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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.
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The container shortage is not going away! This is not just an “opinion”. If you get time, check out the 
article in the pages ahead on the lingering effects of transportation shortages. I’ve discussed ocean 
containers, but we are now seeing it in all intermodal aspects of transportation. If you don’t believe 
me, go down to your grocery store and check out how much basic food stuff costs. You need trains 
and trucks to carry the “pass on” costs of the container shortage…it all flows downhill! 

This is a complex problem, and it is not something that can be digested in a macro sense. In our 
feature article, a real supplier discusses the complexities of the container shortage and the impact 
Covid 19 has had on world trade. I would like to re-exam the macro analysis of what I think is at the 
root of this crisis. Once again, I must go back and look at how we reached this point. The question 
I poise is this…could it have something to do with creating more demand than supply and in turn 
increasing the amount charged to the supplier/manufacturer to export their products. 

Let’s step back in time. The Suez Canal incident exacerbated the transportation shortages. 
However, this happened to be sheer coincidence that the Suez Canal incident happened during a time 
when transportation shortages were already being reported as early as November 2020. The Suez 
Canal incident happened 3 months later. I may have found partial answer in an article last year. From 
that article, US transport consultant Jon Monroe said this:  

“We should remember that carriers began managing (manipulating) the space before contracts were 
completed in order to keep rates up to a certain level. Once the contracts were completed, carriers kept 
blank sailings for another seven weeks, thereby creating a backlog of bookings.”

Monroe acknowledges that there has been a surge in demand for capacity, but adds, “But what made 
this so terribly difficult was the early manipulation by the carriers to create a tremendous backlog. So, if 
the carriers did not create this problem, they certainly were a major contributor to this mess.”

We are now into September and the problem is still going on. Container shortages still exist and we 
may be getting to a point of clarity regarding this issue. Bloomberg had a straightforward analysis of 
the container crisis and it is something US shippers already knew. It starts out saying “Food is piling 
up in all the wrong places, thanks to carriers hauling empty shipping containers”.

It then goes on to explain that Global competition for the ribbed steel containers means that 
Thailand can’t ship its rice, Canada is stuck with peas and India can’t offload its mountain of sugar. 
Shipping empty boxes back to China has become so profitable that even some American soybean 
shippers are having to fight for containers to supply hungry Asian buyers.

“People aren’t getting their goods where they need them,” said Steve Kranig, director of logistics at 
IM-EX Global Inc., a freight forwarder that handles cargoes including rice, bananas and dumplings 
from Asia to the U.S. “One of my customers ships 8 to 10 containers of rice every week from Thailand 
to Los Angeles. But he can only ship 2 to 3 containers a week right now.” The core issue is that China, 
which has recovered faster from Covid-19, has revved up its export economy and is paying huge 
premiums for containers, making it far more profitable to send them back empty than to refill them.

The article points out that while it is not entirely uncommon for containers to transit back empty 
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The Covid-19 pandemic 

created many opportunities 

for snack food companies 

to meet the inflated 

demand for snack products, 

and energy bars were a 

category that experienced 

widespread growth. 

Globally, the demand 

for packaged snacks is 

growing at a faster pace 

due to changes in social 

and economic patterns, as 

well as increased spending 

for food and beverages, 

awareness about healthy 

foods, changes in meal 

patterns and existing food 

habits, and the desire to 

taste new products. 

 By Lisa Mooney

The energy bar category 
is gaining energy

The Covid-19 pandemic 

created many opportunities 

for snack food companies 

to meet the inflated 

demand for snack products, 

and energy bars were a 

category that experienced 

widespread growth. 

Globally, the demand 

for packaged snacks is 

growing at a faster pace 

due to changes in social 

and economic patterns, as 

well as increased spending 

for food and beverages, 

awareness about healthy 

foods, changes in meal 

patterns and existing food 

habits, and the desire to 

taste new products. 



9the natural food exporter magazine  FALL 2021

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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The global energy bar market was 

valued at $645.0 million in 2020 and is 
estimated to reach $1,010.9 million by 
2028, registering a CAGR (compound 
annual growth rate) of 6.4% from 2021 to 
2028. 

Snacks offer the convenience 
consumers seek, and during the 
pandemic specifically, one of the reasons 
sales for energy bars increased was 
simply due to packaging. Since each 
bar is typically individually packaged it 
prevents them from coming in contact 
with hands, keeping them safely 
protected from outside germs. And, in 
2020 an influx of online retail sales gave 
this category a real boost with more 
people shopping at home for groceries 
during the height of the pandemic.

The need for innovative snacks is 
consistently high in developed countries 
due to ease of storage, portable no prep 
eating, and nutrition and energy on the 
go. Consumers are demanding healthier 

ingredients and items labeled gluten 
free, vegan, low fat, low calories, and no 
added sugars. These sub-categories are 
propelling the market forward since there 
is a bar for virtually any diet. 

In North America products labeled 
natural and organic are expected to 
increase sales in this region.

 In 2019, 75% of American bar 
consumers ate them as a snack while 60% 
replaced a traditional breakfast with an 

energy bar. 30% of Americans admit it’s 
hard to prepare meals given their busy 
schedule and that has created a demand 
for both the working class and their 
children as a healthy on the go option. 

The growing popularity of energy bars 
among athletes and young adults is also 
an emerging driver that is expected to 
boost market growth. Athletes require 
healthy snacking to perform well. 

Continued on page 31

Far West Rice is able to supply domestic and
international customers both branded and private label

products in a wide variety of packaging styles.

With the help of Japanese milling technology and years of
traditional hands on experience, we are able to provide

high quality rice with exceptional taste, texture, cleanliness,
appearance and cooking quality.

Far West Rice offers these brands and more!

To learn more about what Far West Rice can bring to your table,
see the information below.

