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WILD WHAT YOU MAKE
Consumers know there’s a better blueberry. You should too.

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

There are two kinds of blueberries—one can enhance your menu.
See the research in your category at wildblueberries.com/eatwild.
Product of the USA
Food Export-Northeast prohibits discrimination in employment and services. For persons
with disabilities who require alternative means of communication or those interested in
our full non-discrimination policy, please contact us at www.foodexport.org
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From the Publisher

The Case for Food
Shows in 2021
I miss the food shows. Since they have been cancelled this year, this disconnect from the industry
and individuals is very apparent. The expos are important for meeting new U.S. exporters and new
international buyers who then become subscribers. It’s also a way to visit with people you’ve had business
relationships for years and the proximity of so many you know is extremely convenient.
Most importantly, the food shows keep your pulse on the world wide industry. Once you cease
attending food expos…you lose touch with important issues and events on the international stage that
have real impact on the U.S. exporter or the entire related industry. For instance…the SIAL Paris food
expo would be held in late October. The attendees and visitors on average number well over 100,000 and
runs 5 days. It is Europe’s largest and most well attended food exposition of the year. The only show that
is larger would be ANUGA in Germany. They run every other year. The event itself enables you to gauge
the issues in European trade and the success U.S. exporters are having in Europe. Some products move
and others don’t. This is a great testing ground for new product introduction.
Now you combine that with the food shows in the U.S., Europe, Asia and Middle East…you can learn
very much from attending one expo in each region. Then came 2020 and COVID-19. The last expo I
attended was the Gulfood Expo in Dubai back in February. And at that time…you could feel the tension
in the building. A few of my contacts mentioned that this will probably be the last food expo for the year.
I was skeptical…no way this will knock out the entire year. It can’t be that bad…wrong! It was that bad.
The Natural Food Expo and FOODEX Japan were the first to cancel. And then SIAL China and FHA were
next. And finally the SIAL Paris and America’s Food and Beverage were shelved.
I can completely understand why they cancelled these shows. First strike is that it’s international
travel which exposes you to many more people and places. The other strike was our limited knowledge
about the virus. However, we have learned a lot since the initial outbreak. I recently traveled and I have
to say the airlines have it down to an art form. I was very impressed with the cleanliness, distancing and
protocol the airline took to make sure I traveled with minimal concern. To put it simply…we’ve come a
long way since the dark days of mid-March.
So now I’m hearing rumors that Gulfood Expo 2021 maybe cancelled. Not confirmed but just casual
mentionings. I wanted to make it clear that I think we should try to maintain in-person attendance
for next year’s expo schedule. And here’s why I came to that proclamation. I went over to my North
Kansas City Wal-Mart the other day. The store was packed, but I proceeded in with my mask and social
distancing in mind. A person was there disinfecting each cart that was handed out. Everyone I passed
keep their distance and check out was the same. Just a side note…the new number of cases in my area is
nearly zero and zero deaths for the last couple of months.
Something dawned on me…if a Wal-Mart in Missouri can put together a functional day to day
screening process…why can’t food expos. They can even implement more stringent protocol than your
regular retail operation. Temperature checks at entry, pre-registered visitors only, limited number of
people on the floor during operation and of course…masks. I would have to say that my chances of being
exposed is greater at my gym than at a food expo. I’m not planning anything for 2020…but by February
of 2021…I think we’ll have turned the corner. The collective knowledge we have on handling the virus will
be maximized. By then we may even have a vaccine! With or without a vaccine, we can handle this. So
keep the food expos scheduled but have a plan for safety. We can do this!! And with that, I hopefully, will
see you on the road.

food
Fall 2020
PUBLISHER:
James P. Molzen
+1-816-415-3815
SENIOR EDITOR:
Lisa Mooney
Contributing Writers:
	Peter Guyer
DESIGN & PRODUCTION:
Alan Design Co.
National Accounts Manager:
Courtney Ferris
+1-530-237-6459
INTERNATIONAL STAFF WRITER-ASIA
	Chersy Lee
ADVERTISING SALES:
Lindsey Molzen
PUBLISHING POLICY:
	Articles printed in The
Natural Food Exporter express
the opinions of the individual
authors and do not necessarily
represent the formal position
of the publisher. Acceptance
of advertising does not
constitute endorsement.

TO SUBSCRIBE:
Visit us online at
www.theexportermagazine.com

The Natural Food Exporter is published
semi-annually by JPM International
Consulting, LLC and is distributed
internationally. For advertising
information or to direct questions
or comments regarding the
magazine, contact JPM International
Consulting, LLC at 816-415-3815 or
exportermagzine@aol.com.
© Copyright 2020 JPM International
Consulting, LLC. All rights reserved.
The contents of this publication
cannot be reproduced in whole or in
part without the written consent of
the publisher.
Printed in
the USA
www.facebook.com/TheAmExporterMag
Skype Name: James Molzen
WeChat ID: TheAmericanExporter

the natural food exporter magazine

FALL 2020

the natural food exporter magazine

FALL 2020

7

8

Global Trends in Consumer
Dietary Habits Post-COVID
By Peter Guyer

There are four main trends in
human dietary consumption since
COVID-19 impacted the world.
Firstly, wellness is treasured, both
mental and physical health. Weight
management and functional
benefits – including Keto, Vegan,
and Intermittent Fasting are playing
a larger role in human diets. Indeed,
a report by Kitchen Stories in
December, 2019 found that the
vast majority of consumers in the
USA, the UK and Germany are
considering nutritional information
and/or ingredients when making
purchase decisions.
the natural food exporter magazine

