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So are natural and healthy foods really that important to the average consumer shopping at 
international supermarkets across the world? Statistics show that U.S. exports of natural and 
healthy foods are now well into the tens of billions and growing! Sounds great but it’s not necessarily 
translating into healthier populations. Obesity and diabetes are on the rise…especially in the Middle 
East and Europe. My unscientific observation after years of traveling to Asia, Europe and the Middle 
East...concurs with the studies I’ve read. And the biggest weight gain I’ve seen is amongst the younger 
generation! They have been exposed to the most plentiful varieties of fast foods and processed foods. 
The older generations still maintain eating habits that are reflected in the time they grew up…less 
consumption and less junk food. 

But times have changed. Farming techniques overseas have caught up with our world class system 
meaning more food and agricultural goods are produced in-country. Combine that with increased 
importing of products from other countries…the consumer has a plethora of items they can choose 
from that resembles supermarkets in the United States. However, these same regions have also 
succeeded in importing something else that is very American…the fast food restaurant. And it doesn’t 
matter where you are at…they’re everywhere! Combine that with the emergence of the convenience 
store and you have a recipe for less then healthy eating. Don’t get me wrong…I love walking down the 
street in Shanghai to a Family Mart convenience store for a quick snack and other items. Makes things 
easy. But places like Shanghai and Dubai are fast paced and the people don’t have time to prepare their 
own meals at home. The convenience store and processed foods they sell become the de facto dinner 
for many. So those health issues we see here in the U.S. are showing up in people all over the world. 

The American consumer is well aware of things like preservatives, corn syrup and sugar. The 
industries behind diet systems, exercise programs and holistic nutrition are big business. They’ve 
become big business because there is demand as well as success. Health issues associated with poor 
eating choices are showing up across the world. So these industries are starting to gain traction in 
countries like China with the emphasis on eating healthy and natural. You can find natural and organic 
food products everywhere. The Chinese consumer looks to see if the product is Non-GMO or gluten 
free. They read the labels for calorie and carbohydrate content. If products are not chemical and 
pesticide free, most Asian consumers aren’t interested….natural and organic is huge! 

So now back to my earlier question…are natural and healthy foods really that important? To answer 
that I have to address another question…how important are these foods to the average U.S. consumer? 
According to the Washington Post…over $400 billion worth of organic and natural food items were 
sold last year according to data from market research firm Nielsen. With our health and wellness 
issues now catching up to the world at large…it’s safe to say that natural/healthy foods have a bright 
future in the country near you! And with that, I will see you at the Natural Product Expo West in 
Anaheim. 
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IQF Fruits & Vegetables: Frozen & Aseptic Purees: 
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Kof-K Certified
Growing Green Energy
Growing Green Jobs
Family Farm
Fresh, Pure Flavor
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Frozen Pail
30 lbs. / 13.6 kg

Fiber Aseptic Drum
474 lbs. / 215 kg

See our entire product list and packaging options (150+ items):  www.stahlbush.com/industrial-ingredients/
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In 2016, millennials 
accounted for 27% of the 
global population, according 
to UN World Population 
Prospects. This number 
represents more than 2 billion 
people. In the US alone, 
millennials make up the 
largest generation in American 
history after overtaking Baby 
Boomers in 2016.

Born in a time of rapid 
change and development, 
millennials are natives of 
the digital world, using 
social media to share their 
preferences and, most 
importantly, tastes with 
America’s trillion-dollar food 
industry. It’s no surprise, then, 
that consumers in their 20s 
and mid-30s are driving the 
top food trends in 2018. 

the natural food exporter magazine  SPRING 2018

FEEDS YOUR

•	Sunflower	Kernel
•	Hulled	Millet
•	Caraway
•	Food	Grade	Soybeans
•	 In	Shell	Sunflower
•	Brown	&	Yellow	Flax
•	Poppy	Seed
•	Sunbutter

We process sunflower and other 
specialty crops to create quality 
food products at any quantity.

OUR PROCESSING

Roasting and 
Salting Available. 
Commercial and 
Organic Certified 
Products.

501 42nd St N, Fargo, ND
 800-437-5539 

www.redriv.com

growth

By: Courtney Ferris
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Transparent Labeling

According to a survey conducted by 
market research firm Mintel, 74% of US 
millennials expressed wishes that food 
companies were more transparent with 
their product manufacturing. Whereas 
previous generations might have 
referred to the label for fat and calories, 
millennials view the label as an extension 
of corporate responsibility. Was the 
product ethically sourced? Is it organic? 
Considering 52% of organic consumers 
are millennials, these are important 

questions for brands to confirm on 
their labels. In 2018, we will see more 
transparency, including “GMO-free” and 

“Fair Trade” labels, across packages.

Plant-based Protein
Veganism and low-meat diets are 

growing in popularity. In 2017, there 
was a 6% rise in veganism across US 
consumers, and according to Mintel, 
there has been a 25% increase in 
vegetarian claims and a 257% in vegan 
claims in new products in grocery stores, 
meaning more plant-based products are 
hitting the shelves. With food technology 
creating meatless products with meat-like 
qualities (a la the Impossible Burger’s 
“bleeding” vegan burger), even meat-
lovers are jumping on board with this 
trend.

