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The news this week on the trade front was the agreement between Canada and the United States on
a new trade deal to replace NAFTA (North American Free Trade Agreement). This will now complete
the new deal and will be renamed the USMCA: the US-Canada-Mexico Agreement. Negotiators
for the US and Canada were able to overcome major sticking points between the two countries,
including Canada’s protection of its dairy market and a system for settling trade disputes. The Trump
administration repeatedly threatened to move forward with the bilateral deal, excluding Canada but it
looks like they worked things out and the agreement will move forward for approval.
There was one small event that was playing out while the final details were being hammered out
on USMCA…and it wasn’t in the North American Continent. The newly formed US-Mexico-Canada
Agreement also contains a potential shot at China. Within the pages of the agreement, Chapter 32
addresses the ability of members to enter into a free-trade agreement with a country that has a “nonmarket economy.” While many countries are considered to have nonmarket economies, the most
notable member of the list is China. The USMCA text stipulates that three months before the US,
Canada, or Mexico begins trade negotiations with a nonmarket economy, the other two countries
must be notified. Additionally, any formal text of a deal with a nonmarket economy must be provided
to the other members at least 30 days before signed.*
So what does this mean you ask? The USMCA also contains a provision that could stop Canada or
Mexico from entering into a deal with China. “Entry by any Party into a free trade agreement with a
non-market country, shall allow the other Parties to terminate this Agreement on six-month notice
and replace this Agreement with an agreement as between them (bilateral agreement),” the text
says. In practice, this could mean the US could tear up the USMCA if Canada or Mexico makes a deal
with China that it does not like. Given the tight links between the three North American economies,
maintaining the USMCA would most likely take priority over a deal with China. So there it is…ouch!
Why am I bringing this up…because a number of companies I deal with export natural food
products to China. And many are worried about this trade war. My prediction is and was that China
would eventually capitulate and come to the table. And that’s exactly what has happened. The
announcement was literally a whisper in the wind but Chinese officials requested a meeting with the
Trump administration for “further negations”. The Trump administration is in no hurry and will get
back with the Chinese when it’s convenient (and I’m sure he learned that with his business dealings
with New York City bureaucrats and contractors!).
As I have written about in my last couple Publisher Statements, my prediction that China and the
US will have a solid trade deal ironed out by years end. The amount China sells to us and depends
on our trade is so lopsided…we really are holding all the cards. Nothing is carved in stone so but I’m
feeling optimistic. And with that…I’ll see you in Paris for the SIAL Expo!
								

*Business Insider
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Tea & RTD Natural Beverages:

Rising Popularity, Health Benefits and Export Potential
By Peter Guyer & Kimberly Maloney

Tea and specialty beverages have a longstanding position in the global market and
are rising rapidly in popularity. The Middle
East and North America have grown into
large well-established tea markets such as
China, Japan and the United Kingdom.
U.S. tea brands can look outward and
create a global brand strategy that includes
countries which focus on healthy and
natural drink choices and fall in line with
current health and wellness lifestyle trends.
Tea is becoming a popular drink choice as an
alternative to higher sugar beverages such as
colas and energy beverages.
For U.S. food and beverage companies,
exporting is an important aspect to continue
growth and create diversification in their
product
portfolio.
Being able
to recognize
trends,
such as the
increasing
consumer
health
awareness, is vital to creating successful
exporting strategies. “Hot tea is forecasted
to grow by a CAGR of 4% in constant
value terms between 2015 and 2020.”
(Euromonitor International, Global Tea:
Consumer Trends Converge Around
Brewed Beverages, 2016). Exporting is a
means for U.S. tea and beverage companies
to create this diversification, understand
worldwide trends, improve their packaging
and promotion, and increase sales. Tea
and natural beverages are also able to be
a premium and standard product, so it
the natural food exporter magazine
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allows companies to access a wide range of sales channels, trade
customers and consumers.
Tea is a versatile product that is consumed for various reasons.
Ranging from health benefits, energy boosts, taste preferences,
and cultural ties, tea has a global reach that caters to a wide
variety of consumers. “Tea is the most consumed packaged
beverage overall worldwide. It is consumed across markets,
including by consumers who have not fully entered formal
consumer markets.” (Euromonitor International, Global Tea:
Consumer Trends Converge Around Brewed Beverages, 2016).
Tea can be purchased and sold as a retail product as well as “on
premise” in the foodservice industry. The combination of a
variety of consumers and channels gives tea more access to a wide
range of exporting opportunities. The major tea brands that lead
the global industry are Lipton of Unilever, Twining’s from the UK,
Tazo Tea and the American owned brand The Republic of Tea
(Top Tea Brands in the World, marketing.91, June 2018).
Herbal and green teas have been increasing in popularity. A
new generation of consumers is on the rise who are conscious
of their health habits. The health benefits that come with green
and herbal tea are increasing sales as an alternative drink to pop,
sugary juices, and energy drinks. “A variety of brewed beverages
– hot and cold, tea based and herbal – align with what the global
consumer is increasingly seeking from beverage occasions
in terms of healthy, functionality and lighter (less sweet)
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flavors.” (Euromonitor International, Global Tea: Consumer
Trends Converge Around Brewed Beverages, 2016). Green tea
has shown results of increased energy, arthritis relief, calorie
burning, and anti-aging, (Int J Obes Relat Metab Disord, 2000;
Am J Clin Nut, 1999; Proc Natl Acad Sci USA, 1999). Black teas
can help reduce bad cholesterol, boost the immune system and
improve cardiovascular health (Am J Epidemiol 1999;149(2):1627) As health-conscious consumers move towards more natural
drink choices and avoid sugar and preservatives, it is important
for beverage companies to understand to the dynamic and fastgrowing export markets.
The lucrative East Asian countries are now enjoying rising tea
consumption. Although these countries enjoy their own longstanding tea infrastructure and culture, they also have rapidlygrowing young populations and are major importers. Japan is a
U.S. $3.4 billion retail tea market, with specialty tea the fastest
growing segment with a forecasted 5% increase by 2021. South
Korea is a U.S. $178 million retail market with specialty black tea
growing by 25.9% in volume and 37.2% in value by 2021. Greater
China, a tea-growing country, is a U.S. $12.9 billion retail tea
market with retail growth expected to hit 45% by 2021. “Herbal
chilled teas or ‘cooling’ teas have an important role as a flavorful
hydration beverage, particularly in East Asian markets, where
the category is best established.” (Euromonitor International,
Global Tea: Consumer Trends Converge Around Brewed
Beverages, 2016). Japan, South Korea, Middle East and the
United Kingdom all have large tea drinking populations as well
as current import and export relations with the U.S., creating an
ideal trade relation partner to U.S. companies.
Tea is not the only beverage that offers health benefits and
has been increasing in the natural beverage market. Ready to
drink beverages, spring water, sparkling water and cold brew
continue to grow along with the tea markets. Sparkling and
spring water compete for “share of throat” with traditional
carbonated soft-drink beverage products, prompting companies
such as Coca-Cola and Pepsi to acquire smaller, fast-growing
alternative beverages. Spring water gives consumers the natural
flavor and minerals that are found in water, and sparkling water
gives consumers carbonation and flavor without the sugar.
Alternative beverages are aligned with the worldwide movement
to a healthier lifestyle, and U.S. natural beverage brands huge
opportunities to explore global markets.
The bottled water category will reach nearly US$350 billion
by 2021 following 10%
year-on-year growth.” (The
Global Bottled Water Market:
Expert Insights & Statistics,
by The Business Research
Company, 2018). As bottled
Continued on page 14
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Premium Oregon Hazelnuts
Poised for Future Growth
Hazelnut Growers of Oregon (HGO),
a farmer-owned cooperative of more
than 180 co-op members, opened its new
120,000 square foot hazelnut processing
facility in Donald, Oregon. The new plant
is poised to handle an anticipated record
Oregon hazelnut crop with the efficiency,
food safety and speed of a world-class
facility.
When HGO merged with Wilco
Farmers Cooperative in 2016, they
immediately started on plans to build
a new processing facility designed to
meet rigorous new FSMA food safety
requirements. Included in the new plant
is the latest in nut processing technology
and is the only hazelnut processing
facility in the Pacific Northwest that
uses steam pasteurization – a growing
requirement by many customers, and a
value to growers who deliver their crop
to HGO.
Today, there are more than 800
family farms growing hazelnuts on over
70,000 acres in the Willamette Valley.

