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Collect the facts in a central location. The 1.	
facts of a product defect can trickle in 
through several channels.  Each fact by 
itself may not indicate a recall is neces-
sary, but taken together may suggest that 
a product recall is the most prudent action 
for brand protection or even public health 
and safety. Designating a central recipi-
ent for all product deficiency information 
will allow potential recall situations to be 
quickly identified and acted upon.

there is a need for speed and accuracy in 
communicating, tracking and document-
ing the message in order to protect the 
consumer, the brand and the company.

A few best practices can ease the impact 
of a product recall and simplify any extra 
work that it generates. Checklists can help 
companies ensure that all variables are ad-
dressed, while providing flexibility as the 
facts or circumstances change through a 
developing situation.

Business executives typically don’t 
start the workday thinking about 
how they will pull product off the 

market. Even so, during the first four 
months of 2011, more than 250 compa-
nies have had to do just that according to 
government recall websites (*see end of 
article). And these companies aren’t just 
in the food business, but also include the 
pharmaceutical, medical device, automo-
tive, apparel, toy and other industries as 
well.

While every industry and even every 
company has its own recall process—no 
two recalls are exactly alike—they all 
share a few key features. First, they are 
unplanned, unbudgeted events. Second, 
they involve extra work in many different 
functional areas for all the companies 
concerned: operations, communications, 
legal, procurement, logistics, etc. Third, 
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“A lack of transparency creates 
confusion at best, and at worst prolongs 
the recall event, irritates customers, and 
further damages the brand.”

Recall Best 
Practices  
Insure  
Brand  
Protection
By Roger Hancock
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of law behind them and any misstep 
can result in a recall being expanded or 
extended, which could prolong the nega-
tive brand image and create more work.
Debrief and make improvements. Once 7.	
the recall is finished, companies should 
evaluate what went right and what went 
wrong. This provides valuable insight 
into how the company works, and how 
any future recall event can be improved 
to be more efficient in protecting the 
customer, the brand and the company.
By getting the right information to the 

right people at the right time so they can ex-
ecute a comprehensive plan, a product recall 
can be transformed from a costly burden into 
a customer loyalty, brand building exercise. 
Practicing these steps through mock recalls 
is an important way to strengthen a man-
agement team’s ability and commitment to 
managing through a future recall event with 
speed and accuracy to safeguard customers, 
brands and companies.� y

*http://www.fda.gov/Safety/Recalls/
default.htm

http://www.fsis.usda.gov/FSIS_RE-
CALLS/Open_Federal_Cases/index.asp

http://www.cpsc.gov/cpscpub/prerel/
prerel.html

prepared and the customers who need 
to know identified, then the outreach 
begins. Speed in this process is impor-
tant to protect the brand, as well as the 
customer relationship. Accuracy of the 
message also is critical so that the right 
action is taken on the identified prod-
ucts. Customer support requirements 
will vary with the specifics of the recall 
instructions.
Be appropriately transparent. A lack of 5.	
transparency creates confusion at best, 
and at worst prolongs the recall event, 
irritates customers, and further damages 
the brand. People want to know what is 
wrong with the product, what they need 
to do to protect themselves, and how big 
is the danger. Providing answers to these 
questions with a clear, audience-appro-
priate message dispels confusion and 
unnecessary concern. The level of detail 
to provide within these answers is an art 
more than a science. The specifics are 
matters of company style, legal counsel, 
and in some cases regulatory mandates.
Comply with regulatory requirements. 6.	
Regulatory requirements are constantly 
changing and can differ state to state. 
Knowing and meeting the requirements 
is important because they have the force 

Have a defined decision-making pro-2.	
cess. The days of on-site conference 
rooms for decision-making may be fad-
ing, but a defined process for communi-
cating with everyone who has a need-to-
know is essential. Clear decision-making 
authority with an appropriate sense of 
urgency will smooth the way for efficient 
actions.
Prepare the recall event communication 3.	
package. A checklist is the best starting 
place for crisis planning,  
a.	 Who needs to get information, and 

what information do they need?
b.	 What products are involved?
c.	 What lot codes, production dates, 

sell-by dates are included?
d.	 What types of customers need to be 

informed?
e.	 How are the affected products to 

be disposed, and are instructions 
needed?

f.	 Is a return merchandise authorization 
form needed?

g.	 Do customers need support com-
munication for their clientele? (i.e. 
talking points, signs, etc.)

h.	 Is a press release required?
Notify and support your customers. 4.	
Once the communication package is 
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in employer stock. While the plans offer 
many tax benefits, they are complex and 
costly. They also face the same issues as 
the management buyout with regard to 
financing. An expert advisor should be 
consulted before considering an ESOP.

Sell to a financial buyer
Financial buyers and private equity 

funds acquire minority and majority posi-
tions in companies, build the businesses 

by providing capital, strategic and op-
erational advise, and sell the business in 
the future, usually three to seven years 
later. Partnering with a financial buyer 
allows the owner/shareholders to balance 
the need for short term liquidity with the 
desire to participate in the future upside 
of the company. The key is to choose a 
financial partner that shares the same 
vision and long term goals as you the 
owner.

At some point in their lives every 
business owner needs to make a 
decision about the future of his 

or her company. The goal is to maximize 
the value of the business for the owners 
and employees. Choosing the best exit 
strategy is a challenge. The chosen route 
will depend upon the owner’s need and 
desire for liquidity, his or her age, his 
desire to keep on working, and whether 
there are children capable of taking over 
the business.

