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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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simply delicious.
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After confirming my trips to Dubai for the Gulfood Expo and California for The Natural 
Products Expo, something dawned on me as I started the process…” how long has it been since I 
attended one of these”? Two years to be exact…and it felt like it. I can remember leaving the last 
expo in February of 2020 telling other exhibitors I was looking forward to seeing them at the 
next expo. 

Little did I know that by March 2020, everything would be shut down. Little did I know that 
as I was flying home, parts of the world were already shutting down. Little did I know that the 
Gulfood Expo 2020 would be my last expo I would attend before the pandemic…and that my 
first expo I would be attending would be the same show 2 years later! I would be lying if I didn’t 
confess there was a certain amount of fear as I get ready to go back out in the world. At the same 
time, I’m drawn to recapture my pre-2020 life. A year ago, I would have not thought about going 
overseas let alone travel to functions here domestically. 

It was November of last year I finally felt the disconnect hit me. Since I had not attended 
ANUGA in Germany, the void of not being able to see my clients, colleagues and friends was felt. 
I’ve never missed an ANUGA since I started attending in 1997. I decide it was time to re-engage. 
The pandemic protocol for travel has been met and exhibitors who showed up at Gulfood and 
The Natural Products expo exceeded my expectations. Clients I know who would not set food in 
another country during the pandemic were at both expos. My reemergence into the real world 
was re-established and the enthusiasm returned! 

I thought about the loss of the last two years…friends and clients alike. Watching business 
suffer from the disruption of normal travel and the breakdown in person-to-person contact. 
I’ve been fortunate to have a strong base of advertisers and followers because they’ve carried me 
through these last two years of pandemic. The great thing is that we’ve all become closer than 
ever. But our business health depends on our interaction with others in the same industry. Many 
of my 20 plus year old relationships in the food industry started at the food expos I first attended 
so many years ago. They’ve endured bad crops and tough markets. But none of us saw anything 
like this last two years. 

In conclusion, I wasn’t motivated to write this by looking backward. I wrote this because my 
sights are set on the future. I am brushed off the dust from my travel gear and I’m doing the same 
for my life. After attending both expos, I can conclude people were excited to be back with the 
collective optimism that a modicum of normalcy has returned. I’m taking one step at a time to 
reclaim what I’ve lost. Because I once heard that one should not live in the past…but one should 
not forget it either. I will see you in on the road! 

From the Publisher

Overcoming the  
Post-Covid Hangover     

food
Spring 2022

PUBLISHER:
 James P. Molzen 
 +1-816-415-3815

SENIOR EDITOR:
 Lisa Mooney

CONTRIBUTING WRITERS:
  Susan Hannah

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 2022 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   SPRING 2022



7the natural food exporter magazine  SPRING 2022



8

the natural food exporter magazine   SPRING 2022

Many agricultural 

exporters have been 

through the same 

nightmare drills throughout 

by the supply chain chaos.  

A call from the freight 

company that their trucker 

has spent eight hours in 

line at the terminal, only to 

be told there are no more 

containers left.  Time to roll 

the booking and push out 

the shipping date, again.  A 

freight forwarder sends in 

another booking revision 

(perhaps the 15th revision 

on one order).  It could be 

a delayed sailing or often 

times worse, a sailing that 

has been pushed up. 

U.S. Exporters managing the perfect 
storm in the global supply chain

 By Susan Hannah
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The trucker must now have the container 
loaded at the manufacturer and returned 
to port earlier than anticipated. Pre 
pandemic, obtaining a warehouse 
loading appointment might require 2-3 
days lead time. These days, some require 
several weeks. Warehouses are full and 
often times running on skeleton crews. 
The trucker cannot get an earlier loading 
appointment, and consequently will not 
make the cut-off date at the port. Other 
times a container has been loaded and 
headed back to the port, but misses 
the cut-off time. The container must be 
stored in a holding yard until the next 
vessel arrives. Storage and additional fees 
accumulate and before the container is 
even on its way to the port overseas, the 
exporter has taken a huge hit on profits. 
Day after day, week after week exporters 
are living the movie Groundhogs Day. So 
how did we get there? 

