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Avoiding Business Atrophy
During a Pandemic!
here is no doubt this pandemic has been the single biggest challenge to my publishing career
as well as those food suppliers and manufacturers I work with. Over the years, I’ve witnessed
segments of the food and agricultural industry experience things like drought, low supply, over
supply, late freezes, and tariff wars just to name a few. But I have to say I’ve never seen the entire
industry experience a pandemic! That’s a “first” for all of us. However, even at the height of new
Corona virus infections (mid-April), the industry as a whole has been incredibly resilient. And I am
very proud of my suppliers and manufacturers who never shut their doors and truly demonstrated
why they are essential. In my industry, trade publications across the board have suffered
tremendously. Advertising has been way down for many and that is the life blood for survival.
My publications did not escape the economic effects of a devastated US economy. In fact, my
advertisers have been incredible! I cannot express my thanks to my group of long time suppliers
who never once expressed doubt about their future. Believe it or not, a few of my advertisers had no
reason to place an ad because they already sold out of product! Dried and grocery products have had
relentless overseas interest. The rice industry has not been able to keep up with demand. Everyone I
spoke with had their operations up and running whether they worked remotely or just a few in the
office. And if a supplier was adversely being affected by the lockdown, I wanted to let them know that
we would offer help in any way possible. Many of the suppliers have been with us through thick and
thin…no problem giving back a little.
I did have the opportunity to observe the one common denominator that stood out amongst all
those company contacts I’ve dealt with over the last month. It was attitude and optimism. You could
generally sense a “call of duty” to make sure the product made it to the stores and in turn…feed the
people. I also spoke with a number of marketing and sales managers who were working out of their
homes. This was also a first for many. The subject of avoiding business atrophy (wasting away or
progressive decline) came up a few times. If you’re not familiar with business atrophy…that’s when
you’re regular business activities either slow down or come to a screeching halt. Lock down has had
that effect! We all agreed that keeping your head in the game, even if things are creeping along…
is essential. Stay busy and engaged even if it’s not required from you. It keeps one’s mind off all the
uncertainty as well as increasing positive thinking. Just like the effects of climbing Mount Everest, the
minute you stop moving…you’re in trouble. Same thing in business!
Now I’m not therapist or behavioral scientist but I do know what has helped me with this lock
down period. This pandemic will end and the things I have learned during these tough times will
be essential when moving forward. Business will start increasing again along with the workload. I
want to be in a strong frame of mind when things turn. Speaking of things turning, there will be no
disruptions in the publishing of The American Exporter Magazine and The Natural Food Exporter
Magazine for the remainder of the year. The American Exporter’s Spring 2020 issue is on slate to
being published by mid-June. Once again, I want to thank all my advertisers for participating in this
issue during this most amazing point in my lifetime and practically everyone else’s I know. And with
that said…I’ll see you on the road…one of these days!
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Outlook for U.S. Agriculture
Exports Amidst Pandemic
By Courtney Ferris

The COVID-19 pandemic
has created a hailstorm of
change and uncertainty across
the globe, leaving no industry
untouched, especially the
U.S. agricultural and food
export sectors. What will the
future look like for U.S. food
processing, manufacturing,
and exporting? In the U.S.,
growers and exporters have
been forced to plan business
activities around temporary
business shut-downs,
employee health screenings,
restricted travel, and
closed shipping ports. The
complexity of the situation
only compounds itself as
exports make their way
abroad.
8
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Will we see a sharp contraction in
international trade moving forward?
According to its recent “Outlook for U.S.
Agricultural Trade: May 2020” report,
USDA estimates 2020 U.S. farm exports
will slightly exceed last year’s totals.
Though it is expected the export industry
will outperform last year by $1 billion,
this is not the recovery exporters hoped
for after a string of trade-war losses in
2019.
Since the pandemic, USDA has
lowered its projection of U.S. agricultural
exports for Fiscal Year (FY) 2020 to
$136.5 billion, down $3 billion from the
February forecast. The recent forecast
reduction is primarily due to reductions
in bulk commodities including soybeans,
cotton, corn, and wheat. Despite these
reductions, there are bright spots for
American agriculture.
Among the unchanged projections,
horticultural product exports are
forecasted at $35.5 billion. Whole and
processed tree nuts are also unchanged
at $9.1 billion, with most exports headed
for Europe and Asia.
Export forecasts closer to home are
more optimistic. The fresh fruit and
vegetable projection sits unchanged
at $7.1 billion to top markets Canada
and Mexico; while processed fruit and
vegetable exports also remain steady
to Canada. Overall, exports to Canada
and Mexico are forecast to rise from
fiscal 2019, 1% and 4% respectively.
With regards to our North American
neighbors, “stronger exports of poultry,
pork, and dairy more than offset lower
corn and cotton shipments,” said USDA.
Sales to Japan and South Korea are
projected to hold steady.
“All things considered, ag trade is
holding up a lot better than many might
expect with all of the COVID-19-related
problems,” said Joe Glauber, former
USDA chief economist.
Sales to China are slowly rising albeit
slowly. According to the goals outlined
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THE KETCHUP
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Ken Pond
Plant Manager
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in the trade deal, Phase One calls for
China to buy $36.5 billion of U.S. food,
agricultural and seafood products
during calendar year 2020; however, U.S.
analysts are doubtful China will meet
that benchmark.
For the time being, marketers and
businesses should take advantage of
ecommerce sales, virtual trade shows,
and, perhaps most importantly, closely
examine changing consumer habits as a
result of the pandemic. ––
According to the 5th Annual Food
& Health Survey by the International
Food Information Council (IFIC), 85% of
people have altered their food habits as
a result of the pandemic, with cooking
at home more being the top reported
change, followed by “snacking more.”
Survey results indicated that about one
in five consumers reported making
healthier choices. The food industry is
forced to stay nimble in these volatile
times. As countries continue to relax
business restrictions in place due to
COVID-19, opportunities will continue to
open up for U.S. suppliers.
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Touchstone Pistachio Company
Transparency, Performance & Commitment
Touchstone Pistachio Company, located
in the heart of California’s San Joaquin
Valley, is the newest member of the
international pistachio community. We are
a family-owned growing and processing
operation and one of the more relevant
pistachio suppliers in the world.
We are often asked what motivated us to
build a pistachio processing facility. Why
now? Why us? Who are we as a company?