What exit strategies are available to 
owners of small and middle market busi-
nesses?

Transition ownership to children;•	
Sell to key management/employees •	
(management buyout);
Set up an ESOP and sell to all em-•	
ployees;
Sell part of the company to a third •	
party (recapitalization) and have an 
opportunity to sell remaining shares 
for a higher profit in the future; and
Sell 100 percent of the company to an •	
outside third party. 
This article will deal with liquidity 

options for owners wishing to exit entirely 
or take some cash off the table. These 
options are summarized below:

Sell to key employees 
(management buyout)

In order to capitalize on the experi-
ence and loyalty of key employees, sell-
ing to them makes sense for many own-
ers. The major issue is whether these key 
employees have the financial ability and 
commitment to buy out the owner. Unless 
the buying group can secure financing 
to execute the purchase (bank or equity 
sponsor) the departing owner will likely 
have to provide seller financing. This 
limits the cash and liquidity received by 
the owner at closing and puts his seller 
note at risk.

Sell to an ESOP
An ESOP is a special type of qualified 

retirement plan that is permitted to invest 
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Liquidity Options for 
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experienced advisors including an at-
torney and financial advisor/investment 
banker to assist you. The nature of an 
M and A transaction involves a host of 
issues including tax, employment, ac-
counting and legal considerations that 
are complex. These advisors will help 
you analyze the various options and 
choose the right path for you and your 
company.� y

Susan Wyka is a partner at Ascen-
dant Partners, Inc. and Ascendant 
Financial Partners, LLC (FINRA 
broker dealer). Ascendant specializes 
in investment banking for food and 
agri-business companies. She can 
be reached at (303) 221-4700 or at 
swyka@ascendantfp.com.

acquisitions) market during the last few 
years, the timing is right now for owners 
to consider a liquidity event. For middle 
market companies valuations currently 
range from five to eight times EBITDA.  
EBIDTA is defined as earnings before 
interest, depreciation, and amortiza-
tion. Multiplying EBITDA times the sale 
multiple totals enterprise value. Debt is 
subtracted from enterprise value to get 
equity value which is the amount that 
the buyer pays for the company’s equity. 
Demand from both strategic and finan-
cial buyers/partners is currently strong 
given the pent up demand for transac-
tions and the amount of capital sitting 
on the sidelines.  

If you as a business owner are think-
ing about an exit the first step is to hire 

Sell to a strategic  
buyer

Owners focused on maximum value 
and full liquidity would likely seek a 
strategic sale.  Strategic buyers look 
for companies that allow them to build 
market share, add complementary and 
proprietary products, and expand geo-
graphically. Opportunities for synergies 
and cost cutting can enhance post clos-
ing value and may allow them to pay 
a higher purchase price. If the owner 
plans a full exit from the business, this 
is usually the best option. For an owner 
who wants to remain, becoming an em-
ployee with no control is often hard to 
bear.

Coming off the credit crisis and 
a lackluster M and A (mergers and 
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You hope your small business has 
become a reflection of yourself: it’s 
an efficient, dependable, and well-

run operation that follows through on your 
customer’s wants and needs. But what would 
happen if a change in ownership was nec-
essary, perhaps due to unmanageable costs 
or even the death of you or your business 
partner? Could the surviving partner pay for 
unforeseen expenses? Could the business re-
tain its employment base?

Whether your company is just emerging, 
flourishing, or maturing, your business and 
personal financial needs are unique. But 
sooner or later, most small business owners 
ask themselves three basic questions:

How do I prepare for the problems that 1.	
come with changes in ownership?
As the owner of my company, is there 2.	
a way to use business dollars to pay for 
some personal expenses?
Am I getting the most I can out of my em-3.	
ployee benefit dollars?
Each of these situations can be dealt with 

through adequate business planning.

Strategies for changes in 
ownership

If you or a business partner died, it would 
be comforting to know now that your busi-
ness would continue to run smoothly. There 
are several options to ensure its continuity.

Our method is a buy/sell agreement. 
This establishes the value of your busi-
ness and assures a ready market for your 
share in the business after the death of 
an owner. With life insurance funding the 
agreement, the surviving partner(s) are as-
sured of the means to buy out heirs and 
retain control over the business, and the 
deceased owner’s stock can be converted 
into cash for the heirs.

If you should lose a key employee, you 
may lose considerable time and money try-
ing to find and train a replacement. Key em-
ployee life insurance provides you with the 
funds you need to keep the business running 
smoothly during this difficult period.

Another option is to carefully incorpo-
rate your business needs into a total estate 
plan. This way you’ll avoid severe liquidity 
problems for the heirs of your estate after 
your death. At the same time, you’ll be able 
to meet your estate tax and liquidity needs 
while you preserve the full value of your 
business for your family and business as-
sociates.

By Sam Bordosch,  
Financial Advisor,  
Tax and Financial Group

Planning
Ensuring the 
continuation of your 
business.
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settlement costs if your stock is worth more 
than 35 percent of your adjusted gross es-
tate. The business can redeem some of the 
stock from your estate and produces cash 
to meet your estate’s obligations.

