
Hilmar to build new milk 
powder plant in Turlock
HILMAR, Calif. — Hilmar Cheese Co. Inc. this week an-
nounced plans to build a milk powder processing facility in 
Turlock, Calif.

“We are expanding our ingredients business to meet strong 
global demand for milk powders,” says John Jeter, CEO and 
president, Hilmar Cheese Co. “The U.S. dairy industry, and 
specifi cally California, is well positioned to be a consistent 
supplier to the world.”

Hilmar says its new Turlock facility will produce a variety of 
milk powders designed to be a primary foundation for delivering 
nutrition in various forms worldwide. The company’s Hilmar 
Ingredients division will market the milk powder. 

“With this expansion into milk powders, we are continuing 
our tradition of converting our high quality milk supply into 

Burrata, a top menu trend, adds 
decadence to plates year-round 
By Rena Archwamety

MADISON, Wis. — Burrata, a fresh cheese with an intricate creamy 
center wrapped in a soft Mozzarella skin, has traveled in recent years 
from a relatively obscure Italian import to a top trend in U.S. restau-
rants from coast to coast, available in several domestic varieties now 
as well. Served simply with bread and olive oil, as a more decadent 
alternative in Caprese salad, or over root vegetables or pasta, Burrata 
is quickly fi nding its place as a year-round darling among chefs and 
fi ne food enthusiasts.

Burrata was ranked No. 7 among the top 10 food trends driving 
customer loyalty, according to a recent survey from newBrandAnalytics 
on menu items that have been trending on social media and driving 
customers to restaurants. Market research fi rm Datassential also has 
listed Burrata among the top growing menu terms.

“You’re starting to see it on more and more menus,” says Francis 
Wall, vice president of marketing for BelGioioso Cheese Inc., Green 
Bay, Wis. “We are starting to see it take off at retail as well. Chefs 
start putting on the menu, and people try it and want to fi nd it at the 
grocery store.”

BelGioioso fi rst added Burrata to its line in late 2006, and now of-
fers the cheeses in 8-ounce, 4-ounce and most recently 2-ounce balls. 
Wall notes the 2-ounce variety has really taken off with chefs due to 
its convenient portion size.   

Burrata originated in the Puglia region of Italy in the early 1900s, 
Wall says. Cheesemakers mix shreds or “rags” of fresh Mozzarella with 
cream to create the inner fi lling, or “stracciatella.” The creamy fi lling 
then is hand-wrapped into a ball of Mozzarella and pinched at the top, 
stopping any air from penetrating and spoiling the center.

“From the outside, it looks like a ball of Mozzarella, but when you 
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By Alyssa Sowerwine

MADISON, Wis. — With the 
sea of products available to 
consumers these days, it can 
be challenging to make a 
splash in the retail case. But 
with the right packaging and 
messaging, cheesemakers can 
create product standouts that 
capture consumer attention 
and cultivate brand loyalty.

“There’s two things we 
recommend focusing on for 
cheese — packaging and po-
sitioning,” says Chris Cornyn, 
president of DINE, a food and 
drink strategy, marketing and 
branding fi rm in San Francisco. 
Cornyn will lead a session titled 
“How to Become a Supermarket 
Superstar” at the Winter Fancy 

Cheesemakers, experts share 
strategies for ‘stars’ at retail

Food Show, held Jan. 19-21 in 
San Francisco.

In choosing packaging, 
Cornyn says to focus on the 
three S’s: stop, sell and select.

“You want to stop the con-
sumer with the package — do 
something that’s disruptive,” 
he says. “The stop can be brand 
name,  color, shape, where it 
comes from, but it’s got to be 
something different.”

At retail, “the package is 
the product,” Cornyn says. 
It protects and preserves it, 
garners attention for it, com-
municates a message and image 
and educates the consumer on 
its contents.

Cornyn notes that 74 per-
cent of all shopping decisions 
are made in the store, with 100 
percent of decisions ultimately 
made at the retail shelf.

“Packaging creates impulse 
buys and also is your last chance 
to close the sale,” he says.

Following the “stop,” com-
panies need to sell the con-
sumer on the need for their 
product, thereby leading them 
to select it for purchase, he says.

Katie Jury, marketing man-
ager for Saputo Specialty 
Cheese, Richfi eld, Wis., says 
the company frequently per-
forms competitive reviews of 
its brands’ categories to ensure 

products are standing out from 
the competition in the retail 
case.

