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Abstract 

The 2009 Salmonella outbreak in peanut products was the second outbreak caused 

by contaminated peanut butter and created a period of negative publicity for the food and 

peanut industry.  It was one of many large food outbreaks that the United States has seen 

in the past six years, all of which negatively impacted the food industries and agriculture.  

The peanut industry worked to communicate the outbreak to consumers in order to keep 

their confidence in peanuts and peanut products. 

It is important for the various channels of distribution and public relations 

practitioners in the food and agriculture industry to be able to work together to uphold the 

strong reputation of the organization and agriculture in the midst of a crisis.  Public 

relations practitioners worked to communicate with consumers to increase their 

confidence in the peanut industry.   

While one company was the cause of the outbreak, the whole peanut industry 

worked together to maintain the industry’s reputation.  Risk and crisis communications 

plans were put into effect and the crisis management teams worked together throughout 

the crisis. 

Public relations practitioners need to develop relationships with the media and 

others who influence the communication on a daily basis to the public.  Having a working 

relationship with members of the media before a crisis is essential to being able to 

disseminate information quickly and accurately in the event a crisis does occur.  

Throughout the crisis, the public relations practitioners worked with the media to 

disseminate information. 
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The consumer’s confidence in the national brands of peanut butter quickly 

recovered after they were reassured that their favorite brands were not contaminated.   

The company that was at fault for the outbreak was closed down and never reopened their 

processing plants as a result of their cost cutting and knowingly shipping contaminated 

products throughout the country. 
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Chapter I 

Introduction 

A crisis is unexpected and unpredictable, and is caused by some type of event.  A 

crisis can threaten stakeholders’ expectations, place non-routine demands on the 

individuals involved, produce uncertainty, negatively impact performance, potentially 

produce negative outcomes, threaten high-priority goals, harm either the organization or 

the public, and produce accusations concerning the organization(s) involved (Adkins, 

2010).  Crisis management is a tool designed to fight a crisis; minimize the inflicted 

damage; and protect the organization, stakeholders, and industry from harm.  Crisis 

management processes include preventative measures, crisis management plans, and 

post-crisis evaluations (Coombs, 2010a, 2007b). 

Crises can occur at any time and come in a variety of shapes, extremities, and types 

and ultimately can affect any company or organization. Well publicized crisis events such 

as various animal cruelty YouTube videos, the earthquake in Haiti, the drought and 

extreme weather of 2011, the 2009 Salmonella outbreak in peanut butter, and countless 

other crises have kept the media active in reporting the outbreak for weeks and months.  

Consumers and the public want to know what is happening.  The media publicized these 

crises once they were brought into the spotlight. 

In 2007 and 2008, there were 12 incidents of Peanut Corporation of America (PCA) 

finding strains of Salmonella (Falco, 2009).  A Food and Drug Administration (FDA) 

inspection report (2009a) cited large openings along the sides and tops of the trailers that 

contained totes of raw or roasted peanuts in PCA’s processing plant.  It also noted 

roaches; mold on the walls, ceiling, and storage cooler; dirty utensils and equipment used 
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in food preparation; and open gaps in the roof, allowing for wet conditions that could 

cause Salmonella contamination (Glanton, 2009).  Michael Doyle, director of the Center 

for Food Safety at the University of Georgia in Griffin, said that feces from animals could 

cause Salmonella, but in the case of the 2009 outbreak, it was a leaky roof on PCA’s 

processing plant.  The birds that fly over very likely could have dropped their feces on 

top and the leak allowed the water with bird droppings to contaminate the processing 

plant (Borrell, 2009).  

The 2009 Salmonella outbreak in peanut products highlighted the complexities of an 

ingredient-driven outbreak and the importance of rapid outbreak detection and 

investigation (Centers for Disease Control and Prevention [CDC], 2009b).   The CDC 

began reporting incidents of Salmonellosis in September 2008, and eventually linked the 

outbreak to peanut butter products originating from a PCA plant in Blakely, Georgia.  By 

the end of December 2008, PCA was determined as the cause of the first death of the 

Salmonella outbreak.  In early January 2009, PCA ceased production and the FDA 

initiated a food safety investigation (Hartman & Barrett, 2009).  The outbreak included 

714 total cases and nine deaths in 46 states (Flynn, 2011).   

A jar of peanut butter form a nursing home tested positive for Minnesota officials on 

January 9, 2009.  The jar was traced to PCA, and FDA inspectors initiated an 

investigation into the Georgia plant.  FDA officials said that by invoking anti-terrorism 

laws, they obtained internal company records that Georgia inspectors were unable to get 

(Glanton, 2009).  The FDA reported that PCA conducted its own testing of the Blakely, 

Georgia, facility by sending contaminated samples to various labs until it got a negative 
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result.  PCA’s president, Stewart Parnell, sent shipments out regardless of positive test 

results to avoid losing money (MSNBC, 2009). 

In addition to the number of illnesses and recalled products, the outbreak created a 

furor because of the importance of peanut butter in the American diet.  Peanut butter is a 

convenience food and is also a staple in many diets.  Schools offer peanut butter and jelly 

sandwiches to children as part of the school lunch program.  President Obama stated that 

the government should be keeping our kids safe when they eat peanut butter (Baldwin, 

Boudreau, Keilar, Quijano, Starr, & Whitfield, 2009).   

National food safety experts told CNN that the Salmonella outbreak happened 

because the system in place to protect the public from bad food was seriously broken.  

Experts said in this case, the government failed to regulate the safe production of peanut 

products from the Blakely, Georgia plant and also failed to rapidly detect the source of 

the outbreak (Boudreau et al. 2009).  

During the 2009 Salmonella outbreak, the CDC utilized various forms of media 

outlets to keep consumers informed and aware of the facts surrounding the outbreak.  The 

CDC worked to provide information to people from the food safety system of 

government agencies and food producers (CDC, 2009).   

Also during this outbreak, the FDA created a searchable database of recalled peanut 

products for consumers to be able to identify affected products.  According to the FDA, 

there were more than 2,100 products in 17 categories voluntarily recalled by more than 

200 companies, in addition to some pet-food products that contained peanut paste made 

by PCA (FDA, 2009a).  The products that were recalled are listed in Appendix A. 
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The outbreak identification and source implication began November 10, 2008.  

PulseNet, the national network of public health and food regulatory agency laboratories 

coordinated by CDC, first identified the multistate cluster of Salmonella Typhimurium 

infections (13 cases in 12 states) and began monitoring for additional reports of cases 

with the same DNA fingerprint (CDC, 2009c).  A timeline of the outbreak can be found 

in Figure 1.1.   

 

 

 Figure 1.1 Timeline of news and FDA events of the 2008-2009 Salmonella outbreak. 

 Image courtesy of CDC (2009c) 

 

 The first report of outbreaks to the CDC PulseNet began September 10, 2008, 

with less than 10 people reported.  The reports peaked with more than 70 people between 
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December 13
 
and December 27, 2008.  The last date of persons testing positive for 

Salmonella reported to the CDC PulseNet was April 28. 

PCA announced a voluntary recall of all peanut butter produced at its Georgia plant 

on or after August 8, 2008, all peanut paste produced on or after September 26, 2008, and 

21 lots of peanut butter produced on or after July 1, 2008 (National Peanut Board, 2009).  

PCA was a supplier of peanut ingredients to numerous food manufacturers and of peanut 

butter to the food service industry.  PCA’s peanut butter and peanut paste went to 

numerous food manufacturers nationwide, making this the largest food recall at the time 

(Hollis, 2009) (See Appendix A for a list of all recalled products).   

The regulatory actions and recalls began January 9, 2009, when the Minnesota 

Department of Health reported Salmonella in a container of King Nut peanut butter.  

Upon this report, the FDA began investigating PCA’s Blakely, Georgia, facility.  One 

day later, King Nut Company issued a recall of peanut butter.  On January 12, 2009, the 

Minnesota Department of Health confirmed the outbreak strain in a 50 gallon drum of 

King Nut peanut butter. The FDA began investigation of the PCA facility in Plainview, 

Texas, after state health officials looked at results that found Salmonella was present in 

samples from the plant.  The recall by PCA was expanded to the Plainview plant’s 

products on February 12, when PCA issued an order directing the PCA Texas facility to 

stop production and distribution. All products manufactured since January 1, 2007, were 

recalled.  PCA issued a statement February 20, 2009, to inform customers to cease 

distribution and use of products from the Georgia and Texas plants.  
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Consumers 

With help from the CDC, consumers were able to receive accurate information from 

the Internet and other forms of media.  With the use of new technologies, the likelihood 

of a delay between an incident and the media’s coverage is very unlikely (Ashcroft, 1997; 

Heath, 2010).  The FDA worked with the CDC in order to provide easily accessible 

information about which products consumers could have confidence in purchasing.  The 

CDC created a timeline of events identifying major outbreak identification and source 

implication as well as regulatory actions, recalls, and results of product testing. (See 

Figure 1.1) 

Through the CDC’s communication efforts, consumers were made aware that 

purchasing national brands of jarred peanut butter was safe (CDC, 2009d).  President of 

the American Peanut Council, Patrick Archer, stated the irresponsible actions of one 

manufacturer created a crisis that affected public health (American Peanut Council, 

2009).  While the public had this information, the peanut industry still suffered from 

consumer fear (Hollis, 2009). 

Many consumers swore off all brands of peanut butter. Hollis (2009) said sales of 

jarred peanut butter were down by 24% in January 2008.  That number might have been 

skewed due to large discounts on peanut butter in January 2008.  Peanut butter 

consumption was off approximately 20% from 2007.  Processing of peanut butter 

accounts for approximately 70% of the Southeast peanut market.  With the outbreak, 

salted nuts were off about 8% and peanut butter cracker sales plummeted (Hollis, 2009).   
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The public assumed that tainted peanuts might have entered into peanut butter and 

other food items (Smith, 2009).  The public’s assumption caused an extreme drop in 

sales.  The J.M. Smucker Company bought advertisements that would allow them to let 

the public and consumers know that their product, Jif peanut butter, was safe.  They 

offered a .35-cent coupon in the advertisement and stated that they did not buy peanuts 

from PCA (Martin & Robbins, 2009).   

 California, Idaho, and Minnesota schools were told to remove peanut products from 

school lunch programs.  They received the peanut butter and roasted peanuts from the 

federal government, which bought them from PCA, for two years preceding the recall 

(Martin & Robbins, 2009).  

The lack of consumer confidence affected more than just the peanut butter 

companies.   In an article in the Southeast Farm Press, Don Koehler, executive director 

of the Georgia Peanut Commission, stated the economic impact of the 2009 Salmonella 

outbreak in peanut products has affected farmers as well as the small businesses that 

supply the inputs (Hollis, 2009).  On March 11, 2009, Koehler testified before a 

subcommittee of the U.S. House Committee on Small Business on behalf of the Southern 

Peanut Farmers Federation.  Koehler told members that the devastation caused by the 

recall went beyond PCA, where the Salmonella outbreak originated (Hollis, 2009).   

When the recall was announced, the National Center for Peanut Competitiveness 

(NCPC) was asked to help determine the impact of the recall on farmers.  PCA’s 

processing plants in Blakely, Georgia and Plainview, Texas were closed indefinitely.  

Executive director of the peanut board in Georgia, Koehler said, “The fact the United 
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States Department of Agriculture (USDA) has been slow reacting to the current market 

conditions in setting the weekly posted price of peanuts has complicated this issue 

greatly.  Peanut sales are non-existent at any price for farmers who have not contracted 

peanuts and yet USDA has not reduced the posted price” (Hollis, 2009, p. 2).  Due to this 

uncertainty and non-existent sales at the sheller level, no contracts were being offered to 

farmers.  “This is a critical issue because farmers in many cases need a contract or at least 

some indication of the market to achieve financing and make planting decisions.  The 

projected loss is for farmers is $225 to $450 million in farm gate value due to reduced 

production” (Hollis, 2009 p. 3).  The peanut industry and the various channels of 

distribution surrounding the multi ingredient Salmonella outbreak took a tremendous 

loss.  Koehler stated before Congress in March of 2009 that the impact of the nationwide 

peanut butter recall has been far reaching and ultimately cost America’s peanut producers 

$1 billion in lost production and sales (Hollis, 2009).  The $1 billion figure does not 

include the loss to the other distribution channels in the peanut industry.  

Problem Statement 

The 2009 Salmonella outbreak in peanut products was the second outbreak caused by 

contaminated peanut butter and created a period of negative publicity for the food and 

peanut industry.  It was one of many large food outbreaks that the United States has seen 

in the past six years, all of which negatively impacted the food industries and agriculture.   

Jacques (2010) said a major crisis can damage an organization’s reputation and 

financial standing more severely and more rapidly than anything.  It is known that crises 

have the potential to create negative or undesirable outcomes (Coombs, 1998).   
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By utilizing proper risk and crisis communications, public relations practitioners are 

able to be reactive to crises.  As agricultural communicators become more aware of the 

different responses that the practitioners enact, they can be properly prepared to aid and 

respond to the impacts that crises have on the industry.  Determining which steps are 

necessary for risk and crisis communications is crucial for helping public relations 

practitioners be properly prepared and proactive in creating a risk and crisis 

communication plan.  Researching previous efforts to handle a crisis will enable the 

researcher to collect and organize information in a form that will be easily accessible to 

public relations practitioners.  Having this information will not only assist in preparation 

in the event of a crisis, but will also enable the practitioners to take proper measures in 

accordance to the current state of the crisis. 

Purpose of the Study 

The purpose of this study was to examine the risk and crisis communication efforts 

taken by peanut industry officials during the 2009 Salmonella outbreak and determine 

which efforts had a successful outcome and which were ineffective.  The perceptions of 

public relations practitioners about their preparedness for a crisis and how the national 

media affected the entire peanut industry during the 2009 Salmonella outbreak was 

utilized to create a set of guidelines that food industry public relations practitioners can 

use during a foodborne illness outbreak.   

Research Objectives 

The following research objectives were used to guide this case study: 

1. Understand the public relations practitioners’ risk and crisis communication plan 

and actions executed during the 2009 Salmonella outbreak. 
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2. Determine opinions of the public relations practitioners in accordance with their 

timeliness and preparedness for an ingredient-driven outbreak during the 2009 

Salmonella outbreak. 

3. Describe public relations practitioners’ perception of mass media coverage and 

the effectiveness of their organization’s communication efforts during the 2009 

Salmonella outbreak. 

4. Explore the lessons public relations practitioners learned as a result of their 

involvement in the 2009 Salmonella outbreak. 

This study required an in-depth analysis of the preparedness of channels of 

distribution in the peanut industry through in depth interviews.  In order to get the most 

information, this case study utilized interviews with public relations practitioners and 

representatives of the various channels of distribution in the peanut industry that dealt 

specifically with the 2009 Salmonella outbreak. 

Significance of the Study 

The United States has experienced numerous foodborne illness outbreaks.   
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Figure 1.2 Foodborne Illness Outbreaks 

It was indicated by the CDC that the Salmonella outbreak ranging from September 

2008 to April 2009 was from peanut butter paste produced at one plant.  The 

contamination occurred in peanut paste and peanut butter that had been processed by 

PCA and then shipped to many outside food production companies throughout the 

country (FDA’s Investigation, 2009). This outbreak was important to this study because 

the public relations practitioners that spoke up during this outbreak were agricultural 

commodity board members and representatives.  The company of the contaminated 

product would not communicate about the crisis to consumers so the commodity boards 

did.  The paste was used by many other companies as ingredients in their products.  This 

outbreak was magnified when these ingredients were widely used and made it necessary 

for quick detection of the source of the outbreak.  A thorough and immediate 

investigation led to determining the source as well as the ingredients that were the source 

(CDC, 2009b). 
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The initial statement released by PCA said that tainted peanut butter and peanut paste 

were shipped to schools, nursing homes, and prisons but not grocery stores (CNN, 2009).   

Layton (2009) found the following:  

PCA made peanut butter for institutions such as nursing homes and schools 

and made peanut ingredients used by other food companies in products 

ranging from energy bars to candy to dog biscuits.  Among the thousands of 

customers affected was the U.S. Department of Agriculture.  They purchased 

possibly contaminated peanuts and peanut butter from PCA and served it to 

children in Idaho, Minnesota and California through the government’s free 

lunch program (p. 1-2). 

  

The ingredient driven outbreak caused an economic hit to both cities where PCA had 

processing plants.  When PCA was closed down, 46 people in Blakely, Georgia and 50 

people in Plainview, Texas lost their jobs (WSBTV.com, 2009).  Georgia is the number 

one producer of peanuts followed closely by Texas (Texas Peanut Producers, 2012). 

“Peanuts have been the mainstay of our economy.  We’re an agricultural economy and 

peanuts have been a big part of it.  To have this kind of impact is definitely going to have 

a very negative effect on our community,” said. Blakely Mayor Ric Hall (WSBTV.com, 

2009).   

This study is significant to the researcher and researcher’s university because of the 

locus of the recall.  Although the majority of the recalled products were manufactured at 

PCA’s facility in Blakely, Georgia, many of the products were produced in Plainview, 

Texas, which is approximately 46 miles from Texas Tech University.  In addition, 

peanuts are a major commodity to Texas, bringing in $1 billion annually (Texas Peanut 

Board, 2012).  The majority of these peanuts are produced within 100 miles of Lubbock 

(S. Pruitt, personal communication, March 5, 2012).  In addition, peanut butter is 
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consumed all over the United States.  According to the National Peanut Board (2009) the 

average American consumes more than six pounds of peanuts and peanut butter products 

each year, which totals to over 1.5 million pounds total.  With peanut butter and peanut 

products heavily consumed, this outbreak became a nationwide crisis. 

Assumptions 

The assumptions of this study of the 2009 Salmonella outbreak were that all 

participants who were interviewed answered all questions in an honest manner and with 

all their knowledge of the outbreak.  It was also assumed that all interviewed channels of 

distribution and practitioners were honest when discussing their specific roles and 

correctly remembered details during the 2009 Salmonella outbreak. 

Delimitations 

This study was limited to the public relations practitioners and other individuals that 

worked in the peanut industry during the 2009 Salmonella outbreak and took part in 

communication efforts directly related to the 2009 outbreak.  The researcher contacted 

the individuals involved in the production and distribution of peanuts and peanut products 

as well as the public relations practitioners whose main focus was related to the 2009 

outbreak.  Individuals and organizations who were not directly related to peanuts and the 

peanut products involved in the 2009 Salmonella outbreak were not sought by this study. 

Limitations 

The time lapse from the actual 2009 Salmonella outbreak to the interviews, which 

were conducted in the fall of 2011, was a limitation to this study.  The food industry has 

dealt with other food recalls and other foodborne illness scares since the 2009 outbreak, 

and the recollection of specific details and events from some public relations practitioners 
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that occurred during the 2009 outbreak were not as detailed as they would have been had 

the interviews been conducted immediately following the outbreak and recall.   

The participants were all public relations practitioners and/or involved in the peanut 

industry during the 2009 Salmonella outbreak in peanut products.  While the researcher 

contacted Stewart Parnell, the owner of PCA, for legal reasons he was not allowed to 

participate in the study. Contact with individuals associated with PCA went unanswered; 

therefore no one from PCA was interviewed during this study.  Efforts remained to 

address PCA’s actions and communication through secondary research.   

Definitions of Terms 

1. CDC — The Centers for Disease Control and Prevention provides information to 

the public pertaining to health related issues.  The CDC also researches such 

events as a foodborne illness outbreak in order to protect the public from possible 

harm. 

2. Crisis — An unpredictable event that can compromise an organization’s existence 

and cause damages to organizational relationships, reputation, and profits 

(Coombs, 2007b). 

3. Customer — One who buys product from a processor to distribute and sell for 

either further processing or consumption (Nut Safety Handbook, 2010).   

4. Distribution Channel — A set path through which goods and services flow from 

vendor to consumer (Businessdictionary.com, 2011). 

5. Enterovirulent E. Coli (EEC) — Bacteria that comprise many groups of E. coli 

serovars, all of which may cause problems in the intestines (Medicinenet.com, 

2011). 
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6. FDA — In the event of a foodborne illness outbreak, the Food and Drug 

Administration (FDA) works closely with the CDC to determine the origins of the 

outbreak.  The FDA is also involved in all recall efforts of the affected products.  

7. Foodborne illness — A disease that is carried or transmitted to humans by food 

containing harmful substances.  Examples are the disease Salmonellosis, which is 

caused by Salmonella bacteria and disease botulism, which is caused by the toxin 

produced by the bacteria Clostridium botulinum (PFSE, 2010).  

8. Handler — Performs the task of cleaning, grading, sorting, packing into cartons 

and fiber bins, and selling to processors/manufacturers (Nut Safety Handbook, 

2010). 

9. Listeria — A group of bacteria capable of causing illness including potentially 

fatal infections in the elderly, newborns, pregnant women, and persons with a 

weakened immune system (Medicinenet.com, 2011). 

10. Nut Safety Handbook — Nut industry handbook for safe handling and processing 

of nuts. 

11. Outbreak — An incident in which two or more people experience the same illness 

after eating the same food (PFSE, 2010).  

12. Risk and crisis communications — The communication efforts taken before, 

during, and after a crisis to minimize the damages an organization sustains in a 

crisis (Coombs, 2007b). 

13. Processor — Refers to a processor, manufacturer, and handler of peanuts (Nut 

Safety Handbook, 2010).   
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14. Peanut sheller — Clean, shell and sort peanuts, generally for further processing by 

manufacturers (Nut Safety Handbook, 2010).   

Summary 

It is important for the various channels of distribution and public relations 

practitioners in the food and agriculture industry to be able to work together to uphold the 

strong reputation of the organization and agriculture in the midst of a crisis.  In observing 

public relations practitioners and the channels of distribution in the peanut industry, it is 

the goal of the research to understand and collect information that will provide insight 

into the risk and crisis communication efforts taken during the 2009 Salmonella outbreak 

and determine the post-outbreak actions and improvements as a result of the outbreak. 
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Chapter II 

Literature Review 

This chapter provides background information pertinent to understanding all aspects 

of this study.  It will expand upon previous research, which has been conducted on public 

relations practitioners dealing with risk and crisis communications specifically involving 

Salmonella.  Other areas of information are distribution channels, foodborne illness and 

food safety, public relations practitioners, risk and crisis communications, agriculture in 

the media, and the excellence model of communications.  This literature review will 

address the research objectives of this study: 

1. Understand the public relations practitioners’ risk and crisis communication plan 

and actions executed during the 2009 Salmonella outbreak. 

2. Determine opinions of the public relations practitioners in accordance with their 

timeliness and preparedness for an ingredient-driven outbreak during the 2009 

Salmonella outbreak. 

3. Describe public relations practitioners’ perception of mass media coverage and 

the effectiveness of their organization’s communication efforts during the 2009 

Salmonella outbreak. 

4. Explore the lessons public relations practitioners learned as a result of their 

involvement in the 2009 Salmonella outbreak. 

Salmonella 

The sources of Salmonella are most frequently raw meats, poultry, eggs, milk and 

other dairy products, shrimp, frog legs, yeast, coconut, pasta, and chocolate (EHSO, 

2002).  The Economic Research Service (ERS) of the USDA estimates the annual 
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economic cost of Salmonellosis is $2.65 billion (2009).  This estimate includes medical 

costs, time taken off work due to illness, and the cost of the loss of life (PFSE, 2010c).   

Most persons infected with Salmonella develop diarrhea, abdominal pain, and 

sometimes nausea and vomiting within eight to 12 hours of eating contaminated food 

(PFSE, 2010).  The illness usually lasts four to seven days, and most people recover 

without treatment.  Salmonella infection may spread from the intestines to the blood 

stream, and then to other body sites.  Without proper treatment through antibiotics, death 

can occur.  The elderly, infants, and those with impaired immune systems are more likely 

to have a severe illness (CDC, 2009).  Patients infected from the 2009 ingredient-driven 

outbreak ranged from the age of less than a year old to 98 years of age (CDC, 2009c).   

