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supplies in coming months and year ahead?

The porcine epidemic diarrhea virus
(PEDv), which was confirmed to be in
some U.S. swine operations in May and
subsequent tests have shown the earliest
known case occurred in mid April, could
have a significant effect on hog supplies in
the weeks and months ahead.
Slaughter-ready hog supplies have not
been affected much yet because the disease
affects mainly very young pigs. Although
PEDv has a high mortality rate, the
shortfall in supplies will not be fully felt
until the remaining pigs reach slaughter
weight, which takes about six months from

birth. However, the impact of the disease
is expected to show up soon, yet no one
knows for sure the numbers of pigs that
were killed since PEDv is not classified
as a reportable disease, therefore neither
producers or veterinarians are required
to report cases or death losses to state or
federal animal health officials.
In some cases on the large operations,
thousands of pigs have been killed by the
disease, according to anecdotal reports.
Since PEDv was not in the U.S. swine herd
until this year, the sows had no natural
immunity to the disease so the pigs were

highly vulnerable to it, and the virus swept
through farrowing facilities, killing large
numbers of pigs in a matter of just a few
days. These reports have led to projections
by some analysts that slaughter-ready hog
supplies could be reduced at times by
anywhere from 2% to as much as 7% from
what would have been available had there
been no outbreaks of the disease.
PEDv has been found in many parts of
the world including Europe and Asia. A
vaccine is used to help fight the disease in
Continued on page 67

Poultry facility big part of an era of economic growth ...

Farbest Foods celebrates opening
of new turkey processing plant
In early December, 2013, a month ahead of schedule and right on budget, officials cut
the ribbon at Farbest Foods’ new turkey processing plant in the Vincennes Industrial
Park in Indiana.
Farbest Foods Vincennes Ribbon Cutting.
Officials and guests ushered in the opening
December 2, 2013 with (l-r) Farbest Foods
President Ted Seger, IN Lieutenant Governor Sue
Ellspermann, and Vincennes Mayor Joe Yochum.

At the event, Lieutenant Governor Sue Ellspermann, Farbest Foods president Ted Seger
and Vincennes Mayor Joe Yochum made remarks before the ribbon-cutting, which was
followed by interviews with the media and tours of the new plant.
Continued on page 66
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Feeding them like family …

Advancing pet food demand and
struggling economy boost MSP

So, instead of springing for that lobster
or steak dinner, many consumers are
choosing the practical and less expensive
route to supplement protein into their
diets. Products that are ready-to-eat such
as hot dogs, bologna and other luncheon
meats have become a popular choice
amongst consumers as they stretch their
food budget dollar. But, during these
difficult times, what exactly are we
choosing to feed our pets?

MANNING
Poultry Sales

Trading in All Turkey
Products Both
Domestic & Export
Contact John, Mike, or Merri

910-875-6500

TalkTurky@aol.com
P.O. Box 950, Raeford, NC 28376

“Since 2007, the
Urner Barry average
yearly quotation for
mechanically separated turkey
(MST) has increased by over $.13/
lb., or 54%. Similarly, mechanically
separated chicken (MSC) has gone up in
value by over $.14/lb., or 82%.”

© Brett Critchley | Dreamstime.com

It’s no secret that our economy has been
under pressure for quite some time now,
but even when finances are tight, people
still eat, right? Okay, maybe that’s being a
little over dramatic. Of course people will
still eat, but there’s no way of hiding the
fact that consumers are being more careful
with their spending.

These days, owners are treating their
pets more and more like they’re a part of
the family and when it comes to feeding
them, only the best will do for man’s best
friend or feline companion. If this means
spending a little extra money for that “all
natural” diet or for the pet food that
contains “real meat,” then that’s exactly
what today’s pet owners are going to do.

turkey (MST) has increased by over $.13/
lb., or 54%. Similarly, mechanically
separated chicken (MSC) has gone up in
value by over $.14/lb., or 82%. So, not only
are manufacturers purchasing more MSP in
a variety of forms for human consumption,
but they’re also purchasing more to satisfy
the growing pet food ingredients demand
to feed our furry little friends.

If you take a look in the local supermarket
nowadays, you’ll no doubt find a
refrigerated section displaying pet food
of all shapes, sizes and flavors. Read any
of the product labels and there’s a good
chance that you’ll see “chicken,” “turkey,”
or “mechanically separated” variants listed
as the main ingredient. Mechanically
separated poultry also happens to be
the one of the most commonly used
ingredients in our everyday fully cooked
and ready-to-eat products. So what exactly
does all this mean for buyers and sellers of
this widely used raw material?

With that being said, how many more hot
dogs are we actually consuming and is it
really enough of an increase to boost MSP
values this much? Can it be that it is more
the combination of a struggling economy
and an overwhelming desire to treat our pets
like family? Certainly, manageable poultry
production levels also play a role. One
thing’s for sure, in this economy as long as
the pet food industry continues to market
the importance of “real meat” in our pets’
diets and consumers continue to seek out
low cost proteins, the newly reached record
high values for MSP could be here to stay.UB

Since 2007, the Urner Barry average yearly
quotation for mechanically separated

Article contributed by Terence Wells
Twells@urnerbarry.com
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A legacy well beyond the scope of the agricultural markets …

Charles A. Urner

A Renaissance man in U.S. agriculture
Club of New Jersey honored Mr.
Urner by naming their organization
after him and it became known as
the Urner Ornithological Club. Tim
Vogel, president of the organization,
said members of the group still refer
to him as Mr. Urner out of respect
for him and his efforts.

I would like to have met this man,
Charles A. Urner, a person of many
talents and interests who contributed
much to the agricultural community
and to all having an interest in nature.

Charles, like his father, Frank G.
Urner, learned the business of
agricultural market reporting and
publishing from the ground level
as he joined the firm in 1889 as a
market reporter when he was not
yet 20 years old. Charles understood the
markets, the need for fair and impartial
price reporting and held firmly to those
principles. Charles would eventually
become vice-president of the company
and broaden his influence and that of
the Urner Barry Company even further
throughout the agricultural industries.

But, Charles’ legacy goes well beyond the
scope of the agricultural markets.
A love of nature drew him to the study
of birds and what became a passion
throughout his life. Perhaps the detailed
record keeping that he learned as a market
reporter and inherited from his father and

“…the detailed record
keeping that he learned
as a market reporter …
enabled Charles to be
one of the most prolific
compilers of information
on wild birds of his
generation.”

Mr. Urner also served as president
and as secretary of the Linnaean
Society of New York, a club of
amateur and professional naturalists
founded in 1878. The Society
conducts field trips, generates a
newsletter and holds programs on
natural history. Over the years, the
organization has focused mainly
on birds. Mr. Urner was on his
way home from a meeting of the
Linnaean Society when he had a fatal
heart attack, Vogel said.

Picture Frame Photo ©iStockphoto.com/LightScribe

Charles was the grandson of
Benjamin Urner, founder of what
would first become Urner Publishing
Company and later the Urner Barry
Company. Benjamin’s initial market
reports, known as “Producers’ Price
Current” reports, emerged four years
before President Abraham Lincoln
established the U.S. Department of
Agriculture in 1862.

grandfather enabled Charles to be one of
the most prolific compilers of information
on wild birds of his generation. He held
the amateur record in 1935 for bird
identification in the East, spotting 170
different species in a single day in his
home state of New Jersey. Mr. Urner was
also active in the National Association
of Audubon Societies, the New Jersey
Audubon Society, and other ornithological
groups. His works continue to be a source
of education and encouragement to bird
watchers long after his untimely passing
in 1938.
Mr. Urner wrote a book on birding, “Birds
of Union County N.J. and the Immediate
Vicinity—A Statistical Study” and
contributed information or illustrations
for several others, some of which have just
recently been released. He also wrote poetry
and published a book of Christmas poems.

After Mr. Urner’s death in 1938, the
Linnaean Society initiated a memorial
scholarship in his name, “for the
promotion of field ornithology in New
Jersey, New York and Connecticut for
publication of studies made in these areas.”
Mr. Urner’s fascination with birding
included making plaster casts of various
bird tracks then using those to make
concrete walking stones for his garden,
so that each stone had a unique bird
track. It is believed to be the only one
of its kind. After his death, his widow
donated the walkway to Union County
Park Commission for others to share the
enjoyment of the ‘bird’ walk.
Mr. Urner’s grave is in Hillside, N.J., and
the location is ideal for bird watching,
Vogel said.
Naturally.

The devotion of Mr. Urner to the study
of birds, the identification of species,
migration routes and habitat preservation
has lived on through the generations.
Following his passing, the Ornithological

I wish I had met the man.UB
Article contributed by Curt Thacker
Cthacker@urnerbarry.com
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Midwest large hit all-time highs …

Record egg market for Thanksgiving
Urner Barry has been quoting the shell
egg market since its inception in 1858, so
when the market hit record highs ahead of
Thanksgiving this year many looked for a
single reason as to why.
If you asked someone to describe how
shell egg prices move, the simplest answer
would be that they follow cyclical factors.
In fact, there are six main holidays which
affect egg prices positively and negatively.
Labor Day, Thanksgiving, Christmas
and Easter typically boost demand while
Memorial Day and the 4th of July can

usually be more difficult sales periods. It is
no coincidence that the market responds
better to cooler temperatures, as consumers
turn to warmer breakfast options.
There are a number of outside factors
which affect the market though; several
that we’ve seen come into play over the last
few years. Exports, features, production
changes, recalls, inventories, and PR
stories, to name a few.
In 2013, Midwest large egg prices increased
from $1.20 a dozen from the middle

of October to begin the week of the
Thanksgiving holiday at a record level of
$1.69, a 40.8% rise. There was however not
a single main reason that this lofty level
was achieved, rather a mixture of some of
the aforementioned market movers.
The peak was at least partially set up by
low dried stocks in the first half of the year.
Processors really never had the ability to
build inventory due to strong call for egg
products, both domestically and abroad.
In fact, liquid egg white prices also hit
record highs in 2013 on interest from
Quick Service Restaurants (QSRs); most
notably McDonalds’ launch of their Egg
White Delight sandwich. The situation left
processors in the market for breaking eggs
not only through the summer, but into the
holiday period. This is evident in the spread
between large and breaking stock, which
typically bottoms sometime in September
before rallying through the end of the year.
In 2013 though, the low proceeded through
the end of October, allowing shell eggs to
move into either channel.
Exports also played a role, but it wasn’t
just to Mexico as most may had expected.
Canada also pursued U.S. supplies of
shell eggs. In total, egg exports increased
more than 8% during August and
September of 2013 when compared to
the same period a year prior, further
tightening preholiday supplies.
Domestic retailers are the main drivers in
any holiday market. Many especially plan
robust feature schedules around the winter

“When an item that
has been quoted for
over 150 years reaches
all-time highs, market
participants want to
know why.”
1
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holidays, but volumes can often fail to
reach expectations when prices advance.
Margins quickly deteriorate in a rising
market, affecting both the attractiveness
of ad levels as well as overall volume.
Most planners remained steadfast
ahead of Thanksgiving this
year however, and not only
were volumes better than
anticipated, but price points
were kept down as several
major chains used large shell
eggs as a loss leader.
These factors motivated
wholesale buyers through the
period. Not only were they
building inventory of their own
for the holiday, but they were also
filling feature related orders and
competing with export buyers and
further processors for supplies.
During the week of Thanksgiving,
the national shell egg inventory was
reported by the USDA as 956.3 thousand
cases, down 16.6% when compared to
the week of Thanksgiving a year prior.
The total shell egg inventory was 1,187.6
thousand cases, down 15.7% when
compared to 2012. One thing to consider
here though is that there was also a short
supply of brown eggs during the period,
which are included in the inventory report.
Midwest large browns averaged $0.50 more
per dozen in November of this year than
in 2012.

the beginning of October. It rebounded
to similar levels seen in 2012 to start
November, which was actually a good level
considering 2013 levels were around five
million birds higher than 2012 for most of
the year.

Article written by Brian Moscogiuri
Brianm@urnerbarry.com

Thanksgiving fell very late this year, a
full week later than in 2012. This set up
a short turnaround period between then
and the remaining holidays. Retail buyers
may have taken an early position for those
needs as well.
When an item that has been quoted for
over 150 years reaches all-time highs,
market participants want to know why.
There was not one main reason for the
Thanksgiving peak this year, but a variety

Layer numbers didn’t seem to factor much
in the record price, though the flock did
take a surprising two million bird dip
between the beginning of September and

of influences affecting the shell egg
market through the year which forced
Urner Barry’s quotations to these levels.UB

Serving the Food Industry
for Four Generations with
High Quality Egg Products

UB Midwest Large Quote
$1.80

$ / Dozen

$1.60
$1.40
$1.20

2 Papetti Plaza, Elizabeth, NJ 07206

Tel. (908) 351-0330

$1.00
$0.80
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Testament to the “familiarity and stability” of the American seafood diet …

Soaring shrimp prices shake up
consumer consumption
The National Fisheries Institute released
its annual list of the top ten seafoods
eaten in the U.S., based on NMFS
consumption figures.
Overall, Americans ate .4 lbs less seafood
in 2012 than in 2011, with per capita
consumption falling four percent.
“Population growth certainly factors into
this but we want to see the numbers
heading in the other direction,” said
Jennifer McGuire MS RD, NFI’s nutrition
communications manager. “There
is an important message in seafood
“The main news from the listing was
whitefish surpassing shrimp as the
largest single seafood category.”

NFI’s 2012
Top Consumed Seafood Items
2011

2012

Shrimp

4.2

3.8

Tuna

2.6

2.4

Salmon

1.95

2.02

Pollock

1.29

1.17

Tilapia

1.29

1.48

Catfish

0.56

0.5

Crab

0.52

0.52

Cod

0.5

0.52

Clams

0.31

0.35

Pangasius

0.5

0.73

Source: National Fisheries Institute
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consumption trends for public health
professionals; when the amount of fish
people eat goes up, aliments, medical costs
and preventable deaths will go down.”
The main news from the listing was
whitefish surpassing shrimp as the largest
single seafood category.
Whitefish consists of cod, pollock, tilapia,
pangasius, and domestic catfish. Combined,
consumption of these items soared 6.2
percent, while shrimp fell 9.5percent. As
a result, whitefish as a category now is
higher than shrimp for U.S. per capita
consumption. The growth in whitefish is
driven by tilapia and pangasius. Cod saw a
small increase, while pollock and domestic
catfish declined. Cod growth should
continue in 2013, as it will be attractively
priced compared to other seafoods.
Salmon consumption rose 3.5 percent,
and at around 2 pounds per capita, it is
almost exactly where it was in 2001. In
2012, it was an off year for pink salmon,
and so Alaska’s catches fell. The fact that
consumption increased was due to strong
demand for farmed Atlantics.
The shellfish category includes clams and
crab. We do not have separate data on
scallops, mussels and oysters. One notable
change is that for the first time in five years,
crab consumption began to increase again.
It had been on a steady decline since 2007.
“The top ten most popular fish make up a
little more than ninety percent of all the fish
Americans eat,” said NFI President John
Connelly. “It’s a fairly stable list but we see a
slight increase in salmon consumption and
an increase of about 15-percent, combined,
in pangasius and tilapia so there is growth
in certain areas.”UB

ServICe CenterS

Bronx, NY • Blue Springs, MO • Hope Mills, NC • Forest, MS
San Antonio, TX • Colleyville, TX • Manchester, NH • Oceanside, CA
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Adapted from a posting on Seafood.com News
on November 1, 2013 by John Sackton
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From the recipe box ...

Beef Wellington is one of those classic dishes that everyone seems to recognize but that we actually know so little about. The fact
that this somewhat secretive dish is cloaked in pastry seems very fitting. The origin of the name is open to some debate but it’s
generally understood that the dish was named after Arthur Wellesley, 1st Duke of Wellington. If this is fact, it was done to honor a
Field Marshall, our Mr. Wellesley, for his role in helping to defeat Napoleon Bonaparte, sending him to exile one final time. This
seems reasonable as chefs would often create dishes to pay tribute to a war hero. So why not a rich, decadent beef dish to honor
this military hero? On the other hand the evidence is on the scant side and there are few supporting facts to even suggest that Mr.
Wellesley had a fondness for mushrooms, wine or pastry.
What chefs can agree on is that this classic preparation of beef tenderloin encased in pastry dough is elegant and focuses everyone’s
culinary attention when it’s brought to the table. At root is a beef tenderloin fillet which in the Urner Barry’s Reporter recipe is coated
in mustard, wrapped in ham spread with a mushroom mixture, andthen encased in pastry and baked. Sometimes this dish is made
with individual slices of beef being wrapped and then baked. This traditional name, “Wellington,” is sometimes informally used to
describe other dishes in which meat is baked in a puff pastry.
Whatever the variation, Beef Wellington is a classic dish that can be prepared in an afternoon, and is sure to impress even the most
discriminating tastes! Enjoy.UB
Introduction written by Russell W. Whitman | Rwhitman@urnerbarry.com
Recipe prepared by Rusty Dean | Rusty@urnerbarry.com
Photograph by Caroline Hirt
Recipe adapted from a Beef Wellington recipe by Chef Gordon Ramsey from Simply Recipes http://www.simplyrecipes.com
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Beef Wellington
Prep time: 10 minutes

mushroom purée into the pan and let cook down, allowing the
mushrooms to release their moisture. When the moisture released
by the mushrooms has boiled away, set aside the mushrooms to cool.