The increase in planted acres the past
years creates an opportunity to pursue
additional export markets and domestic
retail for the premium quality Oregon
hazelnuts.
The new processing facility comes on
line just in time to receive an anticipated
record 2018 crop. With substantially
more storage capabilities, faster receiving
time, improved sorting and a faster
more efficient plant the facility and team
are well prepared. The new Hazelnut
Growers of Oregon Donald facility will be
capable of:
• Receiving 160,000 pounds of hazelnuts
per hour
• Storing 320,000 pounds in the quality
control silos
• Storing 10,800,000 pounds in the 4
massive storage silos (2.7MM pounds
each)
• Steam pasteurizing more than 10,000
pounds of hazelnuts per hour
• Slicing/dicing in excess of 5,000

pounds of hazelnuts per hour
• Roasting more than 3,000 pounds of
hazelnuts per hour
The new plant also comes with a new
management team well positioned to
manage the future growth and exceed
customer expectations. Tim Ramsey,
CEO and President, joined Wilco in
December 2017. Previously Tim led
Oregon Cherry Growers as President
and CEO and has held senior leadership
positions in the food industry for over
30 years. Patrick Gabrish, Vice President
of Sales and Marketing brings 30+ years’
experience of successfully building longterm business partnerships and growing
consumer-focused food and beverage
companies. Jason Costa, Operations
Manager, brings 13+ years of experience
in the nut processing industry, most
recently with Blue Diamond Growers.
Thousands of additional acres, a new
processing plant, new leadership team,
and a diverse and high-quality hazelnut
product position HGO and the Oregon
hazelnut industry for future growth.
For more information about
hazelnuts, the new plant or HGO visit
www.hazelnut.com
Jake Wilson, Marketing Director
Wilco
200 Industrial Way | Mt Angel, OR 97362
800.382.5339
jwilson@wilco.coop | www.wilco.coop
www.farmstore.com
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Continued from page 10
water rises so do other alternative drinks
such as Kombucha with brands like
Buchi Kombucha, Gt’s Kombucha, Kevita
and Red Bull as the major players in the
Kombucha market. “The Kombucha
market is poised for huge growth by 2020,
growing 25% each year” (beveragedaily.
com, 2018). Cold brew coffee is another
drink trend that has seen major increases
in sales in recent years, “In 2017, sales of

cold brew coffee jumped to $38.1 million,
a 370% jump from the $8.1 million in sales
the category saw in 2015.” (From Cafes to