Visit our website at
farwestrice.com

Or find us on Facebook

+1 (530) 891 - 1339
sales@farwestrice.com

PO BOX 370
Durham, CA 95938 USA
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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 ground-
breaking 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

 Ag Alumni Seed
 Leaders in Hybrid Popcorn Research, Production 
 and Customer Service
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a Question and answer with 
andrea Fields-Hazelnut growers
of Oregon  

In 1989, the hazelnut became the official 
state nut of Oregon. Oregon’s Willamette 
Valley offers an ideal climate for growing 
hazelnuts. In fact, approximately 98% of all 
the hazelnuts grown in the United States are 
grown in the Willamette Valley.  

Hazelnuts, also called filberts, are grown 
for their delicious flavor. They are extremely 
nutritious, being an excellent source of 
Vitamin E, protein, and antioxidant rich. 
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. 

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.

Hazelnut Growers of Oregon, an 
agricultural cooperative with over 200 
farmers, maintains the highest quality 
standards by achieving “best-in-class” food 
safety practices including on site steam 
pasteurization, SQF level 3 certification, and 
requires third party auditing to insure the 
highest quality hazelnut with every purchase.

Andrea Fields, Inside Sales Manager 

at Hazelnut Growers of Oregon shared 
insight as to how sales and marketing 
has changed since the pandemic and what 
the exciting future holds.

1. How have sales of Hazelnuts been this 
year compared to last year? Have marketing 
efforts changed during the last year? 

We’re projecting to be ahead of 2020 sales 
by the end of 2021 with the majority of the 
increase in our ingredient channel. Our sales 
and marketing efforts have become more 
focused on the retail and specialty channels. 
We’ve hired new team members to help with 
these areas and plan to expand with product 
innovation to become a solutions-oriented 
company. 

In 2021 we expanded our marketing efforts 
with geo-targeting, increased social media 
presence and retail promotions. Next year we 
intend to penetrate new areas of the store by 
introducing new hazelnut products across 
multiple categories – not just in bulk, snack, 
and candy but within produce, baking, and 
seasonal offerings – for example, holiday gifts 
and summer barbeque.

2. Which markets have shown the most 
potential or growth this year? 

For HGO the channel of trade showing the 
most improvement for 2021, is retail. We’ve 
experienced an increase with ingredient sales, 
but overall retail is making great strides. We 

gained over 15,000 points of distribution 
which is a significant increase from the barely 
1,500 we started with at the beginning of 
2021.Our dedicated retail sales team has had 
some big wins in opening up distribution on 
the East coast with UNFI and KEHE. This will 
allow our Oregon Orchard® retail products to 
gain more brand recognition and consumer 
trial with expected repeat purchasing. The 
pandemic of 2020 significantly benefited our 
online sales. Our company’s website sales 
have seen triple digit growth since 2019 and 
a few of our top retail customers are online 
subscription snack and gift companies. 

3. Will you be participating in trade shows 
in 2022?  If so, virtually or in person?

We are planning to attend in-person 
and virtual trade shows in 2022. Our team 
is assessing the value of each show based 
upon the channel of trade, expected return 
on investment and resources required to 
participate. As the country recovers from the 
pandemic, we hope to have more in-person 
events as we believe these have a better rate 
of success when people can see and taste our 
products in-person vs. in a virtual setting. 

One major area to consider is the number 
of attendees with in-person shows; so far in 
2021 this appears to be somewhat limited 
as people are still hesitant to travel and be in 
large crowds. We also prefer to attend virtual 
events that match up buyers with suppliers 
in advance with dedicated, scheduled online 
meetings over the passive ‘build a virtual 
booth’ and hope someone ‘drops’ in to ask 
questions scenario.

Please visit www.hazelnut.com to find out 
more about their products and services.
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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.

The Oregon Hazelnut Industry…
Meeting the Challenges Ahead 

If there is one thing 

the grower, shippers and 

packers of Oregon Hazelnuts 

understand…that’s the 

importance of the export 

market for their product. The 

area cultivates 99 percent 

of the hazelnuts grown in 

the United States on more 

than 73,000 acres, yielding 

a harvest worth $90 million 

annually for Oregon. With 

around 60% of Oregon 

hazelnuts exported, 90 % 

of that was going to China 

before a host of problems 

became relevant. 
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Even though Oregon hazelnuts are not 
shipped direct to China, they still received 
a punitive tariff increase as the trade war 
escalated in 2018. Before the trade wars 
began in 2018, Oregon hazelnuts carried 
a 25 percent tariff plus a 10 percent 
value-added tax. The punishment to the 
hazelnut industry came into form by an 
additional 25 percent plus 15 percent 
value-added, it stands at 65 percent. 
Hazelnut suppliers scrambled to find 
alternative markets. For the processed 
hazelnuts, the export market in the 
Middle East, Africa, and Europe favor 
Oregon Hazelnuts as a healthy food 
ingredient. Studies are showing that 
people are eating more hazelnuts to lose 
weight and have substituted hazelnuts 
as a healthy snack. It was recently found 
that the increased use of hazelnuts in the 
treatment of a variety of health problems, 
including celiac disease, is expected to 
boost sales in the global hazelnut market. 
Because the market is witnessing a 
significant opportunity as people become 
more conscious about their health and 
nutrition, demand worldwide is expected 
to increase through 2027 at a significant 
rate. 
Regarding worldwide production and 
exporting of hazelnuts, Turkey commands 
that title. European demand for processed 
hazelnut for primarily their chocolate 
sectors. Turkey is the main supplier. The 
Hazelnut Exporters Union is continuing 
to investigate boosting exports to new 
markets in the Far East, North America, 
especially the United States, and Eastern 
Europe. Primarily Oregon produced 
hazelnuts are expected to dominate the 
market by 2027, thanks to the rise in 
demand from the developed countries in 
North America like the US and Canada. 

