a time? 

The clock is ticking on efforts to pass a federal bill or on 
FDA action setting a federal standard for natural and modified 
foods. Even if state initiatives pass first, they would likely face 
significant obstacles, including constitutional challenges, which 
could prevent the required labeling from ever appearing on food 
packages. Any legislation either compelling food producers to 
include specific information or banning certain information 
from labels could be vulnerable to federal pre-emption or First 
Amendment challenges. In addition, if these proposed regula-
tions create unconstitutional burdens on interstate commerce �
the free exchange of products and commodities between citizens 
of different states � they could face challenges under the U.S. 
Constitution�s Commerce Clause. 

In addition to these challenges, the impact of individual state 
legislation would reach far beyond the advocates� stated inten-
tions and would directly affect all consumers nationwide, even 
if their home states impose no regulations. To survive such chal-
lenges would require a legitimate and compelling state interest. 
Advocates support legislation as necessary to protect consumers� 
right to know what�s in their food, but if it doesn�t protect any 
actual, scientifically proven health or safety interest, merely sat-
isfying consumer curiosity may not be enough.

�e primary advocates of state legislation are a select group of 
consumers comprising less than 5 percent of the population who are 
willing to pay more for certain foods even though the USDA states 
that there is no proof that natural eating leads to better health.

If these consumers choose to live their lives and spend their mon-
ey this way, they should be free to do so, but to impose their life-
style and higher costs on the rest of the citizenry is both unjust and 
una�ordable. If the federal government continues to stand on the 
sidelines while the states take action in implementing regulations on 
these food products, we all may end up paying the price. 

FDA Must De�ne �Natural� Soon
50 di�erent state laws on labeling natural and genetically engineered 
foods would do more harm than good.

Don Butte is a senior food executive and expert in supply chain management and e�ciency. Je�rey Whitesell is an attorney with Tucker Ellis 

LLP, serving as counsel for product manufacturers. Tucker Ellis (www.tuckerellis.com) is a law �rm with o�ces in Cleveland, Columbus, Denver, 

Los Angeles, and San Francisco.



Nature’s best solution
for food preservation

Consumer demand for more convenient and fresh food products is continually growing. 

Food producers are striving to develop consumer-friendly labels and extend shelf life, 

while meeting those consumer needs.  

The PuraQ® Verdad product line is optimized for a wide variety of applications such as 

deli salads, dips, spreads, sauces and dressings. Using a unique fermentation technology, 

the Verdad line of products offer natural and label friendly preservation solutions.

For more information, please visit: www.purac.com/preservation



F O O D  S A F E T Y

T
he FDA recently began an investigation into safety issues sur-
rounding one of the most ubiquitous and popular ingredi-
ents in consumer food products � ca�eine. �is is just one 

of several opening shots in what may become a new regulatory and 
litigation battleground.

Starting last year, Senators Richard Durbin and Richard Blumenthal 
wrote the �rst of several letters to the FDA requesting a safety review 
of ca�einated energy drinks. �is March, a group of 18 public health 
experts wrote a letter to the FDA expressing their concerns with energy 
drinks. In response to these requests � and reports of several deaths pos-
sibly associated with energy drinks � the FDA launched its investigation. 

�e current FDA safety review goes beyond the initial focus on 
ca�einated energy drinks and will address other food and beverage 
products that contain ca�eine. 

Ca�eine is a mild stimulant naturally present in co�ee beans, tea 
leaves, certain nuts and beans and a variety of plants. Consumed in nor-
mal quantities, it modestly enhances wakefulness and elevates mood. Bil-
lions of cups of co�ee and tea are consumed without untoward health 
e�ects. According to the FDA, 80 percent of adults in the U.S. consume 
an average of 200mg of ca�eine (about two cups of co�ee) per day.

�e recent legal challenges are focused principally on products 
containing high concentrations of ca�eine and products such as en-
ergy drinks that encourage rapid consumption, particularly where 
those products are marketed to and consumed by children and ado-
lescents. �e FDA has also expressed concern that use of ca�eine 
as a �avor additive and stimulant has been proliferating to diverse 
food products including instant oatmeal, wa�es, gum, jelly beans, 
marshmallows and other snacks, and that these products can contain 
as much ca�eine as one or more cups of co�ee.

For normal healthy adults, the FDA reports that consumption 
of 400mg per day (roughly four to �ve cups of co�ee) has not been 
linked to adverse e�ects. �ere is, however, a great deal of individual 
variability, and the FDA states that �600mg (four to seven cups of 
co�ee) of ca�eine or more each day is too much.� �e FDA has not 
issued a recommended maximum level of ca�eine for children. 

Besides daily dosage, the public health experts who wrote to the 
FDA expressed concern that the physiological e�ects can be magni-
�ed signi�cantly if ca�eine is consumed rapidly, rather than spaced 
over the course of the day. �ese experts also note that children and 

adolescents have a lower threshold for potential adverse e�ects be-
cause they have a lower body mass than adults and because they have 
not developed pharmacological tolerance for ca�eine.

�e public health experts point to medical data associating high doses 
of ca�eine with cardiovascular abnormalities, including heart rhythm 
disturbances, new-onset seizures, neurological symptoms (nervousness, 
anxiety, jitters and headaches) and other adverse health e�ects. 

So what steps can industry take to meet the legal challenges? Here 
are some thoughts:

Take proactive measures to mitigate risk: Besides including 
ca�eine in the ingredients list, companies might voluntarily add 
information about the amount of ca�eine contained in their 
products. Labels could also provide warnings regarding poten-
tial adverse e�ects. Companies could also consider voluntarily 
limiting the amount of ca�eine � or eliminating ca�eine entirely 
� in products likely to be consumed by children. �ey might 
review and possibly revise advertising directed to children or that 
might be interpreted as encouraging excessive consumption. �e 
American Beverage Assn.�s �Guidance for the Responsible La-
beling and Marketing of Energy Drinks� should be considered. 
Companies should liaise with trade associations that are meeting 
with the FDA so they have input into the regulatory process.
Study the safety of ca�eine: Anecdotal reports of adverse events 
are just that � anecdotes. Association is not proof of causation. In 
a recent letter, the FDA said that while its review of recently pub-
lished safety studies is still ongoing, �the available studies do not 
indicate any new, previously unknown risks associated with ca�eine 
consumption.� Industry members should consult with toxicologists, 
epidemiologists and other scientists to review the relevant studies 
and respond to scienti�cally unwarranted criticisms. 
Communicate industry�s point of view: �ere needs to be a 
fair and balanced discussion of the issues. It is important that 
regulators and the public not be unduly in�uenced by advocacy 
masquerading as science. 
Defend litigation: Monster Beverage Corp., defendant in a wrong-
ful death lawsuit, recently issued a press release detailing medical 
and scienti�c evidence that it says demonstrate the absence of a caus-
al link between an energy drink and a teenage consumer�s cardiac 
death. Unmeritorious cases should be defended vigorously. 

Ca�eine Under Siege
FDA investigation could be just the beginning of regulatory and litigation 
battles.

Bert Slonim is counsel to law �rm Kaye Scholer LLP (www.kayescholer.com). His practice is concentrated in complex commercial litigation, 

particularly mass tort and product liability matters.

By Bert Slonim, Kaye Scholer LLPSponsored by:



M E R G E R S  &  AC Q U I S I T I O N S 

mith�eld Foods Inc. announced May 29 an agreement to 
be acquired by Chinese meat �rm Shuanghui International 
Holdings Ltd. �e �merger agreement� values Smith�eld at 

approximately $7.1 billion, including the assumption of Smith�eld�s 
net debt, or $34 per share in cash, a premium of 31 percent over 
Smith�eld�s closing stock price on May 28.

�e agreement already had been approved unanimously by the 
boards of directors of both companies. Shuanghui International is 
the majority shareholder of Henan Shuanghui Investment & Devel-
opment Co. (www.shuanghui-international.com), which is China�s 
largest meat processing enterprise and China�s largest publicly traded 
meat products company as measured by market capitalization.

