
guidance for consolidated sales for fis-
cal 2004 as well as for revenue.

Specifically, Flowers upped its con-
solidated sales guidance for the year
from $1.475 billion on the low side
and $1.5 billion on the high to
$1.495 billion on the low side and
$1.51 billion on the high. It lifted
consolidated revenues from $55.3
million on the low side and $60 mil-
lion on the high to $58.3 million on
the low side and the same $60 million
on the high.

Jimmy Woodward, senior vice
president and chief financial officer,
attributed the increase to a number of
factors, including sales results in the
first quarter, trends in the second
quarter and a favorable outlook for
the remainder of the year.

“We’re very comfortable now with
the growth that we had in our various
new product introductions that we
will achieve these sales goals,”
Woodward said.

In addition to raising guidance,
Flowers’ board also raised its annual
dividend by 25% from 40 cents to 50
cents per year.

George Deese, president and CEO,

W
hile many bakers are
adjusting their product
mix and struggling
with the low-carb

craze, Flowers Foods has taken the
bull by the horns and introduced six
better-for-you products under the
Nature’s Own Healthline brand
geared at carb-conscious consumers.

Building on the success of its
Wheat ‘n Fiber bread, which has 7
gm. of carbs per serving, the company
introduced a Wheat ‘n Soy product in
March. More recently, it rolled out a
Double Fiber bread, a White ‘n Fiber
bread, a Multigrain loaf, Wheat ‘n
Fiber hamburger buns, Wheat ‘n Fiber
hot dog buns and, soon to market,
Healthline dinner rolls.

“We’re hopeful that consumers will
react positively to these items as they
did to Wheat ‘n Fiber,” Gene Lord,
president and COO of Flowers Foods
Bakeries Group, said at the company’s
annual shareholders meeting in June.

The Thomasville, Ga.-based com-
pany is flowing with confidence at a
time when many in the grain-based
food industry have a bad case of the
jitters. In fact, the company raised its

who was recently elected to the
board, noted that the company was
virtually free from debt, generating
record cash flow, and outpacing the
industry in sales and earnings growth.

“Our organization is right,” he
said. “We have the right products,
excellent brands, efficient bakeries
and outstanding distribution system.”

In a review of the company, Deese
noted that 73% of Flowers Foods’
total revenue comes from fresh bread,
buns, and rolls while 19% is generat-
ed by fresh and frozen snack cakes
and the remaining 8% comes from
frozen bread and rolls.

Some 77% of sales is generated by
Flowers’ independent distributor,
direct-store-delivery (DSD) system
while 23% of sales goes through cus-
tomer warehouses. By channel, 48%
of revenue comes from supermarkets,
26% from foodservice, 15% from
mass merchandisers, 7% from conve-
nience stores and 4% from vend.

“The important thing to remember
is that we work to have our products
available wherever consumers are
buying or consuming food,” Deese
said.

Flowers reported that sales of its
Nature’s Own brand rose 9.7% in
2003 compared with 5.1% for the
industry in that segment. First-quarter
sales for Nature’s Own were up 12%.
The company projects the brand will
generate $370 million at retail this
year.

Meanwhile, Cobblestone Mill, its
premium specialty bread brand, expe-
rienced a 13% increase in sales in
2003 compared with 4.0% for the
premium specialty bread segment. It’s
rapidly approaching the $100 million
market in annual sales at retail.

While many baking companies
reported declines in white bread sales,
Lord noted that Flowers is holding its
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In a series of financial announcements,

MGP Ingredients, Inc., has authorized a

two-for-one split of common stock to be

distributed as additional shares. In addi-

tion, the MGP board of directors also

approved $5.5 million in capital improve-

ment projects to expand production and

packaging capabilities at their Kansas

City, Kan., facility. Meanwhile, MGP

reported significantly improved financial

results for the third quarter of fiscal 2004

compared with the same period last year.

The company also raised its earnings

guidance for all 12 months of fiscal 2004

to between $1.30 and $1.35 per share

from a previously announced range of

$1.00 to $1.10. Company performance

plus expectations of a strong fourth quar-

ter were cited as reasons for the adjusted

earnings guidance.

Kerry Americas’ new Web site is

designed to educate and enlighten its cus-

tomers on not only what’s new in Kerry’s

business and technologies, but also on the

biggest trends shaping the food industry.

The Web site, www.kerryamericas.com,

opens with the premise: All Great Food

Starts with a Big Idea. Each workday, a

specialist from Kerry shares his or her

opinions about the trends shaping the

industry, from indulgent healthy treats to

value-added comfort foods.

Product Dynamics, a division of RQA,

Inc., has announced a major expansion

to its Orland Park, Ill., facility. The expan-

sion will increase the size of the operation

from 6,000 sq. ft. to 38,000 sq. ft. and

adds new consumer and sensory testing

areas. The facility will also be home to the

laboratories of RQA’s new food forensics

division, an analytical service that identi-

fies contaminants in foods. The expansion

will bring about 85 new jobs to the Orland

Park area when completed in early 2005.

Rondo Inc. and Doge Food Processing

Machinery, a subsidiary of Seewer AG,

Burgdorf, Switzerland, celebrate the

opening of their new Competence Center

in Schio, Italy. The center combines a

conference, demonstration and research

facility adjacent to Doge’s existing Schio-

based offices and facility. The center is to

become a central depository for knowl-

edge and a way to share Doge’s exper-

tise in industrial make-up equipment.

Plans to close their demo facility in the

U.S. are underway.

SUPPLIERS ON THE MOVE
Mark Dunbar and Mike Dunbar have both

been promoted to the position of vice

president of Dunbar Systems, Inc.

Continuing their roles with industrial sys-

tem sales, they will assume the added

responsibility of assisting in company

direction and growth. Dunbar also

announced the promotion of Jim Klein to

director of project management and

James J. Diver, who joined the company

as sales engineering manager.
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Veteran Voice of the Baking
Industry Passes Away
Gordon Davidson, the well-known and respected editor of Milling & Baking
News, passed away in June after a long illness.

An icon in the baking industry for more than three decades, the 64-year-
old Davidson defined and guided the editorial focus of the weekly news
magazine, which is owned by Kansas City, Mo.-based Sosland Publishing.

A 1961 graduate of the University of Missouri School of Journalism,
Davidson first worked for such newspapers as The Kansas City Times, The
Kansas City Star and his hometown newspapers in Eldon, Mo.

Prior to joining Sosland in1972, Davidson served as editor of The Packer,
a weekly newspaper covering the fruit and vegetable industry.

Davidson is survived by his wife, Jodi, to whom he had been married for 43
years, as well as one sister, two sons, two daughters and four grandchildren. 
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