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1-800-242-52051-800-242-5205
Private label and co-pack 

options available.

Attention all buyer’s! 
Americas #1 performance snack food is 

Betty Lou’s. We have always been known 
for having the purest ingredients and the 

best taste. Now available worldwide.
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Naturally simple, 
simply delicious.

IQF FRUITS & VEGETABLES

PACKAGING OPTIONS

STAHLBUSH ISLAND FARMS IS A FAMILY FARM + FOOD 
PROCESSOR, PASSIONATE ABOUT SUSTAINABILITY, 

TRACEABILITY, + GOOD FOOD. 

FROZEN + ASEPTIC PUREES
• Blueberries 
• Spinach
• Butternut Squash
• Marion Blackberries
• Super Sweet Corn

• Sweet Potato
• Beets
• Legumes 
• Kale
• Inquire for more!

• Apple
• Beet
• Blueberry
• Butternut Squash
• Carrot
• Cauliflower
• Dickinson Pumpkin

• Golden Delicious Pumpkin
• Marion Blackberry
• Red Raspberry
• Super Sweet Corn 
• Sweet Potato
• Inquire for more!

3122 Stahlbush Island Rd. Corvallis, OR, 97331 USA | +1 (541)-757-1497 | Katie@Stahlbush.com

Grown in the U.S.A.
Certified Sustainable
Certified Organic
Conventional

Non-GMO
Gluten Free
No Additives
Kof-K Certified

Growing Green Energy
Growing Green Jobs
Family Farm
97 - SQF 2000 Level 3

IQF Case
30 lb. & 50 lb. 

13.61 kg & 22.6 kg

HPT 41 Totes Aseptic Tote
2,300 lbs. / 1,000 kg

Frozen Pail
30 lbs. / 13.6 kg

Fiber Aseptic Drum
474 lbs. / 215 kg

Aseptic Case
40 lbs. bag in box

Pallet
50 cases 2,000 lbs.

Naturally simple, 
simply delicious.
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So are natural and healthy foods really that important to the average consumer shopping at 
international supermarkets in the Europe? 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 of late…especially in 
the Europe. My unscientific observation after years of traveling to Germany and France...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 Paris to a convenience store for a quick snack and other items. Makes 
things easy. But places like Paris 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 the U.K. with the emphasis on eating healthy and natural. You can find natural and 
organic food products everywhere. The European 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 European 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 ANUGA in Cologne 
Germany!  

From the Publisher

Europe’s Trending Natural 
Food Industry! 
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Quality, consistency, and 
customer satisfaction

in 67 countries

Sierra Valley Almonds
850 Commerce Dr. 
Madera, CA 93637
1.559.662.8900
svalmonds.com
sales@svalmonds.com



8

Gluten-free Gone Global
From medical niche to mainstream diet, gluten-free has 

become a global trend.
By Courtney Ferris 

the natural food exporter magazine  FALL 2019

Gluten-free was first introduced 

as a prescription for celiac disease, 

an autoimmune disorder in which 

the consumption of gluten causes 

the body to attack the small 

intestine. While the history of celiac 

disease dates back to 250 A.D., 

abstaining from gluten didn’t gain 

mainstream popularity until the last 

decade. Since then, this trend has 

skyrocketed within the global food 

landscape. 

In fact, gluten-free has gone 

beyond intolerance and become 

a key component of the “clean 

eating” trend as many consumers 

perceive gluten-free products as 

healthier and easier to digest. While 

only an estimated 1 percent of 

the population suffers from celiac 

disease, Mintel market research 

reported that the percentage of 

European consumers who buy 

gluten-free products is higher – 11 

percent in Italy and the United 

Kingdom, and 8 percent in France 

and Spain. 
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GROW GLOBALLY WITH ANUGA!

COLOGNE
GERMANY

OCT 9-13 | 2021

BOGOTÁ
COLOMBIA

JUN 9-12 | 2020

BANGKOK
THAILAND

MAY 26-30 | 2020

COLOGNE
GERMANY

FEB 2-5 | 2020

SHENZHEN
CHINA

APR 15-17 | 2020

TOKYO 
JAPAN

APR 15-17 | 2020

SÃO PAULO
 BRAZIL

MAR 9-11 | 2020

DUBAI 
UAE

OCT 29-31 | 2019

CALL US!