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

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

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.
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U.S. Popcorn
in Focus
by Lisa Mooney
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The Covid19 virus has impacted the snack
food industry in many different ways, and for
popcorn producers and exporters it has been
an extremely challenging time to create and
maintain sales around the globe.
Andrea Plucker of Preferred Popcorn
provided insight as to how the virus has
affected their company, and explained how
they have created something new and exciting
during this difficult time.
“As a popcorn company serving movie
theatres around the world, COVID hit
Preferred Popcorn extraordinarily hard. We’ve
always been proud of our diverse customer
base – selling to theatres and distributors in
more than 65 countries. We figured we could
limp through if there was a recession or trade
restrictions in one area, because we could shift
to another region and survive. But COVID hit
every single country where we do business. And
it was a show stopper.”
“Thankfully, we were able to quickly leverage
a packaging machine that we use for a couple
private label retail customers. Online grocery
outlets jumped on the opportunity to carry our
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newly launched organic popcorn kernels,
and we worked around the clock to hand
label new private label packages for a
home grocery delivery service. It wasn’t
pretty. But it worked. Right now, we only
have our organic kernels online, but film
is arriving for our movie-theatre style
kernels.”
“So far, consumer response has been
extraordinarily positive. Many people
learned how to pop popcorn at home
during quarantine, and it’s been a
wonderful opportunity for us to provide
a healthy, economical and fun snack to
more people. We’re hoping that the trend
continues to grow in households across
the U.S.”.
“We have not seen the practice
of popping popcorn at home grow
internationally; most of our global
consumers eat popcorn only at the
cinemas as part of their movie-going
experience. With the global cinema
chains all shuttered, exports to these
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regions have slowed dramatically. Slowly
countries are starting to re-open and
we’re optimistic that the future is bright
for popcorn exports.”

Ag Alumni Seed
Another side of the popcorn industry
is the production and sales of the seed.
Ag Alumni Seed are leaders in Hybrid
Popcorn Research, Production and
Customer Service, and are located in
Romney, Indiana. In correspondence
with Aaron Whalen, Sales Manager at Ag
Alumni Seed, he shared their companies’
experience during the pandemic.
1. How were sales before the virus
hit as compared to sales now?
Our seed sales were very good before
the pandemic and have remained very
good since it began. Most producers in
the Northern Hemisphere had already
taken delivery of their seed before the
shutdowns really began. The true

impacts of the pandemic on seed sales
most likely won’t truly be realized until
the 2021 crop season. That is a great
unknown because it is very difficult to
know what the landscape of the industry
will look like after the businesses that
survive can fully reopen and the virus is
under control.
2. Are any specific areas of the globe
impacted more than others?
It is really too early to tell what regions
in the global popcorn market will be
impacted the most. There are still a lot
of factors that are unknown. Whether
the virus will reemerge in areas where it
is currently declining? What companies
can weather the extended shutdowns
and come out on the other side? And of
course when might there be a vaccine?
3. When do you foresee sales to
return to pre-virus status?
The seed industry will see a bit of a
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delayed impact as I mentioned earlier.
Most likely realized in 2021. Here at Ag
Alumni Seed we have moved forward in
anticipation that the popcorn industry
will bounce back strong as the world
reopens and we are prepared to meet
the seed needs of our customers and the
industry as whole.

