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Masters Gallery Foods celebrates
35 years of meeting customer needs

By Kate Sander

PLYMOUTH, Wis.  This year marks
the 35thanniversary of cheese supplier
Masters Gallery Foods Inc. Founded
in 1974 by Leonard Butch Gentine
as World Wide Sales Inc., the company
has grown from a small brokerage rm
handling bulk cheese and other food
items and operating from a simple of-
ce in downtown Plymouth, Wis., to a
company with amulti-acre campus and
a modern production facility featuring
numerous packaging lines for private
label retail and food service/deli cus-
tomers throughout the country.

In addition, Masters Gallery Foods
recently marked the 20th anniversary
of the opening of its packaging and
distribution facility, which received a
signi cant expansion this spring.

With this latest expansion, the
company now has about 300 employ-
ees and offers cheeses ranging in size
from 4 to 32-ounce retail shreds and
chunks, 5 to 15-pound shreds and dice,
and 5 to 10-pound Cryovac prints for
food service. The company has never
strayed from its bulk cheese roots and
also offers current and aged 40 to 640-
pound blocks of American styles, plus
hard and soft Italian style cheeses for
industrial use.

Yet despite its size and scale, don t
expect Masters Gallery Foods to make
a lot of noise about its achievements.
While the company is celebrating its
anniversaries with an open house for
employees and their families, in terms
of corporate culture Masters Gallery
Foods likes to be a quieter company,
going about its business providing top
quality cheese and strong customer
service without a lot of fanfare.

The company spends a great deal of
its efforts building one-on-one supplier
and customer relationships. Consistent,
quality cheese forits customersandafo-
cus on service keeps customers coming
back, the company s executives say.

We have strong purchasing agree-
ments, says Jeff Gif n, president and
CEO, Masters Gallery Foods. We work
with some of the nest cheesemaking
plants in the U.S.

Notably, thatincludes beingthe sole
marketer of Aged Cheddar from the
Land O Lakes plant in Kiel, Wis., which
has won numerous awards over the
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years. More recently, Masters Gallery
Foods entered into a multi-year mar-
keting agreementwith Green Meadows
Foods LLC topurchase all of the cheese
at its new Hull, lowa, plant that began
production late last year.

The company has numerous other
supplier relationships as well, and be-
cause itcontinuestogrow, the company
always is looking to expand with other
quality suppliers, Gif n says. While he
wont say the company never buys a
spot load of cheese, its rare because
consistency is so critical to customers.
Particularly for customers who are

We have
strong purchasing
agreements.
We work with some
of the nest
cheesemaking
plants in the U.S.

Jeff Gif n
MASTERS GALLERY FOODS

buying cheese for use in various appli-
cations where consistency of melting
and avor are critical, the consistent
supplier relationships work to their
advantage.

We evaluate products frommultiple
plants to determine whats best for a
customer, Gif n says. While were
not cheesemakers, we have knowledge
of cheesemaking and how to change
product subtly.

Oneofthehighlights of the expanded
cheese facility isanew dedicated space
for research and development, includ-
ingafull testkitchen. Forthe rsttime,
the company haswhat it considerstobe
a proper environment to bring custom-
ers to evaluate products.

At the end of the day, we focus on so-
lutions toa customer sproblem,and we
needed to invest in the infrastructure,
invest in the facility so they could see
the commitmentwe ve made to provide
solutions, Gif n says.
= Customer service is key

The company comes by its focus on
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quality and customer service naturally.
In fact, for awhile it seemed that was
the company s greatest asset in a tur-
bulent time.

The late 1980s and early 1990s were
a time of major transition for the com-
pany. Butch Gentine was building the
business and like every young company
there were ups and downs as the com-
pany worked to nd its niches.

My dad was an entrepreneur
some ideas worked well and some
were simply ahead of their time, says
Jeff Gentine, executive vice president,
Masters Gallery Foods.
Jeff sdad broughtinalotofinnova-
tion, Gif nsays.

The company name change hap-
penedduetoanideathatdidn tcometo
fruition. Before specialty cheese really
took off in the 1990s, Butch Gentine
had the idea of marketing 8-ounce cuts
of premier American-style cheeses in
unique printed cartonsunder the name
Masters Gallery Cheese Co., asubsidiary
of World Wide Sales. While the project
was eventually shelved, the name and
image stuck, and in 1988 World Wide
Sales became Masters Gallery Foods.

At about the same time, after years
of having retail products co-packed, the
company took a major leap forward and
openedits rstpackagingand distribu-
tion facility.

We had one line, a small staff and
a big building, Jeff Gentine says. But
there were plansto Il it, and business
gradually began to come on.

Then in 1991, tragedy struck. Jeff
Gentine was in college when his fa-
ther Butch passed away. Without their
founder, the company s management
team had to determine where to take
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Woolwich adds new avors to Elite line

Masters Gallery Foods operates a modern production facility in Plym-
outh, Wis. An expansion of the facility was completed earlier this year.

the company next. Among hismany lega-
cies, though, Butch Gentine leftwith the
company with a strong team.

Butch always surrounded himself
with good people. There was a hell of
a team around here at the time of his
death, says Gif n, who was on the
company s management team along
with others including Bernie Gold-
bach, who took the helm to weather
the storm.

With a new plant and major tran-
sitions afoot, the early to mid-1990s
weren t easy years.

It was really a time to stay the
course, tobe conservative, Jeff Gentine
says. We weren tin a position to make
a lot of capital improvements.

Atthetime, the company executives
believedthey couldn tcompete on price
alone and survive; they knew they had
to focus on value and service.

It wasn t possible to be a low-cost
provider, so we focused on our custom-
ers, buildingareputationasanorganiza-
tion which placed its focus squarely on
service and quality, Gentine says.

We were very conscientious and
diligent. Every order was important,
Gif nadds.

The experiences of those years
stuck.

Everyorderisstillimportanttoday,
Gif n says.

e Facility expansions allow for
continued growth

Throughout the 1990s, the company
continued to gain customers and add
lines as needed. Then in 2000, they
undertook their rst major plant ex-
pansion doubling the facility from
40,000 square feet to 80,000 square
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