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Food Industry Attracts
Major Investments
By Victoria Campisi

Several notable food business investments occurred the last few weeks. Some
of the more interesting ventures involve Apeel Sciences, Slice, and Albertsons
Cos.—all of which will impact the industry in their own way.
Apeel Sciences
In its latest investment round,
Apeel Sciences raised $250 million.
GIC led the most recent capital
raise, and with previous investment from Oprah Winfrey in
2019 and others, it brings the
company’s valuation to over $1
billion.
Photo: Ekapol | Canva
The technology Apeel developed is designed to keep food fresh for longer periods on store shelves, which
prevents waste and encourages consumers to buy more vegetables, reported
TechCrunch (May 26). This earned the company roughly $360 million in total
financing and attracted investors such as Upfront Ventures, S2G Ventures, Andreessen Horowitz, and Powerplant Ventures.
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“The [food] system is taxed beyond its limit,” said CEO James Rogers. “We view
our job at Apeel to build the food system and support the weight of a couple of
more billion people on the planet.”

Discounts for additional
members or user licenses
from as few as 5 people.

With the new investments, the company will begin expanding its operations
and working with the big farming companies and growers in Africa, Central
America, and South America. “To maintain 52 weeks of supply on shelves we
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need to have operations in the Northern and Southern
hemispheres,” said Rogers.
Currently, the company is working with a relatively limited
range of produce including avocados, asparagus, lemons,
and limes. “Let’s take what the orange knows and teach it
to the cucumber so that it doesn’t have to be wrapped in
plastic,” said Rogers. “When you reduce that waste there’s
a ton of economic value that is unlocked.”
“Apeel Sciences is one of the most innovative companies
in the food biotech space,” said Brian Choi, CFA, managing partner and CEO of The Food Institute. “The company
is on target to save 20 million pieces of fruit from going to
waste at retail stores and extending shelf-life in the home
where food waste is three times as high. U.S. retailers that
use Apeel reported a 50% reduction in shrink, and a 5% to
10% growth in dollar sales.”
Choi noted that although the latest valuation may seem
high, it pales in comparison to the annual amount of food
waste. Based on estimates by USDA, over $160 billion of
produce is wasted per year, while other studies estimate
50% of all produce in the U.S. is thrown away annually.
Slice
As an all-in-one ordering and marketing tech platform for
local pizzerias, Slice recently raised $43 million in Series C
funding. The round was led by KKR with participation from
existing early investors, including GGV Capital.
Slice’s platform of services powers the online discovery and
ordering for small, local pizzerias and connects them to a
large network of new and existing customers who prefer a
frictionless experience through the Slice app and website.
These capabilities have proven particularly essential during the COVID-19 pandemic with the surge in demand for
pickup and delivery.
The new capital will be used to enhance and scale Slice’s
platform of services, which powers over 12,000 pizzerias
across all 50 states.

“Small- and mid-sized businesses (SMBs) are the lifeblood
of the American economy,” said Jeff Richards, managing
partner at GGV Capital and Slice board member. “Along the
lines of what highly impactful companies like Square, Wix,
and Shopify have done for SMBs, Slice is building the next
great SMBTech platform for independent merchants in the
pizza industry.”
Slice provides end-to-end services including websites, marketing, online ordering, and payments to help local pizzerias
provide customers with a digital experience that competes
with large, international pizza chains and food delivery
apps.
“We started Slice because we believe independent pizza
makers are an essential part of our local communities,” said
Ilir Sela, founder and CEO. “This has never been more apparent than over the past few months as nearly half a million dollars has been donated to not only drive more sales
for small businesses, but also feed hundreds of thousands
of care workers across the country through our Pizza vs.
Pandemic initiative.”
Pizza vs. Pandemic was created by Slice in partnership with
Slice Out Hunger and Pizza to the Polls to feed frontline
workers with coordinated large orders from local pizzerias.
Since March 21, the program raised over $470,000, fed an
estimated 140,000 workers, and supported over 700 pizzerias.
“The combination of helping small business owners (as opposed to large pizza chains like Dominos) and the expected
continued trend of consumers ordering for takeout makes
Slice a promising investment,” commented Choi.
Albertsons
Apollo Global Management invested about $1.7 billion into
Albertsons, reported Idaho Statesman (May 20).
The investment by Apollo gives the New York City buyout
company and other investors a 17.5% stake in the company
through convertible preferred shares.
See INVESTMENTS page 4
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Effectively (and Sensitively) Courting
Consumers in COVID-19 Era
By Cheryl Georgas

As the majority of us are eating more at home, we are seeing
and experiencing food in news ways and finding ourselves
with extra time to experiment with new foods, cooking, and
baking. With that in mind, now is an ideal time to position
relevant brands in front of a captive and eager audience
with food-focused content.
However, it’s no longer business as usual. The consumer
mindset has changed drastically, requiring brands to revisit
messaging and rethink their communications strategies to
adapt to the new and evolving environment.
The following are some tips for keeping food brands relevant and top-of-mind during this uncertain and unpredictable time.
Position brands for a new way of living. Focus on foods,
recipes, and products that help make eating at home more
enjoyable—everything from exploring new snacks and recipes to meal planning and shopping tips. Weave products
into emerging lifestyle trends, such as inspiring new ways
to cook and entertain to encourage healthy eating for
families.
Instill confidence. Share ideas for simple, cost-effective
meals that consumers can tackle confidently without needing a lot of expertise or assistance. When possible, provide
video or step-by-step guidance to help at-home chefs cook
knowledgeably and confidently.
Pitch new channels. Once a cumbersome and expensive
endeavor, TV exposure is now easier to coordinate no matter where your spokesperson and influencers are located
thanks to Zoom, Skype, and other video conferencing services. Throughout the pandemic, local and national stations
alike turned to remote reporting so it’s still possible—and
actually easier—to book segments (both live and taped) or
conduct virtual media tours. It’s also an ideal time to explore
online media outlets, as well as food-focused blogs and influencers you may not have previously targeted.
Update social media presence and content. Consumers are
spending much more time on their computers and mobile
devices, making it crucial for brands to find ways to engage
customers via social media and other online channels. Depending on the brand or service offering, aim to provide

Photo: Anyaberkut | Canva

information that can help people stay healthy mentally,
physically, and financially. Maintain authenticity and review
all content through a hyper-sensitive lens.
Drive online sales opportunities. During these times of social distancing, businesses and consumers are relying more
than ever on e-commerce. Successful brands will be those
that make it easy for consumers to find, select, purchase,
and receive products and services. Work with clients to optimize online ordering or direct consumers on how to get
their products through delivery service options. Doing so
may require an investment in new systems and technologies, but the dividends will be worth it in the long run.
As we continue to traverse a rapidly changing landscape,
brand communications and marketing efforts will require
careful and continual refinement. Take time to audit key
messaging for sensitivity and make updates as needed. Ensure that all key stakeholders are updated and aligned with
any changes and communicating consistently and with one
brand voice.
While these are certainly challenging times for everyone,
brands in the food arena are facing a unique opportunity to
reach consumers and reinforce their relevance. By identifying the right messages and implementing smart, sensitive
tactics, you can positively position your brands and businesses for success in both the short- and long-term.
ABOUT THE AUTHOR
Georgas is SVP of L.C. Willams & Associates. Reach her at
cgeorgas@lcwa.com.
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“Apollo Funds represents a vote of confidence in both our
business and our long-term strategy,” Albertsons CEO Vivek Sankaran said.
Amid the pandemic, Apollo shifted the focus of its $25 billion private equity fund “almost entirely” on gaining control
of companies by investing in their debt, according to CEO
Lion Black. “Our expectation is that over the next two years
there are going to be a lot more distressed opportunities,”
Black said.
Albertsons, controlled by New York private equity firm Cerberus Capital Management and several real estate investment partners, has long been burdened with a massive
amount of debt, including $8.9 billion from the 2015 purchase of Safeway.
Two years ago, Albertsons owed $12 billion that was then
trimmed to $8.2 billion at the end of February. It also has
nearly $5 million in unpaid liabilities to its union pension
plans. In March, the company announced its intentions to go
public before the end of the year.
During the pandemic, grocery stores experienced a signif-

