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crop report
Tight corn supplies will force cuts, losses

The bulk of the bad news regarding the 2012 crops 

should be in by now, according to Tim Brusnahan with 

Brock & Associates Inc. Brusnahan, together with Dr. 

Chris Hurt of Purdue University, was a speaker at WATT’s 

August 13 webinar, “August Crop Report: Analysis and 

Implications.”

Brusnahan noted that with corn at $8.00 per bushel, 

there has been a shifting to alternatives such as feed wheat. 

Unfortunately, there is not enough feed wheat available to 

significantly impact corn demand. “So overall, we still have 

a fairly tight supply around the world,” he said.

Brusnahan also observed that erratic rainfall throughout 

the Midwest still leaves some volatility in the soybean 

sector, as final yields may come in lower than U.S. 

Department of Agriculture estimates. This will also provide 

opportunities for South America to plant large crops and 

take advantage of high prices. 

He summarized that in regard to money flow, the large 

speculator remains long corn, soybeans, soybean meal, 

wheat, cattle, hogs and Class III milk. As to U.S. corn and 

soybeans, corn prices indicate zero carry and soybeans 

have a large inverse that should cause producers to move 

their crop to market at harvest. For ethanol, margins have 

improved and remain in a state of rebalancing. For DDGS, 

supplies and use are a little uncertain until more is known 

of Midwest corn quality.

Drought one of the largest natural disasters in  

US history

Hurt, a professor of agricultural economics at Purdue, 

noted that the current drought will most likely end up being 

the second or perhaps third largest natural disaster in the 

U.S. in the last 30 years, after Hurricane Katrina and the 

1988 Midwestern drought. “Bottom line, there’s not going 

to be enough corn to go around,” Hurt said.

For the animal industry, Hurt described conditions in 

the short run as being “very bleak.” He indicated that there 

will be losses for all species across the board for the next 

12 to 14 months. “This will result in some liquidation of 

herds, it’s going to reduce supplies, and over time it’s going 

to bring up retail prices of those animal products and, 

therefore, the wholesale prices and the farm-level prices.”

However, Hurt said this will ultimately give cause for 

some long-term profits in late 2013 and into 2014 and 2015. 

The challenge, he noted, will be getting through the next 12 

to 14 months.

Both Brusnahan and Hurt addressed a number of 

questions at the end of the webinar relating to various 

aspects of the crop report.

To view this webinar, go to: www.WATTAgNet.com/

ondemandwebinars.aspx

NAtIoNAL cHIcKeN coUNcIL
Chicken conference to cover critical 
industry issues

The National Chicken Council’s 58th Annual Conference, 

October 10-11, in Washington, D.C., will feature speakers 

discussing pertinent legislative, regulatory, economic 

and business issues impacting the chicken industry. 

The conference offers an opportunity to gain a better 

understanding of the path forward for the industry given 

current, critical issues confronting chicken producers and 

processors. In addition to top senior executives from across 

the chicken industry, conference participants will also 

include allied industry representatives, government officials 

and trade news media.

Topics on the agenda for October 11 include international 

trade, foodservice’s success with chicken, the national 

economy, industry outlook and election insights.

The conference will take place at the Mandarin Oriental 

Hotel in Washington, D.C., and begins with a reception the 

evening of October 10. To register for the conference, go to 

www.nationalchickencouncil.org/conference/
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OBITUARY
Poultry researcher Daniel L. Fletcher dies 
at age 63

Daniel L. Fletcher, internationally recognized poultry 

researcher, teacher, mentor and administrator, died July 16, 2012, 

at age 63.

He received B.S., M.S., and Ph.D. degrees from the University 

of Florida and joined the University of Georgia Department 

of Poultry Science as an assistant professor in 1977. He was 

promoted to associate professor in 1984 and full professor in 

1990. While at the university, he received 11 awards for teaching 

and research from his department and college. He taught 

numerous courses at both the undergraduate and graduate levels 

and served as Graduate Coordinator for the Poultry Science 

Department.

His research on egg yolk and broiler skin color work led 

to improved analysis of egg yolk and broiler skin color and 

evaluation of pigment sources. His research on early rigor, 

antemortem stress and early processing factors has contributed 

to the understanding of the effects of production and processing 

methods on poultry meat color, texture, shelf life and overall 

quality. The research also addresses regulatory and animal 

welfare concerns in the poultry processing industry. Over one 

million dollars of research support and grants were awarded to 

support his work, which also led to the publication of 143 refereed 

journal articles and 292 abstracts, proceedings, invited papers 

and trade publications. Daniel was active in professional societies, 

serving on the editorial and review boards of nine journals and 

contributing to WATT PoultryUSA.

After 30 years of service to the University of Georgia, 

he became professor and department head of the Animal 

Science Department at the University of Connecticut. He was 

the recipient of the American Egg Board Research Award, 

Broiler Research Award, the Continental Grain Poultry 

Products Research Award, the Merck Award for Achievement 

in Poultry Science and he was elected a Fellow of the Poultry 

Science Association.

He did a sabbatical at Spelderholt Institute in the Netherlands, 

participated in European poultry symposia, and cooperated with 

the University of Bologna and the University of Helsinki. He 

received the University of Helsinki Medal and was elected into 

the International Poultry Hall of Fame in 2008.

Daniel was a devoted husband and father with an 

unforgettable sense of humor.   ■
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s the worst drought in more 

than a generation contin-

ues, the National Turkey 

Federation and other poultry 

and livestock producers have begun 

taking action to soften the blow on 

feed costs. In late July, National Turkey 

Federation and its coalition partners 

petitioned the federal government to 

grant a waiver to the Renewable Fuel 

Standard. 

The extreme weather conditions have 

caused signi� cant damage to the na-

tion’s corn crop, driving up corn prices 

and causing analysts to predict a corn 

shortage later in the year. The coali-

tion’s petition clari� es that relief from 

the Renewable Fuel Standard is urgent as 

ethanol now consumes more corn than 

animal agriculture, and the mandate gives 

ethanol producers a leg up in securing 

corn when supplies are tight. 

This year’s Renewable Fuel 
Standard mandate is 
15.2 billion gallons

Created in 2005, the Renewable 

Fuel Standard requires re� ners to blend 

a certain amount of renewable fuel 

(almost exclusively corn-based etha-

nol) into gasoline each year. The 2012 

mandate is 15.2 billion gallons total of 

renewable fuel, of which at least 13.2 

billion gallons is slated to come from 

corn-based ethanol. The Renewable 

Fuel Standard combined with another 

short corn crop would mean much less 

corn to be distributed to the livestock 

once the ethanol regulations have been 

met. This would be devastating to the 

animal agriculture industry, food man-

ufacturers and foodservice providers, as 

well as consumers.

New study shows destabilization 
of corn prices

A new study, conducted by Thomas 

Elam, Ph.D., president of Farm Econ 

LLC, found that federal ethanol policy 

has increased and destabilized corn, 

soybean and wheat prices to the detri-

ment of food and fuel producers and 

consumers.

“The increases we’ve seen in com-

modity prices are strongly associated 

with the Renewable Fuel Standard 

mandate,” said Elam. “At the same 

time, we haven’t seen the promised 

bene� ts on oil imports or gaso-

line prices. This means that while 

Americans are forced to pay more for 

food, they’re also not seeing lower 

prices at the pump; it’s a lose-lose 

situation.”

USDA report shows potential 
yield decline

The USDA, in its monthly Crop 

Production report, 

announced a large 

month-to-month 

potential yield 

decline for corn. 

Currently, about 24 

percent of the corn 

crop is in “good” or “excellent” con-

dition, representing record lows.

As a result of these deteriorating 

conditions, corn prices have risen 

dramatically and are likely to remain 

at record highs. This means billions 

in increased costs for meat and poul-

try producers and food manufactur-

ers, putting food processing jobs at 

risk and jeopardizing farmers’ liveli-

hoods.

Adjustment in Renewable Fuel 
Standard needed

National Turkey Federation, and 

other livestock producers, have asked the 

government to use its available resources 

by adjusting the rigid Renewable Fuel 

Standard mandate. 