These were the challenges that 
Oregon producers faced before 
COVID 19 and now the transportation 
shortages. The effects on world trade, 
supply and demand structure, and the 
food distribution system have been 
profound. The key factor to all of this 

is transportation…with the struggles of 
truck driver shortages to rising fuel cost 
and container shortages. This combined 
with the COVID 19, hazelnut grower, 
shipper, packers, and processors have 
to spend long hours every day helping 
their logistic departments reconcile 
changes to production schedules…
something that was unheard of 2 years 
ago. The disruption of “easy flow” of 
bulk hazelnuts is not just the problem of 

container shortages. Pent up demand in 
the US and other parts of the western has 
been sporadically released as people have 
attempted to re-enter their normal post 
Covid lives. Goods from Asia, being a key 
supplier for so many household needs 
these days have experienced a strong 
run of orders and highly competitive 
conditions to obtain both container boxes 
and booking space on ships heading 

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

WWW.SUNVALLEYRICE.COM

Continued on page 17
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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
We believe in caring for our land and 

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

Know Where the Good Comes From
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to world trade destinations. Building 
pressure by customers desperate to make 
shipment combined with rising freight 
prices created a motivation for major 
shipping lines to route empty boxes back 
to Asia from western ports in order to 
expedite cargo out of Asia. As a result, 
obtaining boxes and bookings for US 
cargo going anywhere else worldwide has 
become beyond challenging to say the 
least.

The Oregon hazelnut industry 
overall has been diligent in finding 
alternative markets to make up for the 
lost business in China since 2018. That 
is of little consolation if product cannot 
be delivered or received on a worldwide 
basis. The costs are prohibitive to the 
hazelnut exporter who now is saddled 
with punitive costs that makes the tariff 
increases of 2018 look tame. A standard 
container out of an Asian port for a dry 
goods food product pre-Covid was $1500 
to $2000 heading to a US port according 
to one forwarding company. The same 
product and trip today will cost $7,000 to 
$ 8,000 and in some cases with a no roll 
premium could be as high as $ 18,000. 
This seemed to be the commonality with 
other firms and found the same story. 
For the hazelnut industry, knowing that 
until conditions in Asia improve for their 
exporting community, the situation will 
continue to be difficult. 

Oregon hazelnut suppliers have 
overcome the trade wars, COVID 19 
and now transportation shortages. 
Adjustments in delivery schedules will 
have to made to meet overseas demand. 
Unfortunately, suppliers are not blindly 
optimistic about relief anytime soon. 
They see the tightness in supply of freight 
services to continue well into 2022 and 
beyond. With a good size 2021 crop, 
export will be more important than ever. 
That means more access to shipping 
hazelnuts. Supply chain management 
in the US will be challenged to bring in 
sufficient supplies of goods to maintain 

stable stocks for customer purchase. This 
will continue to pressure prices upward 
both because of additional costs of freight 
and the continuous impact of short 
supply. 

The Oregon hazelnut industry 
produces the top hazelnuts in the world. 
The grower, shipper, packers, and 
processors produce Hazelnuts available 
all year round and can be purchased 
shelled or unshelled, roasted, salted or 

sweetened. Countries throughout the 
world buy Oregon hazelnuts in ingredient 
form all the way to the brand and value-
added form. And the demand is growing 
exponentially! Ultimately, supply of 
containers and ships will expand to meet 
demand due to the profit potential of 
that asset expansion, but such growth 
takes time. For the upcoming 2022 year, 
suppliers are preparing for the long haul 
and many hours in the plant ahead.

Continued from page 15
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Pioneering producer and 
global distributor of infused 
dried fruit ingredients 
introduces a new brand identity 
and website to better reflect 
its renewed focus on the 
commercial food ingredient 
market and its heritage of 
exceptional product and service 
performance 

Graceland Fruit, Inc., a leading producer 
and global distributor of premium quality 
dried fruit ingredients for the food industry, 
unveiled an updated brand identity and 
website today. The refreshed brand and 
website were created to better reflect 
the Company’s renewed focus on the 
commercial food ingredient market and its 
heritage of delivering exceptional product 
and service performance that delights 
innovative food manufacturers and their 
consumers.

Refocused: “Graceland Fruit 
pioneered the infused dried fruit ingredient 
category nearly 50 years ago,” said Jeffrey 
Seeley, Executive Chairman of the Board 
& CEO. “In doing so, we exponentially 
expanded the market for tart cherries, 
cranberries, blueberries, apples, and more 
by creating entirely new food applications 
and year-round utilization opportunities for 
these crops.”

While ingredients have always been its 
core business, the Company entered the 
retail consumer packaged foods sector 
in 2013 with a line of Graceland Fruit® 
branded products. “The products enjoyed 
strong consumer acceptance and loyalty. 
However, we ultimately recognized that 
retail product sales and marketing is not 
our core competency,” Seeley said. “In 
2020, we made the strategic decision to 

exit retail as a branded CPG marketer. 
We are once again 100% laser-focused 
on supplying exceptional ingredients 
to innovative consumer packaged food, 
foodservice, and other food companies who 
develop, manufacture and market their own 
products and brands.”

Consumer demand for delicious, 
nutritious, immunity-boosting foods made 
with authentic, all-natural ingredients is 
skyrocketing. Graceland Fruit ingredients 
are made from fresh frozen fruit that 
retains its superfruit status throughout the 
Company’s proprietary infusion and drying 
process. As an ingredient, they add uniquely 
distinctive taste, texture, visual and 
nutrition appeal to a wide range of foods. 
“We delight our customers with exceptional 
product and service performance, making 
it easy for them to delight their consumers 

with delicious, on-trend products,” Seeley 
noted.

Rebranded: With renewed channel 
and customer focus, the Company 
undertook a rigorous and comprehensive 
review of its brand positioning and visual 
identity. “The Graceland Fruit logo has not 
changed since the company was founded in 
1973,” Seeley said. “This was a perfect time 
to refresh the look and feel of our brand 
to ensure clear communication of who we 
serve, what we do, how we uniquely do it, 
and why.” 