Cook time: 2 hours
Yield: Serves 4
Ingredients:
1 lb beef tenderloin fillet
Salt and pepper
Canola, grapeseed, or olive oil
1 lb mushrooms (we used half cremini, half shiitake)
4 thin slices ham (Parma ham if you can get it) or prosciutto
2 Tbsp yellow mustard (we used Coleman’s Original English
Mustard)
7 ounces puff pastry (needs 3 hours to defrost in refrigerator if
using frozen)
2 egg yolks, beaten
method:
1 Preheat oven to 400°F.
2 Heat a tablespoon or two of oil in a large pan on high heat. Season
the fillet generously with salt and pepper. Sear the fillet in the pan
on all sides until well browned (hint: do not move the fillet until it has
had a chance to brown). Remove the fillet from the pan and let cool.
Once cooled, brush the fillet on all sides with mustard.
3 Chop the mushrooms and put them into a food processor and
purée. Heat a large sauté pan on medium high heat. Scrape the

4 Roll out a large piece of plastic wrap. Lay out the slices of ham on
the plastic wrap so that they overlap. Spread the mushroom mixture
over the ham. Place the beef fillet in the middle, roll the mushroom
and ham over the fillet, using the plastic wrap so that you do this
tightly. Wrap up the beef fillet into a tight barrel shape, twisting the
ends of the plastic wrap to secure. Refrigerate for 20 minutes.
5 On a lightly floured surface, roll out the puff pastry sheet to a size
that will wrap around the beef fillet. Unwrap the fillet from the plastic
wrap and place in the middle of the pastry dough. Brush the edges
of the pastry with the beaten eggs. Fold the pastry around the fillet,
cutting off any excess at the ends (pastry that is more than 2 layers
thick will not cook all the way, try to limit the overlap). Place on a
small plate, seam side down, and brush beaten egg yolks all over the
top. Chill for 5-10 minutes.
6 Place the pastry-wrapped fillet on a baking pan. Brush the exposed
surface again with beaten eggs. Score the top of the pastry with a
sharp knife, not going all the way through the pastry. Sprinkle the
top with coarse salt. Bake for 25-35 minutes. The pastry should be
nicely golden when done. (To ensure that your roast is medium rare,
test with an instant read meat thermometer. Pull out at 125-130°F for
medium rare.) Remove from oven and let rest for 10 minutes before
slicing. Slice in 1-inch thick slices.
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The agriculture field will present more compelling problems to solve ...

College degree: costs versus value
It’s the old adage that each generation wants the next to do better
than them, with parents working hard to achieve this. Educational
attainment is a big part of this goal as 94% of parents expect their
child to go to college, according to a survey by the Pew Research
Center. However, with student loan debt surpassing $1 trillion
dollars, Americans now owe more on student loans than on credit
cards, moving student loans to second behind mortgage debt on
what Americans owe creditors. This has forced a generation to
delay starting families or purchasing homes. The debt, coupled
with a stagnant job market, has sparked a national debate about
whether a college education is worth
the skyrocketing costs.
On one side of the aisle, many are
saying that the costs outweigh the
benefits. Besides the monetary costs,
which continue to climb higher, there
is the opportunity costs of investing
the money used for college, which
could grow significantly greater than
those that put off investing for many
years. In addition, there is four years
of job experience that is lost. The
other view points to greater lifetime

12 • URNER BARRY’S REPORTER / VOL. 9, NO. 1 / winter 2014

earnings associated with more education as well as the social
benefits that the college experience affords, among other things.
No matter what side of the fence you are on, let’s focus on the
latter: getting a college degree. Choosing the correct major could
potentially take the bite out of the economic argument of the
other side. Supply and demand fundamentals we are all used to
comes into play for human capital as well. Looking at the table
attached, you can see that 9 out of the top 10 average starting
salaries come from the STEM (Science, Technology, Engineering,
and Math) degrees. These graduates are in greatest demand but in
short supply. The final degree from the list is finance. Many of the
best and brightest go into this field. But Jim Rogers, a well-known
investor and author in the field, believes there is an area that offers
more promise than finance, and that is agriculture.
Mr. Rogers was quoted on CNBC.com saying, “If you’ve got
young people who don’t know what to do, I’d urge them not to
get MBAs, but to get agricultural degrees.” He believes the center
of the world is going to be the producers of real goods. Further
evidence on the future of the field is highlighted by Timothy
Burcham, Dean of Agriculture and Technology at Arkansas
State University. He states, “we are going to be trying to feed 9
billion people by 2050 with the same number of acres of arable

land,” and further said “the opportunities for a person that has a
graduate degree in agriculture are great now, but they are going to
be really, really excellent going into the future.”
The field is growing and jobs are expected to increase. There are
many professions within the field to choose from, as shown in the
table of agricultural related professions. And as we saw with other
degrees, the more demand for these people, the more companies
are going to be willing to pay.UB
Article by Gary Morrison | Gmorrison@urnerbarry.com

Major
Avg. Starting Salary (2013)
Computer Engineering
$70,400
Chemical Engineers
$66,400
Computer Science
$64,400
Aerospace/Aeronautical Engineers
$64,000
Mechanical Engineers
$62,900
Electrical Engineers
$62,300
Civil Engineers
$57,600
Finance
$57,300
Construction Science
$56,600
Information Science
$56,100
Source: National Association of College Employers (NACE)

Outstanding Consumer Debt
$1,400,000
$1,200,000

$/Millions

$1,000,000
$800,000
$600,000
$400,000
$200,000
Source:
Federal Reserve

Student
Loans

Credit
Cards

Auto

Job Descriptions
Avg. Salary (2010)
Agricultural and Food Science Technicians
$32,670
Agricultural Chemist
$69,790
Agriculture economic professors
$62,050
Agriculture Engineers
$71,090
Agricultural reporters
$36,000
Agricultural workers
$18,970
Animal care and service workers
$19,780
Climatologist
$87,780
Food Processing occupations
$23,950
Farmers and Ranchers
$60,750
Grain buyers
$58,360
Source: Bureau of Labor Statistics, US Department of Labor
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VOL. 9, NO. 1 / WINTER 2014 / URNER BARRY’S REPORTER • 13

Exceeding standards signifies safety …

Keeping Salmonella off of chicken
Contributed by Mike Brown,
President National Chicken Council

The Salmonella outbreak earlier this year
linked to chicken was a stark reminder for
the National Chicken Council (NCC) to
redouble our food safety education efforts
and remind consumers that we all play an
important role in ensuring food safety for
our families.
Given that we eat 160 million servings
of chicken every day, the vast majority of
consumers are cooking and
handling chicken properly and
having a safe experience.
But we want that
experience to be safe
each and every time.
Most of the media stories
that ensued omitted the fact that proper
handling and cooking in the kitchen is
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Jeff Vivalo
Phone: 866-2SAVAGE
Fax: 410-543-8919
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Lewis Wood
Chris Fly
Phone: 866-3SAVAGE
Fax: 251-970-5273

TENNESSEE OFFICE
dan Henderson
Phone: 800-869-3854
Fax: 901-756-2510

NEW JERSEY OFFICE
Henry Montana
Phone: 908-420-4050

www.savagepoultry.com

“... we all play an
important role
in ensuring
food safety for
our families.”
—Mike Brown, President NCC

the last step in keeping Salmonella off of
chicken, not the first.
That’s why chicken
processors rely upon
the best science,
microbiology and
technology available
to reduce foodborne
pathogens in order to meet
and exceed standards set forth by the
federal government.
It all starts even before the egg. Healthy
breeder flocks lead to healthy chicks —
measures are taken to prevent diseases
from passing from hen to chick and to
ensure that natural antibodies are passed
on which help keep the birds healthy.
At the hatchery, strict sanitation measures
and appropriate vaccinations ensure the
chicks are off to a healthy start. At the
feed mill, the finished feed of corn and
soybean meal is heat treated, which kills
any bacteria that may be present. On the
farm, farmers adhere to strict biosecurity
measures and the chickens are routinely
monitored by a veterinarian to keep
them healthy.
At processing plants, the U.S. federal
meat and poultry inspection system
complements efforts by chicken processors
to ensure that the nation’s commercial
supply of meat and poultry products is
safe, wholesome and correctly labeled
and packaged.
Chicken processing facilities use a variety
of intervention strategies at their critical
control points that might include: the use
of food-grade rinses that kill or reduce
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the growth of potential
foodborne pathogens;
organic sprays to cleanse
the chickens and inhibit
bacteria; and metal
detectors to make sure that
no foreign object makes its
way into a product.
Microbiological tests
for pathogens are then
conducted by companies and federal
laboratories to help ensure that food
safety systems like HACCP are working
properly. The numbers tell us we’re making
tremendous progress:
• According the FSIS Quarterly Progress
Report released on October 26, 2013,
2.6 percent of young chicken carcasses
tested positive for Salmonella — a
fraction of the FSIS performance
standard of 7.5 percent.
• The prevalence of Salmonella on raw
young chicken carcasses is down 26
percent over the first quarter of 2013
and represents a decrease of 55 percent
during the past five years.
• Over the last five years, the prevalence
of Salmonella on ground chicken has
been reduced by 50 percent.
• From 2001 to 2010, the latest 10-year
period for which data are available,
outbreaks related to E. coli, Salmonella
and other pathogens decreased by more
than 40 percent.
But we are constantly striving to do better.
We expect a new FSIS performance
standard for chicken parts sometime
in early 2014. NCC is taking this very
seriously and we are working collectively
as an industry to determine more
opportunities in second processing that
will further decrease Salmonella on parts.
The bottom line is that all chicken is safe
when properly cooked and handled, and
that chicken producers and processors are
continually seeking methods to make them
even safer before leaving the plant.UB

Fiscal 2013 continues to be a success ...

Certified Angus Beef brand
sets seventh straight record
®

Licensed partners cater to consumers; achieve 6.7% increase in fiscal 2013
Contributed by
Jennifer Schertz, Certified Angus Beef

They come from all across the globe. Some
of them are competitors and friends, most
have never met, but they’re all part of a
shared goal.
The 16,000 Certified Angus Beef® brand
licensed partners continue to show that a
common mission, delivering high-quality
beef to consumers, is one that everybody in
the food chain — rancher to distributor to
consumer — can get behind.
Certified Angus Beef LLC reported record
sales, marketing more than 60 million
pounds of CAB product every month in
fiscal 2013. Its partners sold 865 million
pounds for the year that ended Sept. 30, an
increase of 6.7% or 54 million pounds.
As the brand’s 35th anniversary marked
a seventh consecutive year of growth,
company president John Stika credited
leadership from those partners and rising
consumer demand for premium beef. A
brand that consistently satisfies consumers
offers a strong value for their dollar,
he noted.
“The quality beef movement our partners
lead is gaining momentum,” Stika said.
“Everyone associated with it takes great
pride in being part of a community that is
committed to quality, and something much
larger than ourselves.”
Demand fueled balanced growth across
sectors—middle meats, end meats and
grinds—and divisions. Retail partners again
accounted for the most sales, 46% at 398
million pounds. Sales for the top 14 retail
chains that regularly featured the brand in
circulars and promotions were up 26%.
Fajita meat, marinated steak and fresh
corned beef and brisket led the charge in

value-added products, which set a new
record of 24 million pounds, up 11.6%.

consumers want, and to understand the
value it has to them.”UB

Foodservice partners made
up nearly one-third of the
brand’s total sales this year at
276 million pounds sold, up
6.2%. Much of the increase
came from distributors
licensed longer than two
years, showing strong growth
in established markets.
An international sales
increase of 17% proves the
demand for premium beef
crosses borders and oceans.
Although some large markets
like Russia and Saudi Arabia remain
limited or closed to U.S. beef, the CAB
brand found strong growth in South
America’s Colombia, Chile and Peru.
Canada, Mexico, Hong Kong and Japan
represent the highest volume markets.
But with record sales comes the need for
record supplies, and America’s farmers
and ranchers did not disappoint. The
acceptance rate, which tracks those Angustype cattle meeting all 10 of the brand’s
specifications, rose to a record 24.2% last
year. Cattlemen and women aim for those
standards because of the higher prices they
command, so despite a relatively static
number of Angus cattle, their focus on
quality genetics and management netted
another 200,000 head that qualified for
the brand. That was the equivalent of an
extra three weeks of production in the year,
and 66 million more pounds of product
going into CAB brand boxes.
“It’s clear that we have a hallmark
opportunity to drive taste to consumers,”
said Stika. “Their increasing demand
equals increasing trust in the brand.
Our responsibility is to stay focused
on providing the flavorful, quality beef
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Full Service Brokers of
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& POULTRY
Domestic and Export
Randy, Cindy, Mark, Darin & Lisa
36 Bluff Street, PO Box 171
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Proposition 2 ...

Should egg laying hens have the ability
to stand up, turn around, and spread
their wings without touching the sides of
their enclosure or other hens? That was
at least part of the question presented to
California voters on their November 4th,
2008 ballots. Whether right or wrong, the

Eggs can’t get any fresher!
Our family farms dedication to
excellence, integrity and quality
ensures that NuCal Foods and Rocky
Mountain Eggs are your best source
for premium quality conventional
and specialty eggs.
Serving the Western United States...

800-377-3447
www.nucalfoods.com

answer to the question formally known as
Proposition 2 was “YES,” as represented by
a 63.5% passing vote.
The motion left California producers,
responsible for nearly 20 million egg
laying hens, puzzled and angry given its
vague language and potential economic
impacts. Most would have to remodel
existing facilities or build completely new
ones to house their birds. The Prop 2
compliance deadline was set for January
1st of 2015 with those failing to meet
requirements facing fines and potential jail
time. In 2010, California Governor Arnold
Schwarzenegger signed a law mandating
that no eggs be brought into or sold in
the state if they were not laid in compliant
facilities. This law potentially protected the
investment of California producers, but
may create potential shortage conditions
in a state with over 38 million consumers.
As a general rule of thumb, each individual
requires one hen to fulfill their egg
consumption needs. Prop 2, in essence,
may result in drastic price increases at
the shelf due to higher production costs
associated with increased space per bird.
Several California producers have begun
to update facilities in preparation, in a
number of cases turning to an “enriched
colony” system which gives birds generally
116 sq inches of room along with the
ability to partake in other natural behaviors
such as perching and nesting. Similar
standards were settled on by United Egg
Producers (which represents over 90% of
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Changes
on the way
for the
U.S. egg industry?
U.S. egg layers) and the Human Society
of the United States after Prop 2 passed,
however, that agreement failed to make it
into the farm bill.

Another influential piece of legislation
did make it into the House Agriculture
Committee’s markup though. Iowa Rep.
Steve King’s Protect Interstate Commerce
Act (PICA) prohibits any state from
enacting laws that place restrictions on
the means of production for agricultural
goods that are sold within the state but are
produced in other states. Also, declaring
the California law unconstitutionally
regulates and dramatically impacts
producers from all over the nation. Kings’
amendment would allow non California
compliant eggs into the state. These eggs
would likely have reduced input costs and
resulting price points when compared
to enriched colony production or other
California law compliant laying systems.
PICA would not only directly affect eggs. A
number of trade barriers already exist from
state to state, including restrictions on
firewood to prevent the spread of certain
pests, honey, alcohol, and also affect
California’s previous bans on foie gras
and shark-fin soup. A number of livestock

“… there could be
clues in what took
place in Europe over
the last few years.”

groups
have
endorsed King’s
amendment, fearing similar types
of restrictions in their respective
industries. Limitations they feel would
hinder business across the U.S. and be very
difficult to follow and abide by.
Producers have taken various actions in
regard to the situation. Some have chosen
a wait and see approach, while others
will experiment with different types of
compliant production both in California
and in surrounding states. There has
also been some hedging by California
producers who are building noncompliant
production outside of the state. It is still
unclear how the whole situation will play
out and what it will mean to the individual
trading regions, but we can look at a
similar situation which recently unfolded
in Europe for clues.
In 1999, the European Union announced
the ban of battery cage production for the
consumer market. The implementation

had a thirteen year window, which
concluded January 1st of 2012. Many
producers waited until the last minute
to make necessary adjustments, some
ran both compliant and non compliant
facilities, while others did nothing at all.
Compliant producers feared that there
would be a lack of protection against
noncompliant eggs. For a short period,
a shortage situation occurred, but the
market was quickly saturated with product
from both compliant and noncompliant
facilities thereafter. To make matters
worse for the EU producers, the European
Union announced that it would allow eggs
from noncompliant countries such as the
Ukraine into the region.
What most of the EU industry failed to
see though, was that the original motion
for the cage ban came from animal welfare
groups and ultimately the consumer. These
groups began to petition the major retailers
to carry only EU compliant production.
Compliant eggs slowly but surely became
the norm across the shelves of major
retailers and in foodservice organizations.

Currently, two different markets have
since developed in the Union, compliant
production which has become standard
and noncompliant eggs which can only be
used for breaking. Opportunity to export
shell eggs into the EU from noncompliant
countries as a result tempered.
The U.S. industry may see a very similar
situation develop in California in 2015. If
a version of the farm bill which includes
King’s PICA is passed, eggs from non
California Law compliant farms will be
allowed into the state. Chains large and
small will have a tough destination to
make, particularly if King’s Amendment
allows potentially less expensive,
noncompliant production into the region.
How will buyers respond and what will
that mean to the different trading regions
across the U.S.? We will have to wait until
2015 to get most of these answers, but
there could be clues in what took place in
Europe over the last few years.UB
Article contributed by Brian Moscogiuri
Brianm@urnerbarry.com
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Initiative trains next generation of foodservice …

Kula Café - A community creating great
employees for the food industry!
Recently, Urner Barry’s Reporter was invited
to meet with Mr. Roger Boyce and the
staff at Kula Café in Asbury Park, NJ.
Situated in the heart of an extremely
depressed community, the Reporter was
warmly greeted into this clean, friendly
and extremely welcoming restaurant.
According to Mr. Boyce, the mission of this
distinctive café is to train youth (16 years
and older who have lived in this recycling
community of poverty) in a uniquely
offered opportunity. Those interested and
that have a desire to change their path
and make their lives better, are offered the
necessary tools to work in various roles
within the food industry.
The Kula Café training program is 16
weeks in duration — 4 weeks of job
readiness training, 8 weeks of hands on
experience in the Kula Café, and 4 weeks

as well as six years restaurant experience
which included everything from busing
tables to management.

of paid internship with local restaurants,
allowing the participants to demonstrate
the skills they have developed to a
prospective employer.
Kula Café is part of an initiative of the
Interfaith Neighbors Organization of
Asbury Park (which owns and operates
the café), NJ. Heather Schulz is the
Community Outreach Coordinator from
Interfaith Neighbors who oversees the
day-to-day operations and Wendy Escobedo
is the restaurant manager. Wendy came
to Kula Café with some culinary training
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The program is funded by a combination
of investment funds and private
foundations. Mr. Boyce said the private
foundations have been quite generous
in supporting the café and he showed
his genuine gratitude for each and
every donation. Boyce proudly told the
Reporter that the restaurant’s revenue is
growing and he expects for it to be 100%
sustainable within three years.
Local customers as well as a large
percentage of patrons from surrounding
communities come in support of the
café where they enjoy a wide variety of
breakfast and lunch menu choices. What
makes this dining experience different

7/19/11 9:29 AM

The Kula Café,
1201 Springwood
Ave., AsburyPark,
NJ opened
in April 2013.
Roger Boyce, a
retired start-up
entrepreneur,
dedicates his time
as co-founder.

than most, is that when customers come
to dine at Kula Café, they are giving the
trainees the opportunity to practice their
skills by working in a productive, authentic
restaurant environment.