Make no mistake, the supply chain 
in general has needed improvements 

over the years. Take for example in 
regards to U.S. ports, there has been 
a shocking lack of hard data on port 
congestion and efficiency that has been 
desperately needed. Infrastructure in the 
U.S. has desperately needed money for 
improvements such as port expansions 
and intermodal projects. Labor 
disruptions such as a shortage of workers 
or labor disputes can bring commerce 
to a halt. Businesses have operated on 
a “just-in-time” method when ordering 
product and keeping minimal stocks on 
hand. A bump in any step of the supply 
chain process can grind everything to 
a halt and the “bump” did come: The 
Pandemic. We’ll explore a few of the 
major issues exporters are facing today.

Where are the containers? 
We know the virus originated in China. 
Enough said about the origins as that can 
turn into a political discussion best left 
for the great debaters to tussle over. We 

know China has always had a zero Covid 
policy. When coronavirus emerged, 
seven-week quarantine restrictions 
played havoc as certain ports were 
left short of workers or even closed. 
Containers were stuck or moved to other 
ports that stayed open. When ports 
did reopen extensive repositioning of 
containers was required which increased 
costs and several Chinese shipping 
lines started rate increases, which today 
exporters are still experiencing. (Once 
again, coronavirus has emerged in China 
with extreme lockdown measures in 
place).  As China battled the virus first 
back in 2020, they were also the first to 
recover. While China resumed exports, 
other nations were (and still are) dealing 
with restrictions, a reduced workforce 
and minimal productivity. The result of 
China recovering earlier meant increased 
exports from China to North America 
and consequently an influx of containers 

Continued on page 25
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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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HGO Introduces 15 new Oregon Orchard® 
branded 4 oz. Snack & Candy Items and  
two New Hazelnut Oils  

Hazelnut Growers of Oregon (HGO) 
is expanding its Oregon Orchard® snack 
& candy lineup with convenient 4 oz. 
packages and seven new chocolate flavors. 
And for the first time, the company is 
introducing two new retail bottles of 
hazelnut oil: an 8.45 oz. (250 ml) Extra 
Virgin Hazelnut Oil and a 16.9 oz. (500 ml) 
bottle of Refined Hazelnut Oil. The different 
oils serve different cooking methods (e.g., 
baking versus frying).

The convenient new 4 oz., stand up 
gusseted pouches will launch in May 
for the existing chocolate and seasoned 
hazelnut flavors (nine items), along with 
the debut of seven exciting new chocolate-
covered hazelnuts. The new flavors will 
encourage and inspire pairing ideas with 
other products in the grocery store, such as 
wine, coffee, cheese, meats, and fruits. The 
new chocolate flavors are Salted Caramel, 

Butterscotch, Pinot Noir, 
Maple Bacon, Dark Cherry, 
Mocha, and Blackberry. All 
of these items are gluten 
free, Kosher certified, and 
do not contain any artificial 

flavors or 

ingredients, a 
requirement 
for most 
natural grocery 
sets in specialty and 
conventional store chains.

Along with the new flavors, the 
packaging has received a new look. Dan 
Herndon, HGO’s Vice President of Sales 
and Marketing, explains, “We wanted to 
leverage some of the design elements of our 
original baking and seasoned packaging 
into this new candy line, while highlighting 
the benefits and features of our premium 
chocolate products. This, coupled with 
a desire to meet market expectations for 
convenience and offer an affordable price 
were the reasons behind this new look and 
size.” The new lineup will start shipping 
in mid April for a suggested retail price of 
$4.99 at Wilco Farm Stores in the Pacific 
Northwest, www.farmstore.com, www.
oregonorchard.com, and on Amazon.