The new brand identity features a 
more contemporary logo that pays 
homage to the Company’s heritage while 
adding prominence to the brand name, 
better communicating its expertise, and 
providing a design architecture and visual 
system that supports future growth and 

Graceland Fruit® Kicks Off 2021 with Renewed
Focus, Brand Identity, and Website 

Graceland Fruit exports its dried fruit to over 60 countries worldwide.
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Continued on page 18

innovation. Coupled with its new tagline, 
We deliver delightTM, the new Graceland 
Fruit brand identity is the foundation for 
communication across all touchpoints, 
including packaging, business materials, 
sales collateral, social media, website, and 
beyond.

Renewed Website: “We are 
excited to introduce the fresh new look and 
enhanced functionality of our digital home 
base, GracelandFruit.com,” said Seeley. “It 
is completely reimagined, redesigned, and 
restructured to make it easy for current and 
potential customers to learn more about 
our products, our process, our growers, and 
our services. Most importantly, it is a source 
of inspiration for use applications and 
innovation. It also serves as an on-demand 
resource center for product information, 
industry trends and insights, and other 
tools to help our customers delight their 
consumers and profitably grow their 
business,” he continued.

The new website is fully responsive, 
mobile-optimized, and easy to navigate. 
The expanded resource hub includes 
downloadable product specifications, 
certification documentation, statements of 
compliance, and brochures. It also houses 
the Graceland Fruit press room and blog, 
Bits ‘n Pieces monthly newsletter, industry 
events calendar, and more. “Direct links 
make it easy to request samples, connect 
with Graceland Fruit ingredient experts, 
or initiate new product collaboration from 
anywhere on the site,” Seeley noted. “We 
invite food and beverage manufacturers, 
foodservice operators and distributors, 
and the food industry at large from around 
the globe to explore our new site and learn 
more about how we deliver delightTM 
through exceptional product and service 
performance.”

About Graceland Fruit, Inc.: 
We deliver delightTM. Graceland Fruit is a 
leading producer and global distributor 

of premium quality dried fruit ingredients 
for the food industry. We make authentic 
ingredients that add distinctive taste, 
texture, visual, and nutrition appeal to 
a wide variety of delicious foods. Some 
of the largest and most prestigious food 
companies in the world include our 
exceptional infused dried fruit, juice 
concentrate and Soft-N-FrozenTM fruit 
ingredients in their products and menu 
items. Our premium quality dried fruits, 
service excellence, reliable supply, and 
collaborative innovation make it easy for 
our customers to surprise and delight their 
consumers. Learn more at GracelandFruit.
com.

We produce premium quality dried fruit 
ingredients used by innovative food 
manufacturers and providers around 
the world to create delicious, on-trend 
consumer products.

Exceptional 
Growers

Exceptional 
Process

Exceptional 
Service

Exceptional 
Innovation

Our Difference

Learn More!  GracelandFruit.com  |  800-352-7181  |  info@gracelandfruit.com  |  Frankfort, MI

Proud to be 
Product of the USA
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Hazelnut Growers of Oregon
New Hire Profiles

Daniel Herndon
Vice President of Sales, 
Hazelnut Growers of 
Oregon

Daniel Herndon is vice 
president of sales for Hazelnut 
Growers of Oregon (HGO), 
contributing nearly 40 years 
of experience from across 

the grocery space. Having served with manufacturers, retailers, 
distributors and brokers, Herndon has amassed broad expertise and 
a unique perspective of an ever-evolving industry. His knowledge 
spans specialty, natural, gourmet, ethnic and imported foods, 
and his relationships extend across all channels — conventional, 
convenience, hospitality, education, club and e-commerce, among 
others.

Joining HGO in 2021, Herndon is focused on developing, 
leading, and executing strategic plans to achieve sales targets, 
enhance profitability and increase productivity among his team. He 
oversees a team of four inside and outside sales members, as well 
as personally manages retail customers for a large portion of the 
country. His focus is on carving out market share across all channels 
for hazelnut products, while building strong and productive 
client relationships on a regional and national scale and to ensure 
sustainable demand for a sustainably grown product.

Previously, Herndon was vice president of sales for Peeled Snacks 
of Cumberland, Rhode Island. A member of the executive team, 
Herndon was responsible for a $14.7 million sales division and 
its associated strategy, policies and performance. Previously, he 
spent nearly 20 years with Natural Specialty Sales / Acosta Sales 
& Marketing in Jacksonville, Florida. He achieved the position of 
national senior vice president – client development, which involved 
team management and oversight of performance, staffing, training 
and P&L. 

Herndon attended schools in California — including San Diego 
State University, College of the Canyons and Valley College — 
and remains current in his field through participating in various 
workshops. He is an avid outdoorsman and is involved with the Boy 
Scouts of America. 

Michelle Gugin
Director of Ingredient 
Sales

During Culinary School for 
Advanced Pastry and Baking, 
Michelle accepted her first 
food ingredient sales position 
with Culinary Masters. She was 

trained by the owner and Certified Master Chef, to be a technical 
sales-person. She received extensive training in spice blending, 
European chocolates, cured meats, olives, vinegars and cheeses. She 
built the cheese programs at Whole Foods, worked with R&D on 
spice blending solutions for Applebee’s, Ted’s Montana Grill and 
Chipotle as well as sold Barry Callebaut Chocolate to Pastry Chefs 
and Chocolatiers. 

After the sale of Culinary Masters, she worked for both Unilever 
then Bake Mark/CSM Global. During her tenures, Michelle worked 
with her R&D teams to come up with new product development 
solutions for her industrial and food service customers. She grew 
her territory at BakeMark from $0.00 to 18 MM selling thousands 
of confectionary ingredients. Before coming to Halelnut Growers 
of Oregon, she worked for Rembrandt Foods as the National Sales 
Director, leaving her territory business contracted for an annual 30 
MM in revenue.
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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

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. 

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

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.