Roger Boyce, having no experience in the
food industry, is hungry for information
that would help to further develop their
curriculum and training. He is eager to
find out from experts what they need so

ason’s

Foods
I nc.

The Kula Café is open six days a week and
serves breakfast all day and lunch from
11:30 am – 3:00 pm. It also opens its doors
the first and third Thursday night of each
month for a special Blues Night. Local blues
and jazz musicians are invited to play in an
open mic forum while customers indulge on
authentic southern, Cancun cuisine.
To date, Kula Café has produced 11
graduates who are all gainfully employed
in the food industry. Boyce is thrilled with
the results. He further explained to the
Reporter that employers and potential
employers have very little risk because part
of Kula Café funds is dedicated to paying
the first month’s employment for each
employee. “It’s a win-win for the employer”
said Boyce.

J

Beef
Chiniqua in the kitchen at the Kula Café.

that he can help to supply the industry
with well-trained employees. He welcomes
those who are seasoned in any aspect of the
food industry to reach out and offer their
expert advice.
Contact the Kula Café info@kulacafe.org
or 732-455-0514UB
Article contributed by MaryAnn Zicarelli
Maryann@urnerbarry.com
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Another successful Future Leaders class …

NFI’s 2013 Future Leaders Class outside Handy International’s plant along the Chesapeake Bay in Crisfield, MD.

From Beantown to DC, NFI group finishes
2013 program with a lifetime of experiences
Four cities, thousands of frequent flyer
miles and several extended bus rides later
and the National Fisheries Institute’s (NFI)
Future Leaders Class concluded the 2013
edition of the program.
Since 1998, NFI has brought together
a contingent of up-and-coming seafood
professionals to network, learn and further
expose themselves to the complexity of
the industry through a series of plant
tours, interactive workshops and group
discussions.
The start of this year’s program brought
the class to Miami and Portland, and in the
waning summer months, the Future Leaders
ventured to Boston and Washington DC to
complete the year-long program.
“The best part of the trip was spending
time with other young leaders in the
industry. It’s always good to see a different
perspective and learn from your peers,” said
National Fish & Seafood’s Mark Pandolfo.
In August the Leaders headed to Boston,
MA.
The week started at the Seaport World
Trade Center where the Leaders boarded
the Spirit of Boston for NFI’s New England
regional meeting. During a tour of the
Boston Harbor, the class mingled with the
program’s past alumni, along with dozens

of NFI members, to chat about the current
state of affairs of the seafood industry in
New England and across the country.
The following morning Seafood Industry
Research Fund (SIRF) Chairman Russ
Mentzer met with the group to discuss
SIRF’s involvement with the industry,
particularly its mission to fund research
crucial to improving fishery management,
import regulations and consumer attitudes
toward seafood consumption.
Classmate Ryan Martin then hosted a
tour of Preferred Freezer Service’s Everettbased facility where he serves as the
general manager of the plant’s operations.
Martin emphasized his company’s “We
Get it Done” approach to business and
commitment to efficiency; evident not only
in the plant’s day-to-day operations, but
also in its carefully constructed design.
Longtime industry mainstay Ipswich
Shellfish Company was next up on the
Leaders’ agenda. There the class was
treated to a full tour of the company’s
various shellfish and finfish operations.
Ipswich’s “waterfall” style lobster storage
facility was of particular interest to the
group, as were the freshly made lobster
rolls provided to the class for lunch.
The day moved on to Boston’s oldest fish
packing district where Stavis Seafoods’
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President & CEO Richard Stavis
enlightened the Leaders with his dynamic
insight into the company’s vast history
in the New England and global seafood
trade. Stavis noted his company’s multidimensional approach to serving various
seafood markets with a diverse selection
of products.
Moreover, Stavis touted the need for
industry professionals to band together on
sound buying and selling practices.
The day ended with a group dinner,
made by the group, hosted by CreateA-Cook. The Leaders worked alongside
professionally trained chefs with fresh
seafood ingredients to prepare a full spread
of ethnically diverse, but simple recipes.
The Boston experience wrapped up the
next day with two breakfast presentations.
Capitol Risk Concepts’ Michael Lieberman
led a discussion on the necessity for proper
insurance coverage, regardless of where
one might work in the seafood distribution
chain.
Next, SeaFax engaged the Leaders
with their credit reporting firm’s work
identifying operations that may not be
paying their bills. The agency informed
the Leaders of its data gathering process
and how Leaders can actively engage
with SeaFax to red flag dubious business

practices they might come across in
the industry.
Finally, Wegmans Food Markets opened
its doors to the class where the seafood
department’s management offered a tour.
The group was armed with questions on
Wegmans’ procurement strategies and daily
sales volumes and was generally impressed
with the operation’s distribution network.
In September, the final stretch of the 2013
Future Leaders program found the class
in Washington DC to help spread seafood
industry awareness to the country’s leaders.
Before heading to Capitol Hill to have
meetings with Congressional leaders
to discuss a controversial seafood
sustainability initiative undertaken by the
General Services Administration, the class
participated in a lively public speaking
workshop with Tom Goodwin of Tom
Goodwin Communications.
The next day the Leaders met with attorney
Joel Roberson of Holland & Knight for
a final pep talk about the ins and outs
of lobbying with Congress. Armed with
advice and information, the class took to
Capitol Hill for a full day of meetings with
Congressional staffers. All in all there was
an overwhelmingly positive response from
the meetings.
“Our trip to DC was highlighted by the
opportunity to spend a day on Capitol
Hill. That’s an opportunity that I am
grateful to have had the chance to
experience,” Pandolfo said.
Following a day navigating through the
halls of the Congress, the Leaders took off
to Maryland where Handy International
was proud to host their very first Future
Leaders class. The company’s president
and founder Terry Conway educated
the class on Handy’s long history as the
original soft shell crab company in the
U.S. before eventually expanding its
operations internationally.
During a tour of the facility, the class
learned about the company’s commitment
to handmade products and the careful
steps taken to produce a top quality
product. Handy then treated the Leaders
to samples of its GastroPub line of items

The Pacific Northwest contingent of Future Leaders snagged a photo opportunity with Alaskan
Republican Representative Don Young at his office in Capitol Hill.

while explaining the research, development
and marketing strategy behind it.

passion, necessary for any industry to
thrive into the future.

From Handy, the class trucked over to Sea
Watch International, the largest clamming
company in the United States. The
company’s vice president of marketing and
sales Guy Simmons, presented SeaWatch’s
history as the company has grown to be the
largest clam quota holder in the country.

“The whole experience broadened my
horizons and reiterated just how vast the
seafood industry is,” said Emily Matlock,
a fresh fish sales manager for Trident
Seafoods. “I have a renewed sense of
dedication to not only being more wellrounded and versed in all aspects and
issues that our industry faces, but to
educate consumers about sustainable
seafood practices in place.”UB

From SeaWatch the group learned about
seafood testing procedures at EuroFins
particularly the precision and timeliness with
which the laboratory carries out its testing.
On the very last day of the program, the
Future Leaders class headed to NOAA
Fisheries and engaged in a fruitful
discussion with NMFS’s Chief of External
Affairs Laurel Bryant.
Bryant demonstrated the sustainability
breakthroughs and overall success of
U.S. fishery management in Alaska and
the lower 48. Additionally, she revealed
how NMFS has bolstered promoting U.S.
fishery management’s success in building a
sustainable model for the rest of the world
to follow.

Article contributed by Michael Ramsingh
Mramsingh@urnerbarry.com
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The session ended over a group discussion
with NMFS personnel concerning
their work with foreign relations, code
enforcement, sustainability concerns
and more.
The 2013 Future Leaders class will
reconvene one more time to graduate
at the NFI’s 2014 Global Seafood
Marketing Conference in Miami. While
the program may be over for the group,
the memories and experience will endure.
Moreover, NFI can again claim success
in the creation of another network of
professional seafood leaders to share a
bit more knowledge, camaraderie and
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Meanwhile, back at the ranch lab …

The future of meat?
The “reasonably good” cultured meat
burger cost about $325,000
to produce. It was made up
of 3,000 separately grown,
“cultured” muscle strips
which began as just a few
cow cells. In an August interview,
Chicago-based food writer Josh Schonwald said
the “bite feels like a conventional hamburger,” but that the meat
tasted “like an animal-protein cake.” With the United Nations
expecting global population to grow from the current 7.2 billion
to about 9.6 billion by 2050, the ability to raise enough meat, or
something meat-like, will become increasingly more important.
In the future, it seems likely that our meat supply will be a mix of
conventional production practices, sustainably raised meats, and
cultured products like our burger and plant-based alternatives.
Vegetarians are likely throwing a party about now just thinking
about the possibility of eating “meat” guilt free, in the not too
distant future. As the planet begins to think about how it is going
to supply its burgeoning population with proteins, non-animal
based meats are gaining consumer traction. Companies such
as Beyond Meat, which manufactures meat substitutes largely
produced from soy and pea proteins and amaranth (a rice or maize
like grain which has been harvested for 8000 years), are leading
the charge in producing non-traditional meats. Just how near that
future will be depends a great deal on available research grants
along with the regulatory scrutiny and slowdowns that stand
between this burger and your local butcher case.
Where Next?
It’s been made pretty clear that not only can we create living
tissue in a lab but we can create tissue which is edible. Growing
tomorrow night’s dinner in a Petri dish doesn’t sound like it
would strike a great appeal with one’s taste buds but at the press
conference following the test in August, some were quoted as
calling it “close to meat.”
Isha Datar, the director of New Harvest, a nonprofit research
group focused on alternative meat production methods, is a vocal
proponent of exploring alternative protein “manufacturing.”
She is especially knowledgeable on the novel subject of in vitro
meat production. According to Datar, with the global meat herd
in 2050 projected to be 100 billion land animals for 10 billion
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Back in 2009 Urner Barry’s Reporter was among the first to explore
the real possibility that in the future, our meat may be grown in
a Petri dish. At the time this “Petri-dish cuisine,” as we called it,
was a new form of meat science. Although still very much in its
infancy, a huge milestone was surpassed this past
August when the first hamburger comprised entirely
of meat grown in a lab was consumed
by a panel of tasters.

people, we just don’t have the resources to maintain more animals.
She says on the New Harvest website that it is not clear what the
consequences of this increase will be, particularly when coupled
with a growing global population. Although conventional meat
production may be capable of feeding a population of 9 billion,
this ever present fear among economists and the general populous
of the future state of our global food supply, is what will force the
world to adopt alternative animal farming systems.
When Will “Lab-Grown” Meat be Available?
According to just about everyone who has an opinion on the
matter the biggest driver will be out of economic necessity.
Yet the research depends on funding; something there isn’t a
lot of publicly available. The more money, the faster cultured
meat becomes available to the consumer. But it’s not just about
money. The technology for such a big undertaking still needs to
be developed and implemented. According to Datar the things
that hold this technology back are: 1) creating a medium for the
cells to grow in that is totally plant-based and sustainable, because
at present it is not, and 2) making [lab-grown meat] affordably
and quickly. But these are engineering problems, she says, not
problems of difficult science.
If and, more accurately, when significant changes come to food
production, whether the world will be ready or not is certainly at
question. Our overall perceptions of food and how we use it are
constantly in motion and big strides have been made marketing
meat alternatives, such as soy, to today’s consuming public. With
science moving forward, preliminary indications suggest that our
vision of food in the future will certainly include a combination
of traditional, plant-based and cultured meat alternatives. Food
production in the U.S. has always been about alternatives and
choice. The question is which one will you make?UB
Article contributed by Russell W. Whitman
Rwhitman@urnerbarry.com
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Efficiencies in egg production …

Landmark environmental study
released on the egg industry
Contributed by
Joanne C. Ivy, CAE,
President & CEO,
American Egg Board

In October, AEB shared a comprehensive
press kit with the media detailing
the results of the landmark 50-year
Environmental Footprint study conducted
by the Egg Industry Center.
The study’s main finding highlights
that while the U.S. egg production has
increased during the past 50 years, the
industry has also been able to significantly
decrease its environmental footprint. The
press kit included the release, fact sheet
and related infographics. The key messages
noted that:

Packers of
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• Today’s hens are producing more eggs
and living longer due to better health,
nutrition and living environments.
• At the same time egg farms use fewer
resources and produce less waste
including the use of:
– 26% less daily feed
– 32% less water
– 71% fewer greenhouse gas emissions.
The full study and accompanying materials
can be found on IncredibleEgg.org, and
AEB will be posting on its social networks
to drive traffic to IncredibleEgg.org. A
slideshow featuring study highlights was
also pitched to the media. Targeted follow
up with key reporters is ongoing.
“The U.S. egg industry has evolved
remarkably over the past five decades by
incorporating new technologies to protect
natural resources,” said Hongwei Xin,
agricultural and biosystems engineering
and animal science professor at Iowa State
University, director of the Egg Industry
Center and the study’s lead researcher.
“Egg farmers have improved their
production practices, allowing them to
provide an affordable source of high-quality
protein while using fewer resources and
producing less waste.”
Media Outreach
Within the first week of launch, media
coverage generated more than 19 million
media impressions. Additionally, AEB
worked with the NBC News Channel to
capture background footage of Simpson’s
Eggs in Monroe, N.C. This footage was
then distributed to more than 20 NBC
affiliates across the country. Feedback from
the NBC producer was extremely positive,
saying the footage was the best he’s seen
and is a testament to the industry.
Journalists are continuing to reach out
for more information. AEB successfully
coordinated interviews with Bob Krouse,
an egg farmer for Midwest Poultry
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Services in Indiana, for both consumer
and trade publications. An editor from
JobPosting Magazine was working on a
feature on sustainable agriculture. Work
is also ongoing with the reporters from
Environmental Leader on a bylined article
from Hongwei Xin.
Krouse will also travel to New York City
in December to participate in desksides
with long-lead editors from top consumer
magazines to garner additional interest
in the environmental study. Through its
Consumer Marketing outreach, AEB hosts
at least two desksides with these influential
members of the media each year.
In 2014, AEB will reach key influencers
in both egg product marketing and
foodservice through print and digital
advertising in February and March.
Additionally, as interest in agricultural
sustainability continues to grow, AEB
will be analyzing various egg industry and
related conferences and exhibitions for the
opportunity to share the Environmental
Footprint findings with relevant audiences.
A Closer Look at the Findings
Due to increased feed efficiency,
advancements in hen housing and manure
management, egg farms now use less water
and energy on a daily basis and release less
polluting emissions. Every aspect of the egg

“Every aspect of
the egg production
process, from
cultivating feed
to raising the
laying hens, has
led to a reduced
environmental
footprint.”

production process, from cultivating feed to raising the laying hens,
has led to a reduced environmental footprint.
• Feed efficiency plays a key role in reducing environmental impacts.

Due to advancements in nutrition and bird breeding, young hens
now require 48 percent less food during the rearing period than
they did in 1960 and the laying hens have 42 percent better feed
conversion. Using 1960 technology to produce the 2010 egg supply
would have required 78 million more hens, 1.3 million more acres
of corn and 1.8 million more acres of soybeans.

EGG FARMERS REDUCE
ENVIRONMENTAL IMPACT
Today’s hens are producing more eggs and living longer
due to better health, nutrition and living environments;
yet at the same time egg farms use fewer resources and
produce less waste.