How to use employee benefits 
to increase income and improve 
key employees’ retention

Can you keep your employee benefits 
competitive yet still affordable? One way 
to do this is with a salary continuation 
strategy. With a salary continuation 
strategy in place, you have the financial 
means to protect your key employees, 

As with any tax strategy, you should 
consult with your tax advisor regarding 
your specific tax situation.

Disability insurance is always a de-
sired form of insurance to have when own-
ing a business since the likelihood of a 
career-ending disability is far greater 
than a premature death. Your business 
can provide you and your employees with 
personal disability insurance that contin-
ues a portion of your salary when you’re 
unable to earn it, and the premiums (in 
most cases) are tax deductible.

In addition, your business may be 
able to help you pay your estate taxes and 

Using business dollars for 
personal expenses

There are also ways to provide ben-
efits for yourself by using your business’ 
checkbook. The fact is, you can actually 
pay some of your personal expenses using 
your business’ money, and receive favor-
able tax treatment at the same time.

Your business can help you pay for 
your own life insurance by “advancing” 
you money to pay the annual premium. 
The cost is low and the advance is paid 
back from the insurance proceeds. This 
benefit can also be extended to your key 
employees. 
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may contain restrictions, such as surrender 
periods. Policy holders could lose money in 
this product.

The life insurance death benefit is income 
tax free to the business if the business, at the 
time of purchase, had met the requirements 
of Internal Revenue Code Section 101 (j) in-
cluding providing the insured with advance 
notice, obtaining the insured’s prior consent 
to be insured, and meeting insured’s execu-
tive income requirements.� y

This information is a general dis-
cussion of the relevant tax laws. It is 
not intended for, nor can it be used by 
any taxpayer for the purpose of avoid-
ing federal tax penalties. This infor-
mation is provided to support the pro-
motion or marketing of ideas that may 
benefit a taxpayer. Taxpayers should 
seek the advice of their own tax and 
legal advisors regarding any tax and 
legal issues applicable to their specific 
circumstances.

Finally, when trying to attract new em-
ployees (as well as retain existing ones) 
keep in mind that today’s employees look 
for and expect strong insurance programs, 
especially for medical, disability, and 
life insurance as a part of the entire 
compensation package. In return, you’ll 
receive tax deductions for the premiums 
you pay out.

An effective business strategy will help 
you achieve the best of both worlds: overall 
reduced business costs to retain your com-
petitive edge in the current marketplace, 
and the retention of effective, highly moti-
vated employees who can provide the finan-
cial strength and stability to your business 
that will ensure its continuation long after 
you’re gone.

Policy loans and withdrawals may create 
an adverse tax result in the event of a lapse 
or policy surrender, and will reduce both the 
cash value and death benefit.

Life insurance products contain fees, 
such as mortality and expense charges, and 

your business, and yourself from the 
adverse financial consequences of dis-
ability. In many cases, if the program is 
funded with disability insurance policies, 
the premium payments are tax deductible 
as a necessary business expense of your 
company.

In addition, company-sponsored em-
ployee pension and profit-sharing plans 
are a necessity when retaining your best 
employees and ensuring the success of your 
business long after you’re gone. Employees 
may save pre-tax dollars and invest them 
on a tax-deferred basis for retirement. Any 
contributions you make to the plan are tax 
deductible. 

Other benefits that can help you retain 
key employees include executive bonus 
plans, which are methods of providing life 
insurance to employees and a current in-
come tax deduction for your company, and 
personal financial analysis, which helps 
them effectively manage their money while 
achieving their financial goals.



National Meat Association 19

the “real” McCoy. Between 1867 and 1881, 
McCoy shipped more than two million cattle 
from Abilene to Chicago, and that was just 
part of the birth of big beef.

My second favorite story is that of Gusta-
vus Swift, who came to Chicago in 1875. 
At first, he was a cattle buyer and then, to 
avoid freight costs, he conceived the idea 
of slaughtering the cattle in Chicago and 
shipping the dressed beef to Eastern cities. 
Some said that was a crazy idea—it would 
spoil before it got there. His partner sold his 
share of the business.

But Swift took the risk, perhaps hav-
ing in his back pocket knowledge of a new 
technology that hadn’t yet been applied: the 

how could he make money with it? Like any 
good entrepreneur, he applied that technol-
ogy to an old business, the beef business. 
He knew the railroad was heading west and 
southwest out of Chicago and the cattle 
drives were heading up the trail from Texas. 
McCoy figured they would meet around 
Abilene. So he spent $5,000, a fortune in 
those days, on advertising and riders to car-
ry posters to the drovers. He promised that 
he would pay more per head in Abilene. All 
he had to do was persuade the trail bosses 
to turn their herds.

Just like John Wayne in Red River, a lot 
of the big herds—2,000 strong—did just 
that. He was so true to his word it became 

If we trace the history of beef in 
America, the real start is after the Civil 
War.  Southern soldiers who had lost 

their savings during the war became entre-
preneurs in cattle—wild longhorn cattle 
turned out of the Spanish missions into the 
Texas mesquite. By rounding them up for a 
dollar and driving them 600 miles north to 
Kansas, they could fatten them on the lush 
grasses of the Flint Hills and make 10 dol-
lars. They’d put their cattle on the railroad 
for the ride to Chicago, and made Chicago 
the largest stockyard in the world.

The cattle drive was a business risk that 
any cowboy was fool enough to take, al-
though if you were 25, you were almost too 
old to make the trip.