��is is a great transaction for all Smith�eld stakeholders, as well 
as for American farmers and U.S. agriculture,� said C. Larry Pope, 
pres/CEO of Smith�eld. �We have established Smith�eld as the 
world�s leading and most trusted vertically integrated pork processor 
and hog producer, and are excited that Shuanghui recognizes our 
best-in-class operations, our outstanding food safety practices and 
our 46,000 hard-working and dedicated employees. It will be busi-
ness as usual � only better � at Smith�eld.

�We do not anticipate any changes in how we do business op-
erationally in the United States and throughout the world,� Pope 
continued. �We will become part of an enterprise that shares our 
belief in global opportunities and our commitment to the highest 
standards of product safety and quality. With our shared expertise 
and leadership, we look forward to accelerating a global expansion 
strategy as part of Shuanghui.�

�We are pleased to have reached this agreement with Smith�eld, 
which represents a historic opportunity for both companies and their 
stakeholders,� said Shuanghui Chairman Wan Long. �Shuanghui is a 
leading pork producer in China and a pioneer in the Chinese meat pro-
cessing industry with over 30 years of history. Smith�eld is a leader in 
our industry and together we will be able to meet the growing demand 
in China for pork by importing high-quality meat products from the 
United States, while continuing to serve markets in the United States 
and around the world. �e combination creates a company with an 
unmatched set of assets, products and geographic reach.� 

Continental Grain Co., one of Smith�eld�s largest shareholders, 
recently has been pushing Smith�eld to consider splitting itself up to 
increase shareholder value.

�e acquisition will expand Smith�eld�s products in China 
through Shuanghui�s distribution network.

�Our board of directors is pleased with the outcome of the process we 
followed leading to this transaction, and we unanimously believe that this 
combination with Shuanghui is in the best interests of the Company, our 
shareholders and all Smith�eld stakeholders,� added Pope.

Upon closing of the transaction, Smith�eld will be a wholly owned 
independent subsidiary of Shuanghui International Holdings Ltd., 

operating as Smith�eld Foods. Pope will continue as pres/CEO of 
Smith�eld, and the management teams and workforces of Smith�eld�s 
independent operating companies will continue in place after the trans-
action. Shuanghui will honor the collective bargaining agreements in 
place with Smith�eld�s represented employees, as well as existing wage 
and bene�t packages for non-represented employees. Under the agree-
ment, there will be no closings at Smith�eld�s facilities and locations, 
and Smith�eld�s existing management team will remain in place.

�e transaction is expected to close in the second half of 2013.
Henan Shuanghui Investment & Development has production 

facilities in 13 Chinese provinces and four processing bases under 
construction. It produces over 2.7 million tons of meat per year, and 
is one of nine producers � and the only food enterprise � recognized 
for its quality management excellence by China�s Administration of 
Quality Supervision, Inspection and Quarantine.

BRIEFLY

Del Monte Foods

Natural Balance Pet Foods Inc.,

Post Holdings Inc.

Hearthside 

Food Solutions
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Rejection is Good
Protect your equipment and keep your product pure.

Magnetic Liquid Traps

meatLINE™ Metal Detector

Rejection is Good
Protect your equipment and keep your product

meatLINE™ Metal Detector

Leader in product purity and equipment 

protection in the Food Industry.

M E R G E R S  &  AC Q U I S I T I O N S 

n May, maternal instincts kicked in at some of the world�s largest food 
companies as they snatched up organic baby/toddler food companies.

Hain Celestial Group Inc. started the action with the May 2 
acquisition of Ella’s Kitchen Group Ltd., Henley-on-� ames, Eng-
land. Hain Celestial claims Ella�s was the � rst company to o� er baby 
food in � exible pouches. It now o� ers 80 branded organic baby food 
products principally in the UK, U.S. (o�  ce in Montclair, N.J.) and 
Scandinavia. � e company had $70 million in sales in 2012.

Hain Celestial will use the occasion to create a Global Infant, 
Toddler & Kids Div., with Paul Lindley, founder of Ella�s Kitchen 
(and father of the real Ella) as CEO. � e new business unit will in-
clude Hain Celestial�s Earth�s Best baby food brand.

Happy Family, launched on Mother�s Day 2006, announced on 
Mother�s Day 2013 that Groupe Danone acquired 92 percent own-
ership of the company �for hundreds of millions of dollars,� as the 
Wall Street Journal put it.

Every day operations will remain unchanged, with the original 
two moms � Shazi Visram, founder and CEO, and Jessica Rolph, 
founding partner and COO � continuing to oversee the business. 
Visram will be CEO and chairman. A new board of directors will 
oversee Happy Family, which is owned by Nurture Inc.

� e Journal reported Danone and Visram connected in 2012 
through a third party, and that Visram, in her business plan 10 years ago 
while a student at Columbia Business School, wrote that Danone was an 
ideal corporate partner for the exit strategy of her company.

Happy Family was one of our R&D Teams of the Year in our June 
2011 issue (www.foodprocessing.com/articles/2011/rd-happy-family.
html). � is year�s R&D Teams of the Year begin on p24.

On May 23, Campbell Soup Co. announced an agreement to ac-
quire Plum Organics, an Emeryville, Calif., provider of premium, or-
ganic foods and snacks that serve the nutritional needs of babies, toddlers 
and children. Campbell says Plum Organics is the No. 2 brand of organic 
baby food in the U.S. and is currently the No. 4 baby food brand overall.

While the sale price was not disclosed, Plum Organics generated 
$93 million in gross sales for 2012. � e acquisition will provide Camp-
bell with a platform to extend its core categories of simple meals, snacks 
and beverages and enhance its access to a new generation of consum-
ers, said a statement from the acquirer. Campbell plans to operate 
Plum, started in 2007, as a standalone business within its Campbell 
North America division. Senior members of Plum Organics� manage-
ment team, including co-founder Neil Grimmer, will join Campbell 
and report to Mark Alexander, President-Campbell North America.
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ROLLOUT
May was Celiac Awareness Month, so we focus on the numerous 

gluten-free products that hit store shelves that month.

Chez Marie Hearty Hemp Seed Veggie Patty 

from Chez Marie, 

Elevation 

Brands LLC,

Ian’s

Hearty Supreme French Bread Pizza joins 

Panko Breadcrumbs

Pancrepes

 

Credible- 

Cravings,

CredibleCravings



We add new products to our web site throughout the month. Go to www.FoodProcessing.com 
and click on the New Products Resource Center along the top navigation bar.

QUINOA PASTA 
WINS FABI AWARD

Oakland, Calif.-based Edison Grainery is a 

family-owned business with an extensive line 

of organic, gluten-free grains for retail and 

foodservice. Two of the company�s three pro-

duction lines are dedicated to allergen-free 

processing. The company received the 2013 

Food & Beverage Innovations Awards (FABI) 

from the National Restaurant Assn. during its 

annual conference in May for its line of Or-

ganic Quinoa Pasta.

Introduced less than a year ago to the 

natural products channel, the line includes 

�ve pasta forms: elbows, fusilli, orzo, penne 

and spaghetti. The pasta is based on a 

60/40 combination of organic long-grain 

white rice �our and organic quinoa �our. 

These gluten-free pastas have a texture 

similar to whole-wheat pasta and can stand 

up to the heaviest sauces. The 16-oz., earth-

friendly retail pouch has a suggested retail 

price of $5.50. There are 5-lb. and 25-lb. 

bags for foodservice. Retail cost is $5.50 for 

the 16-oz. bag.

Interestingly, 2013 was designated the 

International Year of Quinoa by the United 

Nations in an e�ort to raise awareness of the 

nutritional, economic, environmental and 

cultural value of a food that has been tra-

ditionally cultivated for thousands of years.

CHICKEN BREAST 
HOT DOGS
Kraft Foods Group Inc., North�eld, Ill., is 

growing its Oscar Mayer Selects brand with 

the Chicken Breast Hot Dog. Like all Selects 

products, these new bun stu�ers continue 

the tradition of no arti�cial preservatives, 

�avors or colors. Additionally, the uncured 

hot dog is made with high-quality chicken 

breast, contains no added hormones and 

is completely gluten-free. Sold in packs of 

eight, each 53g hot dog contains 80 calo-

ries and 5g of fat. 