icant increase in sales. Same-store sales at Albertsons increased 4% during the first eight weeks of its 2020 fiscal
year, ending April 25, compared with the same period a year
ago. During the four weeks ending March 28, sales jumped
47%.
“Apollo’s investment in Albertsons is in the form of convertible preferred equity, which represents an interesting risk/
reward for the investor,” said Choi. “The preferred equity
provides Apollo with downside protection (i.e., preferred
having seniority in the capital structure) while at the same
time providing return through dividends.
“Additionally, the preferred equity provides Apollo with upside potential if Albertsons is able to go through with the
IPO,” Choi continued. “The $1.75 billion will also provide a
valuation floor and give Apollo the option to convert the
preferred equity to common equity when market conditions
are favorable.”
ABOUT THE AUTHOR
Campisi is a writer at The Food Institute. Reach her at
victoria.campisi@foodinstitute.com.

How Receptive are Consumers to Agricultural Biotech?
By Lori Valigra

After decades of being sidelined by consumers concerned
over whether they were safe, foods made with genetically
modified organisms, or GMOs, may finally find a place on
more meal plates along with other new agricultural biotechnologies aimed at making plants drought- or flood-tolerant
and increasing yields.
The changing climate and growing population are pressuring the food system, experts said. At the same time younger generations like Gen Z are interested in the environment
and sustainability and are more likely to be open to eating
food created with new technologies that could boost yields.
“Consumers should think less about the technology and
more about what we can do to enhance the sustainability of
agriculture,” said Pamela Ronald, PhD, professor in the department of plant pathology at the University of California
at Davis. “There will be different technologies, now and into
the future. There is a critical challenge to feed the growing

population without destroying the environment.”
Dr. Roland and her colleagues developed a rice that can
withstand the heavy flooding in Africa and Asia and increase
yields. She coauthored a paper entitled “Crop Biotechnology and the Future of Food” that appeared in the May 19
issue of Nature Food on genetic tools to help increase food
production.
“By 2050 the global population is predicted to reach 9.7
billion. Meeting this higher food demand, if consumption
practices and food waste do not change, requires estimated
food production increases of 25% to 200%,” she wrote. Cultivated crops using food technologies are part of the solution, she said.
GMO Eating Habits
Meanwhile, anti-GMO groups including the Organic Consumers Association in Finland, MN, and the Institute for AgSee BIOTECH page 5
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riculture and Trade Policy in Minneapolis, MN, argue there
isn’t enough research yet on GMOs to assure they are safe
to eat.
Some companies even use a “non-GMO” label as an advantage when marketing to consumers. Meat alternative company Beyond Meat utilized that label to distinguish itself
from competitor Impossible Burger, which uses two genetically engineered ingredients: soy leghemoglobin and soy
protein.
However, debates over GMO or non-GMO labeling are unlikely to fundamentally change consumers’ views of GMOs,
said William Hallman, PhD, professor and chair of the Department of Human Ecology at Rutgers University, New
Brunswick, NJ.
“Sales of the Impossible Burger don’t appear to be flagging
because people are concerned about the fact that it has
GMO-based ingredients,” he said. “In fact, it is more likely
that people are attracted to the idea that both the Beyond
and Impossible burgers are ‘plant-based,’ which creates a
‘health halo’ around the products.”
He mentioned most consumers will freely admit they know
little about GMOs or gene-editing technologies, so they are
not changing their habits about eating GMO foods.
Improving Food Security
One of the pioneers of GMOs was Norman Borlaug, PhD,
who in the 1950s created a disease-resistant, high-yield,
semi-dwarf wheat that fed millions of people in Mexico and
South Asia.
GMOs continue to be used to relieve famines and get more
crop yield out of available land. In January, Zimbabwe quietly lifted its 12-year-old ban on GMO corn in an effort to
avert a severe famine, according to Bloomberg News.
The current and anticipated challenges to the food system
aren’t lost in the U.S. Three federal agencies in March got
behind an effort to educate consumers about GMOs. The
U.S. FDA, USDA, and EPA launched the Feed Your Mind program, which aims to answer questions about what GMOs
are, how and why they are made, how they are regulated,
and whether they are healthy and safe.
A GMO is a plant, animal, or microorganism that has had its
genetic material modified, including transferring DNA from
one organism to another. Apples, potatoes, and soybeans

Food Tech Consumer Perception
(Source: Ketchum)

Likely to Try Food Made with Technology
Consumer Groups
Percentage
Gen Z
77%
67%
Millennials
Gen X
58%
Baby Boomers
58%
Comfortable with Use of Technology Growing Food
Gen Z
71%
Millennials
56%
Gen X
51%
Baby Boomers
58%
are among the many genetically modified foods that are
available in supermarkets.
“While foods from genetically engineered plants have been
available to consumers since the early 1990s and are a common part of today’s food supply, there are a lot of misconceptions about them,” FDA Commissioner Stephen Hahn,
MD, said when the initiative was launched. “This initiative
is intended to help people better understand what these
products are and how they are made. Genetic engineering has created new plants that are resistant to insects and
diseases, led to products with improved nutritional profiles,
as well as certain produce that don’t brown or bruise as
easily.”
Gen Z Accepts New Technologies
The COVID-19 pandemic could have a role in consumer
awareness of potential food shortages, even though distribution issues may be at the root of the problem now, said
Oliver Peoples, PhD, president and CEO of Yield10 Bioscience of Woburn, MA, a company that uses the gene-editing
technology CRISPR and other technologies to improve crop
yields.
“The public has gone to the grocery store and seen empty shelves, including basic staples like meats, chicken, and
eggs,” he said. This has forced many consumers to try genetically modified products that they might have not typically opted to buy before.
Furthermore, the Millennial and Gen Z generations are
making a big difference in the acceptability of food made
See BIOTECH page 6

foodinstitute.com | 201.791.5570 | questions@foodinstitute.com

6

FOOD INSTITUTE REPORT | JUNE 8, 2020

BIOTECH (from page 5)
with technology because they are very focused on climate
change and sustainability, said Dr. Peoples.
Marketing company Ketchum found that 77% of Gen Z consumers it polled are likely to try food made with technology and 71% are comfortable with its use to grow food (see
Food Tech Consumer Perception table on pg. 5 for more
information).

“This bodes well for food companies, as Gen Z is the newest
generation of food consumers with purchasing power,” said
Bill Zucker, managing director of food at Ketchum.
ABOUT THE AUTHOR
Valigra is a journalist based in Harrison, ME. Reach her at
valigra@gmail.com.