In addition to the new packaging and 
snack flavors, HGO is releasing two versions 
of hazelnut oil: an Extra Virgin Hazelnut Oil 
(EVHO) and a high-heat Refined Hazelnut 
oil later this summer. As for the new oils, 
the Extra Virgin Hazelnut Oil (250 ml) is 
an excellent alternative to olive oil when 
making salad dressing vinaigrettes, sauces, 

baking goods, or as a substitute 
for clarified butter. It also imparts a 

“nutty” flavor and aroma. For roasting, 
frying and grilling, it is best to use the 

odorless Refined Hazelnut Oil (500 ml), 
which has a higher smoke point of  
470 degrees. 

Hazelnuts are a good source of vitamins 
B6 and E and are Keto-friendly. All Oregon 
Orchard snacks are produced with HGO 
members’ hazelnuts, which are steam 
pasteurized in small batches at the SQF 
(Safe Quality Food) Level 3 Certified 
processing facility in Aurora.

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/.
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California Crop Update 2022 
Today, the state of 

California is the biggest 
producer of almonds, 
growing approximately 80 
percent of the world’s supply. 
Almonds are California’s 
top agricultural export and 
largest tree nut crop in total 
dollar value and acreage. 
They also rank as the largest 
U.S. specialty crop export.

The Almond Board of 
California (ABC) works 
to build demand around 
the globe for California 
Almonds. With a team that 
conducts market analysis 
globally, they identify and 
prioritize markets around the 
world that will provide the 
largest return to the almond 
community. Currently ABC 
has marketing programs in 11 
key markets. 

THE AMERICAN EXPORTER MAGAZINE 2022.indd   1 11/2/2021   4:45:51 PM

 By Lisa Mooney
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California almonds ship to more than 
100 countries, and export growth was 
impressive in 2021. Here is a re-cap of 
some of those markets that saw growth.

• India made history for California 
almonds in 2021. For the first time ever, 
a single market exceeded 300 million 
pounds of imports in one crop year. 

• The entire Asia-Pacific region 
continues its strong growth with 
approximately a 40% increase overall. In 
that region, the China/Hong Kong market 
is up 65% despite tariffs, South Korea 
increased by 37% and Vietnam is up an 
astounding 137% from last year.

• Almost all European markets, east 
and west, continued their impressive 
growth in response to the high demand. 

• Germany and Spain posted strong 
gains as did the Netherlands and Italy. 
Overall, European imports are up 21% 
from 2019-20.

• The Middle East and North Africa  
are also regions with strong growing 
markets. Countries of note include the 
United Arab Emirates, which grew 42%, 
Egypt with 19% growth and Morocco, 
which has a year-to-date increase of 135% 
over last year.

There have been significant issues with 
the agricultural supply chain forcing 
importers/exporters and suppliers to 
make adjustments in recent months. ABC 
has been proactive in maintaining their 
research, relationships and technical 
expertise to monitor and navigate 
through these challenging times.

An Almond Board spokesman 
explained, “While COVID-19 made 
operations far more difficult for the 
almond industry, as it did for industries 
everywhere, sales and demand continued 
to grow through much of 2021. The 
problem for the almond industry now, 
as with many U.S. industries, is the 
supply chain crunch. California supplies 
80 percent of the world’s almonds, and 
growers and handlers are struggling to  
get almonds to waiting customers around 
the globe.”

Almond Application 
Almonds remain a top choice as an 

ingredient in product development 
globally. In the U.S. almost 50 percent 
of the crop is used as an ingredient 
in mainstream categories including 
beverages, snack bars, cereal, and trail 
mixes. As demand has increased it is 
important to keep almonds front and 
center by educating both consumers and 
product developers about their nutrition 

and versatility.
California Almonds are an 

exceptionally versatile, value-adding 
ingredient. Available in more forms than 
any other nut, almonds are easy to work 
with from a formulation perspective. 
California Almonds also compliment 
a wide array of food flavors and 
applications, including confectionery, 
bakery, dairy, prepared foods, and snacks. 

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



17the natural food exporter magazine  SPRING 2022

Because they are available in whole, 
sliced, slivered, chopped, diced, or 
ground forms, with either the skin still 
on (natural) or removed (blanched), the 
application opportunities are unlimited. 
The selection of a particular almond form 
can vary the appearance, texture, flavor, 
and application potential of the finished 
product.