Salmonella is the primary focus of peanuts because of the nature of the way the nut is 

cultivated and harvested.  To kill Salmonella, peanuts go through a roasting process but 

Salmonella is able to survive in dry environments and during high heat exposure (Nut 

Safety Handbook, 2010).  According to the Nut Safety Handbook, (2010) Salmonella 

only needs to be present in the food to cause illness.  Its presence in low-moisture 

products is a concern because it does not take a lot of Salmonella in foods before an 

illness begins (p. 22).  Salmonella might be present in incoming raw nuts from feces that 

animals drop in the fields or contaminated water. Oil roasting and dry roasting, also 

known as thermal processing can be an effective means to control an outbreak.  To 

eliminate Salmonella, the nuts are roasted at temperatures of at least 250 degrees 

Fahrenheit if necessary (California Almonds, 2007).   
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Food safety expert William Hubbard said outbreaks like the 2009 Salmonella 

outbreak highlight that there is virtually nothing in place to stop companies from shipping 

contaminated food (Baldwin, Boudreau, Keilar, Quijano, Starr, Whitfield, 2009). 

Hubbard said, “American food processors are able essentially to make anything they 

want, any way they want and the burden is on the FDA to find the problem and correct it” 

(Baldwin et al., 2009, p. 2).  Hubbard sees it as the food processors’ duty to prevent 

contamination.  With the United States having the technology and knowledge base, 

Hubbard believes that there is no reason to have 76 million people getting sick annually 

from foodborne illnesses and around 5,000 individuals that will die as a result  (Baldwin 

et al., 2009).   

Tracking Salmonella 

The CDC initially noticed Salmonella illness clusters in November 2008. Without 

federal standards or mandatory guidelines that individual states are required to follow to 

detect foodborne illnesses, some states had trouble determining what was causing the 

illness (Bash et al., 2009). The cause of the outbreak was not immediately apparent, but a 

likely source emerged after several weeks of detailed case interviews, investigations of 

local clusters of illnesses, and studies of health throughout the United States (CDC, 

2009b).  Initially chicken from the Midwest and concerns about institutional food 

distribution were raised as possibilities.  The preliminary analysis of the first national 

case-control study conducted by the CDC and public health officials in multiple states on 

January 3 and 4, 2009, compared foods eaten by both sick and well individuals indicated 

that peanut butter was a likely source of the bacteria causing the Salmonella infections 
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(CDC, 2009c).  The team of epidemiologists defined the source as PCA’s peanut paste 

and related peanut products produced by its Blakely, Georgia, plant (CDC, 2009d).   

PulseNet works to identify common sources of outbreaks early on and assists 

epidemiologists in investigating outbreaks (CDC, 2011). The identification and response 

to Salmonella outbreaks are likely to have time lags.  A delay of two-to-three weeks from 

the start of an illness to the posting of the identified source from PulseNet is typical 

(CDC, 20011).   

Abbie Boudreau, Special Investigations Unit Correspondent for CNN reported that 

more than four months passed between the first case of Salmonella being reported in the 

fall of 2008 to when peanut butter was identified as the culprit (Boudreau, Cohen, & 

Gupta, 2009).  Although by the end of December, many Salmonella cases had been 

reported and at least one death had been linked to PCA, they did not make a public 

statement about their product recall until January 13, 2009.  The delayed announcement 

from PCA created speculation and uncertainty about their products and other products 

made with the same ingredients, which made leaders of the peanut industry step up and 

take action to inform the public of the crisis (Millner, Veil, & Sellnow, 2011).   

During this outbreak, the average time between illness onset and pattern outbreak 

upload was 16 days.  The CDC initially became involved in the Salmonella outbreak on 

November 10, 2008, and ceased its efforts March 17, 2009 after a total of 691 cases and 

nine deaths were reported during the response (CDC, 2009d).   The CDC (2009a) 

estimates for every case reported of Salmonella, an additional 39 cases are unreported on 

average nationwide. 
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This infection triggered the most extensive food recall ever in United States history.  

As of April 22, 2009, the recall involved over 361 companies and 3,913 different 

products manufactured using PCA ingredients (FDA, 2009c).  This was an ingredient-

driven outbreak, a contaminated ingredient affected numerous products that were 

distributed and consumed nationwide.  The infected products were used as ingredients in 

cookies, crackers, cereal, candy, ice cream, pet treats, and many other foods (CDC, 

2009b).  Most news organizations posted a link to the FDA’s recalled products list on 

their website.  Many consumers stopped purchasing peanut butter and peanut products, 

but there was no need to avoid products containing whole peanuts or peanut pieces.  The 

media provided information for consumers to know where to look for answers and to be 

able to relinquish fears about which products were safe to consume and which were not.   

Foodborne Illness and Food Safety 

Consumers are more concerned about the safety of their food than ever before, 

especially with the increase in news coverage about contamination and foodborne illness 

outbreaks (Tucker, Whaley, & Sharp, 2006).  An outbreak is two or more reported cases 

of foodborne diseases with certain criteria for diagnosis, but many individual cases of 

acute gastroenteritis are not reported and can place a food safety and financial burden on 

the United States (Mead, Slutzker, Dietz, McCaig, Bresee, Shapiro, Griffin, & Tuaxe, 

1999; Franzen, 2003; Buzby, Roberts, Lin, & MacDonald, 1996).  The total annual 

estimated costs of foodborne disease outbreaks are thought to be between $2 billion and 

$4 billion (Buzby et al., 1996). 
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The CDC (2009) estimates that 76 million Americans contract a foodborne illness 

each year, resulting in up to 5,000 deaths.  Tracking procedures at the local, state, and 

national level allow the CDC to trace the origins of foodborne illness outbreaks to the 

source of contamination from food items to processing facilities to the country of origin 

(CDC, 2009). 

Steve Lyman, Advisory Services Partner for the National Food and Beverage Industry 

Leader, writes that food and beverage manufacturers are looking to suppliers and 

distributors for more proof of product quality.  With the various outbreaks, food and 

beverage manufacturers have become more dedicated to testing their products and 

ingredients (Lyman, 2009).   Many companies are requiring more documentation from 

suppliers they buy ingredients and products from (Lyman, 2009).  In order to keep 

customers, suppliers are required to have proof and detailed information to be able to 

ensure safe products to be used in the end product.  Processing facilities utilize the 

Hazard Analysis and Critical Control Point (HACCP) team leader who can take 

responsibility for the maintenance and upkeep of the plan documents (Nut Safety 

Handbook, 2010). 

Investigation into foodborne illnesses requires inclusion of two elements.  First, 

foodborne illness outbreaks require health officials and food inspectors to work 

systematically to solve the contaminated product mystery.  Second, such investigators 

require communication with the public regarding the contaminated product, what is being 

done to locate it, and what consumers can do to protect themselves (Vidoloff & Petrun, 

n.d.).   
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Food Manufacturing 

Communication in the supply chain is critical when events occur that could impact 

food safety.  As instructed in the Nut Safety Handbook (2010), processors should notify 

their affected customer base as soon as they notice a possible issue.  Issues that need to be 

reported in less than 24 hours would be a defect or a problem that could lead to a recall, 

product tampering, potentially defective product or ingredients as well as any non-routine 

actions such as testing and sampling (Nut Safety Handbook, 2010). 

Tracking where food ingredients come from is very important to food safety.  If an 

ingredient causes an outbreak in a product, then it could affect the brand’s reputation.  

When it comes to raw products like nuts, the processors should be able to trace the 

product back to the supplier, not just the broker and distributor they utilize.  The 

traceability makes for easy work if there is a recall or crisis that occurs (Nut Safety 

Handbook, 2010).  The traceability complies with the Public Health Security and 

Bioterrorism Preparedness and Response Act of 2002 (also known as “The Bioterrorism 

Act” or the BT Act) which requires the ease of traceability at every step of the food chain 

and the transportation (Nut Safety Handbook, 2010). 

Peanut Industry Distribution Channels 

The distribution channel of the peanut industry has many responsibilities and 

requirements.  Each channel is to ensure a safe product to continue onto the end 

consumer.   

The producers, more commonly referred to as farmers, receive the seed, fertilizer, 

pesticides, water, and various supplies from other entities that are then planted and added 
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to the soil to aid in the growing process.  One safety issue that could arise while the 

product is under the care of the farmer could be animal droppings contaminating the soil 

in which the peanuts are grown. 

The second step in the channel of distribution would be the sheller, which is 

responsible for cleaning, shelling and sorting the peanuts (Nut Safety Handbook, 2010).  

The shellers’ equipment should be free of damages as well as clean and working 

properly.  Without proper sanitation and cleaning, contamination could occur during the 

shelling process.  Since peanuts grow underground, the cleaning process is important to 

ensure that when the processor receives the peanuts they are free of any buildup.   

According to the Nut Safety Handbook (2010) processing plants have many food 

safety requirements.  The main requirement is that the processor is required to establish 

and maintain a food safety management system and document the procedures that have 

been completed.  With the documentation, there should be one individual assigned to 

manage the inspections and be the contact person in the case of any questions or 

concerns.  Records should show all inspections conducted at the facility.  Customers and 

others in the supply chain should be notified immediately is there is an issue that directly 

or indirectly affects them. 

The processor needs to have a clean and well sealed building for processing the 

peanuts into the final product.  Any leaks or cracks could allow for Salmonella or 

potentially other foodborne illnesses to get into the building and then contaminate the 

peanuts and the product. 
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PCA did not have a clean facility: it was found to have a leaking roof by the FDA.  

The leaks allowed animal and bird feces to leak through when it rained.  Roaches and 

rodents were also found inside the facility (National Peanut Board, 2009). 

The final step is the retailer.  Customers purchase the final, processed products from 

the supermarkets or other retailers.  The customers trust that the channels of distribution 

are clean and provide a safe product to consume. 

An addition to the channel of distribution is the value chain.  A value chain is a string 

of companies or players working together to satisfy market demands for a particular 

product (Value Chain Partnership for a Sustainable Agriculture-VCPSA Phase III 2006-

2009).  In the case of the peanut industry, the value chain would start with the farmers.  

The members of the value chain are meant to add value, but sometimes there are 

problems along the way.  “Food and beverage companies, by nature and perishability of 

their products, are more susceptible to problems throughout their distribution channels” 

(Brandt & Taninecz, n.d., p. 4).   

As part of food safety management, all channels of distribution are required to 

implement food safety plans in order to prevent a problem or any contamination from 

occurring (Nut Safety Handbook, 2010). 

While one channel in the distribution channel of a specific product is taking all 

measures seriously, according to Brandt and Taninecz (n.d.), it is important that each 

individual involved in the channel does.  The peanut butter Salmonella case was an 

example of how one company’s mistake led to problems for others in the distribution 
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channel for peanut products and products utilizing contaminated ingredients (Brandt & 

Taninecz, n.d.). 

An additional problem could be a lack of federal inspections.  According to the FDA, 

the Blakely plant had not been inspected since 2001.  Instead, the FDA relied on the state 

of Georgia for inspections in 2006, 2007, and 2008 which yielded unsanitary practices.  

The FDA reported that the unsanitary practices were somewhat resolved, but PCA said it 

paid for private inspections in 2008 that gave the plant “superior” and “excellent” ratings 

(Baldwin et al., 2009).  According to the FDA, federal officials depend on manufacturers 

themselves to safeguard the food they make (Baldwin et al., 2009).  Preventive food 

safety plans and other prerequisite programs are required at peanut shellers, processors, 

and manufacturers to ensure effective food safety management. Proactive procedures are 

necessary to keep from having to deal with recalls and problems later on (Nut Safety 

Handbook, 2010).  In the case of a recall or problem, the CDC works with the FDA to 

identify any potential ingredients or products and communicate the recall immediately 

(CDC, 2009).   

Salmonella Outbreak of 2009 

Nursing homes, schools, and restaurants were all customers of the distributor King 

Nut.  After being linked to the Salmonella outbreak all of the distributor’s products were 

recalled (Baldwin, Chernoff, Cohen, Collins, Elam, Hancocks, Keilar, Lisovicz, 

Marciano, & Romans, 2009).  From September 8, 2009 on, the FDA opened the 

Reportable Food Registry electronic portal and now requires that “facilities that 

manufacture, process or hold food for consumption in the United States now must tell the 
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FDA within 24 hours if they find a reasonable probability that an article of food will 

cause severe health problems or death to a person or an animal” (Nut Safety Handbook, 

2010, p. 14).  Commitment to evaluation all aspects of an ingredient-driven outbreak 

keeps the CDC as the go-to source during an outbreak.  The CDC works with the FDA to 

identify any potential ingredients or products and communicate the recall immediately 

(CDC, 2009).   

Risk and Crisis Communications 

A crisis is the perception of an unpredictable event that threatens important 

expectancies of stakeholders and can seriously impact an organization’s performance and 

generate negative outcomes (Coombs 2007a).  Crises strike suddenly, giving them an 

element of surprise or unpredictability (Barton, 2001; National Research Council, 1996).  

When a crisis occurs, it creates a need for information, and through crisis 

communications, information and knowledge are refined and shared (Coombs, 2010a).  

Crises have the potential to create negative or undesirable outcomes (Coombs, 2007a).  

News coverage of a risk or crisis event not only informs audiences, but the coverage can 

also motivate them to be concerned and aware of certain threats and can encourage them 

to protect themselves and others.  The spokesperson in the news stories is typically a 

public relations professional or organizational and government leaders who were guided 

or consulted by public relations professionals (Aldoory, Jeong-Nam, & Tindall, 2010). 

As Mitroff (2004) stated “…people want to believe that it (a crisis) could not happen 

to them.  It not only can, but unfortunately, the probability is very high that it will” (p. 

44).  A crisis destabilizes the normal order in organizations and managers are forced to 
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respond rapidly to radical changes, disruptions, and uncertainty caused by crises 

situations (Coombs, 2007a; Pearson & Mitroff, 1993; Seeger, Ulmer Novak, & Sellnow, 

2005).  Organizations should be prepared by first performing a crisis audit.  In doing a 

crisis audit, an organization determines its strengths, weaknesses, and vulnerabilities 

while also identifying key stakeholders, a potential crisis management team, and potential 

crisis situations (Heath & Coombs, 2006).  Proactive companies then are prepared for a 

crisis by creating a crisis communication plan.  

Organizational crisis communication messages play a vital role in crisis situations; 

they provide information for those affected by the crisis and assist in reducing the 

damage and impact of the crisis on the organization (Coombs, 2010b; Fediuk, Coombs, & 

Botero, 2010).  Previous research has revealed that publics feel more concerned and work 

to protect themselves in the face of risk when they share a risk with victims portrayed in 

crisis news and when the source of information in the news story shares the risk with 

audience members (Aldoory & VanDyke, 2004, 2006). 

Palmer (2010) composed a list of crisis communications that should and should not 

be done during a foodborne illness outbreak.  The major items that need to be conducted 

would be to have a crisis communication plan in place before the outbreak occurs.  Next 

would be to monitor for any potential risks and practice two-way communications in 

order to provide timely and accurate information.  The major don’ts of crisis 

communications would be to think a crisis cannot happen, ignore the warning signs, lie, 

hide from the media, stay silent, and/or downplay public health (See Table 1). 
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Table 1 

The Do’s and Don’ts of Crisis Communications Related to a Foodborne Illness Outbreak 

(Palmer, 2010, p. 105). 

Do Don’t 

Have a crisis communication plan Think it can’t happen 

Monitor for potential risks Ignore the warning signs 

Practice two-way communications Be ambiguous 

Provide timely and accurate information Don’t lie or be dishonest 

Collaborate with industry counterparts Chastise government agencies 

Develop and maintain governmental 

relationships 

Ignore key audiences or stakeholders 

Conduct a crisis audit/mock drill Hide from the media 

Reach out and utilize the media Stay silent 

Keep up with important contacts Downplay public health 

 

Crisis Communication Plan 

A crisis communication plan puts companies and organizations in the position to have 

control when a crisis strikes.  As the crisis stages change, the plan should be adaptable 

and able to still be utilized (Leighton & Shelton, 2008).  For a company, the ease and 

speed of adaptability is the key component when dealing with consumers during a crisis.  

Technology increases the speed at which information travels, and with social media there 

is a definite need for accuracy and speed in light of a crisis (Barton, 2001).  The media 
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report crises very quickly through print, broadcast, and online (Coombs, 2007).  The 

primary risk associated with speed is the potential for inaccuracies (Smith & Hayne, 

1997).  Ferrante (2010) found that an effective crisis communication message must be 

clear and concise so that the audience knows which actions they are expected to take.   

Risk and crisis communication plans are especially important for practitioners 

working for organizations and companies that are working to protect the health and safety 

of their customers (Motta & Palenchar, 2008).  During a crisis, a public relations 

practitioner’s primary responsibility is media relations in which many forms of 

communication must be kept up to date, especially informing the stakeholders (Coombs, 

2007b).  Risk communications is the communication between the organization as the risk 

creator and the stakeholders as the individuals carrying the risk.  Risk is the potential to 

inflict harm or exposure to loss, and a crisis can expose an overlooked or undervalued 

risk.  Proper risk management can prevent a crisis, as a crisis manager the goal is to 

reduce the chances of a risk and keep the risk from developing into a crisis (Coombs, 

2010b). 

Preparation 

When a company does not have a risk and crisis communication plan prepared, many 

times they do nothing.  When external organizations have to step in and play of the role 

of public relations for a company, they do so with many constraints.  From the very 

beginning, they are limited on access to vital information about the product that is being 

focused on.  When proxy communicators have to step in, they deal with media that is 

ready to question every single detail and it is hard to be fully prepared (Sandman, 1993).  
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Most risk and crisis communications literature suggests that crisis communication be 

conducted from professionals within the company.  During a food recall, consumers lose 

confidence in products and therefore consumption falls and continue to fall despite the 

end of the recall (Gauthier, 2010).   

In order to have a crisis communication plan in place in case of a crisis, it is important 

to form a crisis management team that will create and be able to implement the plan.  The 

plan needs to inspire the team to not only think about what could happen to their 

company or organization, but also to plan what will be done if those crises do occur.   

Crandall, Parnell, and Spillan (2010) found the following basic components of a crisis 

communication plan: 

 The cover page should contain the basic information of whose plan it is, 

the contact information for the team, the date that the crisis was last 

updated as well as the company logo.   

 Table of contents that makes it easy for the reader to determine what is 

where for ease of finding information.   

 The crisis management team members’ contact information, both offices 

and personal should be included so that they can be contacted no matter 

where they are if a crisis were to hit.   

o Team members’ responsibilities should be determined while 

creating the plan and each member should know their specific role.   
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 The command center locations should be decided upon so that there is a 

prearranged meeting location where the team will gather in the event of a 

crisis.   

 The plan will include a list of prospective crisis events that could likely 

occur at the organization.   

o List potential crises that the team is aware might occur and then 

follow with a series of bulleted steps on how they would manage 

that specific event (p. 94-95). 

The plan itself should be kept in a central location and kept confidential, but 

accessible to the team.   

Palmer (2010) suggested the following guidelines be used to guide practitioners in 

planning for future crises:  

1. Identify a crisis communication team and duties of each member of the team 

should the organization become involved in a crisis (Ulmer, Sellnow, and 

Seeger, 2006). 

2. List all stakeholders and audiences that the organization communicates with. 

3. Gather contact information for stakeholders, board of directors, media 

sources, and any other contacts that may be a valuable resource during a crisis 

(Ferrante, 2010). 

4. Develop key messages to disseminate to stakeholders and goals of the 

communication efforts to be used.  Also, determine how these messages will 

be dispersed. 
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5. Identify trustworthy media sources to be contacted at the beginning of a crisis 

to tell the organization’s side (Coombs, 2007). 

6. Conduct a crisis audit or mock drill at least once a year to test all of the 

materials and methods and to check for possible updates (p. 109). 

Crisis Management 

Crisis management is a set of four interrelated factors: (1) prevention, (2) preparation, 

(3) response, and (4) revision (Coombs, 2007).  While everyone is always trying to 

prevent a crisis, the following tips can be used to prepare for a potential crisis (Coombs, 

2006).   

1. Have a crisis management plan and update it at least annually. 

2. Have a designated crisis management team that is properly trained. 

3. Conduct exercise at least annually to test the crisis management plan and team. 

4. Pre-draft select crisis management messages including content for dark web sites 

and templates for crisis statements.  Have the legal department review and re-

approve these messages (p. 77).  

Not all crises are an organization’s fault, as was the case with the 2009 Salmonella 

outbreak.  It was not the peanut producer’s fault; rather it was the actions of a peanut 

processor.  Many times there are other reasons why a crisis might occur, but it is 

important for the organization to be prepared no matter who is the culprit.  Rumors are 

out of the control of a company, but could certainly lead to a crisis as well as challenges 

presented for stakeholders.  While everyone is known to make a mistake or two, human-

error is a cause for a crisis in addition to technical errors. Intentional or unintentional, 

errors need to be fixed to prevent a crisis. 



                                                                         Texas Tech University, Jessica Fry, May 2012 

 

34 
 

Pearson and Mitroff (1993) described the five phases of crisis management as 

beginning with signal detection.  Being able to determine what might be the beginning of 

a problem is essential to companies and organizations as the earlier they are detected the 

easier it will be to keep the problem from turning into a crisis.  Preparation and 

prevention is the next phase of crisis management, having a crisis plan prepared will save 

a lot of time and instructions if a crisis was to occur.  Containment and damage limitation 

is the next phase as the ability to contain the crisis and limiting it to only the source of the 

crisis is key.  If the crisis can be contained, it will be easier to recall only the products 

that are specifically contaminated and consumers will be able to keep up their confidence 

in the products which are safe.  Recovery is essential, as with any crisis or problem, the 

organization or company wishes to continue to succeed and therefore need to make sure 

to have a plan to be able to recover from any drop in sales or negative side effects.  This 

comes with learning what has been done and what was successful from other companies’ 

efforts during and after a crisis.   Examining practices after the crises could lead to 

learning what needs to be done in order to recover the most efficiently.  The five phases 

can be seen in Figure 2 below. 

 

 

 

 

 

Figure 1.3 The Five Phases of Crisis Management (Pearson & Mitroff, 1993, p. 53)  
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It would be impossible for an organization to prepare a crisis management plan for 

every single crisis, but it can be prepared by having crisis management plans for the 

major types that might arise (Coombs, 2007).  Ferrante (2010) listed seven steps for 

developing effective and appropriate risk and crisis methods: involve the public, plan and 

evaluate efforts; listen to public concerns and rumors; be honest and up front about the 

situation; work with other credible sources; meet media needs; and speak 

compassionately and clearly.  Additionally, an audience must feel that the organization 

cares, especially if death or destruction is involved. 

 Stress and trauma counseling is a part of crisis management when a crisis results in 

serious injuries or death (Coombs, 2007).  With crisis in the food industry, especially 

outbreaks such as the Salmonella outbreak, it is important to remember everyone 

involved, not just the infected individuals.  The families of the ill individuals are also 

affected need to be considered throughout and post crisis.  Crisis experts have 

recommended that crisis managers need to express concern and sympathy for all victims 

of the crisis.  Victims are the people that are hurt or inconvenienced, or have lost money, 

become ill, or their normal lives becoming upset by the crisis.   

Many organizations are afraid to go too far with this portion of crisis management.  

Kellerman (2006) details when it is appropriate to express regret.  PCA did not provide 

information, apology, or any signs of remorse during the 2009 Salmonella outbreak 

(Millner, Veil, & Sellnow, 2007).  Expressing concern can help to repair one’s reputation 

and reduces financial losses.  Experimental studies by Coombs and Holladay (1996) and 

by Dean (2004) found that organizations did experience less reputational damage when 
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an expression of concern was offered. When Cohen (1999) examined legal cases and 

noticed expressions of concern reduced the amount of claims made against an 

organization for the crisis.  When the crisis has been resolved an organization’s job 

continues.  Ulmer et al., (2007) found that organizations can only be successful in a 

foodborne illness outbreak if it examines its practices and communication efforts, 

positive and negative, after the crisis.   

Barton (2001), Coombs (200b), and Fearn-Banks (2001) have noted how a crisis 

management plan saves time during a crisis by having tasks assigned and, information 

collected and ready for distribution.  Barton (2001) identifies the common members of 

the crisis team as, but not limited to, public relations, legal, security, operations, finance, 

and human resources.  Having a designated crisis teams allows you to pre-assign the 

tasks, and members of the team should be aware of their tasks before a crisis occurs.  

Heath (2010) points out that “the best-communicated crisis is the one that puts things 

right the most quickly and ethically” (p. 9).   

When team members know what their role is they will be better prepared for the crisis 

and are able to work in the most efficient manner.  Also, knowing who is in charge of 

handling the media can make all the difference in consumers receiving correct and 

updated information about the crisis.  Risk-analysis research has indicated that risk 

situations that are easy to understand by individuals are less likely to generate fear or 

dread. (Pidgeon & Beattie, 1998; Frewer, 1999).   