Notable Executive Changes in May 2020
By Victoria Campisi

Significant executive moves occurred throughout May, as
can be seen in the Top Industry Executive Appointments
table on pg. 7. Many of these changes involved executives
leaving positions at prominent companies for other major
players in the food space. Below are examples of these
recent moves made in foodservice, CPG, and distribution
companies.
Foodservice
Panera Bread Co. hired Eduardo Luz as its chief brand and
concept officer, reported St. Louis Business Journal (May
28).
Luz was most recently the CEO of 8Greens, a New Yorkbased health supplement brand he joined in 2019. Previously, he was a global brand officer and CMO in the U.S. for
Kraft Heinz.
He joined Heinz in 2013 as managing director for consumer
products. Following the company’s merger with Kraft in
2015, he served as president of Kraft Heinz’s grocery business, later taking on the CMO role in Oct. 2018.
His work on overseeing the removal of artificial flavors and
dyes from some of Kraft Heinz’s products will come in handy
at Panera, which prides itself in its “clean” recipes that exclude artificial flavoring and coloring.
Luz also held executive posts with Unilever, AnheuserBusch InBev, and Accenture.
At Panera, Luzwill report to directly to CEO Niren Chaudhary and oversee Panera’s marketing, digital, strategy/insights, and culinary teams.
“I have been a long-time admirer of the Panera brand—it’s

a huge positive force for the food industry, from its mission
to its leadership in clean food and commitment to making
great food accessible to all,” Luz said.
Panera achieved about $5.9 billion in sales in 2019, according
to a Technomic estimate. As of March 31, there were 2,174
bakery-cafes in 48 states and in Ontario, Canada, operating
under the Panera Bread or St. Louis Bread Co. names, according to the company.
CPG
Clif Bar recently named Sally Grimes CEO.
Grimes made the transition after serving as group president
at Tyson Foods where she was responsible for the $10 billion Prepared Foods business, spearheading the development of some of the company’s most successful and innovative initiatives.
Prior to joining Tyson Foods, Grimes held senior leadership positions at Kraft Foods, Newell Rubbermaid, and The
Hillshire Brands Co. She received various industry honors,
such as being named in Fortune’s “Most Powerful Women to
Watch” and Fast Company’s “Top 100 Most Creative People
in Business.”
“Sally’s passion for what makes Clif unique will benefit our
company culture and her track record for innovative thinking will help take us to the next level,” said previous co-CEO
Gary Erickson.
Erickson and previous co-CEO Kit Crawford will remain on
the company’s Board of Directors.
“I am honored to join this extraordinary company at a time
when people are looking to brands to lead by example,
See EXECUTIVES page 7
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something Clif Bar has been doing for nearly 30 years,” said
Grimes. “Clif is in a unique position to not only innovate, but
also drive meaningful change in our food system. Their focus
on the long game is inspiring and offers endless potential.”

Top Industry Executive Appointments - May 2020
(Source: Food Institute Data)

Company

Executive

Position

Ahold Delhaize USA

Ira Kress

President, Giant Food

Ena Williams

COO

Casey's General Stores

Distribution
Sysco appointed Marie Robinson as EVP and chief supply
chain officer.
As Sysco’s senior supply chain leader, she will be responsible for leading the company’s supply chain transformation
aimed at accelerating profitable growth through more tailored supply chain solutions.
Prior to joining Sysco, Robinson was SVP, chief operations
and transformation officer for Capri Holding Limited.
Before Capri, she served as SVP, corporate strategy and
COO for Michael Kors Holdings Limited. Prior experience
also includes roles at Toys”R”Us, The Great Atlantic & Pacific
Tea Co., Smart & Final Stores, LLC, and Wal-Mart Stores, Inc.
“[Robinson’s] previous success in driving change through
partnerships gives me great confidence that she will help
us successfully drive transformative efforts at Sysco,” said
Kevin Hourican, who was appointed to president and CEO
in January.

Clif Bar & Co.
Del Real Foods

Steve Bramlage

CFO

Sally Grimes

CEO

Manuel Martinez

CFO

Viviano del Villar, Jr.

COO

The Fresh Market Inc.

Kevin Miller

CMO

Golden State Foods

Chad Buechel

President, KanPak U.S.

Hormel Foods

Swen Neufeldt

Group VP & President
of Hormel Foods International

NatureSweet Tomatoes

Frederic Steunou

CFO

Panera Bread Co.

Eduardo Luz

Chief Brand and Concept Officer

Sysco Corp.

Marie Robinson

EVP & Chief Supply Chain Officer

In Sysco’s third quarter ending March 28, sales were $9.6
billion for its U.S. foodservice operation, a decrease of 5.1%
compared to the same period in 2019. Trends in April have
shown sequential weekly improvement that reflects further
momentum and upward trajectory.
ABOUT THE AUTHOR
Campisi is a writer at The Food Institute. Reach her at
victoria.campisi@foodinstitute.com.

U.S., Brazil, and China: Commodities Amid Coronavirus
By Chris Campbell

The U.S., Brazil, and China form an interesting trade triangle
when it comes to certain commodities, and the coronavirus
pandemic has added new wrinkles into the balance.
China was the first country to experience the effects of the
novel coronavirus pandemic, with the city of Wuhan locked
down in late January and reopening in early April. By contrast, the U.S. entered the throes of the pandemic beginning
in March, becoming the epicenter of the world.
However, some health experts believe the next outbreak
epicenter could occur in Central and South America, further disturbing the trade balance between the three
countries.
Disease Spreading in Brazilian Packing Houses
Brazil reported 555,383 cases of COVID-19 as of June 3, ac-

cording to Johns Hopkins University & Medicine Coronavirus Resource Center. Additionally, it reported 31,199 deaths.
The country first identified a case Feb. 26, with indications it
had been spreading as early as January.
When the U.S. and most of Europe were flattening the curve,
Latin American countries continued to see an increasing
caseload of COVID-19 patients. The number of deaths in
Brazil was doubling roughly every two to three weeks at the
end of May, reported BBC (May 28).
Similar to the dynamic the U.S. had to face in March and
April, Brazil’s meatpacking facilities were recently suffering as the coronavirus spread through the local workforce.
More than 25% of the confirmed coronavirus cases in Rithe
state of Rio Grande do Sul were among meat plant workers,
reported U.S. News & World Report (June 1).
See COMMODITIES page 8
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About 50,000 people in the state were employed by the
meat packing industry, with about 2,000 workers stationed
in each facility. The state reported 2,399 employees from
24 slaughterhouses in the state’s 18 municipalities were infected. Overall, Rio Grande do Sul reported 9,332 confirmed
cases as of May 31.
BRF SA said the potential closure of slaughterhouses would
make it impossible to keep output at current levels. BRF
planned to hire 5,000 new workers, up from 2,000 announced in April, to offset absentee employees and compensate for those unable to work. It had not reported any
plant closures at the end of May, reported Reuters (May 27).
Photo: JJ Gouin | Canva