• In 2020:  12,000 new consumer 
products were introduced that featured 
almonds as a key ingredient. 

• Almonds accounted for 41% of nut 
introductions, and were #1 nut ingredient 
for plant based claims

• Almonds were the most popular nut 
in new product introductions in Europe, 
Asia-Pacific, and North America. The U.S. 
leads with new almond introductions 
globally.  

Global Focus
In May 2021 ABC hosted the first ever 

Virtual Orchard Tour which brought 
over 1,000 food professionals from North 
America and Europe into California’s 
orchards. The 2 day program held 
educational presentations with live Q & 
A’s focused on sustainability and nutrition 
research.

ABC’s Food Professional program 
hosted its first-ever virtual trade media 
event in June and July of 2021. The event 
invited eight up-and-coming, innovative 
product developers from the U.S. and 
Europe to discuss their inspiration and 
motivation behind using almonds as a key 
ingredient and resulted in over 300,000 
impressions in influential food and 
beverage industry publications.

The trade online media advertising 
program featured advertising programs 
and focused their efforts on digital 
placement. More content on almonds 
was delivered online than ever before. 
New sponsorship and advertising 
opportunities allowed the program to 
differentiate almonds versus other nuts 
and ingredients in this competitive 

landscape. The campaign went onto 
exceed media impressions goal and 
garnered 65 million impressions. 

The Future of Almonds
Almond trees and the resources used 

to grow them produce more than just 
almonds. In addition to growing wood 
and sequestering significant amounts of 
carbon dioxide over their lifetime, each 
almond tree grows the almond kernels we 
eat as well as hulls and shells which are 
important products in their own right. 

Traditional uses for these coproducts 
include dairy feed and livestock bedding, 
and research is underway to identify 
innovative new uses for these materials.

 By 2025, the California almond 
community commits to achieve zero 
waste in their orchards by putting 
everything they grow to optimal use.

Sources: California Almond Website  
and Almanac

Continued from page 15



What you eat matters 

when it comes to brain 

health. If you’re looking 

to add specific foods 

to your diet to support 

your cognitive abilities 

and help stave off 

brain disorders, eating 

plenty of fruits and 

vegetables—especially 

berries—is a good place 

to start. Primary among 

the berries featured in 

many cognition and 

brain health studies are 

wild blueberries and 

regular blueberries. 

ARE WILD
BLUEBERRIES
GOOD FOR
YOUR BRAIN?
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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

YOU HAVE A CHOICE 

IN BLUEBERRIES. 

BETTER  
YOUR MENU, 

GO wild.

Wild Blueberries tell a story of taste, of health, of real food born from  

craggy hills that roll through some of the most beautiful and unforgiving 

landscape. In all types of menu items, research shows Wild Blueberries  

raise the desire to buy and increase taste, health, and sustainability  

appeal when compared to ordinary blueberries. It’s why when you pick  

your blueberry ingredient, you have every reason to pick wild.  

See the research at wildblueberries.com/eatwild.
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WHAT IS BRAIN HEALTH?

When you hear the phrase “brain 
health,” what you’re likely thinking is 
actually cognitive function. Cognitive 
function is the ability to think, learn and 
remember. 

However, brain health is more than 
cognitive function.1 Brain health 
generally includes Cognitive function, 
Motor function, Emotional function, 
Tactile function. Brain health can be 
affected by lifestyle choices, including 

diet, physical activity, lack of sleep, 
alcohol use and smoking. Other 
influences include level of education, 
social engagement, and depression. 
As we age, the brain is even more 
significantly affected by normal age-
related stresses, the lasting effects of 
injuries and diseases like Alzheimer’s 
disease. While some of these changes are 
out of our control, we can impact those 
related to our behavior and lifestyle. For 
example, research indicates that eating a 

healthy diet, including foods such as wild 
blueberries, may boost brain health. 