Restaurant Menus, Cold Brew Coffee is
Heating Up, Forbes.com, 21 May 2018).
Companies are recognizing this health
trend and taking action to acquire other
beverage companies that can put them in
the center of the rising beverage market.
In 2017 Starbucks chose to focus more
on their own Teavana brand, so Unilever
purchased Tazo Tea from Starbucks for
$384 million (Why Starbucks decided
to sell Tazo to Unilever, bizjournals.com,
2017). Major soda beverage company, Dr.
Pepper, and coffee company, Keurig Green
Mountain, merged in June 2018, with a
deal worth $18.7 billion (Dr. Pepper Issues
Updates on Keurig Merger & Special
Dividend, Nasdaq.com, 2018), and soon
after the newly branded Keurig Dr. Pepper
planned to acquire Core Nutrition LLC,
for $525 million (Bloomberg.com, 27 Sept
2018). Core Nutrition is a bottle watered
brand that has both core “hydration”
water and core organics beverages as
healthy alternatives to sugary drinks.
Large multinational companies are seeing
the potential for alternative natural
beverages as a rising profitable industry
and market.
The importance of exporting tea and
other natural beverages to strategic
foreign markets can benefit U.S. beverage
brands and help to expand and solidify
their presence in high-growth global
markets. Foreign markets offer excellent
opportunities for U.S. beverage brands
to stay abreast of worldwide consumer
trends and stay relevant.
By Peter Guyer & Kimberly Maloney
Athena Marketing International (AMI)
info@athenaintl.com
Tel. (206) 462-4886
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Healthy Snacks
Are Coming Back!
By: Lisa Mooney

Snacking never goes out of style, but
like all things, it changes over time.
Healthy snacking is on the rise, with
new trends like organic, natural, and
gluten-free options being offered next to
conventional products.
As consumers reach for healthier
snacks they are visiting all areas of the
grocery store to select items that have
not traditionally been under the “snack”
category. For example, in the produce
department items such as berries, cherry
tomatoes, and vegetable sticks have
become big sellers. Traditional items







including nuts, chips, and popcorn still
top the list and newbies including dried
fruits and cheese sticks are now being
purchased for easy eating.
Although this affects current snack
trends it still hasn’t discouraged fans
from the sweet and salty organic snack
categories, they are still hot sellers.
Chips and popcorn are part of the 1.2
billion dollar savory and salty snacks
people crave annually. These items have
evolved into healthier versions including
whole grain popcorn and chips made of
beets, sweet potatoes, and carrots. The

snack aisle has become innovative and
ingenious including every diet there is!
The growth rate for salty snacks was up
to 4.5% in 2017 above the increase of
3.9% in 2016.
Snacks offer the convenience
consumers seek, and since they are
often unplanned purchases, buyers are
willing to grab them and go to satisfy
their immediate snack craving. One of
these “grab and go” snack items is health
bars. The health bar area of the store
has become a diverse and competitive
category with companies attempting to
gain traction. Last year this sub-category
was up 10.3% with new offerings
including protein rich, plant based,
naturally sweetened, fermented, and
even grass fed meat based bars for the
paleo followers.
The jerky category has leveled off with
a saturation of new versions including
grass fed beef, salmon, lean meats like
poultry, or those made with beans and
veggies in the mix, so you get your fix of

produce and protein simultaneously.
With protein rich diets prevalent as
ever nuts are still one of the favorites. The
top products that companies are private
labeling are almonds, cashews, and
trail mixes. This sector which saw $174
million in sales grew at a rate of 8.2% in
2017 up from 4.7% in 2016.

Functional Ingredients & Gluten
Free
The major trend in the snack food
market in the last five years has been
the introduction of new products with
a focus on functional ingredients and
gluten free options.
Functional foods can be considered
to be those whole, fortified, enriched
or enhanced foods that provide health
benefits beyond the provision of essential
nutrients (e.g., vitamins and minerals),
when they are consumed at efficacious
levels as part of a varied diet regularly.
Functional ingredients including
prebiotics and probiotics, and any other
digestion aid, are also a new part of the
snack aisle.
The gluten-free market — populated
by people who don’t consume food
containing gluten, a type of protein
found in wheat — continues to grow
and expand, with total projected
industry sales of $24 billion by 2020.
While it’s a necessary diet for those
with celiacs disease and those with a
gluten intolerance, it’s also perceived as
healthier by the general population. A
gluten-free diet cuts out grains containing
gluten, encompassing a lot of processed
foods and products high in sugar.

healthy and nutritious snack food is
expected to help maintain a steady
growth in the developed markets.
Asia-Pacific is poised to register the
fastest growth during the forecast period,
owing to the increasing demand from the
developing countries of India and China.
The spread of western eating habits
to the developing world and growing
urbanization have helped in better
market penetration for the global players
in the developing nations of Asia-Pacific

and South America.
Among countries, the United States
continues to be the largest market,
accounting for one-thirds of the total,
and Japan along with the United
Kingdom account for one-fourth of the
global snack food market share.
Sources:
Mintel Website
Organic Trade Association’s 2018 Organic
Industry Survey

Snacking Around the Globe
Given the major breakthroughs
in terms of product innovations and
assortment, the global market for snack
foods is expected to reach USD 639
billion by 2023.
Europe represents the largest market
for snack food products, followed by
North America. The preference for
the natural food exporter magazine
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Food Safety:

Transparency in the EU
By Courtney Ferris

It is no question that the
European Union is stringent
when it comes to food safety
regulations and with great
reason. In recent years, the EU
has been hit by several food
scandals, including fipronil in
eggs, E.Coli in contaminated
sprouts, and an alleged coverup of salmonella in imported
Brazilian poultry. In 2017, the
number of notifications from
Rapid Alert System for Food
and Feed (RASFF), the EU’s
alert system for food and feed
risks, rose by more than a
quarter. While the European
Commission has been quick
to act against such scandals,
blocking poultry imports from
BRF slaughterhouses and
notifying consumers of the
fipronil incident via RASFF,
food safety remains top of
mind for EU citizens.
the natural food exporter magazine
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The supply chain isn’t the only part
of the equation from which citizens
demand quick action and information.
Consumers want more transparency in
the decisions related to approvals in the
agri-food chain, which means access to
the scientific studies submitted to the
European Food Safety Authority (EFSA).
EFSA is an independent organization that
provides scientific advice to the European
Commission, the European Parliament
and EU Member States, the governing
authorities that regulate food safety in
Europe. EFSA provides a network of
scientists and science-based information
and methodologies to provide high
quality scientific advice.
In response to consumer demand
for greater transparency, the European
Commission submitted a proposal on
“Transparency and sustainability of the
EU risk assessment in the food chain”
that revises the 2002 general food law

regulation, which founded EFSA.
In the April 2018 press statement,
Vytenis Andriukaitis, European
Commissioner for Health and Food
Safety, said: “The EU’s science-based risk
assessment for food safety is one of the
most stringent in the world. We are now
making it even stronger through clearer
transparency rules and more effective
risk communication throughout the
process.”
While the proposal will grant EU
citizens access to the scientific studies
submitted to EFSA, there are some
limitations. Prior to the proposal “to
improve the transparency of scientific
studies in the food safety area”,
access to these scientific studies had
been denied in the name of business
confidentiality. This flamed a fire among
health advocates and policymakers
who believed this knowledge should
be made public. According to the new

proposal, which will publish studies that
private companies submit to support
applications to authorize regulated
products, confidential information
will still be protected “in justified
circumstances, to be verified by the
Authority”.
Now, a new question remains: who will
be the Authority?

The American Export Magazine and The Natural Food
Exporter Magazine’s launches their WeChat platform!
Social media has grown exponentially as
platforms like Facebook and WeChat have
become the go to medium...especially with
younger consumers. The trends are also
apparent in the trade magazine industry.
The American Exporter Magazine will always
have the printed version especially with the
reader who has always enjoys picking up a
magazine. However, many of the younger
buyers in the food industry are now using
digital media as there main source for
gathering news and information.
Nowhere has this been as dramatic as
the shift from print media to digital media
amongst Chinese and the Asian region! We
at The American Exporter Magazine and The
Natural Food Exporter Magazine recognize
this trend. In order for us to keep up with
these changing preferences, we encourage
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you to please visit our new and developing
platform on WeChat.

Our WeChat ID is
TheAmericanExporter
The American Exporter Magazine’s official
WeChat account is up and running! Scan the
QR code below to subscribe and stay tuned
for the latest magazine content, exporter/
importer highlights and other industry
insights. Also, if you have anything to share
with us or would like to promote on this
WeChat platform, you can simply send a
message to the account and our staff will be
in contact with you.

Visit Us On
WeChat

I’m a
non-GMO
puppy!

+

Feeding the World One Mouth at a Time!

Zohar Farms

Famrs

Zohar Farms is located in the heart of the food capital of the world, Central California.
They are committed to offering high-quality, healthy foods.
Zohar Farms is process driven. It’s all
about access, quality, price -- in that
order. They employ an ancient wisdom
that most people have heard of, but
fewer companies offer: good, oldfashioned customer service.
The team at Zohar Farms also asks the
tough questions of their customers:
What do you need? When do you need it
by? Where do you need it? Who is the
responsible party? How do we fit
together to prosper? Why do you need
these products? “These questions are so
important, we consider them to be our
six partners,” says Don Nay, CEO of
Zohar Farms.
After decades of business success
working with companies such as the
Walt Disney Company, George Lucas’
Lucas Films Limited, the State of
California, and more, the founders of
Zohar Farms applied their most
successful strategies to the top-selling
tree nuts and most-requested dried
fruits.

While they continue to grow and find
success in their market, Zohar Farms
continues to remember how important
customer service really is. “It starts at the
seed level, the grass root,” says Nay.
“Everyone knows how many seeds are in
an apple, yet no one knows how many
apples are in the seed.” The seed is the
future; it is hard work, reliability, and
most of all, customer service.

and then repackaging those products into
ready-to-eat items available to the
wholesale, private label importers.
In three short years, they initiated
relationships in 16 major markets to
handle 25 different countries, making
their information current, reliable and
relevant.
“We must support the success of our
customers’ customers,” says Nay.
Customers become like family, and these
family members tell us what they need to
succeed.”

“These questions are so
important, we consider them to
be our six partners.”

On the supplier end, the company’s
suppliers are representative of the
industry. In fact, 91% of all food growers
have less than 60 acres and virtually no
integration to sell their products. Seeing
an unfulfilled need, Zohar Farms saw
the benefit of buying from smaller
growers with high-caliber, clean products,

Whether it’s raw product, consumer
ready-to-eat packaging, or complete
product design and branding in any
language, Zohar Farms provides products
and service that saves its customer’s time,
saves them money, and builds a better
foundation for everyone’s success.
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3 REASONS WHY YOU NEED US:
1.

ACCESS
 Zohar Farms Provides You with ACCESS to Products
in Bulk Under One Roof to Better Serve You.

2.

CONSUMER READY
 Zohar Farms Provides Private Label Consumer Readyto-Eat Packaging for Wholesale Buyers Worldwide.

3.

FULL DESIGN for YOUR LABEL, BRAND
and LOGO.
 Your Brand and Product Line in Any Language.

WE HELP YOU.

ZOHAR FARMS IS NUTS FOR YOU!
What you put into your body matters.
The most nutritious and best-tasting foods
are those that are from nature.
Growers, Owners, Handlers,
and International Wholesale Distributors of:
Tree Nuts:






Almonds
Hazelnuts
Pecans
Pistachios
Walnuts

Dried Fruit:
●
●
●
●
●
●
●
●

Apricots
Blueberries
Cherries
Cranberries
Dates
Figs
Plums
Raisins

ZOHAR FARMS, INC.
P. O. BOX 11100
OAKDALE, CALIFORNIA
95361
U.S.A.