FALL 2020

the natural food exporter magazine

FALL 2020

9

10
Gut Health will be the most important
trend in health and wellness as scientific
findings about the mind-body connection
to the microbiome resonate with
consumers.
Secondly, the Foodie Culture,
which values “experiences” with
food and beverages, necessitates that
manufacturers deliver superior food
experiences. Taste, fun and connection
through food is more important than
ever in times of stress and pandemics;
and the micro trends of “restaurant
experiences at home” or “taste the world”
via video matter more when people can’t
visit restaurants and/or travel.
Thirdly, consumers worldwide
prefer local and ethically sourced/
made products, as they ask brands to
“help them become better people”. The
pandemic will accelerate this trend, as
consumers are more open to the notion
of making some sacrifices for a greater
good, and are more socially aware. This
trend is part of the “Back to Basics” mega-
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trend; and it includes all-natural, organic
and fewer ingredients, “no B.S” food.
While consumers’ diets are becoming
increasingly globalized, the appreciation
of local production and food traditions
among consumers is occurring largely as

a reaction to the globalization of food.
Home seclusion is encouraging more
consumers to try authentic cooking,
further increasing demand for fresh, local
ingredients.
Continued on page 14
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 azelnut Growers of Oregon stresses
H
importance of safety and its continued
production during coronavirus pandemic
Hazelnut Growers of Oregon (HGO)
has taken proactive steps to send its
employees home during the coronavirus
pandemic, (COVID-19). Effective
immediately, the HGO plant operations
will continue to run with a limited staff
but will not be accepting any visitors
until further notice. The Oregon
Marketplace Store will remain closed
until further notice. We are dealing with
unprecedented times and we are taking
every precaution necessary to ensure we
are limiting the spread of the virus.
Greg Thorsgard, HGO’s Chief
Operations Officer, said there is no job
more important than the safety of its
employees, growers, customers and
consumers. He added that keeping our
population fed is also critical at this
unprecedented time and HGO will
continue to operate its processing facility
with the required staff necessary to meet
all customer orders.
“We understand the concerns with
the vulnerability of the supply chain due
to the recent spread of coronavirus,”
Thorsgard noted in a recent letter
to growers. “There is no job more
important than farming and making
sure our population is fed. As an SQF
Level 3 certified facility, we have spent
extensive time evaluating the risk of
pandemics and other potential business
interruptions and are confident that we
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will not have difficulties in meeting our
supply commitments. All our products
and materials are stored at location and
have been prior to the spread. We have
required our packaging suppliers to
supply us with their contingency plans
and have other pre-qualified sources
should there be any disruptions.”
Preventative Measures at the Plant
Our Crisis Management Team has
conducted refresher trainings around
our Good Manufacturing Practices
(GMP) and Food Safety Policies that were
conducted in March, in addition to our
standard trainings given. The purpose is
to reinforce the following points:
• Disinfecting areas within the plant
that are frequently touched by
employees such as door handles,
break room counters and tables,
restroom stall doors, time clocks,
and locker rooms. In addition to
the training we have increased the
frequency in which our staff is doing
these activities.
• Added additional alcohol-based
disinfectant wipes for increased used
in common areas.
• Minimizing colleagues working near
each other.
• Minimizing visitors to those that are
doing immediate business and need
to come to the plant.

• Strongly advise team members to
shelter at home when experiencing
symptoms and call for medical advice
prior to visiting any medical facility.
• Encouraging our administrative
team members and others to work
remotely.
Business Continuity Plan
Our Business Continuity Plan ensures
we cover potential business interruptions
by leveraging our partnerships with other
hazelnut processors in the valley. These
plants have similar equipment to ours,
which would allow us to make a seamless
transfer if there was an interruption.
Having secondary and tertiary suppliers
that give us confidence that we can
manage any interruption.
We will continue to monitor this closely
to ensure we protect our products and
customers.
Please keep informed on the most
current health advice issued by the
Centers for Disease Control and
Prevention in Oregon here: https://www.
cdc.gov/cpr/epf/oregon.htm
About Hazelnut Growers of Oregon
Founded in 1984, Hazelnut Growers
of Oregon (HGO), a business unit of
farmer-owned cooperative Wilco, has
more than 180 growers who collectively
own more than 20,000 acres of prime
hazelnut orchards. HGO is the premier
hazelnut processor and marketer in the
U.S., servicing retail, ingredient, and food
service channels for confection, snack
food, and baking manufacturers around
the globe. The 120,000-square-foot
processing plant also has 57,000 square
feet of refrigerated storage space. The
Oregon hazelnut industry is expected to
double in the next five years. For more
information visit https://www.wilco.
coop/hazelnuts/.

Hazelnut Growers of Oregon | State of the art Hazelnut processing and marketing.
Hazelnut Growers of Oregon | State of the art Hazelnut processing and marketing.
Hazelnut
Growers of Oregon | State of the art Hazelnut processing and marketing.
marketing@hazelnut.com
marketing@hazelnut.com
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Continued from page 10
This will impact U.S. manufacturer’s
ability to resonate with consumers in
global export markets. The chart below
indicates that international foods (U.S.
exports included) are more readily
available in foreign markets, suggesting
that U.S. food and beverage brands are
taking market share abroad:

COVID-19 will slow
the globalization of
food to some extent and
cause a shift to local
production. Nonetheless,
foreign imports and
“exotic foods” will
remain a staple in many
foreign households. In
addition, foreign foods
– particularly from
the United States and
Canada – are considered “safer” and
higher quality than local foods which
may pose risks of contracting viruses or
contamination.
Finally, we will continue to see high
consumer demand for convenience
solutions. These are ethnically-inspired,
high quality, nutritional meals, as well as
creative meal kit solutions. Meal-delivery
services from local restaurants are also
on the rise in foreign markets, which
drives demand for foodservice products
which have suffered greatly as restaurants
closed or were restricted during the
pandemic.

