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From the Editor’s Desk...

Amidst the COVID-19 chaos this summer, | found myself
enjoying some down-time while listening to one of my
perennial musicians, Jinmy Buffet. Heavily engaged in the
lyrics, | was not immediately transported to some exotic
destination as you might guess, but rather to the present day.

The song opens, “I took off for a weekend last month just to try and recall
the whole year. All of the faces and all of the places wonderin’ where they
all disappeared.” Sound familiar? I'm sure some of you have never heard
those words sung before, but the sentiment is all too familiar. Mr. Buffet
goes on to say, “l didn’t ponder the question too long...” and naturally,
neither did |, because | knew the answer.

Social distancing and self-isolation have been rough. Spikes in cases
attributed to bad behavior, what New Jersey Governor Murphy might blame
on “knuckleheads,” is causing further heartache and economic misery.
COVID-19 is in the news, evidenced by our workplace protocol, and verified
by the “For Lease” signs we notice popping up across town. It has stressed
young families and old, those who are financially sound and who are
fiscally struggling, and it has done so with alarming equality. COVID-19 has
not gone away with summer heat. New cases and deaths have not been
reduced to a trickle, and economic prosperity, even stability, is difficult to
see returning anytime soon.

Oris it? Is it possible that for the food industry, this is just what the doctor
ordered? Well likely not quite, but a strong prescription for change has
been in order for some time. Surely direct to the consumer meal kits,
poultry and seafood purveyors off-loading into the backseat of the family
minivan, and the retailers’ ability to accommodate essential consumer
needs during a pandemic, have all boosted the knowledge and know-
how of an already well-oiled machine. The ability to pivot and adapt the
product and the culture of the company producing it, to meet the needs of
the consumer in the “new norm,” will make the difference between those
that prosper, those that get by, and those that close their doors forever. As
dark as things seem now, if you look and listen closely, you can sense the
change happening. We may find in a few years that this lifestyle-altering,
heart-breaking and deadly disease, was just the thing the highly traditional
business of food production needed to achieve a new level of prosperity.

| certainly hope so.

Meanwhile, make some time to kick back and enjoy this issue
of Urner Barry’s Reporter. | hope that it finds you healthy and safe.

Russell W. Whitman
Senior Editor | rwhitman@urnerbarry.com
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COVID-19 BRINGS
NEW DAY FOR @W
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Nearlyleveryisectoriorine
foodserviceandustryasiasking
thelSamequestionawnatsiexis,
Nonheimoreisoithanibuifetss

“It seems likely that
many operators
will reduce or
remove self-service
stations,” explain
the research and
consulting firm.
“This includes
buffet-style service,
self-service
beverage, bakery
cases, roller grills
and even self-
service ordering
kiosks. While
self-service may
not disappear
completely,
changing methods
and dispensing

are likely to satisfy their appetites. They
typically don’t feature signature dishes

or menu items like a restaurant. And with
restrictions making it hard to offer a similar
experience through takeout or delivery,
buffets need to reopen their doors and
adjust their operations.

When America does finally return to
“normal,” buffets will likely still be in
hotels, a hotspot on cruises and remain
in communities. However, the experience
may look different as they learn from

the devastation COVID-19 brought

upon the industry. UB

Article contributed by Ryan Doyle
rdoyle@urnerbarry.com

The coronavirus pandemic will change the
way buffets operate in America. Time will
tell if it will mean the end of the traditional
buffet, but at least for the near future don’t
expect to share tongs with anyone.

In Las Vegas, the famed Bacchanal Buffet
at Caesars Palace is set to complete its
$2.4 million renovation in August. But with
the pandemic in the backdrop, the typical
display of nearly 10 food stations and
thousands of people being served will look
much different.

The location will do away with shared
utensils and offer smaller dishes and
table-side delivery for some of its most
popular items, like its Cajun seafood boil.
But the Bacchanal is not the only one
making significant changes to its normal
operations. Buffets all over the country are
adjusting and attempting to adhere to local
health guidelines.

Technomic highlighted the removal or
reduction of self-service in its “Post-
Pandemic Playbook.”

styles, as well as a
renewed hyper-sensitivity to sanitization to
ensure safety, will likely be necessary.”

When you do take that next trip, continental
breakfasts bars may also be a thing of

the past as hotels will try to limit guests
touching the same surfaces. Those that
offer complimentary breakfasts may turn to
prepackaged baked goods and fruit. Even
salad bars and other self-serve stations will
likely be roped-off at restaurants.

How long buffets will need to adjust
operations as the country loosens
coronavirus restrictions is unknown.
And consumer sentiment is an important

factor too. L—

In Technomic’s July 30 update of its
“COVID-19, The Foodservice View” report,
77% of consumers expressed concerns
that the coronavirus would reemerge
before the end of the year. These concerns
could mean a slow build in foot traffic of
restaurants and buffets through the end of

the year. SEE WHAT WE'RE CATCHIN" NEXT

To learn more about our family of seafood

products, visit us at keyportllc.com

f @ v @

Consumers head to buffets for their variety.