WhatsApp – Phone (+1):

714-474-7239

EMAIL:
ZoharFarms@ZoharFarms.com

www.ZoharFarms.com
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Stahlbush Island Farms
The Colors of Nutrition at
Stahlbush Island Farms
As the sun sets over Mary’s Peak in the
heart of the Willamette Valley, Karla S.
Chambers, puts the finishing touches on her
latest painting. The vibrant blues, dazzling
reds, and glistening greens decorate the
canvas. Chambers, co-founder of Stahlbush
Island Farms, takes inspiration from the
spanning scenery around her home and farm
in Corvallis, Oregon, and from the deep,
vibrant colors of the fruits and vegetables she
spends her days growing, processing, and
selling.
Chambers and her husband Bill started
Stahlbush in 1985 with two crops, two
employees, and a dream. They purchased
the land in Corvallis, Oregon after attending
Oregon State University where they learned
the ins-and-outs of the agriculture and
finance industries. The soil on Stahlbush
Island was some of the best around, and
soon, Bill and Karla were expanding more
than they thought possible. Today, Stahlbush
Island Farms grows and processes millions
of pounds of fruits and vegetables that are
distributed to over 20 countries.
Since the beginning, Chambers’ biggest
passion is creating the highest quality
and most nutritious food for her
friends, family, community, and
customers. In recent years,
Chambers takes note of the
importance of nutrition in

her community and society at large. Her
observation of sales trends, nationwide
statistics, and personal experience opened
her eyes to some of the issues our culture
faces with the Standard American Diet. As
a child, she recalls craving deliciously sweet,
brilliant fruits and satisfyingly crunchy,
hearty vegetables; but today, children are
more captivated by what Chambers calls
the “Brown Diet” wherein each food is dull,
shapeless, and brown such as hamburgers,
doughnuts, potato chips, cereal etc.
Chambers realized that the fresh fruits
and vegetables she loved and craved as
a child were a thing of the past- today in
grocery stores all across America, the fruits
and vegetables on the shelves are harvested
extremely early and ripened off the vine
or artificially. The produce we consume
now is bred for stability, resilience, and
dependability not flavor, nutrition, or bounty.
Stahlbush Island Farms and the Chambers’
are hoping to turn the tables, and provide our
communities with tasty, ripe, and nutritious
produce all year long that will excite people
again. The last few days in the field or on
the vine makes all of the difference in
ripeness, nutritional complexity
and color.
Chambers started a
project called The Colors of
Nutrition. The aim was to

educate children and young people about
the importance of diet by focusing on
beautiful, colorful foods. The biggest success,
The Colors of Nutrition Coloring Book,
encourages children and parents to take a
look at the “Brown Diet” vs. a more colorful,
healthful diet. Children can enjoy drawing
with a rainbow of colors as they fill in the
shapes of fresh fruits and vegetables, while
their parents follow along with simple, kidfriendly recipes featuring Stahlbush produce.
By making the connection between fun colors
and healthy, delicious food, Chambers hopes
to help children and people everywhere enjoy
vibrant fruits and vegetables again. Stahlbush
does its part by growing and processing a
colorful array of fruits and vegetables that
are ready to incorporate into everyday meals.
Vegetables like butternut squash and beets
no longer require lengthy preparation, saving
precious time in the kitchen.
In the evening, after a long day on the
farm, Karla retires to her home and overlooks
the acres of bounty her family has cultivated
from her back porch. Each night she enjoys
making quick, healthy meals from the fruits
and vegetables planted right outside her
back door. These same fruits and vegetables
will be featured on family tables across the
United States and abroad. In the early light of
morning, Stahlbush and the Chambers family
will begin a new day creating the colors of
nutrition. 

Stahlbush Island Farms is a family
owned and operated farm that grows and
produces frozen fruits, vegetables, legumes and
grains along with frozen and aseptic purees.
Stahlbush believes in keeping the land fertile
for future generations through sustainable
agricultural practices. The first farm in the
United States to be certified sustainable in
1997, the farm harnesses the power of plants
by converting agricultural by-product into
clean energy for its processing plant and
natural fertilizer for crops. The product line
is gluten-free, vegan, kosher and non-GMO.
For more information and a complete list of
products, please visit www.stahlbush.com/
industrial-ingredients/
the natural food exporter magazine
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WILD WHAT YOU MAKE
Consumers know there’s a better blueberry. You should too.

Search online for Wild Blueberries and you’ll find people talking. Wild Blueberries tell a story
of taste, of health, of real food. In all types of products, research shows Wild Blueberries help
raise purchase intent as well as taste, health, and sustainability perceptions when compared to
regular blueberries. It’s why when you pick your blueberry ingredient, PICK WILD!