Trade War, Pandemic Complicates U.S.-China Relationship
While U.S. agricultural producers expected a strong trade
relationship with China at the dawn of the new decade with
the help of Phase 1 of a trade deal signed between the countries, the pandemic quickly threw cold water on those prospects as China locked down Wuhan and much of the rest of
the country to contend with the public health crisis.
By May 21, USDA touted numerous improvements for the
trade situation, including the fact China updated its lists of
U.S. facilities eligible to export beef, pork, poultry, seafood,
dairy, and infant formula products to China. China’s lists
were expanded to include 499 beef, 457 pork, 470 poultry,
397 seafood, and 253 dairy and nine infant formula facilities.
Fresh blueberries and California Hass avocados were also
permitted for export to the country.
“China has worked with the United States to implement
measures that will provide greater access for U.S. producers and exporters to China’s growing food and agricultural
markets,” said U.S. Trade Representative Robert Lighthizer.
However, Chinese government officials recently told major state-run agricultural companies to pause purchases of
some American farm goods as Beijing evaluated the ongoing escalation of tensions with the U.S. over Hong Kong,
according to people familiar with the matter. Cofco and
Sinograin were ordered to suspend purchases at the start
of June, and Chinese buyers also canceled an unspecified
number of U.S. pork orders, reported Bloomberg (June 1).
Even amid the order to halt purchases from the U.S., at least
three large cargoes of American soybeans were acquired by
Chinese firms June 1, according to sources familiar with the
matter. The purchases totaled at least 180,000 metric tons,
with delivery expected in October and November, reported

Reuters (June 1).
Brazil’s Increased Shipments to China
In May, Brazil boosted exports of soybeans overall by 45%,
reaching about 34.2 billion-lbs. worth of the product and
representing its second-highest monthly soy shipment ever,
according to the country’s foreign trade department. Seventy-four percent of this volume was bound for China, according to S&P Global Platts.
Why were Chinese crushers choosing Brazilian beans over
U.S. stocks despite the U.S.-China Phase 1 trade deal? The
answer may hinge on the diminishing power of Brazil’s currency. The Brazilian real lost more than 40% of its value
since January, and Brazilian product was selling for 10 cents
less per bushel compared to U.S. beans.
Additionally, it is expected Brazilian exports of pork will fall
between 900,000 and 1 million metric tons in 2020, up 33%
when compared to 2019, according to pork and poultry processor group ABPA. ABPA initially predicted a hike of 15%,
with much of the increase attributed to larger shipments to
China. Poultry exports were expected to remain strong, as
well, reported Reuters (May 15).
Opportunity, Challenges for U.S. Producers
With so much turbulence in global markets due to lockdown
orders, U.S. producers may be able to increase their shipments of soybeans, pork, and other commodities to China
if Brazil encounters similar production shutdowns like U.S.
firms contended with.
That said, a number of challenges still exists. China already cut back on agricultural purchases due to U.S. criticism of China’s handling of Hong Kong; the situation is
likely to become more confrontational as the U.S. contends
See COMMODITIES page 9
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with civil unrest of its own.
U.S. producers will also need to balance ensuring domestic
supply with exporting food to the rest of the world. U.S. meat
processing plants were already increasing their exports to
China in May at a time when CoBank lead economist Will
Sawyer noted 30% less meat was expected to reach American supermarkets. Balancing the perception that meat was
being shipped out of the country while American consumers dealt with higher prices and declining supply would be
integral to capitalizing on increased shipments to China.

Regarding soybeans, as of May 31, the U.S. crop was ahead
of the five-year average and significantly ahead of the
2019 crop that was affected, like most other major grains,
by storms across the country. Soybeans both planted and
emerged were seven percentage points ahead of the fiveyear average. For more information, see the Markets section
on pg. 15.
ABOUT THE AUTHOR
Campbell is a writer and market analyst at The Food Institute. Reach him at chris.campbell@foodinstitute.com.

New Product Developments
By Victoria Campisi

Several new products have hit fast food chains and grocery
aisles in recent weeks as companies look to compete with
other brands or move beyond their own product categories.
Competition Heats Up
Yum! Brands Inc.’s KFC joined the chicken wars with a
chicken sandwich to compete with Popeyes, a unit of Restaurant Brands International Inc., reported Food & Wine
(May 26).
During summer 2019, the launch of Popeyes chicken sandwich began ongoing “chicken wars” within fast food chains
such as Chick-fil-A and McDonald’s, but KFC was slower to
respond with a product worthy of entering the battle.
Photo: Kellogg’s

“We wanted a chicken sandwich that really lives up to our
legacy as the fried chicken experts and, let’s face it, ours
wasn’t the one to beat,” said Andrea Zahumensky, CMO for
KFC U.S. “We knew an upgrade was necessary, so we painstakingly selected each ingredient to create a bigger, better,
and more premium sandwich than ever. I think we’ve unlocked a chicken sandwich that won’t just compete—it’ll win
with fried chicken lovers everywhere.”
The new sandwich features 20% more meat, a brioche
bun, thick pickle slices, and mayonnaise. It will get a limited test run in Orlando, FL, until June 21. If the test proves
successful, the new sandwich could roll out to KFC’s
roughly 4,000 U.S. locations.

Another competition catching the food industry’s eye is
Kraft Heinz-owned Lunchables’ new sweet snack combinations challenging the recent comeback from Betty Crocker’s
Dunkaroos.
With a concept similar to Dunkaroos, Lunchables recently
unveiled its snack combination packs that include sweet ingredients for dipping, such as different frosting and creams,
reported Delish (May 20).
The sweet version of Lunchables comes in varieties like
S’mores Dippers, Cookie Dunks, and Dirt Cake, allowing
consumers to dip and coat crackers, cookies, and gummies
into the toppings to reach optimal flavoring.
See NEW page 10
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NEW (from page 9)
Product Category Moves
Taco Bell, another Yum! brand, is trying to broaden its
beverage options with the addition of a new frozen drink,
Pineapple Whip Freeze, reported Thrillist (May 21). In an effort to recreate the level of popularity of its most iconic beverage, the Mountain Dew Baja Blast, Taco Bell’s new tropical
frozen summertime drink features pineapple flavors that are
mixed with vanilla cream. Additionally, to add an element of
exclusivity for its loyal fans, the chain is offering a “tie-dye”
version of the Pineapple Whip Freeze on its “secret” menu.
Meanwhile, moving beyond the breakfast category, Kellogg’s recently launched Jumbo Snax that offers its popular
cereal brands as jumbo-sized.
Designed for snacking, the new product line includes classics such as Froot Loops, Apple Jacks, Corn Pops, and
Frosted Flakes-inspired Tiger Paws. “Kellogg’s cereals shine
as stars of the breakfast table, but for many, morning isn’t
the only time for cereal,” said Erin Storm, marketing director of Kellogg All Family Cereal. “With 30% of cereal eaten
outside of breakfast, we believe Kellogg’s Jumbo Snax make
snacking easier.”
All four varieties are available in two options: a 12-pouch
multipack with 0.45-oz. single-serve bags, made for on the
go snacking, as well as a 6-oz. multiserve resealable bag.