STUDYING WILD BLUEBERRIES & 
THE BRAIN

A variety of types of scientific 
approaches, including analysis of human 
population-based food and health data, 
as well as human clinical trials, have 
shown that consuming wild blueberries 
can benefit the brain and cognitive 
health. 

In general, cognitive improvements in 
a research situation can only be detected 
under closely controlled conditions and 
within a well-defined population. It’s also 
important to realize that clinical brain 
function studies are often conducted 
with people who are already experiencing 
some degree of cognitive impairment. 
This helps make any improvements 
easier to detect than they would be if the 
participants had good cognitive health. 

There are also studies on healthy 
people, spanning all age groups, that 
show beneficial effects on the brain and 
cognition from eating wild blueberries. 
Read Wild Blueberries and Kids’ Brains 
to learn about how wild blueberries are 
beneficial for kids’ and teens’ brains.  

WILD BLUEBERRIES AND  
KIDS’ BRAINS

Scientific evidence published over 
the last 20+ years suggests that eating 
wild blueberries regularly may be an 
effective way to enhance some aspects 
of brain function and maintain others. 
Significantly, benefits have been 
documented in both long-term (3-4 
months) and short-term (less than 
6-hour) research scenarios. In general, 
clinical studies to date indicate that 
the consumption of blueberries and 
wild blueberries can improve brain 
performance in the areas of memory and 
executive function in adults. 

More specifically, the fruit appears to 
impact adult cognitive function in the 
following ways:
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WILD BLUEBERRIES IMPROVE 
EXECUTIVE FUNCTION

Executive f unction refers to the brain’s 
ability to make decisions, organize 
thoughts, keep focus and attention, and 
manage emotions. Executive function is 
fundamental to managing daily life tasks.

One study, designed to investigate 
executive function (as well as memory) 
in older adults with subjective cognitive 
complaints found that supplementing 
the diet with a powdered wild blueberry/
regular blueberry blend, in an amount 
equivalent to 1 cup of berries per day, 
resulted in participants reporting less 
“cognitive inefficiency in activities 
of everyday life.” Interestingly, the 
participants also reported this benefit 
well after the 24-week study concluded.

The first clinical study of cognitive 
effects of Wild Blueberry consumption 
specifically in middle-aged people was 
published in 2020. The volunteers, aged 
40-65, were challenged with a variety of 
cognitive tests after a single dose of either 
a placebo or a wild blueberry beverage. 
Within an 8-hour timeframe, the wild 
blueberry group not only performed 
better on certain more difficult cognitive 
tasks (which tested aspects of memory 
and attention), they had better lower 
blood glucose levels, too.  

WILD BLUEBERRIES ENHANCE 
MEMORY

Memory tests typically investigate 
several types of memory, and researchers 
employ a variety of standardized tests 
to assess changes. A preliminary study 
found a significant improvement in two 
different standardized memory tests after 
participants consumed wild blueberry 
juice daily for 12 weeks. 

These encouraging results prompted 
additional studies looking further 
into the link between blueberries and 
memory: Performance on both memory 
and executive function tasks were found 
to improve in people aged 60-75 when 
blueberry powder was added to the daily 

diet for 90 days (equal to approximately 1 
cup of berries per day). 

Another study demonstrated modest 
beneficial impacts on memory in elderly 
men and women when blueberry powder 
was added to the diet for 24 weeks. And 
one study in healthy adults, which used 
functional MRI (magnetic resonance 
imaging) brain scanning to detect 
activity during cognitive challenges, 
found greater brain activity among those 
who consumed a blueberry supplement 
powder daily for 16 weeks compared to 
those who received the placebo. 

WILD BLUEBERRIES MAY SLOW 
DOWN AGE-RELATED COGNITIVE 
DECLINE

A population analysis published in 
2020 reported on the risk of Alzheimer’s 
disease and related dementias in relation 
to fruit and vegetable flavonoid intake, 
in approximately 2,800 people over 
the span of about 20 years. Among 
five categories of food flavonoids for 
which daily intake was examined, the 
intake of anthocyanins showed the 
greatest positive impact on reducing 
the risk of Alzheimer’s disease and 
related dementias. Wild blueberries 
are very rich in the colorful flavonoid 
called anthocyanins. An analysis of 
data from 16,000 women in the well-
known Nurses’ Health Study revealed 
that greater consumption of blueberries 
and strawberries was associated with 
slower rates of cognitive decline in older 
participants, with an estimated delay in 
decline of about 2.5 years.