There are two kinds of blueberries—one can enhance your menu.
See the research in your category at wildblueberries.com/eatwild.
Product of the USA
Food Export-Northeast prohibits discrimination in employment and services. For persons
with disabilities who require alternative means of communication or those interested in
our full non-discrimination policy, please contact us at www.foodexport.org
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Jump on the Wild Foods Trend
Because of their
Irrefutable Health
Story, More
Restaurant Chains,
Product Developers,
and Chefs Are
Adding Wild
Ingredients

The shift toward real foods has grown
from a hyper-local movement to an
international trend. Consumers across the
U.S., Europe, and Asia are increasingly
drawn to menu features and products
that showcase the most authentic and
unadulterated foods. Menu and product
developers are responding by seeking
out healthy ingredients that best signal
their commitment to delivering the real
food experience their customers want.
One evolving strategy for food industry
thought leaders is to look to the consumer
appeal of accessible wild ingredients as
a way to stay on trend and ahead of their
competition.
“Across the real foods landscape, wild
foods rank as truly sacrosanct,” says
Mike Collins, brand strategist at Ethos
Marketing. “This is because there are
so very few wild foods on Earth that
are actually available for broad human
consumption. Wild fish, wild meats, wild

grains, wild greens, and Wild Blueberries
are amongst the special few.”
Making the Leap to Wild
As perhaps one of America’s most
intriguing native fruits, the Wild
Blueberry offers particular advantages
to packaged goods companies and
restaurant chains. Wild Blueberries
are genetically diverse, resulting in a
unique blend of complex flavor – from
tangy tartness to succulent sweetness–
providing an intense blueberry taste
that regular cultivated blueberries can’t
match. They combat stress in the wild
by producing powerful phytochemicals
like anthocyanins to protect themselves.
These are the same natural plant
compounds that protect us from
inflammation and chronic disease when
we eat them. “Wild blueberries are one of
the few plants in the world in which there
is no modification of the plants,” says

University of Maine Professor Dr. Frank
Drummond, the state’s foremost expert
on insect ecology, and Wild Blueberry
pollination.
And the wild buzz is catching on. In
the last year alone, a host of premiere
brands and restaurant chains have
been moving towards offering more
products and menu items featuring Wild
Blueberries. To name a few:
Chobani, with its new “Hint of ” Wild
Blueberry Yogurt, described as a “wink at
the beauty and simplicity of a juicy little
piece of nature, blended with perfectly
creamy Greek Yogurt.”
Cheesecake Factory, with its Super
Antioxidant Salad, one of its most
popular menu items, is making the
switch to Wild Blueberries to further
upgrade this best seller.
Smoothie King, with its cleaner blending
initiative, is showcasing Wild Blueberries
in a number of its popular smoothies.
The move demonstrates the smoothie
chain’s ongoing commitment to making
smarter and more transparent choices
about every ingredient they use.
Krave, with its Wild Blueberry Beef
Bar, “Moderate heat with a taste of sweet,
courtesy of Wild Blueberries.”
“Leaders across a variety of food
categories recognize that an authentic
Wild ingredient, like Wild Blueberries,
is a consumer hook that supports their
brand and company mission to develop
better tasting, healthier, and more
sustainable foods that their consumers
can feel good about eating,” says Collins.
Consumer Research Confirms Wild
Appeal*
To test the theory that wild foods,
and specifically Wild Blueberries, can
add value to brands and foodservice
providers, the Wild Blueberry
Association of North America engaged
Portland Marketing Analytics to conduct
a consumer preference study that
explored consumer attitudes toward wild
foods in a number of packaged goods and
foodservice categories.
The research measured consumer
preferences for foods containing wild
vs. regular cultivated ingredients –
specifically Wild Blueberries vs. regular

blueberries. Participants were shown
images from 5 menu and 11 packaged
goods categories that would commonly
use blueberries as an ingredient and
asked a series of questions. In each
instance, one of the products or menu
items in the category was labeled
Wild Blueberries and the other with
Blueberries. Consumers had a more
positive reaction to the products labeled
with Wild Blueberries across all packaged
goods and menu categories tested.
Increased Purchase Preference:
The results revealed an increase in
consumer purchase preference for
products with Wild Blueberries vs. those
with cultivated blueberries:
• Higher Purchase Likelihood: Up to
70% more likely to buy
• Greater Purchase Volume: Up to 73%
would buy more
• Price Premium: Up to 64% would pay
more
Enhanced Key Product Benefits:
When it comes to key real food benefits
like taste, health and sustainability,
consumers believe Wild Blueberries
vs. cultivated blueberries will make a
product better. Here’s what research says
Wild Blueberries can do for a prepared
smoothie:
• Taste: 85% of consumers believe
smoothies made with Wild
Blueberries vs. blueberries will taste
better
• Health: 81% believe they will be
healthier
• Sustainability: 77% believe smoothies
made with Wild Blueberries vs.
blueberries will better support
sustainability.
*Research Source: Cited from
Power of Wild Research, Portland
Marketing Analytics, 2015 and 2017. US
Quantitative Consumer Habit & Attitude
Research Studies.
Different Formats and Consistent
Supply
For product developers around

Differentiate
with Wild

REGULAR

WILD

Culinary innovators recognize the
value of featuring a Wild Superfruit
ingredient and its perceived promise
of taste, health and sustainability.
Discover the “Power of Wild”
research and how Wild Blueberries
can give your brand a competitive
edge with real food consumers.
Research categories include
smoothies, yogurt, granola, beef
jerky, snack bars, muffins, restaurant
entrees, breakfasts, desserts and
more. For food categories relevant to
your business, visit wildblueberries.
com/eatwild.
the world, access to wild foods can
be a sourcing challenge. However, in
Maine and Eastern Canada, the Wild
Blueberry industry has invested over
many generations and now consistently
produces a multi-hundred-million-pound
annual harvest of Wild Blueberries and
offers them in a variety of formats.
For more sourcing information on
how you can enhance your product
offerings with Wild Blueberries, visit
wildblueberries.com/suppliers.
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Graceland Fruit Announces Wisconsin Expansion