According to food and restaurant 
consultants Baum+Whiteman, 
restaurants are meeting the growing 
demand for meatless dishes as well. 
Expect to see more restaurants offering 
vegan menu options, including nut-based 
cheeses and exotic vegan entrees.

With 24% of their yearly income 
dedicated eating at restaurants, 
millennials spend the most on dining 
out in comparison to other generations. 
In order to cater to this trendy audience, 
restaurants must create unique, 
shareable experiences, cognizant of the 
fact that 69% of millennials take pictures 
of their food before eating it, according 
to Mintel. In their quest to search for 
a “global” food experience, millennials 
enjoy trying unique flavors and sharing 
the experience with their friends both 
in-person and across social media. 
Restaurants must keep it fresh -- both 

the natural food exporter magazine  SPRING 2018

Continued on page 34
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Stahlbush Island Farms, a family 
owned and operated farm, is passionate 
about growing healthy, nutritious food 
and making their wholesome ingredients 
available year-round to customers around 
the world. A certified sustainable and 
organic farm — its owners are conscious 
of issues on many levels, including food 
waste.

According to the American Frozen Food 
Institute (AFFI), $162 billion worth of 
food is wasted per year, and the average 
American family throws out approximately 
25 percent of the food they buy. With 
roughly 40 percent of all food produced 
in the United States going to waste, there 
is a growing trend to reduce this number. 
AFFI estimates that frozen food 
could play a large role in helping 
consumers curb the amount 
of food they discard. Frozen 
food generates 47 percent 
less food waste compared to 
other foods.

When customers purchase frozen foods, 
they are able to cut down on food waste by 
using only what they need. When they buy 
Stahlbush, they are incorporating premium 
ingredients to their products. As the farmer 
and the processor, Stahlbush specializes 
in food picked ripe, off the vine and quick 
frozen or pureed, sealing in flavor and 
nutrition.

“The frozen food category is expanding 
with a renewed interest in convenient 
and healthy ways to make quick dinners, 
lunches and side dishes,” said Stahlbush 
Island Farms co-founder Karla Chambers. 
“Our team is committed to growing and 
harvesting premium berries and vegetables 
using sustainable farming practices – from 

water conservation and soil health 
to wildlife habitat and tech 

innovation. As a family farm, 
our role is to be stewards 
of the land for future 
generations.”

In addition to generating 

less waste with frozen, Stahlbush also 
has an extensive donation program. Food 
banks, school lunch tasting tables and even 
nutrition programs for cancer survivors are 
among the types of programs that benefit 
from Stahlbush’s goal to donate over one 
million servings annually.

 “Everyone should have access to good, 
healthy food,” said Chambers. “Our 
donation program helps ensure that people 
of all ages are exposed to more great tasting 
fruits and vegetables.”

Stahlbush has also been able to 
transform food waste on the farm using 
innovative technology. In 2009, Stahlbush 
completed construction of an on-farm 
biogas plant that generates electricity from 
agricultural by-product. In addition to 
electricity, the biogas plant also generates 
steam for the boilers, hot water for 
sanitation and hot air to dry pumpkin 
seeds. The leftover material from this 
process is used as water for irrigation and 
a rich fertilizer that is spread back into the 
fields to nurture next year’s crops.

“There is no such thing as waste at 
Stahlbush,” said Chambers. “We see waste 
as an underutilized resource and search for 
innovative ways to make it more useful.”

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/

 Stahlbush Island Farms
 Frozen Food is Leading the Charge 
 in Helping to Curb Food Waste   
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Q: Do you have any new products for 
Expo West 2018?

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– 
visit our booth #5396 to try them both. 
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 1-800-446-0947 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

the natural food exporter magazine  SPRING 2018

 Bone Suckin’ Sauce Interview with Patrick Ford,
  Vice President, Ford’s Gourmet Foods
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Dried fruits are enjoyed for a 
myriad of reasons. Eating fruit 
is associated with improved 
health and provides many of 
the essential minerals, vitamins, 
phytonutrients and fiber that 
you need every day. 

Dried fruit is shelf stable and 
won’t go bad quickly, so it’s the 
perfect snack to pack, especially 
for activities like camping and 
hiking. 

Although dried fruit is a good 
option, dried fruits are higher in 
calories because they are more 
concentrated once the water 
has been removed. Weight for 
weight, fresh fruit will have fewer 
calories than its dehydrated 
version. It’s important to 
remember that a single serving 
of fresh fruit is 1 cup, but when 
fruit has been dehydrated, a 
single serving is only one half of 
a cup.

Dried Fruits-
A Healthy Snack

By: Lisa Mooney

16
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When you are selecting different dried 

fruits, be sure to read the packaging label. 
First, don’t just check the appropriate 
portion size, but also what else has 
been added to the dried fruit. Often 
dried fruits have additional sugar added 
to enhance the flavor and draw the 
water from the microbial cells, thereby 
protecting it from spoilage. 