No matter what a guest may crave, buffets @keyportllc
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It’s a new world out there...

CONSUMER BUYING TRENDS
IN A PANDEMIC

During extraordinary times, insights into consumer behaviors
become more vital than ever to businesses. The Hartman Group,
a food culture consultancy, provides such trends, insights, and
strategic counsels to professionals in the food and beverage
industry. The company conducts its own primary research with
expertise in areas including sustainability and the health and
wellness consumer.

In 2012, the Hartman Group developed the Eating Occasions
Compass, a database that documents the who, what, when, where,
and why of eating occasions in the United States. Through this
database, Shelley Balanko, Ph.D., Senior Vice President of the
Hartman Group, said, “We came to learn that often its not the
consumer that is different but the occasion that is different, and

we started to see the usefulness of looking at consumer behavior
through the lens of eating occasions.”

Prior to the pandemic, consumers were on the course of eating
food alone for immediate consumption, meaning a lot of what we
consumed was eaten within an hour of being purchased. Balanko
noted that consumers were on a trajectory of an “immediate
gratification style of eating.”

However, this activity of quickly eating meals alone does not match
the ideals of the average American. According to the Hartman
Group’s research, Americans have felt a pull towards wanting to
have at least one meal together. Balanko mentioned that before

WARNING!!!

CORONAVIRUS F

©lrina Cheremisinova / iStock / Getty Images Plus
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the pandemic consumers struggled with that ideal. But now, even if
consumers cannot have dinner together regularly, they are starting
to prioritize having at least one meal a week as a family.

Meanwhile, Balanko
predicts that
consumer concern
for personal and
collective health
will linger for some
time. “Even though
foodservice has
begun to open up,
consumers are
reporting that they
are going to eat out less in the future even as COVID-19 passes.”
Many consumers claim this decision is not because they do not
trust foodservice providers, but they do not trust other diners.
Consumers are expected to play it safe with outdoor dining and
continue relying on takeout and delivery.

“Even though foodservice
has begun to open up,
consumers are reporting
that they are going to eat
out less in the future even
as COVID-19 passes.”

Since consumers are eating more meals at home, there is more
sourcing from pantries going on, resulting in regular trips to the
grocery store. However, consumers are spending less time in
the store and no longer shopping in an exploratory way. Balanko
described a “get in and get out mentality,” where consumers are
on a rushed mission to get what they need safely.

When it comes to coveted items being out of stock,

Balanko reported a mix of consumer behavior with some
purchasing a different brand and/or trying something
completely new. Some consumers stated if they could

not get a specific brand they would try the private label.

For others, their existing brand was available, but they

were concerned it may not be on the shelf during their

next trip. Therefore, they would purchase their usual

product and a shelf stable item in preparation for an
empty store shelf next time.

Early on, consumers were turning to nostalgic
childhood brands as a means of comfort. Now,
consumers are faced with more cooking at
home and planning. “Consumers are looking
for options that will allow them to cook from
home conveniently and for their level of skill,”
said Balanko. While consumers are dealing
with working remotely and children at home,
convenience while keeping it fresh is the goal.

Also, prices are less of a concern to eaters
during the pandemic. “Think about all



the money spent on foodservice. Last year consumers spent more at restaurants than
grocery stores,” said Balanko. Consumers are now using that money on items that will
keep them healthy. “The pandemic has shined a spotlight on wellness and immunity, and
we have seen organic items do well in the past few months,” stated Balanko. Overall,
consumers are not unconscious about price but are willing to pay for quality.

While consumers are adapting to a new normal, safety concerns are expected

to remain a top priority. “Delivery and takeout will keep consumers going to
foodservice and keep local businesses alive,” said Balanko. Meal kits are certainly
an option, and foodservice operators have started to recreate the in-dining
experience by offering items for consumers to prepare in the comfort and safety
of their own home. Balanko noted that this is the incarnation of convenience that
consumers have embraced and will continue to do so as they have become more
intentional with their purchases.

©lrina Cheremisinova / iStock / Getty Images Plus

Balanko also mentioned the importance of transparency. Consumers want to know what
companies are doing to protect their workers and customers. Cleanliness remains a Shelley Balanko, Ph.D. will
major priority as well, as consumers would like to see that extra precautions are being

taken to keep restaurants and stores sanitized. be speaking at Urner Barry’s

Executive Conference and Global

For foodservice, Balanko suggests operators help consumers have a dining experience Protein Summit event. Her

that provides a sense of discovery. Operators should develop concepts that make dining
. « .

at home a treat for consumers and innovate beyond takeout and delivery. When it comes session, “Consumer trends in a

to retail, Balanko recommends companies aid consumers in convenient ways to cook at pandemic: What do they want?”

home and empower them to develop and grow their skills in the kitchen.UB will be available on demand on

Article contributed by Andraia Torsiello | atorsiello@urnerbarry.com Wednesday, October 7.
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Cal-Maine Foodes, Inc.