Touchstone Pistachio Company
Transparency, Performance & Commitment
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The Dorothea Dix Park Conservancy 
Group has funded the development of a plan 
that would fundamentally change the face of 
the Raleigh State Farmers Market in the next 
20 years in ways that are not reflective of the 
mission of the North Carolina Department of 
Agriculture. More importantly, these changes 
would be to the detriment of family-owned 
businesses, farmers and people in need 
across North Carolina. This plan, which was 
approved by the Raleigh City Council and will 
cost an estimated $50 million, would displace 
long standing tenants of the market in favor 
of luxury condominiums, playgrounds and 
boutique hotel.

Q: How will the Local Farmers be 
affected?

A:  They will lose many of their largest 
customers as well as a centralized selling 
point for them. The Produce Wholesalers 
at the State Farmers market buy thousands 
of tons of produce each year from our 
local Farmers. Fruit stands, restaurants, 
grocery stores and others all come to the 
Farmer’s Market now to buy because all of 
the farmers and all of the buyers are in one 
place. If you dilute the sellers there, you will 
dilute the buyers and they won’t have  
a reason to visit this market. They’ll likely  
go to the Columbia market instead where 
they can get all of what they need in one 
place. Thus supporting SC farmers instead 
of our own.

Q: How much do Produce Wholesalers 
on the market buy from local NC Farmers?

A:  An estimated $15,000,000 annually is 
purchased from NC Farmers.

 

Q: Who are the vendors currently on the 
market that will be phased out with the 
Master Plan?

A:  Jones Produce, Ward’s Triad Produce, 
Danan Produce, R&H Produce, The Inner 
Faith Food Shuttle, Food Runners (The 
group that provides Meals on Wheels), 
Ford’s Produce, Ford’s Gourmet Foods, 
Unlimited Produce, Alvarado and Sons, 
Dennis Ennis Produce, Country Boy 
Produce, Layton’s Produce & L&M Produce.

Q: Does Dix Park need the additional 
acreage from the State Farmer’s Market to 
be a successful park?

A:  No. Dix Park already has more acreage 
per citizen than Central Park. (NYC 10,146 
residents to each acre vs Raleigh 1,539 
residents per acre). This is enough room 
for 16 times the population of Raleigh to 
stand in the park at one time. The additional 
20 acres the City is taking from the NC 
Government is unnecessary for the park to 
be a success.

Q: Is the City of Raleigh trying to 
relocate the Farmer’s Market, remove it, 
or fundamentally change it?

A:  The plan is to transform it from the 
successful, profitable and enjoyable State 
Farmer’s Market that supports the Farmer 
and we’ve all come to love, to a boutique 
market with little to no Produce Wholesalers 
which has proved to be an unsuccessful 
recipe at the other Farmer’s Markets in NC.

In the words of former Farmer’s Market 
Manager Ronnie Best, (who is the past 
President of the National Association of 
Produce Market Managers and still serves 
on the association board), “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. 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. It’s 
sad,” Best said. “And I think what they want 
to make is a frou-frou market.”

Q: What is “Value Capture” and how 
does it apply to Dorothea Dix Park and 
the State Farmer’s Market Master Plan?

A:  One of the proposed ways to pay for 
the improvements of Dorothea Dix Park 
and the State Farmer’s Market is through 
“Value Capture.”  In layman’s terms, if 
a property is nearby the State Farmer’s 
Market or Dorothea Dix Park, it’s value will 
increase due to its proximity. Therefore, the 
city (Raleigh) will be able to charge higher 
taxes for those in the area because of their 
perceived benefits.

Q: It’s been stated that the reason for 
removing the Produce Wholesalers from 
the Master Plan of the State Farmer’s 
Market is because their buildings are old 
and beyond their useful life. Is this true?

A:  The buildings have many more years 
of life. They were built using concrete and 
steel and only 27 years old. Every Produce 
Wholesalers has an excellent or better food 
safety rating (which wouldn’t be possible in 
a decrepit building). Many State buildings 
are much older and still in service, including 
the Governor’s Mansion that was built in 
1891, and the former State Farmer’s Market 
on Hodges Street built in 1956 that the NC 
Prison System still uses as a warehouse 
facility.

The building review by HH Architecture 
on behalf of the Dix Group, describes the 
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Raleigh, North Carolina 
Farmer’s Market Cooperative

Raleigh, North Carolina 
Farmer’s Market Cooperative

L&M Companies 
At L&M we love our produce and take great pride 

in our farms.

+1-919-981-8000
www.lmcompanies.com

Raleigh, NC 27604 USA

Danan Produce 
Danan Farms is a top-notch wholesale supplier 
of fresh fruits, vegetables, and specialty produce 

to some of the Triangle’s finest restaurants, 
hotels, caterers, & gourmet groceries.

+1-919-664-8181
www.dananfarms.com

State Farmers Market, 1109 Agriculture St.
Raleigh, NC 27603

Unlimited Produce 
FRUIT & VEGETABLES IN RALEIGH, NC

+1-919-828-3588
1225 Farmers Market Dr.

Southwest - Raleigh, NC 27603

Layton’s Produce 
Providing the Triangle area and beyond with the 

best produce and customer service for over 
30 years.

24 hr Order Phone: 
+1-919-833-6966
www.laytonsproduce.com

1117 Agriculture St., Raleigh, NC 27603

Ward’s Triad Produce 
Family owned and operated wholesale produce 

distributor since 1934

+1-919-828-4161
www.wardproduce.com

Raleigh, NC 27603 USA

Alvarado & Sons  
Produce LLC  

+1-919-602-6480
alvaradoandsonsproducellc@gmail.com

1201 Agriculture St. 
Raleigh, NC, United States, 27603

Dennis Ennis Produce    
The freshest produce that you can find around!

+1-919-829-3820
1225 Farmers Market Dr.,

Raleigh, NC 27603

R&H Produce 
North Carolina’s most trusted wholesale produce 

company. Serving the state for over 30 years

+1-919-828-1744   
www.rhproduce.com

1117 Agriculture St.  Raleigh, NC 27603

Country Boy Produce 
Fresh Seasonal Produce Picked and shipped the 

same day for maximum freshness!