For healthier options, look for labels 
that say “no sugar added,” or the dried 
fruit might be a treat rather than a 
healthy snack. Another commonly 

added ingredient is sulfur dioxide, which 
works to preserve the fruit and prevent 
discoloration. It acts as a preservative, 

and as long as you aren’t allergic to it, it’s 
harmless.

Here are some popular and nutritious 
dried fruits to sample next time you want 
a healthy and delicious snack or meal.

Dried Blueberries & Cherries 
Graceland Fruit Company has been 

drying fruit since 1973. Located in the 
heart of America’s largest tart cherry 
growing region, they are one of the 
largest single providers of infused dried 
fruits in the world. They offer dried 
fruits including cranberries, cherries, 
wild and cultivated blueberries and 
apples. Graceland’s products are sold 
in the United States and over fifty other 
countries around the world.

Dried blueberries pack a nutritional 
punch. They are low in sodium and 
in calories, offering 127 calories per 
one-quarter cup, and they contain no 
cholesterol. In addition, these fruits 
contain nutrients that are vital for your 
health. Simply eat them alone as a snack, 
toss into your smoothie, or add to your 
morning cereal or oatmeal.

Dried tart cherries are a sweet, tart, 
and flavorful treat that is great for 
snacking, cooking, and baking. Our 
delicious tart Montmorency cherries 
are rich in antioxidants and nutrients 
that support heart health and reduce 
inflammation. Try our sour cherries 
straight out of the bag, in trail mix, or in 
baked goods.

Raisins 
Raisins are made from dehydrated 

grapes and are used in both sweet and 
savory food preparations. Despite their 
small size, raisins are packed with energy 
and rich in fiber, vitamins, and minerals. 
Raisins are naturally sweet and high in 
sugar and calories, but they’re beneficial 
to our health when eaten in moderation. 
In fact, raisins can aid digestion, boost 
iron levels, and keep your bones strong. 

Grown in the bright California 
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The sun is setting earlier, the days are 
growing colder, and the last of the rice 
has been loaded on the trucks – another 
California rice harvest has come to a close. 
For the Sun Valley Rice Company and its 
management, its time to look ahead to 2017, 
which CEO Ken LaGrande hopes will be 
another year of growth for his family’s rice 
company. 

Background
Situated in the heart of California’s 
Sacramento Valley, Sun Valley Rice offers 
Medium Grain and Premium Short Grain 
sushi-grade rice. Mike LaGrande founded the 
company in 2000 with his son, Ken. Their 
vision was to build a facility that caters to 
the specialty nature of California rice, and 
to offer the highest quality product possible. 
Fourteen years later, that vision remains an 
integral part of Sun Valley’s culture, and a 
primary reason for their success.

We live by our mission – To create value 
through Quality Products, Service, Industry 
Leadership and Ongoing Innovations.

Products & Services
Sun Valley produces Medium Grain and 
Premium Short Grain rice varieties, more 
commonly known as “sticky rice” or 
“sushi rice.” These are generally viewed as 
specialty varieties because they require a 

Brendan O’Donnell, who handles sales for 
Europe, explains how Sun Valley utilizes 
the uniqueness of the Sacramento Valley: 
“The Sacramento Valley is the only part of 
the country that has the perfect blend of 
heavy clay soil, ample sunlight, and good 
accessibility to water. There are really only 
a couple places around the world that have 
these perfect conditions other than Japan.”

The company offers Whole Grain brown rice, 
or white (milled) rice. Using a proprietary 
technique, they also produce a product called 
GEN-JI-MAI.  GEN-JI-MAI is a Premium 
Whole Grain Brown Rice that is not only 
superior in taste, but also cooks more quickly, 
thus creating a Brown rice with better texture 
that is much more nutritious than White rice.

With an eye on the global trend towards 
healthier diets, Sun Valley recently added a 
germination facility to produce ‘sprouted’, 
or germinated, rice using a proprietary 
technology. The sprouting process takes 
healthy brown rice and puts it through a 
natural germination process; this process 
unlocks additional nutrients and enzymes in 
the kernel, creating healthier, tastier, quicker-
cooking rice.

Facilities
Quality doesn’t begin and end with the 
natural environment, however. It continues 
with the processes and technologies 
involved in rice production, and Sun Valley 
has committed every effort to ensure they 
have the best technology, and the best 
people, available to mill their rice. Explains 
O’Donnell, “Mike [LaGrande] designed 
and built the most state-of-the-art and 
modern mill in California, utilizing the 
latest Japanese equipment.”

Not cutting corners to save costs, the 
company tried to closely emulate Japanese 
milling processes in building their facility, 

years to produce the best rice possible. The 
result is the highest-grade mill in California, 
and a premium end product.

Commitment to Customers
Having farmed, dried, milled, and packaged 
their rice to the highest achievable 
standards, Sun Valley maintains their 
commitment to quality once the rice has 
left the plant, in how they serve their 
customers. CEO Ken LaGrande explains, 
“We don’t see ours as a commodity 
product, nor do we view our industry as a 
commodity industry. So, we don’t treat our 
customers as commodity customers. We 

view our customers as partners, and we try to 
help them however possible.”