+72%

U.S. population
increase
over the last 50 years

• Advancements in hen housing such as improved building

ventilation, temperature control, better lighting, and a more secure
housing environment, help to ensure that hens are protected from
disease-carrying wildlife. These techniques have been widely adopted
by egg farmers across the country, leading to healthier hens with
a lower mortality and higher rate of egg production. In addition,
advancements in the development of preventative medicine to
eliminate avian diseases have greatly improved hen health.
• Manure management has played a role in minimizing the egg

industry’s environmental footprint. The vast majority of manure
from laying hens is recycled into crop production, providing
nutrients for plants, contributing to healthy soils, saving energy and
reducing commercial fertilizer use.
Looking Ahead
With the growing U.S. population and egg demand on the rise,
egg farmers play an important role in providing an abundant and
affordable source of high-quality protein.
“The U.S. population has increased by 72 percent over the past 50
years, but efficiencies in egg production have enabled us to meet the
demands of the growing population with just 18 percent more hens,
while also leaving a smaller environmental footprint,” said Krouse.
“Egg farmers are now in a position to help fulfill the growing need for
an affordable and nutritious source of protein in an environmentally
responsible manner.”
Egg farmers are dedicated to providing safe, nutritious food while
maintaining the highest quality care for their hens. At the same time,
farmers understand the importance of protecting the land, water
and air for their communities and future generations, and they are
always looking to identify ways for continued improvement. Efforts
to further improve feed efficiency, hen housing facilities and manure
management will facilitate even greater environmental footprint
reductions in the future.
The study was funded by the American Egg Board, the U.S. Poultry
and Egg Association, the United Egg Association– Allied and the
Egg Industry Center. To obtain data for 2010, researchers conducted
anonymous surveys with egg farmers and collected data on 57.1 million
young hens and 92.5 million laying hens. For more information, visit
www.incredibleegg.org or www.eggindustrycenter.org
If you would like more information on AEB programs or recent
results, please do not hesitate to contact me by phone, 847.296.7043,
or by email, jivy@aeb.org.UB

Egg production
efficiencies

27% more eggs
per day

developed over 50 years

18% more hens

enable farmers to
increase productivity

26% less daily feed

All while reducing

environmental
impact

32% less water
fewer greenhouse

71% gas emissions

IMPROVING FEED
Today’s hens use a little over

78
million

half the amount of feed
to produce a dozen eggs

more hens

Using 1960 technology to
produce today’s supply of

77.8 billion eggs

1.3
million more

acres of corn

would have required

1.8
million

more acres
of soybeans

SAVING WATER

Compared to 1960, today’s hens use

32% less water

to produce a dozen eggs
The volume of
water conserved
would fill

3,716

Olympic-sized
swimming pools

REDUCING EMISSIONS
2010 egg production has

71% lower greenhouse gas
960
emissions than in 1960
The amount of CO2
reduced is equivalent
to taking

5.2

million
cars off the road
for a year

Brought to you by
America’s Egg Farmers
For more information, please visit www.IncredibleEgg.org
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Shrimp helps spread seafood charity in Texas …

NFI’s 2013 Future Leaders bring
SeaShare’s mission to thousands
Members of the 2013 class of the National
Fisheries Institute’s Future Leaders program
headed to Texas and raised public awareness
to thousands of festival goers for seafood
charity SeaShare, at the Galveston Shrimp
Festival held September 27-29, 2013.
Annually, each NFI Future Leaders
class works with SeaShare to help raise
food donations, funds and awareness
through a class project. SeaShare is a
charity founded to work with the seafood
industry to help solve hunger in America.
This year the group was tasked to find a
long-term approach to broaden SeaShare’s
marketability past the seafood industry and
to the public at large.
The project kicked off with a VIP shrimp
dinner sponsored by event organizer Yaga’s
Café. SeaShare director Jim Harmon and

Introducing…

Cherry Applewood
Smoked BACon
deep smoke flavor
natural cherry and apple wood smoke
premium sugar cure for hint of sweetness
Gas-flushed packaging

NFI’s Future Leaders and friends representing SeaShare at the 2013 Galveston Shrimp Festival.

the class engaged with representatives from
the festival’s largest retail supporters on
SeaShare’s goal to provide disadvantaged
Americans healthy seafood options at their
local food banks.
On day two, the festival opened to
thousands of attendees where SeaShare
and the Future Leaders, in conjunction
with the Galveston Shrimp Company,
hosted a booth to raise funds and spread
local awareness of the charity’s impact on
local communities in Galveston and across
the country.
At the booth the Leaders sold retail
packs of donated seafood items. Options
included salmon burgers from Trident
Seafoods, shrimp from Galveston Shrimp
Company and tuna steaks courtesy of Orca
Bay Seafood.
Trident and Orca Bay’s products were
shipped from the Pacific Northwest as a
donation courtesy of Preferred Freezer
Services.
The booth also featured a 50/50 raffle
with proceeds going directly to SeaShare.
Wristbands, donated by Limson Trading,
were also distributed and helped spur
conversations with the public about the
charity’s impact within their community.

www.DailysMeats.com

(800) 328-7695

All in all close to $1400 was raised in the
name of SeaShare, a figure Harmon said
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will contribute nearly 11,000 meals for
Americans nationwide.
“Texas was a great experience that set the
foundation for future classes to expand
upon,” said Dominick Gattuso, CFO of
Chicago’s Fortune Fish Company. “The
2013 class was able to create awareness
outside the industry of SeaShare and all
that is does to feed the hungry. It was the
first step towards expanding SeaShare’s
reach beyond the seafood industry and to
the general public.”
Harmon echoed Gattuso’s sentiment that
the event was unique in exposing SeaShare
to a greater public audience, educating
them on how the charity directly impacts
communities across the country.
“The Galveston Shrimp Festival was a
wonderful event. I enjoyed working with
the Future Leaders to raise awareness for
SeaShare. The shrimp was fantastic, and
we raised dollars to feed more seafood
to hungry Americans. I especially want
to thank [Galveston Shrimp Company
General Manger] Nello Cassarino and
the Galveston Shrimp Company for their
southern hospitality,” said Harmon.
To date, the 2013 Future Leaders Class
has raised over 100,000 pounds of
seafood product donations and more
than $18,000 worth of cash contributions
for SeaShare; nothing short of a great

accomplishment for the group said Capital Risk Concept’s Michael
Lieberman, who also serves on SeaShare’s board and is a Future
Leaders Alumnus.
“This year’s NFI Future Leaders class has gone far beyond their call
of duty, states Lieberman. “Hunger in America is a big issue, and
this year’s class, along with SeaShare, is demonstrating how the
seafood industry is making a difference.”UB
Article Contributed by Michael Ramsingh | Mramsingh@urnerbarry.com
The Future Leaders held a 50/50 raffle and passed out SeaShare
brochures to festival attendees at the SeaShare booth.

Maloney Seafood Corporation

During the festival, the Future Leaders sold retail packages of seafood
items donated. All proceeds went to SeaShare.

The Future Leaders’ SeaShare booth at the Galveston Shrimp Festival.

Specializing in program business catering to food service and retail companies

• Snow Crab

• Cod

• IQF Sole

• Haddock

• IQF Flounder

• Shrimp

• Cold Water Shrimp

Sustainable Premium Quality Asian Shrimp

Call us for all of your seafood needs

Maloney Seafood Corporation
ph. (617) 472-1004 • fax. (617) 472-7722

www.maloneyseafood.com
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Water resources are still far below where they should be …

Dry conditions persist in western plains;
may limit cattle herd rebuilding
While most of the eastern half of the U.S.
is now considered drought-free following
generally good rainfall amounts in 2013,
western portions of the Plains and the
far western states remain abnormally
to severely dry, which could limit the
rebuilding of the U.S. cattle herd.
Market conditions are ripe for rebuilding
the beef cattle herd but a lack of adequate
moisture may be the factor that keeps it
from happening just yet in key production
regions such as the western halves of Texas,
Oklahoma, Kansas, Nebraska and eastern
New Mexico to southeastern Colorado.
Amarillo, Texas and the surrounding areas
have been near the center of the worst
drought on record that began in late 2010
and which has not yet released its grip on
the region. More rain has fallen there this
year than in the past two, but that’s not
saying much since the driest 12 months on
record were set from late 2010 through 2011.
Agricultural losses due to the 2011 drought
were pegged at $7.62 billion, according to
the Texas AgriLife Extension Service of
Texas A&M University. Losses associated
with livestock accounted for about $3.23
billion, or more than 42% of the total.
According to the U.S. Drought Monitor,
nearly 60% of Texas held a severe drought
rating as of the end of October, about
the same as a year ago but better than
the extreme drought conditions seen
throughout most of the summer. Enough
rainfall has occurred to provide some relief
to pastures and help the growth of winter
wheat and fall grasses, yet water levels in
streams, ponds and lakes remain far short
of normal.
Lake Meredith, located northeast of
Amarillo, with a capacity of nearly 1.408

“Agricultural losses due
to the 2011 drought were
pegged at $7.62 billion.”

million acre-feet of water,
was completed in 1965. The
lake was built to provide
drinking water to Amarillo,
Lubbock and surrounding
areas. The Canadian River
Municipal Water Authority,
which manages Lake
Meredith, ceased pumping
from the lake this summer
after water levels reached an
all-time low of about 26 feet,
just over 1% of its capacity,
said Tammy Hamby, with
the CRMWA. The lake has
recovered some and was last
at about 33 feet. The all-time
high for the lake was hit in
1973 with a depth recorded
at nearly 102 feet.
Pictures of the lake from
2004 through present help
illustrate the effects of the
drought. (right)

Harbor Bay at Lake Meredith, located northeast of Amarillo, TX,
provided by the Canadian River Municipal Water Authority.

Lake at a fairly full level; photographed in 2004.

Same location in 2011 after the state’s worst-ever drought.

Due to back-to-back years
of severe drought in key
cattle-producing regions and
record high feed costs, the
U.S. herd fell to 89.3 million
head as of Jan. 1, 2013, the
smallest since 1952. Industry
analysts and agricultural
economists participating
in a mid-year survey
conducted by the Livestock
Same location taken week of 11/06/2013.
Marketing Information
Center estimated that the
growth in the herd might occur in 2014.
herd declined further by 1% to possibly
Some analysts forecast total cattle slaughter
2% during the first half since corn prices
next year to be down sharply, off perhaps
remained high and pasture conditions
around 7% or more from 2013 levels.
had not yet improved significantly in the
central and southern Plains.
While pasture conditions in the Texas
Panhandle have improved some, Lake
Declines in corn prices and improved
Meredith serves as a symbol that the
pasture conditions in parts of the Plains
region’s water resources are far below
region during the second half of the year
where ranchers and urban dwellers alike
may have led to some retention of heifers
want them to be.UB
to replenish the breeding herd but it may
not be any larger as of Jan. 1, 2014 than
Article contributed by Curt Thacker
the previous year. Some measureable
Cthacker@urnerbarry.com
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The food stamp debate …

SNAP benefits reduced in November –
a look at the numbers
During the U.S. financial crisis, the
government decided to increase the
benefits provided by the USDA’s
Supplemental Nutritional Assistance
Program (SNAP) in order to aid
families directly or indirectly affected
by the economic downturn. This
stimulus, included in the American
Recovery and Reinvestment Act of
2009, increased the maximum monthly
household benefits by 13.6%, giving
a one person household an extra $24
per month, two person households
$44 per month, $63 for three and
an additional $80 for four person
households.
On November 1, 2013, part of
this added assistance came to an end,
reducing the SNAP benefits received by
roughly 23 million households or 47.6

Source: USDA

7%

22%

million individuals as of the latest USDA
participation figures. For a family of three,
this cut equals roughly $29 per month.

SNAP Cost/Benefits
$6.6
Billion of USD

$6.4
$6.2
$6.0

While some may argue that the SNAP
program is over inflated at over $6.3
billion a month and that because of
that deep cuts should take place, there
is also the question of how budget
reductions could affect center of the
plate protein purchases. In seven states,
20% or more of the population is on some
degree of SNAP benefits. On the United
States map, states in red have around
20% or greater of the population on the
program. Hypothetically, of the $8 billion
in potentially lost food sales over the next
12 months, retailers in these states may
possibly feel the impact the most.
At the time of publication, debate over
further cuts in SNAP included in drafts
of the farm bill have yet to be factored in.
If further cuts were to take place down
the road, the effects would potentially be
amplified.UB

$5.8
$5.6
$5.4
$5.2
$5.0

The average household monthly benefit
as of August was $275.84, so a cut of $29
equates to over 10% of a household’s
monthly food budget (ignoring other
expenses these funds can go toward).
With roughly 23 million households
on SNAP benefits as of August, the
difference in monthly SNAP related
funding/spending drops by nearly $667
million a month or $8 billion over the next
12 months.

SNAP Participation as a
Percent of State Population

2010

2011

2012

2013

Source: USDA

Article contributed by Russell Barton
Rbarton@urnerbarry.com

Households Participating in SNAP
Million of housolds
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Source: USDA

2011

2012
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U.S. cattle inventory at low levels ...

Cowherd expansion
means tighter supply first
simple. Most are more than 62 years
old, and are not looking to increase
their workload.

Contributed by Lyndee Stabel,
Certified Angus Beef

As a meat marketer worries about the
availability of beef, so a cattle feeder
frets about the supply of cattle.
With a U.S. cattle inventory at levels
not seen since 1952, “We’re much
smaller than we ever intended to be,”
says Derrell Peel, Oklahoma State
University livestock marketing specialist.
Drought and other circumstances led
producers to liquidate their cow herds
15 out of the last 17 years, despite
recent market signals to expand.

“When you show a lot of older
producers the potential that is out
there from the cow calf standpoint, they say, ‘Yeah, I see all of that,
but it ain’t going to be me. It’s going to be someone else,’” Peel
says. But who will that “someone else” be? Getting into the cattle
business is not an easy task.
The next generation of cattlemen cannot borrow enough money
to get started, so Peel says it’s up to the older ranchers to help get
them in business with long-term contracts or lease arrangements.
Derrell Peel, Oklahoma
State University livestock
marketing specialist

But that is starting to change and Peel
expects producers will rebuild their herds in the next several years.
Eventually that will not only mean more beef, but perhaps more,
better beef. Many cattlemen were forced to sell more animals than
normal during the drought, but the silver lining is that they often
kept only the best of the best.

No matter who takes on the challenge, the fact remains that the
market needs more feeder cattle than are available today. Now Peel
says the question is, “How far do we need to grow, and how fast
can we do it?”
Those in every part of the beef business are anxious to find out.UB

Calf Crop Versus FI Steer and Heifer Slaughter

“We’ve probably got this herd as young and productive as maybe
it has ever been,” Peel says. “When we do start to expand, we
have the capability for a year or two to expand faster than what we
could have probably seen otherwise.”
Yet Peel expects it to be 2017 before herd numbers can even
recover to 2011 pre-drought levels. Females are not only in strong
demand as breeding animals, but there’s real competition from
feedlots that are in desperate need of cattle to fill pen space.
Such strong market signals for more feeder cattle would typically
send ranchers into high gear to expand their herds and calf crops,
but for many American cattlemen today the situation is not that
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Livestock Marketing Information Center
Data Source: USDA-AMS & USDA-NASS Compiled & Analysis by LMIC
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Continuing to evolve, keeping you informed …

Urner Barry adds depth to market
coverage with news service
In an effort to provide exclusive content to the Urner Barry family
of products including Comtell, SeafoodNews, Foodmarket, and
Foreign Trade Data, we are pleased to announce the formation of
Urner Barry Newswires.
This newly-assembled news team will deliver the latest in breaking
agricultural, seafood, and food industry news to Urner Barry
customers. According to Urner Barry President, Paul Brown, “this
newly-formed venture is the first in the industry to offer coverage
of the entire center of the plate.”
One of the most exciting developments in the process of creating
UB Newswires was acquiring journalist and long time market
participant Curt Thacker for original content creation. Most
recently at Dow Jones Newswires, Curt spent 22 years at Wilson
Foods serving in various capacities from hog procurement to
corporate manager of the fresh pork department.
In 1995, Curt joined Knight-Ridder Financial as senior livestock
correspondent and has covered the livestock, poultry and meat
markets for the past 18 years including the last nine years with
Dow Jones Newswires.

Urner Barry aims to continue evolving UB Newswires to better
serve the industry. Through a reliable, consistent stream of
interesting and relevant stories, interviews, and other media, we
hope to keep our customers better informed.UB

• John Sackton, Editor and Publisher SeafoodNews
jsackton@urnerbarry.com
• Curt Thacker, Senior Staff Writer
cthacker@urnerbarry.com
• Linda Lindner, Staff Writer
llindner@urnerbarry.com
• Michael Ramsingh, Staff Writer
mramsingh@urnerbarry.com
• Ken Coons, Staff Writer
kencoons@urnerbarry.com
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Hector Perez
Alan Singer
320 Miracle Mile, Suite 202
25 West Union Street
Coral Gables, FL 33134
Ashland, MA 01721
Tel. 305-620-0700
Tel. 508-231-1426
Fax 305-620-0366
Fax 508-231-5256
Egil J. Brull Jr.
Puerto Rico
Tel. 787-277-3000
Fax 787-277-3002
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Captivating Caribbean cuisine …

Show’s offerings reflect regional
consumer, changing U.S. demographics
Recently, Urner Barry’s Reporter was offered
the opportunity to attend the 12th annual
Quirch Foods Buying Show which was
being held at the Westin Diplomat Resort
& Spa in Hollywood, FL. Participation at
the event is typically open only to existing
food vendors and customers of Quirch
Foods so when Urner Barry’s Reporter
received an invitation we, along with over
1,000 independent and chain retailers,
jumped at the opportunity to see and
sample the latest food industry offerings.
As one of the largest distributors and
exporters of meat and seafood in South
Florida and the Caribbean, the products
offered during the event reflected the
demographic makeup of not only Quirch
Foods’ primary customer base, but also the
rapidly changing makeup and tastes of the
U.S. consumer as a whole.
Americans are increasingly interested in
tropical cuisines, according to Technomic.

The Kikiri Quirch line of products reflects the
company’s commitment to not only their long
standing customers in the Southeastern United
States and the Caribbean, but it’s dedication to
taste innovation and adaptation to constantly
changing U.S. consumer demographics.

That includes Hawaiian
convenience was evident,
(28%), Caribbean (27%),
but so was the promotion of
Jamaican (22%) and
just how flexible chicken is
Cuban (19%). Chef
to any number of traditional
Elizabeth Johnson,
regional dishes. When
Culinary Institute
asked about poultry as it
of America, is well
comes to Caribbean food,
versed in Caribbean,
Chef Elizabeth commented
Central American and
that “roasted chicken,
Cuban foods. She told
along with some plantains,
the Reporter that it’s
is synonymous with the
no wonder the U.S.
Caribbean,” while in Central
Quirch Foods’ Poultry Buyer,
John Hazard, told the Reporter
consumer is drawn to
America fried chicken is
that besides offering exceptional
the “certain cadence and
integral to the regional diet.
products, the employees of
quality of life attributed
Chef Elizabeth continued by
Quirch pride themselves on
providing quality service in
to the islands and their
saying that chicken is part
harmony with the company’s
foods.” The climate, the
of a “vibrant tradition” in
family-oriented values.
water, the heat and the
regional fare.
people all help spin a
gastronomical web of sorts that envelops
Over the course of the two day event
us. Chef Elizabeth said that the Caribbean
nearly 100 vendors, many of which
and its cuisines are “sexy” and they have
offered products specifically manufactured
been and will be for a long time. “There’s
for their customers’ unique cultural
something captivating and mysterious
requirements, provided tasty treats to
about Cuba and its people. Here, and
attendees. But more importantly, they
throughout the Caribbean, there are
provided a thorough understanding
important traditions and flavor profiles
of their product lines and the unique
that can’t be glossed over.”
challenges inherent in marketing to the
nation’s growing Caribbean and other
At their show the company’s Kikiri Quirch
ethnic influences.UB
label could be seen gracing a variety of
cooked and uncooked chicken products.
Article contributed by Russell W. Whitman
The image of wholesomeness and
Rwhitman@urnerbarry.com

Although everyone who attended the Quirch Foods Show came out on top, Kevin Crofton (far right),
President Crofton & Son’s, along with his team pose with Miami Hurricane’s mascot, Sebastian the Ibis,
after taking home first place for their award-winning booth.
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Save a life, eat seafood twice a week …

Low seafood consumption is
a serious public health issue
Contributed by Linda Cornish
Executive Director,
Seafood Nutrition Partnership

The media often covers the benefits and
risks of eating seafood, but unfortunately
the “risks” tend to overshadow the
“benefits.” This is likely one of the reasons
Americans are eating less seafood, as
evidenced by the 14.4 pounds per capita
seafood consumption in 2012 as reported
by NOAA. If we all followed the USDA
Dietary Guidelines for Americans, then we
should be consuming 26 pounds per capita
of seafood per year.