IMPROVE METABOLIC HEALTH, 
WHICH BENEFITS BRAIN HEALTH

The health of your body and the health 
of your brain are connected. That means 
that maintaining good physical health, 
and especially good cardiovascular health 
and blood sugar control, can help keep 
your brain sharp as you age. Midlife is 
when our lifestyles (including our eating 
patterns) start to be negatively reflected 
in our physical bodies, and that’s also 
when neurodegeneration begins, too. 

A number of physical characteristics 
including things like waist circumference, 
blood lipid levels, blood pressure and 
fasting glucose levels, help scientists 
and physicians to get an idea of the 
state of our metabolic health. These 
characteristics help to diagnose 
metabolic syndrome. Metabolic 
syndrome can be considered the nexus 
of cardiovascular disease and Type 2 
diabetes. All of these conditions tend to 
appear during middle age. 

Research has documented that wild 
blueberry have benefits for all these 
conditions—a fact that’s made even 
more relevant because a growing 
body of research shows links between 
these conditions and increased risk 
for dementia and Alzheimer’s disease. 
This adds further support for the 
berries’ diverse and far-reaching effects 
to support brain health—and the 
importance of paying attention to—
and supporting—brain health before 
symptoms appear.
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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 they 
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 Downey, 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. 

A+ Health
World Champion
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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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Representing 7 FAS/USDA Endorsed Events

2022-23 Food Exhibition Calendar

For nearly 25 years Oak Overseas 
staff has been making exhibiting 
overseas easy and carefree for 
US food exporters. Oak Overseas, 
only represents the top-quality, 
established events in their sectors 
and regions like Gulfood, Food & 
Hotel Asia and Food & Hotel China. 

Sectors
Bakery, Retail, 
Foodservice, 
Ingredients, Private 
Label Food

Markets 
China, Brazil, 
Europe, India, 
Mexico, SE Asia, 
UAE 

Services
International exhibition representation

Custom booth design and construction

Pavilion management and complete 
logistical support for US Food Exporters

Gulfood
February13-17, 2022 • Dubai 

Food & Hotel Malaysia
March 29-April 1, 2022 • Bali

Food & Hospitality South China
May 25-27, 2022 • Guangzhou

Seoul Food & Hotel
June 7-10, 2022 • Seoul

Food & Hotel Indonesia
July 26-29, 2022 • Jakarta

Abastur
August 31 – Sept. 2, 2022 • Mexico City

FHA - Food & Beverage
September 5-8, 2022 • Singapore

Gourmet Asia / Restaurant & Bar 
Hong Kong
September 6-8, 2022 • Hong Kong

International Food Show Africa
September 20-23, 2022 • Tunisia 

Food, Hotel Tourism Bali
September 21-24, 2022 • Bali

Food & Hotel Thailand
September 21-24, 2022 • Bangkok

Gulfood Manufacturing
November 8-10, 2022 • Dubai

Gulfood Ingredients
November 8-10, 2022 • Dubai

Food & Hotel China
November 8-10, 2022 • Shanghai

Food & Hotel Vietnam
December 7-9, 2022 • Saigon 

HOFEX
May 10-12, 2023 • Hong Kong

Food & Hotel Hanoi
November 21-23, 2023 • Hanoi

Michele Aiken, Exhibit Sales Director • 704.837.1980 ext 303 • maiken@oakoverseas.com