One way they achieve this is through their 
innovative use of joint (or ‘partner’) labels 
with customers from all over the world. This 
offers customers, many 
of whom are family 
business with 
little experience 
in brand 
development, 
the chance to 
develop and 
showcase their 
own labels.

A Family Commitment to Quality

Info
For more information on partnering 
with Sun Valley Rice to grow your 
business, call +001 (530) 476-3000 
to speak with a Sales Representative 
or email info@sunvalleyrice.com. 
And visit us at www.sunvalleyrice.
com and www.genjimairice.com!
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Situated in the heart of California’s 
Sacramento Valley, Sun Valley Rice offers 
Medium Grain and Premium Short Grain 
sushi-grade rice. Mike LaGrande founded the 
company in 2000 with his son, Ken. Their 
vision was to build a facility that caters to 
the specialty nature of California rice, and 
to offer the highest quality product possible. 
Fourteen years later, that vision remains an 
integral part of Sun Valley’s culture, and a 
primary reason for their success.
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Brendan O’Donnell, who handles sales for 
Europe, explains how Sun Valley utilizes 
the uniqueness of the Sacramento Valley: 
“The Sacramento Valley is the only part of 
the country that has the perfect blend of 
heavy clay soil, ample sunlight, and good 
accessibility to water. There are really only 
a couple places around the world that have 
these perfect conditions other than Japan.”

The company offers Whole Grain brown rice, 
or white (milled) rice. Using a proprietary 
technique, they also produce a product called 
GEN-JI-MAI.  GEN-JI-MAI is a Premium 
Whole Grain Brown Rice that is not only 
superior in taste, but also cooks more quickly, 
thus creating a Brown rice with better texture 
that is much more nutritious than White rice.

With an eye on the global trend towards 
healthier diets, Sun Valley recently added a 
germination facility to produce ‘sprouted’, 
or germinated, rice using a proprietary 
technology. The sprouting process takes 
healthy brown rice and puts it through a 
natural germination process; this process 
unlocks additional nutrients and enzymes in 
the kernel, creating healthier, tastier, quicker-
cooking rice.

Facilities
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with the processes and technologies 
involved in rice production, and Sun Valley 
has committed every effort to ensure they 
have the best technology, and the best 
people, available to mill their rice. Explains 
O’Donnell, “Mike [LaGrande] designed 
and built the most state-of-the-art and 
modern mill in California, utilizing the 
latest Japanese equipment.”

Not cutting corners to save costs, the 
company tried to closely emulate Japanese 
milling processes in building their facility, 

years to produce the best rice possible. The 
result is the highest-grade mill in California, 
and a premium end product.

Commitment to Customers
Having farmed, dried, milled, and packaged 
their rice to the highest achievable 
standards, Sun Valley maintains their 
commitment to quality once the rice has 
left the plant, in how they serve their 
customers. CEO Ken LaGrande explains, 
“We don’t see ours as a commodity 
product, nor do we view our industry as a 
commodity industry. So, we don’t treat our 
customers as commodity customers. We 

view our customers as partners, and we try to 
help them however possible.”

One way they achieve this is through their 
innovative use of joint (or ‘partner’) labels 
with customers from all over the world. This 
offers customers, many 
of whom are family 
business with 
little experience 
in brand 
development, 
the chance to 
develop and 
showcase their 
own labels.

A Family Commitment to Quality

Info
For more information on partnering 
with Sun Valley Rice to grow your 
business, call +001 (530) 476-3000 
to speak with a Sales Representative 
or email info@sunvalleyrice.com. 
And visit us at www.sunvalleyrice.
com and www.genjimairice.com!



The trend of importing U.S. organic 
and natural foods is on the rise, especially 
by countries such as China and the UK. 
However, these healthier foods are more 
expensive than traditional food products 
because of their composition of pure, 
untampered ingredients. Due to cost 
restrictiveness, many countries have 
unhealthy eating habits (Mexico, Middle 
East, etc.). There are, however, alternative 
natural foods that these nations are 
demanding from America. Indeed, such 
undernourished countries have invested 
heavily on national, health programs to 
promote a certain purity of consumption. 
These global initiatives have, in turn, led to a 
rising demand for U.S. grown, natural food 
products. U.S. exports of certified organics 
abroad were valued in excess of $565 million 
USD in 2017. 

Global Health Initiative
Mexico has caught up with U.S. obesity 

rates and many professionals suspect that 
easing trade restrictions between the two 
countries by NAFTA has been a root cause 
of saturating the country with high fructose 
(soda, candy, etc.) food products and causing 
diabetes. The Mexican government is taking 
a proactive approach. They have facilitated 
a campaign to eat healthy, go for regular 
health check-ups, exercise more, and raise 
the tax on soda by one peso per liter. The 
Public Library of Science suggested that as 
much as 1/10th of caloric intake in Mexico 
is ingested via soda pop drinks. “It estimated 
the current tax would reduce obesity by 2.5 
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per cent by 2024, preventing between 
86,000 and 134,000 new cases of diabetes 
by 2030”.