For the past 90 years, Reist Popcorn Company has supplied snack food manufacturers
with quality products. Now, our same great popping corn is available in a 2 lb. retail size
bag. The kernels have been hand-selected for their deep, vibrant color and delicious taste.
Our popcorn will bring the fun and joy of stove-top popping back into the household.

4. How have popcorn sales been
since people are staying at home and
watching movies/eating popcorn?
It seems that grocery sales of popcorn
in the form of microwave and polybag
have been very strong due to at home
streaming video services and studios
releasing movies onto these services.
5. How will the virus and social
distancing effect popcorn sales in
theaters?
It would seem logical that when
theaters do reopen they will have reduced
capacity for the sake of distancing
which will result in reduced popcorn

18

sales. That is if the cinema experience
is even the same as it was pre-virus. If
they must return with a lower capacity
then revenues will need to be captured
somehow and that could lead to re-

inventing the cinema experience. One
thing for sure is that popcorn will endure
as a staple household snack as well as a
concession snack that people continue to
enjoy.

20
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CRIDER FOODS
Six decades of feeding
families around the globe

CRIDER FOODS® IS THE RECOGNIZED LEADER IN THE GLOBAL,
SHELF-STABLE, FULLY COOKED CANNED PROTEIN MARKET.

Their unique and proprietary process provides a solid
foundation for development of innovative new products
preferred by premium global brands.
A newly expanded canning operation with state of the art equipment and
process controls ensures that Crider Foods® is positioned to support the growth
of the world’s leading brands. Their business model has resulted in numerous
long term strategic alliances and business relationships for over 30 years. Crider
Foods is committed to providing the industry’s highest level of quality, service,
and corporate integrity for retail, food service and institutional customers. They
are committed to maintaining SQF (Safe Quality Food) Level 3 status and have
maintained this standard for eight consecutive years.
In partnership with brands around the globe, Crider Foods develops
and provides long shelf-life products, with simple ingredients and no
preservatives, utilizing the highest quality USDA meats. A world-class
production facility and company culture, dedicated to providng full support to
partners sets them apart. They maintain a professional workplace focused on
employee safety, quality products and a customer-facing orientation. You can
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trust your brand’s reputation to
Crider Foods.
Privately owned and operated,
Crider Foods represents six
decades of family commitment
to quality and service. As
the USA’s leading contract
manufacturer of canned proteins,
the enduring family philosophy
and approach to business is a focus
on quality, service, and integrity.
These principles have been central
to their success. As a family owned
business they are able to respond
to customer needs and market
demands rapidly.
Crider Foods has realized steady,
measured growth and widespread
market recognition as the leading
contract packer for shelf-stable
proteins. Many of the world’s top
food companies entrust Crider
Foods with their brand’s reputation.

Continued on page 26

California Almonds 2020
Impact of Covid 19 on Exports
by Lisa Mooney

Internationally, the United States remains
the largest producer of almonds, harvesting 80
percent of the world’s crop, and California is
the largest producer in the United States.
Last May, the U.S. Department of
Agriculture predicted that the U.S. would grow
2.5 billion pounds of almonds this year — the
biggest-ever harvest for a single year, up nearly
9% from last year. Producers appear to be on
track to meet the USDA’s forecast, according to
the Almond Board of California.
The two largest import markets China
and India import about 28% of the almonds
produced and have experienced delays and
complications at their ports making shipping
to them very difficult during the Covid virus
outbreak.
The record-setting harvest, coupled with
difficulties importing the crop, could result in
unusually high inventory for U.S. growers, and
mean a surplus and lower prices for consumers.
Similar to the U.S., many Chinese shoppers
have shifted to purchasing almond milk and
other products as an alternative to traditional
dairy. In China, almonds are also used to make
bread, candies and traditional desserts. The nut
as a snack food also appeals to health conscious
middle-class households, the number of
which have doubled since 2006, according to
Marketing to China, a site that tracks Chinese
consumption trends.
Two key selling points for almonds are
that they have a long shelf life and important
health benefits which make them a more
desirable purchase at the grocery store.
Another important factor for almonds are their
versatility. They are used in milk, flour, and
butter for a healthier option to other dairy type
products.
Recently I corresponded with Dale Darling
of Summit Premium Tree Nuts and he shared
insight on the impact of Covid-19 on the
almond industry and almond exports.
1. How has Covid-19 affected exports of
almonds?
Yes it has for sure. During March, April and
May, we have seen the local demand in some
countries slow down as their local ports were
shut down. The companies supplying the food
service industry to restaurants, hotels, and
airlines were all impacted dramatically, and
their sales became less than 10% of what they
once were. On a positive note, we have seen
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America’s
Best Directory

182 Wilkie Ave • Yuba City, CA 95991
Ph 530-671-1505 • Fax 530-751-1514
E-mail info@tbfprunes.com
www.taylorbrothersfarms.com
Product of USA

California-based
Taylor Brothers Farms
is the leading producer,
grower, and processor
of organic and
conventional prunes
and prune products.