Proxy communication can also help in communicating the severity of the situation to 

consumers and in resolving the crisis (Mellnow, 2011).  Mellnow (2011) suggests that 
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being ready to serve as a proxy communicator is necessary in crisis planning for 

organizations.  Mellnow (2011) believes that proxy communicators must be willing to 

provide what information they do know and develop ways of learning about the 

information and new developments during the crisis.  In doing so, proxy communicators 

can potentially preserve the industry’s credibility.  It is important to note that the harm 

associated with foodborne illness outbreaks can be communicated by effective risk 

communication such as communicating quickly about the causes of the outbreak, sharing 

information through various communication channels, and providing clear, easy-to-

understand information about what to do with potentially contaminated products (Seeger 

& Novak, 2009). 

When a crisis occurs, people want to know what happened.  Crisis experts often talk 

of an information vacuum being created by a crisis.  The news media will lead the charge 

to fill the information vacuum and be a key source of initial crisis information for 

consumers (Coombs, 2007b).  Being prepared to provide the information to the media is 

important during a crisis.  It is difficult to be prepared for every kind of risk that an 

organization might face, but training for the media is an essential part of preparing a 

crisis management team.  Lerbinger (1997), Feran-Banks (2001), and Coombs (2007b) 

suggested the following as best practices for crisis media training: 

1. Avoid the phrase “no comment” because people think it means the organization is 

guilty and trying to hide something. 

2. Present information clearly by avoiding jargon or technical terms.  Lack of clarity 

makes people think the organization is purposefully being confusing in order to 

hide something. 

3. Appear pleasant on camera by avoiding nervous habits that people interpret as 

deception.  A spokesperson needs to have strong eye contact, limited disfluencies, 
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such as “uhms” or “uhs”, and avoid distracting nervous gestures such as fidgeting 

or pacing.   

4. Brief all potential spokespersons on the latest crisis information and the key 

message points the organization is trying to convey to stakeholders.   

The initial crisis response guidelines focus on three points: (1) be quick, (2) be 

accurate and (3) be consistent (Coombs, 2007b).   

Communication Strengths During the 2009 Outbreak 

The CDC identified areas of strength during the Salmonella Tymphimurium outbreak.  

The use of creative communication strategies became a strength through the use of new 

media messages and social channels.  This was the first time that CDC utilized social 

media as part of their communication strategy.  The agency plans to continue to keep 

social media a central component of CDC’s communication efforts during future national 

outbreaks.  The need for this very broad communication approach is especially important 

considering more than 3,900 products were involved in the FDA product recall (CDC, 

2009d). 

The first-time use of social media outlets such as Twitter, blogs, and podcasts, 

represents the addition of innovative communication tactics not used during previous 

Salmonella outbreaks, including the 2008 Salmonella Saintpaul outbreak in jalapenos.  

Through the use of social media, CDC-INFO, Epi-X, Clinician Outreach 

Communications Activities, and a highlight banner on the Salmonella Tymphimurium 

website important information was disseminated to populations and communities (CDC, 

2009d). 

 

 



                                                                         Texas Tech University, Jessica Fry, May 2012 

 

39 
 

Public Relations 

Public relations is the management of communication between an organization and its 

publics.  Public relations practitioners manage, plan, and put communications into action 

for organizations.  They manage the flow of messages into the organization.  Nolte 

(1979) defined public relations as the management function that adapts an organization to 

its social, political, and economic environment and which adapts that environment to the 

organization for the benefit of both (Grunig, & Hunt, 1984).   

Public relations can be broken down into two types of activities.  The first activity 

would be the public relations practitioner persuading management to do things to the 

organization that will make it worthy of public approval.  Second, the public relations 

practitioner must convince the public that the organization deserves its approval. Public 

relations practitioners are an integral part of crisis management teams (Coombs, 2007).  

When dealing with crises, public relations practitioners use a combination of tools to 

communicate to their publics and must be able to think and communicate effectively 

(Grunig & Hunt, 1984).  Given the need for immediate responses and accurate, up to date 

information, it is very important for these practitioners to know their role and be able to 

perform under pressure. 

The “publics” in public relations exist within and outside the organization.  Each 

public, through interaction with the public relations professional, allows for a variety of 

perspectives and insights toward a single goal or a collection of goals.  If these groups are 

not allowed the choice to have their opinions and voices heard and recognized as active 

and important, decisions are made by the dominating group (Grunig, Grunig, and Dozier, 
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2002) without all of the various facts and factors presented to them. This would result in 

the once dominant organization losing power and reputation among the public served 

(Tyma, 2008).   

CEOs, in general, value public relations highly.  On the average, CEOs estimate that 

public relations bring a 184% return on investment (Executive Summary/Initial Data 

Report, 2001).  Heads of public relations units estimate an almost identical return of 

188%.  CEOs believe that public relations departments should be characterized by 

participation in strategic management, symmetrical communication, and leadership by 

communication managers rather than technicians.  CEOs in organizations with excellent 

communication units say communication with external groups is important for the 

organization, which is why a large proportion of their time is dedicated to external 

communication.  CEOs believe that public relations produce almost twice its costs in 

returns or for the organization (Executive Summary/Initial Data Report, 2001). 

According to Grunig, et al. (2002), public relations describes how organizations and 

stakeholders work with one another during the decision making process.  Grunig (1992) 

explained the effectiveness of an organization is determined in part by the organization’s 

ability to identify key stakeholders and develop and maintain a mutually beneficial 

relationship with said stakeholders.  Both an organization’s stakeholders and the 

organization’s ability to achieve its goals can affect the success of the organization 

(Grunig et al., 2002). 

Public relations practitioners are not only important in the case of a crisis, but also in 

many other aspects of an organization.  Public relations have made organizations more 
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responsive to their publics by channeling feedback from publics to management.  

Practitioners serve the public interest by providing an articulate, clear voice in the public 

forum for every idea, individual or institution.  Practitioners increase the public’s 

knowledge by providing information through the media that the media does not have the 

manpower nor budget to provide (Grunig & Hunt, 1984).   

The specific role of a practitioner may not be assigned to one specific person within 

an organization.  Public relations could be practiced by the $200,000-a-year vice 

president of a major corporation or it may also be a part-time employee or volunteer 

working for a charitable organization.  One public relations person may spend all of his 

or her time writing press releases, stories for an employee publication, public-service 

announcements, or informational pamphlets (Grunig & Hunt, 1984).  While public 

relations should provide the information, they should also help the public and the media 

know who the accurate and reliable sources from the industry are.  These individuals are 

who reporters should be utilizing as sources.  Reporters should never be afraid to ask 

food scientists and other experts to serve as sources for their stories, as these individuals 

should be represented by public relations practitioners who can help reporters 

communicate with the experts.  Public relations practitioners can help these experts 

provide scientific information about just what is happening during a food safety crisis and 

prevent inaccuracies and inconsistencies within individual stories and within a television 

stations’s or print outlet’s reporting as a whole.  This can help to minimize the damage 

done both to the reputation of reporters and stations and to those involved in the crisis 
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who may not be responsible for the contamination, such as the peanut industry as a whole 

(Irlbeck, 2010). 

Crisis Communications in Food and Agricultural Industry 

Consumers eat on a daily basis, are clothed wherever they go and utilize countless 

products when getting ready and throughout the day.  Many consumers never stop to 

think about where their food comes from or what the products are made from until the 

food they eat makes them ill or a product is recalled.  During a crisis, consumers try to 

determine the exact source of products they are consuming or using and they rely on the 

media to properly inform them which products are safe.  

Food safety stories stay in the spotlight because every major or minor foodborne 

illness outbreak is reported in the media (Riddle, 2007).  The media has paid particular 

attention to food safety stories ever since the E. coli in spinach outbreak became of 

interest to the media (Hanacek, 2007).  Environmental or health activists were quoted 

five times as often as food scientists when communicating about food safety.  This led to 

the conclusion that few reporters have science training, and few scientists have training in 

communicating with the media in clear and simple language (Anderson, 2000).  This 

creates a large problem when trying to inform the public about food safety issues and 

stories. Irlbeck, Akers, and Palmer, (2010) found the majority of the stories about Peanut 

Corporation of America during the 2009 Salmonella outbreak to have been presented 

with a negative tone.  They also found that the agricultural industry was rarely mentioned 

by the national television media, even though the peanut industry reported losses in the 

millions (Irlbeck et al., 2010). 
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Dependency on news and information is increased during periods of intense change.  

Media respond with additional stories and cover what interests their audiences.  Positive 

relationships remain between media exposure and perception of health and risk situations 

(Coleman, 1993; Loges, 1994). 

The food and agriculture industries tend to shy away from the media, and often media 

is forced to look outside of the industry for interviews and information (Eyck, 2000).  

During a prominent food safety story, activists groups were quoted in the media five 

times as often as food scientists. Many food scientists may be uncomfortable providing 

interviews for reporters, as most scientists have not had media spokesperson training 

(Anderson, 2000).  While the agricultural industry may be well known for not providing a 

lot of information to the media, they many times are framed to have poor practices or to 

treat their livestock and products without care.  Then, it is all the industry can do to try to 

correct false statements and to regain consumers’ trust. 

Tomazic, Katz, and Harris (2002) found the more experience someone has with 

agricultural production the more confidence they have in the food supply versus those 

without an agriculture background.  Agricultural organizations and companies should be 

proactive and develop high-quality communication materials to tell agriculture’s story 

because, as Retzinger (2002) noted, many individuals’ understanding of agriculture 

comes from information gleaned from the media.  With several cases of foodborne illness 

having occurred in recent years, many consumers have become more skeptical and 

critical of the food supply.   
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During the February 2009 congressional hearing, PCA’s owner and the Blakely plant 

manager both pled the Fifth Amendment.  PCA’s silence required others to speak up for 

the peanut industry.  News networks were significant media outlets for information in the 

wake of the Salmonella outbreak.  Consumers were directed to industry websites and 

health information (Millner et al., 2011).  Martin & Robbins (2009) identified the fact 

that leaders in the affiliated peanut industry were forced into speaking, in proxy, on 

behalf of the entire peanut industry, communicating with consumers about what products 

remained safe to eat.  Third-party organizations like government agencies and peanut 

industry leaders also stepped up to give updates about the recall (Millner et al., 2011).   

Irlbeck (2010) found that farmers were not included in media’s coverage of the 2009 

Salmonella in peanut products, which could have been because they were not directly 

involved with the crisis. 

 Irlbeck stated that this did indeed protect them from negative publicity, but also 

distanced them from the story even as the peanut industry lost money (Irlbeck, 2010). 

In the case of food safety issues, it is important to note that media coverage often 

focuses primarily on possible problems with the food supply as well as controversies 

related to human health or nutrition.  Intense media coverage of food safety issues can 

escalate into food scares, particularly when food or food processes are asserted to contain 

new or unexpected health risks (Whelan & Stare, 1992; Craven & Johnson, 1999).  Food 

safety coverage tends to cluster around crisis situations, according to Eyck (2000).  Given 

these findings, it is expected that increased dependency on mass media systems would be 

associated with higher levels of perceived food safety risk (Whaley & Tucker, 2004). 
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According to Nelkin (1987), reliance on the media helps to define the public’s sense 

of reality and its perceptions of risks or benefits.  Mass media are consistently ranked by 

the public as a primary source of food safety information (McIntosh, Acuff, Christensen, 

& Hale, 1994; Fisher & Chen. 1996; Borra, Earl, & Hogan, 1998; Pisano & Woods 

2002).  Consumers tend to misjudge actual risks of food safety issues when compared to 

expert opinions of the same risk issues, and little correlation exists between the perceived 

risk and the actual risk to consumers (Verbeke, 2005).   

“Consumers want to know that their food is safe, not that their food is as safe as 

possible,” (Anderson, 2000, p. 255), yet consumers are expected to accept that eating 

bears the risk of contracting a foodborne illness, which in rare cases, could result in 

death. 

When the news media cover a food safety issue, it can make the public avoid eating 

the affected food and have a negative impact on the affected industry (Marks, 

Kalaitzandonakes, Allison, & Zakharova, 2003). 

 Irlbeck and Akers (2009) studied the national television news networks’ framing of 

the 2008 Salmonella outbreak in jalapenos and found anti-government and anti-Mexican 

produce import frames, but pro-agricultural producer frames.  Researchers concluded that 

the facts available at the time were the main focus of the news coverage and certain 

networks provided opinion and speculation about the source of the bacteria. 

In a study by Irlbeck et al. (2010) researchers sought to determine how ABC, CBS, 

CNN, and NBC framed the 2009 Salmonella outbreak in peanut products.  Overall, the 

researchers found the reporting to be unbiased and fair, with a few exceptions.  “The 
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majority of the farmers presented were informational or warning with a neutral tone, but 

some frames had a negative tone, usually toward PCA or the FDA” (p. 10).   

Further in the study, the researchers found that CBS did offer different information 

than other networks.  “For example, the network twice reported on Peanut Corporation of 

America’s operations, explaining that the company did not sell jarred peanut butter, 

rather the company provided bulk peanut butter and peanut paste to other companies to 

be mixed into various food products.  CBS explained the difference between peanut 

butter and peanut paste which was a source of confusion for many consumers” (p. 12). 

Irlbeck et al. (2010) found ABC’s stories to be negative toward PCA while reporting 

the findings of the FDA’s investigation.  “The researchers found one opinionated 

comment when the anchor reported that peanut butter was still considered a safe product, 

but then added ‘no parent is going to go near that’- referring to the peanut butter” (Irlbeck 

et al., 2010, p. 10). 

Irlbeck et al., (2010) found the following:  

Although the researchers noticed that no one interviewed a peanut grower, nor 

did any network present the frame of the farmer, peanut producers were not 

implicated at all by the national television media during the 2009 Salmonella 

outbreak.  This was probably because peanut producers were not at fault, and 

the FDA’s investigations clearly indicated that the blame was on the Peanut 

Corporation of America. (p. 16) 

 

Agricultural Public Relations 

Ecyk (2000) recommended that agricultural public relations practitioners work with 

food safety experts to help develop relationships with the media.  During the 2009 

Salmonella outbreak in peanut products there was only one scientist used on the four 

major television news networks: ABC, CBS, CNN, and NBC (Irlbeck & Akers, 2010).  
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Irlbeck and Akers (2010) stated that there was an opportunity for agricultural 

communicators to promote food safety experts to both national and local media.  

Irlbeck (2009) found the following: 

Being a commodity at the center of a food safety investigation conducted on 

such a scale, with the stories that follow, is never a good thing for the food 

product involved, but the losses incurred by the industry in both cases were 

not due to poor or biased reporting.  The reporting of the 2009 Salmonella 

crisis’ reporting focused on PCA and not the peanut industry as a whole, as 

the FDA investigation moved in that direction and found them to be the 

culprit (p. 17). 

Theoretical Framework 

This study was guided by excellence theory to examine risk and crisis 

communications as perceived and practiced by public relations professionals during the 

2009 Salmonella outbreak.  According to Grunig et al. (2002), public relations is a 

function of management that describes how organizations and stakeholders interact with 

one another during the decision making process.   

Mickey (1998) said “if public relations depends on the media to get its message out, 

we must open up to question the practices of that process.  That is the role of critical 

theory applied to public relations” (p. 340).  The excellence theory aligns with this 

statement and allows for such an opening within the theory for media systems inquiry and 

interrogation.  By recognizing that media systems must be engaged ethically and be 

socio-culturally situated, practitioners can use the theory as it was intended, as a 

suggestive (non-exhaustive) menu for ensuring that all publics (both internal and 

external) have the choice for voice and, in this case, that the relevant media outlets and 

systems are used ethically and in the best interests of all publics involved (Tyma, 2008).   
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The role of excellence theory in public relations is helping organizations to deal with 

an uncertain, and often threatening, environment (Murphy P. , 2007, p. 119). This study 

was guided by the excellence theory, or two-way symmetrical communications (Grunig 

& Hunt, 1984).   

Grunig, Grunig, and Ehling (1992) offered the following definition of strategic public 

relations management in terms of interpretation and adaptation to the external 

environment:  

If public relations can identify the strategic publics in the environment and 

manage the organization’s response to these interdependencies… public 

relations can help the organization reduce uncertainty and reduce conflict by 

stabilizing relationships with key publics on which the organization depends. 

(p. 81) 

 

The four models of public relations that Grunig and Hunt (1984) presented are press 

agentry, public information, two-way asymmetric, and two-way symmetric.  According 

to Grunig, (1992) when an organization wants their communication efforts to receive 

favorable publicity they utilize press agentry.  Public information can be accomplished by 

communicating information to the public through the use of controlled media like 

newsletters, brochures, and direct mail.  Both press agentry and public information are 

one-way models of public relations and also asymmetrical models.  

Symmetry-based thinking views public relations as ongoing communication whereby 

“the public should be just as likely to persuade the organization’s management to change 

attitudes or behavior” (Grunig & Hunt 1984, p. 23).  While the consumer’s buying 

patterns are a good indicator during an outbreak, they can also be used to determine how 

effective the company or organization’s communication efforts are.     
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Grunig (1992) said: 

The two-way asymmetrical model develops messages, based on research, to 

persuade publics to behave as the organization or company wants.   

 

The most effective public relations model is the two-way symmetrical model.  This 

model also uses research to better communicate in order to manage conflict and improve 

understanding with strategic publics (Grunig, 1992).  

Grunig and Grunig (1992) argued that the two-way symmetrical model is a 

characteristic of “excellence in public relations and communication management” (p. 

320).  Grunig et al. (2002) found that “using the two-way symmetrical models could 

almost always increase the contribution of public relations to organizational 

effectiveness” (p. 309). 

According to Stacks and Watson (2007), the symmetrical/asymmetrical model comes 

from interpersonal and organizational communication theory.  A symmetrical model 

represents a balanced flow of communication whereby all parties are communicating 

with each other as equals.    

The excellence theory first explained the value of public relations to organizations 

and society based on the social responsibility of managerial decisions and the quality of 

relationship with stakeholder publics.  For an organization to be effective, according to 

the theory, it must work to solve the problems and satisfy the goals of stakeholders as 

well as management.  If it does not, stakeholders will encourage the organization to 

change or oppose it in ways that add cost and risk to organizational policies and 

decisions.  Organizations must communicate symmetrically with publics (taking the 

interests of both the organization and publics into account) to cultivate high-quality, long-
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term relationships with them.  Grunig, Grunig, and Ehling (1992) suggested that in order 

for an organization to achieve its goals, building long-term, positive relationships with 

strategic publics is important. Grunig (2008) found that good relationships were valuable 

to organizations since they reduced the costs of litigation, regulation, legislation, and 

negative publicity caused by poor relationships.   

A basic operating principle should be implemented in order to know who is 

communicating to whom and who is not communicating to whom. A social network 

analysis will allow the practitioner to manage the flow of communication across a wide 

variety of situations (Stacks & Watson, 2001).  During a crisis there are individuals who 

are designated the spokespeople and others who work as public relations practictioners by 

gathering and disseminating information.  It is important to know what is being said by 

who and be able to determine who is listening and responding. 

Utilizing interpersonal communication will produce better long-term relationships 

with publics (Grunig et al., 2002).  Face-to-face communication, such as meetings 

between government officials and public relations practitioners, or personal meetings 

between senior managers and various publics or stakeholder groups are all examples of 

interpersonal communications (Grunig & Grunig, 1992; Grunig et al., 2002).  

Public relations managers do not have wide power to initiate change.  They can 

position themselves favorably by doing research, acquiring control over important 

resources, and becoming central in the dominant coalition (Sriramesh, Grunig, & 

Buffington, 1992).  Public relations must wait for “windows of opportunity” to 

implement organizational change, and those opportunities essentially originate elsewhere. 
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“Public relations managers will be most likely to change the model of public relations 

practiced in an organization where organizational culture is changing,” such as when an 

organization performs poorly (Sriramesh et al., 1992, p. 592). 

According to Grunig, Grunig, and Ehling (1992) the featured concepts of 

organizational effectiveness is autonomy, interdependence, and relationships. These 

concepts create more interaction among an organization, its environment, and its publics, 

all fundamental to the excellence theory. 

The excellence theory has been applied to other public relations studies.  Toth (2008) 

found crisis communications to be a result of issues that were not brought up and 

resolved between the public and organizations.  This took into consideration that publics 

are different because they are separate from the mass opinions that are held in place 

anytime.  Toth (2008) suggested that public relations practitioners will need to fully 

engage with the public and specific groups in order to understand their values and 

opinions. 

Stroh (2007) suggested that public relations practitioners should take into 

consideration all of the possible outcomes in order to find a balance and keep from 

predicting and over analyzing the possible outcomes.  While public relations practitioners 

and stakeholders need to be prepared for crises, knowing the values of a company and 

organization will assist in knowing which direction to take for the crisis communication 

(Stroh, 2007).  

Another study, by Steyn and Puth (2000), suggested the lead communicator within an 

organization to develop its strategy by having a central connection and voice at the 
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executive level of the organization.  The organization must be represented at this level in 

order to know what the overall strategy is and understand their role so they can fulfill it. 

This study will determine whether or not any of the public relations practitioners 

within the channels of distribution and organizations involved in the 2009 Salmonella 

outbreak in peanut products utilized any of the principles of the excellence theory.  The 

individuals who were chosen to participate in this study were chosen considering their 

role as a communications manager and it will be determined if the participants, their 

organizations and the involved members of channels of distribution communicated 

utilizing two-way symmetrical communication with their stakeholders and their measure 

of effectiveness. 

This study looked at how the public relations practitioners adapted to communicate 

most effectively with the public.  The consumers were the receivers of the 

communication, and depending on their reaction the practitioners would have to change 

their communication efforts.  Baldwin, Moffitt, & Perry (2004) said symmetrical 

communications is a two-way process where there is equal communication between the 

organization and the audiences where an organization is willing to alter its 

communication to benefit both the organization and its audiences (p. 319).   

The lack of communication from PCA led the public to feel like they could not trust 

any of the peanut products, as a result the public relations practitioners had to step in and 

make sure to communicate in the most appropriate manner to the public.  This study 

looked into how the public relations practitioners dealt with PCA’s lack of 
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communication with the public and how they effectively utilized two-way symmetrical 

communication in order to benefit both the peanut industry and the consumers. 

Summary 

The review of this literature provided background information on Salmonella, 

distribution channels, foodborne illness and food safety, public relations practitioners, 

risk and crisis communication, agriculture in the media and the Excellence theory.  

Utilizing this literature review the researcher found it easier to navigate through the data 

in this study.  During the 2009 Salmonella outbreak there were many different individuals 

involved in the communication and management of the crisis.  The researcher was able to 

better understand the various channels and individuals interviewed and involved in this 

study.  Other research studies were also cited where applicable in order to provide 

support to the findings and conclusions of this study. 
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Chapter III 

Methodology 

The purpose of this research study was to gain insight into the risk and crisis 

communications surrounding the Salmonella outbreak in peanut products that occurred in 

2009.   

The following research objectives were developed to guide this study in examining 

and understanding perceptions of public relations practitioners about the risk and crisis 

communication used during the 2009 Salmonella outbreak as well as the effects on the 

various channels of distribution in the peanut industry.   

1. Understand the public relations practitioners’ risk and crisis communication plan 

and actions executed during the 2009 Salmonella outbreak. 

2. Determine opinions of the public relations practitioners in accordance with their 

timeliness and preparedness for an ingredient-driven outbreak during the 2009 

Salmonella outbreak. 

3. Describe public relations practitioners’ perception of mass media coverage and 

the effectiveness of their organization’s communication efforts during the 2009 

Salmonella outbreak. 

4. Explore the lessons public relations practitioners learned as a result of their 

involvement in the 2009 Salmonella outbreak. 

Qualitative Research 

This chapter will describe in detail the methods and procedures utilized while 

conducting this study, including data collection and analysis.  Few studies have examined 
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the representation of foodborne pathogens in the media discourse from a qualitative 

standpoint (Gauthier, 2010).   

 Shank (2002) defined qualitative research as “a form of systematic empirical inquiry 

into meaning” (p. 5). Denzin and Lincoln (2000) said qualitative research involves an 

interpretive and naturalistic approach.  

 Gall, Gall, & Borg (2007) define qualitative research as “being a multimethod in its 

focus, involving an interpretive, naturalistic approach to its subject matter.  This means 

that qualitative researchers study things in their natural settings, attempting to make sense 

of, or interpret phenomena in terms of the meanings people bring to them” (p. 31).  