The Chinese government has launched 
a nationwide initiative to address the 
progressing obesity problem in the 
country. The Healthy China 2030 plan 
was implemented with the mission of 
promoting health food alternatives 
such as natural and organic foods to 
its citizens and to increase their lives 
by two years in just 15 years’ time. Its 
methodology is to increase obesity 
awareness, in conjunction with the World 
Health Organization, and to maximize 
eating better and exercising.

The National Health Service (NHS) 
in England has its hands full as well. A 
study by the Organisation for Economic 
Cooperation and Development (OECD) 
determined that 27% of Brits are obese 
and 36% are overweight . NHS England 
has taken important health measures 
when it comes to the UK’s diet. The 

health service has placed a limit of 250 
calories on candy and other sweets in 
public places. There will be a new sugar 
tax effective next month (April 2018): 
Tax on drinks with more than five grams 
of sugar per 100ml will be levied by 18 
pounds per liter, while those with eight 
grams or more of sugar per 100ml will 
have an extra tax of 24 pounds per liter. 

Peter Guyer, Founder & CEO of 
Toosum Healthy Foods, suggested that 
international initiatives promoting 
natural and organic food products 
include the E.U. and China with the 
promotion of certified-organic foods. 
He went on the record to share that 
global demographic changes, along 
with medical/health conditions, are 
contributing to the need for healthy, 
natural foods around the world. This is 
where natural food exporters of natural, 
organic, non-GMO and vegan food 
products come to the rescue. Demand for 
U.S. grown, health food alternatives has 

hit an all-time high, cost what it may. 

Cost Analysis
The Food and Agricultural 

Organization of the United Nations 
(FAO) has listed a host of First, organic 
food supply is limited as compared 
to demand. Second, production costs 
for organic foods are typically higher 
because of greater labor inputs per unit 
of output and because greater diversity 
of enterprises means economies of 
scale cannot be achieved. Next, post-
harvest handling of relatively small 
quantities of organic foods results in 
higher costs because of the mandatory 
segregation of organic and conventional 
produce, especially for processing and 
transportation. Finally, marketing 
and the distribution chain for organic 
products is relatively inefficient and 
costs are higher because of relatively 
small volumes . The price of natural 
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Re-mineralization
Nature has been re-mineralizing the soils 

of the earth through volcanic eruptions and 
sedimentation since the beginning of time. 
However, these valuable minerals have been 
significantly depleted in most soils over the 
years - and plant life, soil health and 
 
 
 

 

bio-
diversity 
have suffered as 
a result. Researchers who 
compiled reports from around the 
world conclude that U.S. agricultural soil has 
been depleted of approximately 85 percent 
of its minerals during the last 100 years – and 
that some were almost completely depleted.  
This is even more prevalent in commercial 
operations where the soil is utilized year after 
year. Today’s soils contain no more than 16-
20 minerals on average compared to 80-100 
millions of years ago. Without these natural 
minerals, plants become weaker, require 
more water, produce less, contain lower 
nutrient levels and are more susceptible to 
stresses, pest infestation and other issues. 

This is why it is crucial for growers of all 
types and sizes to re-mineralize their soil.  

Proper re-mineralization can benefit your soil 
and plants in many ways, including:

•  Providing a slow, natural release of 
essential elements and trace minerals

•  Improving resistance to insects, disease, 
frost and drought

•  Encouraging earthworm and microbial 
activity

•  Improving Cation Exchange (CEC) rates
•  Improving brix (sugar content) levels
• Producing more nutrient-dense edibles
• Improving nutrient uptake of plants

• Balancing soil pH levels
• Enhancing flavor in edibles

Most growers 
today focus solely on 

providing their plants with nutrients 
and generally miss the other, equally as 
important part of the equation, which is 
proper re-mineralization - and the only way 
to re-mineralize depleted soils is by amending 
them with a mineral product that provides 
essential and beneficial trace elements.  One 
such product is called Andesite Mineral 
Complex produced by Green Generations.  

Andesite Mineral Complex™

Andesite Mineral Complex is a 100% 
natural, volcanic-based rock dust containing 
essential and beneficial minerals and 
trace elements along with certified natural 
paramagnetic levels over 8,000+ cgs to help 
condition and balance the equilibrium in the 
soil while stimulating microbiology to create  
 

a nutrient-dense environment in which plants 
can thrive.  

Andesite is safe for use on all crops and 
plants including fruits, vegetables, nuts and 
seeds, orchards, vineyards, animal pastures, 
grains and more. Andesite will not burn or 
harm plants and cannot be over-applied.  
Additionally, any unused portion will remain 
in the soil and will not wash through – 
therefore allowing it to continue to be utilized 
until completely depleted. 

Andesite meets USDA and National 
Organic Program (NOP) standards for 
certified organic production to accommodate 
both organic and non-organic growers alike.