America’s Largest

Producer/Marketer of Fresh Eggs

Contact: Scott Hull
3320 Woodrow Wilson Ave. e Jackson, MS 39209
601-948-6813 ¢ www.calmainefoods.com
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Sneak peek ahead...

Adapt and move fast:
A Q&A with Restaurant Brands
International CMO Fernando Machado

We caught up with Fernando Machado, Global CMO at Restaurant
Brands International, to talk about his perspective on the
pandemic and foodservice impacts ahead of his much-anticipated
appearance at Urner Barry’s upcoming Executive Conference and
Global Protein Summit, broadcasting exclusively online October
6-9, 2020. Fernando’s focus is infusing Burger King, Popeyes

and Tim Hortons with purpose, improving product quality, overall
sustainability, modernizing design, and inspiring the organization
around tech, digital and brand development.

Q: How has the COVID-19 pandemic
affected the QSR sector in 2020?

were affected in different ways and at
different timings. In our case we had
situations ranging from countries that were
in complete lock down and that included
having all our restaurants closed, to
countries where we could still operate via

A: The pandemic definitely affected the
entire hospitality industry and QSR was
no exception to that. Different countries

@ World’s / o ding

Manufacturer of:

Egg washers — Sanitizers — Dryers

For use with Moba — Sanovo — Staalkat
Egg tray washers and spin dryers
Automatic denesters restackers
Pallets, dividers, washers, return conveyors

Optional automatic restackers and restarters

Meat tray, lug and box washers and sanitizers

Crate, coop and box washers and dryers

KKUHL CORPORATION

PO. Box 26, Flemington, NJ 08822

Phone 908-782-5696 « Fax 908-782-2751
hyk@kuhlcorp.com ¢ www.kuhlcorp.com
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drive thru, delivery and takeout. All brands
adopted new restaurant routines in order
to guarantee the safety of their crew and
of their guests. We have seen a spike in
delivery sales and a dramatic acceleration
of digital sales, including contactless
methods of payment via apps. As a result
of a change in people’s routines, segments
like pizza and fried chicken saw an
acceleration during this period while others
like coffee and baked goods experienced
a sharp decline. The situation started to
normalize a bit during July and August for
most players.

Q: How has the messaging to consumers
changed in terms of marketing due to
the pandemic?

A: We are very nimble and tend to move
really fast here at Restaurant Brands
International. So when the pandemic

hit, we basically changed our marketing
plan to take into account the new context
people were facing. We basically changed
the entire plan in less than a week. That
shows how strong our marketing team is.
The first thing we did was to leverage our
brands to provide support to people and
communities. As an example, Burger King
donated more than 1 million kids meals


http://www.kuhlcorp.com

for families in need in the U.S. Popeyes
also donated more than 1 million family
meals to people in need in Louisiana.
And Tim Hortons offered free coffee and
baked goods to healthcare professionals,
first responders and volunteers. Our
entire team and franchisee partners took
immediate action in all countries we are
present. After that we developed assets
to explain to people our new restaurant
procedures focused on health and safety.
We also made sure to advertise how
people could order our food. Finally, we
layered on top of that innovation and
advertising which made sense for each
respective market.

Q: As adaptability seems more important
than ever, how can companies prepare for
fluctuations in consumer behavior?

A: QSR is a very dynamic industry,
extremely competitive and incredibly fast
paced. And moving fast is one of our key
strengths. Our team has a very strong
bias for action and is used to pivot when
needed. Burger King, for instance, is
known for being able to surf waves of
popular culture with its advertising. But
that is only possible if you can adapt,
change, evolve and run really fast. In my
view you can prepare for that by doing it
repeatedly. It’s like training for a race. You
will only run fast if you practice.

Q: What is the biggest challenge facing
the foodservice segment as we round
out 2020 and look ahead to 2021?

A: | think the biggest challenge is to
reignite growth by reopening the dining
area and by continuing to accelerate
digital channels. In our case we are also
working on improving food quality by
offering products with no ingredients from
artificial sources and on improving our
overall sustainability footprint.

Q: You will be delivering a keynote
address at Urner Barry’s upcoming
online Executive Conference and Global
Protein Summit in October. Can you tell
us why you’re looking forward to the
online event?

A: | am really excited about Urner Barry’s
upcoming online Executive Conference

v otlons.
POPeYeS

and Global Protein Summit in October.

