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Mexico, Canada tariffs to 
affect U.S. dairy products
WASHINGTON — Mexico has announced it will impose tariffs on 
various U.S. cheeses, while Canada will impose tariffs on yogurt 
among many other products in response to steel and aluminum 
tariffs imposed by the United States.

Yesterday President Trump announced the implementation of 
steel and aluminum tariffs on Canada, Mexico and the European 
Union (EU) “to protect America’s national security from the ef-
fects of global oversupply of steel and aluminum.”

This follows an announcement by Trump on March 8 of a 
25-percent tariff on steel imports and a 10-percent tariff on 
aluminum imports. The White House says the United States has 
reached agreements with South Korea, Australia, Argentina and 
Brazil to help avert tariffs against these countries’ imports, but 
that it was unable to reach satisfactory agreements with Canada, 

Wisconsin industry invests in 
research, updates its image 

Editor’s note: As part of our series, “From Cow to Curd: A Look 
Across the Nation,” Cheese Market News takes a look at the cheese and 
dairy industry across the United States. Each month we examine a 
different state or region, looking at key facts and evaluating areas 
of growth, challenges and recent innovations. This month we are 
pleased to introduce our latest state — Wisconsin.

By Rena Archwamety

MADISON, Wis. — Wisconsin is “America’s Dairyland,” as seen on the 
state’s license plate slogan and reflected across the landscape that is 
dotted with more than 8,000 family dairy farms.

Dairy contributes $43.4 billion annually to Wisconsin’s economy, 
and among U.S. states, Wisconsin ranks first in cheese production 
and second in milk production, according to Dairy Farmers of Wis-
consin. 

“I like to say if you live in Wisconsin, you’re part of the dairy in-
dustry — you’re impacted one way or another,” says Patrick Geoghe-
gan, senior vice president of marketing and industry relations, Dairy 
Farmers of Wisconsin.

“We have been the leading producer of cheese in America now for 
108 years. Of course, over that time not only have we been producing 
the most cheese, but we have won more awards than any other state 
by far, more than all other states combined,” Geoghegan adds. “We’re 
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By Alyssa Mitchell

ARLINGTON, Wis. — Dairy 
stakeholders across the country 
are launching efforts to connect 
with producers at state and lo-
cal levels to help educate and 
engage them on issues affecting 
the national dairy sector, as well 
as giving them a voice to bring 
their story to federal influencers.

This week in Arlington, 
Wisconsin, the Wisconsin Farm 
Bureau Federation (WFBF) — a 
state affiliate of the American 
Farm Bureau Federation (AFBF) 
that functions independently — 
along with Farmers for Free 
Trade, a nonprofit dedicated to 
supporting and expanding export 
opportunities for American 
farms and ranches, hosted a 

Wisconsin Farm Bureau hosts 
trade policy, export discussion

roundtable discussion and media 
availability on the importance 
of fair and free trade policies to 
state agricultural exports.

WFBF members belong to 
one of 61 county farm bureaus, 
run by a board of directors made 
up of people working in produc-
tion agriculture.

Amy Eckelberg, director of 
communications, WFBF, says 
WFBF prides itself on being a 
grassroots organization. 

“Our focus is always on our 
members. So while many people 
view trade as a federal issue, the 
topic of trade directly impacts 
our farmers in Wisconsin,” Eck-
elberg says. 

She notes exports are a large 
component of Wisconsin agricul-
ture. In 2017, Wisconsin exported 
$3.5 billion worth of agricultural 
products to 147 countries and 
ranked 12th nationally for the 
value of agricultural exports. 

“Trade is critical to our state’s 
farmers, and for that reason 
Wisconsin Farm Bureau stays 
engaged on the topic in whatever 
ways we can,” she adds.

Matt McAlvanah, Farmers for 
Free Trade, says the organization 
is looking to ensure that the 
voices of farmers being impacted 
by tariffs and trade uncertainty 
are being heard in Washington, 
D.C. 

“Events like these allow 
local farmers and producers 
to describe the impact in ways 
that lawmakers understand,” 
McAlvanah says. “Farmers for 
Free Trade uses these events to 
show that there is grassroots sup-
port for trade policies that keep 
export markets open to ‘Made in 
America’ ag products.”