+1-919-630-5899
www.countryboyproduce.com

1225 Farmers Market Drive, Box 18, 
Raleigh, NC 27603  

Jones Produce 
Foodservice Distributor 

Wholesale & Supply Store

+1-919 369-7227   
1225 Farmers Market Dr.,

 Raleigh, NC 27603

The Inner Faith Food Shuttle Food Runners 
The group that provides Meals on Wheels. Your Impact. Your Community. Your Solution to Ending Hunger.

+1-919-250-0043
INFO@FOODSHUTTLE.ORG       www.foodshuttle.org

1001 Blair Drive, Suite 120, Raleigh, NC 27603

1109 Agriculture Street
State Farmers Market

Raleigh, NC 27603 | 919-833-7647

1109 Agriculture Street
State Farmers Market

Raleigh, NC 27603 | 919-833-7559
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general condition of the Produce 
Wholesalers buildings as “good’ but 
needing some attention as in repainting and 
caulking. This is normally considered as 
expected, normal maintenance. These are 
the same buildings that are good enough to 
be re-purposed in the Dix Plan.

Q: What is the Farmer’s Market going to 
become instead of a Market for Our Local 
Farmers?

A:  The Farmer’s Market master plan 
includes 450,000 square feet of mixed use 
Condos, Retail, Brewery and Restaurant 
Tenants.

Q: Is the Market going to close? 
A: No, that is not the published plan, 

but the market you now know it will go 
away. The plan is to reduce the size of 
the Farmer’s Market by eliminating the 
Produce Wholesalers food distribution that 
now helps large and small farmers supply 
restaurants and grocery stores. Then make 
it more of a retail market with a few farmers 
and a few vendors, along with playgrounds, 
condos and pathways. We feel that losing the 
look and feel of a true Farmer’s Market will 
have a very negative impact on the long-term 
future of this market.

Q: Will the Department of Agriculture 
cancel your leases?

A:  They say they would not and we 
believe them. But all they need to do is let 
our leases run their 3 remaining years and 
then not renew.

Q: Does this market only sell local 
produce?

A:  No. This market receives and sells a 
produce from all over the world on a daily 
basis. With the large volume being sold 
daily, it is easy for the Produce Wholesalers 
to use local produce when available to meet 
orders. In fact, approximately $15,000,000 
worth of local produce was sold by our 
Produce Wholesalers last year, among the 
over 3,151.732 packages of produce sold thru 
this market in 2018.

This market had its humble roots in the 
Blake Street market downtown in the 1940’s. 
It moved to Hodges Street around 1952 and 
to this market in 1992. It has taken decades 
to develop this market to this level and it is 
successful only because it is actually needed.  
It will not be easily replaced.

Q: Why don’t the Produce Wholesalers 
and truckers just move to another area 
close by?

A:  The current market is situated only 
about 2.5 miles from downtown Raleigh, 
near our quickly expanding population and 
the actively growing, world class restaurant 
scene located there.

Other major metropolitan areas have 
embraced their Produce Wholesalers 
Farmers Markets, keeping them close in 
and near where the buyers are located. 
New York, Boston, Philadelphia, Chicago, 
San Francisco, Los Angeles as well as other 
cities, have kept their markets located in 
the core of the City in which they operate. 
They know it is critically important to keep a 
major food hub close by. When the markets 
in Washington and Baltimore were closed 
and one market was built between the two 
in Jessup Maryland, that market has not 
attracted as many buyers that they had 

planned as buyers will not drive out to the 
new market. The Maryland Commissioner 
recently visited our market hoping to learn 
what would help the Jessup market.

If the Produce Wholesalers are forced to 
move to another area, it will take about 70 
acres. That many affordable acres will be 
many miles from Raleigh, maybe in another 
county.  Cost to local business will increase 
substantially and service levels will have 
to decrease.  Also, this will cause our local 
farmers to deliver to two markets instead 
of one, and dilute the buyers for our local 
farmers, thus hurting their business.

We already have a successful farmers 
market that is being coped by other states. 
Why would we break it up and let it go away?

Q: How about the development of 
Spring Hill?

A: Spring Hill is a plot of land of about 
130 acres next to Centennial Boulevard on 
the Dix Park side. We know the State has 
been trying to attract a major company to 
develop Spring Hill. Is the sacrifice of the 
Produce Wholesalers, the Food Shuttle and 
the conversion of the Produce Wholesalers 
portion of the market into restaurants, 
condos and a hotel an effort to help market 
Spring Hill to a company like Apple?

We don’t know but we hope not.

HOW CAN YOU HELP? 
Add your voice to those opposing this plan 
in two ways: #1. Take Action Contact the 
Dorothea Dix Conservancy Group:  
Janet.Cowell@dixparkconservancy.org  
919-774-3165 Current Mayor of Raleigh: 
mary-ann.baldwin@raleighnc.gov 919-
996-3050 and the NC Department of 
Agriculture: steve.troxler@ncagr.gov 919-
707-3000 Additional emails can be found 
on the SavingTheMarket.com website and 
are also on a separate handout. Contact 
someone you know as well as everyone on 
this list! Let them know that you stand with 
NC Farmers and the Raleigh State Farmers 
Market. #2. SIGN THE PETITION NOW 
at: savingthemarket.com Please send your 
suggestions to The Committee to Save 
the Raleigh State Farmers Market, info@ 
SavingTheMarket.com
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MAKE YOUR BURGER A 
STEAK BURGER!