“What colors are being 
used? What are the claims on 
competitive packaging? What 
is our brand’s point of differ-
ence?” Jury says. “We fi nd that 
positioning our product and 
creating a personality for our 
brands speaks to consumers.”

In positioning products at 
retail, Cornyn notes that it’s 
important for cheesemakers 
to inform the consumer about 
what makes their product dif-
ferent from everyone else’s.

“It might not just be the 
cheese itself, it may be intro-
ducing a new brand that ap-
peals to consumers or a new use 
for a current product,” he says.

In positioning cheese at re-
tail, it’s important not to have it 
look like everything else in the 
case, says Becky Ryan, director 
of marketing for Emmi Roth 
USA Inc., Monroe, Wis.

“A lot of cheese tends to 
look the same, yellow Cheddars, 
making it look like a commod-
ity,” she says. “But if you’re 
trying to sell an award-winning, 
specialty cheese, your packag-
ing should refl ect that.”

Emmi Roth USA last year 
introduced a full line of Ameri-
can original and international-

style cheeses in distinctive 
new packaging under its Roth 
Cheese brand. The brand 
celebrates the company’s 
Wisconsin roots and encour-
ages shoppers to explore 
new fl avors and varieties of 
specialty cheeses.

“We did some work with 
consumers before the redesign 
last year. They want to know 
how to use the cheese, as well as 
cheese cuts that look natural. If 
it has a rind, they want to see 
it,” Ryan says.

Messaging also is impor-
tant, Cornyn says.

“A lot of people don’t spend 
time on words, but there are a 
lot of words in specialty grocery 
that are overused and empty,” 
he says. “My recommendation 
is to spend time thinking about 
the right words and messaging 
you’re using on your product. 
Are you telling a story? Start 
with your brand, what is it, how 
do you use it?”

Jury notes that creating a 
story with packaging can be a 
diffi cult task as companies have 
a very short time to capture 
consumers’ attention in the 
retail case.

“It’s important to convey 
the brand’s personality in color, 
font and imagery,” she says. 

ADPI initiative to 
promote electronic 
price reporting

Turn to STARS, page 17 D

Turn to HILMAR, page 8 D

ELMHURST, Ill. — The 
American Dairy Products 
Institute (ADPI) has an-
nounced a new initiative 
to promote the use of 
electronic reporting of 
pricing information to the 
USDA Agricultural Market-
ing Service’s (AMS) Dairy 
Market News (DMN). This 
reporting, on a weekly 
basis, will supplement the 
information DMN collects 

Turn to ADPI, page 8 DTurn to BURRATA, page 19 D

Scan this code 
for breaking 
news and the 
latest markets!
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      longer trade on spot market.
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)   Congress passes
      $1.1 trillion spending bill, 
      continues work on farm bill.
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      hedge correlation.’   
     For details, see page 6.

)   Retail WATCH Exclusive:
     Scott’s of Wisconsin to 
     showcase new products
     at Fancy Food Show.
     For details, see page 9.

http://www.facebook.com/cheesemarketnews


BURRATA
Continued from page 1

For more information please visit www.yanceysfancy.com
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View our Cheeses on-line at babyswiss.com

• Food Safety & Audit Programs
• Original Baby Swiss Cheese
• Loved by Young and Old Alike
• 2 lb., 4 lb. and 7 lb. Deli Slicers

• All available in Various Pack Sizes
• Award-Winning Premium Swiss
• Pleasantly Mild and Nutty Flavor

Unmatched quality and consistency in every vat, we 
offer these varieties: Original Baby Swiss • Premium 
Swiss • Amish Butter Cheese • Farmers Cheese -  
 available in Bulk, Precut and Slices. Complete Private 
label programs for Deli and Food Service 

For more information please visit www.babyswiss.com

cut it in half, that’s when you see the 
delicate, delicious fi lling on the inside,” 
Wall says.

Di Stefano Cheese, Pomona, Calif., 
also offers Burrata in 8-ounce,  4-ounce 
and 2-ounce sizes. Owner and founder 
Mimmo Bruno, who learned how to 
make Burrata in his native Puglia, Italy, 
began making the cheese for different 
U.S. companies in the early 1990s and 
then in 2009 started his own family-run 
business dedicated to Burrata and other 
Italian cheeses.