What will remain the same after
COVID?

Post Office Box 8, Dunnigan, California 95937
+1 530-476-3000 | sales@sunvalleyrice.com

We will recover from the global
pandemic, and consumer’s shopping
behavior will return to “normal” levels.
However, the impact from COVID-19 will
be long-lasting. Some of the “hangover”
will include the following trends, already
in play in many foreign markets:
- Consumer demand for corporate
social responsibility
- A more conscious decision around
the choice of ingredients (consumers
reading labels)
- A bias for more immunity-based
products (functional ingredients &
nutritional supplements)
- Shopping on-line for groceries is here
to stay

W W W. S U N VA L L E Y R I C E . C O M

Overall, we can expect that once
COVID-19 subsides worldwide

and a vaccine is readily available,
most consumers will return to their
previous shopping habits yet with
several carryovers from the pandemic.
Consumers will continue to buy their
groceries on-line, plant-based diets will
continue to attract a larger
share of throat, consumers will
continue to seek immunityboosting products such as
nutritional supplements,
convenient meal-kits and
meal delivery services will
proliferate, and fresh, local,
organic food ingredients will
play a larger role in cooking
and authentic cuisine.
Foodservice will return to
pre-COVID levels, although
consumers will continue to
enjoy at-home baking and
preparation of meals with
fresh, local ingredients.
What does this mean for

exporters of processed, packaged food
and beverages? Manufacturers must
deliver products which are perceived as
healthful and performance-enhancing,
contain clean ingredients, are innovative
and offer a consumer “experience,” and

provide more value-added than fresh,
local ingredients.
Peter Guyer
info@athenaintl.com
Athena Marketing International
www.athenaintl.com
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By Lisa Mooney

With Ken Firl of Hazelnut Growers of Oregon
Approximately 99% of the U.S. hazelnut crop is
grown in the Willamette Valley of Oregon. These
hazelnuts are sought after globally due to their
large size and unmatched flavor. Oregon has
the perfect climate to grow the world’s highest
quality hazelnuts being centrally located near
ocean, mountain, and river climates paired
with rich volcanic soil.
A mature hazelnut tree
can produce up to 25
pounds of nuts in
a single year.
Once a tree
begins to
produce, you
can expect a
new crop of
hazelnuts each
year, up to 50
years.
Continued on page 18

Know Where the Good Comes From
Hidden in dense thickets composed of
Black Walnut and Poplar trees, flows Ash
Creek. This bubbling brook has been the
life-source of our family farm since the
1800’s when original members immigrated
to Western Oregon from Scotland. Starting
as sheep ranchers, we now have acres full
of seed crops, stands of Red Alder, Black
Walnut timber and orchards full of delicious
Oregon grown Hazelnuts. The sweet, cool
water of Ash Creek makes its way into our
fields and produces the tenderly cared for
products that our local community and
people from all over the world cherish.

Our Hazelnuts
The hazelnuts we use to create our
delicious products are of the Jefferson
Variety. The Jefferson Hazelnut tree
produces nut that are large in size and
possess a very unique flavor profile.

The Jefferson tree produces a nut that is
buttery and strong in flavor. Due to it’s
size and diverse physical properties, this
tree produces a bold and full embodied
flavor that represents the true essence of a
hazelnut.

Our Soil
The Willamette Valley of Oregon is
home to some of the world’s most fertile
soil. The dark, earth scented humus
provides a soft bed for some of the best
producing crops and produce around. All
of our hazelnut orchards are planted in
Willamette and Woodburn soil. This world
class soil contains all of the nutrients and
amendments that our delicious tasting
hazelnuts require.

Our Practices

leaving it better than we found it. Our
hazelnut orchards help us put in practice
this belief. The soil stays undisturbed which
reduces erosion and sequesters carbon. The
trees also naturally produce oxygen and
are hosts to a variety of wildlife. We have
buffers of natural and native plants along
our beloved Ash Creek which help protect
our cherished fresh water source. We help
our orchards eco-system flourish which
regenerates the land and keeps our trees
happy. In order to produce the finest farm
products, you must first start with the land.
Being stewards of the land, means that it
will be sustainable and provide for many
future generations to come. That is our
number one goal at Ash Creek Oregon. For
more information, please visit us at www.
ashcreekoregon.com

We believe in caring for our land and
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Continued from page 16
The Oregon hazelnut industry is
experiencing rapid expansion, with 1,000
family-owned orchards throughout the
Willamette Valley with new crops being
planted annually. This is great news for
retailers, foodservice professionals and
food manufacturers, who can rely on a
steady supply of the world’s best hazelnuts
to meet their demand for this ingredient.
Oregon hazelnuts can be purchased in
many formats, including paste or praline,
in-shell, whole kernels, meal, flour, sliced

or diced. The versatile flavor and unique
texture bring value and consumer appeal
to a variety of applications, including
pie crusts, snack bars, spreads, sauces,
confections, baked goods, and frozen
treats.
Oregon hazelnut processors maintain
the highest quality standards by achieving
best in class food safety practices including
on site natural pasteurization, SQF
certification, and third party auditing
insuring you receive the highest quality
hazelnut with every purchase.