Qualitative research is applicable in this study in the context that the goals of the 

objectives require the researcher to analyze other’s perceptions and opinions of the risk 

and crisis communication of an industry that they are heavily involved in.   

Research Design 

Interviews 

The researcher determined who the public relations practitioners were during the 

2009 Salmonella outbreak in peanut products.  The practitioners were then contacted and 

asked if they would be willing to share what they did to represent the peanut industry 

from a risk and crisis communication stand point.  After the researcher explained the 

goals and objectives of this study, the practitioners agreed that they would be available 

for an interview and willing to answer any questions surrounding the 2009 outbreak. 

The lead researcher conducted the interviews, asking questions of the individuals 

involved in communications in the peanut industry during the 2009 Salmonella outbreak.   
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Face to face and on the phone, in-depth interviews were used to explore the 

viewpoints and perceptions of the public relations practitioners and the various channels 

of distribution involved in the 2009 Salmonella outbreak.  The advantage to interviewing 

is the ability to gain personal insight from the individuals involved in the outbreak as well 

as obtain subjective information from those involved, including their feelings, attitudes, 

and beliefs pertaining to the risk and crisis communications during the 2009 Salmonella 

outbreak.  Participants were asked a series of questions concerning their involvement in 

the outbreak, any communication efforts that they were involved in, what they learned 

from the outbreak, and if they have created or made any improvements or changes to 

their risk and crisis communication plan.   

The interviewing also enabled elaboration and expansion to occur.  The interviews 

allowed for consideration of the interviewee’s input and standpoint and removed any of 

the researcher’s bias out.  The interviewing process as well as the transcription and 

analysis can be time consuming; this method proves to be more flexible than a 

quantitative approach because it allows for more elaboration than a quantitative method.  

Having a set of questions as a guide and being able to ask different questions based on 

responses creates a better environment to learn more and gain extra information (Berg, 

2009).  Since a portion of the outbreak occurred near the researcher’s university, and the 

state’s peanut producer organization is in the area, some of the in-depth interviews took 

place in person with the area’s participants, which allowed the interview to be more 

personable.  The researcher could also reflect on the interviewees’ facial expressions and 

reactions while being asked questions and answering.   
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The other portion of the outbreak occurred in Georgia and would have required travel 

to interview other individuals involved.  This research project did not have funding for 

out-of-state travel.  Berg (2009) stated that telephone interviews were most efficient 

when interview consisted of precise and preconceived questions. 

A semi-standardized interview is composed of a series of predetermined questions, 

but the interviewer may stray from those questions depending on the participant and may 

also alter interview questions from interview to interview as necessary (Berg, 2009).  

Using semi-standardized interviews, the interviewer utilized a list of predetermined 

questions (Appendix B), while the interviewee had the ability to choose freedom in 

answering them.  The list of predetermined questions was structured in order to find out 

the communication efforts, the background on any crisis communication plans, their 

strategy, and suggestions for others.  Since this research had a focus on a specific topic, 

the 2009 Salmonella outbreak, the semi-structured interviews allowed the researcher to 

ask questions with a clear and predetermined focus with the flexibility to adjust questions 

as needed. 

The interviews were recorded with a digital recorder and then transcribed and 

analyzed for content.  Bryman (2008) points out that when transcribing an interview it is 

very important to reproduce exactly what the participant said. 

Texas Tech University’s policy and federal regulations require approval of all 

research studies that involve human participants before investigators can begin their 

research.  The Texas Tech University Protection of Human Subjects Committee requires 

approval in order to protect the rights and welfare of human participants involved in 
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biomedical and behavioral research.  The Institutional Review Board assigned the study 

the number 502904 and approved the study entitled: A Case Study of the Risk and Crisis 

Communications Used in the 2009 Salmonella Outbreak in Peanut Products on May 3, 

2011 (Appendix C). 

Analysis 

The participants were each given a pseudonym before being transcribed.  This 

enabled complete confidentiality of the study.The interviews were transcribed verbatim 

to allow the researcher to code and analyze the information received.  The data was then 

analyzed using open and axial coding using the software program, NVivo.  According to 

Berg (2009) axial coding is intensive coding around one category, specifically the 

categories that are found from open coding.  As defined by Gall, Gall, and Borg (2007) 

“coding is a method of data analysis in qualitative research in which segments of data are 

assigned to one or more categories” (p. 634).   

Trustworthiness 

Researcher Subjectivity 

The researcher’s background includes agriculture and communications as well as a 

passion for advocating agriculture and the practices of agricultural producers.  While the 

researcher has no direct ties to the peanut industry, the researcher has strong feelings 

about the agricultural industry and its role in supplying food and increasing the 

accessibility of protein to the United States and other countries.  Therefore, the researcher 

is likely to sympathize with agricultural producers. 
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Another potential bias of the researcher became present when speaking with the 

interview participants about the 2009 Salmonella outbreak.  The researcher felt some 

participants had a thorough understanding of what happened during the 2009 Salmonella 

outbreak in peanut products and understood the losses of the industry and the pressure in 

their roles as public relations practitioners in the midst of a crisis.  Other participants did 

not understand exactly why their efforts were not as successful and were more upset 

about how the FDA, CDC, and others in the industry handing the crisis, but did not have 

a grasp of the overall severity of the entire outbreak. 

Confirmability 

Confirmbility is the idea that the researcher remained neutral and refrained from 

implying his or her bias on the research study (Niekerk and Savin-Baden, 2010). 

The researcher analyzed the results of the interviews to determine the findings of this 

study, as Bloomberg & Volpe (2008) said are necessary when determining 

confirmability.   

If an external researcher were to analyze the audit trail of the study it would be 

obvious that confirmability was achieved.  An audit trail, according to Findley (2007), 

confirms to the reader that the research findings represent the realities of the participants, 

which means the confirmability has been achieved  

The audit trial utilized by the researcher included the recordings of the interviews, the 

transcriptions of the interview, NVivo files of coding, and other printouts of that data. 
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Transferability 

According to Lincoln and Guba (1985), transferability shows that the findings 

have applicability in other contexts.   

Bloomberg and Volpe (2008) found the following: 

Transferability is not whether the study includes a representative sample, but 

it is about how well the study has made it possible for the reader to decide 

whether similar processes will be at work in their own settings. (p. 78).     

 

It is up to the reader’s discretion as to whether that data and findings are applicable to 

other settings or contexts; the author can only provide the findings of the research. Full 

descriptions of the researcher’s findings can be found in Chapter IV. 

Credibility 

According to Niekerk and Savin-Baden (2010) credibility is the belief that the 

research findings were presented and recorded truthfully by the researcher. 

 The researcher exhibited credibility in this study by transcribing verbatim each 

interview after it was conducted and recorded.  The researcher took notes during each 

interview and also has two forms of the interview, recorded and transcribed.  The various 

forms of the interview enable the researcher to have credibility and validity.  The 

researcher established their bias as the research in an earlier section of this chapter. 

Dependability 

Dependability is the idea that research will be reliable and trusted over time (Niekerk 

and Savin-Baden, 2010). In order to establish dependability in the study, the researcher 

interviewed only participants who were active in the peanut organization during the 

outbreak and are still respected individuals in the industry.   
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Dependability in qualitative research is comparable to reliability in a quantitative 

study, and concerns the stability of the data over time (Halldórssom & Aastrup, 2003).  

There were a few potential participants that the researcher contacted that were not 

interviewed because they did not seem like reliable sources.Lincoln and Guba (1985) 

described dependability as being accomplished with an audit trail, which was described 

earlier in the confirmability section of this chapter. 

Summary 

This chapter outlined qualitative research and interviews and how they pertain to this 

research study.  The goals of this research study were to examine the perceptions of 

public relations practitioners as well as the channels of distribution during the 2009 

Salmonella outbreak.  The usage of the selected research methods allowed the researcher 

the highest level of ability to collect information and data.  In addition, the research 

design, data collection, trustworthiness of the researcher, and data analysis of this study 

were discussed.   

Once the interviews transcribed and coded, the researcher looked at the findings in 

accordance with the objectives of this study. Findings are discussed in Chapter IV. 
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Chapter IV 

Findings 

The purpose of this study was to examine the risk and crisis communication efforts 

taken by peanut industry officials during the 2009 Salmonella outbreak and determine 

which efforts had a successful outcome and which were ineffective.  This study also 

looked at the various channels of distribution that were affected by the 2009 Salmonella 

outbreak and how they now utilize risk and crisis communication plans as well as their 

use of two-way symmetrical communication. The goal of the researcher was to use the 

interviews in order to determine organizational effectiveness and overall success rate of 

communication between the organizations, channels of distribution, and the publics. 

It is important to note during the time of the interviews, the Salmonella outbreak had 

occurred more than two years previously.  There had been several food recalls since the 

2009 Salmonella outbreak, including the nationwide recall on cantaloupes due to Listeria. 

The cantaloupe recall ended up becoming the deadliest recall, with more deaths than the 

2009 Salmonella peanut product outbreak.  The questions the researcher utilized directly 

related to the 2009 Salmonella outbreak.  Therefore, there was no interference with other 

recalls. 

This study was guided by the following research objectives and findings are discussed 

as they pertain to each research objective. 

1. Understand the public relations practitioners’ risk and crisis communication 

plan and actions executed during the 2009 Salmonella outbreak. 
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2. Determine opinions of the public relations practitioners in accordance with 

their timeliness and preparedness for an ingredient-driven outbreak during the 

2009 Salmonella outbreak. 

3. Describe public relations practitioners’ perception of mass media coverage 

and the effectiveness of their organization’s communication efforts during the 

2009 Salmonella outbreak. 

4. Explore the lessons public relations practitioners learned as a result of their 

involvement in the 2009 Salmonella outbreak. 

Description of Participants 

A brief description of each of the participants is given to provide a background and 

allow for greater insight into their responses and reactions.  Each participant was given a 

pseudonym upon transcription to adhere to the confidentiality of the study. 

Maury 

Maury is the corporate director of communications at a grocery chain in the South.  

He has been in public relations more than 30 years and has been at his current position 

for more than eight years. 

Cathy  

Cathy has been director for a state peanut board for nine years and represented the 

peanut board during the crisis. She worked with her team to respond to the media. 
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Naomi  

Naomi is currently the director of external affairs for a crop producer’s organization.  

She has worked in communications for three years and was in charge of communication 

for a peanut board during the 2009 Salmonella outbreak. 

Savannah  

Savannah was an intern for Naomi during the 2009 Salmonella outbreak and now 

manages the communications of the crop producer’s organization. 

William 

William is highly involved at the national level of the peanut council, which is the 

umbrella organization of the peanut industry, representing growers, shellers, processors, 

brokers and other industry interests.  William took the lead in all communications for the 

organization during the crisis. 

Charles 

Charles has farmed for over 50 years and assists with public relations for fellow 

peanut farmers.  He dealt with the media during the 2009 Salmonella outbreak and 

provided insight from a grower’s perspective and encouraged fellow growers to stay 

positive. 

Chet 

Chet was serving as the director of a state peanut commission during the Salmonella 

outbreak of 2009.   He worked closely with others in the industry to maintain the integrity 

of peanuts and peanut producers.  
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Findings in Relation to Research Objective 1 

Research Objective 1 sought to understand the public relations practitioners’ risk and 

crisis communication plan and actions executed during the 2009 Salmonella outbreak.  

Four themes emerged from the data in relation to Objective 1: communication goals, 

effective communications, ineffective communications, and organization success. 

Communication Goals 

Looking at the communication goals of the public relations practitioners helped the 

researcher to evaluate why certain items were communicated at specific points of the 

outbreak.  Having predetermined communication goals allowed the communicators to 

prioritize the messages that must be disseminated throughout the outbreak.  If the public 

relations practitioners are able to accomplish their communication goals, then the media 

will have the information that is necessary to be able to educate consumers and the 

public. 

Once the public received word about the recall and the Salmonella outbreak there was 

a lot of miscommunication and facts that needed to be presented in order to keep 

consumer confidence in the long run.  Naomi explained how her organization’s goal was 

to establish separation from PCA and emphasize that her state’s peanut producers were 

not at fault. 

NAOMI (director of external affairs at crop producer’s organization): We 

knew we had to act fast because the media and consumers were linking [our] 

peanut producers and farmers as an organization with this completely separate 

company.  We needed to make the delineation to the media.  As a big picture 

we needed to turn things around so we would be the good guys since we were 

not connected to it, since we could play the good guys and since we were 

representing the farmers, producing safe products in the field and took every 
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step possible to make safe products.  We were able to tell the story of our 

good news by just reaching out to the media immediately. 

 

Effective Communications 

PCA did not utilize effective communication during the outbreak, so others had to 

step in during their absence throughout the crisis.   The peanut organizations and boards 

that stepped in and took control of the communication of the outbreak utilized effective 

communication in order educate consumers, stores, and the public about the safety of 

specific peanut products as well as the role that farmers play in feeding the world.  

Working together, the public relations practitioners were able to communicate 

effectively. 

All of the individuals interviewed stated that the American Peanut Council (APC) 

took the lead in all communication efforts.  APC is located in the same state as the 

original outbreak at Peanut Corporation of America and they worked to communicate 

information to all of the other commodity groups and to keep synergy. 

NAOMI (director of external affairs at crop producer’s organization): APC 

did a great job of handling the communication during the outbreak. The main 

contact there took the lead in all communications and kept us informed 

through market reports and updates through daily email to keep us all on the 

same page.  The peanut butter sales trends showed us how our efforts were 

affecting the market and helped us to know what was most effective. 

Naomi went on to explain how watching the peanut butter markets trends assisted in 

their successful communications.  

NAOMI (director of external affairs at crop producer’s organization): We 

were watching the peanut butter trends going up and up and all of a sudden 

the outbreak hits and it drops obviously.  With APC putting peanut butter 

sales [numbers] in weekly memos so we could tell when the markets started 

going back up and how things were economically.  We could see that sales 

had increased 3 or 4% and we could go off that talking point so that people 
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still believed in the product.  Within three months we were completely 

recovered.  I think that it was because the communication was that peanut 

butter is still good for you, it is still worth the money. 

Cathy shared how their approach to the outbreak and being consistent about 

promoting the industry kept consumer’s confidence up. 

CATHY (director of state peanut board): We really tried to open the door for 

the industry.  Quite frankly, it put us on the map in a good way.  We were able 

to turn what could have been a potentially really awful situation toward the 

industry around and it was good for us as an organization. I think at the end of 

the day, consumer confidence in peanut butter did not drop too much. 

Communicating not only the facts about the outbreak, but also the farmers who work 

to provide safe food products was a key message during this outbreak.  The organizations 

decided that the delineation needed to be made between PCA and the farmers who they 

represent, considering the farmers had nothing to do with the outbreak. 

NAOMI (director of external affairs at crop producer’s organization): We got 

to tell story about farmers through press releases to local, state, and national 

media.  The American Peanut Council helped spread the word from their state 

perspective.  We did interview after interview locally and over the phone and 

we never turned an interview down.  If we denied it and turned our back on it, 

we would be in trouble and we had nothing to hide. 

NAOMI (director of external affairs at crop producer’s organization): The 

great part was we had absolutely nothing to do with the company, PCA.  We 

tried to open the door for the industry so they could get their interviews and 

they could talk about their production practices and safety measures that they 

take every day. 

MAURY (corporate director of communications of a grocery chain): In the 

case of Salmonella, a recall or any potential foodborne illness issue, the first 

thing we do is to communicate to all 51 of our stores how we are affected; if 

we have product that we have acknowledged has been involved. We instruct 

out stores to remove the item from shelves either instructed to destroy at the 

site or instructed to put it aside for pick up or to ship back to distribution 

center. All of it is contingent upon the product and the illness for any potential 

handling of the food. 
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 Several participants referenced APC having a crisis communication plan and crisis 

management team.  Naomi said they took notes from what was happening at the national 

level and also stayed in communication with APC in order to know what was best to do 

next. 

CHET (director of state peanut commission): Our main message was that the 

industry had a bad actor who had been equally condemned by the industry and 

the public but that this was a rare exception and not a rule.  We quickly 

followed this message with how many good companies are out there and you 

could buy anything you wanted provided you used caution to avoid recalled 

products. 

CATHY (director of state peanut board): We had conference calls and e-mail 

updates at the end of everyday with the APC.  If we did an interview we kept 

them informed with that we had done. 

Organizations that are proactive in maintaining good relationships with the media 

reap the benefits when they do experience a crisis.  The ease at which trustworthy 

members of the media can be used to share information is a major advantage when 

timeliness is necessary to try to regain consumer confidence. 

NAOMI (director of external affairs at crop producer’s organization): Ag 

media is more comfortable and you know what to anticipate from them and 

what their angle will be. Having them to submit information to is really 

handy. They had ways of dispersing it that you don’t, but again that is part of 

the protocol. Any communications group should have that established in the 

first place. Providing talking points as simple as it sounds are so useful 

because it keeps people on target. 

Cathy shared how their board was proactive in having media contacts and then was 

able to use them to the utmost of their ability to help during the crisis. 

CATHY (director of state peanut board): Having a core group of media people 

already in the wings to submit information to is helpful.  We had made a 

couple of contacts with local media, including an AP writer, which is an 

automatic ticket to anywhere and everywhere.  We fed the AP writer 
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information and acted as the base contact and source of information, which 

ended up being disseminated everywhere.  We were best friends because she 

was getting information with a key state organization.  She was looking to us 

for all sorts of information and Naomi fed it to her. 

When a food item is being questioned, it is proper to keep all distributors and retailers 

knowledgeable of the situation so they can let their consumers know and continue to sell 

products that are not affected. 

MAURY (corporate director of communications of a grocery chain): The 

second thing we do is to notify, in appropriate manner, the customers as far as 

the products that are involved.  This happens through signage and also 

through social media, Facebook and Twitter, that sort of thing. We will 

respond accordingly to media inquiries, rarely do these things take place that 

we are not contacted as to our involvement. 

Ineffective Communications 

PCA’s silence necessitated others to speak about the outbreak.  Naomi shared her 

personal experiences with consumers who did not realize who was responsible for the 

Salmonella outbreak.   

NAOMI (director of external affairs at crop producer’s organization): I got hate 

mail personally and through the website and in my inbox I got emails that said, 

“How can you sleep at night when you are killing innocent people?” It was a 

bunch of junk. 

While some consumers put blame on others in the case of PCA’s silence, other 

communicators and individuals in the media tried to inform the public. 

CHET (director of state peanut commission): The biggest concern was those 

who didn’t join the effort and went off on their own and either made 

irresponsible statements or bumbled through media interviews. We had to 

clean up behind some of these situations. 

 

CATHY (director of state peanut board): PCA was the textbook definition of 

what you should not do.  I just remember there was a lot of no opinions, no 
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comment, pleading the fifth, and stating that the owner was not available for 

comment.  In my opinion, mean people were ready to string PCA up anyways 

and that immediately painted them as the villain. 

While state and national organizations took control of the communications, it did not 

help matters that PCA never took the blame or spoke up about their contaminated 

products versus the safe products on the market. 

NAOMI (director of external affairs at crop producer’s organization): I do not 

know if PCA was on trial, or what the situation was, but I remember a 

television broadcast where the things I heard made me cringe. A 

representative was in the room with the families who had lost a family 

member due to the outbreak and they stated that, on the advice of their 

attorney they would not speak or take responsibility. 

Organization Success 

National and state peanut organizations worked to clear up any misinformation 

portrayed through the media.  They worked to learn from others what had been done 

successfully before they were required to act themselves.  

The over-arching success of the organizations was evident to the individual 

participants when they could see the peanut markets trending upward.  The public 

relations practitioners did their best to keep up-to-date information sent to the media and 

to also answer any questions that came up, considering PCA did not have any comment 

and would not make a statement concerning their products or the outbreak. 

CHET (director of state peanut commission): The industry, through the 

American Peanut Council, had a crisis plan but it was more than a who than 

what type of plan.  There is no way you can have a plan for the details of what 

we went through.  We did have media trained spokespersons and an 

understanding that we had to have a common message which was clearly 

understandable to the consumer. 
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CATHY (director of state peanut board): I would just say we benefitted from 

the APC since they took such a strong leadership role and we were very 

proactive.  We did not have a plan, but we decided what to do immediately 

and we did it immediately.  Sometimes there are those crises that come up 

where you think it is better not to say anything.  We did not have that.  We 

had to act and we had to act fast. 

The commodity group representatives said that as soon as they did an interview or 

received talking points they would send it to their board.  They had board members who 

were getting calls from the media, even though they were not put in contact with 

reporters.  All of the board members needed to be prepared to answer questions related to 

the outbreak. 

While consumers initially thought of every product with a peanut ingredient as 

contaminated, it was necessary to communicate what the situation honestly was.  There 

were many products that were recalled, but not every segment of the peanut industry was 

to blame considering it was PCA who was at fault. 

CHET (director of state peanut commission): We had to make a clear line of 

demarcation between PCA which was seemingly a knowing bad actor and all 

the other companies in the peanut industry who were responsible and had 

peanut products which were not subject to the recall.  We promoted both the 

recall list and a 1-800 number at FDA which you could call to find out if a 

product was subject to the recall. We also started reminding folks that name 

brand products were safe and begin to work toward a list of what was OK.  

CHET (director of state peanut commission): We had to walk a tight line on 

the issue. PCA was an ingredient supplier and had peanuts and peanut butter 

in literally thousands of products. Because there was an active recall we could 

not just go out and say there was no problem, go to the supermarket and buy 

what you want. That would have been irresponsible and would have made us 

as guilty as an industry as one bad actor had been. 
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Findings in Relation to Research Objective 2 

Research objective two sought to determine opinions of the public relations 

practitioners in accordance with their timeliness and preparedness for an ingredient-

driven outbreak during the 2009 Salmonella outbreak.   

While members of state organizations outside of Georgia, where the outbreak 

occurred, were not expecting to be a part of the crisis communications, they soon were.  

The crisis soon spread to Texas and the peanut board reacted accordingly and in a timely 

manner. 

CATHY (director of state peanut board): I was completely blind-sided by 

Plainview, we went on a tour [of the Plainview facility] a little while back and 

saw that they did every safety measure imaginable that every other plant did, 

it was spick and span looking at it from the outside. But we did not look under 

the cabinets for rats or fecal matter or to see dead birds, we were just noticing 

that this place is so clean. 

NAOMI (director of external affairs at crop producer’s organization): As soon 

as the Plainview plant came into light as being a part of the outbreak, we went 

into crisis mode.  Suddenly it was not just a national issue, it was a state issue 

and it was just not a state issue, but one less than 100 miles down the road 

from us. 

 Timeliness was key and the organization did not delay in their response to knowing 

that the outbreak was not limited to just one state. 

CATHY (director of state peanut board): We knew we had to act fast because 

they were linking Texas peanut producers and farmers to the outbreak. 

NAOMI (director of external affairs at crop producer’s organization): I would 

say we benefitted from APC since they took such a strong leadership role and 

we were very proactive.  We did not have a plan, but we were timely in our 

response as we decided immediately what to do and we did it right then.  

Sometimes there are those crises that come up where you think it is better not 

to say anything, we did not have that.  We had to act and we had to act fast. 
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 Time was of the essence, but also it made a difference when just being patient and 

making sure that communication efforts were working successfully. 

CHET (director of state peanut council): Being patient and responsible 

worked.  

 It is hard to be prepared for every situation that might occur and cause a crisis, but it 

is necessary for everyone to have some sort of plan put together to know what steps are 

necessary. 

CATHY (director of state peanut board): Looking back when you talk about 

preparedness- I always say that we were lucky that we did not have anything 

to hide and that we were able to react so quickly with positive messages 

because the truth was the truth and we did not have to hide that. With the 

crisis communications plan, I think that everyone should have one, and of 

course you never think you will need one until you need one. And you don’t 

really know how to put one together until you have had a crisis. You can plan 

all day, but the plan can change a little bit. 

CHARLES (peanut farmer): I thought it was handled pretty well. It was wise 

to contact that national peanut board and other peanut boards to get the 

producer’s outlook.  The crisis exposed the people who caused the situation 

and put pressure on them to get it taken care of. I think that it caused them to 

go out of business, but dealing with a food product that is mishandled, I think 

they received the justice they deserved. 

 Being able to work with others in the industry allows for a team to be able to share 

ideas and feedback so that the best plan can be implemented in case of a crisis. 

CHET (director of state peanut commission): The industry, through the 

American Peanut Council had a crisis plan but it was more (of) a who than 

what type of plan. There is no way you can have a plan for the details of what 

we went through. We did have media trained spokespersons and an 

understanding that we had to have a common message which was clearly 

understandable to the consumer. 