The EPA is being urged to take the 

necessary steps to promptly analyze the 

current crisis in agriculture and consider a 

meaningful adjustment to the Renewable 

Fuel Standard.  ■

Joel Brandenberger is president of the 
National Turkey Federation.

A  
Turkey producers seek waiver of Renewable Fuel Standard

  BY JOEL BRANDENBERGER  
❱❱WashingtonUpdate National Turkey Federation
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❯❯ A survey of chicken eating behavior in U.S. house-

holds by the National Chicken Council showed that 

purchase frequency and market penetration dropped 

in 2012, with the biggest slippage occurring in chick-

en purchased from foodservice restaurants. 

Conducted among 1,015 households June 4-5 for 

the preceding two weeks, the survey was funded by 

WATT PoultryUSA magazine. The results were pre-

sented at the 2012 Chicken Marketing Seminar. 

Chicken’s slippage in purchasing frequency and 

household share comes after these consumption indi-

cators reached 10-year highs in 2011. The 2012 sur-

vey showed lower chicken eating frequency for heavy 

users and a rise in the number of non-eaters. 

Shopping behavior for boneless-skinless chicken 

breasts and tenders, also measured in the survey, 

showed price playing an important role in purchasing 

during the two-week survey period. 

Consumer survey points to market opportunities 
The survey points to opportunities for poultry pro-

ducers in marketing, sales and product development 

that would shore up eroding segments and capitalize 

on areas of market strength. Survey highlights include:

✔ Millennial Generation consumers (ages 18-34) ate 

chicken the most often in the two-week survey pe-

riod. This consumer segment may be most recep-

tive to marketing that builds product/brand loyalty 

or converts share. 

✔ Price is an important trigger of 

purchasing for many consumers. 

Marketers should consider using 

targeted price promotions to reach 

consumers who might otherwise be 

non-buyers.

✔Product convenience continues to 

be important to many consumers. 

Convenient portion size and packag-

ing may be signi� cant purchasing 

in� uencers across diverse consumer 

groups – even consumers attempting 

to stretch their food dollars through ef-

� cient product usage. 

■  CONSUMER SURVEY

Chicken eating frequency, market 
penetration drop in survey
Chicken is being eaten less frequently and in fewer US households in 
2012, according to a survey by National Chicken Council, which points to 
opportunities for chicken producers.  BY GARY THORNTON

Figure 1. Frequency of eating chicken purchased from retail grocery and 
foodservice, 2005-12
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Combined frequency of eating chicken purchased from retail grocery and foodservice fell from 5.7 

times in 2011 to 5.2 times in 2012.

Note: Frequency includes all respondents whether they ate chicken or not during the two week time period.
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✔The percentage (share) of Hispanic 

consumers eating chicken in the 

two-week survey period dropped 

signi� cantly in 2012. There’s oppor-

tunity in reclaiming share among 

this important demographic group. 

Foodservice eating frequency and 
share drop 

Similar weakness was seen in 

chicken’s market penetration, or share, of households 

eating foodservice purchased chicken. There was a 5 

percentage-point drop in share, down from 73 percent 

in 2011 to 68 percent. By comparison, the share of 

households eating chicken purchased from retail gro-

cery was down 3 percentage points from 87 percent to 

84 percent. 

Fewer heavy users, more non-users 
Chicken eating frequency patterns weren’t favor-

able for producers in 2012. Frequency in the heavy 

usage category (� ve or more times in two weeks for 

retail grocery and foodservice combined) fell from 54 

percent to 43 percent. At the same time, the percent-

age of non-eaters in the combined categories rose 

from 7 percent to 14 percent. See Figure 2: Patterns 

of chicken eating frequency, 2010-12. 

Weakness in chicken eating frequency was es-

pecially evident in the foodservice category. While 

non-eaters in the retail grocery category rose by 3 

percentage points, an even larger increase occurred 

in non-eaters of foodservice-purchased chicken. The 

number of households not eating any chicken pur-

chased from foodservice in the two-week period rose 

by 5 percentage points, from 27 percent to 32 percent. 

By comparison, the survey showed 16 percent of 

respondents not eating any chicken purchased from 

retail grocery in a two-week period in 2012. 

Heavy users of foodservice chicken cut back the most 
The chicken industry’s most loyal consumers for 

foodservice chicken ate less in 2012, according to the 

survey. The percentage of consumers who ate chicken 

purchased from foodservice more than four times in 

two weeks dipped from 20 percent to 13 percent. In 

contrast, heavy users of chicken purchased from retail 

grocery rose by 1 percentage point to 29 percent. 

Frequency and share among generational, demographic 
groups 

Chicken eating frequencies and household shares 

differed markedly across generational and demo-

graphic groups. Following are survey highlights: 

✔Foodservice chicken consumption among the 

Boomer Generation (ages 45-64) and white con-

Figure 2. Patterns of chicken eating frequency, 2011-12
Average number of times in two-week survey period, combined retail grocery and foodservice
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Frequency in the heavy usage category (fi ve or more times in two weeks for retail grocery and 

foodservice combined) fell from 54 percent to 43 percent.
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Women are more likely than men to have 
eaten home-cooked, boneless-skinless breasts 
or tenders – 89 percent versus 83 percent.❯
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■ CONSUMER SURVEY 

sumers is weathering tough U.S. economic conditions the 

best. While eating frequencies and household shares are 

lower in these groups, Whites and Boomers reported less 

volatility in these indicators. 

✔Eating frequency of chicken purchased from retail grocery 

was flat among Whites at 3.3 times in the two-week peri-

od, while among Hispanics it was up from 4.2 to 4.5 times 

and among Blacks it was down from 4.5 to 3.7 times. 

✔Greater volatility occurred in eating frequencies of foodser-

vice-purchased chicken among Hispanic and Black consum-

ers. While Whites reported only a slight decrease from 1.8 

to 1.7 times, frequencies fell from 3.2 to 2.2 times among 

Hispanics and from 2.5 to 1.7 times among Blacks. 

✔The most dramatic shifts in market penetration occurred 

among Hispanic households, with shares plunging 10 

percentage points for retail grocery-purchased chicken 

and 13 percentage points for foodservice-purchased 

chicken. 

✔Market penetration among Black consumers was mixed 

with shares for retail grocery-purchased chicken rising 

from 89 percent to 91 percent and foodservice-purchased 

chicken dropping from 84 percent to 79 percent. 

Shopping behavior for boneless-skinless breasts and tenders 
Consumers were asked about their shopping behavior for 

fresh, boneless-skinless breasts and tenders and what would 

cause them to buy more of these products. They reported 

purchasing behavior that may provide useful marketing in-

sights. 

Price shoppers prevail 
Forty-one percent of shoppers buy only when chicken 

breasts and tenders are featured at reduced prices and they 

stock up on the products. Another 19 percent buy only when 

the products are 

featured but they 

don’t stock up. 

Nonetheless, a 

significant seg-

ment of consum-

ers (25 percent) buy as these products are needed without 

too much concern for price. 

Demographics play a role in this price shopping behav-

ior. White consumers, for example, buy boneless-skinless 

Figure 3: ShareS oF demographic groupS eating chicken, 2010-12

d e m o g r a p h i c  g r o u p

any 
hispanic

Black only 
(non-

hispanic)

White only 
(non-

hispanic) all others
all 

respondents

Year percent
(A) Chicken Purchased at 
Retail Grocery

2010 90 89 83 91 85

2011 95 89 86 85 87

2012 85 91 84 59 84

(B) Chicken Purchased at 
Foodservice

2010 79 76 62 80 67

2011 83 84 68 83 73

2012 70 79 67 64 68

Combined A & B 2010 92 92 89 91 90

2011 96 91 92 95 93

2012 89 89 87 61 86

market penetration declined across all groups and categories except for Black consumers and purchases from retail grocery.

respondents living in the northeast seem 
to have a preference for boneless-skinless 
chicken breasts or tenders prepared at home.❯
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Figure 4: How consumers sHop For boneless-skinless breasts and tenders by demograpHic group

For boneless/skinless chicken breast meat/ 
breast tenders:

share of respondents
percent

white black Hispanic
all 

respondents
Buy only when on sale at featured lower price and stock-
up to put in home freezer

44 37 37 41

Buy as needed without too much concern for price 28 16 22 25

Buy only when on sale at a featured lower price, but do 
NOT stock-up to put in home freezer

17 14 21 19

Buy only for special occasions, such as gathering of 
extended family and friends, outdoor grilling, food for 
special gathering outside of home, and similar occasions

4 7 15 6

Rarely, if ever, buy because preference is for other parts of 
the chicken, such as leg, leg quarter, thigh, drumstick, or 
whole chicken

4 21 4 6

Buy boneless/skinless chicken thigh meat because it is 
preferred over boneless/skinless breast chicken meat or 
breast tenders

3 5 1 3

TOTAL 100 100 100 100

■ CONSUMER SURVEY 

Forty-one percent of the consumers said they buy boneless-skinless breasts and tenders only when on sale and then stock up.
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•  Remote access through any web-enabled computer
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•  Intelligent minimum vent logic automatically adjusts to changing conditions
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components simplify troubleshooting & maintenance
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Head

Product price, convenience and taste are the top motiva-
tors for consumers to buy more boneless-skinless chicken 
breasts and tenders, according to the NCC survey. 