The discussion Wednesday 
featured comments from local 
farmers and producers, and 
agricultural associations and com-
panies across the state, including 
several dairy stakeholders includ-
ing Dairy Farmers of Wisconsin, 
Sartori Co. and Edge Dairy Farmer 
Cooperative. Opening remarks 
were given by Sheila Harsdorf, 
secretary of the Wisconsin Depart-
ment of Agriculture, Trade and 
Consumer Protection; Jim Holte, 
president, WFBF; and Jennifer 
Spall, director of outreach and 
engagement, Farmers for Free 
Trade. Harsdorf also moderated 
the round table discussion.

“It is critical that as an 
industry, we remain focused 
on what is important: free and 
fair trade,” Harsdorf says. “Agri-
cultural exports are critical for 
not only Wisconsin farmers and 
agribusinesses, but the entire 
state and country.”

She notes that Wisconsin is 
a national leader in the produc-

tion of numerous commodities, 
including cheese, cranberries 
and ginseng.

“Agriculture depends on 
exports,” Harsdorf says. “Our 
farmers are currently enduring an 
extended period of low commod-
ity prices. For the profitability of 
our farmers and our state’s long-
term prosperity, it is crucial for 
Wisconsin to maintain our current 
trading partners and continue to 
expand and increase exports by 
building new relationships.”

Much of Wednesday’s round 
table discussion focused on con-
cerns with the renegotiation of 
the North American Free Trade 
Agreement (NAFTA), access to 
emerging markets and threats 
to the U.S. ag sector from other 
trade leaders including the 
European Union.

Sartori Co. President Jeff 
Schwager, who was part of the 
round table, notes that exports 
are a key part of the company’s 
growth.

Fellow round table partici-
pant Chad Vincent, CEO of Dairy 
Farmers of Wisconsin, formerly 
the Wisconsin Milk Marketing 
Board, adds that dairy farm 
families are under an incredible 
amount of stress, and there is a 
need to build opportunities to 
sell product.

June Dairy Month 
celebrated with 
events, education

A
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By Mallory Adamson

MADISON, Wis. — Dairy 
organizations across the 
United States are cele-
brating June Dairy Month 
with special events and 
campaigns throughout the 
month.

Dairy Farmers of Wiscon-
sin, formerly the Wisconsin 
Milk Marketing Board, is 
kicking off June Dairy Month 
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producing the best cheese on earth. 
We have water and are one of the best 
places on earth to grow forages for 
cows. You need all those things to cre-
ate great milk.”

Wisconsin dairy farms produced 
30.32 billion pounds of milk in 2017, 
second only to California. Ninety per-
cent of that milk goes into cheese pro-
duction, and 90 percent of the cheese 
produced in Wisconsin is sold outside 
of the state.

Geoghegan notes that for decades, 
Wisconsin was a milk-defi cit state, 
and cheese companies had to bring 
milk in from other states to run at full 
capacity. That is no longer the case, 
he says, as Wisconsin milk production 
has reached record levels for the last 
decade almost every year, despite de-
creasing farm numbers. 

“These are really challenging times 
for dairy farmers. They’re being paid 
what they were being paid in 1977, 
and it’s remarkable that they can stay 
in business in these conditions, but 
they’re working through the current 

situation,” he says, noting that Wis-
consin’s farmers continue to look for 
ways to become more effi cient.

“We haven’t seen the milk dumping 
here that we have seen in other parts 
of the U.S.,” Geoghegan adds. “We 
make great cheese in Wisconsin, so 
there is a strong market for our cheese 
products.
• New image

Dairy Farmers of Wisconsin, pre-
viously known as the Wisconsin Milk 
Marketing Board, is funded by the 
state’s dairy farmers through checkoff 
program dollars and tasked to develop 
markets for the state’s dairy products, 
which includes more than 600 cheese 
varieties. The organization is in the 
midst of a major rebranding project, 
both on its farmer-facing and consum-
er-facing sides. 

In a recent internal refl ection of 
its mission, the organization declared: 
“Wisconsin is ‘America’s Dairyland’ 
for a reason: We do dairy better than 
anyone. That identity is our birthright 
— it’s central to who we are and it de-
fi nes how the rest of the world sees us. 
... Every carton of milk, stick of butter, 
cup of yogurt or wedge of world-class 
cheese we export is a kind of ambassa-

and foodservice promotions have gone 
up 26 percent over the last fi ve years. 
• Winning products

Wisconsin’s plentiful water, forages 
and grazing land supported the growth 
of dairy farms in the 1800s, which in turn 
supported the rise of cheesemaking as 
waves of immigrants with cheesemaking 
knowledge from places like Switzerland 
and Germany settled in various pockets 
of the state, according to John Um-
hoefer, executive director, Wisconsin 
Cheese Makers Association (WCMA).