 
About Green Generations

Green Generations develops 
100% natural, sustainable 

agricultural 
products for the 

domestic and 
international 
commercial 
growing 

industry.  Their 
products help initiate 

symbiotic soil processes for 
growth potential of plants, organisms, root 
systems and beneficial microbiology. Green 
Generations also works with universities, 
schools, non-profits and community 
organizations on education and 
research in sustainability, 
urban agriculture, 
traditional and 
cutting edge growing 
technologies and 
ecological restoration. 

We encourage you to 
contact Green Generations 
to see how their products can help 
your growing operation.  You can contact 
them by phone at 312-698-9975 or by email 
at info@greengenerations.com or visit them 
online at www.GreenGenerations.com.

Green Generations 
 What your soil has been missing  
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Consumers know there’s a better blueberry. You should too.

WILD WHAT YOU MAKE

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

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.

18-WB-6078 Update_Export_Magazine_Ad_Tech_8_125x10_875_0201_OUT.indd   1 2/1/18   3:27 PM



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 
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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 

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.

Differentiate 
with 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.

WILDREGULAR
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•   All products are certified USDA Organic , 
the world’s highest organic standards. 

•   Products are produced following strict 
humane animal care standards.

•  We never use antibiotics, synthetic 
hormones, toxic pesticides or GMOs.

When consumers want the best organic milk, they trust the Organic Valley® 
brand. For 28 years, our family farmers have led the way by pioneering the 
highest organic standards and quality in milk.

www.organicvalley.coop    +1 888-444-6455

MADE IN USA
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At CROPP Cooperative, better known by our 
Organic Valley and Organic Prairie brands, we 
know that organic food from family farms is the 
most healthful and delicious. Our farmers 
nurture the soil and allow nature to 
grow the best of her fruits, unbur-
dened. The result is our unparal-
leled taste and award-winning 
products.  

In 1988, a group of seven Wis-
consin farmers who shared a 
love of the land and a belief that 
a new, sustainable approach to ag-
riculture was needed, came together 
to form an organic dairy farming coopera-
tive. Our founding farmers pledged to produce 
the best products possible by farming without 
antibiotics, synthetic hormones, pesticides or 
GMOs; by pasturing their animals, and by being 
stewards of the environment.   

CROPP has remained independent and farm-
er-owned as it grew into America’s largest co-
operative of organic farmers, with more than 
2,000 farmers in 36 U.S. states, Canada, Aus-
tralia and the United Kingdom producing dairy, 
eggs, soy, produce, feed crops and meats. We 
follow the same recipe for environmental and 
economic sustainability that our founding 
farmers created, and our cooperative often sets 
quality standards that exceed the norm. As the 
co-op continues to grow, we prove that 
it is not necessary for a business to sac-
rifice people for profits: today, CROPP 
farmer-owners represent 
more than 13 percent of 
the entire nation’s cer-
tified organic farming 
community.

Whether our farmers have 35 or 350 cows on 
their farms (our average is 77), the farm families 
who produce our premium quality foods share 
a voice in the future of our business—because 

they own it. Part of our success is due to 
the fact that our farmer-owners pay 

themselves a stable, sustainable 
pay price, which is set by a farmer 
board of directors elected by the 
membership. Our profit-sharing 
model recognizes the contribu-

tions of all involved in making 
CROPP successful by contributing 

portions to farmers and employees as 
well as a community grant-making fund 

in years when profit goals are reached.  

Being farmer-owned and independent has 
allowed us to stay true to our original mission 
of keeping family farmers farming. Organic 
Valley and Organic Prairie customers can be 
confident that the food they purchase was pro-
duced under standards that meet or exceed the 
USDA national organic standards by farmers 
who are stewards of the earth and at the heart 
of the organic revolution.

Since partnering with a small organic shop in 
Japan in 1998, Organic Valley is recognized as 
one of the first organic companies to export 
product outside the U.S. Now you can find 
our dairy products in over 30 countries in-

cluding areas in Asia, the Middle East, 
the Caribbean, Central America and 
South America. The expertise Organic 

Valley has in exporting organic 
product is unmatched.

Organic Valley #1 Always Organic Brand

©CROPP Cooperative 2017-10006      



Naked Bacon is just that, naked. That means NO nitrates, 
nitrites, chemical solutions, phosphates or water. The result? An 
incomparable, you’ve gotta try this taste you won’t find in 
mass-produced bacon.

Our Great-Grandfather Kreilich first authored the recipe when 
he came from Germany to Ste. Genevieve, Missouri over 150 
years ago. Using his recipe that tastes like bacon did back then, 
John Kreilich has further perfected it into what you taste today.

Your food choices each day affect your health; how you feel 
today, tomorrow, and in the future. Bacon is usually one of those 
foods that doesn’t fall into the healthy eating category, until now. 
Unlike those big bacon companies that inject water and chemicals 
to make less bacon seem like more bacon, we produce our 
gluten-free bacon in extremely small batches and strictly adhere 
to traditional methods to ensure the highest quality. From dry 
curing each batch by hand for a minimum of 7 days with a secret 
blend of spices and herbs, to smoking it slowly over fruit and 
hardwoods to impart even more flavor, our goal is for our bacon 
to taste the way it did over 150 years ago.