The big cattle drives lasted a little 
over 10 years which means America’s 
favorite story—the one we’ve chosen to 
pin our identity to—the cowboy, tempered 
by weather, hostile forces, and wide open 
lands—is a small part of American history. 
But it sure made a big impression.

 
The entrepreneurial spirit

My favorite story is of Joseph McCoy of 
Abilene, Kansas. He was a livestock trader 
in Chicago, where he saw the new technol-
ogy of the day developing—the railroad. But 
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The History 
of Beef in 
America

“Today, McDonalds alone buys one billion pounds 

of beef a year. America’s cattle herd increased 

from roughly 36 million head to nearly 100 

million. Beef became America’s number one 

source of protein, its number one meat.”

From a presentation by Bill Kurtis, Tallgrass Beef Company
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By 1958, Ray Kroc had bought an idea of 
fast food from the McDonalds brothers in Ba-
kersfield, California and was applying his new 
technology of clean crews, fast service, cheap 
and tasty food, an American culture that was 
moving to the suburbs, commuting to work, 
eating in cars, going to movies in cars.

Today, McDonalds alone buys one billion 
pounds of beef a year.  America’s cattle herd in-
creased from roughly 36 million head to nearly 
100 million.  Beef became America’s number 
one source of protein, its number one meat.

For fifty years, it was a good run, but not 
without bumps along the way. Red meat took a 
hit for its saturated fat, and cardiologists took it 
off the diet of heart patients. 

Of late, another investigative reporter, Mi-
chael Pollan, has captured the imagination of 
the public by tracing the life of a calf through a 
feedlot. He, along with special interest groups, 
have targeted the use of growth hormones as 
causing early puberty in young girls; they’ve 
criticized the use of so many antibiotics for 
livestock as causing resistant strains of bacte-
ria, including E. coli O157, they’ve highlighted 
the problems of concentrated waste contaminat-
ing ground water and have identified methane 
from cattle as the worst greenhouse gas. And a 
YouTube video of downer cattle being lifted by 
a forklift has put the beef industry on the defen-
sive. I call that our Abu Ghraib. Like with The 
Jungle, the issue once again is food safety. 

I think this time, the issue is more com-
plicated. And it won’t be solved by safety 
legislation.  

For one thing, beef, poultry and pork are 
just part of a larger criticism of the Western 
diet. We are killing ourselves with food. Obe-
sity is the No. 2 cause of self-inflicted death. 
Our Western diet is filled with over-processed, 
over-salted, over-sugared food.

It has given rise to a movement in this 
country that no one in the food business can 
ignore. There are growing numbers of people 
who want healthier food. Words like “natural” 
and “organic” have given rise to Whole Foods. 
They are the fastest growing sections of su-
permarkets. Our big food manufacturers have 
created natural lines.

These customers want nutrition as well as 
safety. And they still want taste.

I would make the case for grass-fed at 
this point, but I don’t think there’s a blade of 
grass left in Iowa and Nebraska.  I flew into 
Omaha in June  and tried to find pastures, and 
couldn’t. It’s all corn.  Golf courses had grass 
but that’s it.  

So grass-fed has its own set of problems. 
We won’t ever challenge the big numbers of 
corn-fed, marbled beef, but we can be an alter-
native—a useful alternative that can expand 
the beef market, not hurt it.� y

 A new era begins
After World War II, we entered a new 

era, one in which we thought we could do 
anything. We’d won a world war, we’d ended 
a Great Depression, and our productivity 
was soaring. New technology, new ideas 
were being applied to every industry.

Three forces would change the beef 
industry—and they all had to do with corn.

First, we wound up with more corn than 
anywhere in the world—the result of hybrid 
species created at outstanding agricultural 
colleges that could withstand climate and 
pests.

Second, President Roosevelt’s Depres-
sion-era subsidies to corn farmers were 
proving to be very effective.

And third, liquid nitrogen fertilizer in-
creased our yields from 20 bushels an acre 
to 200 bushels.

Mountains of corn were piled outside 
the elevators already full. We needed a new 
market for the corn because we couldn’t eat 
most of it.

There had been some history of feeding 
corn to cattle but never on this scale, and 
it proved a marriage made in heaven. The 
subsidies meant corn would stay cheap; 
the cattle grew fat quickly and tasted good.  
Now we needed a new market for all the 
beef.

refrigerated rail car. Swift applied the tech-
nology, and it soon became the accepted 
method of transporting beef.

Swift’s revenues jumped from $20 mil-
lion a year to $200 million. Gustavus didn’t 
care much for money—he liked to work. He 
died in 1903 at the age of 63.

Three years after he died, the meatpack-
ing industry was hit by its most serious 
challenge—an investigative reporter named 
Upton Sinclair followed the conditions of 
the workers inside the Chicago slaughter-
houses. The workers were mostly Eastern 
Europeans; many of the families still live 
in Chicago. They often lived 12 to a single 
room, and it didn’t take a lot for Sinclair to 
galvanize the nation against the beef indus-
try. Sinclair was a socialist and wanted to 
expose the working conditions of what he 
called: “Wage slavery.”  Instead, the public 
focused on food safety, shocked at stories of 
workers falling into rendering vats and be-
ing ground up into hamburger. Foreign sales 
of American meat fell by half.  It caused 
Congress to pass the Meat Inspection Act 
and the Pure Food and Drug Act in 1906, 
which later became, in 1930, the Food and 
Drug Administration.