+1 773 326 9922
v.woods@koelnmessenafta.com

MUMBAI
 INDIA

AUG | 2020

 USA @ ANUGA 2019
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GLUTEN
FREE

With health-conscious consumers and millennials 
driving this global trend, retailers have responded 
swiftly, moving gluten-free beyond the bread aisles 
and stocking shelves with ample gluten-free 
products. According to Euromonitor, global sales of 
gluten-free products jumped 12.6 percent in 2016 
to $3.5 billion, which represents stellar growth 
when compared with overall packaged foods 
growth of around 4 percent. Experts forecast the 
gluten-free sector will continue to grow, reaching 
$4.7 billion by 2020.

Free-from Growth
Free-from, as a category, is also steadily growing. 

Free-from foods are foods that are manufactured for 
consumers who choose to avoid specific ingredients due to 
personal or medical reasons. Foods that have been specifically 
manufactured to cater to a gluten-free or lactose-free diet, for 
instance, fall under this “free-from” definition. Gluten-free 
products account for more than half of all free-from products. In 
2018, 23% of all new foods carried a “free-from” claim, according 
to Innova Market Insights. By region, Europe leads the way in 
free-from product launches and, according to Mintel, the free-
from market saw 133 percent growth from 2013-2018 in the U.K. 
alone. 

Surprisingly,  
                 Mintel reports that 
only 20 percent of consumers avoid certain ingredients due to 
an allergy or intolerance, which is on a par with the 22 percent of 
those who do so as part of a healthy lifestyle. As a result, the use 
of free-from claims continues to rise, making their way on labels 
across several categories, including frozen and meat products. 

What’s Next for Gluten?
Between 2013 and 2017, Innova Market Insights data cited by 

Nutrition Insight shows that gluten-free claims on labeling saw 
an average annual growth of 24 percent. While highlighting the 
absence of allergens is necessary, it’s also important to emphasize 
a product’s nutritional credentials, particularly for consumers 
who choose free-from products as part of a healthy lifestyle. 

In a study carried out by DuPont Nutrition and Health in 
France, Italy, Spain, and the UK, researchers found that there is 
“untapped potential” for gluten-free food manufacturers to create 
foods with even more nutritional benefits. The survey reinforced 
the idea that gluten-free products are perceived as healthier 
options and also found that consumers are seeking the most 
nutritious options available, which is why ancient grains will be a 
key player in the gluten-free market.

Many ancient grains, including amaranth, quinoa, and 
buckwheat, are nutrient-dense and naturally gluten-free, making 
them a great choice for bakery manufacturers. According 
to Euromonitor, the free-from grains trend is gaining pace 
in the bakery space as an extension of the gluten-free trend. 
Euromonitor predicts that free-from grains will be the future of 
the industry as consumers continue to make mindful choices 
about what they eat.
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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, it 
immediately started on plans to build 
a new processing facility designed to 
meet rigorous new FSMA food safety 
requirements. Today it meets the highest 
standard, SQF-3 level certified – the only 
hazelnut processor with that distinction. 
Included in the new plant is the latest 
in nut processing technology and it 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 more than 

70,000 acres in the Willamette Valley. 
The increase in planted acres in the 
past few years creates an opportunity to 
pursue additional export markets and 
domestic retail avenues for premium 
quality Oregon hazelnuts.

The new processing facility comes 
online 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 
HGO 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 who are 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 he has held senior 
leadership positions in the food industry 
for more than 30 years. Greg Thorsgard, 
COO and GM, started with Hazelnut 
Growers of Oregon in 2018 and he has 
three decades of experience working in 
the consumer packaged goods’ industry. 
Matthew Gillespie, HGO’s Marketing 
and Innovation Manager, brings more 
than 15 years’ experience of successfully 
launching hundreds of new product 
lines in the natural and conventional 
consumer packaged goods’ industry. 
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.

marketing@hazelnut.com
www.oregonorchard.com

 Premium Oregon Hazelnuts
 Poised for Future growth  
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Hazelnut Growers of Oregon  |  State of the art Hazelnut processing and marketing.
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By: Lisa Mooney

The world market 
has come 
to expect a 
dependable 

supply of the 
highest quality

rice from U.S. rice 
farmers. In recent 
times organic rice 
has been sought 
after and U.S. rice 
growers have filled 
that demand.