It’s a really unique opportunity to connect
with key players in our industry, exchange
experiences and learn from different
points of views. | am also looking forward
[to] sharing some of our learnings and
exciting initiatives we have done during the
challenging year we all had.UB

UrnerBarry

EXECUTIVE CONFERENCE
and GLOBAL PROTEIN SUMMIT

Fernando Machado will
provide a live keynote address,
“Navigating Through a Global
Pandemic” on Wednesday,

Article contributed by Jamie Chadwick
October 7 at 11:10 a.m. ET.

jchadwick@urnerbarry.com
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Carton the interruption...

Retail egg sales hampered
by carton shortage

The retail egg shortage witnessed in the beginning phases of
the COVID-19 pandemic garnered a lot of attention in the news,
but the reality is that 2020—much like 2019—has not been
plagued by a lack of eggs, but rather an over-abundance. Faced
with the unpredictable demand shifts brought on by COVID-19,
producers have been confronted with the seemingly impossible
task of striking a balance between output and the ever-changing
consumption levels.

In March, shelter-in-place mandates drove retail demand for eggs
to unprecedented levels. The spike—which pushed shell egg
prices to a record-high $3.09/dozen—was historic, but short-
lived. The demand destruction that followed in the foodservice
arena, on the other hand, has been pervasive. By April, the
restaurant and tourism industries had effectively been shut down,
causing egg prices to retreat to pre-pandemic levels. And they’ve
struggled to find solid footing ever since.

Much of that can be attributed to the increased availability of
loose eggs that are no longer needed in foodservice channels.
Producers have made substantial adjustments to account for

CERTIFIED
HUMANE

RAISED&HANDLED |

F'ro]ect

nongmoproject.org

= Hidden Villa Ranch

Always Better. Naturally!

this lost demand, culling the national flock by nearly 15 million
layers between April and July, to a nearly three-year low of 316
million layers. And yet, egg prices continue to languish below the
cost of production. When this article went to press, Urner Barry’s
benchmark Midwest large quotation sat at just $0.78/dozen—18%
behind the same time last year when demand was intact, and 45%
lower than the five-year average.

Industry sources believe a stronger push from the demand side

in the form of retail features would help move the market closer

to the equilibrium it seeks, and in turn bring egg values back to
profitable levels. But there’s a major obstacle standing in the way—
carton availability, or more to the point, the lack thereof. Like so
many other segments of the protein industry in which laborers are
working in close proximity, carton manufacturers have been hard
hit by personnel issues, forcing them to slow, and at times halt
production, in order to sanitize, or because of absenteeism.

Lead times for more popular SKUs, such as single-dozen large,
have reportedly stretched to as much as 10 to 12 weeks. Sources
say manufacturers are modifying their operations wherever

Nes}ﬁesh

MANE, SUSTAINABLE
\:RoM FAMILY FARMs

GGS

Hidden Villa Ranch is pleased to supply you with all your egg
needs; shell, hard cooked, frozen, powdered, and liquid eggs for
retail, foodservice and manufacturing.

Buyers and sellers of commodity, cage free, free range, organic, pasture raised eggs and more! We move
over 1.5 billion eggs a year, with production and processing available in over 16 states.

800.326.3220 | RSCHMIDT@HIDDENVILLA.COM |
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possible—shutting down lines for less popular cartons, for
instance—in order to ramp up production of those that are more
widely used. But even with those efforts, many egg suppliers

are operating hand-to-mouth and do not have enough cartons

in inventory to meet the added volume an aggressive feature
would bring. In fact, suppliers say they sometimes lack the cartons
necessary to meet regular orders, and are forced to either push,
short—and in the worst of scenarios—cancel loads. Others have
gone as far as sourcing cartons from abroad, bringing them in from
far-away destinations like Brazil and Russia.

That is not to say that all suppliers are short cartons. Some
have long-standing relationships with carton manufacturers that

Bird-in-Hand
EST. farms 1949

©Eduard Lysenko / iStock / Getty Images Plus

helps assure more reliable delivery timetables, and others have
managed to build a more robust inventory over time. But among
those who are in short supply, there is growing concern that the
situation will only worsen as the year progresses. Egg demand
usually wanes in the warmer months, giving manufacturers an
opportunity to build inventory for the upcoming baking season.
But production woes, coupled with the early-COVID-19 spike in
demand, is not providing the reprieve they need to get caught
up—let alone get ahead.UB

Article contributed by Karyn Rispoli
krispoli@urnerbarry.com
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Long recognized as one of the world’s leading public opinion
pollsters, Scott Rasmussen is constantly measuring and
analyzing the mood of the nation. That’s why when it came
time for Urner Barry to create a lineup of dynamic speakers for
the upcoming online Executive Conference and Global Protein
Summit, Scott was a must-have headliner.

This exclusive online event is set to take
place October 6-9, 2020 and will feature
live and on-demand sessions exploring

the biggest issues facing the food industry
today. Being an election year, political
implications are top of mind for businesses
operating in the U.S. and around the globe.