Alyssa Lightner, national sales man-
ager for Di Stefano, attributes Burrata’s 
recent growth in popularity to word of 
mouth. 

“It requires people to taste for them-
selves and see how incredibly creamy it 
is compared to traditional Mozzarella, 
which is also fantastic,” she says. “Over 
the last few years, it has really exploded. 
It speaks for itself.”

While California is the largest mar-
ket for Di Stefano’s Burrata, Lightner 
says the cheese is growing in notoriety 
nationwide and spreading quickly into 
Texas and Midwest states. The company 

also has started distributing cheese in 
South Korea. To keep up with its growing 
demand, the company currently is adding 
another 10,000 square feet to its Pomona 
plant, and the expansion is expected to 
be complete by the middle of this year.
• Menu versatility

Lightner and Wall both say the 
restaurants their companies serve ap-
preciate the freshness of the handmade 
Burrata.

“All of BelGioioso’s fresh Mozzarella 
and Burrata is made to order,” Wall 
says. “Chefs like ours because it’s made 
from fresh, local milk, and the sanitary 
environment it’s made in allows for a 37-
day shelf life. It has fl avor, consistency 
and quality.”

When serving Burrata, Lightner says 
it is ideal to eat it all within the fi rst 
opening, and it is best served at room 
temperature so the creamy center has 
an opportunity to ease.

“The greatest thing is that it chame-
leonizes itself to sweet or savory dishes,” 
she says. “It can be put with caramel-
ized butternut squash and can make a 
harvesty dish. It also is really great with 
dates and a little salt sprinkled on top. 
And it adds a unique spin to the typical 
Caprese salad.”

Bar Toma of Chicago has served im-

ported Burrata from Puglia, Italy, as an 
appetizer since it opened in November 
2011. It also more recently introduced 
a pizza with Burrata, arugula and white 
truffl e oil, which has become a popular 
menu item.

When served as an appetizer, the 
Burrata comes wrapped in a leek leaf 
and the server will split the ball open 
and add fresh black pepper, sea salt 
and olive oil. The cheese is paired with 
fettunta — grilled bread rubbed with a 
raw garlic clove.  

“People like the presentation, and 
the fact that we open it up and split it 
tableside,” says Erik Freeberg, execu-
tive chef at Bar Toma. “We’ve noticed 
what happens when we sell it in a dining 
room, at least two or three other tables 
ask, ‘What is that?’ We get more orders 
out of curiosity.”

Freeberg says there is such a high 
demand for Burrata that the restaurant 
sometimes has a problem importing it 
in a large enough quantity so it doesn’t 
run out.

“When we started, it took a little bit 
for it to catch on, but once it started 
selling, it literally has gone great guns,” 
Freeberg says. “It increases even more 
in warm months. People sit on the patio 
outside, drink a glass of rosé, order Bur-

rata and kick back and relax.”
Elizabeth Chubbuck, director of 

wholesale at New York’s Murray’s Cheese, 
says Burrata has gone beyond the tradi-
tional summer season for fresh cheese. 

“I don’t think there should be a 
season for Burrata — we just need to 
get creative with the ways we use it,” 
she says. “Break out of the mold that it 
only goes in summer Caprese.”

Some summer menu ideas include 
Burrata with a little salt and pepper 
paired with cantaloupe or grilled 
peaches, or with plums and simple 
syrup, light balsamic vinegar and fresh 
basil, Chubbuck says. In other seasons, 
Burrata can add sweetness and creami-
ness to roasted root vegetables, or can be 
added to light pasta dishes with smoked 
or truffl ed salt.

“Italians have long done oysters and 
Burrata. Caviar can be served with Bur-
rata instead of Crème Fraîche. Or pair it 
with pickled vegetables,” she suggests. 
“From a restaurant perspective, people 
do get more creative. For smaller  wine 
bars or restaurants, a piece of Burrata 
on a plate with country bread, olive oil 
and salt is very low labor, an easy menu 
item, but also pretty decadent.”

Chubbuck says the Four Seasons 
Turn to ITALIAN, page 20 D
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Offering:
• Authentic Mediterranean taste
• Available in lowfat and nonfat varieties
• 2X the protein
• Thick, creamy taste
• Exceptional quality with every spoonful
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“When we come in first, you  
know exactly where we stand  

to best serve you!”
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CHEESEMAKERS608.325.3021 • www.klondikecheese.com

Ron Buholzer, 
Dave Buholzer and  
Steve Buholzer

Basch adds that the company wants 
its products to speak for themselves 
rather than inundating consumers with 
company history or other information 
on the packaging.