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.

Recently I corresponded with Ken Firl,
Director of Ingredient Sales for Hazelnut
Growers of Oregon, and he shared insight
on the impact of Covid-19 on the hazelnut
industry and the future of hazelnut exports.
1. How have marketing efforts changed
since the onset of Covid-19? Are there
specific areas that these efforts are being
targeted internationally?

a. The biggest change in marketing
efforts has been the elimination of inperson events such as conferences, trade
shows, and customer visits. We have
shifted to a virtual meeting approach with
more market reports via email, updates
via social media platforms, and virtual
conferences and trade shows instead of inperson contact.
b. We have also added additional
support for our brokerage partners
through online trading and adding an
exclusive Broker partner in the EU. The
role of the broker increases once we lose the
ability to travel because they help increase
and make up for the missing touchpoints
due to geography.
c. Internationally, we are focusing more
effort on the EU and Asia beyond China as
our % of kernel vs inshell continues to grow
and we are looking for additional kernel
markets beyond the traditional Chinese
Inshell market that has been the mainstay
for exports traditionally.
2. Currently, which countries are the
largest importers of U.S. hazelnuts?

a. China has been the largest export
markets for U.S. hazelnuts with Canada
in second place thanks to a large Nutella
factory in that country. Export growth
markets include the EU with Germany and
Italy leading and additional countries in
Asia like Japan and South Korea.
3. Can you explain the health benefits
associated with eating hazelnuts and
what makes this nut so popular?

a. Hazelnuts contain high levels of
vitamin E, vitamins B1 and B6, Folate,
healthy unsaturated fats (omega-3 and
omega-6), protein, Manganese, Copper,
Magnesium, Phosphorus and dietary
Continued on page 29
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THE KETCHUP

EXPERTS!

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 highquality 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.
CAPABILITIES INCLUDE:

Organic | Non GMO | Kosher | Better for You | Export
The Fremont Company • Mike Hackbarth
Mike.Hackbarth@FremontCompany.com • 716.627.4369
www.PLKetchup.com
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Premium Gold Flax

New Look Package—Same Great Product
lasting products well after you bring
them home from the store.
As always, we approach our
business with pride, passion, and the
utmost care. That’s how we ensure
that the highest quality product
makes its way to your table.
Healthy seeds, healthier you!
Find our products at
premiumgoldflax.com, amazon.com
& samsclub.com or contact your area
distributor.

Since 1906, OUR FAMILY has
gained a reputation for producing
high-quality flaxseed in Sheridan
County, right in the heart of North
Dakota farmland. Over the years,
we’ve scrutinized every aspect of
growing, harvesting, milling, and
packaging of this little miracle seed.
In 2001, we put those years of
expertise to work toward a new
venture and, with the help of our
family farm, we created Premium
Gold. With both the nutritional
benefits of flaxseed and the demand
for a gluten free flour alternative in
mind, we set our sights on creating
a new line of products. In 2013, we
realized our vision of producing
a gluten free, all-purpose flour
alternative that is nutritious as it is
delicious.
Our Gluten Free Flax & Ancient
Grain All-Purpose Flour is a healthier
whole grain alternative to starchbased, gluten-free flour. It’s made
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from flax grown on the Miller Family
farm and includes only the highestquality ancient grains with minerals
like calcium, iron, potassium, and
magnesium. Our latest Premium
Gold product, Gluten Free Organic
Baking & Pizza All-Purpose Flour, is
another example of our continued
commitment to offering healthy,
great-tasting alternatives for all your
baking needs.
Both of our flours are one-to-one
replacement alternatives, so you can
use them in all of your favorite recipes
without sacrificing texture or great
taste. They’re 24-month shelf stable,
too, so you can depend on our long-

ORGANIC

• NATURAL items
are Gluten Free
Certified
• OU Kosher
• NON-GMO
Project Verified
• 24-month
Shelf Life
FLAX BENEFITS MAY HELP

• Lower Cholesterol
• Strengthen the Immune System
• Decrease Joint Discomfort
• Aide in Digestion
BENEFITS

• Fiber
• Protein
• Lignans
• Omega-3 Fatty Acids
Place your order today at
+1-701-884-2553.