“The biggest issues are the deeply
intertwined issues of the pandemic,
lockdowns, and the economy,” says Scott
Rasmussen. “What’s fascinating is that
both parties lined up positions early on
and are largely at the mercy of how events
unfold. Democrats have basically lined

up in support of more lockdowns while
Republicans are identified with re-opening.
If fears of the pandemic grow between now
and November, that’s good for Democrats.
If it begins to look like we’re climbing out

of the hole by November, that’s good
for Republicans. It’s always the case that
events matter more than campaigns, but
this year the dynamic is more evident
than usual”

The stakes certainly seem especially high
given the current climate of uncertainty
and unrest. Businesses should be aware
of the wildcard factors heading into
November, and that’s precisely what this
event intends to provide.

“The issues of racial justice will be an
ongoing concern. In the short-term, it will
be important to see whether the focus
remains on civil rights, which is good for
Biden, or if events shift the focus to law and
order, which is good for Trump. Beyond the
election, however, the issue of helping our
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Online event this October...

nation move closer to its founding ideals
will be a dominant issue for businesses
over the coming years,” notes Rasmussen.

Co-founder of cable sports network, ESPN,
Scott Rasmussen grew up in broadcasting
and went on to revolutionize the polling
industry. The Washington Post has called
Rasmussen “a driving force in American



“..the issue of
helping our nation
move closer to its
founding ideals will
be a dominant issue
for businesses over
the coming years.”

politics,” while the Wall Street Journal
described him as, “a key player in the
contact sport of politics.”

“The world has fundamentally changed and
it will take a decade or longer for business
and society to sort things out,” he says. “In
reality, many of the changes we’ll see have
been building for years or decades. But the
pandemic served as a catalyst for change
that greatly accelerated the process.”

Change is certainly the name of the game
in 2020 and adaptability is a must. In the
age of COVID-19, the renowned Executive
Conference is teaming up with the Global
Protein Summit into one, epic online event
in 2020. Despite limitations on gatherings,
information remains vital and the online
event will provide food companies and
agribusinesses the latest intel and analysis
on the markets, the economy, and the latest
from the political arena.

“It's a great opportunity to put the entire
election in a proper context. For me, that
means explaining how | can be deeply
pessimistic about our political system and
wildly optimistic about our nation’s future.
The short answer is that | recognize that
politicians don’t really lead the country. The
culture leads and politics lag behind. This is
a critically important concept for business
leaders to understand as they grapple with
the issues affecting their industry."UB

Article contributed by Jamie Chadwick
jchadwick@urnerbarry.com
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Scott Rasmussen will provide a live
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The chicken industry’s
new norm
may not be so new

For months on end, and certainly throughout this summer, most of us have expressed
a desire for things to go back to the way they were pre-COVID-19. Chicken processors,
further processors and their customer base were no exception and consistently
wondered aloud just when returning to the “norm” might take place. Now, what many
of them meant was how long it might be before industry activity might transition
beyond the highly volatile and rollercoaster-like movement of prices that saw market
values surge and degrade at record paces. What they have conveniently forgot in their
rush to experience their routine business lives again is that prior to 2020, the “normal”
at hand involved record low pricing on many key lines and more supply than many
knew what to do with. Sure, any semblance of normalcy is welcome at this stage, but if
this pandemic has taught the industry anything, it’s that adapting can be the difference

Careful what you ask for...

tock / Getty Images Plus
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5.4 . . . . . . T T T T $0.70 processors were forced to take drastic
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 measures to rid themselves of excess supply.
One choice that was made by many was to

It may be hard to recall now, but a time existed not too long ago
where a happy balance was in place between supply and demand.
Some were better positioned than others, but most processors had
adequate offerings for the call, and in most cases deep discounts
weren’t forced when buyers turned up their noses because there
was always some room in the freezer. Bird weights were not the
go-to indicator as to whether or not supply would be an issue, as
so many other variables came into play. Sure, seasonality has a
significant role, but weights and headcounts are factors processors
actually have a say in. As illustrated by our chart, the slow but sure
rise in weight to the “no turning back” 6 Ib. mark, has a definitive
effect on pricing. The heavier the bird, the less money is reaped
from it. Just before 2015, bird weights shot past that “line in the
sand” and never looked back.

It's no coincidence that after that time, jumbo boneless sellers have
struggled to realize a ROI. Market values exceeding $1.25/Ib. have
been few and far between. Midway through 2020, that gap is as
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begin breaking eggs with the hopes that the
cutback would pay dividends down the road. The USDA's Weekly
Broiler Hatchery showed sharp decreases in egg sets and chicks
placed in this timeframe, verifying what was being discussed in
industry circles. Fast forward to June and July and the amount
of chicken crossing the line was dramatically reduced, showing
that the measures taken weren’t in vain and that balance can be
achieved even in the most dire of circumstances.