We need to put risks in perspective.
According to the Centers for Disease
Control and Prevention (CDC) the #1
killer in the United States is heart disease,
taking about 600,000 lives every year. In
comparison, the CDC has analyzed the
number of deaths from foodborne illnesses
from 1998 to 2008, resulting in about
1,451 deaths per year. The food categories
in this figure include: 278 from poultry,
240 from vegetables, 140 from red meat,
140 from dairy, 93 from fruits and nuts, 71
from fish, and 23 from shellfish.

©iStockphoto.com/kcline

The fact is not eating
enough seafood is a
public health issue that
needs urgent awareness.

week has been shown to reduce the risks of
dying from heart disease by 36%. If we were
able to reduce the number of heart disease
deaths by 1/3 then that would mean saving
about 200,000 lives in the U.S. each year.

The body of science on the health benefits
of Omega-3 eicosapentaenoic acid (EPA)
and docosahexaenoic acid (DHA) has
grown substantially, and the best source
for EPA and DHA is seafood. The Global
Organization for EPA and DHA Omega-3
(GOED) states that since the 1970s there
has been over 20,000 research studies on
the essential benefits of EPA and DHA
on human health. In simple terms EPA
supports heart health and DHA supports
brain and eye health.

The American Heart Association’s (AHA)
Impact Goal by 2020 is “to improve the
cardiovascular health of all Americans by
20 percent, while reducing deaths from
cardiovascular diseases and stroke by 20
percent.” To help achieve this goal AHA
has developed suggested habits called
“Life’s Simple 7.” One of the 7 simple
habits is to eat healthy including fish
twice a week. A 2012 AHA update report
found that only 1 in 5 American adults
and 1 in 10 American children eat fish
twice a week. This consumption data is
from the National Health and Nutrition
Examination Survey (NHANES).

In research studies it’s been observed in
human trials that eating seafood twice a

Another way to assess low seafood
consumption is our intake of EPA and
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DHA. Prominent health organizations
recommend 250-500mg of Omega-3s
EPA+DHA per day. NHANES shows that
the average intake for Americans is 90mg of
Omega-3s EPA+DHA per day, and it is even
lower for children.
The bottom line is that our diets impact
our health more than any other action in
our daily lives. We all know how hard it is
to develop a new habit, but sometimes it
just takes one thing to get us started on the
right track. One easy thing that we can do
to jumpstart a healthy life is to eat seafood
twice a week.
ABOUT SEAFOOD NUTRITION
PARTNERSHIP
Seafood Nutrition Partnership is a
nonprofit with a mission to inspire a
healthier America through partnerships
that raise awareness about the essential
nutritional benefits of eating seafood.
www.seafoodnutrition.org.UB
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Forwarding farming fundamentals …

Back to a strong beginning
Contributed by
the National Turkey Federation

Over the rise of a glistening green
countryside this spring, the gobbling of
tom turkeys will be heard again on the
historic Leesburg, Virginia farm of the late
Governor Westmoreland Davis. With help
from the National Turkey Federation, the
turkeys’ presence on the grounds marks
the farm’s recommitment to advancing
the fundamentals of agriculture. Morven
Park in the early 1930s had one of the
largest poultry farms on the East Coast,
with a flock of 20,000 award-winning
bronze turkeys. The turkeys this spring will
be just three — but they bring with them
a bit of their own history, and a strong,
new beginning.
This spring, the turkeys taking up
residence at Governor Davis’ farm are
newly arrived from a holiday stopover at

TURKEY
VALLEY
FARMS

The BIGGEST Little Company
in the Turkey Industry

Virginia Governor Westmoreland Davis served from 1918 to 1922. Raising nearly 20,000 bronze
turkeys at his Leesburg, Virginia farm, Davis had built one of the largest poultry farms on the East
Coast by the 1930s. Photo: Morven Park

George Washington’s Mount Vernon.
They are the National Thanksgiving
Turkey and his alternate, presented to
President Obama just before Thanksgiving
in a tradition started by the National
Turkey Federation in 1947. The nationally
celebrated turkeys join the ruler of the
roost, Franklin, a resident for the past year
at Turkey Hill Farm.
Morven Park established Turkey Hill
Farm on the site of Davis’ former turkey
operations. The 1,000-acre property
is the governor’s legacy from the early
1900s, encouraging the use of the latest
scientific methods for profitable farming
by improving soil quality and boosting the
health and productivity of farm animals.
The National Turkey Federation assisted
Morven Park with acclimating the

Specializing in
Whole Turkeys, Breasts,
Turkey Parts, Ground Turkey,
Sausage Products, & Roasts

“As the new permanent

Retail & Foodservice • Tray Pack
Private Label Packing

Thanksgiving Turkey…the

112 S. 6th Street • P.O. Box 200
Marshall, MN 56258

Phone: 507-337-3100

www.turkeyvalleyfarms.com

home for the National
Turkey Hill Farm will host
educational programs with
area public schools.”
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turkeys as well as arranging the advice
of veterinarians. Morven Park built new
housing for the turkeys as well as fencing
and aviary covering. As the new permanent
home for the National Thanksgiving
Turkey, its alternate and the Park’s resident
bronze turkey, the Turkey Hill Farm will
host educational programs with area public
schools. Students will arrive on site to plan,
plant, and maintain vegetable gardens as
they complete a service-learning project.
The Park continues to reflect the
ideals advanced by Gov. Davis — civic
responsibility, agricultural sustainability,
and improvement of life for rural
Virginians — through programs offered
at its three museums, sports/equestrian
complex, and open space. The majority of
Morven Park’s fields were used as pastures
or for growing crops to feed livestock.
Davis, along with other progressive
agriculturalists of the early 20th Century,
utilized innovative and scientific methods
to improve the soil, such as leaving fields
fallow and planting cover crops. These
methods increased the nutrients in the soil
and deterred pests, leading to healthier
crop yields and providing the foundation
for modern agriculture.
Morven Park is near Leesburg, Virginia,
approximately 30 miles west of
Washington, D.C.UB

Camanchaca Inc. • 7200 N.W. 19th Street • Suite 410 • Miami, FL USA 33126 • 800.335.7553 • www.camanchacainc.com
Pesquera Camanchaca S.A. • El Golf 99-Piso 11 • Las Condes, Santiago, Chile • www.camanchaca.cl
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Gone are the days of three square meals …

Snack time,
anytime
In the age of instant gratification, the
millennial generation, especially, seeks
easy, fast choices for satisfying hunger—
increasing the importance of convenience
stores as well as fast casual, fast food, and
quick-service restaurants.
Fast food restaurants are finding new and
innovative ways to present old favorites like
chicken into bite-sized, snack-able, on-thego meals. QSR chains are taking ethnic
cuisines and making them a quick and
easy meal for hungry people in a hurry.

Hyatt Regency – Atlanta
Wednesday,
January 29, 2014
11am – 3pm
Join NPFDA for this must-see,
must-do exposition showcasing
the country’s poultry processing
companies and other allied
suppliers including technology,
cold storage and logistics firms.
Free to attend!
For more information or to exhibit,
contact NPFDA at
kkm@npfda.org or 770-535-9901
www.npfda.org

Many convenience stores are
moving towards offering hot
foods and snacks like pizza, hot
dogs, and even do-it-yourself
microwaveable burritos in store.
Snack time in general has gone
way beyond the traditional chips
and candy bars, and has evolved
to include a wide variety of hot
and cold snack-able foods and
mini-meals.
When I was a kid, and long
before that, snacking was
considered irresponsible and
even unhealthy. “Three square meals a
day,” mom always said — and you weren’t
supposed to fill up on snacks before
supper. Well, more recently studies have
shown that snacking (healthy snacking that
is) can improve overall health and even
speed up the metabolism. Some studies
suggest that eating several small meals
over the course of the day is better for our
overall digestive health than eating three
large meals.
According to a recent study by the NPD
Group, snack time, especially in the
morning, has shown the greatest growth of
any eating occasion over the past decade.
Recognizing this growing trend, there is
opportunity to be had by all in the food
industry. The increasing consumer demand

©iStockphoto.com/Jill Chen

In the fast paced world we live in,
capitalizing on our available time is
crucial—and that includes meal time.

for quick and easy food items opens
the door to new innovations in food,
packaging, accelerated heating technology,
and creating snack items with a longer
shelf life. Yogurts, granola bars, protein
bars, fruit cups, veggie dippers, lunch meat,
along with a seemingly endless number of
ways to eat pizza on a bagel, in a roll, or in
a pouch — the types of foods consumers
snack on vary widely.
So, whether it’s a new twist on an old
classic like crackers and cheese, or a new
individually wrapped elegant meal for
one, the options are endless for providing
consumers with a satisfying snack
selection.UB
Article contributed by Jamie Chadwick
Jchadwick@urnerbarry.com
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38 • URNER BARRY’S REPORTER / VOL. 9, NO. 1 / winter 2014

X _____________________________________

Cost and nutrition impact meat choices among Americans …

A switch in protein preferences

A look at recent quick and full service
restaurant menu trends indicates
consumers are seeking healthier options.
McDonald’s for example has increased its
chicken menu offerings in recent years.
Meanwhile, full-service restaurants have
increased healthier ordering options on
their menus that feature meals low in fat
and calories.
But another underlying factor
surrounding the center of the plate
protein industry is price.
In 2013 beef prices hit record highs on
a confluence of factors. Drought across
the U.S. in 2011 and 2012 saw grain, and
consequently, feed prices to increase.
Meanwhile the drought forced ranchers
to place more animals in feed yards. To
rebuild the herd going forward, industry
expectations are for U.S. beef production
levels to dwindle into 2014.
This rise in beef prices has been handed
down the supply chain. Going to back to
McDonald’s, for the first time in 10 years
the world’s largest hamburger chain raised
prices on its famous Dollar Menu.
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Article contributed by Michael Ramsingh
Mramsingh@urnerbarry.com
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So while pork and beef consumption
continues to trump that of poultry and
seafood, an evident shift in consumer
preference has occurred, driven by both
a health conscious and fiscally mindful
U.S. consumer.UB

Pounds per person

1980

Liebman attributes the change to
Americans’ protein preference to a more
health-conscious population seeking more
diet-friendly food options at both the retail
and foodservice level.

And while chicken prices have also
increased in recent years, poultry remains a
more cost-effective protein option for cashstrapped consumers in a weak economy.

1975

Conversely, the USDA’s data said U.S.
chicken and fish consumption rose to
about 65 pounds per capita.

US Consumption: Meat, Poultry, & Seafood

1970

In a special report, “The Changing
American Diet” by nutritionist Bonnie
Liebman published in the September 2013
edition of the Nutrition Action Newsletter,
USDA data indicates combined pork and
beef consumption has fallen from roughly
85 pounds per capita in 2000 to about 74
pounds per capita in 2010.

©iStockphoto.com/mattjeacock

The American appetite for red meat has
declined in recent years as consumers
have flocked to alternative protein
choices for both financial and health
conscious reasons.

Source: USDA

U.S.
INSPECTED
AND PASSED BY
DEPARTMENT OF
AGRICULTURE
EST# 19690

P-19690

Servicing Traders, Brokers,
Importers, Exporters and Suppliers by
offering cold storage and USDA services:

Box & FrEEzE and CUSToM PACkAgIng
Beef • Pork • Chicken

Export (loads up to 63,000 lbs. net legally)
Imports (I-10 inspection house)
d,
Blast Freezing
n
a
l
Meat & Fat Testing
ine

(856) 696-1770
acfreezers.com

nJ

V

Sam Sorbello, President:
sam@mullicahg.com
Jeff Sorbello, VP:
jeff@mullicahg.com
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Spending time with …

©iStockphoto.com/mstay

North American
Meat Association CEO,

Barry Carpenter

North American Meat Association, CEO,
Barry Carpenter assumed his position in
2007 following a 37-year career with the
USDA. As a USDA senior executive, he
administered USDA’s Livestock and Seed
Program where he directed numerous
functions vital to the meat industry,
including beef grading and developing
standards for meat and livestock. As
NAMA’s CEO he is a strong voice
on issues affecting the meat industry
and works closely with regulators on
significant issues, including food safety
and trade. Barry has received numerous

governmental and industry awards,
including the Presidential Rank Award
and was recently inducted into the Meat
Industry Hall of Fame.
Urner Barry’s Reporter had the opportunity
to sit down and chat with Barry about
some issues affecting the meat industry.
Here are some highlights of that
conversation:
UBR: Do you foresee any major impacts on
livestock producers and/or processors from the
Farm Bill and the lowering of SNAP aid?

Distributors of the finest protein products:

Beef, Pork, Poultry, Seafood, Veal & Lamb,
Processed Meats, Natural Products, Cheese & Dairy

BC: The big question is, Will we get
a Farm Bill passed? Unfortunately,
Congress seems to be having a difficult
time reaching a compromise and moving
forward. I do not expect adjustments to
SNAP to have any significant impact on
livestock producers or meat processors.
However, without a bill, important
programs remain unauthorized. For the
livestock and meat sector there are several
critical areas, including provisions that
help the industry address its market-access
challenges for exports. Most importantly,
a Farm Bill is the appropriate vehicle to
address the devastating impact of COOL
on the livestock and meat industry and on
trade with Mexico and Canada, our two
largest trading partners. Other potential
provisions in the Farm Bill would prevent
states from imposing restrictions on animal
production practices that risk restraining
interstate commerce and would include
provisions to address marketing issues.
UBR: Country of Origin Labeling is a labeling
law that requires retailers, such as full-line
grocery stores, supermarkets, and club warehouse
stores, to notify their customers with information
regarding the source of certain foods. NAMA
opposes country of origin labeling (known as

“An opportunity
exists to create an
organization that can
San Diego: 619-477-0185
Los Angeles (JSS): 323-584-3160
Sacramento: 916-399-8982
Since 1989.
Seattle (WBX): 253-604-4755
Portland (WBX): 503-284-3314 From Our Door
to Yours.
Phoenix: 623-936-0020

Dallas: 623-936-0020
Denver: 303-333-8225
Kansas City: 913-371-2333
Sioux City: 605-232-6151
Orlando: 407-296-0818
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collectively represent
the interests of the
industry and its
members.”

BC: Yes, the desire to continually focus on
the needs of our members, and to find ways
to enhance services for the advantage of
our members and for the industry in total.

COOL). Why do you think some people were so
keen to get this law passed?
BC: There’s no mystery about why COOL
exists. It is clearly an attempt by a minority
group of uninformed producers to deny
market access for products from our most
important trading partners. Under the guise
of “consumer desire to know” a mandatory
system has been implemented that provides
no measurable value while imposing
millions of dollars of costs on the livestock
and meat industry. The industry has
numerous programs that are market-driven
and provide information that consumers,
through their purchasing decisions, have
identified as important. Those range from
Certified Angus Beef to organic.
UBR: What are the reasons that you oppose
the labeling law?
BC: First and foremost, the law adds
considerable costs without adding any
value. If continued it will cause drastic
changes to our industry to the detriment
of producers and processors. We believe
that COOL should be market-driven. For
those consumers that see value in various
labeling schemes, the marketplace will
address their demand for products. This
has been the model for other consumer
preferences like organic, natural, grass-fed
and even locally produced.
UBR: What are the chances that the COOL
law will be repealed?
BC: It’s very unclear, but there is a
growing contingent in Congress who
understand the seriousness of the issues.
Also, the WTO case is continuing to move
forward. And we’re involved in litigation
to get an injunction against the rule on the
grounds that it’s unconstitutional. We’ll
see what happens.
UBR: We just had a merger of two
organizations (National Meat Association and
North American Meat Processors Association)
to create NAMA (North American Meat
Association). Now there are talks of a potential
merger between the American Meat Institute and
NAMA. What factors are driving this merger?
BC: We live in a rapidly changing world.
The meat industry is no different, and
the associations that serve our industry

UBR: What do you see the strengths and
challenges of one large industry organization?

must continually evolve to best serve
their members. An opportunity exists to
create an organization that can collectively
represent the interests of the industry and
its members. The paramount criteria for
a merger is the value it would provide to
our membership.

BC: As we explore the possibility, our
guiding principle is to see if we can
successfully create an organization that
would have a unified industry voice
providing exceptional industry advocacy,
enhanced member services, and inclusive
grassroots policy development, while also
fostering lasting relationships and long-term
prosperity for the benefit of all members. A
committee composed of members from each
association has been formed to discuss how
a new organization could best be structured
to meet the needs of its members. The
challenge is designing an organization that
can effectively and efficiently achieve the
objectives stated above.UB

UBR: Are they the same ones that drove the
NAMA/NAMP merger?

Interview questions provided by Joe Muldowney
Joemo@urnerbarry.com

North American Meat Association CEO,
Barry Carpenter
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True visionary leadership in animal welfare ...