The stockyards survived, and remained 
much the same for the next 40 years, and 
meat continued to build America.
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Having adequate allergen 
controls in place to avoid 
misbranding and unintentional 
adulteration

Roughly half of the class one recalls which 
have occurred in the past year have been due 
to undeclared allergens being present or po-
tentially present in the finished, packaged and 
labeled product. Though in a few cases NMA 
is aware of, the circumstances were unavoid-
able for various reasons, the majority of such 
recalls were due to a failure which certainly 
could have been avoided at the Federal Estab-
lishment.

Perhaps the most common failure is re-
lated to changes in the ingredients used in the 
formulation of your finished products. Even 
if you use the same supplier of raw material 
ingredients without fail, there is no way around 
the need to verify that each ingredient being 
used in your product will not be in conflict 
with your finished product labeling. Sometimes 
the manufacturer may alter the formulation of a 
spice blend, sauce, or other ingredient without 
notifying you, and sometimes it is someone at 
your establishment who simply buys a different 
type or brand of the same ingredient. Either 
case can result in changes in the ingredients 
going into your product and inaccurate label-
ing being applied to the finished product. The 
only safe thing to do is to compare each incom-
ing load of ingredients with what you expect 
them to contain, as based on the ingredients 
declared in your formulation and finished 
product label. If your purchasing department 
is not working closely with the QA/QC folks, 
you could easily find yourself in a situation 
where you have been producing and shipping 
misbranded product at a minimum, and poten-
tially initiating a class one recall.

Another cause of allergen related recalls is 
a lack of adequate protocols being put in place 
to prevent cross contamination between prod-
ucts that do and products that don’t declare 
the presence of allergens in their ingredient 
statements. If these types of products share 
common food contact surfaces in your opera-
tion it is critical that you initiate and document 
the implementation of procedures to fully clean 
and sanitize the common surfaces between 
such different production runs. The same goes 
for employees who will be utilized to handle 

Failure to adequately understand the com-
mon-source side of the equation also results in 
recalls which could have easily been avoided.  
It is not only the produced lot of non-intact 
product which is affected by the analytical 
result, but also the various source material lots 
used to produce the finished non-intact prod-
uct which will likely be considered adulterated 
in the face of a positive for E. coli O157:H7 in 
the finished product. If these implicated source 
material lots were used to produce other non-
intact products as well, this would then cause 
those lots of product to also be implicated by a 
positive. NMA has just recently revamped and 
reissued our resource document on addressing 
E. coli O157:H7 and it contains the most up 
to date guidance on agency policy and how 
best to avoid situations which could result in a 
recall. This document is available in the Mem-
bers Only section of NMAonline.org.

If we are talking Ready-to-Eat (RTE) prod-
uct, and sampling for Listeria monocytogenes 
(Lm) the focus shifts from pre-lethality raw ma-
terials to the sanitation interventions being ap-
plied to the product contact surfaces during post 
lethality exposure steps of the process. When 
RTE product tests positive, not only the specific 
production lot sampled, but also any other RTE 
products which were produced across common 
product contact surfaces, or in contact with that 
product, between documented and full sanita-
tion interventions, will also be affected by the 
result.

The issue of holding affected product is not 
exclusive to pathogen testing. A recent issue 
arose when a member establishment conducted 
in-house testing of product contact surfaces 
for the presence of allergens, subsequently ran 
product which does not contain allergens across 
those same contact surfaces, and then shipped 
the product produced into commerce before 
receiving the results of the allergen analysis.  

The pending test and hold regulation, cur-
rently in the comment phase at press time, 
may help to reduce the number of recalls 
caused by a failure to hold product affected by 
testing being done by either Industry or FSIS. 
Even with this rule coming into play, having a 
clear understanding of what product is affected 
by each individual sample being analyzed will 
continue to be critical to ensure this type of 
avoidable recall does not occur in your estab-
lishment.

Most federally inspected establish-
ments continue to stand confidently 
on the unstable, false foundation 

of, “we have never had a recall, so we must 
be doing things right already.” The truth is, 
even with the best designed plans in place, 
recalls can, and do, still happen. That being 
the case, the best we can do as an industry is 
try to take proactive steps designed to reduce 
the likelihood of a recall becoming a reality in 
our respective operations. Accomplishing this 
requires well-designed product tracing from 
raw materials to finished product distribu-
tion, supportable means of “drawing lines” 
between product which is and product which 
is not affected by pathogen or other analyses, 
and supportable protocols in-plant to ensure 
that there is no adulteration or misbranding of 
product occurring during processing, handling 
and storage.  

Though there are many scenarios which 
result in the need to initiate a recall, the focus 
of this article is some of the most common and 
avoidable causes of recalls and how best to 
avoid those pitfalls.

Failure to properly hold 
“affected” product when FSIS 
or the Establishment collect a 
sample

Though this concept has been discussed 
many times over the years, this issue continues 
to be a major contributor to the total number 
of recalls conducted each year. Depending 
on the type of product and what the sample is 
being analyzed for, what is truly affected by the 
results of the analysis may vary widely.