Another new summer-

time grilling innovation 

from Oscar Mayer includes the Bacon 

Dog, which is not gluten-free but de�-

nitely worth noticing. This high-�avor 

item is the �rst bacon hot dog on the 

market and is made with hardwood-

smoked, Oscar Mayer bacon. Each 50g 

link contains 130 calories and 11g of fat. 

In e�orts to appeal to consum-

ers looking for better-for-you grill-

ing options, the company has re-

branded its 98% Fat Free Wieners 

and Light Beef Franks as Extra Lean 

Franks and Lean Beef Franks, re-

spectively. They now also come in full-bun 

length.

LOW-SODIUM (AND 
NON-GMO) SOY SAUCE

New Tamari Lite 50% Less Sodium Gluten Free Soy 

Sauce is a breakthrough for gluten-free consum-

ers concerned about sodium content. Like other soy 

sauces from San-J International Inc., Richmond, Va., 

this variety is naturally brewed for up to six months 

with non-genetically modified soybeans and no 

wheat. Many soy sauces include wheat ingredients, 

rendering them non-consumable by those with celiac 

disease.

Even with lower sodium, Tamari Lite�s umami 

taste adds delicious flavor to all kinds of cuisine. 

This new better-for-you version functions as a mari-

nade for poultry, meat, seafood, vegetables and 

tofu, and can be used in stir-fry, rice or noodle dish-

es, as a flavor enhancer in soups and sauces, and as 

a condiment.

The company is also rolling out gluten-free Mon-

golian Beef Stir-Fry and Marinade Sauce. This is 

the seventh flavor to a line-up that already includes 

Teriyaki, Szechuan, Asian BBQ, Thai Peanut, Sweet 

& Tangy and Orange Sauce. Since March 2011, after 

some reformulating, all of the company�s soy sauces 

and cooking sauces have been certified gluten-free 

and have received countless awards in gluten-free 

product competitions.
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There are more kids on the web … both in this FoodBizKids 

installment and in previous ones. See www.FoodProcessing.

com. And if you have a new product you want to test on 

our high school panelists, contact Dave Fusaro at dfusaro@

putman.net, or 630-467-1301 ext. 424. 

Food Biz Kids
CONSUMER INSIGHT

Kenneth B, 12th grade:

� ese chips [Sweet Chili] have a good, 
crunchy taste that is not too dry and they 
kind of melt in your mouth. � e simplic-
ity of the words on the packaging with 
the delicate pictures looks very nice. I 
� nd that teens and children would enjoy 

these the most, but they are healthy for anyone to eat. 

Elli W, 9th grade:

� e taste [of Black Bean] is good. I can�t tell these chips are 
supposed to be healthy. It has the perfect amount of salt. 
When you bite into them, they are nice and crunchy but not so 
crunchy that they fall apart. � e packaging makes me want to 
devour this healthy snack.

Jillian H, 9th grade:

It tastes very good. � e [Unbeatable Blues] taste like a regular 
chip but with a very nice � avor of corn; you wouldn�t guess they 
were so healthy. After eating these chips, you don�t get gunk on 
your � ngers. It smells like a nice blend of corn. � e packaging is 
simple and clean. � e pictures are appealing and make the snack 
look healthy and yummy. 

Morgan R, 9th grade:

� e colors of the packaging [Unbeatable Blues] look appeal-
ing. I like how the package shows the health bene� ts because 
one would look for this type of thing in the chip aisle at the 
grocery store. 

Madison S, 9th grade:

I like the texture [of the Unbeatable 
Blues] because unlike some tortilla chips, 
[these are] easier to bite. It doesn�t stab 
my mouth like other kinds of chips. I like 
how it feels, but it is an awkward texture 
with the seeds. � e chips smell like typi-

cal tortilla chips. � ey smell the way they should, and do not 
taste processed at all. � e packaging is simple and refreshing 
to look at, instead of the typical chip bag, which is bright 
and distracting. It is a little bit hard to open, but not too bad. 

Brian B, 12th grade:

� e Way Better chips [Sweet Chili] are de� nitely softer then 
your normal chip. � ey have a unique taste, and it is easy to 
taste the main ingredients. � ey smell like sweet chili and po-
tato; just like a fresh veggie should. Teens and adults would buy 
this product. It may be a little pricy because it is a natural chip. 

Dustin B, 12th grade:

They have an amazing taste. I can taste 
the chili pepper and they aren�t too 
spicy. I do like the taste. They smell 
nice and �salsa-y.� 

Lukas O, 12th grade:

Simple packaging creates a homegrown, organic, healthy 
feel to the product [Sweet Chili] even before you open it. 
� e fragrance is very present in the product immediately 
after opening the bag. � e � avors are very good, and ac-
curately portray the � avors. Although they look very hard, 
the chips are actually quite soft. � is is my favorite part 
about the product. I believe adults would buy this product 
because of the gourmet � avors and probable high prices. 

Michael R, 12th grade:

It is a nice bag; it isn�t annoyingly crinkly like other bags. It has a 
simple design to it, but it�s quite appealing. � e single chili pepper 
picture on the bag is a nice touch. Overall, they are fairly easy to 
open. Way Better chips have a great taste; the sweet chili leaves a 
zing. By looking at them, the chip seems like it will be very hard 
but they are soft and easily edible. � ey have an inviting texture, 
unlike other tortilla chips that are very hard and sharp. 

“Nice and ‘salsa-y’ ”

Crunchy but Soft, 
Plus Unique Taste 

Way Better Snacks tortilla chips
Sweet Chili, Black Bean, Unbeatable Blues

Gluten-free, non-GMO and with sprouted grains



W
e didn�t set out to be di� erent, but when we asked for 
nominations for this year�s R&D Teams of the Year vot-
ing, we got some nontraditional companies as nominees.

You�d be hard-pressed to � nd an AdvancePierre retail brand (al-
though that e� ort is coming along), but this merger of companies has 
been mastering the foodservice space, especially institutional (school 
lunches) and convenience stores. Its competitor in the runo�  elec-
tion, Keystone Foods, also lacks retail recognition but has a com-
manding presence in foodservice, especially quick-serve restaurants.

� ose were the competitors in the large company category. In 
the small-company competition, we put a typical startup, Mamma 
Chia, up against a consulting product development company. In-
ternational Food Network has been behind quite a few multimil-
lion-dollar launches, including Ultra Slim-Fast and Benecol, and 

practically was the R&D dept. for a � edgling ice cream company 
called Haagen-Dazs.

In the medium-size category, we had a more traditional pairing: 
Gorton�s Seafood vs. Inventure Foods. Traditional, yes, but both very 
innovative in their own categories.

� is is our � fth annual feature on R&D teams, and the process 
remains the same. Early this year, we asked you in print and on our 
website to nominate the best R&D teams you knew in three cat-
egories: large ($701 million in sales and greater), medium ($100-700 
million) and small (less than $100 million in annual sales). Out of a 
dozen or so nominees, we whittled the list down to those six above.

� en in March and April, with the help of essays from the six 
nominees, we asked for your � nal vote. Apparently, innovation is 
valued by many of you, because 1,395 votes were cast. � is is purely 
a popularity contest, so these winners were chosen by you.

On the following pages, we pro� le the winners in those three catego-
ries. But kudos also those runners-up � Keystone Foods, Inventure Foods 
and Mamma Chia � who chronicled plenty of innovation in their essays. 

� anks to the 1,395 of you who voted. And if you feel bad that your 
company and your team was not among this year�s contestants, it�s not 
too early to drop us a line for next year. Email dfusaro@putman.net.