ad-2022-American Exporter.indd   1 1/18/22   1:10 PM
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into those regions. If the trade imbalance 
was large before, it suddenly became 
larger. Increased consumer demand for 
ecommerce also created a higher demand 
for products and exports out of Asia to 
North America. Containers could not 
make it back to Asia quickly enough. 
Massive workforce restrictions due to 
the virus and restrictions affected U.S. 
ports, cargo depots and inland freight. 
Without adequate staffing, containers 
started to pile up. There was not time to 
clear the very large backlog of containers 
with limited workers before more started 
arriving. In 2021 a staggering 3.3 million 
empty containers were sent back to 
Asia. Out of the L.A. port alone, 4 out 
of 5 containers going to Asia have been 
empty. In addition, the Asia to North 
America routes are much more lucrative 
for the ocean carriers, commanding 
ocean rates upwards of $15,000 route 
compared to $5000 out of the U.S to Asia.  
The carriers would rather send an empty 

back to China than wait for the container 
to be loaded in the U.S. Compounding 
the shift in trade imbalances and 
bottlenecks is that production of new 
containers is woefully low. The rate 
was already down in 2019 prior to the 
pandemic. Building new containers has 
been hampered by shortages in raw 
materials and work forces who continue 
to be affected by sick employees. Limited 
access of new containers is also driving 
up the buying price of a new container 
since manufacturers know they can 
charge a premium.

Congested Ports. 
While the shortage of containers is a 
major disruption in the supply chain 
for importers and exporters, congested 
ports is another. Ships anchored at 
sea for weeks or longer are unable to 
get in to a terminal berth to unload. 
Trucks are often backed up for miles at 
terminals, waiting to get in and either 
offload a container with product or pick 

up an empty container to load. Vessel 
dates for when a ship will be in a berth 
are changing so quickly it rattles even 
the most experienced of exporters. The 
constantly changing dates goes on down 
the supply chain as truckers must be 
notified, and loading appointments at 
warehouses changed.  Port congestion 
also can add direct costs to the supply 
chain such as exorbitant demurrage costs 
if containers are sitting on docks and 
haven’t been offloaded. 
 
Ocean Rates  
While container shortages, labor 
disruptions, infrastructure or port 
congestion all contribute in some way to 
the bottom line, increased ocean rates 
are a direct blow to profits.  A rate from 
Seattle/Tacoma on frozen products was 
in the $2500-$3000 range pre-pandemic. 
Those rates are now $6000 and higher. 
The carriers are already fattening their 
pockets by sending empty containers 

Continued on page 28

Continued from page 10
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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



back to Asia to quickly load for the 
$15,000 rate back to the U.S. Their 
pockets are now ripping at the seams as 
many continue to take advantage of the 
situation. It is not uncommon to call a 
carrier representative to plead for space 
availability on a given route and be asked 
“how much are you willing to pay”. The 
word “extortion” is often heard among 
exporters and not to be taken lightly. 
The result is a constant game of playing 
catchup to try passing along those cost 
increases to customers. 

So can anything be done to help 
alleviate the supply chain crisis? Some 
ports like L.A. and Long Beach have 
extended hours to add more productivity 
in moving cargo. Other ports have 
created additional holding yards for 
loaded containers to help alleviate the 
backlog of containers at the terminal. 
In regards to port congestion and 
efficiency, the “Port Transparency Act” 
bill attempts to remedy at least a portion 
of this.  Port performance data will allow 
the kind of rigorous analysis so essential 
to ensuring smooth flow of commerce. 
Trade imbalance between China and 
the U.S. is an ongoing and highly 
political subject which won’t be resolved 
overnight. But there are measures that 
can be taken to help U.S. exporters 
compete on a more level playing field. 