It remains to be seen if this production management, so to speak,
can be consistently applied when the pandemic is finally under
control. Many factors, including cheap corn and brand-new facilities,
aren’t helping players limit the amount of production able to be
processed. But the recipe for success was written, not by plan, but
by necessity. Only time will tell if the lessons learned throughout
the spring and summer will be used for a brighter tomorrow or if the
“normal” many long for will come back into play.UB

Article contributed by Matt Busardo | mbusardo@urnerbarry.com
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Record absenteeism in the workforece...

Labor issues in the pork market
and record boneless spreads

The first half of 2020 was an
unprecedentedly volatile period in the pork
market due, in large part, to COVID-19,
which swept across the globe and left
much of the United States in lockdown. We
have seen multiple stages of this pandemic,
including a wave of exaggerated retail
activity, the decline in foodservice demand,
a rash of packing and processing plant
closures, the eventual reopening of those
plants, and a return to record slaughter
figures as the industry attempts to catch up
with a backlog of hogs.

One of the most prominent lingering
consequences of the pandemic has been
the continual instability of the labor market
across the industry. Pork plants were hit
particularly hard with virus outbreaks,
causing a slew of locations to temporarily
close throughout April and May. In the
aftermath, even as these plants reopened,
many workers decided not to return.
Whether due to social distancing measures
at plants, workers utilizing federal aid, sick
or vacation leave, or just departing the
industry entirely, this decline in available
labor has had a tangible impact on

the pork market.

Often, the problems surrounding the labor
situation have manifested on boning lines,
where there just simply are not enough
hands available to process the bone-in
items. As a result, fewer boneless and in
turn, a greater degree of bone-in products,
have been available on the market, leading
boneless products to take on significant
premiums over their bone-in source cuts.
This has been observed throughout both
the green meat and fresh pork complexes
for the loin, butt, rib, and ham components.
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On March 9, the spread between the bone-in and boneless loin was $3.83/cwt. As retail
demand increased and the labor situation worsened in the following months, a large
spread between the boneless loin and bone-in loin started to develop. This spread
crested during the last week of May, with boneless holding a record $110.10/cwt premium
over the bone-in price. Bone-in and boneless butts also showed the same trajectory,
peaking on June 1 around $75.60/cwt, which is more than 600% higher than the roughly
$10/cwt spread in the beginning of March. Following these heights, buyer pushback drove
both loins and butts back down to more seasonal pricing levels in mid-June.

©0lesia Shadrina / iStock / Getty Images Plus



Spareribs have also seen a highly volatile market this year, especially during the height
of the pandemic, with prices rising by roughly $105/cwt between April and May and

then declining $86/cwt as we progressed deeper into the summer. Unlike the loin and
butt bone-in to boneless spreads, ribs have maintained a very high spread between the
sparerib, back rib and St. Louis ribs. Between strong retail interest, lack of labor, and thin
cold storage supplies, back ribs and St. Louis ribs have been very well supported this
summer. In the chart below, we compare spareribs to St. Louis ribs, spareribs to back ribs,
and St. Louis ribs to back ribs.

Rib Price Spreads

Source: USDA, Urner Barry
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By looking at the chart we can see that the spread between the spareribs and the St.
Louis ribs peaked around June 1. Back ribs gained a significant premium over spares
beginning in April and has only expanded on that spread throughout the summer months,
averaging around $170/cwt in July. The spread between back ribs and St. Louis, which in
July rose to as high as $81/cwt, indicates that back ribs continue to be more sought after
and in lesser supply than St. Louis.

Hams have seen some of the most remarkable spreads between the bone-in and
boneless components with the boneless premium reaching $164.60/cwt on August 3,
compared to roughly $60/cwt in the beginning of March. In times of limited labor, what
workforce is available at plants tends to get diverted from ham lines to other areas of the
plant, such as loin or butt boning lines. This has resulted in periods of notable shortages
of boneless production during the last few months.

Bone-in vs. Boneless Ham Price Spread
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“Often, the problems
surrounding the labor
situation have manifested
on boning lines, where there
just simply are not enough
hands available to process
the bone-in items.”

With occasional flair ups of the virus,
worker fears, employment competition, and
new social distancing guidelines at plants,
this could linger throughout the rest of the
year. Boning lines are expected to see an
ebb and flow in capacity as this situation is
gradually resolved and either new workers
are trained, or previous workers return.UB

Article contributed by
Russell Barton | rbarton@urnerbarry.com
Chloe Krimmel | ckrimmel@urnerbarry.com
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Make room on your kitchen counter for the 3D printer...