Commodity cheeses such as Cheddar 
and Mozzarella, which Wisconsin has 
long produced, remain top cheeses in 
the state, though Wisconsin’s specialty 
cheese production has been rapidly 
increasing.

“Today about one-fourth of the 
cheese made in the state is classifi ed 
as ‘specialty,’ everything from Feta to 
Parmesan,” Umhoefer says. “Overall, 
we’re about half of the specialty cheese 
produced in the U.S.”

One factor driving Wisconsin’s 
specialty cheese growth has been 
smaller and mid-size cheese companies, 
both start-ups and businesses passed 
down through generations, turning to 
value-added specialty varieties due to 
economic reasons.

“Today when industry comes in, 
they tend to set up larger factories and 
economic industries of scale. Smaller 
companies have had to adopt different 
strategies,” Umhoefer says. 

Within specialty cheeses, he ob-
serves there is a growing market for 
naturally-smoked cheeses, while goat’s 
milk cheeses have taken off greatly in 
the state, and sheep’s milk cheeses 
also are seeing growth potential. Ad-
ditionally, Wisconsin remains a leader 
in processing, cutting and packaging of 
cheeses for consumers.

While Wisconsin is best known for 
cheese, it also produces high-quality 
butter, fl uid milk, ice cream and dairy 
ingredients.

“We’re very proud of the fact that we 
are the dairy state,” says Brad Legreid, 
executive director, Wisconsin Dairy 
Products Association (WDPA). “We’ve 

WISCONSIN
Continued from page 1
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WISCONSIN PRIDE — Dairy Farmers of 
Wisconsin is rolling out its new “Proudly 
Wisconsin Cheese” and “Proudly Wiscon-
sin Dairy” logos this month, which help 
Wisconsin-made products stand out in retail-
ers across the United States.

MADISON, Wis. — Wisconsin main-
tained its ranking as the top cheese-
producing state in 2017, with 27 
percent of the nation’s total cheese 
production. Wisconsin’s specialty 
cheese production in 2017 totaled 
799 million pounds, accounting for 24 
percent of Wisconsin’s total cheese 
production and an increase of 24.2 
million pounds over 2016, according 
to USDA’s National Agricultural Statis-
tics Service (NASS). 

Of Wisconsin’s 132 cheese plants, 99 
manufactured at least one type of spe-
cialty cheese during 2017. Blue, Feta, 
Havarti, Hispanic types, specialty Moz-
zarella and Parmesan Wheel remain the 

Wis. specialty cheese production increases
most popular varieties, NASS reports. 
Gouda posted the most production 
growth, rising 44 percent in 2017 over 
the previous year.

Wisconsin cheesemakers are known 
for offering a wide variety of high-quality 
specialty cheese — a value-added prod-
uct that commands a premium price, 
the NASS report notes. According to the 
Wisconsin Specialty Cheese Institute, 
the nature of specialty cheese is derived 
from one or more unique qualities, such 
as exotic origin, particular processing or 
design, limited supply, unusual applica-
tion or use, and extraordinary packaging 
or channel of sale. The common denomi-
nator is its very high quality.      CMN

dor, shorthand for the people and val-
ues that make Wisconsin the special 
place that it is.”

Dairy Farmers of Wisconsin in April 
unveiled its new name and logo, fea-
turing a cow surrounded by the words, 
“Strong Farms, Strong Future.” This 
month, Dairy Farmers of Wisconsin 
will offi cially roll out its new “Proud-
ly Wisconsin Cheese” and “Proudly 
Wisconsin Dairy” logos, shaped like a 
ribbon, designed to show the award-
winning nature of Wisconsin products. 
Also this month, Dairy Farmers of Wis-
consin is revamping its website, www.
wisconsincheese.com, with the new 
logo and new photography.

In addition to its new farmer and 
product logos, Dairy Farmers of Wis-
consin has started to develop a program 
to help Wisconsin companies that are 
interested in exporting their dairy 
products.

