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In the Beginning

Where Food Comes From® began 
as Integrated Management 
Information nearly 20 years ago.

Things were transitioning…



These shifts presented a pathway…

-The industry needed integration of 
management systems to ensure 
traceability and verification of 
credence attributes

IMI provided a

Opportunities



Where Food Comes From, Inc.

Who are we?

 20 Years in the Food Verification 
and Certification business 
(70 years combined expertise)

 Three main verification divisions 

 Currently verify or certify against 
35 different standards

 We remain standard/program 
agnostic to ensure our third-party 
approach with each customer

 Program Design and Development 
division

 www.wherefoodcomesfrom.com

http://www.wherefoodcomesfrom.com/


Market Driven Programs

Consumers were driving change. 



Program Examples

http://www.cargill.com/
http://www.cargill.com/




Branded Beef Promise

http://www.pgabeef.com/PGAB.htm
http://www.pgabeef.com/PGAB.htm


 Source (Identification & 
Traceability) 

 Non-Hormone Treated Beef 
(NHTC)

 High Quality Beef Quota (HQB)
 Never Fed Beta Agonists
 USDA NeverEver3 Natural 
 USDA Grass-Fed Beef
 American Grassfed Alliance
 Vegetarian Fed
 Flax Fed
 SO100 Feed Claims
 Tyson Natural
 Global Animal Partnership 5-

Step Animal Welfare Rating™ 
(GAP)

 Non-GMO Project Verification
 USDA Organic (USDA NOP)
 Food Alliance™ Certification
 Progressive Beef™ Standard
 On-Farm Animal Welfare Audits 

(Poultry, Egg, Dairy, Swine, 
Beef)

 FarmCheck™ Program
 Beef Quality Assurance Verified 

(BQA Verified)
 American Humane™ Certified
 Gluten-Free Certification
 National Chicken Council audits
 National Turkey Federation 

audits
 Whole Foods® Egg Laying Hens 

Standards
 United Egg Producers Certified
 Safe Feed/Safe Food Program 

(SF/SF)
 Hazard Analysis Critical Control 

Point (HACCP)
 Safe Quality Food (SQF)
 On-Farm Security Audits
 Good Environmental Livestock 

Production Practices (GELPPs)
 Worker Care Audits

Verified Product Attributes



Multi-Faceted Approach

Creating Trust in Food  -- OUR #1 GOAL

Verify.
Third-party verification & certification. 

Communicate.
Enable accurate and authentic information sources 
about food and how it is produced.

Reconnect.
Establish a direct link between consumers and the 
people, places and things that produce their food.

Reward.
Create sustainability for food producers through 
enhanced value opportunities and provide trust and 
reassurance to consumers about their food choices.



Verification
• This term can have many different meanings. 

Most generally define it as the compliance 
assessment process.

• A confirmation by examination and provision of 
objective evidence that the requirements have 
been met.
– Observation

– Interviews

– Documented Processes and Procedures

– Records

• The process by which an entity is evaluated or 
assessed against a standard or set of criteria

• It is also used as a method to “step” systems into 
a certified method in a gradual way



Search, Experience and 
Credence Attributes

•Search—characteristics that consumers can 
examine before purchasing the product (price, size 
and color)

•Experience—evaluated after purchasing the 
product (taste)

•Credence—can’t evaluate even in use 
(environmental impact and animal welfare)



How This Relates to Labeling

•Consumers are more likely to be more 
skeptical about a supplier’s claim regarding 
credence attributes, because they can’t 
control its validity even after purchase

•Third party verification moves credence 
attributes to search attributes for 
consumers…they can check when they buy 
that the product meets the criteria



Things to Consider
What type of Identity Preservation does 
the system require to validate?
•Does the traceability system allow for the mixing of 
certified/verified product?

•Does each location cattle move through need to be 
approved?

•Are movements necessary?

•Is segregation of product required?

•Do you intend to label product?

•Mass Balance

•Approval Communication and Chain of Custody 
Requirements

•What level of data reporting does the system require?



Where Food Comes From® began
with the consumer in mind.  Identity 
Preservation is a neccesity for most 

standards.  You can’t verify attributes 
unless you have identity preservation.

Begins at the Source



Where Food Comes From® is a 
consumer brand dedicated to 
communicating the traceability
and source verification behind a 
food product.

Begins at the Source



Trends

• Continued Development of Private 
Initiatives Driving Differentiation around:

– Sustainability 

– Animal Welfare 

– Social Responsibility 

– Use of GMO’s

– Responsible-Use (Antibiotics, growth 
promotants, etc.)

– Quality and Predictability

– Locally Sourced



Telling Our Story

Where Food Comes From® tells the 
story of the families behind our food 
to consumers.

-Source Verification required

-Package 
labeling

-Instant 
information



Telling Our Story

Instant Information

QR Code technology
provides instant

access source
information





Why Food Labels Matter?  