Organic farming 
is defined as a 
production system 
which largely 
excludes or avoids 
the use of fertilizers, 
pesticides, growth 
regulators, 
preservatives and 
livestock feed 
additives.

the natural food exporter magazine  FALL 2019
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Healthy…Fresh…Fast! 
 Nutrifaster® Commercial Juice Extractors are the highest quality

Ph: +1-206-767-5054    Fax: +1-206-762-2209
sales@nutrifaster.com    www.nutrifaster.com

 Nutrifaster® Commercial 
Juice Extractors are the highest 
quality juicers manufactured in 
the world today. The Nutrifast-
er® line is ideal for juice bars, 
health clubs, spas, restaurants 
and home use -- any place where 
fresh juice is in demand!
 Nutrifaster® products are 
engineered for heavy duty 
commercial use and will provide 
a life-time of high performance, 
efficient and reliable service. 
Capitalize on the health and 
nutrition revolution by serving 
fresh juice from your Nutrifast-
er® juicer!
 Nutrifaster® Inc. is a 
family owned & operated 
business that is committed to 
promoting healthy lifestyles by 
manufacturing juicers that 
provide fresh, pure and natural 
nutrition. The family has been 
manufacturing commercial 
juicers in the Seattle, Washing-
ton area since 1994, which 
includes supporting a variety of 
juicers that have been on the 
market for approximately 40 
years.
 Nutrifaster® has 
constantly improved their line of 

products with health and safety 
features that meet or exceed 
industry standards. The 
Nutrifaster® juicer is one of the 
top commercial juicers 
manufactured in the world 

today, meeting UL, NSF, CE and 
CSA standards.
 For more information on 
our company product line, go to 
www.nutrifaster.com or contact 
us at sales@nutrifaster.com or 
via phone at +1-206-767-5054.

IF YOU WANT TO SEE OUR Nutrifaster N450 Commercial 
Juice Extractor IN ACTION…VISIT US ON YOUTUBE!!  

® 

C

M

Y

CM

MY

CY

CMY

K

nutrifasterad.pdf   1   8/29/2019   9:14:37 AM
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A pioneer in California organic rice 

is Sun Valley Rice. According to their 
website, “Sun Valley Rice was started in 
the year 2000 by the LaGrande family, 
leveraging over eighty years of rice 
growing experience. From drying to 
packaging, the Sun Valley Rice team takes 
pride in our quality products, expert staff 
and ability to adapt to an ever-changing 
industry.”

California is the ideal growing region 
for rice, yielding over 8,000 pounds of 

rice per acre, thanks to its long-standing, 
dedicated farming families, fertile soil, 
ideal growing temperatures and pristine 
water from the Northern California 
mountains.

A company representative adds, “we 
sell organic rice and all of our rice is Non 
GMO. We are lucky to be in California, 
because it is a Non GMO State and all 
rice grown here has to be as such.”

Today, Sun Valley Rice is committed 
to growing, milling and shipping 

many varieties of rice including 
Calrose, Premium Medium Grain Rice, 
Koshihikari, Akitakomachi, Hitomebore, 
Yamada Nishiki, Calmochi, Calhikari & 
Calamylow.

“We are a mill that is focused on 
quality and really providing what 
our customers want. We market nine 
varieties of rice and mill to exact 
specifications, which we take a lot of 
pride in!”

With distribution both nationally and 
internationally, Sun Valley Rice offers 
inhouse and private labels, paper, poly, 
and plastic bags, along with specialized 
packaging. Shipping capabilities include 
everything from bulk trucks and boxcars 
to bulk hoppers and railcars. Their 
logistics team also arranges shipments 
globally with packing and shipping 
options from one pound to a metric ton.

Sun Valley Rice Products can be 
found on six continents and in over 50 
countries. “We currently sell all over 
the globe – Europe, Middle East, Africa, 
Central America, Japan, other parts 



17the natural food exporter magazine  FALL 2019

of Asia, New Zealand, and Canada,” 
explained the representative.

This year they were the first U.S. rice 
company to finalize a contract with 
China making them the first ever rice 
company to export rice into China after 
its government began allowing American 
rice to be imported last year.

“This year U.S. rice mills were 
approved to begin selling rice to China, 
we have been anticipating this for a 
long time and building relationships in 
China to prepare. Our hard work paid off 
and we were the first U.S. mill to sign a 
contract” the rep adds.

Exporting Rice
Nearly 50% of the U.S. rice crop is 

exported to more than 120 countries 
worldwide. Companies that are 
interested in exporting U.S. rice 
should refer to the specific importing 
requirements of the destination 
country including but not limited to 
phytosanitary protocols and import 
licenses.