Bob Wasiluk, senior product manager, Tyson Foods, said at 
the Chicken Marketing Seminar that product convenience 
and taste represent signifi cant opportunities for marketers. 

Convenience and taste  
“Where pricing is concerned there isn’t a lot that marketers 

can do other than manage promotional prices of boneless-
skinless breasts and tenders.  The good news is that two 
other motivators of purchasing ranked highly in the survey 
– making the taste better and making the products more 
convenient,” Wasiluk said. 

Flavor profi les that can’t be produced at home 
“There is a lot that poultry marketers can do to make breasts 

and tenders more desirable for the consumer from a fl avor 

standpoint,” he continued. “Flavors introduced in the past 
have included lemon pepper and barbecue, things that 
people can do at home. However, there are opportunities in 
offering consumers fl avors [not easily] replicated at home. 
There has been a resurgence of ethnic fl avors in foodservice 
that retailers can take advantage of, including Mediterra-
nean, Caribbean, Asian, Latin American and Indian. 

Greater convenience  
“Many poultry companies are now growing larger birds – 

often at live weights of 6.5 to 7.5 pounds. So, there is the 
opportunity to give the consumer what they want as well 
as take advantage of these live weights with thin-sliced, 
boneless-skinless breast meat. 

“Another marketing opportunity is in highly convenient pack-
aging, including individually wrapping the product so that 
consumers don’t have to touch the chicken.”

3 keys to selling more chicken breasts and tenders  
▼

C2201_R19145_1209USAsurvey_15.BK.indd   13 8/21/2012   3:57:12 PM

http://www.WATTAgNet.com
mailto:sales@val-co.com
http://www.val-co.com


www.WATTAgNet.com ❙ September 2012

14 ❙ WATT POULTRY USA

breasts and tenders on feature prices in larger numbers and 

stock up at higher rates (44 percent) than Black and Hispanic 

consumers (37 percent). Hispanic consumers, on the other 

hand, are more likely than Whites to buy only when product 

is featured but not stock up (21 percent versus 17 percent). 

See Figure 4: How consumers shop for boneless-skinless 

breasts and tenders by demographic group. 

Greatest Generation and Boomer Generation consumers 

lead as groups that prefer to buy boneless-skinless breasts 

and tenders at featured prices and stock up (50 percent and 

43 percent, respectively), while Millennial Generation con-

sumers are the least likely to do so (32 percent). 

Preference for dark cuts
A signi� cant percentage of Black consumers (21 percent) 

report they rarely, if ever, buy boneless-skinless breasts and 

tenders, and that’s because of their preference for whole 

chickens or other parts of the chicken such as legs, leg quar-

ters, thighs or drumsticks. This is in sharp contrast to the 4 

percent of Hispanic and White consumers who did not pur-

chase breasts or tenders in the two-week period. 

Reasons to buy more chicken breasts and tenders 
Consumers rated price as the strongest of reasons to buy 

more boneless-skinless breasts and tenders. This was the 

case across all generational and demographic groups. 

Convenience was rated as the second-strongest reason to 

buy more breasts and tenders. Black and Hispanic consum-

ers rated convenience, and other factors such as taste, recipes 

and uniformity of pieces in packages, as slightly more im-

portant factors in their purchasing than White consumers. 

Having more nutritional information was rated as the 

least important of reasons to purchase more boneless-

skinless breasts and tenders. Consumers apparently feel 

they have enough nutritional information about these 

products.  ■

Webinar Series presented by

Webinar SerieS

On demand now: Part One: Promoting intestinal health of poultry flocks to help control coccidiosis
Part Two: Technologies and strategies for cocciodiosis control in poultry flocks

USAUSAPoultryPoultry
Covering the Integrated Poultry Industry

Webinar SerieS

Successfully managing  
the intestinal health of poultry flocks:  

Coccidiosis control
Part Three:  

Future approaches to promoting poultry  
intestinal health and coccidiosis control   
September 18, 2012, 9 – 10 a.m. CDT

In the conclusion of this three part webinar series, Dr. Hyun S. Lillehoj of the USDA,  
Dr. Greg Mathis of Southern Poultry Research, Inc., and Dr. Stephen Clark of Pfizer will 
discuss what the future holds for coccidiosis control in poultry flocks including:

•  The trend toward sustainable poultry production

•  Antibiotic growth promotion (AGP) and drug resistance

•  The role of government regulation, consumer demand

•  Responsible and profitable industry responses

Visit www.WATTAgNet.com/webinars.aspx to learn more and reserve your space.

■ CONSUMER SURVEY 
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■  POULTRY INDUSTRY COMPETITIVENESS

US vs. Brazil: How the poultry export 
titans stack up
US poultry’s competitiveness in exports is improving but needs 
more customer focus to successfully compete with Brazil’s 
producers, says an international banker.  BY GARY THORNTON

❯❯ The international competition in 

poultry exports is vital to the future 

success of U.S. poultry producers. 

That’s because demand for poultry 

is growing in the world’s develop-

ing economies but not in the U.S. 

Even for those producers not directly 

involved in exporting it is essential 

because U.S. markets will rise or fall 

on the in� uences of foreign demand. 

What’s more, because demand for 

poultry is shifting to grain-de� cit regions of 

the world, trade will become more 

important.

Poultry producers in Brazil and 

the U.S. are the world’s top export-

ers, but the list of competitors is 

growing – as is the complexity and 

� erceness of the competition.

Banker’s view of the competition 
“We know how � erce the com-

petition is among poultry compa-

nies, but no wonder,” said Adriaan 

Weststrate, global co-head of 

Rabobank’s Animal Protein 

Sector, as he began a presenta-

tion to members of the USA 

Poultry & Egg Export Council 

by reading from the Smithsonian Magazine ar-

ticle, “How chicken conquered the world”: 

The chickens that saved Western civiliza-

tion were discovered, according to legend, by 

the side of a road in Greece in the � rst decade 

of the � fth century B.C. The Athenian gen-

eral, Themistocles, on his way to confront the 

invading Persian forces stopped to watch two 

cocks � ghting and some of his troops saying, 

‘Behold, these do not � ght for their household 

gods, for the monuments of their ancestors, for 

glory or liberty, or the safety of their children 

“We know how fi erce the competition is among poultry companies, but no 

wonder,” said Adriaan Weststrate, global co-head of Rabobank’s Animal 

Protein Sector.
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but only because one will not give way to 

the other.’ It does not describe what hap-

pened to the loser nor does it explain why 

the soldiers found this display of instinc-

tive aggression inspirational rather than 

pointless and depressing. But history 

reports that the Greeks, thus heartened, 

went on to repel the invaders, preserving 

the civilization that today honors those 

same creatures by breading, frying and 

dipping them in one’s favorite sauce. 

The competition for the poultry export 

business may be fierce, but the future 

is bright for the competitors, Weststrate 

told listeners at the USA Poultry & Egg 

Export Council meeting. “I sincerely 

believe that there is no better business to 

be in than the food business. The produc-

tion of animal proteins is absolutely a 

fantastic business to be in, if you are able 

to execute on the opportunities that exist around the 

world.”