22

the natural food exporter magazine

FALL 2020

California Calrose
Sushi Rice

Italian Selenio
Sushi Rice

Color
& Texture

Nice unform color

Darker color with
dull, flat appearance

Kernel Size

Consistent
kernel size

Inconsistent
kernel size

Smell

Sweet aroma

No aroma

Texture

Good bounce
and mouthfeel

Lacks stickiness.
More fissures causing
soft and mushy texture

Quality

History of
consistency
year-round

Quality can vary
throughout the year
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Raleigh Terminal Market
Faces Potential End
Sitting amongst 125 acres of
underdeveloped land, the hub of food
distribution to Raleigh, Durham and
Chapel Hill resides. It is what people who
work in the food industry call a “terminal
market”. They are sometimes the center
piece to the cities industrial landscape. It
makes sense…distribution of food products
in major urban areas is crucial for a central
location for the wholesalers to sell to
independent grocery stores, big-chain
retailers, restaurants, institutions and
roadside markets. Most of the produce in
the state’s research triangle area of Raleigh,
Durham and Chapel Hill is bought at
the wholesale terminal, according to the
agriculture department.
For a number of terminal markets that
exist throughout the country, interest in
developing the existing land around these
areas was not an attractive venture. If you
were to visit a market like Hunt’s Point in
the Bronx New York…it would probably
appear to most as another large structure in
the rugged industrial urban landscape. Not
anymore…across the country, it is viewed
by developers as prime real estate. And the
terminal market is no exception. The 308acre park is next to the wholesale buildings,
comprising about seven acres in the back of
the farmers market property, separated by a
chain link fence.
Dorothea Dix Park Conservancy and
Raleigh (N.C.) State Farmers Market leaders
are partnering on designing a master plan
that excludes wholesalers. ( Dorothea Dix
Park Master Plan ) Produce wholesalers at
the Raleigh (N.C.) State Farmers Market
may be booted from their space when a
master plan for redesigning the property
Continued on page 29

A little bit of history about Ford’s Produce Co., Inc.
Started in 1946 by Carl, Connie Mac and A.J. Ford at the Raleigh City
Market. Ford’s moved to the North Carolina State Farmers Market
on Hodges Street in 1954. Ford’s Fancy Fruits opened in 1986.
Ford’s moved to the present location in 1991 and opened Mr. Fresh!
This ad is from The Packer Newspaper in 1962.
the natural food exporter magazine
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Stahlbush Island Farms
Setting a Standard
35 years ago, Bill and Karla Chambers
were pioneers in sustainable agriculture
- dedicated to a vision of healthy,
sustainably grown food manifesting
into healthier people, healthier farms,
and a healthier planet. Today, Stahlbush
Island Farms celebrates the fruition of Bill
and Karla’s vision. As the first certified
sustainable farm in the United States,
Stahlbush is proud to lead and feed the
mission for developing a sustainable
food system. Stahlbush’s sustainability
standards include:
• Protection and enhancement of water
and soil resources
• Conservation of nutrients
• Reduction of pesticide use
• Wildlife habitat conservation
• Safe and fair working practices
• Continuous improvement

Farming, Food, and Fine Art
Through fine art, founder and coowner Karla Chambers captures the true
colors of a perfect harvest, creating an
abundance of healthy nutritious food.
Chambers uses her two passions of art
and food as tools to inspire consumers to
make nutritious choices based on natural

colors and flavors. Chambers says “It is a
blessing to be able to share her memories
and love for agriculture through vibrant
colors, textures, and landscapes.”

Fresh from the Farm
Stahlbush’s focus on finished product
starts in the field. As the farmers and
the processors, Stahlbush has the
unique ability to harvest produce at
the perfect ripeness. Produce is frozen
immediately after harvest, sealing in
perfect wholesome flavor. The Willamette
Valley is home to all four seasons and one
of the most prosperous growing regions
in the world. The rich soils, pure water,
and mild growing climate provide great
land to grow the most pristine fruits and
vegetables in the world.

A Sustainable Food Future
In 2012, the Stahlbush team spent 14
months building a state of the art biogas
plant to convert fruit and vegetable
byproducts into energy. The Chambers
family have always viewed waste as an
underutilized resource and felt the biogas
plant would close a significant loop in
their progress toward a carbon-negative

“Spring is Coming” artwork by founder and co-owner, Karla Chambers

footprint. The biogas plant produces
energy to power processing plants, hot
water for sanitation, steam for boilers, hot
air to dry our pumpkin seeds, and organic
fertilizer.

Food Safety
Stahlbush products consistently exceed
the food industry’s most premier food
safety standards. They are committed to
transparency in farming practices and
traceability throughout their vertically
integrated growing and processing. In
addition to compliance with state and
federal regulations, Stahlbush invites
independent third-party inspections
of food safety, sanitation, and
documentation procedures. Stahlbush
is proud to be SQF level III certified and
is committed to producing exceptional
quality products.
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/

Touchstone Pistachio Company
Transparency, Performance & Commitment
Touchstone Pistachio Company, located
in the heart of California’s San Joaquin
Valley, is the newest member of the
international pistachio community. We are
a family-owned growing and processing
operation and one of the more relevant
pistachio suppliers in the world.
We are often asked what motivated us to
build a pistachio processing facility. Why
now? Why us? Who are we as a company?

We Know how to grow
We have been in farming for over 25 years
and are continually investing in sustainable
farming, and irrigation practices that
ensure our success for years to come. Our
commitment to growth extends beyond
the orchard and into our relationships with

our employees and partners; Touchstone
Pistachio Company is a testament to that
commitment

Through Touchstone Pistachio Company,
we extend these capabilities to the world.

We know how to build
We are no stranger to residential,
commercial and industrial development.
Touchstone Pistachio Company’s
production facility will feature the latest
food-processing technology. Our aim is to
build to our industry’s future, no just to the
needs of today.

We know how to serve
We are dedicated to growing,
feeding, nourishing, and educating our
communities. We fulfill our purpose by
serving our customers and consumers.