Poultry producer receives American Humane
Association ‘National Humanitarian Medal’
American Humane Association, the
first national humane organization and
the world’s largest farm animal welfare
certification program, presented its
prestigious National Humanitarian
Medal to Gus Arrendale
of Springer Mountain
Farms at its October
American Humane
Association Hero Dog
Awards™. The only
charity dedicated to
the protection of both
America’s children and
animals awards the National
Humanitarian Medal to visionary leaders
whose actions reflect the essential values of
compassion, caring and hope.
Recently, the organization announced that
it now oversees the humane treatment of
nearly one billion farm animals through its
American Humane Certified™ program,
representing 10 percent of all livestock
raised for food production each year in the
United States. Mr. Arrendale has been with
the program since the very beginning as a
visionary leader in the humane movement,
bringing the progressive farm animal
welfare program to his family’s operations.
In 2001, Arrendale led Georgia-based
Springer Mountain Farms to become the
first poultry producer to bear the American
Humane Certified™ seal of approval.
Since then, he has been key in educating
his fellow producers — as well as retailers
and consumers — about the benefits of

third-party animal welfare audits and
humane certification.
“I am honored to receive the National
Humanitarian Medal from American
Humane Association, an organization
I deeply respect and have
enjoyed working with,
helping to educate
my colleagues about
why the American
Humane Certified™
program is so vital,” said
Arrendale. “My family
is passionate about the
humane treatment of our
chickens, and at Springer
Mountain Farms we produce
all natural chicken raised
on a vegetarian diet without
the use of antibiotics,
steroids, growth stimulants or
hormones.”
Arrendale currently serves as president
of Springer Mountain Farms, overseeing
the day-to-day operations and decisions,
but has spent most of his lifetime with the
company, representing the third generation
of a family dedicated to poultry farming.
Even before entering elementary school, he
was caring for baby Easter chicks at home,
and then taking them to his grandmother’s
farm to live. Throughout his teenage years,
he worked in a number of positions at
his family’s business from delivering baby
chicks to working in the processing facility
to delivering the finished products to the
supermarkets.
This work ethic allowed him the
opportunity to learn the operations of
his family’s business from the ground up.
After receiving a Bachelor’s of Science
Degree in Agriculture from the University
of Georgia, Arrendale returned to the
company and helped to develop it into the
operation it is today.
Arrendale is also committed to agricultural
issues in his state and around the country.
Nationally, he serves on the National
Chicken Council’s Marketing Committee
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and is a member of the National Poultry
& Food Distributors Association. On
the state level, he has served on the
Agricultural Technology Research
Program’s Poultry Advisory Committee at
Georgia Tech, was a past president of the
Georgia Poultry Processors Association and
is also a lifetime member of the Georgia
Poultry Federation.
But Arrendale is equally active and
dedicated to his community through his
commitment to higher education. He
continues to serve as Chairman
of the Board of Trustees
at Piedmont College, in
Demorest, Georgia, as he
has for the past 10 years.
In 2007, he received
Habersham County Rotary
Club’s Vocational Excellence
Award, and in 2010 he was
presented with the Distinguished
Citizen Award by the Boy Scouts of
America.
“The agriculture industry is the No.1
economic engine in Georgia, and businesses
like Springer Mountain Farms represent
the best of what our state’s industry has
to offer,” said Georgia Governor Nathan
Deal. “Gus is a leader in environmental
stewardship and a truly deserving recipient
of this prestigious award.”
“Gus has been a special partner for
American Humane Association over the
years, and we are honored to bestow upon
him the prestigious National Humanitarian
Medal at the 2013 Hero Dog Awards,” said
Dr. Robin Ganzert, American Humane
Association president and CEO. “He is
truly a humane visionary in the animal
welfare community, deeply committed to
the welfare of all farm animals. Through
his leadership by example, he has been
instrumental in helping the nation’s oldest
and largest farm animal welfare program
grow at this unprecedented rate.UB

Adapted from a story which originally appeared
on Foodmarket.com on October 4, 2013
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Innovation in the traditional sausage market …

Make room for the sausage,
it’s not just all about pork!
Shelf space within any retail establishment
is at a premium, and it takes an intense
science and vast amounts of market
research and data to set up the selection
and placement of items within a retail
establishment. Demographics play a
role in the makeup and placement of
items and trends, and new product
introductions also
influence what the
buyers will see when
they walk up and
down the aisles
of the store.
One change
within
demographics
is the health
conscious shopper

and the buying choices made within this
sector. Specialty stores aside, what are the
new offerings of major retail chains and
club stores when it comes to sausage?
According to Nielsen, moderate growth
in dollars and volume for dinner sausage
was seen during a 52 week period
ending August, 2013. Their
data shows that traditional
sausage (Italian sausage
and smoked sausage)
showed growth
and also showed
a decline in price.
Nielsen concluded the
growth for traditional
sausage varieties may
not be entirely indicative
of growing demand and

Photograph by Caroline Hirt • Food Styling by James Patterson
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declining price could have been one of the
driving factors.
Nielsen commented that although growth
for sausage was moderate, it’s not to say
innovation in the transitional sausage
space isn’t happening. Health conscious
shoppers have shown an increased interest
in sausage options that are made of
chicken, sausage and even seafood.
Urner Barry’s Reporter gathered some
nontraditional sausage varieties that were
found in the retail case of Wegman’s.
The case was filled with a variety of choices
of chicken sausage from flavor rich options
to natural and organic varieties. Some of
the flavors the Reporter cooked up were
organic chicken, spinach & garlic asiago, (a
favorite among the staff’s tasting), chicken
spinach & feta, chicken classic hot Italian,
chicken jalapenos & roasted red pepper,
and turkey with cheddar. The average
chicken sausage nutrition label revealed
that the calories varied from 70 to 130
per link with fat content ranging from
2.5 – 7% and protein from 10-14%. This
obvious addition to the meat case certainly
offers options to those shoppers looking
for alternatives to traditional sausage.
Nielsen’s data indicated that flavor
profiles for some of the top selling items
in the case include mozzarella & garlic,
spinach & asiago, fajita chicken and sweet
pepper. Nielsen commented that new
flavors in better-for-you proteins are in
demand and that traditional channels will
likely experiment while maintaining stable
space allocation.
Article contributed by MaryAnn Zicarelli
Maryann@urnerbarry.com

Plentiful production grounds soaring wing market ...

Chicken’s charged up market
chokes under growth in slaughter
percent compared with year ago levels and
the unexpected price decline is a result of a
few factors.

Adapted from an article which originally
appeared on UB Newswires October 30, 2013

First, McDonald’s Mighty Wings rollout
has been less than stellar and the company
is currently not playing an active role as a
buyer in the current wing market.

An increase in 2013 chicken production
appears to have quelled a wing market that
some believe had been poised for record
growth in the fourth quarter.

Also contributing to this trend is the
emerging popularity of boneless wings,
which in essence was a marketing response
by quick service restaurants to distance
themselves from the then, record-high
bone-in wing prices.

In 2012 October values for chicken wings
were among the highest ever recorded
in the industry. Over the last few years
consumer appetites for wings have grown
substantially, particularly as the protein of
choice during the fall football season.

But what may be the driving factor in
declining wing prices is simply more wings.

The emergence of wing-centric quick
service restaurants including Buffalo Wild
Wings and Wingstop commanded even
more of a market demand, justifying the
price increases.

There has been notable chicken
production increases industry wide. This
year’s number of eggs set and chicks placed
have been up each week compared with
year ago levels.

McDonald’s announcement that they too
would enter the chicken wing craze late
last year helped keep values high. Such a
large undertaking required that the world’s
largest fast food chain start building frozen
wing inventories in preparation for their
national debut.

For example, a look at broiler slaughter
data for the week ending November 16
shows about 153 million head of chicken
were slaughtered compared with 151

Cheaper Chicken

Key

The substantial increase in available wing supplies has
contributed to prices declining nearly 25 percent as
compared to year ago levels.

PRICE OF CHICKEN WINGS
TOTAL CHICKENS SLAUGHTERED, 2012
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Price of Chicken Wings ($ / Pound)

Number of Chickens Slaughtered
(Head In Millions)
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And if you assume an average serving size
of 10 wings per order, that’s roughly 17
million more servings are available for sale.
So as the wing market heads into 2014 the
substantial increase in available supplies
currently being generated may mitigate any
remaining chance for prices to soar beyond
the heights achieved in 2012.UB
Article contributed by Michael Ramsingh
Mramsingh@urnerbarry.com

Additionally, total and average live weights
also increased in 2013 as well as the
number of head slaughtered.

However this year, Urner Barry’s chicken
wings quotations are down nearly 25

7,200

million head the same week a year before.
This means there were about 4 million
more wings in the market. On a year to
date level, the US broiler slaughter shows
that the chicken industry has slaughtered
about 87 million more chickens, good
for about 174 million wings in this
year’s market.

$0
N

D

*Numbers for December 2013 were not available at press time

Midwest
Poultry
services

Three generations of
experience in fresh eggs.
Midwest Poultry Services, L.P.
is an industry leader
with a reputation built on
outstanding service.
Call us to experience the difference.
Midwest Poultry Services, L.P.
P.O. Box 307, Mentone, IN 46539
Phone: (574) 353-7651 • Fax: (574) 353-7223
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Up from the ground …

U.S. crude production
hits milestone
This past October, the United States produced more crude oil than it imported for the first time in almost two
decades; since early 1995 to be exact. The Energy Information Administration (EIA) related a surge in domestic shale
oil output and the fact that U.S. consumption of petroleum products has remained relatively flat to the presently
appealing situation.
The figures mark a milestone in the rebound of U.S. oil production since drillers started using a combination of
horizontal drilling and hydraulic fracturing to unlock oil previously trapped in layers of shale rock. At the same time,
car manufacturers have made substantial gains in boosting the fuel efficiency of automobiles and other areas of
industry have been curbing U.S. oil consumption as well.
In its November Short-Term Energy Outlook (STEO) the EIA highlighted that:
 The weekly U.S. average regular
gasoline retail price has fallen
by more than 40 cents per
gallon since the beginning of
September. EIA’s forecast for
the regular gasoline retail price
averages $3.24 per gallon in the
fourth quarter of 2013, $0.10
per gallon less than forecast in
last month’s STEO. The annual
average regular gasoline retail
price, which was $3.63 per
gallon in 2012, is expected to
average $3.50 per gallon in 2013
and $3.39 per gallon in 2014.
 The North Sea Brent crude
oil spot price averaged nearly

$110 per barrel for the fourth
consecutive month in October.
EIA expects the Brent crude
oil price to decline gradually,
averaging $103 per barrel in
2014. Projected West Texas
Intermediate (WTI) crude oil
prices average $95 per barrel
during 2014.
 The projected discount of the
WTI crude oil spot price to
Brent, which averaged more
than $20 per barrel in February
2013 and fell below $4 per barrel
in July, increased to an average
of $9 per barrel in October. EIA
expects the WTI discount to

average $10 per barrel during
the fourth quarter of 2013 and
$8 per barrel in 2014.
 U.S. crude oil production
averaged 7.7 million barrels per
day (bbl/d) in October. Monthly
estimated domestic crude oil
production exceeded crude oil
imports in October for the first
time since February 1995, while
total petroleum net imports
were the lowest since February
1991. EIA forecasts U.S. crude
oil production will average 7.5
million bbl/d in 2013 and 8.5
million bbl/d in 2014.UB

Crude Oil Production
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U.S. daily crude oil production has advanced 33% since 2011 and is forecast to grow by another million barrels
per day in 2014.
Article contributed by Russell W. Whitman | Rwhitman@urnerbarry.com
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Simply a
Better Way
to Buy & Sell.
No Matter
How You
Stack It.
Only FirstSource Events combine vendor presentations,
product tastings, and one-on-one buyer-requested meetings
exclusive to high-level perishable-product buyers and vendors.
It’s a uniquely efficient alternative for buyers to source innovative
products, learn what’s new and hot to the marketplace,
and network—all in a relaxed, no-pressure environment over
two and one-half days. Qualified buyers attend free,
including airfare, accommodations, meals, and more.

Supermarket Deli February 19–21, 2014
Smallwares & Disposables March 5–7, 2014
Specialty Cheese March 26–28, 2014
Meat & Poultry April 2–4, 2014
Retail Seafood June 4–6, 2014
Seafood Distribution September 17–19, 2014
Supermarket Bakery October 29–31, 2014
Foodservice Seafood November 11–13, 2014
Find out if you qualify to participate.
Visit www.FirstSourceEvents.com
or call +1 207–799–1356 today!

SOURCE

SAMPLE

MEET
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Conference agenda focuses on strategies …

Seafood market issues eclipse
sustainability as focus at GOAL 2013
side, so that the question of ‘how to do
it’ now applies to selling seafood - not
making it sustainable. For example, 95% of
U.S. seafood is recommended now by the
Monterey Bay Aquarium, and BAP or ASC
certified shrimp make up the majority of
U.S. shrimp sales.

Adapted from an analysis By John Sackton
which originally appeared on October 10, 2013
on Seafood.com News

At the Global Aquaculture Alliance’s
(GAA) GOAL 2013 meetings in Paris held
from October 7 to the 10, it appeared that
market issues eclipsed sustainability in
these major industry meetings.

The reason is a growing recognition
that sustainability is being addressed
by the seafood industry — both on the
aquaculture side, and on the wild harvest

This emphatically does not mean that
sustainability is not important. Rather,
as every retailer on three panels affirmed
at one morning meeting, they are all
committed to their individual sustainability
and corporate responsibility standards
regardless of the particular market situation.
There was remarkable unanimity around
several ideas.
First, sustainability was not a ‘negotiable’
commitment. “There are going to be
peaks and troughs, biological and supply
challenges. But it doesn’t change the way
we approach things.” said Ally Dingwall,
aquaculture and fisheries manager for
Sainsbury’s.
Second was a widespread willingness
to work with suppliers to move towards
sustainability goals if they were not
currently being met. In other words,
the era of black and white sustainability
choices is over: there is no magic bullet
that says if everything is certified, our
problem is solved. There were many
differences between the various retailers
on the panels about the evolution of
each of their sustainability programs. In
one way or another all emphasized, their
commitment to engage with problem
fisheries, and to support efficiencies in
standards where possible.

www.ody.bz

custserv@ody.bz
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The MOU between Global GAP,
Aquaculture Stewardship Council and
the GAA’s Best Aquaculture Practices
was held up as a model that reduced
costs, certified sustainability, and also
allowed customers to still retain the choice
of which standard or certifying body
they wanted to use. As a result, many
supported the GSSI initiative, so long

as it produced a credible and defensible
approach to standardization.
Retail panelists included ASDA,
Morrison’s, Sainsbury’s, Wegmans, Price
Chopper, Delhaize, Sam’s Club and BJ’s.
Third, customers are going to react
to high prices by seeking alternatives.
Here there was not unanimity. Bob
Fields, representing Sam’s Club, said
“even though prices are on the rise, the
consumer will pay the price for highquality product as long as the eating
experience delivers.” He says they do
not want to lower quality level and risk
changing the eating experience.

growth, and whether there are new
production areas that one day may support
large scale aquaculture production.

Strategies for pollock are another set
discussion, as this year Russian pollock
fisheries have become certified.

In looking at the October 15-17
Groundfish Forum Vienna, besides the
focus on data, the second day focused on
marketing. In the past there has been a
lot of discussion of sustainability at this
forum, but with surging whitefish stocks
and the management programs in place,
it seems the industry is ready to move
beyond this topic. Instead of focusing on
how to ensure sustainable supplies, the
focus this year will be on how to sell what
is there — especially with the growth in
global cod stocks.

Outside of cod and pollock, which
are a big exception, prices of most
fish and seafood are rising at a time
when economic recovery in the U.S.
and Europe remains very sluggish.
Groundfish sellers have an opportunity
to regain some of their market share
given the rise in price in shrimp, salmon,
tilapia and pangasius. The question will
be how to do this profitably, and avoid a
price slump that will push margins into
dangerous territory.UB

However, Scott Williams, representing
BJ’s, said they had a $9.99 price point for
a bag of shrimp, and as prices rise, they
will offer smaller sizes to try and keep the
same price point. They will also adjust the
weight of the bag. He says if they try and
go above that $9.99 price point customers
will just stop buying. He also said another
alternative was to try and switch some of
that business to value added.
At one point in the session, the audience
was asked whether they thought the
broadening of certification schemes beyond
the MSC label such as the Alaska and
Iceland RFM certification was a positive or
negative development. By a 2-1 margin the
audience thought it was positive, although
some also did not have an opinion.
Overall, the GOAL conference was focused
around EMS and disease management
issues related to supply, which came up
again and again; development of feed
ad_for_devi_seafoods_curves.ai
1
12/5/2013
sources which will be necessary for future

Visit us in
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Touring Paris via cycling …

GOAL 2013 Conference attendees
and the “tour de Urner Barry”
In October of 2013 Urner Barry gathered with a
contingent of seafood professionals attending
the Global Aquaculture Alliance’s (GAA)
GOAL 2013 Conference in Paris on a bike tour
around the French capital.
Just over 40 of the conference’s attendees signed
up for the Urner Barry organized event that
was conducted through Fat Tire Bike Tours.
On October 9, day three of the GOAL
Conference, riders were led on a three-hour
tour of the iconic city. The group of GOAL
riders was easily recognizable with custom
shirts designed by Urner Barry that meshed
the seafood industry with a bit of biking flare.
The tour’s highlights included the Eiffel Tower, Napoleon’s Tomb
and the Louvre Museum, among other notable city spots. All in
all, the riders made six unique stops and took in countless more
sights and sounds along the route.