Global battlefield for sales and profits 
The U.S. is taking share (from a low base) in key 

markets from Brazil, according to Weststrate. For 

example, the U.S. compound average growth rate in 

the last six years to Saudi Arabia, Japan and Hong 

Kong is growing faster than for Brazil. At the same 

time, however, the U.S. exports have grown slower in 

China, Japan and Kuwait.

Brazil’s exports to China have increased as U.S. ex-

ports there were shut out. “The Brazilians have almost 

taken over the China market from the U.S. since 2009. 

In 2012, we expect there to be almost 300,000 tons 

of poultry meat going to China. There are roughly 65 

Brazilian plants approved for export to China. There 

are a log of leg quarters and especially wings going to 

China from Brazil,” he said.

Near-term, Brazil will remain the biggest com-

petitor for the U.S., Weststrate said. Over the longer 

term, Russia and 

Ukraine will be-

come bigger fac-

tors. He predict-

ed that Ukraine 

will become an 

important export 

competitor, es-

pecially to markets in the Middle East, and eventually 

to Europe.

Export competition grows in complexity 
The competition in poultry exports is not just about 

productivity anymore. It’s more about how companies 

and industries manage a host of issues including cur-

WATT POULTRY USA ❙ 17

Rabobank’s Adriaan Weststrate provided the following review of U.S. 
poultry’s export competitors:
Europe: High and rising costs; no GMO crops allowed; animal welfare 

and environmental issues
Argentina: Lowest-cost producer of poultry in the world, but governmen-

tal regulations hinder exports.
Russia: Joining the WTO which will bring constraints. Grain costs are high. 

Problems with infrastructure, port access, property rights and lack of 
rule of law.

Ukraine: Low-cost grains and good port access, but issues exist with rule 
of law, property rights, legal consistency and transparency.

China: Large and growing market, but issues include food safety, supply 
chain, cold chain, legal transparency, emerging corn deficit and labor.

Brazil: Large corn and soy producer, government friendly to agriculture, 
but rising labor costs, cost of capital, and infrastructure.

Thailand: Good regional access to growing markets in Asia, but export 
growth is dependent on corn prices and availability.

US poultry’s export competitors
▼

“Until a few months ago, thE US poUltry indUStry 

waS wEll on itS way to bEinG a lowEr-coSt prodUcEr of poUltry 

than brazil’S indUStry.” – adriaan wEStStratE
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■ POULTRY INDUSTRY COMPETITIVENESS

rencies, transportation costs and market access.

Weststrate, whose bank has $15.5 billion in commit-

ments to global animal proteins businesses around the 

globe, outlined for the U.S. poultry exporters the � ght 

they face against challengers in Brazil, Argentina and 

at least � ve other nations. But the toughest competition 

is with Brazil, which enjoys edges in cost of production 

and state-supported � nancing.

What is it to be competitive? The good 

news is that the U.S. is a grain surplus coun-

try and a low-cost animal protein producer. 

But more is involved in competitiveness 

today.

“In the past, poultry industry competitive-

ness was linked primarily to productivity in 

things like feed conversion ratio, days to ma-

turity and yield. The business is now more 

complex,” he said.

New complexities involve risk manage-

ment and other factors. At what price is corn 

purchased? Is the supply chain secure, es-

pecially in developing countries like China? 

How much say will NGOs and the govern-

ment have in the business in the countries 

where you operate?

Brazil executes better than the US
The requirements for successfully executing 

against the growing poultry export opportunities are 

changing, according to Weststrate, and Brazil’s poul-

try industry is doing a better job of this than the U.S., 

he said.

“I think that Brazil’s poultry industry is doing a 

better job, in general, in executing on the export op-

portunities than is the U.S. industry. That’s not just 

because of the U.S. industry but because of the [lack 

of] political support it receives from Washington,” he 

said.

Government support in Brazil 
The Brazilian industry, by contrast, receives better 

support from its government, he told the U.S. group. 

“Until a few months ago, the U.S. poultry industry 

was well on its way to being a lower-cost producer of 

poultry than Brazil’s industry. This was simply because 

the economy in Brazil is doing so well and as a result 

is for the third year in a row experiencing double-digit 

increases in labor costs.”

The Brazilian government, in fact, was not satis-

� ed to stand by and see poor pro� tability and dete-

riorating competitiveness of its agricultural sector. 

Figure 1. Competitiveness starts with feed costs

Figure 2. Brazil and the US dominate exports
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Brazil is by far the top competitor in poultry exports for the US industry.
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World regions with inherent advantages are the Americas and the 

Black Sea region.
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So, it intervened in currency markets 

to drive Rea-to-U.S. dollar exchange 

rates from around 160 in 2011 to 

around 190 in 2012.

“At that exchange rate, Brazilian 

companies are pro� table and very com-

petitive. So, from being disadvantaged 

sometime last year, Brazilian compa-

nies have come back with government 

help. It shows. In Brazil, the govern-

ment really does give help to the agri-

cultural sectors just to make sure that 

they keep competitive on the export 

markets,” he said.

Support from Brazil’s Development Bank 
High labor cost isn’t the only dis-

advantage faced by the Brazil poultry 

■ POULTRY INDUSTRY COMPETITIVENESS

FIGURE 3. US IS TAKING SHARE IN KEY MARKETS FROM BRAZIL

US vs. Brazil export volume growth in Brazil’s key destinations

2005-11 CAGR in export volumes

Country
% of Brazil’s 

Volume in 2011 Brazil US
Saudi Arabia 17% 8% 37%

Japan 12% 2% 14%

Hong Kong 10% 14% 24%

UAE 6% 9% 39%

China 6%  9% -5%

Kuwait 5% 1% -15%

Singapore 2% -2% 29%

Total 58% 6% 14%

Source: SECEX for Brazil, USDA for US, 2012

US poultry exports to Saudi Arabia, Japan and Hong Kong are growing faster 

than for Brazil.
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industry. It also faces a high cost of capital. Again, how-

ever, the government provides support. The Brazilian 

Development Bank, which is a federal public company 

associated with the Ministry of Development, Industry 

and Foreign Trade, is there to provide long-term � nanc-

ing at favorable rates to major poultry companies and for 

projects that improve overall competitiveness.

Managing all the issues 
“It’s not just about productivity anymore; it’s more 

about how you manage all the issues,” Weststrate reit-

erated.

He offered the following conclusions for the U.S. 

poultry exporters at the USA Poultry & Egg Export 

Council meeting: 

✔ U.S. chicken companies will need to rely 

more on exports as the domestic market ma-

tures.

✔ The U.S. has key advantages with a large do-

mestic market and plentiful feed supplies.

✔ The biggest competitor for the U.S. is Brazil, 

which is facing rising labor costs, in addition 

to having weak infrastructure and high capital 

costs.

✔ The U.S. needs to do a better job of customiz-

ing its product for import markets and not just sell 

chicken leg quarters to whoever will take them.

As poultry meat demand shifts to grain-

de� cit regions, trade will continue to increase, 

Weststrate concluded. He predicted that by 

2020 the poultry trade will be 12 million tons 

or 17 percent of global production.  ■
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The Brazilians have almost taken over the China market from the US since 2009.

2005 2006 2007 2008 2009 2010 2011

Figure 4. Brazil’s exports to China increased while 
US decreased
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Changing methods in Salmonella 
sampling make comparisons uncertain
Non-validated changes in the Food Safety and Inspection Service’s 
Salmonella sampling and lab methods make comparisons uncertain.

BY JOHN CASON

❯❯ How has Salmonella prevalence changed 

in poultry since the implementation of Hazard 

Analysis and Critical Control Point regulations by 

the Food Safety and Inspection Service in 1998? 

Nobody can say with assurance.

Comparing test results over time demands con-

tinuity in testing methods. Unfortunately, the lack 

of continuity in regulatory sampling of raw meat 

and poultry makes it impossible to say with any 

con� dence exactly how Salmonella prevalence has 

changed in the last 15 years.