Unicorn Sightings
The unicorn fad took over food this spring, adding a bit of
whimsy to products.
Hostess Brands added limited-edition Unicorn Cup Cakes
that combine yellow cake with pink and purple decorative specks and a creamy filling, topped with teal icing and
unicorn-esque sprinkles, reported Progressive Grocer (May
26).
Starbucks’ new summer menu includes a Unicorn Cake
Pop using vanilla cake and confetti sprinkles shaped into a
unicorn and dipped in white chocolate icing with a unicorn
design, reported Delish (May 21).
Serendipity Ice Cream unveiled the Unicorn Bliss Sundae
flavor, a combination of vanilla ice cream mixed with pink
and blue cookie dough and topped with a glittery unicorn
swirl.
Aldi is also stocking its freezers with Unicorn Cones, reported Best Products (May 26). The raspberry- and vanilla-flavored frozen dessert features a chocolate-lined wafer cone
with raspberry-flavored topping and rainbow sprinkles.

ABOUT THE AUTHOR
Campisi is a writer at The Food Institute. Reach her at
victoria.campisi@foodinstitute.com.
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FEATURED INSIGHTS
Avoiding Pest Infestation in Dry Ingredients
With heightened attention surrounding the spread of diseases, now more than ever, it’s important to ensure safe production and distribution of food. As consumers turn to non-perishable products during the pandemic, dry ingredients are king,
and the last thing your supply chain needs is a pest infestation to cause lost products and profits.
By Frank Meek, BCE

Food processing and retail facilities are
a delight for pests as they contain everything necessary for pests to survive.
Pests pose a major threat to food safety
as they can spread various foodborne
illnesses. Stored product pests can be
found at the manufacturing plant, the
packaging facility, or the distribution
center and can go unnoticed in packaging until it makes its way to its final
destination—the consumer’s pantry.
Moths, beetles, and weevils enjoy dry
ingredients such as seeds, grains, and
dried meats, and burrow themselves
into stored products to feed. These
types of pests also breed quickly so
swift action is essential to prevent
a larger problem. Cigarette beetles,
drugstore beetles, and flour beetles
are small, reddish brown insects that
can feed, reproduce, and survive in the
product.
On the larger side, cockroaches are another harmful pest to look out for when
it comes to stored products. Not only
can they eat their way through almost
anything, they can transfer harmful
bacteria such as salmonella and streptococcus.
An integrated pest management (IPM)
program can help strengthen pest control defenses by preventing pests before they become an issue. Proactive
measures such as monitoring, exclusion, and sanitation can prevent pests
from contaminating products and protect your business’ reputation.

Exclusion
Proper maintenance of a facility’s exterior is one of the most effective ways
to keep pests out.
Closely inspect all incoming shipments
for live insects, webbing, and damaged
product and packaging. These could
all be signs of stored product pests. If
pests are suspected, take a sample and
place in a closed, labeled container to
monitor for about a month (the typical
time it takes to go from egg to adult)
and see if any activity occurs.
Deteriorating products are ideal hiding
places for stored pests, so remove older and damaged products first. Also,
store products 18 in. away from the
walls in any warehouse areas to allow
for easier cleaning and monitoring of
the surrounding areas. Dispose of excess packaging immediately to avoid
creating hiding places for pests.
Sanitation
Because food safety is a top priority for food processing facilities, you
should already have a sanitation routine in place. Enhance cleaning efforts
by incorporating the following practices to help maintain a clean, pest-free
environment.
• You might encounter an excess
amount of product in storage areas
due to coronavirus, so make sure all
products are stored in airtight containers and kept off the ground on openbacked shelves to avoid creating pest

Photo: Travelarium | Canva

hiding spots.
• Look out for wet or damp spots
to prevent mold and an environment
where pests can thrive.
• Ensure grain is free of dockage as it
is being placed into storage.
• Remove food debris from production floors as soon as possible to avoid
cross-contamination or buildup of organic matter.
• Disinfect all high-traffic hard surfaces as often as possible with a proper disinfectant that kills bacteria and
pathogens to limit the spread of foodborne illnesses and other diseases from
pests.
Inspections
A pest problem in your facility can
quickly become a problem for the
entire supply chain. It’s important
to keep the lines of communication
open with your supply chain and conSee PEST page 12
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PEST (from page 11)
firm they are inspecting shipments for pests before and
after they handle them. The more proactive your supply
chain is when it comes to pest control, the easier it will
be to spot a pest issue and resolve it before it gets out of
control.
Pest control remains an essential service to protect public
health and food supply. Work with your pest control provider to ensure regular inspections continue as often as possible to identify any pest issues and develop an effective
treatment plan.

Because food safety is a top concern for your business, pest
control should also be top of mind. Maintaining a proactive
approach to pest management at a time such as this will not
only reduce your chances of dealing with an unwanted pest
infestation, it will also reassure consumers that you value
their health and wellbeing.
ABOUT THE AUTHOR
Meek, a board-certified entomologist and 30-year industry veteran, is a technical services manager for Rollins, LLC.
Reach him at fmeek@rollins.com.

MERGERS & ACQUISITIONS
BOON Industries sold 500,000 units of H+ CBD hemp extract to a major beverage maker, which is expected to begin
purchasing 2 million units per month, bringing BOON $12
million from the deal over the next 14 months.
Lineage Logistics acquired assets from Maines Paper &
Food Service. Maines serves more than 2,500 restaurants,
with Burger King, Tim Hortons, and Darden Restaurants
among its clients, reported Verdict Foodservice (May 21).
Lineage also acquired Henningsen Cold Storage Co. The
deal bolsters Lineage’s presence in the Pacific Northwest
by adding 14 facilities across Oregon, Washington, Idaho,
Pennsylvania, North Dakota, and Oklahoma.
Diestel Family Ranch is acquiring Willie Bird Turkeys, a
company that specializes in fresh free-range natural and organic turkeys as well as smoked products, which will continue to be sold under its name.
SCB Global Java Holdings acquired Denver-based White
Tale Coffee, which offers premium single-origin coffee primarily through an e-commerce subscription platform.
Food Lion will purchase 62 BI-LO/Harveys Supermarket
stores in North Carolina, South Carolina, and Georgia from
Southeastern Grocers. The stores will remain open as BI-LO
and Harveys Supermarket until the transaction is complete,
which is expected to take place over a staggered period
from Jan. to April 2021.

Acquisition Spotlight
Amazon is reportedly in advanced talks to acquire autonomous vehicle company Zoox Inc., according to people
familiar with the matter, reported The Wall Street Journal
(May 26).
Sources said the companies are discussing a deal that
would value Zoox at less than the $3.2 billion it achieved in
a funding round in 2018. Founded in 2014, Zoox has been
working to develop the hardware and software needed to
create electric-powered, robot taxis able to be summoned
by smartphone app.
It “has been receiving interest in a strategic transaction
from multiple parties and has been working with Qatalyst
Partners to evaluate such interest,” according to a company
statement.
Several years ago, Amazon created a team developed for
driverless technology and made several investments in the
area, including in 2019 when it participated in autonomoustechnology firm Aurora Innovation Inc.’s $530 million funding round. Amazon also invested in Rivian, a startup car
company with plans to build an all-electric pickup truck and
SUV. These investments highlight Amazon’s transportation
and logistics ambitions.
An agreement with Zoox may be weeks away and could
still fall apart, the people familiar with the matter cautioned.
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BUSINESS BUZZ
Imperfect Foods closed a Series C funding round of $72
million. The investment was led by Insight Partners and
supported by existing investors, including Series B lead Norwest Venture Partners.
JDE Peet’s B.V. raised $2.5 billion in its IPO, valuing the company at $17.3 billion in one of the world’s biggest IPOs this
year. About 80% of its coffee is sold for at-home consumption, a market that has held up so far during lockdowns,
though its smaller business as an operator of coffee shops
represents a potential risk for IPO investors depending on
how quickly people are able to return to their normal lives,
reported The Wall Street Journal (May 29).