If we are talking raw non-intact beef prod-
ucts and E. coli O157:H7 being found, drawing 
the line around what is affected involves not 
only the time between sanitation interventions, 
but also common source raw materials used to 
produce the sampled product. There is research 
being published which supports the common 
assumption that E. coli is a point source type 
contaminant in that it does not linger in the sys-
tem, but rather pushes through with the isolated 
pieces of contaminated raw material, commonly 
known as the “comet effect”. That being said, 
the burden to demonstrate anything less than 
complete sanitation intervention to complete 
sanitation intervention as defining the affected 
product remains that of the establishment.   

By Norm Robertson, NMA Director, Regulatory Issues

Top-of-Mind Trends
Recall Prevention—Lessons Learned

news&views

(Continued on page 23)
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or produce products with and without certain 
allergens. Controls to address the potential 
cross contamination created by such employ-
ees must also be integral to your program 
and documentation of the implementation is 
important.

One additional point to consider is that 
recalls can become a reality not only for the 
known “major” allergens, but also if there 
is the undeclared presence of ingredients to 
which some of the population may have sensi-
tivity. Perhaps the best example of this is MSG, 
and recalls have been initiated due only to the 
absence of MSG being declared in the ingredi-
ent statement.

NMA suggests you review your protocols in 
relation to your allergen control programs and 
make sure that you have procedures in place 
which will ensure you avoid these common 
allergen related causes for recalls. One tool 
you can use to assist in this review is the NMA 
Resource on “Allergen Control Programs,” 
again in the Members Only section of NMA-
online.org.

A few additional but less 
common causes

Though these additional avoidable 
causes of recalls occur less frequently than 
the main two categories already discussed, 
they happen often enough to warrant discus-
sion here.

Product under QC hold being shipped 
before the issue was resolved. The key here is, 
once product is held by QC, quick follow up 
and resolution of the issue is required. Allow-
ing product to be left under QC hold for ex-
tended periods of time, increases the chances 
that product being held could accidentally be 
shipped into commerce. Of course, recall in 
such a situation would depend on the reason 
for the QC hold, but scenarios such as this 
have resulted in more than a few recalls.

Product being produced, packaged, 
processed, labeled, etc., without inspec-
tion personnel being on duty. Though the 
circumstances vary greatly, all the way from 
intentional processing without inspection to 
very innocent and relatively minor mistakes, 
the outcome related to the product is likely 
to be the same. If activities were conducted 
which require FSIS inspection coverage; in the 
absence of such coverage, the product is no 
longer eligible to bear the mark of inspection 
and is therefore, subject to recall. The best 
defense here is to know what requires and does 
not require inspection coverage. FSIS directive 
12,600.2 is your best guide to understanding 
where the line is currently being drawn. If you 
have not reviewed inspection coverage policy 
in a few years or more, you need to read this 

directive, as policy has changed significantly 
over the years in this regard.

The scenarios captured in this article ac-
count for the vast majority of recalls being 
initiated by FSIS inspected Establishments. 
There will always be other events which result 
in a recall, many of which you have no mean-
ingful way to control or prevent. If all federally 
inspected establishments took a look at the 
common and avoidable causes discussed here, 
and took action to address these potential 
causes, our industry could realize an amazing 
reduction in the number of recalls being initi-
ated.  In addition to the other NMA resource 
documents identified in this article, we also 

suggest you review our updated “Getting 
Ready for a Recall” resource to ensure your 
program is up to par. As with the other docu-
ments mentioned, this resource is available 
online in the Members Only section.  

In addition to doing your best to avoid the 
pitfalls which can be avoided, it is also critical 
that your routinely test your system to ensure 
that it will work as well as you expect it to if 
(when) the unavoidable occurs.� y

For more information or to discuss any 
of the information in this article further, 
please call NMA at (510)763-1533, and 
ask for Norm, Ken or Sat.

(Continued from page 21)
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CERTIFIED ANGUS BEEF, LLC
206 RIFFEL ROAD
WOOSTER, OH 44691
330-345-2333
FX#: 330-345-0808
WEB: certifiedangusbeef.com
E-mail: jstika@certifiedangusbeef.com
John Stika, President

COUNTRY NATURAL BEEF
2277 BISHOP ROAD
VALE, OR 97918
541-473-3355
FX#: 541-473-9476
WEB: countrynaturalbeef.com
E-mail: danp@countrynaturalbeef.com
Dan Probert, Executive Director
Stacy Davies, Marketing
Boxed Meat
Natural Been Coop

HUTTERITE PORK.COM
BOX 261
FRIANT, CA 93626
403-741-5525
808-989-2638
E-mail: pork@aemgroup.net
Dr. Joe Butterwick

MARIN SUN FARMS
PO BOX 1136
POINT REYES STATION, CA 94956
415-663-8997
FX#: 415-663-1800
David Evans, President
Food MFG/Distributor

NATURAL BALANCE PET FOODS, INC.
12924 PIERCE STREET
PACOIMA, CA 91331
800-829-4493
FX#: 818-897-4740
WEB: naturalbalance.net
E-mail: albertoc@naturalbalanceinc.com
Albert Chavez, Plant Manager
Pet Food MFG

P.K. KINDER CO., INC.
2950 BUSKIRK AVENUE #300
WALNUT CREEK, CA 94597
925-407-2155
FX#: 888-495-4201
E-mail: b.leffler@kindersmeats.com
Joe Rainero, CEO
Brian Leffler, Executive Vice President
Food MFG/Distributor