• Food is personal

• It is what we feed ourselves and our 
families

• I am the CHO of my family



13%

66%

13%
I read most product labels

8% I read every product label

I try to read product labels, but I 
find them confusing and hard to 
understand

I never read product labels

© 2013 SERVICE MANAGEMENT GROUP

Thirteen percent try to read but find labels confusing

When shopping for myself and my family:

Nearly 80% of grocery consumers say
they read all or most product labels
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Product labels and grocery or consumer information 
websites are how consumers most often find

information about the food they buy



What does the consumer want to know?  

Taste

Convenience

Nutrition

Variety

Price

All of these things+ 

Social Causes:

The Environment

Sustainability

Animal Welfare

And Production Raising Practices

1984 2016



Why now?

Consumers are far removed from food production.

According to the U.S. Census Bureau, in 1950, 11.6% of 
all U.S. occupations were farmers, farm managers or 
farm laborers. In 2010, 0.6% of the U.S. population was 
employed in farming.

Increased integration and the use of technology have 
brought improved food safety, increased product 
variety, improved consistency and a reliable and 
affordable source of nutritious food for consumers…

BUT it also means fewer people are connected to the 
food system and there is a reduced understanding of
how food is produced.



Humanizing our food.

 The average consumer is at least 3 
generations removed from the farm or 
ranch

Begins at the Source

Making the connection

http://www.youtube.com/watch?v=ZEOW87ozZFk&feature=player_embedded
http://www.youtube.com/watch?v=ZEOW87ozZFk&feature=player_embedded


Consumers crave
information about their 

food and how it is 
produced.  

©2013 Sullivan Higdon & Sink. “Building Trust in What We Eat,”

“I want to 

know...”



As a result, consumers are 
demanding transparency

The Center for Food Integrity.  2015 Consumer Trust 
Research Booklet.

• Transparency builds trust.

• Consumers rate Food Safety and the 
Impact of Food on Health as the most 
important categories. For these issues, 
they want information on the product 
label.

• Consumers primarily hold food companies 
responsible for transparency.

• Consumers are saying, “Show me your 
practices and explain to me how you’re 
verifying them.”





If transparency is your goal, 
traceability is your challenge.

-Transparency and Traceability Essentials Guide, New Hope 360.com



Traceability is the ability to verify the 
history, location, or application of an item 
by means of documented recorded 
identification.

In the supply chain, traceability may be 
both a regulatory and an ethical issue.

Definition of Traceability: Wikipedia.org



A Changing Supply Chain



Beef Production

Cow/Calf

Background

Stocker

Export

Retail

Foodservice

Consumer

Harvest

Feedlot

Where Food Comes From

• Provides voluntary traceability 
and process verification 
programs for the beef 
industry, including such things 
as the Beef Export Verification 
Program to the EU



Verification & Traceability

Animal identification is maintained throughout the 

production cycle –tags are read electronically. 

Non-repeatable, uniquely 

numbered, one-time use, tamper 

evident tag



Online tag lookup tool 

provides instant, real-

time information on 

animal age and related 

claims

985 123 456 789 987

Verification & Traceability
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Do you want to create market 
opportunities?
• Classifications/Public 

Approved Supplier Lists

• Trade Access

• Product Premiums

• Improve producer 
economic drivers

• Label Product

Things to Consider



USDA Process Verified Program

Audited, approved and accredited 
by the United States Department 

of Agriculture Agricultural 
Marketing Service (AMS) to 

conduct independent audits of 
food producers, processors, 
retailers, etc., to approved 

process verified points

 USDA Oversight
 Third-party is annually audited by USDA to assure 

compliance
 Listed as official USDA PVP program
 New points, changes must be reviewed and approved by 

USDA



Program Compliant Tags (PCT):

A PCT is a one-time use, tamper-evident tag

 Contains a non-repeatable, unique 
number

 It may be an EID,RFID, or a visual tag

 Must be applied under an approved 
USDA PVP and at the ranch of birth

 There is an option for secondary 
tagging locations.

USDA PVP Tag Requirement



Source and Age Value

 Continues to be a value in the

Marketplace

 Source & Age Approved = Traceable 
– ADT & 840 tags 

 Sign of Quality

Management ability, allows for ease 
upstream of reading identification if use 
EID

 Sorting, grouping, MANAGING

Grids and data

 Required as a base for most standards

 Regulatory Requirements



Knowing the source 

of food is the first, 

critical step in 

validating all claims 

that might be 

made. Without 

knowing the source, 

claims such as 

Organic, proper 

animal care and well 

being, no antibiotics 

administered, or 

Non-GMO can not be 

verified.



Opinion Pages
Mark Bittman, September 2, 2016

“Companies that are doing things well 
should (and will) seize the chance to put 
whatever they can on the package, and a 
bar code to provide even more data. 
Eventually, companies that don’t disclose 
information could be assumed to have 
something to hide.

As eaters, this is in our interest.”





Thanks very much!
Questions?

James Riva
Jriva@wherefoodcomesfrom.com

Corporate Office:
202 Sixth Street, Suite 400

Castle Rock, CO  80104
(866) 395-5883.  Ext: 2005

www.wherefoodcomesfrom.com