Artificial ingredients are like regrets. It’s best not to  
have them.

Like 95% of commercially-made food, most bacon is injected 
with water and chemicals to make less bacon seem like more 
bacon. And that’s just wrong. So we’d like to give you this simple 
chart to help you make a more informed choice next time you’re 
choosing a bacon. 

After all, friends don’t let friends eat nitrates.
Naked Bacon produces gourmet, all-natural bacon with no 

nitrates, chemicals, phosphates, gluten, or water. Just in case you 
didn’t know ‘Nitrates’, which are often used as preservatives in 
processed meat, change into N-nitroso (compounds that promote 
cancer) in the meat and also in the gut when it is being digested.  
Naked Bacon is also one of only a few companies in the country 
with Whole 30 approval for bacon and sausage.  (Whole30 is a 
national whole eating diet program with very strict guidelines.) 
Naked Bacon offers different flavors; original, sugar-free, chipotle 
sugar-free, jalapeno sugar-free and bourbon.

Through proprietary traditional curing methods and secret 
ingredients, our company is one of the few pork bacon companies 
with the nutritional characteristics of 44% less fat and 25% less 

sodium than your normal bacon which has been approved by 
the USDA! There is no question that bacon is a tasty treat and we 
are on a mission, not just for the bacon lovers, but for everyone 
to have the chance to enjoy and include bacon as part of their 
healthy diet…not just a cheat-day indulgence. 

CONTACT US
Have a question or comment? Need wholesale pricing?  

We’d love to hear from you…john@nakedbaconco.com

Naked Bacon
Life Is Better With  
Better Bacon  
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foods is at a premium and shipping 
costs to export these organics overseas 
is expensive. However, expansive 
urbanization and a growing disposable 
income in China and the UAE are keeping 
up with the supply. Toosum’s CEO stated 
that foreign importers do not look at 
U.S. organic and natural foods as being 
cost prohibitive. He continued to suggest 
that alternative American natural foods 
are also plausible for countries with low 
health food practices such as Non-GMO 
and vegan. 

 
Organic Exports to North 
America

The United States Department of 
Agriculture’s (USDA) Foreign Agriculture 
Service’s (FAS) Global Agricultural Trade 
System (GATS) valued American exports 
of organic foods to Canada at just over 
$260 million USD in 2017. Our southern 
neighbor, Mexico, imported $133 million 
dollars’ worth of American-made, 
organics last year alone.

Organic Asia
The GATS data notes that the U.S. sold 

nearly $104 million worth of organics to 
countries in Asia last year. South Korea 
imported $23.8 million, while $22.3 million 
in organic exports went to Japan in 2017. 
Hong Kong took in excess of $9 million 
alone, as China imported U.S. organics 
valued at over $5.6 million last year. 

Organics in the EU-28
The U.S. exported over $11.7 million 

dollars of total organics to the European 
Union in 2017. The database lists the 
United Kingdom as importing $5 million 
USD in total, U.S.-grown organic foods 
last year. France had the second largest 
demand for organics made in the U.S.A. 
at over $2.6 million. Spain imported over 
half a million dollars ($500,327) worth of 
organic imports from our country, while 
Germany brought in nearly half a million 
dollars ($494,385).

Though the number of domestic Vegan 
exporters is still growing, there are a few 
companies that ship animal-free, food 
products overseas. U.S.-based Tofurky and 
Morningstar Farms produce the majority 
of alternative-meat substitute products 
that are sent overseas. Vegan Worldwide is 
an American exporter of vegan food based 
in New York. It currently exports healthy, 
non-animal sourced food in North and 
South America from Canada and Mexico 
to Colombia, Chile, and the Dominican 
Republic.

Vegan in the EU-28
The European Vegetarian Union is 

a conglomerate of health conscious, 
European corporations that have 
developed the V-label and its promise of 
“Vegetarian. Vegan. Guaranteed” . Santa 
Rosa, California-based Amy’s Kitchen is 
a global exporter with over 120 Vegan 
options and 100 gluten free products, 
Kosher and all. The health food exporter 
ships to 23 international markets 
including: France, Germany, Sweden, 
Denmark, Finland, and Holland.

Continued from page 22
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literally and figuratively. 

Convenience Food 
According to last year’s Food and Health Survey conducted by 

the International Food Information Council, 55% of millennials 
claim convenience is a top decision-maker when buying food. 
More than 60% are interested in meal-kit subscriptions, where 
the hassle of grocery shopping and meal prepping are taken care 
of for the consumer. 

According to Business Insider Intelligence Reports, 25% of 
Americans have purchased specialty food and beverages online. 
Million-dollar meal services, including Blue Apron and Hello 
Fresh, as well as the meal delivery sector’s newest player, Amazon 
Fresh, are riding this e-commerce wave, disrupting the $600 
billion dollar grocery store industry. 

The demand for convenience doesn’t stop there. Protein-to-
go, in the form of packaged tuna, minimally-processed beef 
sticks, and raw bars, are also trending among -- you guessed it -- 
millennials. With their developed palettes and desire for healthy, 
convenient, and transparent brands, millennials will continue to 
set the tone for 2018’s food trends.

