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Reduced-sugar formulations
of flavored milk enter schools

By Rena Archwamety

MADISON, Wis. — Foous on improving mutrition and curbing child-
hood obesity has prorpted many school districts across the United
States to revarmp ther food offerings, and in many schools, choonlate
and other Aavored milks have landed on the chopping block,

Earlier this month, the Massachusetts Public Health Counecil ap-
proved new achool nutrition standards thatinelude the elimination of
sugary beveragdes. The new redulations will go into effect August 2012,
and affer Angust 2015, no Aavored milk that containg moresugdar than
plain lowfat or nonfat milk will be allowad,

The Mazsachugetts Department of Public Health says the goal of
these regulations is to ensure that public schools offer sudents food
and beveragde choices that enhance learning, contribute to healthy
drowth and developmentandcultivate lifelong healthy eatingbeh aviors.

"T'his has to be a priovity for the Commonwaalth, bacause one-third
of Massachusetts children are obege or overweight,” the departiment
adds. "This puts them on a traj ectory for numer ous chronic condiions
in adulthood that we know are preventable, including diabefes and
heart dizease.”

Last month, the Los Angeles Board of Education voted 52 fo stop
buying chocolate- andstrawberrs-flavored rilk inits 8011-2012 achool
vear dafry contract As aresult, lavored milk no longer will be offerad
in the Log Angeles Unified School District (LAUSD) when theschonls
open in Audust and September,

"Encouraging healthy choices will lead to healthier students,” says
LATUED Superintendent John Deasy. "Eliminating chocolate milk and
strawberry milk iz good for all youngsters, and is especially beneficial
during an era of rampant childhood obesify®

Cther California school districts, including Berkeley, Corrpton and
dan Diego, already have enacted flavored milk bans, a3 have schools
in Minneapoliz and Washington DG,

IMany in the dairy industey have anticipated this frend and the
need to address sudar and calories in flavored rmilk, In 2006, Dairy
Management Inc. (DMI), in collaboration with the Milk Processors

Education Program (MilkPEFP), brought together industry mernbers
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including farmers, processors, ingredi-
ent manufacturers and researchers to
proactively reformulate flavored milks.
Accordingto Carol Blindauer, registered
dietitian and senior vice president,
healthandwellness, Innovation Center
for U.S. Dairy, this cross-industry col-
laboration has resulted in significant
changes, including:

® Average added sugar has been
reducedfrom 16.7 grams ( 4 teaspoons)
down to 11.8 grams (2.8 teaspoons) per
8 ounces — a 30-percent reduction
since 2006,

® More than 75 percent of flavored
milk served in schools now is 150 calo-
ries or less;

e The average calorie level of fla-
vored milk is 143, an approximately
b0-calorie difference from white milk;
and

® The majority of milk in schools is
lowfat or fat-free.

Dean Foods hasworked the lastfew
years to reformulate its flavored milks,
and earlier this month the company
showcased its TruMoo milks with re-
duced sugar and fewer calories at the
School Nutrition Association annual
conference inNashville, Tenn. The new
flavored milks contain 10-16 percent
fewer calories and 15-20 percent less
sugar than previous flavored milks, as
well as no high fructose corn syrup.

Dean Foods spokesperson Jamai-
son Schuler says the reception at the
conference was very strong, with many
people commenting that the flavored
milk tasted great and that they couldn’t
tell that it was fat-free.

“We have worked really hard on this
formula and testing various formulas,”
Schuler says, adding that Dean Foods
started working on the new flavored

milk formulation in 2008. “A lot of art
and science goes into the right mix of
fresh local milk, cocoa and sugar. In
taste testing, (TruMoo) not only beat
out the competition, but also our own
dairy brands and our own chocolate
milk formulas.”

TruMoo wasn't a direct response to
flavored milk bansinschools or any spe-
cific movement, Schuler says. Rather,
it was developed out of a general trend
the company sawabout three years ago
when it realized it needed to develop a
product with less sugar and had been
hearing from customers who wanted
less high fructose corn syrup. Dean
Foods launched the new formula’s first
pilot with its Garelick Farms brand on
the East Coast in 2009, and it has since
been sampling the product in schools
and retailers across the country. The
Wendy's chain now is carrying TruMoo
in its restaurants, and several districts
have committed toservingTruMoowhen
the school year begins.

The city of Burlington, Vt., public
schools, located in TruMoo’s pilot region
of New England, served the new milk
through the entire 2010-2011 school
year. Doug Davis, director of foodser-
vice for Burlington public schools and
president-elect of the School Nutri-
tion Association of Vermont, has been
pleased with the results.

“The bottom line for us was that it
tastes great, the kids love it, and we're
able to provide more nutritional balance
on our cafeteria trays with TruMoo,"
Davis says. “It's been a real win-win for
Burlington schools.”

Notallbidsare done yet, but Schuler
says he can't think of any school that
has declined TruMoo because of the
new formula. More than 70 percent of
Dean Foods’ schools so far have taken
the new formula.

One district, Fairfax County Public
Schools in Virginia, even reversed a
chocolate milk ban to partner with
Dean Foods' Shenandoah’s Pride brand,
which offered pilot-stage flavored milks
that mirrored the TruMoo formula. This
pilot formula will be converted to the
TruMoo branding in August.

“This is one specific example, and
we hope more and more schools and
parents become educated on the data
and find out how many nutrients they
missedwhenflavored milk wasbanned,”
Schuler says. “It's a potential solution
for schools that want to bring it back
to the cafeteria.”

The dairyindustrycontinues tofund
productresearchaimedatcontinuedin-
novations and im provement of flavored
milk. Education efforts also continue.
The Innovation Centerfor U.S. Dairyhas
established an industry-wide planwith
the MilkPEP, the International Dairy
Foods Association, the National Milk
Producers Federation and state and
regional dairy associations to educate
people on the importance of milk and
flavored milk in children’s diets and to
help keep flavored milk as a choice for
school meals.

Turn to SUGAR, page 19
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This group has developedablueprint
outlining strategies to addressflavored
milk which resulted in workshops,
webinars and toolkits to help industry
members address local market situa-
tions. It also provides counsel to help
address decisions to remove flavored
milk.

“When flavored milk leaves the
lunchroom, its nine essential nutrients
leave withit,” Blindauersays. “Research
revealed thateliminatingflavored milk
from elementary schools resulted in a
dramatic drop in school milk consump-
tion — 356 percent.”

Educationand guidanceisavailable
to inform schools on flavored milks
nutrition, Blindauer adds. The U.S.
Dairy Innovation Center, she says, will
continue toworkwith schools that have
removed flavored milk in anticipation
of similar results seen among other dis-
tricts that removed flavored milk. CMN
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