“First, it should be possible to compare the 

results of the new baseline to the old baseline to 

determine if the situation is improving, worsen-

ing, or staying the same,” according to “Scienti� c 

Criteria to Ensure Safe Food,” an expert report 

produced by the Institute of Medicine and National 

Research Council in 2003. The Food 

Safety and Inspection Service con-

ducted baseline studies in the 1990s 

that were used to set Salmonella per-

formance standards for raw meat and 

chicken. More recent baseline studies 

have been compared to the previous 

results even though the methodology 

changed.

Sampling methods changed 
The accompanying table shows 

the sampling methods used by Food 

Safety and Inspection Service to test 

chicken carcasses for Salmonella. 

In the broiler chicken baseline sam-

pling in 1994 and 1995, for example, 

chilled carcasses were removed from 

processing plants and were shipped overnight to 

Food Safety and Inspection Service labs where the 

carcasses were rinsed in Butter� eld’s phosphate di-

luent on the following day, followed by incubation 

of a portion of the recovered rinse. In the broiler 

■  FOOD SAFETY

Baseline and HACCP Salmonella prevalence estimates may be affected 

by changes in time and location of sampling, rinse liquid used, and the 

screening methods used to reduce lab work.

TABLE 1. CHICKEN BASELINE AND HACCP SALMONELLA METHODS

Data Set
Sampling 
location Rinse liquid Screen

Baseline 1994-1995 Carcass shipped 
to lab, rinsed in 
lab

Butterfi eld’s 
phosphate diluent

None

Baseline 1999-2000 Carcass rinsed 
in plant, rinse 
shipped to lab

Buffered peptone 
water

None

Baseline 2007-2008 Carcass rinsed 
in plant, rinse 
shipped to lab

Buffered peptone 
water

PCR

HACCP 1998-present Carcass rinsed 
in plant, rinse 
shipped to lab

Buffered peptone 
water

Imm, PCR
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chicken baseline studies conducted 

in 1999-2000 and 2007-08, how-

ever, Food Safety and Inspection 

Service rinsed chilled chicken car-

casses in buffered peptone water in 

processing plants and a portion of 

the recovered rinse liquid was then 

shipped overnight to labs where 

the samples were incubated on the 

following day. The differences be-

tween the methods were length of 

time after chilling before the rinse 

was done (0 versus ~24 hours), dilu-

ent used (BPD versus BPW), and 

length of time between rinsing and 

incubation (0 versus ~24 hours).

USDA’s National Advisory 

Committee on Microbiological 

Criteria for Foods has stated 

that Food Safety and Inspection 

Service “conducts extensive valida-

tions prior to implementing new 

methods,” but nothing has been 

published to justify comparisons of 

results obtained with such differ-

ent methods. Salmonella cells that 

were shipped to the lab on chicken 

carcasses might have been better 

protected from pH stress due to the 

additional buffering capacity of the 

skin and carcass. There should have 

been more nutrients available as 

well, with a possible effect on cell 

survival, as compared to cells re-

moved from carcasses and shipped 

in buffered peptone. In addition, 

some more recently approved anti-

bacterial chemicals do not rely on 

pH effects alone and may not be 

adequately neutralized by buffered 

peptone water, so some cell injury 

and death could occur during over-

night shipment rather than in the 

processing plant where effects are 

assumed to occur.

Screening method added 
Besides the change in the 

rinse liquid and time and place 

of sampling, a screening proce-

dure was added in the 2007-08 

chicken baseline study. Samples 
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were not subjected to cultural testing 

for Salmonella unless a PCR-based 

assay indicated first that a sample 

was Salmonella positive. Testing posi-

tive by two methods rather than one is 

usually a more demanding requirement 

for a sample to be considered positive.

Salmonella sampling under chicken 

HACCP is usually compared to the 

20 percent prevalence rate found in 

the 1994-95 baseline, so changes in 

HACCP methodology compared to 

that baseline are important. Chicken 

HACCP testing has always been 

based on chilled carcasses rinsed in 

buffered peptone water in the process-

ing plant, with recovered rinse liquid 

shipped overnight to Food Safety and 

Inspection Service labs. PCR-based 

screening of HACCP samples was 

started in 2003, with an immunologi-

cal screening method used for some 

time before 2003. As with the case of 

comparison between different baseline 

studies, comparison of HACCP results 

with the original 20 percent baseline 

prevalence, or comparison with other 

HACCP years with different methods, 

has uncertain validity. Despite oc-

casional disclaimers, Food Safety and 

Inspection Service makes those com-

parisons routinely.

Office of Risk Assessment and Cost-Benefit 
Analysis 

At about the same time that the 

Pathogen Reduction: HACCP Final 

Rule was issued in 1996, USDA cre-

ated the Office of Risk Assessment 

and Cost-Benefit Analysis to ana-

lyze the impact and cost of major 

new regulations. Few people seem 
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to know that the first regulation analyzed by the of-

fice was the new PR:HACCP rule, but the review is a 

fascinating document that contains a lot of interest-

ing commentary on the Food Safety and Inspection 

Service version of HACCP for raw meat and poultry.

The first issue listed by the review panel 

was the assumption that baseline levels of E. 

coli and Salmonella could be used to set detec-

tion standards that would be used for samples using 

a different methodology. The review panel wrote, 

“There are major differences in the carcass sampling 

method used in the national baseline survey and the 

method carried out at the plant [referring to HACCP 

samples].” The Office of Risk Assessment and Cost-

Benefit Analysis was also concerned about differences 

in measurement errors between the two methods and 

the implication for control charts.

Previous articles in this series have discussed the sea-

sonality of Salmonella in poultry ❯❯ Read More: www.

WATTAgNet.com/150810.html and the interaction of 

seasonality with the irregular sampling schedules used 

by Food Safety and Inspection Service ❯❯ Read More: 

www.WATTAgNet.com/152050.html.

Changes in sampling and lab methodology cause even 

more uncertainty in trying to compare Salmonella preva-

lence in chilled chicken carcasses over the 15 years that 

Food Safety and Inspection Service HACCP has been in 

operation.  ■

John Cason retired from the Agricultural Research Service of 
USDA in December 2011 after 40 years in poultry-related 
jobs, including two years working with chickens as a Peace 
Corps volunteer. He spent the last 21 years investigating poultry 
processing and food safety issues as a research physiologist 
at the Russell Research Center in Athens, Ga. His PhD is from 
the University of Georgia.
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■  INTERNATIONAL PERSPECTIVE

2 Sisters’ strengths
overcome diffi cult UK poultry market
Customer focus and innovation are winning ways for 
the UK poultry processor.

BY EMMA BELLIS

❯❯ Despite the tough UK economic climate, 2 

Sisters Food Group, one of the country’s larg-

est poultry processors, stands out as being � t 

to ride the storm. A report this year by 

Rabobank highlighting the inef� ciency of the 

UK poultry industry singled out 2 Sisters Food 

Group for getting things right.

It’s not surprising that since humble begin-

nings as a small-scale frozen retail cutting 

operation in 1993, the company has grown to 

become the UK’s fourth largest food company 

with total sales topping $3.4 billion. It recently 

acquired Northern Foods 

and announced an invest-

ment in a new facility in 

Thetford with the aim of 

“revolutionizing” the pro-

duction of coated foods 

available in the UK.

2 Sisters now employs 

18,000 people across 42 

sites in the UK, Ireland, 

the Netherlands and 

Poland. Eleven of the sites 

are in the UK, with seven 

in the Netherlands and one 

in Poland.

2 Sisters processes 

more than 6 million 

birds per week with 3.3 million birds com-

ing from the UK — about 20 percent of UK-

reared chicken — and 2.7 million birds from 

its European network. In total, it has over 30 

million birds on the ground. The UK birds are 

All Oakham birds have access to the range.

To learn more about 2 Sisters, visit Top Companies at 
www.WATTAgNet.com/worldtoppoultry.html➚
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■ INTERNATIONAL PERSPECTIVE

sourced mainly via a 50-50 joint 

venture with PD Hook — the 

UK’s largest broiler chicken sup-

plier.

From primary processing  to prepared 
food 

The company operates in three 

areas with three separate divi-

sions. In the UK, there are four 

primary processing and slaughter 

facilities for chicken. A further 

four secondary processing facili-

ties take meat from these sites for 

portioning, deboning and filleting. 

