
LISLE, ILL. — Unilever
Foodsolutions, based here,
was honored with the first
ever Global Partnership
Award from the World
Association of Chefs
Societies, or WACS, a
professional organization
dedicated to maintaining
and improving the
standards of global cuisine.
Unilever was honored for
its continued support of
the WACS organization in
almost all of the group’s
member countries.
From left: WACS president
Ferdinand Metz presents
the Global Partnership
Award to Norman Clubb,
president and chief
operating officer of
Unilever Foodsolutions.

WACS honors
Unilever
Foodsolutions
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CHICAGO — Women’s Foodservice
Forum, the leadership develop-
ment group working to elevate
female leaders, received nearly 
$2 million this year through new
multiyear sponsorship agree-
ments.

WFF multiyear sponsors
include Coca-Cola Co. and
PepsiCo Foodservice, which rank
as Benefactor Elite Partners.
Platinum Elite Partners are
Darden Restaurants Inc., Ecolab,
Kraft Foodservice, Rich Products
Corp. and Tyson Foods Inc.
Platinum Partners include

American Express, Batrus-
Hollweg and Sodexho.

Applebee’s International is a
Gold Level Partner, while Carlson
Restaurants Worldwide, Griffith
Laboratories, and Popeyes
Chicken and Biscuits are Silver
Level Partners.

“As a nonprofit organization,
the WFF is more than grateful for
the financial support and energy
that these sponsors contribute,”
said Ann Nickolas, WFF develop-
ment director. “We recognize that
our corporate sponsors give much
more than monetary support.

They also give generously of their
time and expertise.

“These contributions will
ensure that the WFF has a solid
foundation to continue its critical
work of readying the foodservice
industry for a workforce that will
be 62-percent female by 2015.”

Nickolas added: “By signing a
multiyear sponsorship agree-
ment, companies are communi-
cating that they endorse and sup-
port the work of the WFF and are
committed to gender-diverse lead-
ership and the mission of elevat-
ing women leaders.”

Solo initiates workforce-restructuring program
HIGHLAND PARK, ILL. — Solo Cup
Co. said that it was initiating a
workforce-restructuring program
as a step toward completing the
integration of the Sweetheart
Cup Co., which the company
acquired in 2004.

The disposable foodservice
products company said it has elim-
inated 400 positions, about 3 per-
cent of its total workforce. The
cuts, effective immediately, repre-
sent about 3 percent of salaried
positions and about 2 percent of
hourly positions. The company
employs about 13,000 worldwide.

The company said the measures
were expected to improve its future
cash flow, make it more competitive
and enhance long-term profitability.

As a result, Solo Cup said the
restructuring would cost about 
$4 million in severance costs.
About $1 million of that will be
recorded in the first fiscal quarter
of 2006, and the remainder will be
taken in the second quarter.
Excluding the severance costs, Solo
said it expected the restructuring
to result in annualized pretax sav-
ings of about $12 million.

Commenting on the program,

president and chief operating offi-
cer Ronald Whaley said: “While
these decisions are difficult, I am
confident that this action is
important for the long-term posi-
tioning of the company. Our oper-
ations and organizational struc-
ture are now aligned more closely
with the needs of our business,
and we’re committed to a contin-
uing focus on controlling costs in
the current economic environ-
ment.”

Solo Cup generated 2005 sales
of about $2.4 billion, a 15-percent
increase over 2004.

Food Group names Rupp, Zebell to VP posts
TAMPA, FLA. — The Food Group, a marketing communication com-
pany headquartered here, has selected two executives to oversee its
offices in other cities. The company promoted Tass Rupp, the current
managing director of The Food Group’s Los Angeles office, to vice
president, managing director of the office. Rupp is a 16-year Food
Group veteran and has been instrumental in the growth of anchor
client, Ventura Foods. In addition, the company appointed John Zebell
as vice president, managing director of The Food Group’s Chicago
office. Zebell, who has 17 years of consulting and account manage-
ment experience, will oversee all of Chicago’s client activities. 

Jackson names Finke, Swift vice presidents
BARBOURVILLE, KY. — Jackson, the manufacturer and distributor of
warewashing products, has appointed senior sales and marketing
executives. The company, a subsidiary of Enodis PLC, named Mary
Finke vice president of marketing. In her new post, Finke will oversee
all strategic marketing and brand communications for Jackson.
Previously, Finke was director of marketing at Frymaster. Jackson
also named Matt Swift vice president of sales. Swift will be responsi-
ble for all sales functions and customer relations. Previously, he served
as vice president of sales and marketing for Polar King International.

Georgia Peach Commission names new agency
ATLANTA — The Georgia Peach Commission has selected Sahlman
Williams Public Relations Marketing in Tampa, Fla., as its agency
of record. Sahlman Williams, which has a specialty practice in
food-related industries, also has represented the Georgia Pecan
Commission for more than 10 years. Working with Sahlman
Williams, the Georgia Peach Commission recently launched a
website, www.gapeaches.org. The state of Georgia grows more
than 40 different varieties of peaches and harvests more than 130
million pounds of the fruit each year.

IZZE Beverage appoints Bello chairman
BOULDER, COLO. — IZZE Beverage Co., which produces sparkling
juices, named SoBe founder and former chief executive John Bello
chairman of the board. Bello, who joined the IZZE board in 2005,
is a partner in Sherbrooke Capital, the venture capital firm that led
IZZE’s $6.35 million equity financing last year. IZZE co-founder
and chief executive Todd Woloson said Bello “brings a strong exe-
cution discipline, which is helping IZZE redefine the landscape of
soft drinks. We are on a very steep growth trajectory right now.”

Trident Seafoods, Ocean Beauty enter joint venture
SEATTLE —Trident Seafoods Corp. said it plans to acquire the
seafood processing assets of Ocean Beauty Seafoods, and the two
companies will form a joint venture encompassing both of their
smoked fish businesses and Ocean Beauty’s seafood distribution
business. Tribe Mediterranean Foods, which previously had been a
subsidiary of Ocean Beauty, is not part of the acquisition and will
continue to operate as an independent entity. Trident recently
announced the acquisition of ConAgra’s Louis Kemp brand and
surimi seafood operation. Seattle-based Ocean Beauty has com-
pany-owned processing, distribution and sales outlets in Alaska,
the continental United States and Japan. Trident Seafoods operates
seafood-processing plants in Alaska and the Pacific Northwest.

Daniel’s Broiler wins Washington Beef Backer
SEATTLE — The board of the Washington State Beef Commission
honored the Leschi, Wash., outlet of Daniel’s Broiler with the 2005
Washington Beef Backer Award. Daniel’s Broiler, a Schwarz
Brothers Restaurants concept, operates three units in the Puget
Sound area and offers USDA Prime steaks exclusively. The Beef
Backer Award was designed to honor operations that set the high-
est standards in menuing and marketing of beef.
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