 

NAOMI (director of external affairs at crop producer’s organization): We 

knew we had to act fast because the media and consumers were linking [our] 
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peanut producers and farmers as an organization with this completely separate 

company.  We needed to make the delineation to the media.  As a big picture 

we needed to turn things around so we would be the good guys since we were 

not connected to it, since we could play the good guys and since we were 

representing the farmers, producing safe products in the field and took every 

step possible to make safe products.  We were able to tell the story of our 

good news by just reaching out to the media immediately. 

 Having a crisis communication plan in place enables companies to be prepared in the 

event a crisis occurs. While some companies do not have a crisis communication plan 

before experiencing a crisis, others never utilize them. 

WILLAM (involved at the national level of the peanut council): Initially we 

had a crisis plan for our crisis team and we knew we had to work immediately.  

We knew that all parts of the industry had to be represented; farmers, 

suppliers, and allied members.  Everyone in the industry had a voice in order 

to respond to the crisis and that is how we were participating. 

CHET (director of state peanut commission): We followed a crisis 

communication plan and our industry has amazing resources in many of the 

major manufacturers.  For instance, the Smucker’s company has Jif peanut 

butter and is the largest purchaser of peanuts for purchase in the world.  We 

worked to have internal communication helping to guide our external 

message.  

MAURY (corporate director of communications of a grocery chain): We have 

had a crisis plan in place for eight plus years here, but never had to fully 

implement plan as far as our products being traced back to us.  Used to mainly 

present the information in an accurate form and the reality is that the crisis 

communication plan is in place, I doubt seriously that the companies in 

question had a crisis communication plan. It should have been in hand and 

implemented when these sorts of things started developing. 

 Overall, the public relations practitioners shared the central thinking that with or 

without a crisis communication plan, it is necessary to take action immediately in light of 

a crisis.  The national organization was prepared with a plan and crisis team already 

composed and this allowed the smaller state organizations to work with them to 

implement the plan.   
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Findings in Relation to Research Objective 3 

Research Objective 3 sought to describe public relations practitioners’ perceptions of 

mass media coverage and the effectiveness of their organization’s communication efforts 

during the 2009 Salmonella outbreak.  Three main themes emerged from the data in 

relation to Objective 3: mass media coverage, effective efforts, and perceptions. 

Effective Efforts 

The views of the public relations practitioners changed throughout the course of the 

crisis.  Initially, they were able to recognize the lack of communication by PCA to the 

media and began releasing accurate information.  

NAOMI (director of external affairs at crop producer’s organization): We got 

to tell story about farmers through press releases to local, state and national 

media. The American Peanut Council helped spread the word nationwide and 

we did interview after interview locally and over the phone. We never turned 

an interview down since we knew they had nothing to hide and knew if they 

turned it down it would be trouble. If we denied it and turned our back on it 

we would be in trouble and we had nothing to hide. That was the great part; 

we had absolutely nothing to hide and absolutely nothing to do with this 

company. So we got to play the good guy card, and that is exactly what we 

did. We did a lot of press releases pretty regularly- a couple a week and then 

tapered off- when we were sharing the good news and hooked up with other 

producers in the area- tried to open door for industry so they could get 

interviews and they could talk about their production practices and the safety 

measurements that they take every day. 

CATHY (director of state peanut board): I think that we would have really 

seen supplies drastically decrease for a whole lot longer had we not been 

turning it around and communicating to everyone.  When the economy gets 

bad, people really start eating a lot of peanut butter. 

 Considering that this outbreak was an ingredient driven one, the consumers and stores 

had to determine which products needed to be pulled and could not be consumed.  The 
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communication from the organizations helped to relieve the stress of figuring out which 

exact items needed to be destroyed. 

CHET (director of state peanut commission): We had to walk a tight line on 

the issue.  PCA was an ingredient supplier and had peanuts and peanut butter 

in literally thousands of products.  Because there was an active recall we could 

not just go out and say there was no problem, go to the supermarket and buy 

what you want.  That would have been irresponsible and would have made us 

as guilty as an industry as one bad actor had been.  Therefore we had to make 

a clear line of demarcation between PCA which was seemingly a knowing bad 

actor and all the other companies in the peanut industry who were responsible 

and had peanut products which were not subject to the recall. 

 The peanut industry was able to recover after the outbreak, which would lead one to 

believe that the communication efforts of the public relations practitioners were 

successful. 

NAOMI (director of external affairs at crop producer’s organization): We 

were able to share all of our information with APC.  Here is what has been out 

there; here is what we have responded to and what other states have done. Is 

the media blaming the farmer? Is the media blaming the peanut butter? What 

is the media and the consumers thinking- it was like the interviews were kind 

of trending and they were keeping up with the trends. First thing decided their 

statement: Peanut farmers and all farmers grow the safest crop; they are 

feeding their families what they grow so they are dedicated to growing the 

safest commodity they can. So that was kind of the stool we stood on and 

preached on every day. 

The participants believed that the media did help with communicating that it was 

PCA’s fault and not the whole peanut industry.  With all of the work of the public 

relations practitioners before the outbreak started, they had a good foundation with the 

media and utilized it to have a successful outcome. 

CATHY (director of state peanut board): Having a core group of media people 

already in the wings to submit information to is helpful.  We had made a 

couple of contacts with local media, including an AP writer, which is an 
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automatic ticket to anywhere and everywhere.  We fed the AP writer 

information and acted as the base contact and source of information, which 

ended up being disseminated everywhere.  We were best friends because she 

was getting information with a key state organization.  She was looking to us 

for all sorts of information and Naomi fed it to her. 

 Naomi shared how their experience of working through the crisis gained attention 

from media all over the nation, not just at the local level. 

NAOMI (director of external affairs at crop producer’s organization): If 

anything from that, something that was really valuable was the whole protocol 

to go through once the crisis presents itself, because we identified what the 

problem was… It evolved from there and kind of grew every day, it is not like 

we found out about it and knew what we needed to do. We had to sit and think 

and as the calls starting coming in you realized that yeah we needed to shift 

our thinking a little bit. We were not just dealing with the Lubbock media; we 

got calls from the New York Times.  

With accurate information being fed to the consumers and the public, the peanut 

industry was able to gain back consumer’s confidence. 

Findings in Relation to Research Objective 4 

Research Objective 4 sought to explore the lessons public relations practitioners 

learned as a result of their involvement in the 2009 Salmonella outbreak. The three 

themes that emerged from objective 4 were: the team’s utilization of the risk and crisis 

communication plans, lessons learned and effects. 

Utilization of risk and crisis communication plans and teams 

The national level did have a plan and their crisis management team did utilize it 

during the outbreak.  As mentioned before, there were many lessons learned from the 

crisis and also the plan itself was taken into consideration while looking back, as William 

shared. 
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WILLIAM (involved at the national level of the peanut council): The thing is 

plans are a wonderful thing, but unfortunately crises do not follow plans.  

They have their own speed and life.  They have a lot of aspects that you 

cannot anticipate.  No one would have ever anticipated that the biggest recall 

in American history would come from our products.  Obviously that is not the 

case anymore, there have been other recalls, but at that time it was the largest 

in American history.  You know you cannot account for that in a crisis plan. 

 

While the organizations learned that their plan can never account for everything, they 

did benefit from having a crisis management team in place.  They were able to have some 

ideas of what to do first and also the correct individuals in charge of specific items. 

WILLIAM (involved at the national level of the peanut council): As soon as 

we got the call, our plan was about the specifics of this food recall.  So our 

plan is that in any event of a crisis affecting our industry the industry wide 

crisis management team would have everything spelled out for them through 

the plan.  

 

The local and national organizations now realize the true benefits of having a plan in 

place and a crisis management team.  They realized that not only working within their 

organizations, but also with others in the industry would benefit the peanut industry and 

the whole channel of distribution. 

WILLIAM (involved at the national level of the peanut council):  At one point 

we switched our focus to our farmers and stopped worrying about what the 

rest of the industry was doing.  

 

At the local level, the boards were able to turn the publicity into a positive light. 

NAOMI (director of external affairs at crop producer’s organization): Any 

publicity is good publicity.  One follow up we did was when there was a little 

over-supply of peanut butter.  We started the peanut butter drives, which is 

now the Lubbock Chamber of Commerce peanut butter drive.  It is a great 

marketing ploy to benefit everybody.  This was kind of a follow up activity 

that washed the entire crisis away. 
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 The organizations not only worked together as a team, but as Cathy shares, they 

received assistance from their board members. 

CATHY (director of state peanut board): Protocol started centrally here and 

then you make those decisions on how to handle it and then you start 

including your stakeholders by giving them talking points or letting them 

know what your stance is. 

WILLIAM (involved at the national level of the peanut council): Once we 

figured out, in short order, that national brands of jarred peanut butter were 

not affected, we had a meeting to create three key messages.  People do not 

remember more than three key messages.  They were that American farmers 

care, major national brands were not affected and many other products were 

unaffected by the recall, and to go to our website for more information about 

the products that were recalled.  At every opportunity we reiterated those key 

messages. 

 Preparation of stakeholders and board members helped to ease the communication 

barrier during the crisis as Naomi did not have to worry about what someone on her 

board would say to the media. 

NAOMI (director of external affairs at crop producer’s organization): Having 

those guys and girls know how to talk to the media, how not to ramble, what 

they should or shouldn’t say, and how not to get off topic- having that done 

beforehand is very useful and then once you provide them with talking points 

and make sure they are familiar with them so that when it is their time in front 

of the camera and you know they are ready to roll and they will stay on target. 

CHET (director of state peanut council): Know what your potential 

weaknesses are and then train your best people to respond. Media training is 

necessary for the people who will speak for you. 

 Utilizing different forms of media outlets have improved since the 2009 Salmonella 

outbreak, such as social media.   

MAURY (corporate director of communications of a grocery chain): Social 

media- Facebook or Twitter were not in place at the time of the outbreak, but 

they are now. As a matter of fact, I posted a recall just last week; it did not 

affect us, we just wanted to let our guests know that it did not affect us. 



                                                                         Texas Tech University, Jessica Fry, May 2012 

 

80 
 

 Maury learned that it is easy to communicate with customers about recalls and 

important information through the internet and social media.  This instantaneous 

information is accessible from computers and mobile devices and therefore allows the 

store the better educate their customers. 

 With a few years having passed since the crisis, Savannah was able to reflect back on 

the social media status during the crisis as compared to now.  There have been 

tremendous changes in the way social media is utilized in light of everyday usage and in 

time of crises. 

SAVANNAH (Naomi’s intern): I look back and it wasn’t that long ago, but 

you think about the difference of social media now and social media then, and 

it is huge.  The difference now is social media.  If we would have started 

sooner we would have had more stuff, but it was hard to find information.  

Some things would pop up in Google, but it was not easy to search. 

CATHY (director of state peanut board): Twitter was just getting its feet off 

the ground and it could have been huge.  Social media changes everything, it 

was not that we were ignorant to social media, we were just not using it and 

nobody was using it at that point. 

Having information readily available in a matter of seconds means that not only do 

public relations practitioners have to be quick about their responses and information 

giving, but they need to be sure that they are accurate.  Following up with information 

and details is important, but sometimes just proper communication and industry 

effectiveness goes a long way. 

WILLIAM (involved at the national level of the peanut council): What serves 

the public is giving them advice to make informed decisions based on the 

facts.  It is hard to shift the focus to the farmers, just to reiterate, having 

farmers as the people was a real blessing.  People look to farmers, people trust 

farmers and there is a lot of research that shows that.  Putting farmers front 

and center in the media was an opportunity that fell in our lap.  It is was the 
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CEO of BP that we were working for, I think that we would be having a 

different conversation. 

Lessons Learned 

There were many lessons learned as a part of the communication team during the 

outbreak. 

CHET (director of state peanut council): Being ready to demonstrate why 

your product is different is essential.  I would have liked to have done a better 

job of having those not involved in the messaging to know why we were 

doing what we did to eliminate some of the free lancing which happened.  The 

impact was minor, but caused us to have to spend time off message cleaning 

up little nuisances. 

WILLIAM (involved at the national level of the peanut council): Keep 

flexible because you cannot live and die by the plan.  There are variables in 

the situation that you cannot anticipate and they will waylay you back because 

you are not flexible enough in our response and the fact that the situation may 

be based on the research and the facts, but research would not be how to 

respond to your messages.   

Making sure consumers and others know not only what is going on, but why public 

relations practitioners are doing what they are will allow for more time to focus on the 

central messages.   

While the communication was a key part of the success of the public relations 

practitioners, the relationships that consumers have with products and an industry to 

begin with also help. 

WILLIAM (involved at the national level of the peanut council):  We were 

lucky; we work for farmers who are some of the most incredible people in the 

eyes of the consumers.  We capitalized on that. 

With one bad player in the industry being the culprit for the outbreak, but not taking 

any responsibility, others had to utilize their own forms of risk and crisis communication.  
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The efforts made by others were done in order to maintain the industry’s integrity and 

also to make sure that consumers and the public knew that there were still safe peanut 

products to be purchased. 

MAURY (corporate director of communications of a grocery chain): We did 

see a little bit of a drop in purchases as brands were pulled off the shelves.  

They were off the shelves for a pretty lengthy period of time.  Ironically 

enough people are very brand loyal to peanut butter and do not migrate to 

other brands readily.  Kind of an anomaly because this is a product that has a 

lot of brand loyalty, but did not have a lot of impact in our store. 

WILLIAM (involved at the national level of the peanut council): The crisis 

had been the focus, but we shifted the focus to the products that were not 

affected. So during the crisis we were able to focus on products like Planters 

nuts, who had a headline, “Planters: it’s safe to eat nuts”. It is a great example 

of a headline during the crisis. 

Effects 

The FDA recalled the products from the PCA plants, but that still did not relieve the 

fears of some consumers.  The communication efforts did affect the various channels of 

distribution, but they also helped them learn how to best communicate such an outbreak. 

CHET (director of state peanut commission): Because there was an active 

recall we could not just go out and say there was no problem, go to the 

supermarket and buy what you want. That would have been irresponsible and 

would have made us as guilty as an industry as one bad actor had been. 

 With the communication efforts of the public relations practitioners, a grocery chain 

reported that the brand loyalty of customers did not affect sales like some food recalls 

might, this was a major plus for this crisis. 

MAURY (corporate director of communications of a grocery chain): We did 

see a little bit of a drop in purchases, brands pulled off the shelves. They were 

off the shelves for a pretty lengthy period of time. Ironically enough, people 

are very brand-loyal to peanut butter and do not migrate to other brands 
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readily. Extremely brand oriented.  Kind of an anomaly because this is a 

product that has a lot of brand loyalty, but did not have a lot of impact in our 

store. 

CATHY (director of state peanut board): Once we got it out that it was not the 

major brands and that it was the 50 gallon drums of peanut butter and it was 

not the jar you were picking up in the grocery store- it was the mixture going 

into the peanut butter crackers or the stuff going to schools or nursing homes, 

that was not good it was the bad part.  

 While the peanut organizations and boards worked to communicate which products 

were safe and which were not, the main focus was on making sure that there was 

delineation between the channels of distribution that had nothing to do with the outbreak, 

like the peanut farmers. 

 After the crisis was over, the public relations practitioners wanted to continue in 

promoting the safe products and worked to maintain the integrity of the industry. 

 NAOMI (director of external affairs at crop producer’s organization): One 

follow up they did was when there was still a little over supply of peanut 

butter. They started peanut butter drives [through the] Lubbock Chamber of 

Commerce. [The Lubbock Chamber of Commerce] peanut butter drive was a 

great marketing ploy to benefit everybody. It was kind of a follow up activity 

that washed all of that [the outbreak] away. 

CATHY (director of state peanut board): We got lucky on a lot of stuff, just 

because it played out that way, we played our cards right. 

The efforts of the public relations practitioners yielded a good result and left the 

peanut butter and peanut products on the consumer’s shopping lists. 
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Chapter V 

Conclusion and Recommendations 

As stated in Chapter 1, the purpose of this study was to examine the risk and crisis 

communications efforts taken during the 2009 Salmonella outbreak in peanut products.  

The goal of this research study was to determine which communication efforts were 

successful and what the public relations practitioners learned and suggest for future 

crises.  The researcher sought to determine what public relations practitioners learned 

from their communication efforts during the outbreak and be able to determine what 

public relations practitioners should do in the case of a crisis.  The following research 

objectives were used to guide this study: 

1. Understand the public relations practitioners’ risk and crisis communication plan 

and actions executed during the 2009 Salmonella outbreak. 

2. Determine opinions of the public relations practitioners in accordance with their 

timeliness and preparedness for an ingredient-driven outbreak during the 2009 

Salmonella outbreak. 

3. Describe public relations practitioners’ perception of mass media coverage and 

the effectiveness of their organization’s communication efforts during the 2009 

Salmonella outbreak. 

4. Explore the lessons public relations practitioners learned as a result of their 

involvement in the 2009 Salmonella outbreak. 
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Conclusions in Relation to Research Objective 1 

Research Objective 1 sought to understand the public relations practitioners’ risk and 

crisis communication plan and actions executed during the 2009 Salmonella outbreak. 

The researcher found that public relations practitioners are an integral part of crisis 

management teams (Coombs, 2007).  When dealing with crises, public relations 

practitioners use a combination of tools to communicate to their publics and must be able 

to think and communicate effectively (Grunig, & Hunt, 1984).   

While PCA did not utilize effective communication during the outbreak, the public 

relations practitioners working for the states’ peanut boards and the APC did. All of the 

individuals interviewed stated that the American Peanut Council (APC) took the lead in 

all communication efforts.   

NAOMI (director of external affairs at crop producer’s organization): APC 

did a great job of handling the communication during the outbreak. The main 

contact there took the lead in all communications and kept us informed 

through market reports and updates through daily email to keep us all on the 

same page.  The peanut butter sales trends showed us how our efforts were 

affecting the market and helped us to know what was most effective. 

As the public relations practitioners utilized their crisis management plan and worked 

to figure out the best approaches to handling the crisis, the public was able to determine 

that it was PCA’s poor facility that caused the contamination, not the industry as a whole. 

NAOMI (director of external affairs at crop producer’s organization): The 

great part was we had absolutely nothing to do with the company, PCA.  We 

tried to open the door for the industry so they could get their interviews and 

they could talk about their production practices and safety measures that they 

take every day. 
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The fact that they were communicating which products were safe and which were not 

obviously helped to earn back consumer’s trust and therefore helped the industry come 

back from the outbreak and crisis.  At the end of the day, the public relations practitioners 

utilized the media sources to disseminate their main message.  As stated earlier in the 

study, it is important to speak up and answer questions that arise. Likewise, it is 

imperative to avoid the phrase “no comment” because people think it means the 

organization is guilty and trying to hide something (Lerbinger 1997, Feran-Banks 2001, 

and Coombs 2007b). 

Third-party organizations like government agencies and peanut industry leaders also 

stepped forward to provide critical updates about the developing contamination recall 

(Millner et al., 2011).  These leaders were able to provide the media with vital 

information to reach the consumers.  The information included recall details, the website 

to access up to date information, as well as reassuring them that they are doing everything 

they can to make sure that the necessary products are recalled.The public relations 

practitioners took advantage of the opportunity to put the peanut industry in the public 

eye in a positive light. 

Conclusions in Relation to Research Objective 2 

Research Objective Two sought to determine opinions of the public relations 

practitioners in accordance with their timeliness and preparedness for an ingredient-

driven outbreak during the 2009 Salmonella outbreak.   
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The public relations practitioners interviewed for this study worked in the peanut 

industry.  Peanuts have a national organization with a crisis communication plan that was 

able to handle the 2009 Salmonella in peanut products crisis.  During the 2008 

Salmonella outbreak in jalapenos, the tomato industry did not have a national 

organization that was coordinating communication efforts when it initially was thought to 

be the cause of a foodborne illness outbreak (Irlbeck, 2009). It was individual companies, 

state organizations and even individual farmers trying to get messages out, but no 

individual or group worked as a leader to coordinate communication efforts.  There was 

not a central line of communication for the tomato industry or public relations 

practitioners that stepped in from the tomato industry (Palmer, 2010).  Therefore, the 

outbreak in peanut products seemed to be more organized and consistent messages were 

communicated from national and state peanut organizations. 

All of the individuals interviewed that worked within the peanut industry stated that 

the APC took the lead in all communication efforts.  APC is located in Georgia, the same 

state as the original outbreak at PCA, and it worked to communicate information to all 

the state organizations to keep synergy. Peanut producers were never implicated as the 

culprit during the 2009 outbreak (Irlbeck et al., (2010), and APC’s efforts could easily be 

the cause of this. 

NAOMI (director of external affairs at crop producer’s organization): First 

thing they decided their (APC’s) statement: Peanut farmers and all farmers 

grow the safest crop; they are feeding their families what they grow so they 

are dedicated to growing the safest commodity they can. So that was kind of 

the stool we stood on and preached on every day. 
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Participants said they acted quickly and in a timely manner, but it took some 

preparation before the crisis occurred. APC had its crisis management team in place 

before the crisis occurred and had already assigned tasks and had trained media 

spokespersons.  This enabled the APC to work efficiently and share responsibilities with 

the state level boards and organizations in a timely matter. 

With a key focus and communication, the industry was able to benefit from the 

publicity throughout the outbreak.  The organization was proactive and developed high-

quality communication materials to tell agriculture’s story.  Just as Retzinger (2002) 

noted, many individuals’ understanding of agriculture comes from information gleaned 

from the media.  Communication with not only individuals involved in an industry, but 

also the consumers who might purchase the products involved in the crisis essential to 

keeping consumer’s confidence in the food system and the specific commodity involved 

in the crisis.   

Conclusions in Relation to Research Objective 3 

Research Objective Three sought to describe public relations practitioners’ 

perceptions of mass media coverage and the effectiveness of their organization’s 

communication efforts during the 2009 Salmonella outbreak. 

During the Salmonella outbreak there was a key message sent out by the public 

relations practitioners.   

CHET (director of state peanut commission): We had to walk a tight line on 

the issue.  PCA was an ingredient supplier and had peanuts and peanut butter 

in literally thousands of products.  Because there was an active recall we could 
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not just go out and say there was no problem, go to the supermarket and buy 

what you want.  That would have been irresponsible and would have made us 

as guilty as an industry as one bad actor had been.  Therefore we had to make 

a clear line of demarcation between PCA, which was seemingly a knowing 

bad actor, and all the other companies in the peanut industry who were 

responsible and had peanut products which were not subject to the recall. 

The national level had three key messages to give to the public, which included that 

American farmers care, they produce safe products, the national brands of peanut butter 

are safe. They were successfully able to gain back the consumer’s confidence and respect 

for farmers. Training farmer spokespeople to be comfortable with media and to stick to 

key messages was an important crisis communications step that APC took that ended up 

paying off during this crisis. 

While PCA did not utilize effective communications during the outbreak, APC and 

the other public relations practitioners did.  While the views of the public relations 

practitioners changed over the course of the outbreak, their message was clear and their 

mission was to gain back consumer’s confidence and reassure them that one bad actor did 

not contaminate all of the peanut products on the shelves.  The sales of peanut butter 

increased once consumer’s knew that the major brands were safe. 

When the news media cover a food safety issue, it can make the public avoid eating 

the affected food and have a negative impact on the affected industry (Marks, 

Kalaitzandonakes, Allison, and Zakharova, 2003). Ecyk (2000) recommended that 

agricultural public relations practitioners work with food safety experts to help develop 

relationships with the media.  Having a relationship with the media will enable them to 

know who to contact for interviews and vital information during the time of a crisis.   
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CATHY (director of state peanut board): Having a core group of media people 

already in the wings to submit information to is helpful.  We had made a 

couple of contacts with local media, including an AP writer, which is an 

automatic ticket to anywhere and everywhere.  We fed the AP writer 

information and acted as the base contact and source of information, which 

ended up being disseminated everywhere.  We were best friends because she 

was getting information with a key state organization.  She was looking to us 

for all sorts of information and Naomi fed it to her. 

While some of the local peanut organizations had close relationships with the media, 

the right scientific based individuals were not proactively promoting the industry.  During 

the 2009 Salmonella outbreak in peanut products there was only one scientist used on the 

four major networks, ABC, CBS, CNN, and NBC (Irlbeck & Akers, 2010).   