Many exporters such as ourselves have 
contacted legislative officials about the 
serious impact the broken supply chain 
has had on businesses and the economy, 
in particular dealing with the ocean 
carriers. We have participated in round 
table discussions with senators and met 
with trade associations. And perhaps 
our voices are finally being heard about 
the dire situation. The U.S. agriculture 
is encouraged that the senate may 
consider a bill to address unreasonable 
ocean carrier practices undermining U.S 
export competitiveness. The bipartisan 
“Ocean Shipping Reform Act of 2021” 
recently and overwhelming passed the 
House of representatives 364-60. The 
bill takes aim at what has been described 
as unfair practices by shipping lines; 
rejection of American exports in order to 
get empty containers back to Asia faster, 
exorbitant freight rates, unreasonable 
freight and demurrage/detention charges 

and failure to communicate schedules 
in a timely manner. If signed into law, 
this legislation will add enforcement 
of “reciprocal trade” to the Federal 
Maritime Commissions Authority. The 
FMC will be able to mandate that ocean 
carriers cannot decline export cargo from 
the U.S. if containers can be loaded safely 
and within reasonable time. Defining 
such terms as reasonable time will fall 
to the Department of Transportation to 
determine and clashes are certain to take 
place. But it gives the FMC substantially 
more power to combat ocean carrier 
practices that leave American exporters 
without capacity to get their goods to 
market. At the end of the day, if U.S. 
exporters cannot be relied upon to 
deliver products consistently, our foreign 
customer will find alternatives. 

It is interesting how the worst of times 
can show true character. Some will take 
advantage, especially when it comes to 
profits. Having been in this business for 
40 years, this exporter does know for 
sure that people in the U.S. agricultural 
industry will never be counted out. Many 
businesses are comprised of generations 
of family, and even those who are not 
blood related become family. We are a 
tight knit group who enjoy the highs, but 
will ride out the storms with tenacity, 
patience and creativity to find solutions. 
U.S exporters will always find solutions 
and fight to continue to provide the same 
quality service and products that our 
foreign customers deserve. We just want 
a level playing field.

28
Continued from page 25
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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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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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Premium Oregon Hazelnut 

Growers

Cascade Foods LLC 
Inshell, Natural Kernels, Roasted Kernels, Diced, 

Sliced, Meal

+1-503-507-2031
e. griches@cascadefoodsllc.com

www.cascadefoods.com
38471 Groshong Rd.

Albany, OR 97321

Northwest Hazelnut Co.
Inshell, Natural Kernels, Roasted Kernels, Diced, 

Sliced, Meal, Paste, Butter, SQF Certified, 
HACCP Certified, Kosher, Halal, EcoVadis, 

USDA Organic

+1-503-982-8030
e. rick@hazelnuts.com

www.hazelnuts.com
P.O. Box 276

Hubbard, OR 97032

Laurel Foods, LLC
Inshell, Natural Kernels, Roasted Kernels, Diced, 

Meal, Oil, Butter, SQF Certified, Kosher

+1-503-692-FOOD (3663)
e. contact@laurelfoods.com

www.laurelfoods.com
31181 SW Laurel Road
Hillsboro, OR 97123

Firestone Farms
Packing, LLC

Inshell, Natural Kernels, HACCP Certified

+1-503-593-8054
e. ffarms@nwlink.com

www.firestonefarms.net
18400 N Hwy 99W
Dayton, OR 97114

Hazelnut Growers of 
Oregon/ Wilco 

Inshell, Natural Kernels, Roasted Kernels, 
Candies, Diced, Sliced, Meal, Paste, Butter

+1-503-648-4176 and 
1-800-273-4676

e. marketing@hazelnut.com
www.hazelnut.com

www.OregonOrchard.com
21260 Butteville Road NE

Aurora, OR 97002

Willamette Hazelnut, Inc.
Inshell, Natural Kernels, Diced, Wholesale Only, 

SQF Level 2, Kosher

+1-503-538-9256
e. michael@willamettehazelnut.com 

www.willamettehazelnut.com
14975 NE Tangen Rd.
Newberg, OR 97132

Oregon Hazelnuts 
29100 SW Town Center Loop W #200, Wilsonville, OR 97070

p. (503) 582-8420
e. hazelnut@oregonhazelnuts.org

oregonhazelnuts.org 

Premium Oregon Hazelnut 
Growers
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info@maplesource.com   •   maplesource.com

+011 802-257-8100

Contact us today 
for best-in-class maple.

America’s #1 
independent 

maple supplier

Private Label
Bulk 

Food Service
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