Addition of State-of-the-art Production Facility Provides 30 Percent
Increase in Manufacturing Capacity
Graceland Fruit, a global leader in the
production of dried fruit, announces the
expansion of its operations through an
alliance with Wisconsin-based Cranberry
Growers Cooperative (CranGrow) that
allows it to staff and operate a new, stateof-the-art processing plant in Warrens,
Wisconsin.
Graceland Fruit purchases Wisconsin
cranberries to manufacture dried
cranberries in its Frankfort, Michigan
facilities. The overwhelming success of
global sales of its dried cranberries has

led to demand outpacing its current
production capacity. The CranGrow
alliance provides Graceland Fruit with
increased manufacturing capacity to
support its global growth plans and
provides CranGrow members/growers
access to worldwide markets through
Graceland Fruit’s well-established sales
network.
“We have established invaluable
relationships in the marketplace, as
well as a strong sales force that has
resulted in demand outpacing our

current manufacturing capacity. In
2017, CranGrow opened a new, modern
production facility, and will benefit from
a more established market. So, it made
sense to work together to meet mutual
goals,” said Graceland Fruit CEO Al
DeVore.
DeVore said Graceland Fruit’s
manufacturing capacity will increase
by approximately 30 percent with the
addition of the 50,000 square foot
Warrens processing facility. Graceland
now boasts 285,000 square feet of

Graceland Fruit exports its dried cranberries to over 50 countries worldwide.

manufacturing space combined in
Warrens and Frankfort.
CranGrow will remain an independent
grower cooperative that supplies
Graceland Fruit. All 61 current CranGrow
employees at the Warrens facility will
become Graceland Fruit employees,
increasing the company’s total
employment to approximately 275.
“We’re excited to begin this alliance
that will greatly benefit both CranGrow
and Graceland Fruit,” said CranGrow
Board Chair Linda Prehn. “Graceland
Fruit is a world leader in the production
of dried cranberries. By combining our
resources in Wisconsin with Graceland’s
manufacturing expertise and global
sales network, we are establishing a solid
future for growers, employees and the
community.”
Graceland Fruit and CranGrow
have been working together to create a
seamless transition and integration plan.
“Members of Graceland Fruit’s research
and development, technical and quality
staffs are working hand-in-hand at the
Wisconsin facility to assist the team in
implementing Graceland Fruit’s rigorous
standards – ensuring that the new facility
produces the consistent quality customers
have come to expect from Graceland Fruit
products,” added DeVore.

product lines include dried cranberries,
cherries, blueberries and apples. For more
information, visit www.gracelandfruit.
com.
About Cranberry Growers
Cooperative (CranGrow)
For CranGrow, growing cranberries
isn’t just a business, it is a way of life. It
was founded by more than 30 Wisconsin

cranberry growers passionate about
growing cranberries. The growing
operations that constitute the cooperative
are family-owned and operated farms that
have been passed on from generation to
generation, several more than 100 years
old.

About Graceland Fruit
With headquarters in Frankfort,
Michigan, Graceland Fruit produces and
markets dried fruit and other products
to over fifty countries worldwide. Its
customer base includes some of the
largest and most prestigious commercial
baking and food companies in the
world. The company also markets its
branded products to consumers in retail
outlets and online. Early innovators
of the technology used for drying tart
cherries and cranberries, Graceland
Fruit has twice been named Michigan
Agriculture Exporter of the Year. Primary
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Premium Gold Flax

An easy way to eat healthy every day.

That’s a problem everyone can
relate to! Today’s consumer is
becoming more educated on how
to eat healthy and luckily there are
more options available for those of us
who choose to or have to eat gluten
free, vegan, vegetarian or just plain
“healthier”. Unfortunately, a lot of
these products can be a bit deceiving
and are more marketing driven than
having your best interests at heart.
Premium Gold Flax Products is
breaking this mold and only bringing
to you high quality, great tasting
options.
Since 1906 the award-winning
Miller family has been farming
in North Dakota’s heartland.
Specializing in flaxseed, the family
proudly produces only the highest
quality flax available. Knowing we had
the best product, in 2001 we created

Premium Gold Flax Products so we
could bring our farm fresh products
to your table. Being farmers first
sets us apart from the competition,
we nurture and control the whole
process from seed to harvest to your
table. We hand select the best tasting
non-engineered (Non-GMO) seeds to
plant, farm naturally without using
pesticides, pick through the crop to
ensure the highest quality product,
mill using our proprietary True Cold
Milled® process, and package the
end product before it ships to your
favorite grocers, store or directly to
your home. Truly a Made in the USA
product.
Flaxseed is a little miracle seed
that is very rich in Omega 3 fatty
acids. The Omega 3 fatty acids can
lower your risk for heart disease,
curb stiffness and joint pain, reduce

inflammation, improve mental
skills, lower cholesterol, improve
digestive health, leave your hair and
skin healthier, reduces menopausal
symptoms, and is an immune system
booster. Flaxseed has 8 grams of fiber
per daily serving which is a quarter
of your daily recommended amount.
The fiber in flax is both soluble and
insoluble which is great because it
promotes fat loss and reduces sugar
cravings. Flaxseed has too many
wonderful benefits to mention.
Healthy Seeds, Healthier You!
At Premium Gold our True Cold
Milled®, or TCM for short, is a
natural process we developed to
gently grind the flaxseed to give you
the longest shelf life of any other
ground flax product. Our TCM
flax has a shelf life of 24 months
after opening and doesn’t require
refrigeration, unlike most other
companies.
Over time we were able to sharpen
our craft and broaden our horizons
and introduce a line of baking
products that focused on three things,
1. Taste 2. Health 3. Ease of Use. We
believe we accomplished that with
our Gluten Free flours and Debbie
Kay’s Kitchen® baking mixes. All of
our Gluten Free flours and mixes use
Ancient Grains which are a more
wholesome ingredient compared to
starches. We include golden flaxseed,
quinoa, amaranth, buckwheat, brown
rice flour among others into our

soy, no peanuts, and no tree nuts. Our
products are also vegan, vegetarian,
preservative free, and dye free. Not a
lot of companies can say this about
their products but at Premium Gold
we pride ourselves in giving you the
best product.
Let Premium Gold be your choice
for healthy living and gluten free
baking, we have the experience, the

quality, and the control to bring the
best products to your home that are
“Farm Raised, Table Praised.”