The U.S. Department of Agriculture’s 
(USDA) Phytosanitary Certificate 
Issuance & Tracking System (PCIT) 
allows you to create and submit 
applications for phytosanitary certificates 
for the purpose of exporting agricultural 
commodities.

The Foreign Agricultural Service (FAS) 
of USDA staffs 95 offices in 74 countries 
around the world. FAS Foreign Service 
Officers (FSO) and Locally-Employed 
Staff (LES) — while not maintaining a 
physical presence — also monitor and 

report on the agricultural trade matters 
of an additional 99 countries. These 
employees disseminate trade information 
to exporters and importers. Staff in 
these offices can explain some of the 
U.S. government export and market 
promotion programs which could be 
beneficial to traders.

Sources: Sun Valley Rice Website  
USA Rice Website

Setton Farms pistachios is your choice for premium quality California 
pistachios. As America’s second largest grower, processor and marketer of 
California pistachios, our expertise in foreign markets and commitment to 
unparalleled customer service makes us your ideal partner. Find out today 
how Setton Farms “Best Tasting Pistachios” can help your business grow 
for years to come.
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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      
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Convenience, Premiumization 
and Naturally-Made Drive the ROI 

of Healthy Packaged Foods
By Rachele Neal and Josh  Seligman

The introduction of fortified cereals was 
the beginning of the rise of Functional 
Foods, now we are finding everything 
from Coffee to Energy Bars packed with 
brain enhancing ingredients, vitamins 
to promote a strong immune system, 
alternative proteins to support diet 
restrictions, and even probiotics to ensure 
a healthy gut. Companies big and small 
are seeing the already popular trend of 
Healthy Packaged Foods grow and are 
investing more into the category. From 
Danone and Unilever to IQ BAR and 
VitaCup, there is a trend in our society to 
increase one’s energy but also improve 
one’s overall health– attributed to social 
media, the increasing convenience of 
fresh and healthy foods, and the growing 
pressure of productivity in our society. 
Markets that have seen a significant 
growth in the Health and Wellness 
Packaged Foods Industry are Australia, 
Korea and Western Europe. Each market’s 
drivers of growth includes increased 
consumer awareness, convenient packaged 
food formats, and the continuous 
emergence of new products. 

Energy has always driven the Global 
Packaged Foods industry, especially 
within the soft drinks category. However, 
the mix of innovation and the global 
health-conscious trend has introduced 
new product offerings that “are appealing 
to a broader, more diverse set of global 
consumers” (Euromonitor International, 
2018). The introduction of RTD Teas, 
RTD Coffee and Functional Carbonates 
with multi-purposeful infusions of 
stimulants and supplements appeal to all 
ages moving beyond the young, usually 
male demographic of traditional energy 
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drink brands. As longer lasting energy 
is desired, consumers are turning to 
healthy caffeinated beverages to satisfy 
the energy boost they need. This is true 
especially in Western Europe where 

coffee has been a traditional source of 
energy for consumers. In fact, “hot drinks 
are the single largest source of retail 
spending on energy products” where 
coffee pods remain a high growth, high-
value energy occasion for consumers 
within the home. The mix between a 
unique health positioning and the use of 
organic ingredients and natural energy 
stimulants are driving the category’s 
growth as innovation of products on the 
market continues. 

In Asia, Herbal energy sources are on 
the rise as well exceeding USD 5 billion 
in 2017. This is led by Chinese and South 
Korean Ginseng products and other 
traditional herbal energy sources that 
are mixed with natural ingredients. 
These herbal ingredients are used in RTD 
Beverages (mainly Tea) or supplement 
tablets. However, the mix of natural 
energy sources with natural ingredients 
extends beyond the category of beverages 
to include all energy-boosting formats. 
Consumers are beginning to “seek a wide 
variety of flavors, ingredients and styles 
of energizing products”. It is forecasted 
that the desire for these products will be 
consistent as the growing pressure for 
productivity in our society will continue. 