PREVIOUS WINNERS
2012:

2011:

2010:

2009:

Three for R&D



R & D  T E A M S  O F  T H E  Y E A R

AdvancePierre Foods

Bringing R&D to Foodservice
By Kevin T. Higgins, Managing Editor

C
hange is a constant, and AdvancePierre Foods Inc. (advan-
cepierre.com) is an organization that is constantly changing, 
in its approach to the food business, to production and to 

product development.
Created in 2010 by the merger of three entities, AdvancePierre�s 

roots were planted either 67 or 40 years ago, depending on whose 
family tree is being traced. A more meaningful milestone would 
be the year 2008, when the venerable Pierre Foods emerged from 
bankruptcy reorganization with a new management team headed by 
William Toler. � at set in motion a transformation marked by merg-
ers, acquisitions and the creation of a food giant that thrives on new 
products distributed through multiple channels.

Retail sales are a growing part of AdvancePierre�s $1.6 billion 
portfolio, but foodservice in multiple channels is the Cincinnati-
based organization�s bedrock. School cafeterias, convenience stores 
and vending machines are some of the places you will � nd the 
company�s many branded and private label creations. � e company 
counts more than 3,000 SKUs in a lineup to which products are 
constantly added and subtracted. 

More than 160 new products rolled out of its test kitchens last 
year, and 2012 wasn�t an anomaly, assures Bernie Panchot, vice presi-
dent of R&D. Her customers and her customers� customers are not 
interested in the same-old same old, and it�s the job of the 40-person 
R&D sta�  to respond with new and interesting alternatives.

Panchot joined Pierre Foods in December 2008 when Toler was 
building his senior management team. She reported directly to the 
CEO and served on the executive committee until 2010, when the 
company merged with Advance Food Co., Enid, Okla. � e deal also 
included Advance Brands LLC, a joint venture between Advance 
and Cargill Inc. At that point, R&D was folded into the marketing 
organization, signaling a shift from a conventional foodservice go-
to-market approach to a hybrid strategy that is tuned to changing 
market demands. 

� e new year ushered in another realignment that assigns R&D 
professionals to three business units: branded products, foodservice 
and strategic activities. Members of the R&D team can be found on 
the premises of all of the company�s 10 manufacturing sites, includ-
ing � ve in Enid, two in Ohio, and one each in North Carolina, South 
Carolina and Portland, Maine, the home of Barber Foods, which was 
acquired two years ago.

Although AdvancePierre shifted production of Barber�s fully cooked 
foods to an Enid plant and shut down Portland�s oven, laying of 232 
workers in the process, it also signaled it would invest $10 million over 
two years in plant renovations and equipment upgrades. � e facility now 
accounts for more than 300 of the company�s 4,000 head count.

AdvancePierre is a major player in the channels it plays in and 
the handheld protein foods it creates. � e organization ranks 
among the Top 10 processors of lamb & veal, beef, turkey and 
chicken; it also holds down the No. 10 spot in refrigerated & frozen 

foods, according to Gale Research.
As the Cargill joint venture suggests, the organization collabo-

rates with its suppliers; in fact, �one of the requirements in key sup-
plier contracts is that they help us stay ahead of key trends,� Panchot 
explains. But the bedrock of collaboration is spelled C-U-S-T-O-M-
E-R-S. � ose are the relationships that drive product innovation.

Belly up to the bar

A recent example is the Fast Fixin� Sandwich Bar, a concept developed 
to help AdvancePierre�s convenience store clients. People in search 
of a hot meal increasingly were gravitating to the C-stores� hot dog 
roller grills, negatively a� ecting the handheld foods that Advance-
Pierre supplies. 

At the prodding of a � eld-sales colleague, the R&D team started 
work on a self-contained system that approximates the footprint of a 
roller grill and allows people to build their own sandwich, choosing 
from three protein options and topping o�  the sandwich with fresh 
ingredients of the store owner�s choosing. Local and regional favor-
ites help customize the sandwich after the proteins are heated in a 
microwavable bun R&D had formulated for other channels.

�� at was a case where we found a (retail) partner who was willing 
to collaborate with us on the development of the bar and an equip-
ment manufacturer who developed a warming tray for the buns and 
then made multiple adjustments as we went through tests,� Panchot 
says. �By the time we launched the system commercially, we had a 
proven model. It changes the paradigm of the hot C-store sandwich.�

Market research also drives innovation. Custom � eld research but-
tressed AdvancePierre�s march to the top of the C-store sandwich pyra-
mid and helps shape Big AZ, a brand created for the caloric-unconscious 

A reworked version of a patty melt sandwich in a microwavable format re-

cently joined AdvancePierre’s Pierre Panini Style Melts line. The company’s 

R&D team rolls out new products at a rate of more than three a week.



and sold in C-stores and vending machines. 
While the name suggests a Southwestern �air, 
it�s actually �a heartier serving in one of our 
leading categories,� she explains.

In April, the company rolled out the Big 
AZ BaconAddict Cheeseburger, an over-
sized, �ame-broiled patty sandwiched be-
tween two layers of bacon-infused American 

cheese and topped with � what else? � more 
bacon. �It was a way to create some excite-
ment and enable our C-store customers to 
better compete with fast food,� says Panchot. 
Not incidentally, it helps AdvancePierre 
maintain its big-dog status in the $4 billion-
plus C-store sandwich category.

�Market research has shown that bacon 

is one of the most popular sandwich proteins 
and that many consumers prefer sandwich-
es with bacon,� notes Tony Schroder, the 
�rm�s president of convenience channels in 
a prepared statement. A Technomic research 
report found that 87 percent of consumers 
are prepared to pay a premium of at least 50 
cents when bacon is added to a sandwich.

Time to market varies considerably, but 
line extensions like the BaconAddict Cheese-
burger can move from concept to commer-
cialization in as little as 18 weeks.

Health-conscious cafeterias

Child nutrition programs have kick-started 
reformulation e�orts at many food compa-
nies in recent years. Pierre Foods was a major 
supplier to school commissaries, and the suc-
cessor organization has kept AdvancePierre in 
the vanguard with the same combination of 
market research and R&D that is applied to 
other channels.

�One of the things we continued after the 
merger was our directors council of school 
foodservice operators,� Panchot says. ��at 
provides an opportunity to ask, �What are par-
ents talking to you about?�� Her R&D team 
includes two school-nutrition specialists.

�ree years ago, the �rm introduced the 
Smart Picks line at the School Nutrition As-
sn.�s annual conference. �e 60 school-cafe-
teria items have one or more of the following 
attributes: reduced sodium, reduced fat, zero 
trans fat, no hydrogenated oils, whole grains 
or a good source of protein. 

AdvancePierre was one of the �rst food 
processors in 2011 to join the Alliance for a 
Healthier Generation, a coalition founded by 
the William J. Clinton Foundation and the 
American Heart Assn. that set science-based 
standards for school foods, including lean 
protein products, low-fat entrees, reduced 
sodium levels and whole-grain products.

Regardless of which distribution channel 
is targeted, new products are battle tested and 
come with a realistic pro�tability expectation. 
�We test in real market conditions and get 
real results� before a roll-out, she says.

�We are constantly changing, constantly 
looking at ways to optimize our resources 
and get every pound out of our production 
plants,� summarizes Panchot. To help make 
the call on what items are dropped from the 
production schedule, R&D professionals 
embedded in the plant management teams 
are on hand, ensuring the need for innova-
tion is a metric in optimized production 
scheduling. 
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P
roduct development at Gorton�s Inc. is limited by a number 
of factors. Imagine working in only one protein � seafood � 
and turning out nothing but frozen products.

But the R&D team at Gorton�s (gortons.com), better known as 
Gorton�s Seafood, doesn�t feel constrained by those factors; they revel 
in them. ��ere�s so much opportunity and consumer interest in sea-
food these days,� says Don Lynch, vice president of R&D and qual-
ity assurance at the Gloucester, Mass., company. �We�ve tried a few 
other vehicles over the years, but we�re really best at frozen seafood.�

What can they do with frozen seafood? More than you think. Re-
cent projects have reduced sodium without a�ecting �avor; reduced 
fat without a�ecting texture; and reduced calories without a�ecting 
the pleasant, �lling experience.

Nearly all raw products are �ash-frozen at sea and stay that way 
through the product development cycle � which presents more chal-
lenges for product development. �Over the years, we�ve developed 
technology to cut [seafood] to size, add batter, breading or seasonings 
and then package � all the while keeping the product frozen,� he says. 
A new line of Grilled Fillets are grilled while the product remains 
frozen. �e Grilled Fillets also are gluten-free and under 100 calories.