PACKER MARKETING SYSTEMS, INC.
3050 SATURN STREET STE #102
BREA, CA 92821
714-577-4920
FX#: 714-577-4924
WEB: packersmarketing.com
E-mail: nma@packersmarketing.com
Steve Anthony, President
Brian Anthony, Vice President
Marketing Packing House Products

T&J SAUSAGE KITCHEN
2831 E. MIRALOMA  AVENUE
ANAHEIM, CA 92806
714-632-8350
FX#: 714-632-1295
USDA#: 4934
WEB: tandjsausage.com
E-mail: tjsausage2@aol.com
Tom Drozdowski, President
Dave Armendariz, Vice President
Beef		  Ethnic Foods
Chicken	 Fresh meat/sausage
Pork		  Processor
		  Tray ready products

WHITE STONE MEAT PACKING CO.
PO BOX 1188
SAN LUIS OBISPO, CA 93406
805-544-7600
FX#: 805-544-7601
USDA#: 40268
E-mail: jmcarthur@kaneyfoods.com
John McArthur, Owner
Jackie McArthur, Executive Assistant
Beef		  Boners
Boxed Meat
Cured Smoked Meat/Sausage
Fabricator
Fresh Meat/Sausage
HRI/Purveyor
Jerky
Offal
Pasta/Pizza MFG
Portion Control
Processor
RTE/Cooked Meat
Slaughterer
Wholesale Meat

YOSEMITE VALLEY BEEF PACKING
970 E. SANDY MUSH ROAD
MERCED, CA 95340
209-383-4060
FX#: 209-388-1625
E-mail: info@yvbeef.com
Gary McFarland, General Manager
Jerry Anderson, QC Manager

ALLIED MEMBERs

AMERICAN CUSTOM MEATS, LLC
4276 N. TRACY BLVD
TRACY, CA 95304
209-839-8800
FX#: 209-839-8808
Gus Coutrakis, Plant Manager

BAKER COMMODITIES, INC.
4020 BANDINI BLVD
VERNON, CA 90058
323-268-2801
WEB: bakercommodities.com
E-mail: jjanreoli@bakercommodities.com
Andy Andreoli, Vice President

GENERAL MEMBERS

AA MEAT PRODUCTS CORP.
3721 E. SLAUSON AVENUE
MAYWOOD, CA 90270
323-582-8618
FX#: 323-582-5609
USDA#: 21492
E-mail: aameatproducts@yahoo.com
Kitty Jiang, Manager
Beef		  Boner
Chicken		  Boxed Meat
Goat		  Offal
Lamb		  Processor
Pork		  Wholesale Meat
Seafood

A. ARENA & SONS, INC.
159 ASH STREET
HOPKINTON, MA 01748
508-435-3673
FX#: 508-435-3229
E-mail: jo.a.arena@verizon.net
Joanne Arena, President
Joseph Arena, Vice President

DON LEE FARMS
200 E. BEACH AVENUE
INGLEWOOD, CA 90302
310-674-3180
FX#: 310-673-7008
USDA#: 5886
WEB: donleefarms.com
E-mail: donald@donleefarms.com
Don Goodman, CEO
Beef		  Ethnic Foods
Chicken		  Gourmet Meat Products
Pork		  Rte/Cooked Meat
Turkey
Veal

LJD HOLDINGS, INC.
dba B&D FOODS
3494 S TK AVENUE-ADMIN OFFICE
BOISE, ID 83705
208-344-1183
FX#: 208-344-6825
USDA#: 6266/P6266
WEB: banddfoods.net
E-MAIL: ddurkin@banddfoods.net
David Durkin, Vice President OPS
Ralph Glover, Vice President QC

ROYAL GOURMET FOODS
2876 MAIN STREET
SAN DIEGO, CA 92113
619-255-9324
FX#: 619-255-7896
USDA#: 34488/P34488
WEB: royalgourmetfood.com
E-mail: renerivero@royalgourmetfood.com
Rene D. Rivero, President, CEO

news&views
New members as of June 2011
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RODRIGO SAGASTEGUI
21 CAMPUS ROAD
TOTOWA, NJ 07512
973-720-7051
WEB: processsytems.sandvik.com
E-MAIL: rodigo.sagastegui@sandvik.com
Brian Spalding, President
Craig Bartsch, General Manager

GREG SHERMAN, DVM
14416 AUSTIN PLACE
ANACORTES, WA 98221
360-298-089
E-mail: consultants@gscnorthwest.com
Advisory Services

UNIVERSITY

GRAZIA PERRELLA
CSULA
451-B WEST 18TH STREET
SAN PEDRO, CA 90731
530-277-3785
E-mail: graziaperrella@jps.net

UPDATEs

ADF FOODS (USA) LTD
FORMERLY ELENA’S FOOD SPECIALTIES, INC
405 ALLERTON AVENUE
SOUTH SAN FRANCISCO, CA  94080

NATURAL FOOD HOLDINGS
FORMERLY SIOUX-PREME PACKING
4241 US HWY 75 AVENUE
SIOUX CENTER, IA 51250
712-722-2555

NORTHWEST VEAL, INC.
PO BOX 470144
SAN FRANCISCO, CA 94147
510-919-8096
FX#: 209-634-3991
USDA#: 34602/P34602
E-mail: javier@ropama.com