Several more facilities produce 

processed products such as bread-

ed and roasted chicken, ready 

meals, savory stocks, sauces, 

gravies, soups and ready-to-cook 

BBQ meats.

It is a major supplier of raw 

and prepared chicken products to 

the big UK supermarkets, includ-

ing Tesco, Sainsbury’s and Marks 

and Spencer as well as quick-

service restaurants. In addition, it 

produces several of its own brand-

ed products, including Buxted and 

Devonshire Red, which represent 

five percent of the business.

The expansion of the prepared 

food part of the business has 

helped to cement what 2 Sisters 

Oakham Chicken, produced by 2 Sisters, 

is the only fresh chicken sold by one of 

the UK’s leading supermarkets.
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refers to as its “virtuous circle,” 

which has been fundamental in 

helping the company respond to 

an increasingly challenging and 

competitive market. “By working 

to our virtuous circle, i.e. driving 

volumes to increase efficiency in 

our factories, we are differentiat-

ing ourselves from our peers,” 

says a company spokesperson.

Northwestern European network 
The northwestern European 

network is proving invaluable in 

driving efficiency in a saturated 

UK market with high feed costs. 

“It’s about achieving maximum 

efficiency and flexibility for sourc-

ing fresh meat,” according to 

Rabobank.

The business currently exports 

large volumes back into the UK, 

representing about 50 percent of its 

turnover. “But we are also work-

ing to develop more of a footprint 

to supply into the retail market on 

the continent,” says 2 Sisters. The 

company hopes to achieve this by 

transferring skills from the UK 

supply retail chains, leveraging its 

strong UK relationships.

Customer focus
These strong customer rela-

tionships set 2 Sisters apart, and 

“delighting” customers is a core 

strategy and at the heart of ev-

erything the company does. This 

strategy has been fundamental in 

helping to anchor the company 

in the stormy UK waters of fierce 

competition and oversupply. 

2 Sisters says that this means 

spending more time with custom-

ers — about 20 percent of its time 

— and really understanding and 

responding to specific require-

ments. This approach requires 

“relentlessly innovating to please 

customers,” which counts for a lot 

in the high value UK market.

For example, last year it 

worked with Tesco to develop a 

chicken product with two days’ 
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additional shelf life. This year it is working with one 

customer to develop a range of themed chicken prod-

ucts ahead of the Queen’s Jubilee, which will be a key 

event in the UK calendar. 

One of the best examples of this desire to innovate 

occurred around 10 years ago when 2 Sisters became 

the first company to develop a system that not only 

addressed welfare concerns, but was also affordable, 

bridging the gap between indoor reared chickens and 

the outdoor systems. It had listened to a key 

supermarket, Marks and Spencer, and the result 

was Oakham chicken — the only fresh chicken 

sold by Marks and Spencer and exclusive to the 

retailer.

Birds are reared in controlled environment 

barns and housed on straw or wood shavings 

with constant access to food and water. The 

temperature and lighting levels in the house 

are controlled by the farmers, but birds do re-

ceive natural daylight. The chickens are housed 

at a maximum stocking density of 30kg/m2. 

Oakham free-range birds are reared in similar houses 

to standard chickens, but have constant access to the 

range. The internal stocking density is 27kg/m2 and 

the area of the range is determined on the basis of 

1m2.

Ethical model factory 
Marks and Spencer’s com-

mitment to sustainable retailing 

— known as Plan A — is driv-

ing a more systematic change 

across the 2 Sisters’ business and 

again exemplifies the company’s 

responsiveness to its customers’ 

requirements. Oakham chicken 

is produced at 2 Sisters’ primary 

processing factory in Flixton. 

In 2007, Marks and Spencer, 

like its rival supermarkets, came 

under fire for labor conditions at 

its poultry processing plant. Its 

own ethical audits had revealed 

some worrying problems. Its re-

sponse was to pilot the idea of “ethical model factories,” 

as part of its Plan A program. This has required 2 Sisters 

to cut energy and water use and waste and to confront the 

working culture. The numbers of agency staff, which had 

reached 55 percent at times, have been cut, with many 

migrants offered permanent jobs and training and more 

promoted to supervisory roles. Bullying managers have 

been disciplined or asked to leave. The result has been a 

significant fall in staff turnover and increased productiv-

ity.

At the moment Flixton is the only “ethical model,” but 

2 Sisters has a broader commitment to reducing energy 

costs, which is part of a multimillion pound investment.

■ INTERNATIONAL PERSPECTIVE

Upton Farm in Great Yarmouth, UK. 2 

Sisters has now installed solar panels on 

28 farms and at three factories.

Head

✔ Who: 2 Sisters Food Group
✔  Where: United Kingdom, Ireland, the Netherlands, Poland
✔  Headquarters: West Bromwich, West Midlands
✔ Revenue: US$3.4 billion
✔  Production: 6 million birds/week
✔ Product: Chicken, various
✔ Employees: 18,000
✔ Website: www.2Sfg.com

At a glance
▼
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“We are looking at a couple of other broader eco ini-

tiatives, one around reducing our waste at each site and 

the other where we’re investing in renewable projects 

to become more energy efficient, for example our joint 

venture with PD Hook with wind turbines,” explains a 2 

Sisters’ spokesperson. 

Efficiency gains 
Not only is this good for relationships with all cus-

tomers, who are all increasingly focusing on the envi-

ronmental and ethical credentials of their supply chain, 

but it is paying dividends in driving efficiencies in a 

more challenging market. It is one of the ways in which 

the company is able to offer “highest quality for lowest 

cost” — one of the key trademarks of the business.

“By focusing hard on our operations, our waste and 

our costs, we can still maintain the highest quality prod-

ucts but at the lowest possible cost,” says the company. 

And now, as a much broader food company following the 

acquisition of Northern Foods, what about the future of 

the poultry business?

“The poultry business remains significantly im-

portant to 2 Sisters,” says the spokesperson. “It is 50 

percent of group turnover and serves a core category 

for consumers — the poultry business can share its 

strengths, and also learn from other parts of the group.

The company is confident that it is well placed to 

meet the challenges of the highly competitive market-

place head on. “We are now in more meal occasions, 

we are now serving a wider range of customers and 

we have real scale and talented people to help us grow 

towards our goal of £3 billion [$4.7 billion] sales by 

2015,” says the spokesperson.  ■

Emma Bellis is a freelance writer specializing in agriculture, food 
and health.
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Big Foot's wide heat pattern
keeps water and food areas warm

for easy bird access

��

�

�

Big Foot™ Radiant Tube Brooder Provides A Large,
Even Heat Footprint, Promoting Improved Bird Growth

4"Diameter Calorized,
Aluminized Steel Tubes

Creates A Large,
Radiant Surface

Full 3-Year Limited Warranty On Complete Emitter Assembly

19˚OPTIMIZED REFLECTOR ANGLE19˚OPTIMIZED REFLECTOR ANGLE
Results In Less Convective Wash

FUEL EFFICIENT, RADIANT GAS HEAT FOR A VARIETY OF POULTRY APPLICATIONSFUEL EFFICIENT, RADIANT GAS HEAT FOR A VARIETY OF POULTRY APPLICATIONS

INFRARED PHOTO

WE ALSO OFFER OTHER POULTRY HEATING SYSTEMS
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CENTRAL LIFE SCIENCES 
ATTACK-ALL LIVESTOCK & 
PREMISE FLY SPRAY

Central Life Sciences’ Attack-All 

Livestock & Premise Fly Spray 

is a ready-to-use pump spray, ap-

proved for use in California, which 

can be used outside or inside on or 

around livestock, and in milking 

parlors, calf hutches, barns, poultry 

houses, swine quarters, pens and 

more to kill and repel insects. The 

spray is approved for treatment of 

stable, house, face and horn � ies as 

well as moquitoes, gnats and more.

www.centrallifesciences.com

MUSTANG 4000V SKID STEER 
LOADER

Mustang’s vertical lift 4000V skid 

steer loader is rated up to 4,000 pounds 

with a vertical lift height of 144 inches 

and 99 gross horsepower Cummins 

engines. It features a hydraulic fan with 

swing-out cooler, optional high-� ow 

up to 40.8 gpm, and a standard level II 

ROPS/FOPS cab-forward design with 

side-folding restraint bar. 