Perhaps the overriding theme for Gorton�s product development is 
to make consumers comfortable with seafood � in purchasing, prepara-
tion and taste. �at�s behind the company�s long-running ad campaign: 
�Trust the Gorton�s �sherman.� He won�t sell you a bad piece of �sh.

�A lot of consumers still are not comfortable buying or cooking 
seafood,� says Lynch. �We try to make it easy for them.�

Easy? How?

�e new line Simply Bake is to consumers all that the name im-
plies; but there�s plenty of multidisciplinary product development 
behind the product. �e haddock, tilapia or salmon �llets � coated 
with what Gorton�s calls a �healthy� savory coating � are packed in 
a part-foil cooking pouch. �e product is partially visible through 
a window. As the product bakes, it steams in the pouch, which in-
cludes micro-perforations. �e result is a thoroughly but gently 
cooked piece of �sh. And consumers never touch the �sh.

For consumers willing to do a little more of the cooking, Skillet Crisps 
(in two �avors of tilapia and shrimp) are �ipped once in the frying pan.

Snack-It is a new line of �sh and shrimp bites being positioned for 
after-school/before dinner snacks.

Even old-fashioned beer battering needed some R&D. �We de-
veloped a proprietary method for taking the carbon dioxide out of 
the beer for our batter,� Lynch says. ��at�s necessary for processing.�

One of the team�s biggest successes was simply a repositioning of 
a breaded �llet for a �sh sandwich. ��at�s what one type of �llet was 
always used for, but now we explicitly call it a Fish Sandwich Fillet,� 
he says. �e relaunch did involve resizing and reshaping a �llet into 
�the perfect size and shape for sandwiches,� as the ad campaign goes.

Gorton�s works in several types of �sh, most of them comfortably 
white. It calls out tilapia, salmon, haddock, �ounder and sole. Alaskan 
pollock is the type used most generically for sandwich �llets and �sh 
sticks. All species are speci�ed in the ingredient statement of each box.

�e company has been around since 1849, but went through a num-
ber of ownership changes, including General Mills and Unilever. It has 
been owned by Japanese seafood �rm Nippon Suisan Kaisha Ltd., better 

Gorton’s Seafood

Making Seafood Easy for Consumers
By Dave Fusaro, Editor in Chief

Here’s half of the R&D team at Gor-

ton’s Seafood. That’s VP Don Lynch at 

far right.
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known as the Nissui Group, for the past 10 years.
��ey are themselves an extremely innovative seafood company. 

�ey pride themselves on R&D, so they�ve been extremely support-
ive of new product development,� Lynch says of the owner. 

At Gorton�s, R&D and quality assurance are under the same um-
brella. �ere are 24 people in the group, 13 dedicated to R&D. Eight of 
the R&D people are food scientists (�ve of them with Ph.D.s), three are 
R&D associates, one is a trained chef and one is a packaging engineer. 
Lynch is one of the doctorates,; he�s been with the company for 25 years.

�e team�s focus is on culinary art and science. But new product 
development �is very much a team approach,� Lynch explains. �Mul-
tiple departments get involved � marketing, engineering, packaging, 
QA, the supply chain.

�When a product idea is generated, we do some concept tests. 
We always make sure we�re aligned with what consumers want. If it 
seems good, we bring it to the lab and start playing with it. We cook 

it and taste it. When we get the product to a level 
where we think it�s good, we scale it up some and do 
more consumer testing. We look for feedback, how 
to make it even better. �at�s the point at which we 
commit to rolling it out to the market.

�We always keep in mind three goals:

Retailers get the �rst samples, and a negative re-
action from them could scuttle the project. But if all goes well, the 
new product is on the market � sometimes in as little as �ve months, 
although most take about 15 months.

�We try to keep new products under 200 calories per serving,� 
says Lynch. �We now have more than 20 main-meal products with 
fewer than 200 calories.� �e company�s only brand is Gorton�s.

Gorton�s hometown Gloucester dates back to 1623 and claims 
to be America�s oldest seaport and the birthplace of the U.S. �shing 
industry. For the past 15 years, R&D and QA have been housed in 
the Stephen Warhover Innovation Center, named after the company 
president who retired three years ago.

�We have kitchens, labs, a scale-up facility � but when we get to that 
point, we prefer to go right to the factory,� for scaling up, Lynch says. 
�All we do is �sh. We�ve been �rst to market with so many things. We 
really think we�re the category leader. We want to keep it that way.�  



ur winning R&D team in the smallest category has no 
products to its own name. While it�s a very small company, 
it has helped some of the world�s largest companies launch 

such products as Ultra Slim-Fast, Haagen-Dazs and Benecol.
International Food Network (www.intlfoodnetwork.com) is a 

contract product development team for the food, beverage and nutri-
tion industries. It provides as much or as little assistance as you need, 
from initial idea generation through commercialization. IFN was 
started in 1987 by Peter Salmon, a certi� ed food scientist (and MBA) 
who worked for both General Foods and General Mills.

�With hands-on skills from a wide variety of areas, IFN is pre-
pared and capable of entering a project at any stage in the develop-
ment cycle � from concept design to manufacturing site selection,� its 
marketing materials say. �With our signi� cant internal and external 
resources we can move forward quickly and economically, reduc-
ing time-to-market cycles that allow you to take advantage of sales 
opportunities and improve market positions. We make the most of 
what already exists within your organization or supplier network, 
involving ourselves where we can add real value to your success.�

More simply, �We�re a bunch of food scientists, primarily 

formulators,� Salmon says. �When a client comes to us, we explore 
whatever areas they want to explore. � en we break the product devel-
opment process into discrete phases,� and decide who does what parts.

Salmon started the company in Ithaca, N.Y., to be close to the 
Cornell University food pilot plant and not too far from his former 
General Foods o�  ce in Tarrytown. He eventually opened an o�  ce 
in the UK to support a client launching there, and more recently 
located a lab in Naples, Fla., also to support a client.

Salmon uses the term �protocepting� to describe much of what 

When Your R&D Team Needs Help
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IFN does. But that�s only the front-end 
work, often the sexiest stu�. �Other �rms 
focus only on the front end � we certainly do 
that too. But we can do it all for a food pro-
cessor � prototypes, scale-up, process speci�-
cations, HACCP (hazard and critical control 
points) analysis, shelf life testing, even over-
seeing �nal commercialization.�

Slim-Fast was one of his earliest clients. 
�We helped develop the Ultra Slim-Fast 
line of shake mixes, and we were involved 
in supporting manufacturing operations in 
contract manufacturing facilities around the 
U.S. Later we began to extend the brand into 
other forms, for meal replacements as well as 
snacks. �en IFN supported Slim-Fast�s ex-
pansion into the United Kingdom in 1990.�

IFN helped out Haagen-Dazs when it was 
an independent up-and-coming company, 
and was retained by subsequent Haagen-Dazs 
owners Pillsbury/Diageo and General Mills. 
�We usually had at least one person working 
in their labs there at all times, while the rest of 
the work was being done in Ithaca,� Salmon 
recalls of Haagen-Dazs� early days. �We sup-
ported them when they relocated their o�ces 
to Minneapolis and for that year we carried 
most of their R&D out of Ithaca. After Min-
neapolis was up and running smoothly, our 
role transitioned to supporting their interna-
tional business, again mostly new �avor de-
velopment. Altogether, we worked 10 years 
with the Haagen-Dazs brand.�

In the late 1990s, McNeil Nutrition-
als came to IFN looking to expand its food 
business, which at the time consisted only of 
Lactaid milk. �We did a lot of foundational 
research and found the Benecol technology 
at the University of Helsinki,� says Salmon. 
�e plant stanol-based technology looked 
adaptable to spreads so, through a license 
from the university and development help 
from IFN, McNeil launched the world�s �rst 
cholesterol-lowering margarine.