CHILTON CONSULTING GROUP
PO BOX 129
ROCKY FACE, GA 30740
706-694-8325
FX#: 706-694-8316
E-mail: chilton@chiltonconsulting.com
Jeff Chilton, Owner
Advisory Services

COGENRA SOLAR, INC.
365 EAST MIDDLEFIELD ROAD
MOUNTAIN VIEW, CA 94043
650-230-3400
WEB: cogenra.com
E-MAIL: natasha.dolginsky@cogenra.com
Gilad Almogy, CEO
Meat Industry Services
Renewable Energy Production (Solar)

EF CONSULTING, INC.
PO BOX 7596
RIVERSIDE, CA 92513
951-212-8314
E-mail: efconsulting.inc@charter.net
Eugene Fox, President
Advisory Services

EXTRUTECH PLASTICS, INC.
5902 W. CUSTER STREET
MANITOWOC, WI 54220
920-684-9650
FX#: 920-684-4344
WEB: epiplastics04.com
E-MAIL: gsheehy@epibp.com
Greg Sheehy, President
Mike Sheehy, Tech Sales
Meat Industry Services
Plastic wall panels/plastic ceiling panels/plastic 
doors/clean rooms

KARCZEWSKI CONSULTING
N58 W 38055 ANCHORAGE ROAD
OCONOMOWOC, WI 53066
262-490-8293
E-MAIL: jerry_karczewski@live.com
Jerome L. Karzewski
Advisory Services

MCCOY CONSULTING 
& HACCP COORDINATION
22421 CR 2138
TROUP, TX 75789
903-842-3450
Cell: 903-539-0712
E-mail: haccpconsulting4you@yahoo.com
Frank McCoy, Owner
Advisory Services

PRIME INTERNATIONAL, LLC.
1047 SOUTH 100 WEST STE 230
LOGAN, UT 84321
435-753-6533
FX#: 435-753-6536
WEB: primeinternational.com
E-MAIL: jason@primeinternational.com
Jason Summers
Nicholas Summers
Commodity Purchase/Sale
Meat Exporter
Meat Importer
Trader

U.S. GROWERS COLD STORAGE, INC.
3141 E. 44TH STREET
LOS ANGELES, CA 90058
323-583-3163
FX#: 323-923-0049
WEB: usgrowers.com
E-mail: aantoci@usgrowers.com
Angelo Antoci, President
Ralph Newton, OPS Manager
Refrigerated Warehouses

VERIPRIME FOOD SAFETY COOP
PO BOX 1089
MEADE, KS 67864
620-873-7175
FX#: 620-873-2182
E-mail: scrain@veriprime.org
Scott Crain, DVM, CEO
Nathan McDonald, DVM, President
Food Safety System

WOLFSON CASING CORP.
700 S. FULTON AVENUE
MT. VERNON, NY 10550
914-668-9000
FX#: 914-668-6900
WEB: wolfsoncasing.com
David Gordon, Sales Manager
Seth Sommers, Sales Rep
Natural Casings

ASSOCIATE MEMBERs

AEGIS FOOD TESTING LABORATORIES
224 N. DERBY LANE
NORTH SIOUX CITY, SC 57049
605-232-0157
FX#: 605-232-0160
WEB: aegisfoodlabs.com
E-MAIL: wwarren@aegisfoodlabs.com
Phyllis Antonnacci, President and Ceo
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Food Safety/Laboratory Services
Food Safety Net Services..........................25

Food Testing Services
Michelson Laboratories............................26

Fresh Meat and Poultry 
Slaughter Equipment
Water Management Resources...................4

Gas Analyzers
Witt Gas Controls LP...............................15

Haban Saws
Mound Tool Co.........................................17

Industrial Wheels and Casters
Albion Inc................................................22

Industry Food Preparation 
Equipment
Biro Manufacturing..................................10

Insurance and Rish Services
Kessler, A Divion of HUB  
   International.........................................12

Insurance and Workers 
Compensation
State Compensation Insurance Fund........22

Linking Portioning Stuffing Link 
Cutting Co. Extrusion Grinding
Handtmann Inc...................................... IFC

Materials Handling
Tech Roll.................................................18

Meat Processing Equipment
Rome Ltd.................................................18

Meat Processing Scales
Weightec Inc............................................23

Meat Products – Casings
Viskase Companies Inc............................13

Meat Trays
Cascades Plastics.....................................22

Motorized Pulleys
Tech Roll.................................................18

National Distribution Proteins
Harvest Meat Inc.....................................15
King Meat Inc............................................3

Packaging Solutions
Multivac.....................................................6

pre-padded Meat Trays
Cascades Plastics.....................................22

Wholesale Used and New 
Refridgeration
American Wholesale Refrigeration..........22

Computer Software
CSB- System International Inc.................10

Consultants / Testing 
Laboratory	
Deibel Laboratories..................................20

Conveyor Belting
Cog-Veyor Systems Inc.............................18

Food Safety / Ingredients
Hawkins Inc......................................... OBC

Food Safety and  
Sanitation
Birko Corporation..................................IBC

Beef Company
Harris Ranch...........................................17

Beef Processing
National Beef.............................................6

Beef Products
Cargill Meat Solutions..............................10
Jensen Meat Company.............................17

Carcass Wash and 
Antimicrobial
Envirotech Chemical Services...................9

Cold Storage Doors
Jamison Door Company............................17
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