Conclusions in Relation to Research Objective 4 

Research Objective Four sought to explore the lessons public relations practitioners 

learned as a result of their involvement in the 2009 Salmonella outbreak.  The lessons 

learned were to act quickly and work with others in the industry.  It is important to kep 

synergy during a crisis and make sure that everyone is communicating the same accurate 

information. During the interviews it became obvious to the researcher that the public 

relations practitioners learned how to be prepared for a crisis and that they needed to act 

quickly in accordance with a crisis affecting their industry. 

NAOMI (director of external affairs at crop producer’s organization): 

Something that was really valuable was the whole protocol to go through once 

the crisis presents itself, because we identified what the problem was… all 

important- how does this ultimately affect us? It evolved from there and kind 

of grew every day, it is not like we found out about it and knew what we 

needed to do. We had to sit and think and as the calls starting coming in you 

realized that yeah we needed to shift our thinking a little bit. We were not just 

dealing with the Lubbock media; we got calls from the New York Times.   



                                                                         Texas Tech University, Jessica Fry, May 2012 

 

91 
 

CHET (director of state peanut commission): The first thing we did was build 

an alliance with others in the industry through the American Peanut Council. 

We needed to have a focused and simple message.  We were cautious to be in 

a position of responding and not pushing a hard core message beyond an 

educational bent as long as the recall was underway.  We made certain our 

farmer spokesmen were trained and knew the message.  

 Nolte (1979) defined public relations as the management function that adapts an 

organization to its social, political, and economic environment and adapts that 

environment to the organization for the benefit of both the organization and the publics 

(Grunig & Hunt, 1984).  During the outbreak, the public relations practitioners noted that 

there were many ideas that were adapted to benefit the peanut industry during the 

outbreak.  Although the national level did have a plan and crisis management team, the 

local levels did not; however, they were able to work together to adapt the national 

message to a local level.  The communication amongst the organizations yielded synergy 

on the status of the recalls as well as the safety of the supply of peanut products 

throughout the outbreak. 

 Utilizing different forms of media outlets have changed since the 2009 

Salmonella outbreak, particularly with the public’s dependence such as social media.  

Although using social media was not a major factor during the outbreak in 2009, it will 

be imperative in future crisis communications situations.  For example, Maury utilized 

social media in order to disseminate information about a food recall that occurred 

recently.  While the product did not affect his store, having the information for the public 

to read allowed him to communicate the information. Using social media in a crisis 

situation now means that practitioners have to post information in a matter of seconds.  

This means that not only do public relations practitioners have to be quick about their 
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responses and information giving, but they need to be sure that they are accurate. This is 

not only true for social media, but it was also important in 2009, before social media was 

so popular. 

 With social media becoming more and more prevalent in the ways that individuals 

communicate, using Twitter or Facebook would have been beneficial for immediate 

communications. Looking back, the information posted about the recall might have been 

easier to keep up to date with through social media.  People use social media from their 

home computers, work computers, mobile devices and various other places.  With social 

media so readily available it would have been a strong tool to utilize to disseminate 

information during the outbreak. 

Discussion 

The excellence theory was central to this study. Mickey (1998) said public relations 

depend on the media to disseminate any messages.  It became evident that with the 

application of the excellence theory, the interaction and communication resulted in a 

successful effort by the peanut industry and organizations.  Public relations practitioners 

communicated and educated consumers. The study followed the excellence theory by 

responding to the public throughout the outbreak.  The public relations practitioners were 

able to see the market trends; therefore, they were able to establish if their 

communication efforts were successful or if they needed make to adjustments.  While 

PCA was silent and sales plummeted, the public relations practitioners knew they had to 

step in and build back the consumers’ confidence.   The public relations practitioners did 
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just that as they ended up with record peanut consumption in 2009, despite the outbreak 

(D. Koehler, personal communication November 2, 2011). 

Public relations practitioners learned the importance of a risk and crisis 

communication plan as well as communication with customers, board members, and 

other stakeholders to keep synergy and successful information communicated to the 

public. While the public relations practitioners could have easily just said which products 

were okay to consume, they went well beyond that idea.  They made sure to focus on the 

public and educate them of the safety of peanut butter and other peanut products 

throughout the outbreak. Knowing that they needed communicate messages that 

consumers would remember, the public relations practitioners formed key messages for 

the nation.   

WILLIAM (involved at the national level of the peanut council): Once we 

figured out, in short order, that national brands of jarred peanut butter were 

not affected, we had a meeting to create three key messages.  People do not 

remember more than three key messages.  They were that American farmers 

care, major national brands were not affected and many other products were 

unaffected by the recall, and to go to our website for more information about 

the products that were recalled.  At every opportunity we reiterated those key 

messages. 

 

While the excellence theory aided in the success of the public relations practitioners 

and the peanut industry by guiding messages that would be meaningful to the public, 

there are still various items that they could have implemented and should make sure to 

include in their risk and crisis communication plan.  As mentioned in the interviews, the 

participants were aware that they did not utilize social media and that this would have 
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been a valuable vehicle to disseminate information.  If an outbreak were to occur now, 

that is the media outlet that would likely receive the most interaction with the public.    

The role of excellence theory is the role of public relations in helping organizations to 

deal with an uncertain, and often threatening, environment (Murphy, 2007). The public 

relations practitioners did indeed work to help the peanut industry during the uncertainty 

of which items were contaminated and which were not.  The ability to adapt to the 

addition of another plant and more potential products could have destroyed the 

practitioners’ efforts, but instead they were able to apply their plan to an even larger 

scale. 

Recommendations 

For Practitioners 

Based on the data, the researcher recommends several things for public relations 

practitioners involved in an agricultural commodity crisis. Previous literature (Coombs, 

2006) states that it is imperative for any organization to have a risk and crisis 

communications plan in place.  Palmer (2010) warned all agricultural organizations to be 

prepared and realize a crisis can occur.  The APC had a crisis communication plan as 

well as media trained spokespersons that were able to handle the crisis communication. 

Public relations practitioners need to develop relationships with the media and others 

who influence the communication on a daily basis to the public.  Having a working 

relationship with members of the media before a crisis is key to being able to disseminate 

information quickly and accurately in the event a crisis does occur.  Individuals in the 

agricultural industry are not always interviewed or contacted for information (Irlbeck, 

2009).  However, if the media is familiar with the commodity organizations, they will be 
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more apt to contact them with questions or concern in light of a crisis (Lerbinger (1997), 

Fearn-Banks (2001), and Coombs (2007a). 

Along with a plan and relationships with the media should be a team of various 

individuals involved in the organization with various backgrounds and experiences in 

order to have a wide array of ideas and information.  The plan should be in place before 

any crisis occurs, but it should be flexible enough to be used for various crises that might 

occur (Barton, 2001 and Coombs, 2006).  The team should know what their goal is as 

well as each individual’s role in the case of a crisis.  This will help to prevent confusion 

and a delay in response to a crisis (Barton, 2001, Coombs 2007a, and Fearn-Banks, 

2001). 

To keep public relations practitioners up to date, market trends of the agricultural 

commodity at the center of the crisis should be sent to the crisis team and other relevant 

stakeholders on a regular basis during a crisis. Everyone can see how the efforts are 

making a difference in the way that consumers are buying and if they should do things 

differently.  

Steps to take during a crisis 

Previous literature from Barton (2001), Coombs (2007a), and Fearn-Banks (2001) 

tells practitioners what steps to take when creating a risk and crisis plan; however, very 

few sources explain what to do during an agricultural or food crisis.  It should be noted 

that the peanut industry did have a national organization that took leadership during the 

2009 Salmonella outbreak; therefore, these suggested steps might be better utilized by 

national agricultural organizations. However, some of these conclusions could prove 
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helpful for any size or type of agricultural organization during a crisis.  It is best to 

review and understand these steps during the crisis planning stage and to utilize the steps 

during and after a crisis (See Figure 1.4). 
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Pre-Crisis Communications Activities 

Be aware of potential crisis and 

develop plan. 

 Develop dark website 

 Determine key 

spokespeople within 

organization 

 Formulate a team and 

determine roles 

Constantly develop a 

relationship with the media. 

Develop and train crisis 

communications team.  

 Train spokespeople 

 Imagine potential crises 

 Designate team 

members’ roles 

Crisis Occurs 

During the Crisis 

1. Review the crisis communications plan and responsibilities of the team. 

 Understand the crisis, exactly what happened to create the crisis, and the individuals 

involved. 

 Brainstorm potential ramifications. 

 Adjust responsibilities of team members to fit the crisis. 

 Inform all stakeholders and individuals involved with the organization and crisis. 

 Make arrangements for spokespeople to be available to meet with the press. 

 Contact regional and state commodity groups and organizations. 

 Develop key messages to disseminate to the public and the media. 
2. Contact media professionals that you have worked to establish a relationship with. 

 Disseminate key messages through social media such as Facebook and Twitter 

 Help the media arrange interviews with your pre-trained spokespeople 

 Activate dark website and post recall information 

 Return all calls and e-mails. Always provide a comment to all questions and during an 

interview. 

 Keep a log of all social media posts and communication efforts; make copies of 

published information. 

 Respond promptly to social media comments and keep messages clear and concise. 
3. Keep synergy within the organization and team by communicating all activities each day 

a. Track commodity markets and provide details to team members. 

 4. Regularly debrief the team and adjust plan and member’s roles as needed. 

 

Post Crisis 

Debrief the team, adjust crisis 

plan and revise team members’ 

roles as needed. 

What did we learn? 

Evaluate effectiveness of 

efforts. 

Through traditional and social 

media, communicate that crisis is 

over 

Figure 1.4 Pre-Crisis, Crisis, and Post-Crisis Model for Agricultural Communications 
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For Future Research 

This case study researched the risk and crisis communications taken by the public 

relations practitioners during the 2009 Salmonella outbreak in peanut products.  In 

researching this, experiences and insight were collected to determine the effectiveness of 

the risk and crisis communication efforts of the public relations practitioners in hopes of 

benefitting others who might experience a similar agricultural commodity crisis in the 

future.  In order to know the depth of the damages sustained by the peanut industry and 

the various channels of distribution involved during the 2009 Salmonella outbreak, an 

additional study should be conducted to determine the long-term impacts the 2009 

outbreak had on the peanut industry.  While a list of steps to take during a crisis was 

developed by the researcher, a study looking at the long-term effects would aid in the 

creation of a model for public relations practitioners to use during an agricultural 

commodity related crisis that took into account the long-term effects on the industry. 

Future research for public relations practitioners need to focus on their role during a 

crisis and their interaction with the media.  Participants in this study mentioned how 

social media was just getting off the ground during the 2009 Salmonella outbreak.  Future 

research could focus on the implementation of social media during a crisis and the effects 

that it has on consumer’s confidence and loyalty once the crisis is over.  Looking at the 

long-term effects of social media could determine if the usage of social media would 

benefit the agricultural commodity more than traditional forms of media. 

Social media provides the most up to date information as well as comments and 

pictures all on one easy to access source.  Being able to ask a question or comment on 
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another’s question could allow the public relations practitioners an easy way to 

communicate with consumers as well as gain their loyalty and trust if handled correctly. 

While one person needs to be in charge of communicating via social media in order to 

ensure that the correct messages are coming across to the consumers, it could also allow 

for customers to have negative reactions and leave unwanted comments.  These also need 

to be handled accordingly.  Future research could determine which forms of social media 

are the most effective in addition to being the most beneficial while communicating 

during a future crisis. 

This case study sought to provide steps for agricultural commodity groups who might 

face a crisis similar to the 2009 Salmonella in peanut products, but the researcher 

suggests additional studies on other agricultural commodity related crises and the risk and 

crisis communications needed to assist public relations practitioners during a future 

related crises. 
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Appendix A 

Peanut Butter and other Peanut Containing Products Recall List 

Information current as of noon October 28, 2009.  List contains 3918 entries. 

        

Cake and Pie Product Recalls 

Allann Bros Coffee  

Annie B's (QVC Products)  

Annie B's (Wholesale Dessert Products)  

Avanza Supermarket  

Awrey Bakeries  

Baker's  

Bindi North America  

Casino Chef  

Charlie's  

Chef Pierre  

City Market  

Cuisine Innovations  

Dillons  

Econofoods (excluding Wisconsin stores 

in Sturgeon Bay, Clintonville, Marquette, 

Holton and Iron Mountain)  

Family Fresh Market  

Family Thrift Center  

Follow Your Heart  

Food 4 Less  

Food Bonanza  

Foods Co.  

Fred Meyer  

Fry's  

Gerbes  

Hilander  

Jay C  

Junior's  

Just Desserts  

King Soopers  

Kmart Bakery  

Kroger  

Brownie Product Recalls 

Annie B's (Wholesale Dessert 

Products)  

Avanza Supermarket  

Boston Cookies  

Econofoods (excluding Wisconsin 

stores in Sturgeon Bay, 

Clintonville, Marquette, Holton 

and Iron Mountain)  

Erin Baker's  

Family Fresh Market  

Family Thrift Center  

Food Bonanza  

Frankly Natural Bakers  

Pick'n Save (Ohio stores in Van 

Wert and Ironton only)  

Prairie Market  

SunMart Foods  

Sweet Life  

Sweet Sisters  

TF Processors  

The Father's Table  

Tri-O-Plex  

Wholesale Food Outlet  

Candy Product Recalls 

20/20 Lifestyles  

4-H Fundraising  

Allann Bros Coffee  

American Almond  

Amy's Decadent Chocolates  

Bartons Confectioners  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Annie%20B%27s%20%28QVC%20Products%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Annie%20B%27s%20%28Wholesale%20Dessert%20Products%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avanza%20Supermarket&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Awrey%20Bakeries&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baker%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bindi%20North%20America&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casino%20Chef&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Charlie%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Chef%20Pierre&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=City%20Market&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cuisine%20Innovations&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dillons&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Fresh%20Market&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Thrift%20Center&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Follow%20Your%20Heart&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%204%20Less&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Bonanza&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Foods%20Co%2E&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fred%20Meyer&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fry%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gerbes&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hilander&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jay%20C&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Junior%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Just%20Desserts&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=King%20Soopers&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kmart%20Bakery&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kroger&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Annie%20B%27s%20%28Wholesale%20Dessert%20Products%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Annie%20B%27s%20%28Wholesale%20Dessert%20Products%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avanza%20Supermarket&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Boston%20Cookies&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Erin%20Baker%27s&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Fresh%20Market&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Thrift%20Center&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Bonanza&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Frankly%20Natural%20Bakers&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Market&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunMart%20Foods&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Life&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Sisters&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=TF%20Processors&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Father%27s%20Table&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tri%2DO%2DPlex&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wholesale%20Food%20Outlet&cat=Brownie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=20%2F20%20Lifestyles&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=4%2DH%20Fundraising&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=American%20Almond&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Amy%27s%20Decadent%20Chocolates&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bartons%20Confectioners&cat=Candy
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Owen's  

Pay Less  

Pick'n Save (Ohio stores in Van Wert and 

Ironton only)  

Prairie Market  

Presentations  

QFC  

Ralphs  

Rich Products Corporation  

Scott's  

Smith's  

SunMart Foods  

Sweet Life  

Sweet Sisters  

Wegmans  

Wholesale Food Outlet  

Cereal Product Recalls 

Bear Naked  

Erin Baker's  

Michaelene's  

Michaelene's Gourmet Granola  

Nature's Path  

Naughty but Nice  

Cookie Product Recalls 

ABC  

AFC  

Allann Bros Coffee  

Annabella  

Apple Mountain  

Archer Farms  

Arico  

Arizona Gold  

Auntie Ono (Hawaii)  

Avanza Supermarket  

Baba Joon's Chocolate Chewies  

Baker Jo's  

Baker Jo's Peanut Butter  

Baker's  

BakerSource  

Bear's  

Bear Poop  

Bear Scat  

Best Choice  

Best Choice (AWG)  

Blains Farm & Fleet  

Blanton's  

Botticelli  

Brach's  

Brown & Haley  

Buffalo Chips  

Cable Car  

Camp Masters  

Candy Place  

Casey's  

Casey's General Store  

Cherry Hill Supremes  

Cherrydale Farms  

Chicken Coop Poop  

Chopanpea  

Choxie  

Coblentz Chocolate Company  

Country Life Natural Foods  

Cow Patties  

Cow Pies  

Crew Rations  

Dazzling Delicacies  

Deer Droppings  

Diabeteze  

Diabetic Emporium  

Diabetone gluco  

Dillon's  

Dino Eggs  

Dr. Smoothie  

Dutch Valley  

EARTH FARE  

Eagle Premium  

Eagle Premium (Amcon)  

Eillien's Candies Inc.  

Euphoria  

Every Day's A Party  

Fannie May  

Farley's  

Felix & Oscar  

Fish Eggs  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Owen%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pay%20Less&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Market&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Presentations&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=QFC&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ralphs&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rich%20Products%20Corporation&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Scott%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Smith%27s&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunMart%20Foods&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Life&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Sisters&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wegmans&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wholesale%20Food%20Outlet&cat=Cake%20and%20Pie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%20Naked&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Erin%20Baker%27s&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Michaelene%27s&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Michaelene%27s%20Gourmet%20Granola&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Path&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Naughty%20but%20Nice&cat=Cereal
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ABC&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=AFC&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Annabella&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Apple%20Mountain&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Archer%20Farms&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arico&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arizona%20Gold&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Auntie%20Ono%20%28Hawaii%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avanza%20Supermarket&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baba%20Joon%27s%20Chocolate%20Chewies&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baker%20Jo%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baker%20Jo%27s%20Peanut%20Butter&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baker%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=BakerSource&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%20Poop&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%20Scat&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Choice&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Choice%20%28AWG%29&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blains%20Farm%20%26%20Fleet&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blanton%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Botticelli&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Brach%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Brown%20%26%20Haley&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Buffalo%20Chips&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cable%20Car&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Camp%20Masters&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Candy%20Place&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s%20General%20Store&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cherry%20Hill%20Supremes&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cherrydale%20Farms&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Chicken%20Coop%20Poop&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Chopanpea&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Choxie&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Coblentz%20Chocolate%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country%20Life%20Natural%20Foods&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cow%20Patties&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cow%20Pies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Crew%20Rations&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dazzling%20Delicacies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Deer%20Droppings&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Diabeteze&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Diabetic%20Emporium&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Diabetone%20gluco&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dillon%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dino%20Eggs&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dr%2E%20Smoothie&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dutch%20Valley&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=EARTH%20FARE&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eagle%20Premium&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eagle%20Premium%20%28Amcon%29&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eillien%27s%20Candies%20Inc%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Euphoria&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Every%20Day%27s%20A%20Party&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fannie%20May&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Farley%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Felix%20%26%20Oscar&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fish%20Eggs&cat=Candy
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Best Brands Corp.  

Best Maid  

Block & Barrel  

Blue Heron Bakery  

Blue Ribbon  

Boston Cookies  

Breadfarm  

CAMDEN CREEK  

Camden Creek  

Christie Cookie  

City Market  

Classic Bake `n' Serve  

Classic Breaks  

Cookie Machine  

Cougar Mountain  

Cub Foods  

Delphina's Bakery  

Devonshire  

Dillons  

Dough-to-Go  

Dough-to-Go (California)  

Econofoods (Excluding Wisconsin stores 

in Sturgeon Bay, Clintonville, Marquette, 

Holton and Iron Mountain)  

Erin Baker's  

Evening Rise  

Family Fresh Market  

Family Thrift Center  

Famous Amos  

Food 4 Less  

Food Bonanza  

Food Lion Bake Shop  

Foods Co.  

Frankly Natural Bakers  

Fred Meyer  

Fry's  

Gerbes  

Gigi's  

Glutenfreeda's  

Gourmet Cookie Dough  

Gourmet Cookie Dough JT Ent  

Grandessa  

Hilander  

Hy-Vee  

Food Club  

Food Lion  

Fortune Fundraising  

Fresh Pick's Meat & Produce  

Fresh&Easy  

Fritzie Fresh  

Funway  

GFS  

GKI  

Gayle's Chocolates  

Germack  

Giambri  

Gold Emblem  

Goo Goo  

Gurley's  

Haddington Farms  

Hadley's Fruit Orchards  

Hallmark  

Harry and David  

Harvest Fresh Market  

Hawk's Lair Inc.  

Heart and Soul Candies  

Heavenly Candy's  

Here's Howe  

Hiller's  

Holiday Stationstores, Inc.  

Hy-Vee  

HyVee  

JL Manufacturing  

Jelly Belly  

Johnny Pomodoro's  

Karma  

Kerry Ingredients & Flavours  

Kilwin's  

Kings  

Koeze Company  

Koppers  

Koppers Chocolate  

L & L Food Centers  

Landies  

Landmark  

Laura Lynn (Ingles)  

Lehi Valley Trading Company  

Lizard Eggs  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Brands%20Corp%2E&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Maid&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Block%20%26%20Barrel&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Heron%20Bakery&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Ribbon&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Boston%20Cookies&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breadfarm&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=CAMDEN%20CREEK&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Camden%20Creek&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Christie%20Cookie&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=City%20Market&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Classic%20Bake%20%60n%27%20Serve&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Classic%20Breaks&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cookie%20Machine&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cougar%20Mountain&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cub%20Foods&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Delphina%27s%20Bakery&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Devonshire&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dillons&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dough%2Dto%2DGo&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dough%2Dto%2DGo%20%28California%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Erin%20Baker%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Evening%20Rise&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Fresh%20Market&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Thrift%20Center&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Famous%20Amos&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%204%20Less&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Bonanza&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Lion%20Bake%20Shop&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Foods%20Co%2E&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Frankly%20Natural%20Bakers&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fred%20Meyer&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fry%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gerbes&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gigi%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Glutenfreeda%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gourmet%20Cookie%20Dough&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gourmet%20Cookie%20Dough%20JT%20Ent&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grandessa&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hilander&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hy%2DVee&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Club&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Lion&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fortune%20Fundraising&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%20Pick%27s%20Meat%20%26%20Produce&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%26Easy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fritzie%20Fresh&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Funway&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GFS&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GKI&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gayle%27s%20Chocolates&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Germack&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Giambri&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gold%20Emblem&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Goo%20Goo&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gurley%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Haddington%20Farms&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hadley%27s%20Fruit%20Orchards&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hallmark&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Harry%20and%20David&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Harvest%20Fresh%20Market&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hawk%27s%20Lair%20Inc%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Heart%20and%20Soul%20Candies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Heavenly%20Candy%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Here%27s%20Howe&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hiller%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Holiday%20Stationstores%2C%20Inc%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hy%2DVee&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=HyVee&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=JL%20Manufacturing&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jelly%20Belly&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Johnny%20Pomodoro%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Karma&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kerry%20Ingredients%20%26%20Flavours&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kilwin%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kings&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Koeze%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Koppers&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Koppers%20Chocolate&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=L%20%26%20L%20Food%20Centers&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Landies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Landmark&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Laura%20Lynn%20%28Ingles%29&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lehi%20Valley%20Trading%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lizard%20Eggs&cat=Candy
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Innisbrook  

Jana's  

Jane Dough's (Washington, Nevada and 

Arizona)  

Jay C  

Jimmy's Cookies  

Keebler  

King Soopers  

Kroger  

Lisa's Favorites  

Little Lambs  

Lofthouse  

Mrs. GoodCookie  

O To Go  

One Smart Cookie  

Ovens of Ashley  

Owen's  

Parco Foods Chuck's Chunky  

Parker  

Pastries Plus  

Pay Less  

Pick'n Save (Ohio stores in Van Wert and 

Ironton only)  

Prairie Market  

QFC  

QSP  

READI-BAKE  

Ralphs  

Red Apple  

Red Wheel Fundraising  

Sam's Choice  

School Kine Cookies  

Scott's  

Smith's  

SunMart Foods  

Sweet Life  

Sweet Sisters  

Trader Joe's  

Tri-O-Plex  

Uncle Eddies Vegan  

WalMart Bakery  

Wegmans  

Wholesale Food Outlet  

Madelaine  

Marich  

Marketplace  

Maxfield  

Meijer  

Mills Fleet Farm  

Monster Eggs  

Moose Droppings  

Mr. Chocolate  

NATURALLY PREFERRED  

Nassau Candy  

Nature's Candy  

Natures World Delights  

Nut Bar Candy Shoppe  

Oakridge Family Food Centers  

Old Fashion Candy Company  

Olsen's Piggly Wiggly  

Omaha Steaks  

Osprey Poop  

Palmer Candy  

Palmer Peg  

Palmer Selects  

Pear's Gourmet  

Pecan Deluxe Candy Company  

Penhurst Candy Co.  