It was groundbreaking and exciting news 
at the time and received one of the earliest 
FDA-certi�ed health claims. �e technology 
was applied to salad dressings, bars and yo-
gurts. For whatever reasons, the brand faded 
in the U.S., although it still exists in Europe.

IFN also does some applied research. It 
has created a stomach model, which models 
the digestive process so clients can see how 
ingredients or products are digested, when 
bioactives are absorbed, when encapsulated 
ingredients are released.

�e Ithaca o�ce (run by Ed Collins and 
Scott Martling) has 30 technical people. 

Ten more are in the UK (headed by Rick 
Henson), and eight are in Naples (super-
vised by Brett Ceulvels, who started that 
lab). All those numbers are people dedicated 
to product development; they don�t include 
nontechnical support employees. Almost all 
have food science degrees, most of them with 
master�s or doctorate degrees, and four have 

culinary arts degrees.
�It�s a fantastic team with a fundamental-

ly optimistic outlook,� Salmon says. �Most 
of our people have been with us a long time. 
Most of the time, we have to operate in se-
crecy because of con�dentiality agreements. 
I�m glad we can recognize their work with 
this award.� 
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While the hand-held breakfast niche is hot, the rest of the frozen 

food category mounts an ad campaign to reverse the slide.

By David Phillips, Technical Editor 

A
pending $50 million ad campaign designed to boost 
sales of frozen foods attracted a great deal of media 
attention in April. � e gist of the message is that fro-

zen equals fresh � that frozen foods can be sold in better con-
dition than their refrigerated or produce-department rivals.

� e campaign, which is expected to launch before the end 
of the year, is funded by the Frozen Food Roundtable, a con-
sortium of major food manufacturers (including ConAgra, 
Heinz and General Mills) organized through the American 
Frozen Food Institute. 

In reporting the story, the mainstream media maintained 
a good deal of skepticism about the notion that �frozen 
equals fresh.� � is is not the � rst time the food industry has 
set out to change perceptions about frozen foods, and yet the 
challenge remains. 

�Refrigerated is considered fresh and better,� says Brad 
Rostowfske, director of innovation and business develop-
ment with Palermo�s Pizza Co. (www.palermospizza.com), 
Milwaukee. �But the truth is that both frozen and refriger-
ated have di� erent advantages.� 

While advances in frozen foods have come about primar-
ily through better production processes � Palermo�s, for in-
stance, uses slabs of marble on a conveyor oven to create a 
frozen pizza that is more like those from a pizzeria � ingredi-
ents play key roles, too. 

Also, as consumers warm up to frozen foods, the quality 
of the ingredients has become a key factor, Rostowfske notes. 
As with processors in all other food categories, frozen food 
makers know consumers are reading labels, so they are work-
ing with ingredient suppliers to reformulate with multifunc-
tional ingredients that sound wholesome. 

While the Frozen Food Roundtable�s campaign is making 

a big splash, it is not a lone voice. � e National Frozen and 
Refrigerated Food Assn. recently introduced its own Cool 
Food Panel that is working with a public relations agency to 
champion frozen foods. 

Breakfast any time 

Frozen food sales totaled more than $40 billion in the U.S 
in 2011, but 98 percent of frozen products have � at or de-
clining sales, according to the preliminary work to support 
the campaign. Mintel Global Market Research (www.mintel.
com), Chicago, however reports sales growth in many of the 
sub-segments of frozen foods. Some, such as handheld break-
fast foods, have experienced considerable growth, thanks in 
part to the convenience they o� er. Mintel says there is a $2.7 
billion market for handheld frozen foods. 

�Total sales for the market grew 18 percent from 2006-
11,� states Mintel�s June 2012 report �Frozen Handheld 
Food.� �Trends toward eating less processed food also have 
presented a challenge to the market as has the continued eco-
nomic downturn, but frozen handheld products� convenience 
and value have helped to keep sales a� oat while renewed in-
terest and innovation in breakfast handheld food has helped 
to grow sales in 2010-11.�

Handheld breakfast foods are especially hot, the group 
says. � ey�re not just eaten in the morning � their size, con-
venience and quality can make them a snack or a convenient 
dinner. 

�While composing just 26 percent of the total market in 
2011, U.S. sales of frozen handheld food (breakfast) grew by 
40 percent from 2009-11 and helped the total market to grow 
by 7 percent during that same period even as the larger frozen 
handheld food (non-breakfast) segment saw sales decline by 
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Frozen Foods On

Thin Ice?



1 percent,� the report states.
� ese products include 

items such as Jimmy Dean 
Delights, a breakfast sau-
sage and biscuit sandwich 
marketed by Hillshire 
Brands (www.hillshire-
brands.com), Chicago. 

� e report also notes 
that frozen snacks, includ-
ing pocket snacks and per-

sonal-sized ones, plus pretzel and bagel snacks 
have experienced strong sales growth. 

�At least 60 percent of respondents who eat frozen handheld food 
products look for products that have high protein, high � ber or con-
tain whole grains,� the Mintel report states. A much lower share (49 
percent) of the respondents who eat frozen handheld food are look-
ing for low/reduced sodium and even fewer are looking for reduced 
fat or calories. So it seems what goes into them is more important 
than what is taken out. 

While handheld foods and snacks are doing well, the market for 

frozen meals in the U.S. has declined between 2007 and 2012 for sales 
of $8.1 billion in 2012. Mintel estimates that sales will drop further 
into 2017 as buying power returns and many consumers increase their 
restaurant spending or maintain home cooking regimens.

And a new report by research consultants A.T. Kearney (www.
atkearney.com) suggests the frozen food category is in a similar posi-
tion to the category it brushed aside more than 75 years ago: canned 
goods.

�� e very attributes that made frozen food a successful alterna-
tive to canned foods are now more often perceived in fresh prepared 
foods,� says the Kearney report, �Prepared Foods � � e � awing of 
the Ice Age.� �Consumers gravitate to fresh prepared foods because 
their environment has not been altered through massive temperature 
and processing changes. Celebrity chefs and reality cooking shows 
emphasize fresh ingredients and home cooking. Farmers markets 
have grown explosively in the past 15 years as consumers have be-
come attracted to fresh and locally grown foods due to their health 
and nutritional bene� ts. Fresh is considered the ultimate, conve-
nient, ready-to-eat solution. 

�Savvy consumers frequent Whole Foods with their fresh, un-
packaged take-out and Trader Joe�s with their branded, restaurant 
quality refrigerated meals,� the report continues. 

�� ese perceptions are impacting the frozen food aisle. Frozen 
prepared meals are in decline and the signi� cant attempts at inno-
vation have not been able to regain the consumer�s top position in 
terms of quality and convenience. A surprising number of major food 

www.emeraldmaterials.com

Making bubbles 
is child’s play.

fi Registered trademarks of Emerald Performance Materials, LLC.                                                        ' 2013 Emerald Performance Materials, LLC

For information on these and other Emerald products  
for food & beverage - such as Hilton Davis® FD&C dyes and lakes,  
PUROX® and KALAMA™ benzoate preservatives and KALAMA™  
�avor & fragrance ingredients visit:

Emerald Foam Control � our food safety practices continue to set 
the standard in the industry. Now AIBI / SQF-GFSI certi�ed. 

Requirements for additives and process aids � including defoamers � are  
becoming more stringent as regulators around the world seek to further 
protect food and feed supplies. For years, Emerald has led the food processing 
industry with proven-safe foam control solutions to provide added peace of 
mind. Food safety is a top priority for us because we know the safety of your 
products and by-products for food and feed depends on the quality of ours. 
That�s why processing aids from Emerald Foam Control are the preferred  
choice of food processors for safety, quality and reliability.

No one o�ers more clearances in the food category. Whether it�s for food  
processing applications, Halal and Kosher programs, or organic materials,  
our products continue to meet even the most stringent requirements set  
forth by the cGMP/HACCP accreditation process of  
the American Institute of Baking, International and  
SQF (Safe Quality Foods) certi�cation under the new  

GFSI (Global Food Safety Initiative) standards. The new certi�cation  
also aligns with the new FDA FSMA (Food Safety Modernization Act)  
requirements for Food or Feed products.