Energy-Boosting foods as part of a 
holistic diet is driving the movement 
from weight management towards 
adopting one’s diet to help remain 

energetic for longer periods of time. 
Foods that give natural energy coming 
from plant based protein has led to a rise 
in the healthy packaged foods sector. 
For example, natural energy bars have 
become a leader in the energy-boosting 
category as “an increasingly number of 
manufacturers of energy bar brands, 
which typically rely on whey protein, now 

feature plant-based protein following 
high demand for natural ingredients”. 
In addition, the inclusion of fruits, nuts, 
and other clean ingredients have led 
consumers to desire these healthy, on-
the-go products. Majority of consumers 
are seeking snacks that provide some 
kind of health benefit or have been 
specifically formulated to include 
reduced amounts of sugars, salts, and 
fats. 

Markets like Australia are dominating 
where the focus has shifted to natural 
snack options that offer premium 
ingredients aiding in stimulating brain 
power and energy. Improved sourcing 
and formulation, including the focus 
on organic ingredients, have helped 
establish the credentials of these 
functional packaged foods. During the 
forecasted period, consumers are likely to 
continue branching out seeking products 
that meet the criteria of flavor that satisfy 
energy needs. 

Since 2012 shifts in consumer 
preferences have given rise to the Health 
and Wellness Packaged Foods Industry. 
Foods perceived as less processed and 

include labeling for organic, natural, and 
functional has surged within the global 
marketplace with positive performance. 
Healthy Packaged Foods are not only 
offered in convenient, on-the-go-formats 
to satisfy our increasingly busy lifestyles, 
but are also offered with premium 
ingredients to meet our dietary goals. 
Additionally, it has become easier to 
access healthy foods as vending machines 
bring new opportunities to the category. 
Gone are the traditional vending 
machines of old: filled with cookies, 
candy bars, and confectionaries. PepsiCo 
has begun playing in this space with their 
“Hello Goodness” vending brand, filled 
with humus, baked chips, and trail mixes. 
Global markets including Australia, 
Korea, and Western Europe have seen 
product innovation with a focus on 
natural ingredients as a key to success 
within the industry. This will continue to 
drive the overall Healthy Packaged Foods 
Category in the future. North American 
brands should consider the benefits of 
expanding internationally as the global 
wellness trend continues to drive the 
growth within the category. Foreign 
markets offer unique opportunities for 
U.S. companies to expand their reach and 
widen their global network of consumers.

Sources:-Euromonitor International: Our 
Changing Energy Routine, 2018
-Euromonitor International: The World 
Market for Health and Wellness Packaged 
Food
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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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34 years ago, newlyweds Bill and Karla 
Chambers started Stahlbush Island Farms 
with two crops, a piece of land, and a 
passion for good food. While wheat, 
pumpkin and sugar beet seeds started the 
farm, 34 years of innovation and listening 
to customer needs led to growing and 
processing colorful, sustainably grown 
frozen and pureed fruits and vegetables 
on a global scale. Today, Bill and Karla still 
live in the same house on the main farm 
and manage the business every day. 

The art of a Perfect Harvest 
Nestled between two rivers in the heart 

of the Willamette Valley, Stahlbush Island 
Farms celebrates the bounty of the season 
with late-summer fruits and vegetables 
as fall is just around the corner. Growing 
organic fruits and vegetables is an art 
and a science. Made up of nutrient rich 
soil, cool evenings, and plenty of rainfall, 
Oregon is the perfect place for growing 
produce with brilliant color and gourmet 
flavor. As the team prepares for pumpkin 
and butternut squash harvest this fall, 
Stahlbush believes the essential elements 
for a high-quality, perfect harvest include: 

•  Grown in the USA 
•  Certified Sustainable 

•  Certified Organic 
•  Gluten Free 
•  No Additives 
•  Kof-K Certified 
•  Growing Green Energy 
•  Growing Green Jobs 
•  Family Farm 
•  Fresh, Pure Flavor 

The Color of Nutrition
Karla Chambers, co-founder, artist, 

and mom, recognizes the link between 
rich colors and great nutrition. Chambers 
says “Growing gourmet, wholesome, 
healthy food for others is a privilege.” 
Karla’s powerful sense of color expresses 
the nurturing values of family life, the 
rhythms of climate and soil, and the 
complexities of the farming world. Karla 
creates her paintings to show the beauty 
of the physical world as seen from a farm 
and says they also help inspire important 
conversations. 

good Food for a Healthy Future    
When you choose Stahlbush, you are 

guaranteed fresh, ripe, and beautiful 
products. As the farmer and food 
processer, Stahlbush specializes in 
harvesting crops at the peak of ripeness 

and freezing them immediately to 
preserve the highest quality. All crops 
are cared for by the best of the best – 
Mother Nature. They enjoy full sun and 
ripen at their own pace. Knowing where 
our food is grown can unfortunately be 
a more difficult task than it has been in 
the past. Sustainability, transparency, 
and traceability are values that matter at 
Stahlbush. While adhering to these values 
can be challenging, it makes providing 
healthy food much more rewarding. 