The saying “if it ain't broke, don't fix it” has
proven to be a winning strategy for the
chicken fast food business and one which
has remained firmly in place since the
outset of the 1930s. Less than a decade
after Mrs. Wilmer Steele pioneered the
commercial broiler industry by raising a
flock of about 500 chickens to be used
solely for meat consumption, Harland
Sanders began selling fried chicken to
hungry travelers out of a fuel station that
he owned at the time. After formulating a
unique seasoning recipe which consisted
of 11 herbs and spices, the bar was set and

KFC answers age-old
question by removing

the egg from the
conversation

the rest was history. As it currently stands,
KFC has well over 20,000 worldwide
locations making it the second largest fast
food chain, just behind McDonalds. And the
menu itself hasn’t changed much since the
gas station days—that is, until recently.

With the original recipe still being held so
close to KFC’s core marketing strategy,
you would be forgiven for believing that
its global success is heavily rooted in
tradition rather than modernization. In
actuality, it is more a combination of the
two rather than any one factor alone. In

fact, some would argue that innovation
itself has been “baked” into the Colonel’s
recipe since the very beginning. Many
attribute the invention of the first pressure
fryer to Sanders and his effort to increase
restaurant efficiency by more quickly

and evenly cooking chicken. Since that
time, KFC is still thinking up new and
innovative ways to shake up the quick
serve restaurant industry. Take their recent
collaboration with Beyond Meat to create
plant-based fried chicken, which first
debuted in August 2019. After a successful
response from consumers in Atlanta,
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Nashville and Charlotte, KFC will soon be
rolling out their plant-based meat to 50
locations along the west coast.

But for consumers who enjoy

traditional protein, the company

has something new coming down

the pipe. In a statement released by

KFC: “[We are] taking the next step in
[our] innovative concept of creating a
restaurant of the future by launching the
development of innovative 3D bioprinting
technology to create chicken meat.” KFC
went on to explain that the concept was
inspired by the increased popularity of
healthy lifestyle and nutritional choices, as
well as the annual increase in consumer
demand for alternatives to traditional
meat and the underlying need to
develop more environmentally friendly
methods for food production.

So how does bioprinting work

and what are the benefits over

traditional chicken? Well, much

like the Colonel’s original recipe,

the details behind the bioprinting

process itself remain under

wraps—and with good reason.

As it currently stands, there are

no other methods available on the

market which allow for the creation

of such a complex final product. What

we do know is that 3D Bioprinting Solutions,
who KFC is partnering with for this project, is
developing an additive bioprinting technology
using just chicken cells and plant material to start.

This would theoretically allow them to reproduce the taste and
texture of traditional chicken meat without ever involving actual
chickens in the process. The final product would have the same
microelements found in the original food while excluding some
additives that are used in traditional farming to create what they
consider to be a “cleaner” meat-based offering. According to

a study published by the American Environmental Science &
Technology Journal, bioprinted meat also carries with it several
ethical and environmental benefits. Not only does it avoid the
raising, handling, transportation, and slaughter of actual chickens,
but it also promises several key environmental benefits. These
include cutting energy consumption by more than half, reducing
greenhouse gas emissions 25-fold and utilizing 100 times less
land than traditional farming methods.

While the research laboratory will take care of the science behind
building the cellular structure of the meat, the fast food chain will
offer up its famous and top secret spices and breading to give
the 3D-printed nuggets that signature flavor that customers have
come to crave.

’
2
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“With the original recipe still being held
so close to KFC’s core marketing strategy,
you would be forgiven for believing that its
global success is heavily rooted in tradition
rather than modernization.”

So, are you ready to head over to your local KFC chain to satiate
your craving for lab cultured meat? Well, for those of us who reside
in the United States, there could be a waiting period. The initial
prototype will be exclusively available in Russia this fall, with the
hope of expanding the concept to other markets in the future.UB

Article contributed by Dylan Hughes
dhughes@urnerbarry.com
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Whole egg prices flattened by shutdown...

Foodservice slowdowns continue
to impact egg products

The foodservice sector absorbs roughly
22% of all eggs produced in the United
States. With an average of more than

320 million layers through the first half of
2020, that means more than 70 million
layers worth of production go into this
sector, roughly two thirds of which is in the
form of egg products. Shutdowns due to
the COVID-19 pandemic have shuttered
restaurants, changed operations, and
shifted the how and where consumers get
their eggs.

During the peak-pandemic shutdowns,
the industry reported losses of close to
half of their foodservice demand. This
was partially offset by retail demand for
shell eggs, but provided little relief to
in-line processors (those who run eggs
directly into their breaking plants from
their hen houses), which may have a large

Eggs can't get any fresher!

For generations, our family farms
have been providing high quality,
farm fresh eggs to kitchen tables
throughout the West. Our dedica-
tion to premium-quality eggs, and
an unmatched level of service,
make us your source for the best
conventional and specialty eggs.