Plum Markets  

Prairie Dog Pebbles  

Premier Packing Company  

Primrose  

Private Labeled or Family Choice  

Rain Creek Baking Company  

Rain Creek Baking Corporation  

Rite Aid  

Rodhe's IGA Marketplace  

S & S Candies  

SPARTAN  

SRF  

SUNRIDGE  

Sathers  

Sconza  

Sconza Candy  

Sentry Food  

Shurfine  

Shurfine - Western Family  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Innisbrook&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jana%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jane%20Dough%27s%20%28Washington%2C%20Nevada%20and%20Arizona%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jane%20Dough%27s%20%28Washington%2C%20Nevada%20and%20Arizona%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jay%20C&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jimmy%27s%20Cookies&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Keebler&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=King%20Soopers&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kroger&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lisa%27s%20Favorites&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Little%20Lambs&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lofthouse&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mrs%2E%20GoodCookie&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=O%20To%20Go&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=One%20Smart%20Cookie&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ovens%20of%20Ashley&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Owen%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Parco%20Foods%20Chuck%27s%20Chunky&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Parker&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pastries%20Plus&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pay%20Less&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Market&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=QFC&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=QSP&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=READI%2DBAKE&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ralphs&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Red%20Apple&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Red%20Wheel%20Fundraising&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sam%27s%20Choice&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=School%20Kine%20Cookies&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Scott%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Smith%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunMart%20Foods&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Life&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Sisters&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trader%20Joe%27s&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tri%2DO%2DPlex&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Uncle%20Eddies%20Vegan&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WalMart%20Bakery&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wegmans&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wholesale%20Food%20Outlet&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Madelaine&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marich&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marketplace&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Maxfield&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meijer&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mills%20Fleet%20Farm&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Monster%20Eggs&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Moose%20Droppings&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mr%2E%20Chocolate&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NATURALLY%20PREFERRED&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nassau%20Candy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Candy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Natures%20World%20Delights&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nut%20Bar%20Candy%20Shoppe&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Oakridge%20Family%20Food%20Centers&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Old%20Fashion%20Candy%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Olsen%27s%20Piggly%20Wiggly&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Omaha%20Steaks&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Osprey%20Poop&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Palmer%20Candy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Palmer%20Peg&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Palmer%20Selects&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pear%27s%20Gourmet&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pecan%20Deluxe%20Candy%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Penhurst%20Candy%20Co%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Plum%20Markets&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Dog%20Pebbles&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Premier%20Packing%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Primrose&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Private%20Labeled%20or%20Family%20Choice&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rain%20Creek%20Baking%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rain%20Creek%20Baking%20Corporation&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rite%20Aid&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rodhe%27s%C2%A0IGA%20Marketplace&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=S%20%26%20S%20Candies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SPARTAN&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SRF&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SUNRIDGE&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sathers&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sconza&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sconza%20Candy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sentry%20Food&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfine&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfine%20%2D%20Western%20Family&cat=Candy
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ZAP  

Cracker Product Recalls 

Austin Quality Foods  

Cambridge  

Keebler  

Little Debbie  

Meijer  

ShopRite  

Weis Quality  

Fruit and Vegetable Product Recalls 

Eating Right  

H-E-Buddy  

Nutty Nanners  

Ready Pac Cool Cuts  

Trader Joe's  

Ice Cream Product Recalls 

#216 Schwan's  

Aldi Sundae Shoppe  

America's Choice  

Artic Classic  

Artic Star  

Baldwin  

Belfonte  

Best Choice  

Big Y  

Bindi North America  

Bliss Brothers Dairy  

Blue Bunny  

Blue Bunny Personals  

Bon  

Braum's  

Breyers Tin Roof Sundae  

Breyers Tin Roof Sundae ice cream  

Brigham  

Broughton  

Buck's  

Byrne Dairy  

California Dream  

Carnival  

Shurfine-Western Family  

Shurfresh  

Silver Lake  

Simply Enjoy  

Sinbad  

SinbadSweets.com  

Something Better Natural Foods  

South Bend Chocolate Company  

Southern Home  

Southern Homes  

Spartan  

Spartan Stores  

Star Kay White Inc.  

Stuckey's  

Sunbird Snacks  

Sunny Select  

Superior  

Sweet Factory  

Taufelen Candy Co.  

The Candy Lady  

The Foreign Candy Co.  

The Kidz Kompany  

The Peanut Shop  

Theo  

Torn Ranch  

Tree of Life  

Ultimate Confections  

Ultimate Nut & Candy Co.  

Valu Time  

Wal-Mart  

Wal-Mart Label  

Walgreens  

Wegmans Swiss Recipe  

Werner  

Wilson Candies  

WinCo Foods bins  

Zachary  

Peanut Product Recalls 

"Nut Hut" Kiosks  

AMSTERDAM GOURMET  

Abercrombie USA Grown  

Allnuts  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ZAP&cat=Cookie
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Austin%20Quality%20Foods&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cambridge&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Keebler&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Little%20Debbie&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meijer&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ShopRite&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Weis%20Quality&cat=Cracker
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eating%20Right&cat=Fruit%20and%20Vegetable
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=H%2DE%2DBuddy&cat=Fruit%20and%20Vegetable
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nutty%20Nanners&cat=Fruit%20and%20Vegetable
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ready%20Pac%20Cool%20Cuts&cat=Fruit%20and%20Vegetable
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trader%20Joe%27s&cat=Fruit%20and%20Vegetable
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=%23216%20Schwan%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Aldi%20Sundae%20Shoppe&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=America%27s%20Choice&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Artic%20Classic&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Artic%20Star&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baldwin&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Belfonte&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Choice&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Big%20Y&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bindi%20North%20America&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bliss%20Brothers%20Dairy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Bunny&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Bunny%20Personals&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bon&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Braum%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breyers%20Tin%20Roof%20Sundae&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breyers%20Tin%20Roof%20Sundae%20ice%20cream&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Brigham&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Broughton&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Buck%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Byrne%20Dairy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=California%20Dream&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Carnival&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfine%2DWestern%20Family&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfresh&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Silver%20Lake&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Simply%20Enjoy&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sinbad&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SinbadSweets%2Ecom&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Something%20Better%20Natural%20Foods&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=South%20Bend%20Chocolate%20Company&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Southern%20Home&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Southern%20Homes&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Spartan&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Spartan%20Stores&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Star%20Kay%20White%20Inc%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stuckey%27s&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunbird%20Snacks&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunny%20Select&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Superior&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Factory&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Taufelen%20Candy%20Co%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Candy%20Lady&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Foreign%20Candy%20Co%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Kidz%20Kompany&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Peanut%20Shop&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Theo&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Torn%20Ranch&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tree%20of%20Life&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ultimate%20Confections&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ultimate%20Nut%20%26%20Candy%20Co%2E&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Valu%20Time&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wal%2DMart&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wal%2DMart%20Label&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Walgreens&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wegmans%20Swiss%20Recipe&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Werner&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wilson%20Candies&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WinCo%20Foods%20bins&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Zachary&cat=Candy
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=%22Nut%20Hut%22%20Kiosks&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=AMSTERDAM%20GOURMET&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Abercrombie%20USA%20Grown&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allnuts&cat=Peanut
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Central Dairy  

Component  

Country  

Country Classic  

Country Delight  

Creamy Creations  

Cub  

Cub Foods  

Cumberland Farms  

DeConna  

DeLuxe  

Deluxe  

Dolly Madison  

Dynamic Duos  

Econo  

Family Pak  

Fastco  

Fat Boy  

Flav-O-Rich  

Flav-o-rite  

Flavorite  

Food City  

Food Club  

Frederick Farms  

Galliker  

Garber's  

Giant  

Giant Eagle  

Grande  

Great Value  

Greens  

Hagan  

Hannaford Denali  

Hershey's  

High's  

Hiland  

Hill Country Fare  

Hood  

House of Flavors  

Hudsonville Creamery and Ice Cream Co.  

Humboldt Creamery  

Hy-Top  

Hy-Vee  

IGA  

Always Save  

American Almond  

Anna's Pantry  

Arco Nut & Candy  

Ass Kickin'  

Aurora Natural  

Austinuts  

Avon Cider Mill  

B & B Fruit Stand  

Bad Byron's  

Baldwin County  

Banana Moon  

Barefoot General Store  

Barnyard Produce  

Baskets Etc.  

Battleview Orchard  

Bayhill Accents, LTD.  

Bayview Shop  

Best Choice  

Blains  

Blains Farm & Fleet  

Bloomers Flower Shop  

Bo'tes Imports  

Borzynski Farm  

Braswell Food Company  

Briarpatch on 34, LLC  

Brine's Market, LLC  

Brookside Restaurant  

Bucciarelli Farm  

Burke Garden Center  

Bushnell Farms  

C&K Market, Inc.  

Calabash Nautical Gifts  

Callahan's General Store  

Candies Tolteca Co. Mexican 

Candies  

Casey's  

Casey's General Store  

Celebrate Maryland  

Celebrate Redlands  

Centrella  

Chop Shop  

Church Street Market  

Clark's Nutrition Natural Foods 

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Central%20Dairy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Component&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country%20Classic&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country%20Delight&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Creamy%20Creations&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cub&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cub%20Foods&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cumberland%20Farms&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=DeConna&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=DeLuxe&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Deluxe&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dolly%20Madison&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dynamic%20Duos&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econo&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Pak&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fastco&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fat%20Boy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Flav%2DO%2DRich&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Flav%2Do%2Drite&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Flavorite&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20City&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Club&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Frederick%20Farms&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Galliker&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Garber%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Giant&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Giant%20Eagle&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grande&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Great%20Value&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Greens&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hagan&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hannaford%20Denali&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hershey%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=High%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hiland&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hill%20Country%20Fare&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hood&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=House%20of%20Flavors&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hudsonville%20Creamery%20and%20Ice%20Cream%20Co%2E&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Humboldt%20Creamery&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hy%2DTop&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hy%2DVee&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=IGA&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Always%20Save&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=American%20Almond&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Anna%27s%20Pantry&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arco%20Nut%20%26%20Candy&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ass%20Kickin%27&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Aurora%20Natural&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Austinuts&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avon%20Cider%20Mill&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=B%20%26%20B%20Fruit%20Stand&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bad%20Byron%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baldwin%20County&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Banana%20Moon&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Barefoot%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Barnyard%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Baskets%20Etc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Battleview%20Orchard&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bayhill%20Accents%2C%20LTD%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bayview%20Shop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Choice&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blains&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blains%20Farm%20%26%20Fleet&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bloomers%20Flower%20Shop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bo%27tes%20Imports&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Borzynski%20Farm&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Braswell%20Food%20Company&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Briarpatch%20on%2034%2C%20LLC&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Brine%27s%20Market%2C%20LLC&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Brookside%20Restaurant&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bucciarelli%20Farm&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Burke%20Garden%20Center&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bushnell%20Farms&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=C%26K%20Market%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Calabash%20Nautical%20Gifts&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Callahan%27s%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Candies%20Tolteca%20Co%2E%20Mexican%20Candies&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Candies%20Tolteca%20Co%2E%20Mexican%20Candies&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Celebrate%20Maryland&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Celebrate%20Redlands&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Centrella&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Chop%20Shop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Church%20Street%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Clark%27s%20Nutrition%20Natural%20Foods%20Market&cat=Peanut
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Ice Cream  

Ice Girl  

JJ Lawson  

Jewel  

Kay's  

Kemps  

Key Food  

Krasdale  

Lowes  

Luvel  

Market Basket  

Market Pantry  

Meadow Gold Herd  

Megaroons  

Meijer  

Meijer's  

Nestle  

North Star  

Old Fashioned  

Old Recipe  

Our Family  

Pathmark  

Perry's  

Pierre's  

Piggly Wiggly  

Price Chopper  

Pricerite  

Private Selection  

Publix  

Purity  

QC  

Redners  

Rich Products Corporation  

Rich's  

Richfood  

River Valley  

Roundy's  

Ruggles  

Shamrock Farms  

Shop 'n Save  

Shoprite  

Shurfine  

Shurfresh  

Southern Belle  

Market  

Community Co-op  

Confederate Cemetery Board  

Cook's Shoppe  

Corinna's Country House  

Country Aire  

Cumby's Snacks  

DUREY LIBBY  

Davis Lewis Orchards  

Davis Produce  

Dean's Market  

Di's Antiques Old Stuff  

Dick & Jane's Farm  

Dingman's Dairy  

Doin' The Charleston  

Donna's #6 Produce  

Driskell's Foods  

E & S Sales  

EARTH FARE  

Eagle Premium  

Econo Pac  

Eillien's  

Farmer's Market  

Fazenda  

Fillet & Vine  

First Choice  

Fool On The Hill  

Ford Flower  

Franklin's General Store  

Fresh Approach  

From The Heart, LLC  

GA Association of Educators  

GCB Partners DBA All Sauced 

Up  

Galena Canning  

Gel Spice Co.  

Gelson's Finest  

Georgia Peanuts  

Gimbels Of Main  

Glory Bee Foods  

GloryBee Foods, Inc.  

Gordon County Farm Bureau  

Grand Rapids Popcorn  

Granville Cheese Inc.  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ice%20Cream&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ice%20Girl&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=JJ%20Lawson&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jewel&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kay%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kemps&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Key%20Food&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Krasdale&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lowes&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Luvel&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Basket&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Pantry&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meadow%20Gold%20Herd&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Megaroons&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meijer&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meijer%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nestle&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=North%20Star&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Old%20Fashioned&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Old%20Recipe&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Our%20Family&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pathmark&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Perry%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pierre%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Piggly%20Wiggly&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Price%20Chopper&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pricerite&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Private%20Selection&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Publix&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Purity&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=QC&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Redners&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rich%20Products%20Corporation&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rich%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Richfood&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=River%20Valley&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Roundy%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ruggles&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shamrock%20Farms&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shop%20%27n%20Save&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shoprite&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfine&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfresh&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Southern%20Belle&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Community%20Co%2Dop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Confederate%20Cemetery%20Board&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cook%27s%20Shoppe&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Corinna%27s%20Country%20House&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country%20Aire&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cumby%27s%20Snacks&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=DUREY%20LIBBY&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Davis%20Lewis%20Orchards&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Davis%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dean%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Di%27s%20Antiques%20Old%20Stuff&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dick%20%26%20Jane%27s%20Farm&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dingman%27s%20Dairy&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Doin%27%20The%20Charleston&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Donna%27s%20%236%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Driskell%27s%20Foods&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=E%20%26%20S%20Sales&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=EARTH%20FARE&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eagle%20Premium&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econo%20Pac&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eillien%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Farmer%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fazenda&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fillet%20%26%20Vine&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=First%20Choice&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fool%20On%20The%20Hill&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ford%20Flower&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Franklin%27s%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%20Approach&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=From%20The%20Heart%2C%20LLC&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GA%20Association%20of%20Educators&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GCB%20Partners%20DBA%20All%20Sauced%20Up&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GCB%20Partners%20DBA%20All%20Sauced%20Up&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Galena%20Canning&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gel%20Spice%20Co%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gelson%27s%20Finest&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Georgia%20Peanuts&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gimbels%20Of%20Main&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Glory%20Bee%20Foods&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GloryBee%20Foods%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gordon%20County%20Farm%20Bureau&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grand%20Rapids%20Popcorn&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Granville%20Cheese%20Inc%2E&cat=Peanut
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Southern Home  

Stater Bros  

Stewart's Shops  

Stop & Shop  

Sundae Shoppe  

Super A Nut  

Supreme Indulgence  

Sysco  

Tops  

Trauth  

Turkey Hill Dairy  

Turner  

Uncle Buck's  

United Dairy  

Valu Time  

Velvet  

Velvet Olde Mill  

Wegmans  

Weis  

Weis Quality  

Welsh Farms  

Western Family  

White Rose  

Wilcoxson's  

Winn Dixie  

Wonder Ice Cream  

World Classic Trading Company  

Yarnell's  

Peanut Butter Product Recalls 

"Nut Hut" Kiosks  

Allann Bros Coffee  

American Almond  

Andronico's  

Bear Naked  

Blue Heron Bakery  

Breadfarm  

Bulk Commodity  

Cornucopia  

Fresh Direct  

GRANDE GOURMET  

Glory Bee Foods  

King Nut  

Graul's Market  

Greene County Farm Bureau  

Grillmaster SGT  

Grower's Outlet  

HERSHEY IMPORT COMPANY  

Hadley's Fruit Orchards  

Hahn's Market  

Happy Cow Creamery  

Herman's Nut House  

Hialeah Products, New Urban 

Farms, Epicure Market, Stiles 

Market, Gardners Market, Baileys 

General Store, Hales Grove River 

Market, The Sandy Butler, 

Carmines Market, Joannas 

Marketplace, Crown Wine & 

Spirits, Florida Snacks, Rosen 

Plaza Hotel, Rosen Shingle Creek, 

Grapevine Gourmet, Perricones 

Marketplace, Kastners, 

Salamander Market, Oh Nuts,  

Mazzaro Market, Portofino 

Market, Portofino Winebank, 

Artdeco Market, Diamond Café & 

Market, Surfmed, Sunharvest 

Snacks, Healthy State of Mind, 

Fisher Island, Golden Cockatoo, 

Kosher Marketplace  

Highland  

Hilltop Produce  

Huck's General Store  

Huffman's Market  

In-Room Plus  

Ingleside Plantation  

J & K Gnatt DBA Willis Produce  

Jack In The Beanstalk  

Jackson County Farm Bureau  

Jacob's Market, Inc.  

Jane's Expressions  

Janssen's Market  

Jefferson General Store  

Jekyll Books  

Jensen's Finest Foods  

Kern Valley Produce  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Southern%20Home&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stater%20Bros&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stewart%27s%20Shops&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stop%20%26%20Shop&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sundae%20Shoppe&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Super%20A%20Nut&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Supreme%20Indulgence&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sysco&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tops&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trauth&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Turkey%20Hill%20Dairy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Turner&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Uncle%20Buck%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=United%20Dairy&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Valu%20Time&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Velvet&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Velvet%20Olde%20Mill&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wegmans&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Weis&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Weis%20Quality&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Welsh%20Farms&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Western%20Family&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=White%20Rose&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wilcoxson%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Winn%20Dixie&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wonder%20Ice%20Cream&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=World%20Classic%20Trading%20Company&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Yarnell%27s&cat=Ice%20Cream
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=%22Nut%20Hut%22%20Kiosks&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=American%20Almond&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Andronico%27s&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%20Naked&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Heron%20Bakery&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breadfarm&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bulk%20Commodity&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cornucopia&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%20Direct&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GRANDE%20GOURMET&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Glory%20Bee%20Foods&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=King%20Nut&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Graul%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Greene%20County%20Farm%20Bureau&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grillmaster%20SGT&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grower%27s%20Outlet&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=HERSHEY%20IMPORT%20COMPANY&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hadley%27s%20Fruit%20Orchards&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hahn%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Happy%20Cow%20Creamery&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Herman%27s%20Nut%20House&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Highland&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hilltop%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Huck%27s%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Huffman%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=In%2DRoom%20Plus&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ingleside%20Plantation&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=J%20%26%20K%20Gnatt%20DBA%20Willis%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jack%20In%20The%20Beanstalk&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jackson%20County%20Farm%20Bureau&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jacob%27s%20Market%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jane%27s%20Expressions&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Janssen%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jefferson%20General%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jekyll%20Books&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jensen%27s%20Finest%20Foods&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kern%20Valley%20Produce&cat=Peanut
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LUCKY  

Lamb's Market  

New Seasons  

POCO PAC  

Parnell's Pride  

Peanut Corporation of America or 

Parnell's Pride  

SUNRIDGE  

Sherm's  

Town & Country  

Ultimate Nut & Candy Co.  

Unbranded for further distribution  

Vitamin Cottage  

Whole Foods  

WinCo Foods  

Peanut Paste Product Recalls 

Peanut Corporation of America or 

Parnell's Pride  

Pet Food Product Recalls 

Aggieville USA, Mountain Grove, MO  

Alaska Canine Cookies  

American Health Kennels, Inc.  

American Nutrition, Inc.  

Breadfarm  

Carolina Prime  

Carolina Prime Pet  

Farm Style  

Grreat Choice  

Happy Tails  

Healthy Hide  

Healthy-hide Deli-wrap  

Hill Country Fare  

Integrity  

Mill Creek  

Morning Melodies  

Morning Song  

Next Gen Pet Products  

Northwest Royal  

Premium  

Royal Wing  

Key Foods Private Label  

Kiefer Co. DBA Souvenir Village  

Kitty Clover  

Kruse Farms Market  

L.H Webb & Son Market, Inc.  

Laxmi  

Lazy Gator  

Lehi Valley Trading Company  

Lewis Jones Food Market  

Lian How  

Lindy's Downtown Market  

Lloyd's Florist  

Locust Grove Smoke House  

Love From Minnesota  

Lunds and Byerly's  

M & M Produce, Inc.  

Maeco Foods  

Main Course  

Mama Mellace's  

Marbella Farmers Market  

Marietta Museum Of History  

Market Mixture, LLC  

Market Pantry  

Markets of Meijer  

Marlow  

Marshall Pottery  

Meijer  

Mills Fleet Farm  

Murphree's Fruit & Vegetables  

My Butcher & More C/O Meat  

Nanny's Country Barn  

Nassau Candy  

Nature's Promise  

New Century Snacks  

North Shore Fruit Basket  

Nugget  

Nuts For You  

Oglethorpe County Farm Bureau  

Olde Home Place Shop  

Osage's  

Otto's Produce Market  

Owl N' Things  

PIC-A-NUT  

Parnell's Pride  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=LUCKY&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lamb%27s%20Market&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=New%20Seasons&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=POCO%20PAC&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Parnell%27s%20Pride&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SUNRIDGE&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sherm%27s&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Town%20%26%20Country&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ultimate%20Nut%20%26%20Candy%20Co%2E&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Unbranded%20for%20further%20distribution&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Vitamin%20Cottage&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Whole%20Foods&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WinCo%20Foods&cat=Peanut%20Butter
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut%20Paste
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut%20Paste
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Aggieville%20USA%2C%20Mountain%20Grove%2C%20MO&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Alaska%20Canine%20Cookies&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=American%20Health%20Kennels%2C%20Inc%2E&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=American%20Nutrition%2C%20Inc%2E&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breadfarm&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Carolina%20Prime&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Carolina%20Prime%20Pet&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Farm%20Style&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grreat%20Choice&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Happy%20Tails&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Healthy%20Hide&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Healthy%2Dhide%20Deli%2Dwrap&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hill%20Country%20Fare&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Integrity&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mill%20Creek&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Morning%20Melodies&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Morning%20Song&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Next%20Gen%20Pet%20Products&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Northwest%20Royal&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Premium&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Royal%20Wing&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Key%20Foods%20Private%20Label&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kiefer%20Co%2E%20DBA%20Souvenir%20Village&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kitty%20Clover&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kruse%20Farms%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=L%2EH%20Webb%20%26%20Son%20Market%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Laxmi&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lazy%20Gator&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lehi%20Valley%20Trading%20Company&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lewis%20Jones%20Food%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lian%20How&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lindy%27s%20Downtown%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lloyd%27s%20Florist&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Locust%20Grove%20Smoke%20House&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Love%20From%20Minnesota&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lunds%20and%20Byerly%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=M%20%26%20M%20Produce%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Maeco%20Foods&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Main%20Course&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mama%20Mellace%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marbella%20Farmers%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marietta%20Museum%20Of%20History&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Mixture%2C%20LLC&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Pantry&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Markets%20of%20Meijer&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marlow&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marshall%20Pottery&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meijer&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mills%20Fleet%20Farm&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Murphree%27s%20Fruit%20%26%20Vegetables&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=My%20Butcher%20%26%20More%20C%2FO%20Meat&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nanny%27s%20Country%20Barn&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nassau%20Candy&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Promise&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=New%20Century%20Snacks&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=North%20Shore%20Fruit%20Basket&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nugget&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nuts%20For%20You&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Oglethorpe%20County%20Farm%20Bureau&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Olde%20Home%20Place%20Shop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Osage%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Otto%27s%20Produce%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Owl%20N%27%20Things&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=PIC%2DA%2DNUT&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Parnell%27s%20Pride&cat=Peanut
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Salix  

Scotts  

Shoppers Valu  

Springfield Prize  

Vita Bone Flavors  

Vita Snacks  

Western Family Biscuits  

Western Trade Group, Inc.  