“For the fi rst time in the organiza-
tion’s history, Dairy Farmers of Wis-
consin will be developing a program to 
help companies who are interested in 
export,” Geoghegan says. “There is a 
lot more interest by Wisconsin cheese 
and dairy companies now than there 
has been before, both for cheese and 
ingredients. Right now we are doing 
research on that program.”

He adds that Dairy Farmers of Wis-
consin continues to help dairy farmers 
through its marketing programs across 
the country, and the organization’s retail Turn to PRODUCTS, page 11 a
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had a solid dairy industry for decades, 
well-established since for what seems 
like the beginning of time in the state. 
It’s a three-legged milk stool — pro-
cessors, producers and marketers. All 
are fi rmly established and entrenched. 
The history and infrastructure of our 
dairy industry is golden. That’s hard 
to match.”

Recently, Legreid says, Wisconsin 
dairy manufacturers have seen a resur-
gence in butter as well as favorability 
for other full-fat dairy products such as 
cheese and whole milk. Novel ice cream 
and fl uid milk fl avor profi les also have 
emerged, as well as the use of whey 
— formerly a disposable byproduct of 
cheese — in a plethora of products from 
baby formula to sports drinks.

Wisconsin also is home to major 
national and international cheese and 
dairy contests hosted by WDPA and 
WCMA.

Since 2003, WDPA has helped show-
case the quality dairy products from 
Wisconsin and elsewhere through its 
annual dairy products contest held in 
conjunction with the World Dairy Expo 
in Madison, Wisconsin. The contest has 
grown from 100 entries its fi rst year 
to 1,500 entries in last year’s event. It 
was the fi rst national contest to shine a 
spotlight on all dairy products — such 
as Grade A, ice cream and dairy ingre-
dients — in addition cheese.

WCMA, which has records of compe-
titions dating back to the organization’s 
beginning in the late 1800s, now hosts 
the U.S. Championship Cheese Con-
test and World Championship Cheese 

Contest in alternating years. Umhoefer 
points to reports from Wisconsin-based 
Emmi Roth USA that sales of its Roth 
Grand Cru Surchoix, which won the 
2016 World Champion title, went up 
200 percent following its win.

“We like to hear stories like that,” 
Umhoefer says. “We’re really gratifi ed 
because we hear from winners now 
that there’s a really tangible outcome 
to winning and placing with medals at 
our competitions.” 
• Collaborative efforts

Both WCMA and WDPA put major 
efforts into lobbying on behalf of their 
dairy processor members. WCMA has 
focused on both state efforts such as 
regulatory issues with the Department 
of Natural Resources and Department 
of Agriculture, and national issues such 
as the farm bill, tax reforms that affect 
farmers and cooperatives, and federal 
milk marketing issues.

WDPA has successfully advocated 
for a number of issues over the years, 
including enforcing the Wisconsin but-
ter grading seal, procuring state grants 
for dairy processors and fi ghting the 
legalization of raw milk sales to consum-
ers. Five years ago, WDPA and WCMA 
joined with other industry and medical 
groups to form the Wisconsin Safe Milk 
Coalition, which has been effective in 
challenging raw milk legislation in the 
state. 

One of the most recent industry-
wide collaborations in Wisconsin is a 
$46.9 million project to renovate and 
build new space for the University of 
Wisconsin’s Babcock Hall Dairy Plant 
and Center for Dairy Research (CDR). 
According to CDR Director John A. 
Lucey, the project will include ripening 
rooms for all types of specialty cheeses, 

new cheesemaking equipment and a 
new spray dryer, additional space for 
cultured products and beverages that 
utilize dairy ingredients, a test kitchen 
and a state-of-the art auditorium for 
industry training and workshops. The 
project is expected to break ground 
in September and fi nish its fi rst phase 
by 2020.

Organizations and companies across 
the dairy industry have chipped in to 
help fund the new center, contributing 
a combined $18.5 million to date.

“We ended up with over 100 different 
companies and organizations support-
ing the project, from Wisconsin and all 
across the United States. They range 
from farmer co-ops to suppliers, to 
packaging companies and international 
companies, too,” Lucey says. “It’s an 
amazing scenario to see such a broad 
range coming here to support us and 
realize training helps everybody.”

CDR, which offers training, testing 
and product development services in 
addition to its applied research projects 
on dairy, serves both small and large 
dairy processors from Wisconsin and 
beyond. It receives 70 percent of its 
annual operating budget from Dairy 
Farmers of Wisconsin and the National 
Dairy Council.  