YOUR LENDER OF CHOICE
FOR FOOD AND AGRIBUSINESS CAPITAL

The GOAL 2013 Conference featured three
days of lectures surrounding the global state
of the aquaculture industry at Paris’ Hotel
Pullman.
About 50 speakers and panelists participated
at this year’s event with discussions
featuring early mortality syndrome in
shrimp, feed sustainability, aquaculture
growth opportunities in the Middle East
and Africa, meeting the needs of Europe’s
discerning buyers and the latest farmed
seafood production data and forecasts.
In addition to hosting the bike tour, Urner
Barry was among the group of proud
sponsors for the 2013 Conference.
As for next year, GAA will bring the GOAL Conference back to
Vietnam for the first time since 2005 with the 2014 installment
of the event heading to Ho Chi Minh City.UB

Whether you’re looking to expand your operation,
refinance an existing mortgage or recapitalize
your balance sheet, MetLife can tailor a loan to
fit your needs.
• Food and agribusiness lender for over 90 years
• Fixed and adjustable rate mortgage financing
• Competitive interest rates
• Flexible terms and structuring

Rates are attractive—contact your
MetLife food & agribusiness representative today.
Jake Espenmiller

Office: 515-224-3458
Cell: 515-210-8696
Email: jespenmiller@metlife.com

Brad Vissering

Office: 309-662-1343 ext. 19
Cell: 309-530-8731
Email: bvissering@metlife.com

www.metlife.com/ag

Food & Agribusiness Finance
© 2013 METLIFE, INC. PEANUTS © 2013 Peanuts Worldwide LLC
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Some of the GOAL 2013 Conference attendees that participated in the Urner Barry organized bike tour around Paris. The tour’s highlights included the
Eiffel Tower, Napoleon’s Tomb and the Louvre Museum.

Producers & Packers of
Quality Farm Fresh Eggs

Telephone

(706) 693-4336
Fax
(706) 693-4589
1236 Wayne Poultry Road,
Pendergrass, Georgia 30567
USDA Plant # 1698

For sales information
contact David Lathem

• Foodservice • Retail • Export •
• Fresh & Frozen • Whole birds •
• Bone-in breast • Tray pack •
• Map grind • Ground chubs •
• Boneless roast •
• Private label is available •
ContaCt:
Kent Puffenbarger, Patrick Fowler or Katie Prestage
www.PrestageFoods.com
St. Pauls, NC 28384 • 1-800-679-7198
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Unique NJ foodservice operation gets airtime …

LaMonica Fine Foods’ conch product
featured on Travel Channel’s ‘Bizarre Foods’
New Jersey-based seafood company
LaMonica Fine Foods showcased its
hand shucking clam and conch canning
operations to a national audience during

the November 4, 2013 premiere of the
Travel Channel’s Bizarre Foods with
Andrew Zimmern television show.
The program’s fifth season premiered
in the Garden State, with the show’s
host Andrew Zimmern taking a tour of
Millville-based LaMonica’s clam and conch
distribution operations.
This was LaMonica’s first foray into
television production, unlike Bizarre
Foods, which has had a number of
encounters with the seafood industry.

LaMonica Fine Foods was featured in the
season 5 premiere of the Travel Channel’s
Bizarre Foods with Andrew Zimmern.

“We have profiled many other commercial
fishermen and commercial seafood
processors around the country: shrimp and
clam processors in South Carolina, a new
octopus fishery off the coast of Georgia,
sea urchin processors in San Diego,

WE Can HanDlE all YOur
TransPOrTaTiOn nEEDs!
arrange for
pickups
and deliveries
Drivers are
independent
and
professional
Work with
any frozen
products

Provide
service
in all 48
continental
states
specialize in
lTl and
full
truckloads

Call Toll Free for our California and Florida Division (888) 345-7441

4810 Williamsburg • P.O. Box 189 • Federalsburg, MD 21632
Toll-Free: (800) 984-9524 • Phone: (410) 943-0200
Fax: (410) 943-0206 • E-mail: wcole@wintransportinc.net
www.wintransportinc.com
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oyster processors in Massachusetts and
Texas, a geoduck farm and processor in
Washington State, and many more,” said
Bonnary Lek, communications manager
for the Travel Channel.
For LaMonica, the national spotlight
marked a significant marketing
accomplishment for the 80-year-old
company. LaMonica is the country’s largest
hand shucking clam facility and the only
domestic canner of conch and whelk in the
United States.
Though the show may be known for
investigating ‘bizarre’ foods found
throughout the world, Zimmern and crew
also profile unique foodservice operations;
criteria that LaMonica’s company
spokesperson Kim Beardsworth says
LaMonica fit perfectly.
“Our hand shucking process for our
Clams is second to none. We are the
only domestic canner of Conch, which
traditionally has been a staple of ItalianAmericans and is gaining popularity in
mainstream America. Our newest product,
Petite Scungilli (Whelk) is totally new to
the canned seafood category and has been
received very well,” said Beardsworth.
“This show will help us to demonstrate our
commitment to quality products, showing
the process of shucking and plucking, all
which is done by hand.”
In fact it was LaMonica’s offbeat production
process that originally nabbed attention
from the Travel Channel said Lek.
“The pre-production team knew that the
seafood industry is an important part of
New Jersey’s history and current economy.

“This show will help
us to demonstrate
our commitment to
quality products ...”

We love to shed light on things that folks
outside a community know little about. We
were looking for clamming in Cape May
and LaMonica came up in our research.
When we found out that they process
whelk and have a great history in the
region, we were sold,” said Lek.
Once production was underway,
LaMonica’s owners Danny and Michael
LaVecchia were impressed with the
production crew’s professionalism and
vested interest in the food and seafood
industry said Beardsworth.
“Danny and Michael were amazed to
see how quickly Andrew jumped into
the operations and got involved with
the processes and our employees,” said
Beardsworth. “He fit right in!”
Lek said LaMonica was equally
accommodating.
“It was fun to work with an Italian
American family that’s sustaining, evolving,
and growing a generations old business,”
Lek said.
Meanwhile Lek said the Travel Channel
said the episode exposed a lost side of New
Jersey’s culture and economy.
“We love the idea that a state that is widely
characterized by outsiders as an expanse of
urban grit, in truth, has great commercial
fishing and agriculture. We hope that
viewers will be surprised and impressed,
and maybe even go out and try some New
Jersey scungilli,” Lek said.UB

Zimmern, with production crew in tow, toured LaMonica’s clam and conch processing operations.

The Council oversees:
• Organize the internationally recognized trade show ExpoCarnes
• Represents the industry before authorities, both Executive and
Legislative
• Access to media channels to defend, promote and position the
member’s interests
• Key networking among members, industry players
and government agencies
• Periodic workshops and technical
worker training

Article contributed by Michael Ramsingh
Mramsingh@urnerbarry.com

Country Charm Egg
Distributors, Inc.

Quality Eggs in the Southeast
* Since 1975 *

Producers of Carton
Graded Loose, Nest Run Eggs
Contact Brent Booker • (706) 652-2164
PO Box 370, Gillsville, GA 30543

Mexico’s Meat Council
Mexico’s leading organization representing
some of the most prominent meat producers
and processors by promoting the meat
industry’s development since 1985
For more information please visit:
www.comecarne.org
E-mail:
comunicacion@comecarne.org
Call: 52-55-55-89-77-71 Ext 207
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Brazil buys up Chile’s record farmed salmon stocks …

Chilean salmon production
returns to pre-ISA form
Chilean salmon output hit record volumes
on its return to pre-ISA levels in 2013,
which was absorbed by a surge in demand
from Brazil while imports from traditional
importing markets remained strong.

“Naturally, as the
Brazilian market for
Chilean salmon has
grown over the years,
so has the country’s
overall market share for
Atlantics.”

Through October 2013 Brazil imported
140.6 million pounds of Chilean salmon,
about a 20 percent increase compared with
year ago levels.

Meanwhile, the U.S. — traditionally among
Chile’s top exporting markets — continued
to increase its salmon shipments from Chile.
U.S. imports from Chile have increased
steadily since 2010. In 2012, U.S. imports
of fresh Atlantic salmon fillets increased
71 percent to 159.9 million pounds versus
2011 figures.
In 2013, the U.S. increased its imports of
fresh Atlantic salmon fillets from Chile
by 12 percent through October, to 147.8
million pounds. Currently, the U.S. is
the second best market for total Chilean
salmon, accounting for over 23 percent of
the global market share.
These notable increases in salmon exports
from Chile have occurred along with
substantial production increases from the
Latin American country since recovering

According to Info Trade, Chile exported
969.8 million pounds of salmon through
October 2013, a 13.5 percent increase
over year ago levels.

Article contributed by Michael Ramsingh
Mramsingh@urnerbarry.com

Though the jury remains out on what
to expect from Brazilian salmon buyers

Adapted from an original Seafood.com News
article published October 10, 2013

Chilean Salmon Exports to U.S.A.
(Jan - Oct)

Chilean Salmon Exports to Brazil
(Jan - Oct)
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Naturally, as the Brazilian market for
Chilean salmon has grown over the years,
so has the country’s overall market share
for salmon. Brazil inched up its take of
Chilean salmon from 12.2 percent of
the market in 2011 to 14.5 percent of the
global share as of October 2013.

So as Brazil has boosted its market share
for Chilean salmon, across-the-board
import increases from other top markets
indicate the global market was prepared for
the return of pre-ISA level Chilean salmon
production.UB

from the ISA crisis that crippled the
industry’s production in 2009, 2010
and 2011.

Million lbs.

This is a continuation in Brazilian demand
for Chilean salmon that started when
Brazil imported 17 percent more salmon in
2011 compared with 2010 figures. In 2012,
Brazilian salmon importers ramped up
buying even more; importing 149 million
pounds of Chilean product or nearly 50
percent more product from the year prior.

going forward, both Chile and Brazil
have committed to a number of salmon
marketing campaigns during the year.
The countries reported success in a retail
promotion campaign in 2013; moreover,
Chile and Brazil have partnered to
promote Chilean salmon products for the
upcoming 2014 FIFA World Cup and 2016
Summer Olympic Games.
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The “Reporter” quiz …

Are you a

Bird Nerd?

1. Once, when the

fastest of the bird
species, although
flightless, their running
speed can reach more
than 40 MPH.
			 A) Turkeys
			 B) Ostriches
			 C) Chickens
			 D) Ducks
Quiz prepared by Terence Wells
Twells@urnerbarry.com
©iStockphoto.com/jacklooser

of yolks to ever
be laid in a single
chicken egg was:
			 A) 5
			 B) 7
			 C) 9
			 D) 11

Answers

4. The greatest number

Wild Turkeys
Chickens
Canada Geese
9
Ostriches

have red earlobes and white eggs if they
have white earlobes.
			 A) Chickens
			 B) Ostriches
			 C) Turkeys
			 D) Quails

5. These birds are the

of 1918, these birds have a wingspan of
more than 6 feet and can reach speeds
of 30-40 MPH while flying.
			 A) Chickens
			 B) Canada Geese
			 C) Wild Turkeys
			 D) Ducks

C
A
B
C
B

2. These birds will lay brown eggs if they

3. Protected under the Migratory Bird Act

1.
2.
3.
4.
5.

Air Force was
conducting test
runs and breaking
the sound barrier,
a number of these birds that were out
in the field were also found to have
dropped dead after suffering heart
attacks.
			 A) Chickens
			 B) Geese
			 C) Wild Turkeys
			 D) Ducks

TRI-STATE AREA’S LARGEST
INDEPENDENT SUPPLIER
Hunts Point Co-op Market, Building #E, Bronx, New York 10474

Telephone (718) 842-8500
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Unprecedented growth until 2012 …

Strong growth of Mexican beef
exports seeking new markets
Exports of Mexican beef have skyrocketed
in the past few years soaring from 70.6
million pounds in 2008 to 330.5 million
pounds in 2012; the result of notable
production growth combined with the
country’s drive to create its own reputable
“Mexican Beef” brand for export markets.
According to the Mexican Beef Feedlotters
Association’s (AMEG) Mexican Beef
Exporters Association (Mexican Beef),
a combination of export growth and
Mexican domestic market demand
have absorbed the country’s substantial
production increase.
In fact, assuming 2012 beef demand
constant, production growth would have
resulted in an oversupply in the domestic
market were it not for overseas shipments;
an argument, the numbers indicate is true.
For example, exports of Mexican beef have
increased 48% on average year over year
since 2008—or 65 million pounds per year.
Conversely, imports, which mostly come
from the U.S., have declined steadily over
the past few years. As reported by AMEG
with data from Mexican trade authorities,
beef imports declined 47% since 2008.

“...exports of
Mexican beef have
increased 48%
on average year
over year since
2008—or 65 million
pounds per year.”
However, “change is the only constant
in the market,” said one Mexican
Beef executive.
And in 2013 this sentiment rang true.
In February, Russia halted imports
from Mexico and other countries. This
situation had a huge impact on Mexican
beef exports as existing product destined
for Russia, along with any long-term
production intended for the country, now
needed a new export market. As a result,
the domestic market absorbed the excess

product, while shipments to the U.S.
increased.
According to the USDA, U.S. imports of
Mexican beef have increased more than
15 million lbs., or 7.5 percent through
October 2013 compared with the same
period a year ago. However, total exports
declined 18.33 percent during the same
period in 2013, largely due to Russia’s
import ban. Production, however, has
remained virtually the same in 2013 when
compared to 2012.
Since 2007, Mexican beef has been sold
to 14 different markets and the goal is to
continue this trend as markets around
the globe are steadily opening to new
products. In addition, Mexican beef is
in sights for expanding its presence in
the U.S., as well as new export markets
including Canada, Chile, China,
Singapore, Europe (among other
countries), for Mexico’s blossoming beef
production industry.UB
Article contributed by Angel Rubio
Arubio@urnerbarry.com

Annual Exports of Mexican Beef
350
Source: AMEG, SAT -SHCP

300
Million Lbs.

Using the available data from SAGARPA,
the equivalent of the USDA in Mexico,
production increased 77.6 million pounds
on average per year from 2003 through
2012; or about a 2.2% growth rate. In
2012, Mexican beef’s three main export
markets were the U.S., Russia and Japan;
accounting for 63, 18, and 17 percent
respectively of the total market share.
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Impromptu taste test …

Beef burgers bested by boar?
The burger boom of the past several years
has seen an explosion in the variety of
hamburger offerings. In some cases, the
differentiation from burger to burger is
subtle. Some might use ground beef from
Angus cattle, others might use a certain
cut such as sirloin, or brisket or chuck.
Others look for an even greater point of
differentiation. This is seen on burgers that
contain ingredients from different species
such as elk, Bison and the like.
So how do some of these different
offerings stack up against the traditional
beef hamburger? What makes one burger
taste better than another? By burger we are
referring to the actual patty. Urner Barry’s
Reporter conducted a extremely unscientific
survey to see if insight as to what makes a
great burger could be gained.
Urner Barry Burger Taste Test panel. Left to right: Terence Wells, MaryAnn Zicarelli, Caroline Hirt and
Brian Moscogiuri.

Wabash
Valley
Produce
Dubois,
Indiana 47527
Scott Seger
Tel. (812) 678-3131
Fax (812) 678-5931

Brown
Produce
Co.
Farina,
Illinois 62838
Josh Jahraus
Tel. (618) 245-3301
Fax (618) 245-3552
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We were able to purchase the traditional
items for our taste test from our local

Ballas
Egg Products
Corp.
Zanesville,
Ohio 43701
Craig Ballas
Tel. (740) 453-0386
Fax (740) 453-0491

supermarket. This included 80/20 ground
beef, veggie burgers and even bison! We
also included some turkey burgers which
were left over from a company barbeque
that was held during the summer (those
things keep for a while, right?)
We ordered some more exotic meats from
an online store. The order was for burger
patties of buffalo, elk, venison, antelope,
and kangaroo. The items that were actually
delivered to us were kangaroo, buffalo,
two venison patties and wild boar. Most
of the frozen patties ordered online were
professionally labeled with the exception
of the wild boar, which was labeled by
someone scratching the words “Wild
Boar” with a permanent marker. This
unconventional labeling triggered our
first casualty of the study. One of the less
adventurous people on our tasting panel
immediately dropped out upon seeing the
magic marker label.
While we did not receive exactly what was
ordered, we were too short on time to have
the online vendor send us the missing
antelope and elk. Resolute in our duty to
get the story into this issue of the Reporter,
we pushed on with the materials we had.
As we inventoried the products to start our
test, we ran into our next challenge. The
kangaroo burger had disappeared from the
company freezer. What happened to the
kangaroo burger, did someone inadvertently
take it? Was it thrown out by accident?
Several company-wide emails were sent.
Investigations were launched. Eventually it
became clear that the goods would not be
recovered. Words cannot adequately express
our disappointment at the exclusion of
the kangaroo burger. It would have been a
special part of the test. The bright, almost

neon red color of the frozen patty made us
think that this burger would have somehow
been more special than all of the others ...
Yet, we will never know ...
It was decided that in order to make the
comparisons as comparable as possible, the
preparation method for all of the burgers
needed to be the same. So, we embarked
to our favorite local restaurant where a
professionally trained chef prepared all of
the burgers on a flat top grill in the same
exact manner.
All burgers were to be made with the patty,
roll, tomato, lettuce, and ketchup.
With our panel assembled at our testing
facility, we started the test. Our tasting
team consisted of four people of somewhat
different eating experience backgrounds.
Terence, one of Urner Barry’s newest
market reporters covering chicken and
turkey, gained his burger experience
from his frequent visits to quick service
restaurants — he eats out approximately five
times a week.

MaryAnn, Urner Barry Events
Coordinator and seafood market reporter,
likes to dine out in New York City and
is known to try a wide variety foods. She
also plans all the menu’s for Urner Barry’s
annual Executive Conference.
Caroline is a graphic designer in the
company’s printing department. She
describes herself as health conscious and
cooks more at home rather than going
out to eat.
Brian is an Urner Barry egg market
reporter who also does some marketing
work in the company. He likes to hunt and
eats what he kills.
Each burger was split into four portions.
While panelists were told the items that
would be prepared, they did not know
what each burger was made of as they
tasted it. Panelists were asked to rate each
burger on the attributes of appearance,
aroma, texture, “gaminess,” consistency
and overall flavor. A rating of “1” meant
the item had a low rating for the attribute

ROYAL
HARVEST
FOODS
Trading a Complete Line of Batter & Breaded Items:
Chicken Tenderloins • Breast Fillets • Patties & Nuggets
Specialty Boneless Items on Skewer
Gourmet Hand Shaped Stuffed Breasts
Also:
Boneless Thigh • I.Q.F. Chicken Wings • M.D.P.
Marinated Breast Fillets

TRADERS WANTED
For further info e-mail sales@royalharv.com
A favorite restaurant of Urner Barry hosted the
Burger Taste Test where the establishment’s
professionally trained chef prepared all of the
burgers on a flat top grill in the same exact
manner.