BlueNalu attracted investment from Sumitomo Corp. of
Americas. BlueNalu focuses on producing seafood from fish
cells and will use the proceeds to develop a Good Manufacturing Practices pilot production facility in San Diego, expand its team, implement strategic alliances for global operations and distribution, and prepare for its market launch.
Path of Life inked a preferred partner agreement with Yin
Yang Naturals, a food brokerage firm focused on natural
and organic products. The deal is expected to help Path of
Life expand distribution, improve its shelf position, and fuel
research and development through insights from grocer
partners.

FOREIGN DEALS
Walmart Inc. plans to expand its Sam’s Club chain in China
to 100 stores in the next eight years. The Chinese version
of the chain sells higher end, imported groceries to middle-class consumers. Revenue at Sam’s Clubs has grown
at a faster pace than the company’s separate network of
over 400 Walmart stores selling basic groceries, reported
Bloomberg (May 20).
India-based ITC will acquire spices maker Sunrise Foods
Private Ltd. The company will acquire 100% of the equity
share capital of Sunrise Foods, which has operated primarily
under the trademark “Sunrise,” reported Reuters (May 24).
Barry Callebaut signed a deal to buy Australian chocolate,
coatings, and fillings maker GKC Foods. The purchase gives
Barry Callebaut a direct presence and manufacturing site in

Australia so it can cater to growing local and New Zealand
markets. Barry Callebaut plans to expand GKC’s factory in
Melbourne, reported Reuters (May 27).
Firmenich International acquired Les Derives Resiniques et
Terpeniques, a Dax, France-based company that develops
renewable and naturally derived ingredients. This acquisition gives Firmenich new capabilities in health and nutrition,
cosmetics, as well as a number of new markets, including
agriculture.
Carrefour agreed to buy food retailer Wellcome Taiwan
from Asia’s Dairy Farm. The transaction covers the purchase of 224 convenience stores as well as a warehouse and
is expected to close by the end of 2020, reported Reuters
(June 2).

THE FOOD INSTITUTE'S

FOOD BUSINESS MERGERS & ACQUISITIONS
AN ANNUAL REPORT OF M&A SHAPING THE FOOD INDUSTRY
Download here: http://food1.co/mergers2019
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LATEST FINANCIAL REPORTS
BIG LOTS INC.
(Columbus, OH)

Qtr. To May 2:
Sales:
Net Income:

CAMPBELL SOUP CO.
(Camden, NJ)
CURRENT
YEAR

% CHANGE
YEAR AGO

$1,439,149
$49,323

11.1%
217.4%

CRACKER BARREL OLD COUNTRY
STORES (Lebanon, TN)

Qtr. To June 2:
Sales:
Net Income:
9 Mos.:
Sales:
Net Income:

CURRENT
YEAR

% CHANGE
YEAR AGO

$2,238,000
$168,000

14.6%
100.0%

$6,583,000
$1,542,000

4.0%
604.1%

DOLLAR GENERAL CORP.
(Goodlettsville, TN)

CURRENT
YEAR

% CHANGE
YEAR AGO

$432,544
$161,932

-41.5%
221.2%

$2,027,727
$57,541

-11.3%
-63.7%

J.M. SMUCKER CO.
(Orrville, OH)

Qtr. To April 30:
Sales:
Net Income:
12 Mos.:
Sales:
Net Income:

Qtr. To April 26:
Sales:
Net Income:
9 Mos.:
Sales:
Net Income:

COSTCO WHOLESALE CORP.
(Issaquah, WA)

Qtr. To May 1:
Sales:
Net Income:

% CHANGE
YEAR AGO

$2,092,000
$226,300

10.0%
216.5%

$7,801,000
$779,500

-0.5%
51.5%

Qtr. To April 30:
Sales:
Net Income:
6 Mos.:
Sales:
Net Income:

CURRENT
YEAR

% CHANGE
YEAR AGO

$8,448,449
$650,446

27.6%
68.9%

Qtr. To May 2:
Sales:
Net Income:

Qtr. To May 3:
Sales:
Net Income:

% CHANGE
YEAR AGO

$1,235,203
$35,423

-0.5%
-32.7%

$37,266,000
$838,000

7.3%
-7.5%

$113,378,000
$2,613,000

7.8%
2.0%

CURRENT
YEAR

% CHANGE
YEAR AGO

$6,286,800
$247,600

8.2%
-7.6%

SPARTANNASH
(Grand Rapids, MI)

CURRENT
YEAR

% CHANGE
YEAR AGO

$844,711
$6,118

-0.1%
-84.9%

$1,667,789
$32,458

5.0%
42.3%

Qtr. To April 18:
Sales:
Net Income:

WILLIAMS-SONOMA INC.
(San Francisco, CA)
CURRENT
YEAR

% CHANGE
YEAR AGO

DOLLAR TREE INC.
(Chesapeake, VA)

SANDERSON FARMS INC.
(Laurel, MS)
CURRENT
YEAR

Qtr. To May 10:
Sales:
Net Income:
9 Mos.:
Sales:
Net Income:

CURRENT
YEAR
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CURRENT
YEAR

% CHANGE
YEAR AGO

$2,856,456
$15,402

12.4%
106.2%
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MARKETS

Find more information in the
MARKET INFO CENTER at foodinstitute.com!

STRAWBERRIES

U.S. STRAWBERRY IMPORTS,
JAN. 1-MARCH 31

Analyst - Chris Campbell | chris.campbell@foodinstitute.com

2019

57,144

70,740

22,613

5,868

4,609
FRESH
STRAWBERRIES

28,451

220,568

238,364

2020

1,000 LBS.

Imports
•
Imports of strawberries were down across fresh and
frozen varieties in 2020 compared to 2019, barring the
frozen strawberries greater than 1.2L category.
•
Fresh strawberry imports declined by about 18 millionlbs. year-to-date in 2020, but domestic production will
likely fill the gap.
•
California strawberry growers shipped 91.3 million flats
through May 31, a 9.2% increase from the year-ago period, according to the California Strawberry Commission.

FROZEN
FROZEN
FROZEN
STRAWBERRIES, LESS
STRAWBERRIES,
STRAWBERRIES,
THAN 1.2L
GREATER THAN 1.2L, GREATER THAN 1.2L
LESS THAN 25%
SUGAR

Source: U.S. Census Bureau

Cold Storage
•
Cold storage holdings of strawberries declined 13% yearover-year on April 30, down to 159.5 million-lbs.
•
IQF/poly stocks were up 29% month-over-month, driving
much of the category’s growth, with sources indicating
Northwest prices ranged between $1.40 and $1.63 per lb.
•
Year-over-year growth was evident for juice stock (+25%)
on relatively light stock, but IQF holdings were virtually
the same, rising only about 700,000 lbs.

Strawberry Cold Storage Holdings
Rise in April Year-Over-Year
4/30/2020
1,000-lbs.