Throughout our business endeavors, we
pride ourselves on our core-competency:
relationships. Business partnerships are
built on synergistic opportunities while
acting ethically and being a good steward
in this industry that we are so fortunate to
be a part of. We look forward to partnering
with you and trust we share your dedication
to relationships based on transparency,
performance, and a commitment to solving
issues if they arise.
For more information, please call us
at +1-559-470-3510 or email at rudy.
placencia@touchstonepistachio.com.
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Bone
Suckin’
Sauce
The Real Secret Of The Secret Sauce
When the Ford family decided to sell
their family’s ‘secret sauce’ more than
25 years ago, they thought it would be a
sentimental addition to the Gourmet Foods
side of their 4th generation family produce
business. Little did they know that were
creating a phenomenon.
And so, Bone Suckin’ Sauce (BSS) was
born. A Western North Carolina style,
tomato-based sauce sweetened with real
honey and molasses, BSS also has a hint
of apple cider vinegar, a hint of mustard,
real bits of onions and garlic, and little
bit of horseradish. And it has developed a
substantial cult following with celebrities
like Bobby Flay and Robert Downing, Jr.
admitting to keeping a jar as one of their
pantry staples.
The sauce came from my Grandma’s
recipe on my Dad’s side that was then
modified by my uncle. The name of sauce
was inspired my Grandma on my Mom’s
side. My mom, Sandi Ford, named the
sauce, Bone Suckin’ Sauce, because she
was reminded of her mom eating chicken
down to the bone.” said Patrick Ford, Vice
President of Ford’s Gourmet Foods.
What’s the real secret of the secret sauce?
“It comes down to simple, honest

ingredients. We offered a gluten free,
no high fructose corn syrup, non-GMO,
delicious sauce long before it was the
trendy thing to do,” said Ford. “And in
every product since, we have stuck to
that philosophy, and that matters to our
customers.”
BSS has been rated #1 by Food and
Wine Magazine, Newsweek Magazine, and
recognized by countless other competitions
and news outlets. The product offering has
expanded over the years to include variety
of sauces and marinades, seasonings and
rubs, and a spicy and a sweet mustard,
both of which were recently named
National Champions by Illinois Barbecue
Society.
“The accolades from the industry and
the press are nice, but what really matters
to us is what our customers say,” adds Ford.
“We get messages from customers all the
time – multiple generations enjoying BSS at
a family barbecue or customers with Celiac
disease being able to enjoy barbecue for the
first time because our original BSS is truly
gluten free. Those real stories from real
customers are everything to us.”
The Ford’s decades-long commitment to
quality products and exceptional service
is netting great results. Sales of BSS have
expanded into over 80 countries around
the world and offered consistent growth
and repeat customers year to year and thru
to partner distributors. And the Fords have
no intention of stopping there.
Said Ford, “We know there are
markets and customers we still have
not met. And we know there are ways
to extend the reach of BSS through
continued innovation and evolution
of our products. We are excited to see
where the future will take us.”
To find out what more, set up an
appointment with the BSS team at
this year’s Expo West by calling (919)
833-7647 or emailing them Sales@
BoneSuckin.com.

Bone Suckin’ Ribs Recipe
The best BBQ ribs recipe ever!
• Author: Bone Suckin’® Sauce
• Prep Time: 10 mins
• Cook Time: 3 hours 30 mins
• Total Time: 3 hours 40 mins
• Yield: 4
• Category: Entree
Ingredients
• Bone Suckin’® Sauce, 1 – 16 oz. jar
• Baby Back Pork Ribs, 5 lbs.
Instructions
1. Preheat grill or oven to 300°. Put ribs in
shallow pan and baste with Bone Suckin’
Sauce. Cover ribs with foil.
2. To Grill: Place pan with ribs on the grill
for 3 hours at 300°. Uncover, baste with Bone
Suckin’ Sauce. Raise grill temp to 350°. Cook
1/2 hour uncovered but still in pan, basting
again after first 15 minutes.
3. To Make in Oven: Bake 3 hours in oven.
Uncover, baste with Bone Suckin’ Sauce.
Raise oven temperature to 350°. Cook 30
minutes, uncovered, basting again after first
15 minutes.
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 is distributed by Ford’s
Gourmet Foods – a fourth generation, Raleigh,
North Carolina-based family business that
creates some of the world’s greatest tasting
gluten free foods including the internationally
acclaimed Bone Suckin’ Sauces, Fire Dancer
Jalapeno Nuts, Southern Yum.

Continued from page 24
and surrounding land comes to fruition. In
several phases over a span of 10, 20 or 30
years, the firm’s plan includes mixed-use
condos, shops, restaurants and pedestrian
access between the park and the farmers
market.
Currently there are There are 11 fiveyear leases held by 10 wholesalers at
the market. 20-acre state market in its
partnership with city-owned Dorothea
Dix Park, which has the Dorothea Dix
Park Conservancy to pursue its interests.
There are three other state farmers markets
in North Carolina that house about one
wholesaler each, so the Raleigh market has
the biggest wholesaler concentration, said
Vaughn Ford, one of the fourth-generation
owners of Ford’s Produce Co., a wholesale
distributor where his son, niece and nephew
also work.
“It’s the only profitable one in the state
because we have a partnership among
farmers, retailers and wholesalers. Farmers
will sell what they can and what they can’t,
we can sell,” Vaughn said. The wholesalers
broaden the farmers’ distribution by selling
to chain stores and restaurants, which
farmers don’t have the resources to do,
Ford said. The wholesalers prioritize North
Carolina produce when it’s available and
source elsewhere when it’s not.
“Without this, you’ll just have a cutesy
market, a touristy thing instead of a