www.mustangmfg.com

SCHOBER USA RSM-MX 
IN-MOLD LABEL ROTARY DIE 
CUTTING TECHNOLOGY
Schober USA’s RSM-MX rotary 

die cutting technology is designed 

for in-mold label production. Web 

widths of 10 inches, 13 inches and 
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■ PRODUCT REVIEW 

16 inches can be accommodated 

with a maximum roll diameter of 30 

inches, and a typical die circumfer-

ence of 17 inches to 25 inches. A 

vacuum generator is included for the 

vacuum conveyor that collects die 

cut labels prior to stacking. 

www.schoberusa.com

DoublE l GRoup ltD. AttIc 
AIRlock SlEEVE
Double L Group Ltd.’s Attic Airlock 

Sleeve prevents hot air from entering 

the attic while the inlets are clos-

ing and reduces condensation in the 

attic. The Attic Airlock Sleeve is 

universal and can be custom made to 

fit any size inlet. It is constructed of 

corrugated plastic.

www.doublel.com

GlEnRoy Inc. Hpc flExIblE 
pAckAGInG

Glenroy Inc.’s High Performance 

Component HPC flexible packaging is 

a high-performance tie layer technol-

 www.packrite.com

�������
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ogy for foil-based � exible packaging. 

HPC � exible packaging structures are 

chemical resistant, with oxygen and 

moisture barrier properties, machin-

ability and roll conformity. HPC is 

available as a component in Glenroy’s 

line of foil-based � exible packaging 

laminations and ExpressWeb surface 

printable packaging � lms. 

www.glenroy.com

SULLAIR 230 VOLT S-ENERGY 
ROTARY SCREW AIR 
COMPRESSORS

Sullair’s line of 230 volt VSD 

S-energy lubricated rotary screw 

air compressors is designed to meet 

the demand for variable speed drive 

energy ef� ciency in a 230V pack-

age. The line includes models 1100e, 

1500e, 1800e, 1800, 2200, 3000P, 

3700 and 4500. These models range 

from 15 to 60 horsepower, with ca-

pacities from 46.4 to 222 cfm and 

pressures ranging from 100 to 175 

psig. Sullair’s air-end design with 

low restriction inlet valve, the low-

pressure drop air-� uid separation 

system, and a high ef� ciency cen-

trifugal cooling fan also help with 

energy cost savings.

www.sullair.com

➥Stay informed

Need access to WATT PoultryUSA 
when you’re on the go? 

Go to www.wattpoultryusa-
digital.com to view the most current 
issue online. 

Subscribe today to receive notifi cation 
of the newest updates!

➥Stay informed
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❱❱People&Companies

The U.S. Poultry & Egg Association 

has released a video, “Poultry & the 

Hormone Myth,” to explain the sci-

entific, economic and legal reasons 

hormones are not needed or used by 

the U.S. poultry industry.

Foster Farms, university faculty, 

students and community leaders 

broke ground on the new Fos-

ter Farms Poultry Education and 

Research Facility at The Jordan 

College of Agricultural Sciences 

and Technology at Fresno State. The 

16,000-square-foot eco-friendly, 

power-efficient building will include 

advanced climate-control and feed 

delivery systems replicating profes-

sional poultry production.

The Meat Industry Suppliers Foun-

dation, a philanthropic organization 

of the Food Processing Suppliers 

Association, has announced the win-

ners of the 2012 scholarship pro-

gram: Rebecca Acheson, Harrison 

Bartlett, Ethan Blom, Simon Kern 

and Daniel Neely.

CTB Inc., formerly known as 

Chore-Time, celebrated its 60th 

anniversary July 17 with more than 

600 employees, past and present, in 

Milford, Ind.

Aviagen’s 49th Production Man-

agement School, held from June 

2 through June 29, in Alabama, 

focused on poultry nutrition, veteri-

nary, hatchery operations, produc-

tion and farm management best 

practices for managing successful 

breeder and broiler operations. 

Nissan Forklift Corporation has 

added Charles VandenBosch as the 

company’s senior manager of outside 

sales.

pas0272_adv_114x118_fc_03.indd   1 11-04-12   11:21
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❱❱Datelines
Send trade show, meeting and 
technical symposium information to: 
Gary Thornton, WATT PoultryUSA, 
at gthornton@wattnet.net. For a 
comprehensive list of events plus detailed 
information go to Events at www.
WATTAgNet.com.

2012

SEPTEMBER
National Meeting on Poultry 
Health and Processing 2012
17-19»Delmarva Poultry Industry Inc., 
Ocean City, MD, United States, www.dpich-
icken.org

Vaccines and Diagnostics for 
Transboundary Animal Diseases 
Workshop
17-19»Ames, Iowa, United States, 
www.cfsph.iastate.edu/Meetings

CCS Poultry’s Poultry 101
18-20»University of Arkansas-Fayetteville, Fay-
etteville, AR, United Stateswww.poultry101.com

Georgia Poultry Conference 2012
25-26»Classic Center, Athens, GA, United 
States, +1.706.542.1325, www.ugaextension.com

USPOULTRY Poultry Production 
and Health Seminar 2012
25-26»The Wynfrey Hotel, Birmingham, 
AL, United States, +1.770.493.9401, 
www.uspoultry.org

OCTOBER
Poultry Protein and Fat Seminar 
2012
4»Doubletree Hotel, Nashville, TN, United 
States, +1.770.493.9401, www.uspoultry.org

National Chicken Council 58th 
Annual Conference
10-11»Mandarin Oriental Hotel, Washington, 
D.C., United States, www.nationalchickencouncil.
org/conference

NOVEMBER
USPOULTRY Communications 
Strategies Workshop 2012
1»+1.770.493.940, www.uspoultry.org

USPOULTRY Grain Forecast and 
Economic Outlook Conference 2012
7»Airport Hilton Hotel, Atlanta, GA, 
United States, www.uspoultry.org

2013
JANUARY
International Production and 

Processing Expo 2013

29-31»Georgia World Congress Center, 
Atlanta, GA, United States, www.ippe13.org

•  Standard Hydraulic Side Shift Feature

•  Pulverizes Litter    
   Cakes
•  Top-Dress After 
   Windrowing

•  23-30 GPM And 
   Hi-flo Required
•  Universal Quick Hitch

The LVI LITTER PROCESSOR!

NEW 
PRODUCT

•  Quality Litter Condition
•  Improved Paw Quality
•  Available In 60”And 84”

Pate
nts 

Pen
ding

888-414-7518
CALL FOR A DEALER NEAR YOU

See the LVI LITTER PROCESSOR in action at binkleyhurst.com

The Feather People
Since 1944

Kent Company, Inc.

Kent
Rubber
Picking
Fingers

Made in U.S.A.  •   Made to Order

Custom Durometers Available

Only Prime Natural Rubber

Greater Flexibility  •  Superior Wear

U.S.D.A. Approved

P.O. Box 610102 • Miami, FL  33261-0102
Tel: 800.521.4886 • 305.944.4041

Fax: 305.944.1106
kentcomp@aol.com • www.kent-company.com
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sakins@wattnet.net
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pballard@wattnet.net
Phone 815-966-5576
Fax 815-968-0941
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Regional Sales Manager
driesmvd@xs4all.nl
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Bayer Corp Animal Health ....................................... 15
Binkley & Hurst ....................................................... 41
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Central Life Sciences ............................................... 21
ChemGen Corp .......................................................... 7
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Cobb-Vantress Inc .....................................................11
Cumberland Div of GSI Group ................................ 22
Detroit Radiant Products .......................................... 39
Diamond V ............................................................... 33
Diversifi ed Imports DIV Co Inc............................... 31
DSM Nutritional Products Inc .................................C2
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Griswold Water Systems .......................................... 40
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Jones-Hamilton Co ................................................... 32
Kemin Industries ...................................................... 19
Kent Co Inc .............................................................. 41
Lubing Systems LP .................................................. 25
Meyhen Intl Corp ..................................................... 29
Neogen Corp-Animal Safety Div ............................... 5
Pack Rite Div Mettler-Toledo .................................. 38
Pas Reform Hatchery Technologies ......................... 40
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Plumatech SA ........................................................... 35
QMS Intl .................................................................. 28
Quality Tech Intl Inc ................................................ 26
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Star-Labs Inc ............................................................ 20
United Soybean Council .......................................... 23
VAL-CO ................................................................... 13
Vi-COR ....................................................................C3
Ziggity Systems Inc ................................................. 27

CAREER OPPORTUNITIES
in poultry and egg processing, live produc-
tion, sales, QA, maintenance, accounting, 
etc. All information confi dential.