Continued from page 10

sunshine, Mariani raisins are preservative 
free and have no added sugar. These 
plump delicious raisins are not only tasty, 
but convenient as well. Use to sprinkle on 
your cereal or salad, add to your favorite 
recipe, or eat as a healthy snack on the 
go. Mariani also offers dried apricots, 
dates, mango, berries, and an assortment 
of other dried fruit selections.

Prunes (dried plums)
Dried plums are nutrient-dense — 

they provide health benefits such as 
important vitamins and minerals for a 
small amount of calories. When eaten 
frequently, dried plums contribute to 
the overall intake of dietary fiber and 
many important vitamins, minerals and 
phenolic compounds, which function as 
antioxidants.

California Dried Plums (prunes) are 
easy to enjoy as snacks, as an ingredient 

in baking and cooking, on cereal, in 
salads, and blended into smoothies.

Taylor Brothers Farms is the leading 
producer and global distributor of 
organic prunes and prune products. 
As a 4th generation family-owned and 
operated company, they take great 
pride in their products and thrive on the 
personal connections they make with 
customers. 

Their company primarily grow 
the California dried plum, a new and 
improved offshoot of La Petite D’Agen, 
which is native to Southwest France. At 
maturity, it has a royal purple outer skin 
and amber colored flesh. What’s unique 
about this California dried plum is that it 
can be dried whole without fermenting, 
which is not true of all varieties!

Along with this main variety, they also 
grow other California varieties: Sutter 
Prune, Moyer Prune, Denny Prune, and 
Muir Beauty Prune.

Sun Dried Tomatoes
It’s tricky to remember that tomatoes 

are technically a fruit, but they are. Did 
you know that sun dried tomatoes pack 
more nutrition per ounce than fresh 
tomatoes? Bella Sun Luci sun dried 
tomato products naturally have 12 times 
more lycopene than fresh tomatoes. 

Many studies, including those 
published in Cancer Epidemiology, The 
Journal of Nutrition and many more, 
show that lycopene helps improve 
immune function, reduce the risk of 
heart disease, certain cancers, diabetes, 
cataracts, asthma, and even offer 
protection from UV rays. Researchers 
have observed that the body can absorb 
more lycopene when combined with 
healthy fats like olive oil, making sun 
dried tomatoes in olive oil one of the 
most effective and beneficial ways to 
ingest lycopene.

Continued from page 18
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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 
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.

The American Export Magazine and The Natural Food
Exporter Magazine’s launches their WeChat platform!   

Visit
Us On

WeChat
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info@maplesource.com   •   maplesource.com

+011 802-257-8100

Contact us today 
for best-in-class maple.

America’s #1 
independent 

maple supplier

Private Label
Bulk 

Food Service
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Advertisers’ Index Oak Overseas p. 35 
www.oakoverseas.com

Ag Alumni Seed  p. 34 
www.agalumniseed.com

American Indian Foods p. 19  
www.indianaglink.com

Andalucia Nuts p. 5 
www.andalucianuts.com

Bascom p. 37 
www.maplesource.com

Far West Rice Company  p. 23 
www.farwestrice.com

Ford’s Gourmet Foods p. 14, 40 
www.bonesuckin.com

The Fremont Company p. 38 
www.fremontcompany.net

Graceland Foods p. 17 
www.gracelandfruit.com

Hilltop Ranch p. 9 
www.hilltopranch.com

Innovative Beverage Concepts p. 39 
www.ibevconcepts.com

Naked Bacon p. 32 
www.nakedbaconco.com

National Raisin p. 11 
www.nationalraisin.com

Organic Valley p. 30, 31 
www.organicvalley.coop

Preferred Popcorn  p. 24 
www.preferredpopcorn.com

Red River Commodities  p. 8 
www.redriv.com

San Saba Pecan p. 18 
www.sansabapecan.com

Sierra Valley Almonds, LLC p. 13 
www.svalmonds.com

Stahlbush Island Farms p. 7, 12 
www.stahlbush.com

Sun Valley Rice p. 20, 21, 22 
www.sunvalleyrice.com

SVN Foods, Inc p. 10, 16, 33, 36 
www.svnfoods.com

Taylor Brothers  p. 25 
www.taylorbrothersfarms.com

Treehouse California Almonds p. 2, 3 
www.treehousealmonds.com

Wilbur Packing  p. 15 
www.wilburpacking.com

Wild Bluebrrries p. 27 
www.wildblueberries.com
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© Copyright 2015 Innovative Beverage Concepts, Inc. All rights reserved.

Innovative Coffee Bar Products since 1996.

YEARS
2O

Carefully blended varietal point-of-origin teas, frappé, smoothie, chai  

and oatmeal mixes served by fine establishments worldwide.  

TASTE AND COMPARE THE DIFFERENCE REAL INGREDIENTS MAKE.

To learn more, VISIT US at http://www.ibevconcepts.com

frappés  |  chai  |  organics  |  cocoa   |   matcha  |  smoothies  |  oatmeal
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