Percent Change

4/30/2020

3/31/2020

4/30/2019

Y-o-Y

159,500

127,564

182,594

-13%

25%

84,833

65,851

84,122

1%

29%

Pails and tubs

35,513

33,660

56,989

-38%

6%

Barrels and drums

30,147

20,981

34,275

-12%

44%

9,007

7,072

7,208

25%

27%

Total strawberries
IQF, poly

Juice stock

M-o-M

Source: USDA

SOYBEANS
Analyst - Chris Campbell | chris.campbell@foodinstitute.com

Plantings, Emergence
•
Soybean plantings were seven percentage points ahead
the five-year average as of May 31, with 75% of the nation’s crop planted on the day.
•
Soybean emergence was also ahead of schedule,
ahead by eight percentage points, with 52% reported
on May 31.
•
North Dakota’s planting was 29 percentage points behind the five-year average, while emergence was 25 percentage points behind, lagging more than other states.

Soybean Plantings, Emergence in 18 Major States
Both Ahead of Five-Year Average
Change from
Soybeans
Change from
Soybeans
5-Yr Avg.
Emerged
5-Yr Avg.
Planted
31-May-20 31-May-19 5-Yr Avg. in % Points 31-May-20 31-May-19 5-Yr Avg. in % Points
18 States
75%
36%
68%
7
52%
17%
44%
7
Arkansas
66%
51%
73%
-7
57%
37%
64%
-7
Illinois
74%
19%
68%
6
50%
12%
51%
-1
Indiana
76%
15%
64%
12
58%
7%
41%
17
Iowa
95%
38%
75%
20
76%
14%
48%
28
Kansas
62%
25%
40%
22
46%
15%
26%
20
Kentucky
52%
46%
48%
4
39%
26%
30%
9
Louisiana
88%
88%
91%
-3
79%
73%
85%
-6
Michigan
76%
29%
62%
14
49%
11%
36%
13
Minnesota
95%
46%
82%
13
73%
12%
52%
21
Mississippi
86%
76%
86%
0
74%
58%
76%
-2
Missouri
49%
16%
49%
0
30%
11%
34%
-4
Nebraska
95%
62%
78%
17
73%
34%
47%
26
North Carolina
55%
56%
52%
3
42%
43%
37%
5
North Dakota
51%
63%
80%
-29
12%
10%
37%
-25
Ohio
66%
16%
62%
4
42%
8%
40%
2
South Dakota
80%
12%
64%
16
44%
1%
35%
9
Tennessee
49%
60%
59%
-10
31%
39%
39%
-8
Wisconsin
88%
30%
66%
-22
53%
7%
37%
16

Source: USDA

CBOT Soybeans Futures Prices
$13
$12
$11
$10
$9
$8

CBOT Wheat Futures Price

Source: www.mactrotrends.com
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Rolling 5-Year Smooth Moving Avg

6/2/2020

3/2/2020

12/2/2019

9/2/2019

6/2/2019

3/2/2019

12/2/2018

9/2/2018

6/2/2018

3/2/2018

12/2/2017

9/2/2017

6/2/2017

3/2/2017

12/2/2016

9/2/2016

$7
6/2/2016

Futures
•
Overall soybean futures continued a downward trend
when compared to a peak just over $9 at the end of February and beginning of January.
•
China’s decision to limit some U.S. agricultural products
could negatively impact prices as U.S. growers lose market access.
•
Depopulation efforts due to backlogged meat processing
plants may affect prices, especially in the soybean meal
sector.
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SELECTED COMMODITIES

FROZEN EGG PRICES
WEEK ENDING JUNE 1

Production Asst. - Anthony Deng | anthony.deng@foodinstitute.com

BUTTER MARKET JUNE 1

(Source: USDA)

(Source: USDA)

Cents Per Pound:
Grade AA

6/1/2020
1.6650

5/26/2020 Chge.
1.5800
0.0850

CHEDDAR CHEESE MARKET JUNE 1

Carloads/Cents Per Pound:
Whole, Light-Colored
White
Sugared Yolks
Salted Yolks

6/1/2020
2.1000
2.4000

Change
0.1900
0.4375

EGG PRICES TO RETAILERS JUNE 1
(Source: USDA)

Cents per dozen:
Extra Large-NY
Large-NY
Medium-NY
Extra Large-MW
Large-MW
Medium-MW
Extra Large-NC
Large-NC
Medium-NC
Extra Large-CA
Large-CA
Medium-CA
Large-VA
Medium-VA
Small-VA

Wk. Ending
1-Jun
91-95
89-93
75-79
81-83
79-81
65-67
104.09
101.63
81.18
154
149
129
N/A
N/A
N/A

Wk. Ending
26-May
91-95
89-93
75-79
81-83
79-81
65-67
104.63
101.63
81.18
170
154
149
N/A
N/A
N/A

Chge.
-8.00
-8.00
0.00
-12.00
-12.00
0.00
-0.54
0.00
0.00
-16.00
-5.00
-20.00
N/A
N/A
N/A

PRELIMINARY BROILER PRICES FOR
DELIVERY THE WEEK OF JUNE 1
(Source: USDA)

Cents Per Pound:
Chicago
Cleveland
Detroit
Los Angeles
New York
Philadelphia
Pittsburgh
St. Louis
San Francisco

This Week
70-78
Too Few
Too Few
75-85
65-75
Too Few
Too Few
Too Few
Too Few

Last Week
71-83
Too Few
Too Few
77-85
65-75
Too Few
Too Few
Too Few
Too Few

(Source: USDA)

Broilers placed six weeks ago come on the market next week

1,000 Chicks:
Alabama
Arkansas
Delaware
Georgia
Kentucky
Maryland
Mississippi
Missouri
N. Carolina
Texas
Virginia
Others
Total

Week
Week
%
Week
Week
%
Ended
Ended
Chge.
Ended
Ended
Chge.
5/23/2020 5/25/2019 2020 4/18/2020 4/20/2019 2019
23,167
22,060
5.0%
23,345
22,699
2.8%
20,908
23,403
-10.7%
20,140
22,056
-8.7%
4,297
4,945
-13.1%
5,155
5,730
-10.0%
25,876
27,423
-5.6%
25,207
27,565
-8.6%
6,592
5,832
13.0%
5,890
6,023
-2.2%
4,510
6,195
-27.2%
5,634
5,875
-4.1%
14,043
16,032
-12.4%
14,296
16,015
-10.7%
5,784
5,357
8.0%
5,472
6,679
-18.1%
19,994
19,399
3.1%
19,292
18,625
3.6%
14,200
14,656
-3.1%
13,805
14,096
-2.1%
4,716
5,359
-12.0%
4,385
5,714
-23.3%
8,814
8,030
9.8%
8,875
7,721
14.9%
152,901
158,691
-3.6%
151,496
158,798
-4.6%

COMMODITIES PRICES

(Sources: The Wall Street Journal & Barchart )

Steers, Tex.-Okl. avg. cwt.
Feeder Steers, Okl. Cty., cwt.
Hogs, Iowa-S. Minn, live avg., cwt.
Hams, 17-20 lbs., Mid-US lb. fob
Milk, Nonfat dry, Chi.
Butter, Chi., Grade AA, lb.
Eggs, Chi., Large White, doz
Coffee, Brazilian, lb.
Flour, Hard Winter, KC, cwt.
Wheat, KC, Hard, bu
Corn, No. 2, Cent. IL, bu
Oats, No. 2 milling, Mnpls, bu
Cocoa, Ivory Cst., metric ton.
Soybeans, No.1 Yellow,Cent.IL,bu
Soybean Meal, IL, 48% ton
Soybean Oil, crd. Decatur, IL, lb.
Corn Oil, wet mill, Chgo. lb.
Lard, Chi., lb.
Aluminum, LME, metric ton.
U.S. Regular Gasoline Prices, gal.
U.S. On-Highway Diesel Fuel, gal.