Yeaster  

Pre-Packaged Meals Product Recalls 

Allann Bros Coffee  

Dinners Ready  

Ethnic Gourmet  

Follow Your Heart  

Fresh Direct  

Gluten Free Café  

Market of Choice  

Meal BREAKS  

Red Cloud Food Service  

Reser's  

Sure-Pak  

The Traditions  

Trader Joe's  

Trader Ming's  

Snack Bar Product Recalls 

10th Tee  

11th Tee  

Advantage  

All Natural Mega Protein  

Allann Bros Coffee  

Arbonne  

Archer Farms  

Arico  

Attain  

Avanza Supermarket  

Balance  

Bartons Confectioners  

Beneficial Foods  

Betty Lou's  

Breadfarm  

Past Times Inc.  

Peaches Fruit & Produce  

Peanut Corporation of America  

Peanut Corporation of America or 

Parnell's Pride  

Pearl Country Store  

Peoples Flower Shop  

Persnickety LLC  

Piggly Wiggly  

Plantation Shoppe  

Poplar Grove Plantation  

Premier Packing Company  

Primrose  

Prissy's  

R.J.'s Steakery  

Ramapo Ridge Private Label  

Red Eagle  

Reggie's  

Reid's Orchard  

Robinson Crusoe  

Rombach Farms  

Root Farms  

SNACK SHACK  

SUNRIDGE  

SYSCO Classic  

Safeway's "Nut Hut" Kiosk  

Sea Treasures  

Seasons In The Sun  

Sheridan Fruit Company, Inc.  

Sherm's  

Skinner's  

Slater's Great American  

Smart Nutrition  

Snack Naturally  

Snackerz  

Southern Museum Of Civil War  

Stapleton  

Stein Mart  

Stoller Fisheries/OKOBOJI  

Stony Point Apiaries  

SunRidge Farms  

Sunbird Snacks  

Sunset Orchard  

Supreme Choice  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Salix&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Scotts&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shoppers%20Valu&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Springfield%20Prize&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Vita%20Bone%20Flavors&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Vita%20Snacks&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Western%20Family%20Biscuits&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Western%20Trade%20Group%2C%20Inc%2E&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Yeaster&cat=Pet%20Food
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dinners%20Ready&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ethnic%20Gourmet&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Follow%20Your%20Heart&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%20Direct&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gluten%20Free%20Caf%C3%A9&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20of%20Choice&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Meal%20BREAKS&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Red%20Cloud%20Food%20Service&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Reser%27s&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sure%2DPak&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Traditions&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trader%20Joe%27s&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trader%20Ming%27s&cat=Pre%2DPackaged%20Meals
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=10th%20Tee&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=11th%20Tee&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Advantage&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=All%20Natural%20Mega%20Protein&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Allann%20Bros%20Coffee&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arbonne&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Archer%20Farms&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arico&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Attain&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avanza%20Supermarket&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Balance&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bartons%20Confectioners&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Beneficial%20Foods&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Betty%20Lou%27s&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Breadfarm&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Past%20Times%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peaches%20Fruit%20%26%20Produce&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peanut%20Corporation%20of%20America%20or%20Parnell%27s%20Pride&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pearl%20Country%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Peoples%20Flower%20Shop&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Persnickety%20LLC&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Piggly%20Wiggly&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Plantation%20Shoppe&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Poplar%20Grove%20Plantation&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Premier%20Packing%20Company&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Primrose&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prissy%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=R%2EJ%2E%27s%20Steakery&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ramapo%20Ridge%20Private%20Label&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Red%20Eagle&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Reggie%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Reid%27s%20Orchard&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Robinson%20Crusoe&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rombach%20Farms&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Root%20Farms&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SNACK%20SHACK&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SUNRIDGE&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SYSCO%20Classic&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Safeway%27s%20%22Nut%20Hut%22%20Kiosk&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sea%20Treasures&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Seasons%20In%20The%20Sun&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sheridan%20Fruit%20Company%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sherm%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Skinner%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Slater%27s%20Great%20American&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Smart%20Nutrition&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Snack%20Naturally&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Snackerz&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Southern%20Museum%20Of%20Civil%20War&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stapleton&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stein%20Mart&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stoller%20Fisheries%2FOKOBOJI&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stony%20Point%20Apiaries&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunRidge%20Farms&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunbird%20Snacks&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunset%20Orchard&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Supreme%20Choice&cat=Peanut
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CAN DO KID  

CLIF BAR  

Can Do Kid  

Cascadian Farm  

Champions  

Cherrydale Farms  

Complete Life  

Day Break  

Delphina's Bakery  

Detour  

Detour Biker  

Detour Core Strength  

Detour Runner  

Dr. Melina  

Dr. Smoothie  

EB Performance  

Econofoods (Excluding Wisconsin stores 

in Sturgeon Bay, Clintonville, Marquette, 

Holton and Iron Mountain)  

Endulge  

Evening Rise  

Family Fresh Market  

Family Thrift Center  

Food Bonanza  

Fresh&Easy  

GNC Triflex  

Genisoy  

Glucerna  

Health Valley  

Honest Foods  

Isagenix  

Isagenix IsaLean  

JamFrakas  

Jay Robb  

Jenny's Cuisine  

Jenny's Delites  

Karma  

Kashi TLC  

LUNA  

LÄRABAR  

MLO BIO PROTEIN BARS  

MLO XTREME PROTEIN BARS  

MOJO  

Market Pantry  

Susie's Bake Shoppe  

Texas Best III Travel Plaza  

Texas Star Nut & Food Company  

Texas Store  

The Alps  

Thrifty Nut  

Torn & Glasser  

Toucan Market  

Town & Country  

Trax Farms Market  

Tropical Nut and Fruit  

Tropical Nuts  

Valued Naturals  

Vella Farms  

WEST BANK GOURMET  

WOODSTOCK FARMS  

Walker County Farm Bureau  

Walt's Market  

Ward's SuperMarket  

Wellington Farm Market  

Werner  

Whaley's Market, Inc.  

Whole Foods Market  

William Harris Homestead  

WinCo Foods  

Ya'lls Texas Store  

Yoke's  

Your Gifted Basket, Inc  

Snack and Snack Mix Product 

Recalls 

A Southern Season Private Label  

ACME  

ALDI  

Acme  

Albertsons  

Anna's Pantry  

Arroyo Seco  

Aunt Patty's  

Aurora Natural  

Austinuts  

Avanza Supermarket  

BRIDGEHAMPTON GORP  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=CAN%20DO%20KID&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=CLIF%20BAR&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Can%20Do%20Kid&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cascadian%20Farm&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Champions&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cherrydale%20Farms&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Complete%20Life&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Day%20Break&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Delphina%27s%20Bakery&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Detour&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Detour%20Biker&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Detour%20Core%20Strength&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Detour%20Runner&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dr%2E%20Melina&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dr%2E%20Smoothie&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=EB%20Performance&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Endulge&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Evening%20Rise&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Fresh%20Market&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Thrift%20Center&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Bonanza&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%26Easy&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GNC%20Triflex&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Genisoy&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Glucerna&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Health%20Valley&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Honest%20Foods&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Isagenix&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Isagenix%20IsaLean&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=JamFrakas&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jay%20Robb&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jenny%27s%20Cuisine&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jenny%27s%20Delites&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Karma&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kashi%20TLC&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=LUNA&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=L%C3%84RABAR&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=MLO%20BIO%20PROTEIN%20BARS&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=MLO%20XTREME%20PROTEIN%20BARS&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=MOJO&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Pantry&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Susie%27s%20Bake%20Shoppe&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Texas%20Best%20III%20Travel%20Plaza&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Texas%20Star%20Nut%20%26%20Food%20Company&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Texas%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Alps&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Thrifty%20Nut&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Torn%20%26%20Glasser&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Toucan%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Town%20%26%20Country&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trax%20Farms%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tropical%20Nut%20and%20Fruit&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tropical%20Nuts&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Valued%20Naturals&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Vella%20Farms&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WEST%20BANK%20GOURMET&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WOODSTOCK%20FARMS&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Walker%20County%20Farm%20Bureau&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Walt%27s%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ward%27s%20SuperMarket&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wellington%20Farm%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Werner&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Whaley%27s%20Market%2C%20Inc%2E&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Whole%20Foods%20Market&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=William%20Harris%20Homestead&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WinCo%20Foods&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ya%27lls%20Texas%20Store&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Yoke%27s&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Your%20Gifted%20Basket%2C%20Inc&cat=Peanut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=A%20Southern%20Season%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ACME&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ALDI&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Acme&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Albertsons&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Anna%27s%20Pantry&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Arroyo%20Seco&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Aunt%20Patty%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Aurora%20Natural&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Austinuts&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Avanza%20Supermarket&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=BRIDGEHAMPTON%20GORP&cat=Snack%20and%20Snack%20Mix
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Met-Rx  

NUTRILITE  

Naturally Preferred  

Nature's Path  

Nature's Plus  

Naughty but Nice  

Nestle  

NutriPals  

NutriSystem  

Nutty Crunchers  

Odwalla  

Odyssey  

Oh Soo Good  

OhYeah!  

Optimum Energy Bars  

Paleybar  

Perfect Weight America  

Pick'n Save (Ohio stores in Van Wert and 

Ironton only)  

Pit bull  

Potent Life  

Prairie Market  

ProFlex15  

ProFlex20  

Promax  

Promax 70  

Promedis  

Rockin' Roll  

Roman Meal  

SOY PROTEIN BARS  

Shaklee  

Slim-Fast MEAL OPTIONS  

Slim-Fast optima  

Special K Protein  

SunMart Foods  

SunRidge  

Supreme Protein  

TITAN  

TWISTED  

Think Thin  

Trader Joe's  

Tri-O-Plex  

Triple Delicious  

WHA GURU CHEW  

Banana Moon  

Bartons Confectioners  

Bear Naked  

Berry Blossom  

Betty Lou's  

Blains Farm & Fleet  

Bloom  

Blue Heron Bakery  

Break-A-Way Canada Private 

Label (Includes Gourmet Line)  

Break-A-Way U.S. Private Label  

Bristol Farms  

Bunny Food  

C&K Market, Inc.  

Café W  

Caribou  

Casey's  

Casey's General Store  

Champion  

Chef Inspired  

Cherrydale Farms  

Clark's Nutrition Natural Foods 

Market  

Country Village Nutrition Shoppe  

Cumby's Snacks  

Cupids Crunch  

Dancing Star  

Davis Lewis Orchards  

Dutch Valley  

EARTH FARE  

EXPRESS SNACKS  

Eagle Premium (Amcon)  

Econofoods (Excluding 

Wisconsin stores in Sturgeon Bay, 

Clintonville, Marquette, Holton 

and Iron Mountain)  

Eillien's  

Erin Baker's  

FOOD LION  

FULL CIRCLE  

Family Fresh Market  

Family Thrift Center  

Farmer's Market  

First Choice  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Met%2DRx&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NUTRILITE&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Naturally%20Preferred&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Path&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Plus&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Naughty%20but%20Nice&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nestle&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NutriPals&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NutriSystem&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nutty%20Crunchers&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Odwalla&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Odyssey&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Oh%20Soo%20Good&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=OhYeah%21&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Optimum%20Energy%20Bars&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Paleybar&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Perfect%20Weight%20America&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pit%20bull&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Potent%20Life&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Market&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ProFlex15&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ProFlex20&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Promax&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Promax%2070&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Promedis&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rockin%27%20Roll&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Roman%20Meal&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SOY%20PROTEIN%20BARS&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shaklee&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Slim%2DFast%20MEAL%20OPTIONS&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Slim%2DFast%20optima&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Special%20K%20Protein&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunMart%20Foods&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunRidge&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Supreme%20Protein&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=TITAN&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=TWISTED&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Think%20Thin&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trader%20Joe%27s&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tri%2DO%2DPlex&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Triple%20Delicious&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WHA%20GURU%20CHEW&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Banana%20Moon&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bartons%20Confectioners&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bear%20Naked&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Berry%20Blossom&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Betty%20Lou%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blains%20Farm%20%26%20Fleet&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bloom&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Blue%20Heron%20Bakery&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Break%2DA%2DWay%20Canada%20Private%20Label%20%28Includes%20Gourmet%20Line%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Break%2DA%2DWay%20Canada%20Private%20Label%20%28Includes%20Gourmet%20Line%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Break%2DA%2DWay%20U%2ES%2E%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bristol%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Bunny%20Food&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=C%26K%20Market%2C%20Inc%2E&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Caf%C3%A9%20W&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Caribou&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Casey%27s%20General%20Store&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Champion&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Chef%20Inspired&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cherrydale%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Clark%27s%20Nutrition%20Natural%20Foods%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Clark%27s%20Nutrition%20Natural%20Foods%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Country%20Village%20Nutrition%20Shoppe&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cumby%27s%20Snacks&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Cupids%20Crunch&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dancing%20Star&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Davis%20Lewis%20Orchards&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Dutch%20Valley&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=EARTH%20FARE&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=EXPRESS%20SNACKS&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eagle%20Premium%20%28Amcon%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Econofoods%20%28Excluding%20Wisconsin%20stores%20in%20Sturgeon%20Bay%2C%20Clintonville%2C%20Marquette%2C%20Holton%20and%20Iron%20Mountain%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eillien%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Erin%20Baker%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=FOOD%20LION&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=FULL%20CIRCLE&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Fresh%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Family%20Thrift%20Center&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Farmer%27s%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=First%20Choice&cat=Snack%20and%20Snack%20Mix
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Wholesale Food Outlet  

Wright's  

XS  

Zone  

ZonePerfect  

fücoPROTEIN  

Topping Product Recalls 

Barefoot Contessa  

Best Choice  

Eillien's Candies  

Fred Meyer  

Herman's Nut House  

Kroger  

PIC-A-NUT  

Ralphs  

Simply Enjoy  

Stonewall Kitchen  

Snack and Snack Mix Product Recalls 

Cont’d 

Shaw's  

Shurfine Brand  

Simbree  

Simply Enjoy  

Snack Naturally  

Snack'rs  

Something Better Natural Foods  

Stapleton  

Stone Mountain Line  

SunMart Foods  

SunRidge Farms  

Sunbird Snacks  

Sunbird Snacks Gourmet Line  

Sunridge Farms  

Sunset Orchard  

Superior  

Supreme Choice  

Sweet Life  

The Long Trail Brewing Company  

The Mark  

Torn Ranch  

Food Bonanza  

Food Club  

Frankly Natural Bakers  

Fred Meyer  

Freedom Trail Mixes of Boston 

Private Label  

Fresh to Market  

Full Circle  

GRATEFUL HARVEST  

Gelson's Finest  

Glory Bee Foods  

Gourmet  

Gramma Anna's  

Grandpa's Oven  

Great Skott Foods  

Greenwise  

HEB  

HERSHEY IMPORT COMPANY  

Hadley's Fruit Orchards  

Happy Healthy Private Label  

Herman's Nut House  

Hialeah Products, New Urban 

Farms, Epicure Market, Stiles 

Market, Gardners Market, Baileys 

General Store, Hales Grove River 

Market, The Sandy Butler, 

Carmines Market, Joannas 

Marketplace, Crown Wine & 

Spirits, Florida Snacks, Rosen 

Plaza Hotel, Rosen Shingle Creek, 

Grapevine Gourmet, Perricones 

Marketplace, Kastners, 

Salamander Market, Oh Nuts,  

Mazzaro Market, Portofino 

Market, Portofino Winebank, 

Artdeco Market, Diamond Café & 

Market, Surfmed, Sunharvest 

Snacks, Healthy State of Mind, 

Fisher Island, Golden Cockatoo, 

Kosher Marketplace  

Hy-Vee  

HyVee  

In-Room Plus  

International  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wholesale%20Food%20Outlet&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wright%27s&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=XS&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Zone&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=ZonePerfect&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=f%C3%BCcoPROTEIN&cat=Snack%20Bar
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Barefoot%20Contessa&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Best%20Choice&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Eillien%27s%20Candies&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fred%20Meyer&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Herman%27s%20Nut%20House&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kroger&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=PIC%2DA%2DNUT&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ralphs&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Simply%20Enjoy&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stonewall%20Kitchen&cat=Topping
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shaw%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Shurfine%20Brand&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Simbree&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Simply%20Enjoy&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Snack%20Naturally&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Snack%27rs&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Something%20Better%20Natural%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stapleton&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Stone%20Mountain%20Line&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunMart%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SunRidge%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunbird%20Snacks&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunbird%20Snacks%20Gourmet%20Line&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunridge%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sunset%20Orchard&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Superior&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Supreme%20Choice&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sweet%20Life&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Long%20Trail%20Brewing%20Company&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=The%20Mark&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Torn%20Ranch&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Bonanza&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Food%20Club&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Frankly%20Natural%20Bakers&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fred%20Meyer&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Freedom%20Trail%20Mixes%20of%20Boston%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Freedom%20Trail%20Mixes%20of%20Boston%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Fresh%20to%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Full%20Circle&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=GRATEFUL%20HARVEST&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gelson%27s%20Finest&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Glory%20Bee%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gourmet&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Gramma%20Anna%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Grandpa%27s%20Oven&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Great%20Skott%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Greenwise&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=HEB&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=HERSHEY%20IMPORT%20COMPANY&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hadley%27s%20Fruit%20Orchards&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Happy%20Healthy%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Herman%27s%20Nut%20House&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hialeah%20Products%2C%20New%20Urban%20Farms%2C%20Epicure%20Market%2C%20Stiles%20Market%2C%20Gardners%20Market%2C%20Baileys%20General%20Store%2C%20Hales%20Grove%20River%20Market%2C%20The%20Sandy%20Butler%2C%20Carmines%20Market%2C%20Joannas%20Marketplace%2C%20Crown%20Wine%20%26%20Spirits%2C%20Florida%20Snacks%2C%20Rosen%20Plaza%20Hotel%2C%20Rosen%20Shingle%20Creek%2C%20Grapevine%20Gourmet%2C%20Perricones%20Marketplace%2C%20Kastners%2C%20Salamander%20Market%2C%20Oh%20Nuts%2C%C2%A0%20Mazzaro%20Market%2C%20Portofino%20Market%2C%20Portofino%20Winebank%2C%20Artdeco%20Market%2C%20Diamond%20Caf%C3%A9%20%26%20Market%2C%20Surfmed%2C%20Sunharvest%20Snacks%2C%20Healthy%20State%20of%20Mind%2C%20Fisher%20Island%2C%20Golden%20Cockatoo%2C%20Kosher%20Marketplace&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Hy%2DVee&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=HyVee&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=In%2DRoom%20Plus&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=International&cat=Snack%20and%20Snack%20Mix
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Town & Country  

Trail's End  

Tree of Life  

Valu Time  

Valued Naturals  

WOODFIELD FARMS  

WOODSTOCK FARMS  

Werner  

White Birtch Private Label  

Whole Foods  

Wholesale Food Outlet  

Wild West Private Label  

WinCo Foods  

Donut Product Recalls 

Kmart Bakery  

Mighty-O  

Wegmans  

 

J.J. Kelly  

Jensen's Finest Foods  

Jensen's Private Collection  

Jewel  

KA-ME  

Kern Valley Produce  

Key Foods Private Label  

Kings  

Koppers Chocolate  

Lehi Valley Trading Company  

Lesserevil  

Lunds and Byerly's  

MT. HOOD MIX8818  

Magical Munchies Private Label  

Mama Mellace's  

Marbella Farmers Market  

Marin  

Market Basket Private Label  

Martha Stewart  

Mega Snax  

Mills Fleet Farm  

Mountain Man  

NATURALLY PREFERRED  

NATURE'S PROMISE  

Nassau Candy  

Nature's Original  

Natures World  

Naughty but Nice  

New Century Snacks  

Nugget  

Ocean Spray  

Olympia Delight  

Orchard Crest Farms  

Our Kitchen  

PIC-A-NUT  

Parnell's Pride  

Pear's Gourmet  

Pick'n Save   

Prairie Market  

Premier Packing Company  

Premium Orchard  

Produce Patch  

Publix  

Rachels Private Label  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Town%20%26%20Country&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Trail%27s%20End&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Tree%20of%20Life&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Valu%20Time&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Valued%20Naturals&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WOODFIELD%20FARMS&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WOODSTOCK%20FARMS&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Werner&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=White%20Birtch%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Whole%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wholesale%20Food%20Outlet&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wild%20West%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WinCo%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kmart%20Bakery&cat=Donut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mighty%2DO&cat=Donut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Wegmans&cat=Donut
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=J%2EJ%2E%20Kelly&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jensen%27s%20Finest%20Foods&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jensen%27s%20Private%20Collection&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Jewel&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=KA%2DME&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kern%20Valley%20Produce&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Key%20Foods%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kings&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Koppers%20Chocolate&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lehi%20Valley%20Trading%20Company&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lesserevil&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Lunds%20and%20Byerly%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=MT%2E%20HOOD%20MIX8818&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Magical%20Munchies%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mama%20Mellace%27s&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marbella%20Farmers%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Marin&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Market%20Basket%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Martha%20Stewart&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mega%20Snax&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mills%20Fleet%20Farm&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Mountain%20Man&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NATURALLY%20PREFERRED&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=NATURE%27S%20PROMISE&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nassau%20Candy&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nature%27s%20Original&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Natures%20World&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Naughty%20but%20Nice&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=New%20Century%20Snacks&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Nugget&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ocean%20Spray&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Olympia%20Delight&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Orchard%20Crest%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Our%20Kitchen&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=PIC%2DA%2DNUT&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Parnell%27s%20Pride&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pear%27s%20Gourmet&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Pick%27n%20Save%20%28Ohio%20stores%20in%20Van%20Wert%20and%20Ironton%20only%29&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Prairie%20Market&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Premier%20Packing%20Company&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Premium%20Orchard&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Produce%20Patch&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Publix&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rachels%20Private%20Label&cat=Snack%20and%20Snack%20Mix
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Ramapo Ridge Private Label  

Reindeer Food  

RiverTrail  

Rock Creek  

Root Farms  

Royal Snacks  

SUN HARVEST  

SUNRIDGE  

SYSCO Classic  

Sconza  

Dressing and Seasoning Product 

Recalls 

Kariba Farms  

WOW  

http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Ramapo%20Ridge%20Private%20Label&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Reindeer%20Food&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=RiverTrail&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Rock%20Creek&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Root%20Farms&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Royal%20Snacks&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SUN%20HARVEST&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SUNRIDGE&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=SYSCO%20Classic&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Sconza&cat=Snack%20and%20Snack%20Mix
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=Kariba%20Farms&cat=Dressing%20and%20Seasoning
http://www.accessdata.fda.gov/scripts/peanutbutterrecall/brand_list.cfm?brand=WOW&cat=Dressing%20and%20Seasoning
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Appendix B 

Interview Guide 

All interview questions are subject to further discussion in order to draw out 

relevant information due to the qualitative nature of the research.  The questions listed 

are a starting point for discussion. 

1. What do you recall about the 2009 Salmonella outbreak? 

2. What communications actions did your company take during the 2009 

Salmonella crisis? 

3. Did you have a crisis communication plan before the outbreak? Please 

explain. 

4. Did you follow a crisis communication plan during the outbreak? 

a. If so, what did it consist of? 

b. How long did you follow this plan? 

5. Do you think the communication efforts taken during the outbreak were 

successful? Why or why not. 

a. What worked? 

b. What didn’t work? 

6. What were the goals of the communication efforts taken by your company 

during the 2009 outbreak? 

The next three questions are going to ask you about the national media coverage during 

the 2009 outbreak. 

 Media Questions 



                                                                         Texas Tech University, Jessica Fry, May 2012 

 

127 
 

 

1. How do you think this story was presented by the national media during the 

outbreak? 

a. Do you feel the peanut industry was framed in a positive or negative 

way during the outbreak? How so? 

2. In your opinion, what impact did these stories have on your company? 

3. How do you think consumers interpreted the messages presented by the 

national media? 

This last set of questions is going to be about the crisis communications used during the 

2009 salmonella outbreak. 

 Overall Perceptions of The Crisis Communications 

1. Looking back, how do you think your company did during the outbreak? 

2. Do you think communication efforts taken by other companies in the peanut 

industry helped to influence media coverage of the outbreak? Explain. 

3. What impact do you think the communication efforts of the affected 

companies had on the industry as a whole during the outbreak? 

4. As a public relations practitioner, what advice would you give to other 

companies pertaining to a future food crisis that they might face? 

** Is there anything else you would like to add? 
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Appendix C 

IRB Approval 

 