Stahlbush Island Farms is a certified 
sustainable farm and food processor guided 
by family roots. Specializing in growing and 
processing 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. As 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
 Farming Begins with Family  
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Graceland Fruit, a global leader in 
the production of premium dried fruit 
products, announces the expansion of 
its operations through the opening of a 
Shanghai-based sales office in spring of 
last year. 

Graceland began exporting its 
Michigan-made products to China in 
the late 1990’s, finding success in the 
industrial ingredient space before moving 
into the retail segment positioned as top-
quality, imported products.  Graceland 

debuted its retail line on Alibaba’s 
cross border platform, Tmall Global, in 
2016. Sales have continued to grow as 
consumers recognize the taste, texture 
and vibrant color that have defined 
Graceland Fruit products since inception.

“The modern Chinese consumer is a 
prime example of our target audience, 
whether enjoying our products as an 
inclusion or on their own, so it was a 
natural extension that our success in the 
industrial space could be replicated in the 

retail market,” said Graceland Fruit VP 
of sales and marketing and the general 
manager of Graceland Fruit China, Brent 
Bradley. 

Bradley commented that seasoned 
in-country personnel, coupled with 
decades of experience in the market, built 
confidence that opening a China-based 
operation would only further contribute 
to the expansion of Graceland Fruit 
sales opportunities. “A Chinese entity 
allows us to respond more efficiently to 

Graceland Fruit Opens Shanghai Office
  Bolsters retail presence through additional flexibility
 

Graceland Fruit exports its dried fruit to over 60 countries worldwide.
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market forces as well as gain access to a 
larger number of Chinese consumers, 
specifically those looking to purchase our 
products as a daily snack as well as for 
special occasions and gift giving.” Bradley 
also noted that the in-country entity 
complements well-established industrial 
sales channels, giving Graceland 
immediate feedback on new product 
launches and marketing messages. 
“Building brand awareness through our 
retail operations will only bolster the 
opportunities to expand our industrial 
reach through key partnerships with 
importers.”

Graceland Fruit opened its Tmall 
flagship store in November of 
2018, entering the traditional trade 
environment and gaining access to over 
600 million consumers active on the 
platform. “Our products are recognized 
as best-in-class, a title we strive to earn 
through innovating to create increasingly 
healthful and delicious benefits,” 
said Bradley, adding, “we know the 
importance of quality to the Chinese 
consumer and will continue to deliver on 
that front.”

Graceland will look to build its online 
and offline distribution as sales and 
consumer awareness continue to grow, 
focused on preserving the integrity of the 
brand and bringing the best of US dried 
fruit products to Chinese consumers’ 
doorsteps. “We believe everyone deserves 
access to the taste and wholesomeness 
of fresh fruit all year long,” said Bradley, 
“and that has always been a global 
promise.” 

About Graceland Fruit
With headquarters in Frankfort, 

Michigan, Graceland Fruit produces and 
markets dried fruit and other products 
to over sixty 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. Their primary product lines include 
dried cranberries, cherries, blueberries 

and apples. They are proud to be Product 
of the USA, BRC Grade A certified, 
non-allergen, non-GMO, Halal and 
Kosher certified, while offering organic 
and no added sugar options. For more 
information, visit www.gracelandfruit.
com.
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The upcoming events schedule slated 
for The American Exporter Magazine and 
The Natural Food Exporter Magazine is full! 
As we enter into Fall…the planning for the 
world’s largest food expo is already is taking 
place. That would be aNUga in Cologne 
germany. That venue is scheduled October 
5th thru the 9th. However, let’s look at 
the upcoming food shows scheduled in in 
September that either The American Exporter 
Magazine or The Natural Food Exporter 
Magazine will be distributed at.

Food and Hotel China in Shanghai is 
slated for November 12th thru the 14th. 
FHC covers all industries including food, 
beverage, meat, seafood, oil, dairy products, 
fresh produce, beer, bakery, tea and coffee, 
chocolate, Wines and Spirits, Restaurant 
and Foodservice Supplies & Services. 
2450 participants from 69 countries 
and regions, including delegations from 
America, England, France, Germany, Italy, 

Japan, Korea, Australia and Denmark. 
This show is supported by high-end 
summits, professional international 
forums, conferences of famous enterprise, 
international culinary arts competition, 
coffee events, etc. to provide matchmaking 
and business relationship to the 
professionals of global food and beverage 
enterprises engaged in business expansion.