Call (413) 737-8392

90 Avocado Street, Springfield, MA 01104
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and a rating of “5” was a high rating. The
attribute of gaminess is perceived to be
a negative so those scores were deducted
from the overall total. The test was also
recorded on video so we could capture
first impressions and comments (be sure
to check out the video by following the
QR code or following the link at the end
of this piece). Jamie Chadwick, one of our
account managers and “on-air talent” for
our daily video news report conducted
the test.
Looking at the test results, we found some
surprises while other results were somewhat
expected. The hands down winner of the
test was the burger made with conventional
80/20 ground beef. It scored extremely
high in all categories logging a 23.25 out
of a possible 24 points. This was also the
cheapest burger in the test.
The wild boar, the big surprise of the day,
came in second (the one that was labeled
with the marker). Our panel scored it
17/24 and most in the panel actually
thought that it was organic beef. One
interesting note, while the burger was
being prepared our chef called us into
the kitchen to show us how much fat it

actually contained. We
think that pork fat is
likely the reason that the
wild boar burger was so
positively received.
The buffalo burger
purchased from the
online store and the
burger made with bison
meat that we purchased
from the supermarket
tied for third place
scoring 14.5/24. We
initially included those
two items hoping the
Each burger was split into four portions for each of the
panelists to sample.
“buffalo” purchased
from the online store was
actually a water buffalo. Calls to the online
“watery.” We think the leanness of the
store were not returned. However when we
meat had something to do with this.
went back to the site for a description, we
found a photo of a bison next to the buffalo Not far behind the bison was the grass-fed
burger description — so we’re assuming it’s a organic beef, scoring 14.25/24 and coming
bison burger.
in fifth out of the eight tested burgers. At
85% lean, this burger was leaner than the
conventional ground beef purchased from
Scores for both bison burgers were fairly
the supermarket. We wonder if the lack of
similar. The chef said there was some
fat and the beef being grass fed affected the
difficulty getting the bison meat purchased
gaminess score on this item as it had one
from the supermarket to bind together
of the higher scores in this category.
and described the meat to be somewhat
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TUNA

Grading and Evaluation
The Complete Tuna Buyer’s Handbook
by Robert DiGregorio
This easy-to-use handbook takes all the mystery and
guesswork out of grading tuna. Learn how to knowledgeably
discern the differences between a Grade #1, #2+ and #2 tuna
while also gaining expert insight on how to judge fat content,
color and freshness. This practical publication will also act
as a guide to the most commonly seen diseases and defects
in tuna, allowing buyers to be aware of all the maladies that
can affect the quality of the fish they are buying. With the
inclusion of stock assessments, national and international
regulations, tuna farming, statistics on supply, production,
and consumption, this book will serve as a guide every
tuna trader should have!
 Buy with confidence
 Eliminate guesswork when grading
 Expert insight on fat content, color and freshness
 Guide to diseases and defects
 Packed with must-have information, data and statistics
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The turkey and veggie burgers scored sixth
and seventh in the test. Because this was a
blind taste test and mostly about the eating
experience, our tasters could not score any
perceived health advantage in their review.
Coming in dead last was the venison.
Brian, our hunter scored it very high on
gaminess and did not want to eat more
than one bite. It also scored very low
on appearance and aroma. While items
like venison loins do well at high end
restaurants it was not received well by our
testers as a burger.
So what did we learn from all of this?
1. Fat = flavor — the good type of flavor
favored by our panelists.
2. A higher retail burger price did not
necessarily correlate with increased eating
satisfaction.
3. Don’t judge a book by its cover. While
we went out on a limb with the wild boar
burger where someone had implemented a
hand written label to their product, we are
glad we took the leap. Although we’re not
sure that we’d take the chance again.

Video by Maria Morales

4. Taste might
be just one
component
of a purchase
decision.
Caroline said
she searches
out organic
foods whenever she can, and possibly she
might prefer organic items for perceived

benefits other than taste. But in the end
she really liked the taste of the “real”
hamburger.
For more on the hamburger taste test,
check out the video at www.urnerbarry.
com/video/burger
Article contributed by Joe Muldowney
Joemo@urnerbarry.com

www.epoultry.com
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Panelists were asked to rate each burger on a scale of 1 to 5 (1 being
least, 5 being best) on the attributes of appearance, aroma, texture,
“gaminess,” consistency and overall flavor.

The buffalo burger and the burger made with bison meat tied for third
place in the rankings scoring 14.5/24.

The wild boar burger was the big surprise of the day. Our panel scored it
17/24, ranking it in second place among our entries.

The hands down winner of the test was the burger made with
conventional 80/20 ground beef.

Greetings to the Southeastern from
Buyers & Sellers of

Meat, Poultry, and Provisions
to the Food Industry Since 1980
www.rhpoultry.com
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Socorro Martinez • David Martinez
Malena Munoz • Yazmin Cisneros

o.S. Adams • Mark Adams

Ray Campbell • Chris Porter
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01152-899-930-2056
erika Solis
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Keeping international doors wide open …

Poultry flight 101:

U.S. to Russia roundtrip
In September 2013, First Fresh Foods,
which operates within Prime Pak Foods
in Gainesville, GA, announced that it
would begin manufacturing and marketing
Russian-style chicken products for sale
and distribution here in the United
States. Initially, one might look at this
announcement and not think much of it,
but in fact, as simple as it may seem, this

is only the latest chapter to
be written in a much
deeper story.
It all began back
in the early 1990s
when Russia emerged
as the U.S. poultry industry’s largest export
market. By the mid 1990s, U.S. processors
became quite dependent on Russia’s active
role. However, all well-written stories
include some sort of conflict, and in this
tale it was the Russian government that
delayed the plot.
At the time, Russia felt that its national
poultry industry was being threatened.
In an attempt to eliminate the U.S. as
competition, Russia banned U.S. poultry

exports. The ban lasted
for a month and could’ve
lasted even longer if it
weren’t for a meeting
that took place in Moscow
between several U.S. poultry
industry leaders, Russian
government officials, and Russian poultry
industry leaders. The main objective was
to reopen the Russian markets; it would
have been devastating if the ban had lasted
for any significant period of time, since by
then, Russia was importing over 1 million
metric tons of U.S. leg quarters each year.
But what would entice Russian officials
enough to lift their heavy hammers?
After some debate, the group, which
included members from the NCC

Take the most comprehensive
meat & poultry identification
manual available
with you wherever you go

Over 100 years of producing only
GENUINE LONG ISLAND DUCKLINGS

(631) 722-8000

crescentduck.com
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The NAMP Meat Buyer’s
Guide Online
Stream more than 120 video
cutting demonstrations from your
tablet or smart phone.

www.meatbuyersguide.com

800-932-0617
Covering the most popular Beef, Lamb, Veal, Pork,
Poultry, and Further Processed/By-product items

(National Chicken Council) and
USAPEEC (USA Poultry and Egg Export
Council), came up with a plan to end the
ban. Their idea was to introduce Western
production and processing techniques to
Russia; while simultaneously helping to
improve a struggling company in Moscow.
Of course, there were a few hurdles that the
U.S. had to jump over before the Russians
would agree to any terms. The main one
being a combined contribution of $15
million from the U.S. Government and
U.S. Poultry Industry. Yes, it was a pretty
sizable investment, but if it could lift the
ban, many felt that it would be worthwhile.
Then, after sifting through over eighty
Russian applications, Elinar Broiler
of Moscow was selected as the project
company. Before getting any further
involved and in an attempt to protect
the association, USAPEEC set up the
UIPDP (USAPEEC International Poultry
Development Program), a 501 c3 nonprofit
organization, which would take on the
leading role in working with Elinar Broiler.
UIPDP’s objective was to aid in the
enhancement of the chicken company’s
food safety, sustainability, promotion of
economic development and consumer
acceptance. Even though many observers
thought that the project would fail, UIPDP
leaders were confident and so they got
started. First, U.S. managers were brought
in to oversee the everyday plant operations.
If Elinar Broiler was going to be a model
plant for Russian government officials and
poultry industry leaders alike to observe
Western practice, then it needed the right
personnel. Over the years, one of the men
brought in to run the plant was a man
named Alan Habegger, who we’ll bring
up again a little later. By the end of 2009,
Elinar Broiler had completely turned its
misfortunes around, becoming one of the
top suppliers of fresh chicken products
to Moscow. After the successful 10 year
campaign, UIPDP divested itself, which
was the plan all along, selling off its Elinar
Broiler shares back to the Russian partners.

“Today, the U.S. exports 9.1 million metric
tons of poultry to Russian markets, totaling
$6.9 billion in revenue.” Jim Sumner,
President of USAPEEC and member
of the Elinar Broiler Board of Directors
said. “That’s a pretty good return on our
initial investment.” The initial investment
if you recall, was a $15 million combined
contribution, of which $5 million came
from the U.S. Poultry Industry and $10
million of sunflower seed oil was donated
by the U.S. Government. Most would
probably agree with Jim here, that’s a pretty
darn good R.O.I., and the big picture,
of course, is that this project with Elinar
Broiler helped reopen the Russian markets.

from whole muscle white meat.” Although,
the initial plan is to market the First Fresh
products where Russian and Eastern
European populations are prevalent, his
hope is to eventually expand the products’
reach beyond these niche communities.
In the 1990s, the U.S. poultry industry
went into Russia and helped improve
of a struggling chicken company called
Elinar Broiler. Today, the story continues,
with those very same ideas and principles
embedded in Elinar Broiler, making their
way back to the U.S.UB
Article contributed by Terence Wells
Twells@urnerbarry.com

Now, Habegger, the former Elinar
Broiler manager and present day CEO
of First Fresh Foods, is back in the
States attempting to market the very
same Russian-style chicken products he
manufactured with Elinar Broiler. They’ve
started by introducing six products, ranging
from cutlets to chicken sausage. Habegger
added, “We’re rolling out with products
that are flavorful, high in quality, and made
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Farbest
Continued from page 1

Production began on December 9. Once
the fully-automated, 227,000 square-foot
Vincennes plant’s first shift reaches full
production this year, it will employ 300
people. That number will rise significantly
if Farbest expands to a second shift, Farbest
officials report.
JFS Milling, Farbest Food’s new turkey feed
mill in Bruceville, began making pelleted
feed in October and will employ 30 people
at full production.
Boosting Jobs and
Economic Growth
“We look forward to becoming a big part
of an era of economic growth in Knox
County and Southwestern Indiana,”
company president Ted Seger said at
the ribbon-cutting event. Seger thanked
federal, state and county officials and
the cities of Vincennes, Bruceville and
Bicknell — where a new turkey brooder hub
is located — for their “tremendous support
and acceptance throughout this process.”

Farbest Foods’ headquarters,
original processing plant and
related facilities are located in the Dubois
County area. The company is one of
the largest turkey producers in the U.S.,
shipping about one million pounds of
raw fresh and frozen turkey products
daily to brand-name food processors in
the U.S. and around the world.
Local Resources;
Support on All Levels
Farbest oversees the growth of its own
turkeys – currently more than 10 million
per year – and its first feed mill in Dubois
produces 1,800 tons of turkey feed each
day using locally-grown corn, soy beans and
other agricultural products.
By 2014, once the Farbest Vincennes plant
reaches full first-shift production, the

two plants combined will process some
12.7 million live turkeys each year. That
number is expected to rise consistently
through 2016.
Farbest reports it chose the Vincennes site
based on the availability of locally-grown
grains; the potential for contracting new
turkey-growing farms in the tri-state area;
and the support it received from officials
of Vincennes, Knox County, and Indiana’s
Economic Development Corporation and
Department of Agriculture.

Adapted from a story that originally appeared
on Foodmarket.com on December 4, 2013
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PEDv
Number of PEDv cases by week reported by AASV

Continued from page 1

Japan, South Korea and China, but there is
none available yet in the U.S. The vaccine
used in Asia may not be effective against
the strain of PEDv found in the U.S.
Animal health officials have linked the
strain of PEDv found in the U.S. to one
in China, but they have not been able to
determine how it got into the U.S. nor why
outbreaks occurred in various locations
and states within a short amount of time.
Numerous research projects, funded in
large part by the National Pork Board
using producer-donated pork checkoff
dollars, are underway in an effort to better
understand this disease and how to control
or eradicate it. The Board has designated
$800,000 to this effort.
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Source: American Association of Swine Veterinarians

infectious in manure slurry for 6 to 8
weeks. The virus spreads within a herd
mainly through contact with manure from
infected animals but can also be spread on
infected clothing, shoes and other means
within or among buildings and farms.

Pork industry participants and animal
Producers have been urged to use the best
health officials had hoped that the
biosecurity practices to reduce the risk of
implementation of strict
their hogs contracting
biosecurity measures
the disease, but new
“Preliminary research indicates throughout the summer
cases of PEDv are on
would control or at least
the rise this fall. Cooler
that the virus may be able to
limit the number of
temperatures have
remain alive and infectious in
arrived, which may be
manure slurry for 6 to 8 weeks.” new cases. The efforts
seemed to be helpful as
allowing the virus to
the number of new cases
live longer. There may
was relatively low throughout the summer,
be other factors as well that contribute
averaging around 29 weekly compared with
to the spread such as applying manure
45 a week in late May through early June.
to recently harvested fields. The manure
slurry may contain still-living PED virus
But the data shown on the American
which could then be carried to new
Association of Swine Veterinarians’ website
locations on the tires of tractors, sprayers
indicate the number of new cases has been
or other equipment and possibly by
on the rise since mid to late September.
wildlife such as birds.
In the latest data available, for the weekended Nov. 30, the case count was 96,
Preliminary research indicates that the
down from the previous week when the
virus may be able to remain alive and

largest number of new positives was found
since the disease was discovered in the U.S.
at 116. The latest total for the case count
since the disease was first confirmed in the
U.S. was 1,373. Six consecutive weeks of
new highs occurred before the dip in the
latest week, and the last seven accounted
for nearly 44% of the total cases reported
since mid-April.The growth in recent cases
of PEDv raises even greater concerns about
shortages of slaughter-ready hogs next
spring and early summer.
“It would appear that the worst impact
of the disease is ahead of us,” said Steve
Meyer and Len Steiner, authors of the
Daily Livestock Report. “The uncertainty
comes from the fact that despite reports
from AASV, it is unclear how many hogs
have indeed been infected and what is the
survival rate. At this point, the market is
left guessing, and the guess is that despite
$4 corn, we could still see $100 hogs this
summer, promising excellent margins for
those with hogs to sell.”UB
Article contributed by Curt Thacker
Cthacker@urnerbarry.com

Advertiser Index ...
Atlantic Coast Freezers................................ 39
Baker Commodities..................................... 29
Bird In Hand Inc........................................... 60
Cal-Maine Foods......................................... 17
Camanchaca Inc.......................................... 37
CCF Brands.................................................. 33
Chicken of the Sea Frozen Foods.................. 35
ComeCarne.................................................. 53
Country Charm Distributors......................... 53
Creighton Brothers/Crystal Lake.................. 13
Crescent Duck.............................................. 64
D & R Foods................................................. 15
Deb El Foods.................................................. 7
Devi Seafoods, Inc....................................... 49
Dolphin Trading........................................... 65

Dutt & Wagner of Virginia, Inc..................... 44
Eastern Poultry Distributors........................ 62
Empacadora Celaya S.A. de C.V...................... 9
Estherville Foods......................................... 24
Farbest Foods.............................................. 18
Harbor Seafood........................................... 23
Harvest Meat Company............................... 40
Highliner Events.......................................... 47
Jason’s Foods Incorporated.......................... 19
Keyport International.................................. 21
L & S Foods.................................................. 31
L & R Farms................................................. 51
LaMonica Fine Foods..................................... 2
Maloney Seafood........................................ 27
Manning Poultry........................................... 4

MetLife Financial......................................... 50
Mexican Beef.............................................. 57
Midwest Poultry Services Inc....................... 45
MoArk LLC..................................................... 6
National Poultry & Food Distributors
Association (NPFDA).............................. 38
North American Meat Processors (NAMP)
Meat Buyers Guide Online...................... 64
Northern Beef Industries............................. 11
Nucal Foods................................................. 16
Odyssey Enterprises.................................... 48
Poultry Specialties Inc................................. 42
Prestage Foods............................................ 51
Protein Alliance........................................... 41
Robinson and Harrison................................ 63

Royal Harvest.............................................. 59
Savage Poultry Inc....................................... 14
Seaboard Foods........................................... 26
South American Beef.................................. 68
Taurus Food Products.................................. 13
Thunderbird Machinery............................... 12
Tippmann Group/Interstate Warehousing... 49
Tuna Grading and Evaluation Handbook..... 61
Turkey Valley Farms..................................... 36
Urner Barry’s Executive Conference............. 43
Vista Food Exchange..................................... 8
Wabash Valley Produce............................... 58
Westside Foods........................................... 55
Win Transport.............................................. 52

VOL. 9, NO. 1 / WINTER 2014 / URNER BARRY’S REPORTER • 67

Urner Barry • P.O. Box 389, Toms River, NJ 08754-0389
Volume 9, Number 1 • Winter 2014

Urner Barry’s Reporter (ISSN 1944771X) is published quarterly by
Urner Barry Publications, 182 Queens Blvd., Bayville, NJ 08721.
Periodicals Postage Paid at Bayville, NJ 08721 and additional offices.

•

•

avidal-soler@sabeef.com www.sabeef.com

68 • URNER BARRY’S REPORTER / VOL. 9, NO. 1 / winter 2014