Umhoefer notes there is enormous 
respect for CDR in Wisconsin and among 
the dairy industry, which looks to CDR 
as the state’s research and develop-
ment center. 

“Many of these companies have 
no R&D, and many turn to CDR for 
quality control as well, he says. “It 
really embodies the Wisconsin Idea 
of taking knowledge to the people in 
Wisconsin and in other states. Funding 
the structure is important, and funding 
the great people and great minds of the 
people is equally important.”      CMN

COLLABORATIVE PROJECT — More than 100 dairy companies and organizations have joined 
together to help support the new Babcock Dairy Plant and Center for Dairy Research building project 
at the University of Wisconsin-Madison, which is expected to break ground later this year.

Photo courtesy of the Center for Dairy Research

NEWS/BUSINESS

LOS ANGELES — Cacique Inc. has 
been certifi ed as a great workplace by 
the analysts at Great Place to Work. 
Cacique earned this credential based 
on  ratings provided by its employees in 
anonymous surveys.

The Great Place to Work distinction 
coincides with Cacique’s celebration of 
its 45th year in business. Founded in 
1973, Cacique’s offerings include fresh, 
aged and shredded cheeses, cremas, sour 
creams, yogurts and chorizos. 

“We at Cacique are honored and hum-
bled to not only receive this recognition by 
Great Place to Work, but by our employ-
ees,” says Gil de Cardenas, CEO, Cacique. 
“Cacique is the successful company it is 
today because of the tireless contributions 
of each and every member of our team, 
from our plant workers to our marketing 
group. Nothing delights us more than to 
hear that our employees enjoy working at 
Cacique and feel valued and appreciated, 
and this feeling is especially sweet as we 
commemorate 45 years in business.”

Cacique earns Great Place to Work rating
From holiday, birthday and anniversary 

celebrations to a wellness program, Caci-
que says it fosters a culture that celebrates 
its employees. Cacique also supports its 
team by enrolling them in leadership 
development courses at major universities.

According to the survey, 88 percent 
of Cacique’s employees say they’re proud 
to tell others they work at the company, 
and 85 percent say their work has special 
meaning: It’s not “just a job.” Eighty-four 
percent say they feel they make a differ-
ence at the company. Cacique employees 
completed 228 surveys, resulting in a 90 
percent confi dence level and a margin 
of error of ± 3.55.

“These ratings measure Cacique’s 
capacity to earn its own employees’ trust 
and create a great workplace — critical 
metrics that anyone considering work-
ing for or doing business with Cacique 
should take into account as an indicator 
of high performance,” says Kim Peters, 
executive vice president of Great Place 
to Work’s Certifi cation Program.   CMN

ELMHURST Ill. —  The American Dairy 
Products Institute (ADPI) recently 
released a new offi cial ADPI standard 
for milk minerals. As the world’s “go-to” 
authority on dairy ingredients, ADPI 
is committed to the development of 
dairy ingredient standards and speci-
fi cations. 

“An important part of the mission 
of ADPI is the development of industry 
standards for dairy ingredients that 
serve to build customer and consumer 
confi dence and trust in U.S.-produced 
products. We are pleased to add this 
new standard to the portfolio, which 
defi nes the milk minerals fractionated 
from whey or milk by one of several iso-
lation techniques,” says Dave Thomas, 
CEO, ADPI. 

ADPI urges the industry to use 
ADPI product standards as a guide 
in the manufacturing, marketing 
and purchasing of dairy products 
for use as functional and nutritional 
ingredients. 

ADPI releases standard for milk minerals
All ADPI product standards are 

available for industry use. They can 
be download by selecting the “Prod-
uct Standards” button located on the 
homepage of the ADPI website at 
www.adpi.org.

“We hope that these industry 
standards set by ADPI will provide 
the industry and our customers with a 
better understanding of the function 
and makeup of the many nutritious 
dry dairy ingredients produced in the 
U.S., and become globally recognized 
terms of reference for these products,” 
Thomas says. 

The new milk minerals standards 
also will be included in the ADPI Dairy 
Ingredient Standards publication. This 
publication is divided into three sec-
tions, including a milk section, whey 
section and a process section.  

To purchase the ADPI Dairy 
Ingredients Standards publica-
tion, visit www.adpi.org or email 
dmeyer@adpi.org.          CMN  