Food ingredients (Fi) Europe & 
Natural ingredients (Ni) is scheduled 
for December 3rd- the 5th. Fi Europe & Ni 
is the world’s leading food and beverage 
ingredients platform. Held biennially in 
a major European city, Fi Europe & Ni 
brings together the world’s leading food 
and beverage suppliers and specialists in 
research and development, production and 
marketing to showcase the most diverse 
range of new and innovative ingredients 
and services. 

SIaL Middle East is the last major food 

expo for the year and decade! This show 
is scheduled for December 9th thru the 
11th. Held in the world’s richest city, SIAL 
Middle East provides US exporters with 
the opportunity to meet with key food 
and beverage buyers from throughout the 
Middle East, North Africa, and India.

Fully supported by the Abu Dhabi 
government, SIAL ME annually welcomes 
over 450 VIP hosted buyers, from 
companies with a minimum purchasing 
power of $500,000, to take part in one-
on-one meetings at the Hosted Buyer 
Introduction Suite.

For more information on these and other 
food expos coming up through the entire 
year, please visit www.theexportermagazine.
com or call 816-415-3815. I’ll be glad to 
discuss the details of each and which 
magazine or magazines will be distributed 
at the schedule food expo. 

The American Exporter’s Magazine and The   
 Natural Food Exporter Magazine’s  Upcoming Events

WeChat official account: TheAmericanExporter

Contact: Jim Molzen     E-mail: exportermagazine@aol.com

www.TheExporterMagazine.com

THE
Winter 2019 | $5 U.S.D.

www.bourasglobal.com

Exclusively Available From
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 Premium Gold Flax 
 Let Premium gold be your choice for
 healthy living and gluten free baking 

Along the Missouri Plateau region 
of North Dakota rests our farm 
that has been in our family for 6 
generations.  Since 1906 our family 
has harvested flaxseed here.  This is 
one of the best areas in the world to 
grow flaxseed.  Here the climate and 
soil are perfect for growing amazing 
flax.  One of the biggest benefits of 
this area is our soil doesn’t contain 
heavy metals.  All of these factors 
make North Dakota the premiere 
place to purchase flaxseed from.

After many years of growing 
flaxseed our family farm gained 
notoriety by winning a number of 
different awards through the State of 

North Dakota. Word caught on and 
we had people asking us where they 
could buy our flaxseed for personal 
use.  In 2001 we created Premium 
Gold Flax Products.

Our flaxseed company is different 
than most because we control the 
whole process.  We grow our own 
flax, mill, package, warehouse and 
ship from our farm. Each of these 
processes are an important step 
to make sure you are receiving 
the freshest high quality product 
available.

Growing flax in the right conditions 
is extremely important but there are 
a lot of other factors that play into 

the equation.  First you have to pick 
the right variety of flax.  We choose 
to grow a golden variety because it is 
mild tasting and high in Omega 3’s.  
Our flax doesn’t have a bitter after 
taste like other varieties.  Being the 
farmer we control which flax you are 
receiving.

Milling flax is also tricky.  Most 
times when you mill flax you are 
adding heat to the product which 
results in the flax going rancid 
quickly, requires refrigeration, and 
causes a reduction in Omega 3’s.  
We developed a proprietary milling 
technique called True Cold Milled 
which naturally extends the shelf life 
of flax, provides a mild nutty flavor, 
doesn’t require refrigeration and has 
the highest number of Omega 3’s.  

Over the years we have been blessed 
to have a great community help us 
through thick and thin.  Without the 
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help of the people at our farm and 
Premium Gold we would never be 
where we are at today. Each of them 
works very hard to ensure that you 
have the best product on your tables.

In 2018 we tripled our storage 
space and are now able to store all 
of our products on premise.  This 
addition along with a loading dock 
make it more convenient to ship our 
products.  When orders are placed all 
product is now coming directly from 
our warehouse and loaded onto a 
truck or container by a forklift.  This 
allows us to ship more product in a 
timely fashion.