And with our global network, we can easily supply antifoams, defoamers, 
antiscalants and process cleaners anywhere in the world.

Call 800-770-5226 today 
to learn how we e�ectively 
make foam control look 
like child�s play.

Controlling them to ensure the safety  
of your food product is our business.

Visit us:

IFT
FOOD EXPO

Booth #3547



����������
possible ��
impossible

�����������������
��������������������������������


AlmagineTM��������
������	����	�
�������������
������������������������

�������������
�����������������������

�����������������������������and��� ��›��������������������
��
�
���������������������IFT booth #2348����������
����

������
����������������������������������������������

������
��������������������
���������������	���
��	�����
�������
����
�
���������������������������
���������
������

�������������������������������������������������taste good�
��	�����good for you�



P R O D U C T  D E V E LO P M E N T

companies reported over the past 18 months they had experienced 
sustained volume declines in their core businesses. In 2013, units are 
forecast to decrease by another 3-5 percent� some recent estimates 
are inching their way up to the double digits,� the report concludes.

To some, frozen foods simply may be more di�  cult to merchan-
dise from behind glass doors. Rostowfske, for one, thinks that could 
be part of the equation. �� e produce section in a grocery store 
always has to look good, and the same needs to be done with the 
freezer. It has to be made to look appealing.�

Quality ingredients 

While most marketing e� orts are slanted toward prepared frozen 
foods, the AFFI campaign continues to remind consumers that fro-
zen staple foods such as ground beef or blueberries are not necessarily 
inferior to fresh. 

One company that is certain of the quality of frozen is Schwan 
Food Co. (www.theschwanfoodcompany.com), Bloomington, 
Minn. Schwan has three divisions, all involved in making and sell-
ing frozen foods. 

� e Consumer Brands Division sells branded products (Red Bar-
on, Tony�s and Freschetta pizzas, Mrs. Smith�s pies and desserts and 
Pagoda Express entrees among them) for retail sale in grocery, club-
store and other retail channels. � e Home-Delivery Division o� ers a 
broad array of products under the Schwans brand. Finally the Food 
Service Division caters to schools and institutions, convenience chan-
nels and restaurants. � is division also produces SKUs under the Red 

Baron, Freschetta and 
Mrs. Smith�s brands. 

Julie Simonson, 
vice president of re-
search and develop-
ment, says the com-
pany works internally and with suppliers 
to obtain ingredients that allow Schwan to meet a number of product 
goals. For instance, in the area of health and wellness, the company 
conducts a biannual product portfolio assessment of health and well-
ness metrics in relation to established nutrition guidelines. 

�� is review has been met with a commitment to eliminate arti� -
cial trans fats and to continue to moderate sodium and saturated fat 
to meet the recommendations of the Dietary Guidelines for Ameri-
cans,� Simonson says. 

Schwan Home Service o� ers more than 100 better-for-you 
LiveSmart brand options that meet those health and wellness guide-
lines. In 2012, Schwan�s Home Service reformulated 28 of its tradi-
tional products to meet those guidelines.

�In schools, we have had great success working with our suppli-
ers on obtaining the right ingredients for producing a delicious 51 
percent whole-grain pizza,� Simonson adds. �Additionally, a number 
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of years ago, we undertook a major e� ort to 
remove trans fats from our products in a very 
short period of time.� 

To accomplish this, Schwan had to work 
with dozens of suppliers. 

�It took a coordinated e� ort with our 
purchasing department, regulatory a� airs, 
research and development, our suppliers and 
our customers,� Simonson explains. �Our 
ingredient suppliers had to reformulate their 
products before we could work on ours. We 
had to then validate that the new trans fat-free 
ingredients functioned the same and delivered 
the same � avor and quality to consumers. We were successful at the 
end of the day because of the collaborative e� ort of everyone involved.�

Multifunctional ingredients can help maintain texture and other 
organoleptic properties while also o� ering a simpler, often cleaner label.

An example of this can be found in the ingredient solutions that 
have been developed for premium lowfat ice cream, also known as 
�churned� products. While a small number of temperature and pro-
cess techniques are employed for many of those popular ice cream 
products, others get their enhanced, smooth texture from ingredi-
ents, including emulsi� ers and additional dairy proteins. All of them 
succeed through the retardation of ice crystal formation during the 
freeze-thaw cycles in distribution and merchandising.

But another path to better-tasting products can be found through 

the selection of better quality ingredients, a sentiment expressed by 
both Simonson, and Palermo�s Rostowfske.

�For our grocery store consumers who love a bolder � avor, we 
recently worked with our suppliers to secure ingredients for our Red 
Baron spicy pepperoni pizza, with the spice coming from diced ja-
lepenos and our newly developed chipotle sauce,� Simonson says. 
�Freschetta pizzas feature only premium ingredients: real and all-
natural cheeses, never cheese � llers; olive oil and sea salt; sauces made 
from ripe tomatoes and generously sliced vegetables picked at their 

3,400mg a day
The average amount of sodium Americans consume every day.2

2,300mg a day
The upper limit of sodium an average person should consume every day.3

Current
Sodium Consumption

1,500mg a day
The upper limit of sodium a person should consume every day if they 
are 51 years or older, African-American, have hypertension, diabetes 
or chronic kidney disease.3

For the complete perspective, please go to:

cargillsaltinperspective.com

Cleaner ingredient statements, interesting � avor combinations and 

new technologies are enabling pizza to remain competitive in the 

frozen category.
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peak and �ash-frozen to ensure the fresh-
est taste and to preserve valuable nutrients; 
and the �nest meats, like special-recipe pep-
peroni, seasoned sausage and lean Canadian-
style bacon.�

For Palermo�s high-end brands like Paler-
mo�s and Primo, a similar approach is taken. 
�When we work on Primo �in, we watch 
the fat and the salt (for health bene�ts),� says 
Rostowfske. �We will use a lot of olive oil � 
and we use very good olive oil. When you get 
the right balance of high-quality ingredients, 
you can end up with more �avor and less fat.�

�e company�s culinologist, Dax Schae-
fer comes into play here too, as does its 
Italian-American heritage, Rostowfske says. 
�We use a �less-is-more� mentality.� 

Growth in specialty diets

Natural and organic frozen foods have 
grown substantially in recent years, and 
those companies that specialize in foods for 
special diets must take particular care in se-
lecting ingredients. 

Van�s Natural Foods (www.vansfoods.
com), Vernon, Calif., recently expanded its 

anchor product line by adding several SKUs 
of gluten-free wa�es and mini wa�es. 

Amy�s Kitchen Inc. (www.amys.com), 
Petaluma, Calif., o�ers snack-sized frozen 
burritos made with organic beans and rice, 
tomatoes and other ingredients. Under its 
Light and Lean banner, the company recent-
ly introduced two dishes, a Quinoa and Black 

Bean bowl, and Mattar Paneer. �ese gluten-
free o�erings are made from ingredients that 
include Swiss chard, Indian cheese, butternut 
squash and organic peas. 

While both Van�s and Amy�s maintain a 
strong presence in the natural foods chan-
nels, they also have migrated many products 
into mainstream grocery and club stores.  

P R O D U C T  D E V E LO P M E N T

There’s a better way 
 to unload containers.

We can evacuate 99% of the material from your drum. 

Transfer your thickest materials, without dilution, with our SaniForcefi 

drum and bin unloaders. Gracofi can handle your most 

challenging applications with the safety and sanitation your 

company needs. Diaphragm and 

piston style models are available. 

See SaniForce products in action 

and � nd your local dealer at 

graco.com/SaniForce

'2013 Graco Inc. All rights reserved.

SaniForce
Sanitary Pumping Solutions

Typing �frozen foods� into the 

search bar at www.FoodProcess-

� including last year�s �Can Frozen 

Foods and �Natural� Coexist?� Six of 

those hits are whitepapers, 88 are 

news stories, 180 are products and 

506 are general articles. Start all 

your product development search-

es at www. FoodProcessing.com

MORE ON THE WEB

Hillshire Brands puts its popular Jimmy Dean 

sausages in the middle of breakfast �atbread 

sandwiches.