working industrial market. They’ve basically
written us out of the plan, and we’ve got
multiple companies here in their third,
fourth or fifth generation, and they’re
taking us off the map,” Ford said. “We’re
the ones who keep the lights on 12 months
a year.”
Smith said there has been a little
discussion on finding a replacement
location for the wholesalers, but
implementation of the plan’s phases that
affect wholesalers is so far into the future
that it’s too soon to pursue that further.
“While proponents of the Master Plan have
suggested that the changes won’t have an
effect for 20 years, they fail to appreciate
that many of these family-owned businesses
have been in operation for more than four
generations,” her statement said. “So, we
think and plan 20 years ahead. We always
have. I encourage my fellow Raleigh citizens
to think carefully about this move and
implore the commission to have a more
robust and open-minded conversation with
the community before moving any revisions
forward.”
In coordination with the city and
conservancy as the planning process
moves forward on Phase 1, the Master
Plan Executive Committee will make
recommendations to Raleigh City Council
for review, discussion and approval. During
the Master Plan process, the committee
worked closely with the design team to

steer the planning process, and ultimately
recommended the final Master Plan to
the city council. The council approved the
Master Plan on Feb. 19, directing staff to
create an implementation plan for Phase 1.
Ronnie Best, the market’s manager
until last April, said he thinks excluding
wholesalers in future plans is not a good
idea. He’s become familiar with the
disintegration of the terminal market. As
once the past president of the National
Association of Produce Market Managers
and still serves on the association board
for his 18th year, he’s toured the nation’s
wholesale markets and terminals. Over
that time he’s seen the same conflict occur
at markets all over the country, when the
city didn’t anticipate the growth rate when
choosing locations.
“All of a sudden that land became more
valuable and everything attached to it.
The developers are licking their chops
on everything around that park,” Best
said. “The thing about the market, is it’s
completely self-supporting. The market has
a $1.4 million budget, and wholesalers pay
a little more than half that with leases.” All
of the wholesalers are multi-generational
family businesses, he said, and they’ll be left
out in the cold.
“It’s sad,” Best said. “And I think what
they want to make is a frou-frou market.”

Continued from page 18
fibre. Hazelnuts are good for your heart,
help reduce the risk of cancer, and aid in
muscle, skin, bone, joint and digestive
health. Consuming just 1.5 ounces of
hazelnuts per day may help reduce the risk
of cardiovascular disease, according to the
FDA*. Hazelnuts have been used in many
traditional foods in Europe such as pastries,
candies, chocolates, ice cream, cereal, and
as a snack for hundreds of years and are
gaining in popularity in North America
as consumers look for an alternative to
almonds that are also tasty, healthy and
more sustainably grown.

scheduled for the remainder of 2020
into 2021?

5. Any other pertinent information
you feel our readership should know
about hazelnuts.

4. What marketing events are

a. 2020 - We have 4 Virtual trade events
planned with FAS and WUSATA for Japan,
Europe, South Korea, and the Middle
East now through the end of the year. We
will also participate in the INC’s virtual
conference later this month.
b. 2021 – who really knows when we
will get back to in-person events but we
are currently planning to be at the PTNPA
conference in May, the IFT July, and
Anuga and the INC in October. These are
the main-ingredient in-person activities
planned in addition to about a dozen
shows planned around our retail and
private label business.

Source information provided by The Packer

a. The Oregon Hazelnut Industry had
been on a downward trend for many years
due to the Eastern Filbert Blight which
decimated orchards until the development
of the new EFB resistant varieties out of
Oregon State University beginning about
15 years ago. Now with more than a
dozen new kernel varieties on the market,
we see our Oregon crop doubling every 5
years for the foreseeable future and giving
consumers a nutritious, sustainable,
delicious tree nut option for a range of new
products and flavor extensions in the next
few years.
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Graceland Fruit Goes Lean & Green
Graceland Fruit is known for being a
global leader in the production of premium
dried fruit products such as blueberries,
cherries and cranberries. Found in 1973,
the company has consistently been an
innovative and dependable supplier to
the food industry. In 2020, Graceland will
place a renewed focus on company-wide
Lean enterprise implementation as well as
continued engagement in green practices to
ensure longevity as a responsible supplier.
Chief Operating Officer, Dan Engler
joined the Graceland Fruit team in July,
2018 with the goal of implementing a
formal Lean system within the company.
Engler has extensive global experience
with business development, acquisitions,
divestitures and Lean enterprise
implementation. He commented that
Graceland Fruit has always had a culture

for improvement, making formal Lean
implementation much easier than other
environments that he has managed in the
past.
Using “The Toyota Way” as the guide
for defining Lean implementation,
Graceland Fruit began with an emphasis
on the manufacturing floor and chose
Kaizen (continuous improvement) events
as the initial focus. Engler describes
Kaizen events as “a mechanism to get the
right people together, plan out the event
implementation, and put metrics behind
it – once you put metrics behind the event
it is hard not to prioritize it.” Engler went
on to state that going into 2020, Lean
implementation will become more cross
functional and company-wide, with a large
focus on continued quality improvements
and waste reduction.