“We’re not trying to overcommuni-
cate messaging through our labeling 
and packaging,” she says. “We don’t 
talk about the farm or the family on the 
packaging, but we hope consumers are 
intrigued enough by the product to visit 
our website, and there they can learn 
all about who we are and what we do.”

When consumers do visit the site, 
the same clean design from the label is 
refl ected on Point Reyes’ website and 
Facebook page, Basch notes.

Packaging increasingly is driving 
increased consumer interaction with 
companies through linking to websites 
or a Facebook page through QR codes 
or listing of web addresses on the label, 
Wilkinson says. 

This trend is expected to continue 
and grow, she adds. 

“Creating a look and feel for pack-
aging is a just a starting point,” notes 
Jury. “Websites, in-store point of sale 
materials and promotions offered need 
to have a consistent look and feel. If 
a consumer doesn’t understand the 
brand, you’ve lost them.”

She notes that Saputo Specialty 
Cheese also uses social media as a tool 
to track what consumers are saying 
about its products, as well as to share 
and further promote the brand.

“We found that especially in the 
specialty cheese category, consumers 
are adventurous. They want to try new 
products and, most importantly, they 
want to learn more about the product 
and share it with the people around 
them,” Jury says. “We offer a variety of 
tools on our websites including beverage 
pairings, serving suggestions, a multi-
tude of recipes and even print-at-home 
serving cards that consumers can use 
when entertaining with cheese.” CMN

Hotel in New York recently ran Burrata 
in its menu served on top of pureed 
sorrel. And currently Murray’s Cheese 
Bar’s Burrata dish, which changes sea-
sonally, consists simply of Burrata with 
salt, grilled bread and quality olive oil.
• Approachable luxury

Outside of restaurant menus, Free-
burg says Burrata lends itself well to 
cheese boards when entertaining at 
home.

“It’s something you can put on a 
cheese board and let people sample,” 
he says. “It has a pretty mild fl avor, 
and you can serve monofl oral honeys 

or Marcona almonds with it,
When talking with guests at Bar 

Toma, Freeberg says he sees increasing 
numbers of people who are familiar 
with Burrata. 

“After we started serving it here, I 
saw it showing up on more menus — not 
because of us, but in the culinary world, 
once it started showing up on menus, the 
general public took hold and ran with 
it,” he says. “It’s become very popular.”

Chubbuck notes that chefs tend to 
drive food trends in local markets, and 
while Burrata is well-known in cities 
like New York, there still is plenty of 
room for it to grow in other parts of the 
United States.

“People are defi nitely becoming 
more and more familiar with it, espe-

cially in New York where it’s on so many 
menus across town,” she says. “I don’t 
think Burrata’s going to go away, but 
I’m not sure it will have the continued 
growth it has had. There defi nitely is 
a lot of room for growth on a national 
scale.”

She says part of Burrata’s appeal is 
that it’s cheese that seems luxurious 
and foreign but still is very much within 
reach for the consumer.

“I think people like it because 
it is so surprising and so different 
than Mozzarella or any other cheese 
they have had. It’s so luscious and 
rich but at the same time simple and 
approachable,” she says. “There’s 
something so compelling about it at a 
basic level. People swoon for it.”   CMN

ITALIAN
Continued from page 19
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Swiss Valley Farms 
releases Baby Swiss
DAVENPORT, Iowa — Swiss Valley 
Farms has introduced Grass-Fed Baby 
Swiss Cheese, which is made with milk 
from grass-fed cows, the cooperative 
says. 

The cooperative says the flavor 
profi le is mild, and the texture is both 
creamy and buttery, yet slightly richer 
and fuller than traditional Baby Swiss. 
In addition, subtle fl avor variances 
refl ect the seasonality of the milk. 

Grass-Fed Baby Swiss Cheese is 
available in 5-pound random weight 
wheels.

For more information contact 
Tim Smith, national sales manager, 
Swiss Valley Farms, at 513-882-7218, 
tim.smith@cavesoffaribault.com, 
or visit www.swissvalley.com. CMN
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