919-833-7647 | Store Locator & Recipes BoneSuckin.com
GLUTEN FREE • NON GMO • KOSHER • NO MSG
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Nice unform color

California Calrose 
Sushi Rice

Color  
& Texture

Darker color with 
dull, flat appearance

Italian Selenio  
Sushi Rice

Consistent  
kernel size

Kernel Size Inconsistent  
kernel size

Sweet aromaSmell No aroma

Good bounce 
and mouthfeel

Texture Lacks stickiness.  
More fissures causing 
soft and mushy texture

History of 
consistency 
year-round

Quality Quality can vary 
throughout the year
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The past year and a half has brought our 
world uncertain and challenging times, but 
has also given us a moment to reflect on the 
very core of farming: hope. When some see an 
empty field, we see hope for the future. When 
sprouts start to grow in our fields, we see 
hope that our world will be fed nutritiously. 
Stahlbush Island Farms has the privilege of 
growing and processing the highest quality 
fruits and vegetables which we supply to all 50 
states and over a dozen countries. Hope fuels 
our decisions here at Stahlbush. We continue 
to be committed to our mission of meeting 
the needs of today without compromising the 
needs of future generations. 

Coming Together  
Sustaining a collaborative culture is 

critical for us to deliver on our mission – the 
complexity of our products and customer 
needs means that a wide range of skillsets 
and backgrounds must work closely together 
to make hundreds of decisions daily. Our 
Stahlbush team has been working around 
the clock to provide wholesome fruits and 
vegetables for consumers, retailers, and food 
manufacturers. We work hard every day to 
make the best decisions possible. Farming is 
a balance between producing food, managing 
natural resources, dealing with uncertainty, 
and supporting our employees. As an SQF 

level 3 certified operation for over 10 years, 
our commitment to meet all food safety 
requirements is driven by our desire to 
provide safe, healthy food for our families, 
employees, and customers. Our farm is more 
than just a farm, it is our home. 

Good Food for A  
Sustainable Future  

To build the kind of future our children and 
grandchildren deserve, extraordinary steps 
must be taken to prioritize sustainability. 
This has required individuals and industries 
to come together in ways we never have 
before to prioritize sustainable energy. 
Stahlbush is proud to be early adopters of 
sustainability and innovation. As the first farm 
to be certified Sustainable in 1997, we take a 
holistic approach to sustainability - focusing 
on soil health, water conservation, wildlife 
habitat, innovation, and social responsibility. 
We strongly believe sustainability is about 
sustaining our community. Every year, 
Stahlbush donates at least one million 
servings of fruits and vegetables to local 
foodbanks. We are committed to employee 
and food safety, supporting our local 
growers and communities, and green energy 
production. In 2009, we built the first biogas 
plant of its kind in the US, which converts 
agricultural by-product into green energy. 

Today, all of our fruit and vegetable waste goes 
to the biogas plant. In addition to electricity 
to power our processing plant, the biogas 
plant provides steam for boilers, hot water for 
sanitation, hot air to dry pumpkin seeds, and 
natural fertilizer to nurture our crops.  

The Art of a Perfect Harvest  
Farming and art go hand in hand here at 

Stahlbush. Karla Chambers, Founder and 
Co-Owner, works art onto each of our product 
bags to share the beauty of Oregon’s lush 
farmland. As a farmer in the Willamette 
Valley, her paintings depict a lifetime of 
agricultural influences. In her mind, beauty 
and harvest have always gone hand in hand. 
Oregon’s Willamette Valley is one of the 
richest natural resource bases in the world. 
With over 220 agricultural crops grown, this 
diversity is obvious as we drive our rural 
roads and freeways. Karla’s painting on this 
magazine cover features the glorious beauty 
of our trees, the richness of our agricultural 
crops, and the gift of water here in Oregon. 
This painting represents beauty and hope for 
our future, our food, and our families.   

About us
Stahlbush Island Farms is a family owned 

and operated farm that grows and processes 
frozen fruits, vegetables, grains, and legumes 
along with frozen and aseptic purees. Stahlbush 
believes in keeping the land fertile for future 
generations through sustainable practices. 
We harness the power of plants by converting 
agricultural by-product into clean energy for 
our processing plants and natural fertilizer for 
crops. Our product line is non-GMO, gluten-
free, vegan, and Kosher. For more information 
and a complete list of products, please visit 
www.stahlbush.com to learn more. 

 Stahlbush Island Farms
 Hope for the Future of Farming 

Artwork by founder and co-owner, Karla Chambers
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after a voyage, carriers usually try to 
backfill them to profit from shipping rates 
in both directions. But the cost of carrying 
goods from China to the U.S. is almost 10 
times higher than the opposite journey, 
prompting liners to favor empty boxes 
instead of loading them, Freightos data 
showed. 

My conclusion is that the trade war with 
China has evolved into some unexpected 
consequences. Make no mistake…the 
carriers are making money. But the US 
suppliers of food and agricultural products 
are once again the victims. In a recent 
article by The Insider, it was summed up 
best.

US exports have not kept up with 
imports from China, our largest trans-
Pacific trading partner. According to 
FreightWaves SONAR data, import 
volume from China via ocean shipping 
is up 54% year-over-year. Exports have 
only ticked up by 4.4%. That means lots 

of containers are leaving Asia, but not 
enough have been returning there. 

 
This is about China! Make no 

mistake…the trade war never left. It did 
not disappear because we have a new 
administration. China is still exporting 
a disproportionate amount of products 
into the United States as compared to the 
US exporting a mere 4% to China. I will 
reiterate this over and over. China has 
the advantage in the container shortage, 
and they are not going to flinch. And why 
should they? The US suppliers are real 
losers here. They have product that cannot 
ship whereas China is making huge profits. 
This container crisis is an off shoot of the 
bigger crisis and that is the reversal in 
China-US relations in general. If that gets 
bad enough…this container crisis will look 
like a walk in the park. And with that, I will 
see you on the road. 

Continued from page 6
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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. 
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Energy bars are supplement bars 
that provide energy as well as nutritive 
value and food benefits. They contain 
carbohydrates, fats, and proteins, which 
help to provide immediate energy and are 
frequently used as a meal replacement. 
The protein and added carbohydrates 
in the bar can provide the energy one 
needs to get through workout or training. 
It also provides the post-workout 
nutrition the body requires to build 
new muscle tissue and repair any minor 
muscle tears that occurred during the 
workout. Fiber-rich energy bars also aid 
in appetite suppression, digestive health 
improvement, and weight management. 