(Source: USDA)

Dollars Per Pound:
Skinned Boneless
Ribs On
Legs
Leg Quarters
Wings

This Week
$1.30-$1.35
$0.73-$0.74
$0.43-$0.44
$0.35-$0.36
$1.73-$1.74

Last Report
$1.40-$1.45
$0.73-$0.74
$0.43-$0.44
$0.35-$0.36
$1.73-$1.74

Week
Ended
1-Jun
116.30
N/A
61.54
0.41
103.00
1.66
0.77
0.95
15.05
4.83
3.09
3.42
N/A
8.27
284.70
0.26
49.35
0.36
N/A
1.96
2.39

Week
Ended
26-May
110.00
N/A
65.78
0.37
101.25
1.59
0.76
1.01
14.10
4.57
3.00
3.46
N/A
8.21
285.60
0.25
49.45
N/A
N/A
1.87
2.39

Price
Last
Year
115.00
N/A
79.26
0.85
105.50
2.36
0.42
1.01
15.75
4.81
4.04
3.60
N/A
8.30
320.30
0.28
26.75
N/A
1761.00
2.83
3.12

(Note: Gasoline and Diesel prices from U.S. Energy Information Administration)

Prices are for ready-to-cook, ice Grade A Broilers, (including branded), delivered in
truckload quantities

CHICKEN PART PRICES TO RETAILERS
NEW YORK - JUNE 1

Last Week
50-55
54-57
87-92
87-92

BROILER CHICKS PLACED MAY 23
AND PLACED APRIL 18

(Source: USDA)

Cents Per Pound:
Barrels
Blocks (40-lbs.)

This Week
50-55
54-59
87-94
87-94

FUTURES PRICES
As of May 29
Corn, bu.
Soybeans, bu.
Soybean Meal, ton
Soybean Oil, lb.
Wheat, bu.
Hogs, cwt. (carcass)
Cattle, cwt.
Feeder Cattle, cwt.
Orange Juice, lb.
Coffee, lb.
Cocoa, ton.

( Source: Barchart.com)
Cash
June
July
Price
Futures
Futures
3.09
3.25 (July)
3.30 (Sept.)
8.27
8.40 (July)
8.43 (Aug.)
284.70
283.2 (July)
285 (Aug.)
0.26
0.27 (July)
0.27 (Aug.)
4.83
5.20 (July)
5.23 (Sept.)
61.54
54.60
55.15
116.30
98.30
99 (Aug.)
N/A
136.12(Aug)
137.2 (Sept.)
N/A
1.24 (July)
1.25 (Sept.)
0.95
0.96 (July)
0.98 (Sept.)
N/A
2454.00 (July) 2455.00 (Sept.)
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MEMBERS IN THE SPOTLIGHT
GIOVANNI FOOD COMPANY INC.
Located in Baldwinsville, NY, Giovanni Foods has been making pasta sauces since 1934,
when the DeMent Family first opened their Italian-style restaurant and customers would
ask to take the sauces home. It’s a tradition that has grown in popularity throughout our
80 year history. From that homespun beginning, Giovanni has evolved into a leading Private Brand and Co-Packaging partner for emerging and established brands. As the food
business has continually changed over the years, we’ve helped our customers adapt and
thrive with market-driven solutions.
To learn more about this Food Institute Member, please visit: www.giovannifoods.com.

CHERRY CENTRAL COOPERATIVE INC.
Cherry Central, founded in 1973, is headquartered in Traverse City, MI. Cherry Central
is a vertically integrated cooperative owned by growers and processors across North
America. It harvests, processes, and markets an extensive line of quality fruits and
fruit based products. With continued innovation we are able to meet the demands of
retailer buyers in the private label, branded and foodservice channels as well as ingredient buyers. Cherry Central is an innovative and consumer oriented cooperative that
is focused on providing healthy food products that continually satisfy a global market.
To learn more about this Food Institute Member, please visit: www.cherrycentral.com.

KERR CONCENTRATES INC.
Kerr Concentrates has a long history of providing exceptional fruit and vegetable juices, purees, concentrates, custom formulations, essences and distillates. From conventional to organic, all of Kerr’s products uphold the integrity and richness of the raw fruits and vegetables.
Our products are natural options to deliver flavor, color, texture and sweetness with the clean
labels consumers want. With a dedicated R&D team, you can customize a solution that will
meet your needs and develop food and beverages that will taste and look better than ever.
Talk with us about your next project.
To learn more about this Food Institute Member, please visit: www.kerrconcentrates.com.

WANT TO BE FEATURED HERE?
Food Institute members can have their company’s profile featured in both The Food Institute Report and the Today in Food
newsletter, a complimentary service offered with membership. To learn more about this valuable benefit, visit
http://www.foodinstitute.com/profile or contact Cathie Sloan at cathie.sloan@foodinstitute.com.
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4 FOODIE FINDS
Disney’s Coffee Subscription
Joffrey’s Coffee & Tea Co., which is the official specialty coffee of Walt Disney
World, launched a coffee subscription service.
Subscribers can access the Disney Specialty Coffee Collection that includes
more than 20 coffee blends inspired by and traditionally served at resorts and
signature restaurants within the parks. Some of the blends include Kona, Hollywood Brown Derby, and Trattoria Al Forno, reported Delish.
Photo: Joffrey’s

Bottled Jack and Coke
Jack Daniel’s launched Black Jack Cola.
Instead of using whiskey, Black Jack Cola is a malt beverage with the flavors
of Jack Daniel’s and cola plus an added lemon-line twist. Each 10-oz. bottle has
a 4.8% ABV. The drink is a part of the brand’s Country Cocktails line, reported
Taste of Home.

Photo: @aldi.mademedoit | Instagram

Kellogg’s Mashups
Kellogg’s released a mash-up cereal of Frosted Flakes and Froot Loops.
The cereal combines the sweet and crispy flavor of Frosted Flakes and the
bright colors of Froot Loops mixed together in one box. The combo will be
on grocery store shelves nationwide this June for a limited time, reported
Delish.

Photo: Kellogg’s

Land O’ Lakes Maple Butter
Land O’Lakes launched a limited-edition butter spread called Maple Me Crazy.
The maple butter, available at ShopRite, The Fresh Grocer, Kroger, and Market
Baskets across the U.S., contains a combination of sweet cream, maple syrup,
and brown sugar. In addition to being for pancakes and waffles, it can be used
in cookies or to make caramel corn, reported People.

Photo: @candyhunting | Instagram

Content for 4 Foodie Finds is obtained from the Foodie Insider, a daily newsletter for consumers from The Food Institute.
Go to http://food1.co/foodie if interested in signing up. If you have a new product or related news you would like to submit for the Foodie Insider newsletter, send your suggestion to victoria.campisi@foodinstitute.com.
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