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Industryõs Role

ÅCollaboration

ÅLeadership

ÅNew product innovation

ÅTechnical expertise

ÅRegulatory guidance



The Schwan Food Company

Home Service
Å March 18, 1952, company founder Marvin Schwan, sold 14 

gallons of ice cream out of his 1946 Dodge panel van. Today, 
a multibillion-dollar company, Schwanôs home service division 
services more than 4 million customer families in 48 
contiguous states.

Retail/Grocery
Å Brands include: Red Baron®, Freschetta®, Tonyôs® and 

Wolfgang Puck® pizza, Mrs. Smithôs® and Edwards®

desserts, Larryôs® potatoes and Asian SensationsÊ products

Foodservice
Å A leading supplier of pizza to schools ïincluding one of its 

newest brands ïBig Daddyôs® pizza                                                



A Great Carrier of Nutrition!

Kids like pizza!
ÅMore than 50% of students buy pizza and chicken at                           

least 1-2 times a week. (Y-Pulse, 2007)

Pizza is a nutritional asset
ÅSchool pizza provides protein, calcium, iron, fiber and vitamin 

A - all at a moderate calorie level.

Missing out on whole grains
ÅConsuming only 9% of grains as whole

ÅChildren ages 2-17 consumer 0.56 servings per day
ïRecommended intake ranges from 1.5 servings to 5 servings



Our journey with whole grains

ÅH&W offers great opportunity to 

enhance products

ÅWhole grains make sense for pizza

ÅInnovation accelerated with the release 

of 2005 Dietary Guidelines for 

Americans

ÅProduct innovation is a constant 

evolution; time adds value, experience 

aids learning; testing adds insights



More than meets the eye

ÅTechnical challenges

ïImpacts rising of dough; 

ïBran and germ are heavier; requires 

longer proofing

ÅCost

ïIngredient cost, line speed, labor, 

capital investment 

ÅTaste. Texture and look 

ïDarker visual appearance

ïDry mouth feel, crumbly; bitter, nutty notes



What does success look like?

ÅDrive towards innovation

ÅCollaboration helps define needs

ÅA variety of offerings provide 

choice and opportunity

ÅSmall, gradual implementation is 

the key to success

ÅSales data supports success

ÅExploring other carriers



Whole grain guidance important

ÅFSIS statement of Interim Policy Guidance released Oct. 

2006;

ÅFDA draft guidance release Feb. 2006; 

Å2008 HUSSC Whole Grain Criteria updated March 2009.

ïUSDA FNS guidance needs to encourage innovation

ÅCommunication needs to be simple and consistent.

ïIs it grams per serving or ounce equivalents? 

ïIs it a percent of flour or ñwhole grainéò as the first ingredient?

ÅEnriched grain products should still be offered



Education is Key

ÅTerms and terminology need to be simple.

ÅIndustry also need to be educated (sales and 

marketing).

ÅDecision process needs to include the science, 

current consumption trends, and technological 

challenges

ÅRegulatory environment should guide change.



Collaborating with Partners

ÅMember of the Whole Grains Council

ÅMyPyramid Corporate Challenge

ïMember since 2008

ÅGrains for Life Foundation

ÅInternal education efforts with sales 

and marketing

ÅConsistency is key



Innovating for Success

ÅPizza is a great carrier for nutrition

ÅOne size does not fit all for whole 

grains

ÅCost is a barrier

ÅTime is needed to change taste 

perceptions



School nutrition environment

ÅGreat environment to foster 

change

ÅEducation is an important 

piece

ÅNational standards are key

ÅGreat taste enables success

ÅCollaboration is a win-win