Internationally, the Asia Pacific region 
is projected to grow substantially, and 
hit over $8 million in sales of energy 
bars from 2021-2028.  The growth in this 
market is primarily due to surging trends 
of both gym workouts and yoga classes, 
along with a growing awareness about 
living a healthy lifestyle.

The “health” bar area of the store 
has become a diverse and competitive 
category with companies attempting 
to gain traction. Manufacturers in 
the global energy bar market are now 
focusing on smart labeling in addition to 
introducing new and appealing flavors 
and tastes. There is major competition in 
this category and ingredients play a key 
factor for those deciding which brand to 
buy. Sugar, lack of flavor, and high calorie 
content all play a role in those choosing 
one bar as a healthy snack over another. 

The future of this category hinges 
on three key elements that are most 
important to consumers when looking 
for the perfect energy bar:

Natural Ingredients-Nutrition 
bar consumers have health on their 
minds and this includes no artificial 
flavors, colors, and preservatives with a 
preference for non-GMO continuing to 
grow.

Lower Sugar-According to the 
International Food Information Council, 
“limiting sugar intake is the top way 
consumers’ diets have changed in the 
past year.”

Protein-Protein is the top functional 
ingredient in the nutrition bar category. 
Consumers are seeking protein for 
muscle building and recovery, satiety 
and weight loss, and general health and 
wellness. 

 As this category continues to evolve 
it will continue to offer what today’s 
consumer is looking for; something that 
tastes good and has healthy ingredients. 

Sources: 
 International Food Information Council
Reportlinker.com 
Vision PR News wire 

Continued from page 10
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The buzz around 
sustainability and specifically, 
“regenerative agriculture” 
has spread rapidly around the 
world. Conversations around 
cleaner air, maintaining soil 
nutrients, supporting water 
tables and reducing carbon 
emissions have become 
important global priorities.

The time has clearly come to put 
ideas into actions with meaningful and 
measurable impacts. The path from the 
academic abstract to practical reality; 
however, may seem a little daunting. 
What does “regenerative agriculture” 
really look like? It sounds good to reduce 
carbon and preserve water resources, 
but how does that actually play out in 
modern farming practice? Often the best 
way to chart a new path is simply one 
foot in front of the other. That’s precisely 
what Jerry and Cindy Glaser did. For this 
unique couple, sustainability is truly a 
lifestyle — the creation and cultivation 
of an ecosystem that relies on a careful 
balance of land, animals, plants and 
water. Based in central Nebraska, Jerry 

and Cindy began revamping their 
farming operation well before the words 
“regenerative agriculture” were even put 
together. And it wasn’t easy. “The path to 
organic farming is a rocky, narrow road. 
We hit setback after setback. But Jerry 
is so darn stubborn, we just kept going.” 
laughs Cindy. 

Together, Jerry and Cindy have 
mastered the art of bio-dynamic soil 
enrichments. Their secret? Constantly 
growing something — cultivating cover 
crops that drink up the sun, absorb 

carbon and refuel the earth with fresh 
nutrients. They also utilize compost 
piles built naturally from resources on 
the farm, and supplement with minerals, 
microbes and fish emulsions for higher 
nutrient crops. 

 Popcorn has proven to be the perfect 
addition to the Glaser’s crop rotations —  
its lighter canopy allowing for turnips, 
rye and clover to grow between rows. 
Glasers utilize their cover crops and 
popcorn stalks to graze their cattle that 
naturally thrive on the nutrient dense 
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plants – no need for antibiotics, growth 
hormones, or GMO feed. Crops are 
carefully rotated for optimum nutrition 
(for both plant and animal) and based 
on soil and plant samples.  It’s a complex 
and dynamic science, certainly. But 
this symbiotic relationship between 
healthy animals, land, plants and 
humans — empowers everyone to live 
well. It’s hard, but it’s worth it. 

Preferred Popcorn works very 
closely with the Glasers and other farm 
families to expand the use of these best 
practices. Today, the company works 
with nearly 100 farmers across several 
states, prioritizing plant and soil health 

in the growth of their non-GMO and 
certified organic popcorn. This summer, 
Preferred Popcorn will launch a new 
organic white popcorn, grown primarily 
by the Glasers, and available directly to 
home consumers through Amazon and 
other online grocery platforms. 

“We are passionate about great 
popcorn,” says Sam Krug, Preferred’s 
General Manager. “It’s a nutritious, 
healthy snack — from beginning to end. 

Sustainable agriculture and high-quality 
food go hand in hand. Not every farming 
operation will look like Glasers, but 
all of our farmers are very focused on 
caring for and enriching the resources 
we’ve been given.”   

To learn more about Preferred 
Popcorn and their commitment to 
sustainability in both growing and 
packaging their popcorn, visit www.
preferredpopcorn.com. 
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COMPANY INTRODUCTION:
“Orient Provision & Trading Company &”(OPTC) is trusted and well- known distributor partner for
FMCG brands in Kingdom of Saudi Arabia with more than 50 years of experience.
Distribution business was established in 1965 and we represent well known international brands
in food and non- food categories. We operate through 7 main distribution centers with
dedicated individual offices and warehouses along-with 25 sub-distribution centers spread well
across the Kingdom. With strong numeric and weighted distribution coverage across all trade
channels, OPTC is considered as prominent and focused distribution company in Saudi Arabia.
Our distribution network encompasses all tiers of Retail, Wholesale and Foodservice channels,
for Foodservice operations we have 24X7 delivery availability.
With strong team of more than 2000 employees, state of warehouse and logistics facilities we
assure our partners of delivering distribution goals and ensure that brands reach to target
customers/consumers.

Contact Details: Orient Provision & Trading Co., P.O. Box 11035, Jeddah 21453, Kingdom of Saudi Arabia - Email optc@optcl.net - www.optcl.net
Head ffice Jeddah, KSA Tel. +966 12 6690999 Fax +996 12 6609201

3000