More, faster, tortillas 
Using only a few ounces of a hy-
drocolloid will help to put more 
tortillas on store shelves sooner 
and reduce waste. When tortillas 
bake, weak spots develop where 
the tortilla dough rests on the 
mesh conveyor. A few ounces of 
gums for every 100 lbs. of �our 
will help reduce the stick that 
occurs on the heated metal and 
prevent much of the tearing that 
results when �sticky� tortillas are 
peeled o� of a metal conveyor. 
By evenly distributing the mois-

ture in the tortilla dough, gums and gum sys-
tems add needed �exibility and strength to the 
tortilla. Formulating with hydrocolloids will 
result in tortillas that are more consistent and 
higher quality. 

Starch gel for protein 
PenGel 8 is designed for protein applications 
and mimics fat to maintain taste, improve 

yield, enhance tenderness and improve the nu-
tritional pro�le of food products. �e starch gel 
is designed to be used in ground sausage and 
patties, emulsi�ed and meat analogues as well 
as chopped and formed meat such as chicken 
nuggets. In meat products, it can reduce fat 
by 25 percent or more. It is used to formulate 
leaner, healthier protein products to meet the 
demands for better protein options. Health 
bene�ts include reduction in calories, total fat, 
saturated fat and cholesterol.

Honey helps gluten-free beer
Sorghum, which is used in most gluten-free 
beers, can have an astringent taste. Dog�sh 
Head Brewery uses less sorghum and re-
places the rest of the fermentable sugars with 
pureed strawberries and buckwheat honey. 
Ramapo Valley Brewery is another company 
brewing a gluten-free beer with honey. Its 
Honey Beer is not made with barley or wheat 
� the main fermentable is amber honey. No-
ble hops add a touch of bitterness to balance 

the honey sweetness. And Sprecher Brewery 
this January introduced a Hard Root Beer, 
an alcoholic, adult-only version of its famous 
root beer, which contains honey.

Fiber from peas
JustFiber TPF40 is 
a natural pea �ber 
ingredient derived 
from yellow peas. 
It is GMO-free, 
gluten-free and is 
certi�ed Kosher and 
Halal. With total di-
etary �ber content in 
excess of 60 percent, this ingredient is an e�ec-
tive binder for meat and bakery products. It is 
useful in ground meat products that require fat 
as well as moisture binding. One pound of Just-
Fiber TPF40 can hold up to eight combined 
pounds of water and fat, making it an option in 
products like sausages and meatballs.

Let our Ingredients be your Solutions

ISI's Natural and Organic Allowed

Stop by our booth at IFT!  Booth # 303 ñ July 14, 15 & 16, 2013

ISI s Natural and OrganicȤAllowed
carrageenans can replace phosphates
and allow for reduced salt levels 
and are GMO/Allergen Free

C  Carrageenan 
Nalginô Sodium Alginate

Xanthan Gum

800-628-3166 / www.IngredientsSolutions.com



INGREDIENT SUPPLIER GUIDE
 COMPANY PHONE WEB

Colorants
Arome America LLC 908-806-7003 www.aromeamerica.com
BASF Corp.  973-245-6000 www.human-nutrition.basf.com
Blue Paci�c Flavors & Fragrances 800-248-7499 www.bluepaci�c�avors.com
Cargill Inc. 800-227-4455  www.cargill.com
Chr. Hansen Inc. 800-558-0802 www.chr-hansen.com
ColorCon 215-699-7733 www.colorcon.com
D.D. Williamson & Co. Inc. 800-227-2635 www.caramel.com
Emerald Hilton Davis 800-477-1022 www.emeraldmaterials.com
Food Ingredients Solutions 201-440-4377 www.foodcolor.com
Freeman Industries LLC 914-961-2100 www.freemanllc.com
GNT USA Inc. 914-524-0600 www.gntusa.com
Gold Coast Ingredients Inc. 800-352-8673 www.goldcoastinc.com
Kalsec Inc. 269-349-9711  www.kalsec.com
LycoRed 877-592-6733 www.lycored.com
Naturex Inc. 201-440-5000 www.naturex.com
PL Thomas & Co. Inc. 973-984-0900 www.plthomas.com
Roha USA LLC 888-533-7642 www.rohadyechem.com
Sensient Colors LLC 800-325-8110 www.sensientfoodcolors.com
Sethness Caramel Color 888-772-1880 www.sethness.com
Watson Inc. 800-388-3481 www.watson-inc.com
Wild Flavors Inc. 888-945-3352 www.wild�avors.com
Wright Group 800-201-3096 www.thewrightgroup.net
Wyandot Inc. 800-992-6368 www.wyandotsnacks.com 

Spices, Herbs and Seasonings
Abco Laboratories Inc. 800-678-2226 www.abcolabs.com
ADM  800-637-5843 www.adm.com
Advanced Food Systems Inc. 732-873-6776 www.afsnj.com
American Food Ingredients 760-967-6287 www.americanfoodingredients.com
American Key Food Products 877-263-7539 www.americankeyfood.com
Blendex Co. 800-253-6339 www.blendex.com
Cargill Inc. 800-227-4455 www.cargill.com
Chef Paul Prudhomme�s 
Magic Seasoning Blends 800-457-2857 www.chefpaul.com
ConAgra Foods/Spicetec 800-921-7502 www.spicetec.com
Culinary Farms 916-375-3000 www.culinaryfarms.com
Elite Spice 800-232-3531 www.elitespice.com
Extracciones Naturales S.A. de C.V. 360-961-3309 www.enaturales.com
Food Source Inc. 610-540-0300 www.idf.com.foodsourceinc.com
Gilroy Foods & Flavors (Olam) 800-921-7502 www.gilroyfoodsand�avors.com
Gri�th Laboratories 800-346-9494 www.gri�thlaboratories.com
Haliburton International Corp. 877-980-4295 www.haliburton.net
International Dehydrated Foods 800-641-6509 www.idf.com
Kalsec Inc. 269-349-9711 www.kalsec.com
Kikkoman Sales USA Inc. 415-956-7750 www.kikkomanusa.com
Kraft Food Ingredients 901-381-6500 www.kraftfoodingredients.com
Mane USA 973-633-5533 www.mane.com
McClancy Seasoning Co. 803-548-2366 www.mcclancy.com
McCormick Flavor 410-771-7997 www.mccormick�avor.com
McIlhenny & Co. 504-523-7370 www.tabasco.com
Olam Spices & Vegetables/Gilroy 408-846-3200 www.gilroyfoodsand�avors.com
PL Thomas & Co. Inc. 973-984-0900 www.plthomas.com
Prinova USA 630-868-0300 www.prinovausa.com
SupHerb Farms 800-787-4372 www.supherbfarms.com
Van Drunen Farms 815-472-3100 www.vandrunenfarms.com
Wixon Inc. 800-841-5304 www.wixon.com

Stabilizers
ADM 800-637-5843 www.adm.com
Advanced Food Systems Inc. 732-873-6776 www.afsnj.com
American Casein Co. 609-387-3130 www.americancasein.com
Cargill Texturizing Solutions 952-742-6557 www.cargilltexturizing.com
CP Kelco U.S. 858-292-4900 www.cpkelco.com
David Michael & Co. 215-632-3100 www.dm�avors.com
FMC Biopolymer 800-526-3649 www.fmcbiopolymer.com
Gelita USA 712-943-5516 www.gelita.com
Grain Processing Corp. 563-264-4211 www.grainprocessing.com
Gum Technology Corp. 800-369-4867 www.gumtech.com
ICL Performance Products LP 800-244-6169 www.icl-perfproductslp.com
Ingredion 800-859-8569 www. ingredion.com
PL Thomas & Co. Inc. 973-984-0900 www.plthomas.com
SunOpta Ingredients Group 800-353-6782 www.sunopta.com/ingredients
Tate & Lyle 800-348-7414 www.tateandlyle.com
TIC Gums Inc. 800-899-3953 www.ticgums.com
Watson Inc. 800-388-3481 www.watson-inc.com