California Fresh Eggs

For Information, Call
800-377-3447 or visit
Nucalfoods.com
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percentage of their business earmarked for
the foodservice channel. The flow of liquid
eggs out of these plants created surpluses
in the market during the back half of March
and through the month of April, sending
Urner Barry’s liquid whole egg quotations
to a record low of just $0.08 per pound.
Unable to find a home for their liquid,
processors were forced to adjust their
flocks through molt and slaughter. This was
evident in a 10 million bird reduction to the
national production figure during Q2 and

in the USDA's weekly processing report,
which tracks the number of eggs broken
by processors to create eggs products.
Weekly processing hit 5-year-lows in
mid-May, when just 115 million cases were
broken. That figure was 30% lower than
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pre-COVID-19 levels earlier in the year and
same week levels in 2019.

As the nation began to find a new sense
of normalcy after the initial shutdown and
businesses started to reopen, demand for
egg products from the foodservice sector
began to recover. Orders rebounded early
in the summer months, though some of
this volume was driven by the restocking
of empty coolers rather than traffic. Whole
egg prices rallied back to $0.34 per pound,
but the move was short-lived as COVID-19
cases again started to spike and the
recovery stalled or backtracked.

Through early August, the market has
bounced around in the low $0.20’s.



http://www.nucalfoods.com

Typically, August marks the end of the
summer demand period, when consumers
tend to eat the least amount of eggs
seasonally. That is at least partially due

to back-to-school preparations and
government school lunch orders. This
business has also come into question, as
states grapple with how and if students
will be allowed to go back to campuses

or if they will move forward with online
learning. There are also hybrid approaches
being implemented. Year-to-date school
lunch bids for egg products were down
21% in volume compared to 2019, and
roughly 80% of the total volume was bid for
through July of last year.

Foodservice has recovered from the initial
lows following the early shutdown stage,
but some say major QSR accounts are still
off as much as 40%. Some chains have,

at least temporarily, changed their menu
offerings or the period in which they serve
breakfast to streamline their operations
while they are unable to host inhouse
diners. Additionally, consumers take

advantage of breakfast as a grab-and-go
option on the way to work or school, and
they have changed their habits while at
home. In a recent survey, the American Egg
Board reported that 28% of respondents
said on-the-go and 28% said pickup and
eat at home were the most likely places to
eat breakfast once pandemic restrictions
had been lifted.

As we head into the fall, processors are
dealing with the continued disruptions

of demand, both in the foodservice and
institutional arenas. There is still no telling
when business will return to normal, what
school lunch will look like, when travel will
resume, or when stadiums will again be
packed with fans. This continues to weigh
on the egg products market, especially
whole egg. Year-to-date, prices have
averaged just $0.23 per pound, which is
the lowest level in the last decade.UB

Article contributed by Brian A. Moscogiuri
brianm@urnerbarry.com
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School dining in the age of COVID...

[a.

The impact that COVID-19 has had on restaurants has been widely
reported, but one segment that hasn’t been highlighted too often
is the K-12 operators.

According to Datassential’s August Trendspotting report, K-12
school dining saw a decrease of $5.6 billion in consumer spending,
and a decrease of $3.9 billion in operator spending as schools
suspended in-person learning. But even when the classrooms
went virtual, many young families still relied on the National School
Lunch Program (NSLP) for free or reduced meals. School cafeterias
had to pivot to a “grab-and-go” environment, offering their
students pre-packaged and convenience-oriented foods.

Now, with the start of a new school year, and a lot of uncertainty
still surrounding COVID-19, the USDA program is looking slightly
different. For FY 2019 the NSLP, the second largest food and
nutrition assistance program in the nation, served nearly 4.9
billion total lunches; 68.4% of them which were free. We don’t
have those figures yet for FY 2020, however, in January 2020 the
NSLP served over 505 million lunches; 67.4% which were free. In
April 2020 that number dropped to 293 million lunches served as
in-school learning shut down. But while the total amount served
was nearly cut in half in the few months from January to April, the
number of meals served for free increased to 80%.

The USDA's program generally has restrictions, like that children
“gather and eat their meals on site.” But due to the public health
emergency, the USDA made some temporary changes. Looking
specifically at Texas, which is the state with the largest participation
in the NSLP, the coronavirus outbreak has led them to waive

meal service time requirements for the 2020-2021 school year. In
normal circumstances meals must be served during standard meal
times. However, the waiver means that children will be able to
follow social distancing recommendations and have safer access
to nutritious food. The requirement to serve meals in a standard
group setting has also been waived in the state of Texas for the
2020-2021 school year, as well as the requirement that children
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come to the meal site to pick up meals. The waiver allows parents
or guardians to pick up the meal and take it home to their children.

Whether or not K-12 schools reopen for in-person learning this fall,
the NSLP means that cafeterias will still be operating—albeit it with
some COVID-19 related changes. And college students returning<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>