Lean implementation is a strategic
initiative to ensure Graceland Fruit
maintains a competitive advantage in
the aggressive dried fruit marketplace.
The company has seen significant cost
reductions as a direct result from Lean
processes and Kaizen events that have been
vital in ensuring they are able to maintain
their competitiveness. In 2019, a Kanban
system was established at the Frankfort,
Michigan manufacturing facility to help
improve efficiency, inventory control and
throughput of its packaging facility. Engler
commented that “this Lean improvement
not only provided cost savings and
increased capacity but also represented
a breakthrough for employees. We put a
plan together that had been discussed for
some time, and we implemented that plan.”
Graceland also executed improvements on

Graceland Fruit exports its dried fruit to over 60 countries worldwide.

the pack line; working as a cross functional
team, they rebalanced the work cell
which helped to put warrant behind the
implementation of a new palletizer machine
to improve the quality of pallet shipments
and reduce rigorous manual labor.
While there has been a newly placed
focus on Lean enterprise implementation,
Graceland Fruit continues to engage in its
green practices. For over a decade now,
the company has operated its own waste
water treatment plant, being one of the
first in the industry to stop the practice
of spray irrigation. All waste water that is
generated from the manufacturing facility is
treated and purified before being returned
to the ground water supply. Graceland is
one of the few in the industry using this
environmentally friendly method for waste
water treatment.
Expanding on its green practices,
Graceland has recently replaced all
high-pressure sodium lighting with new
LED lighting at both of their facilities in
Michigan. The new LED lighting does not
only improve energy efficiency and reduce
the company’s carbon footprint but has
also provided employees with a brighter,
clearer workplace. As a company, Graceland
continues to incorporate green initiatives
throughout their offices and facilities.
The company has established recycling
programs and water dispensing systems in
place, and has challenged their office staff
to go paperless as much as possible. Being
one of the larger employers in the Warrens,
WI and Frankfort, MI areas, Graceland has
strived to set a precedent and create a more
sustainable future for their communities.
Graceland Fruit will continue its Lean
and green focus into 2020 with ongoing
Kaizen events focusing on production
line optimization and customer order
fulfillment, as well as continue their
commitment to green practices.

largest and most prestigious baking and
food companies in the world. Graceland has
twice been named “Michigan Agriculture
Exporter of the Year” by the State of
Michigan. Founded in 1973, the company
is an early innovator of the technology used
for drying tart cherries. Graceland Fruit is
highly regarded for its focus on research,
product development and quality - resulting
in products that retain more of their natural
color, flavor, and nutritional benefits.

Graceland supplies the commercial, private
label, and food service sectors with an array
of products including 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
options. For more information, visit www.
gracelandfruit.com.

About Graceland Fruit
With a production facility and
headquarters located in Frankfort,
Michigan and a second production facility
in Warrens, WI, Graceland Fruit produces
and markets dried fruits and Soft-N-Frozen
products to over sixty countries worldwide.
Its customer base includes some of the
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Ag Alumni Seed
Leaders in Hybrid Popcorn Research, Production
and Customer Service
Ag Alumni Seed
has worked hard to
gain its leadership
position in the
development and
release of high
performance
popcorn hybrids.
With this position
comes the
responsibility to
focus our efforts and
resources on the
needs of popcorn
processors and
growers.
From the groundbreaking work of
Dr. Bruce Ashman
to the advances
in performance
that have occurred
over the past thirty years under the direction of Dr. Max
Robbins, Ag Alumni Seed’s Director of Research, to the
research underway by Dr. Fernando Enrique Cardenas and
Pablo Vergani our Popcorn Breeding team, Ag Alumni Seed
has established itself as the world’s leading supplier of high
performing, high quality popcorn hybrids that provide the
different combinations of regional adaptation, maturity,
disease resistance, yield, kernel size and popping expansion
and other characteristics that the industry demands.
Most of our seed is produced by our own highly
experienced professional staff at our 2,600 acre facility
near Romney, Indiana in the heart of the US Corn Belt. By
producing our own seed, we ensure that we are growing and
delivering the highest quality products possible. All of our
seed lots are inspected, tested and certified to AOSCA (and
as required ISTA) standards by an independent, ISO certified

and USDA accredited agency. All popcorn seed lots have
GMO free certification.
Ag Alumni Seed also grows and markets parent seed stocks
of Soft Red Winter Wheat and oats as well as providing
contract growing and conditioning services to the global seed
industry. If you have any questions or if we can help with your
seed needs, please don’t hesitate to contact us at:
Agricultural Alumni Seed Improvement Association, Inc.
PO Box 158
Romney, Indiana 47981
USA
Voice: 1-800-822-7134 or 765-538-3145
E-mail: agalumni@agalumniseed.com
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America’s #1
independent
maple supplier
Private Label
Bulk
Food Service

Contact us today
for best - in - class maple.

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

•

maplesource.com
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Quality, consistency, and
customer satisfaction

in 46 countries

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

the natural food exporter magazine

FALL 2020

35

36

X WINNING LINEUP X
NEW !

RIGHT AMOUNT OF SWEET
& HEAT MAKES BONE SUCKIN'®
HONEY & HABANERO WING SAUCE
THE NATIONAL CHAMPION! MAKE
CHAMPIONSHIP WINGS TONIGHT.
EASY RECIPE ON THE BOTTLE!

THE PERFECT WING
SAUCE FOR EVEN THE
PICKIEST OF CROWDS. BE THE
HERO OF THE BARBECUE &
FINISH FIRST IN THE
COMPLIMENTS!

SMELL THE AROMA OF GARLIC
& ENJOY THE SWEET TASTE OF HONEY
WHILE YOUR FAMILY DEVOURS THE CHICKEN
WINGS! BONE SUCKIN'® GARLIC &
HONEY WING SAUCE WILL QUICKLY
BECOME YOUR FAVORITE!

GRAB A JAR TODAY! EASY-TO-FOLLOW RECIPES ON THE BOTTLE!
Non GMO • Kosher • Gluten Free • No HFCS

For Product Information & Ordering 1-800-446-0947 or Sales@BoneSuckin.com