baking products to accomplish this.
We believe you should always have a
great tasting gluten free option that is
nutritionally balanced without added
starches or sugar.
We are thrilled to introduce some
new products for 2019 as well. We
are currently working on a 14oz
Organic Milled Flax, a 16oz Organic
Whole Flaxseed, and a 12oz Flax and
Chia blend. These will all be great
additions that will round out our
product mix.
If you are in the trade show world,
we regularly attend The Summer and
Winter Fancy Food Shows in NYC and
San Francisco respectively. We also
take a lot of pride in our home state
of North Dakota and support other
local small business owners and local
economic development by attending
the Pride of Dakota Showcases
throughout the state yearly in the fall.
We want to provide you with the
very best products so it is important
that we can prove to you that they are.
Premium Gold has certifications for
Gluten Free by ICS, BRC, OU Kosher
Pareve, USDA Organic, and Pride
of Dakota. All of our products are
allergen free and packaged in a facility
that is allergen free. Meaning our
facility contains no corn, no dairy, no
the natural food exporter magazine FALL 2017
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Bone
Suckin’
Sauce
Interview with Patrick Ford,

Vice President, Ford’s Gourmet Foods
Q: Do you have any new products?
A: Bone Suckin’® Wing Sauces: Honey
& Habanero and Garlic & Honey. Honey
& Habanero has hit the shelves with the
perfect combination of sweet and heat just
waiting to smother your game day goods.
Mother Nature’s most flavorful hot
pepper, the Habanero, adds great flavor to
the very first Bone Suckin’® Wing Sauce.
Not far behind in rivaling debut is the Bone
Suckin’® Garlic & Honey Wing Sauce.
That’s right, a Bone Suckin’® Wing Sauce
Throwdown! You be the judge
Q: Tell us about your company.
A: Ford’s Gourmet Foods is a fourth
generation, Raleigh, North Carolina-based
family business that creates and distributes
some of the world’s greatest tasting non
gmo, gluten free foods including the
internationally acclaimed Bone Suckin’®
Sauces & Fire Dancer®.
Q: How can find out more about Bone
Suckin’® Sauces and the New Wing
Sauces?
A: Visit BoneSuckin.com or Contact the
Ford’s team at 1-919-833-7647 or email
Sales@BoneSuckin.com. Also make sure
you are signed up for the wholesale email
newsletters.
Q: I sell Bone Suckin’ Sauce, how do I
make sure I am listed as a retailer on
the store locator?
A: Visit BoneSuckin.com and click on
Store Locator. Check your items carried,
store hours and address to make sure it is
current so you are getting all the customers
coming to your store.
Q: What separates you from the
competition?
A: Bone Suckin’ Sauce is the ONLY
barbecue sauce rated #1 by Newsweek, A+
by Health Magazine, Food & Wine and
many others. All of our branded lines are

NON Gmo, Gluten Free, No HFCS and No
Canola Oil.
Q: Tell us about your customers.
A: We have many loyal customers
(young and old). Once they try our sauce
they are customers for life. In recent
celebration of 25-plus years in the business,
we found that some of our customers really
have grown up on our products. They
love to cook (or grill) and appreciate great
quality. They pay attention to what’s on our
label. We sell healthy, premium products
that live up to their names and prove their
money’s worth. Many first time buyers
have a sense of humor and are lured in by
our aisle stopping names. And of course,
they all have great taste.
Check out our two newest Bone Suckin’
Sauce products. Always NON GMO,
Gluten Free, No High Fructose Corn Syrup
making it a healthy alternative to regular
sauces and seasonings. So enjoy our newest
recipes and products because we are
serious barbecue, grilling & marinating
sauce for land & sea!
BONE SUCKIN’ WING SAUCE
Honey & Habanero–Time for a Wing
Eating Competition tonight!
The right amount of sweet & heat
will quickly make Bone Suckin’®
Wing Sauce your favorite!
Our shipping specification for this
product is the following…Case sizes:
12/11.75 oz. If you’re ready to do
some cooking…here’s how to apply
our famous wing sauce!
Bone Suckin’ Wings
Bone Suckin’® Wing Sauce, 1 Jar
Chicken Wings, 2 pounds
Butter, 1/2 lb. melted
1. Preheat oven to 450 degrees F.
2. Place rack inside large baking

sheet lined with aluminum foil & arrange
chicken wings. Place wings in oven & bake
for 25 minutes.
3. Remove wings from oven & coat with
butter. Cook for 25 more minutes.
4. Pour Bone Suckin’® Wing Sauce in bowl.
Remove wings from oven & reduce heat to
350 degrees F.
5. Dip wings in sauce using tongs coating
evenly. Put wings back on wire rack. Cook
15 more minutes or til done. Bone Suckin’®
Good! Enjoy!
Are you looking for the best gluten
free barbecue sauce? Check out
BoneSuckin.com to get all the info about
their award-winning products like the
Bone Suckin’ Sauce.
TO ORDER & FOR MORE INFORMATION
VISIT BONESUCKIN.COM OR
CALL US AT 1-919-833-7647
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America’s #1
independent
maple supplier
Private Label
Bulk
Food Service

Contact us today
for best - in - class maple.

+011 802-257-8100
info@maplesource.com

•

maplesource.com
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