In 2013 we developed a line of 
gluten free products that incorporate 
the flax grown on our farm.  Each of 

these products are made with ancient 
grains which are a more wholesome 
ingredient compared to starches.  We 
believe that you should always have a 
great tasting gluten free option that is 
nutritionally balanced without added 
starches or sugar.

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.



36

gN: Where did the Bone Suckin’ Sauce 
recipe come from?

SF: Phil Ford, my brother-in-law, is a 
real estate appraiser and father of four in 
Raleigh, North Carolina.

Phil developed his barbecue sauce recipe 
around 1987, while he was trying to copy 
his mom’s recipe for a western North 
Carolina-style barbecue sauce. Phil came up 
with an incredible barbecue sauce that had 
people asking for more! It was made from 
tomato paste, apple cider vinegar, honey, 
molasses, mustard, horseradish, lemon 
juice, onions, garlic, peppers, natural 
hickory smoke, natural spices and salt.

gN: How did you come up with the 
name?

SF: While driving to Charleston, South 
Carolina, to find my youngest son, Patrick, 
an apartment for college, I was trying 
to come up with a name for the sauce. I 
thought about how good it was and how it 
made me do something I had never done 
before – suck on the bones to get the last 
little bit of flavor. This reminded me of 
my mom also when something was really, 
really good.

gN: When did you realize you had a 
winning product in Bone Suckin’ Sauce?

SF: I realized we had a winning product 
when customers started being repeat 
customers. Repeat customers are the 
biggest compliment you can have with 
any service or product. Customers were 
buying it for themselves and also buying 
Bone Suckin’ Sauce and shipping it all over 
the world to share it with their family and 
friends.

gN: Has Bone Suckin’ Sauce won any 
competitions?

SF: Bone Suckin’ Sauce entered the 
North Carolina Battle of the Sauces in 

1994. Bone Suckin’ Sauce took first place 
in the Battle of the Sauces, which drew 
more than 10,000 people. With increasing 
rave reviews, the sauce won best in sales 
records every year in the Winner’s Circle, 
the elite category of past 1st Place Winners. 
Bone Suckin’ Sauce was off to the races and 
grocery and specialty store shelves from 
there!

gN: How do you decide to add items to 
your product line up?

SF: We only add items that taste great 
and have clean ingredients.

gN: How many items do you have now? 
SF: We have quite a few amazing items 

in the Bone Suckin’ line up. We have four 
types of Bone Suckin’ Sauce (Original, 
Hot, Thicker Style and Hot Thicker 
Style), two Mustards (Original & Sweet 
Spicy), Wing Sauces (Garlic & Honey and 
Honey & Habanero), Seasoning & Rubs 
(eight varieties including Original, Steak, 
Chicken, Vegetable, Lemon Pepper, Cajun, 
Seafood & Hot), our version of Teriyaki 
which we call Bone Suckin’ Yaki, Steak 
Sauce, three Organic Seasoning & 
Rubs (Original, Cajun & Lemon 
Pepper) and Hiccuppin’ Hot Sauce.

Check out our two newest Bone 
Suckin’ Sauce products. 

BONE SUCKIN’ WING  SAUCE 
Honey & Habanero–Time for a Wing 
Eating Competition tonight! 

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!

Check out BoneSuckin.com to get all the 
info about the best gluten free barbecue 
sauce and award-winning products. 
TO ORDER & FOR MORE INFORMATION 
VISIT BONESUCKIN.COM OR 
CALL US AT 1-919-833-7647

 Bone Suckin’ Sauce an interview with Sandi Ford, 
  President, Ford’s gourmet Foods.*
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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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The Fremont Company • Mike Hackbarth 
Mike.Hackbarth@FremontCompany.com • 716.627.4369

www.PLKetchup.com

Ken Pond
Plant Manager 
and Ketchup Expert
22+ Years Experience

Meet our new Plant Manager, Ken Pond. For over 22 years, Ken has learned everything there is to know 
about the formulation of ketchup. It’s a science & an art. What does that mean for our private brand 
ketchup customers? Everything. Ken, along with our entire team of Ketchup Experts, can expertly craft 
your ketchup brand into serving your customers what they crave. Better-for-You ingredients and a high- 
quality taste that your customers want along with the flexibility and complete focus that you need. 

Partner with The Fremont Company for all of your private brand ketchup needs and give your 
customers what they want.

THE KETCHUP
EXPERTS!

C A P A B I L I T I E S  I N C L U D E :

Organic  | Non GMO  | Kosher | Better for You | Export
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