Mike Deal
AGRI-associates

5665 Atlanta Hwy, Suite 103-311
Alpharetta, GA 30004-3932

770-475-2201      Fax: 770-475-1136
1-800-562-1590

mtd_agri@bellsouth.net
www.agriassociates-ga.com

Shangqiu New 
Orient Machinery 

Co., Ltd

sqzdjc@126.com
www.xdfjx.com

Tel: +86-370-2839801
Fax:+86-370-2839802 877.679.1399 • rdmcoreshell@aol.com

Coastal Brand Shell
Builds Strong Eggshells

Feed grade calcium carbonate 
Essential for 
strong shells

Stronger bone
development

Researched, 
Tested, Proven

NEW
LOCATION
DEEP WATER 

PORT
WAREHOUSING 
AND BAGGING 
FACILITIES
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Windrow Wizard
It makes windrowing your litter quick
and easy - Attaches to your skidsteer

• Aggressive auger design is capable of breaking up the hard   
 cake and incorporating it into the litter.

• 3 sizes to choose from to fi t your skid steers horsepower and
 will operate with standard or hi fl ow hydraulics

• Capable of cleaning houses wall to wall

• Heavy duty construction

• The most economical windrower to own

Watch Windrow Wizard in action: www.jpsfabrications.com
JPS FABRICATIONS, LLC

Joe Perkins  •  912-690-2530  •  Email: jpsfab@yahoo.com

USDA LABEL APPROVALS
GOVERNMENT LIAISON-TRADEMARK SEARCHES
Any government matter quickly handled on 
the spot. Trademark searches 48 hours $185.
Hurson Associates, 200 N. Glebe Rd., Ste.
321, Arlington, VA 22203, www.hurson.com, 
703-524-8200.

TOLL FREE: 1-800-642-6564

VAT/PALLET WASHERS
TOTE-TUB-PAN WASHERS

KUHL CORP. - PO BOX 26
FLEMINGTON, NJ 08822-0026
Tel: 908-782-5696  Fax: 908-782-2751

www.KUHLCORP.com

Got Manure: We have the cure!
Biological Fly Management Program
Entomologist/Consultation Available

kunafin
“The Insectary”

Worldwide
Phone: 1-830-757-1181

Fax: 1-830-757-1468

FLY PROBLEMS?

www.kunafin.com

kunafin

Made in U.S.A.

• Pellet Mills • Coolers • Dryers • Roller Mills
• Flakers • Cleaners • Sewing Lines • Mixers

• Legs • Dust Filters • Air Pumps • New Conex Extruders
• Replacement parts for Insta-Pro® Model 2000 & 2500 extruders

WE BUY AND SELL USED FEED AND GRAIN EQUIPMENT

LARGE INVENTORY IN STOCK

1400 S. Spencer Rd., Newton, KS 67114
Ph: 316-283-9602 • Fax: 316-283-9584
E-mail: sales@continentalagra.com
Web: www.continentalagra.com

AgNet.com

WATT PoultryUSA on your terms… 
when, where and how you want.

■   Access the digital magazine on your computer or 
smart phone at www.wattpoultryusa-digital.com

■   View the latest news updates on WATTAgNet.com

■   Join the conversation with ongoing discussions on 
AnimalAgNet.com

USAUSAPoultryPoultry
Covering the Integrated Poultry IndustryCovering the Integrated Poultry Industry
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hicken’s share of the menu at 

foodservice restaurants is 45 

percent – far and away the 

greatest among meat proteins – but 

there’s room to grow that share ... if 

marketers exploit key disconnects be-

tween foodservice operators’ percep-

tions and consumer behavior.

That’s according to Maeve Webster, 

senior director for the market research 

� rm, Dataessential. She presented 

new meat protein market studies at the 

2012 Chicken Marketing Seminar.

New survey tracks chicken 
According to a survey of 388 food-

service operators, chicken’s average 

share of entrees and appetizers that 

feature meat proteins is 35 percent for 

white-meat chicken and 10 percent 

for dark-meat chicken. Compare those 

shares to 27 percent for beef, 13 percent 

for seafood/� sh, 13 percent for pork 

and 2 percent for lamb.

Chicken also leads in consump-

tion increases in a recent Dataessential 

survey of 3,500 consumers. Thirty-� ve 

percent of consumers have increased 

their ordering of chicken, while 31 

percent increased their ordering of sea-

food/� sh and 26 percent increased their 

ordering of beef.

Opportunity for gaining share 
for chicken

Webster pointed to three opportu-

nities or challenges for chicken mar-

keters to exploit. Each is connected to 

disconnects between the perceptions 

of foodservice operators and consumer 

behavior.

Disconnect 1: Pork is the new focus 
for foodservice

More foodservice operators are 

planning to add pork (25 percent) and 

seafood (19 percent) to their menus 

than new chicken items (13 percent) 

in the next two years, according to the 

survey. That’s despite the fact that 35 

percent of consumers are increasing 

their ordering of chicken items.

Disconnect 2: Beef receives more 
seasonal and limited time offer 
promotion 

Foodservice operators are more 

likely to consider beef for winter- and 

fall-speci� c items and limited time of-

fers, but there is no reason that chicken 

would not perform well in these cat-

egories due to its superior versatility 

and value.

Chicken marketers need to focus 

on foodservice operators who are not 

using chicken to position themselves 

against their competitors. Chicken 

marketers need to say to them, “Look, 

this is who we are, and this is what we 

can do.”

Disconnect 3: Price shifts are likely 
to impact menuing 

Foodservice operators indicated 

that if the price of beef was at or below 

the price of chicken, 

they would con-

sider increasing their 

menuing of beef 

overall (45 percent); 

consider adding 

higher-end cuts of 

beef (34 percent); or would not change 

menuing (33 percent).

Consumers, however, are not as 

sensitive to pricing differentials as 

the operators’ menuing intentions 

would indicate. Thirty-� ve percent 

of consumers were as likely to order 

either entrée when beef is at or be-

low the price of chicken. And while 

15 percent of consumers were much 

more likely to order an entrée with 

beef, 22 percent were much more 

likely to order an entrée with chicken. 

The percentages of consumers some-

what more likely to order one entrée 

or the other were essentially the 

same.

Chicken marketers should consider 

educating foodservice operators about 

these disconnects between marketing 

plans and consumer behavior, Webster 

said. “It is not unusual for foodservice 

operators to not fully understand all 

the trends and issues for their custom-

ers,” she concluded.

The Chicken Marketing Seminar 

is sponsored by the National Chicken 

Council and the National Poultry and 

Food Distributors Association. ■

C  
Turning chicken’s foodservice challenges into opportunities

BY GARY THORNTON❱❱Editor’s Comment
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One-two punch

Add the power of Celmanax® to your coccidiosis control program
Vi-COR® is in your corner with the power of 
all-natural yeast-based feed ingredients. Give 
your ration an extra nutritional punch by 
feeding Celmanax® SCP in addition to your 
current methods for control of coccidiosis. 
Research shows* that Celmanax SCP 

effectively enhances broiler performance by 
�������������� ���������� ������� ������ ���������
feed conversion ratio, and improving bird 
uniformity at slaughter. Give your broilers all 
the protection they deserve. See the powerful 

results of Celmanax at www.vi-cor.com/punch.
* Effect of Celmanax® supplementation on the performance of broilers vaccinated with Coccivac®-B 
or fed a Coccidiostat. Dr. Greg Mathis Ph.D., Southern Poultry Research Inc., Athens, Georgia.
Coccivac®-B is a registered trademark of Intervet Inc.
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