We’ve got the Goods.
15,000+ SKUs | HUNDREDS OF BRANDS | ONE COMPANY

Foodlinx offers the widest range of temperature-controlled food products, dry
ingredients, and groceries globally, offering exclusive brands such as
Raley’s and Sunny Select. So, from meat and dairy, to frozen foods, to the
most popular brand names, we’ve got what you need. We stay up-to-date on
current trends, ensuring that you have access to the most lucrative items on
the market, so your businesses can stay at the forefront of the industry.
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EXCLUSIVE BRANDS
At Foodlinx, we’ve built relationships with key

category with global sources, and award winning

suppliers that help you grow your business. Our

packaging design.

partnerships provide exclusive access to high quality
brands such as Raley’s, Sunny Select, Market

California brand SUNNY SELECT is positioned to

Essentials, and Bayview Farms; giving you access

help you drive traffic, build loyalty and create a

to thousands of unique food and non-food products.

unique point of differentiation in your market place
without the startup cost of developing your private

RALEY’S offers a deep range of product solutions

brand line up. With over 1,000 products covering

with over 1,000 SKUs of food and non-food items

most grocery categories, Sunny Select is

and more than 150 frozen grocery SKUs, including

formulated to offer you the same or better quality

national brand equivalents across virtually every

as the leading national brands of the USA.

TO LEARN MORE VISIT US ONLINE AT FOODLINX.COM OR CONTACT EXPORT@FOODLINX.COM
70 EAGLE ROCK WAY, SUITE A | BRENTWOOD, CALIFORNIA 94513 | USA
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the sales of nuts at grocery stores increase
dramatically as consumers did more of their
food shopping at the grocery stores and
consume over 90% of their meals at home.
Demand for almond milk and almond
butter skyrocketed as consumers purchased
more of these high demand items during
quarantine.
2. How is the current crop year for
almonds?
The current year was excellent until the
outbreak of Covid combined with the best
bloom in history in February resulting in

the upcoming RECORD almond crop ever
to be seen in California which combined
crashed all almond pricing.
3. Are sales in the U.S. steady or have
you seen an increase or decrease in
purchases during this time?
Sales did drop off during the Covid
quarantine and we are starting to see some
newer sales beginning now with the cheaper
almond prices available.
4. When do you think exports will
resume their normal business?

The pricing on almonds has taken a
serious hit. It is a two-fold reason with our
next Almond Crop for 2020 set to be the
largest ever recorded in history with the
Subjective Estimate at
3 billion pounds, while the 2019 crop
is only 2.53 billion lbs and the 2018 crop
was at 2.26 billion pounds. Thus, with a
3 billion pound crop, this is an added 18%
increase in production over last year and
more than 25% over the production two
years ago. The record setting crop of 2020
has pushed pricing down significantly
with Nonpareil kernel prices going from
$3.20 per lbs to 2.20 per lbs and Carmel/
Cal pricing going for $3.00 per lbs down to
$2.00 per lbs.
The pricing has probably been over
corrected due to the combination of Covid
19 and the upcoming record crop. This is a
One-Two punch for the industry. Covid shut
down many of the outlets that consumed
almonds and the overall fear of the virus
with such a large percentage of workers
being laid off or having their positions
terminated. The precipitous fall in almond
prices will have a positive effect in the long
run….. cheap almond prices stimulates
overall almond consumption. We will see
almonds shipments increase during June/
July as the economy starts to resume and
with almonds now being relatively cheap
compared to their levels just 6 months ago.
5. Any additional insight as to the
remainder of this year going into 2021
for almond exports and sales you can
provide.
Great question and unknown! Almonds
are basically consumed 30% in the USA and
70% of them are exported. Some countries
have been hit harder by the impacts of Covid
versus others. We will need to see how their
local economies recovery and the movement
of goods and services across countries
resumes. Almond prices are cheap so this
should stimulate demand, but we also know
that many individuals in vast countries have
seen their own purchasing power decreased
due to their loss of jobs or decreased income
levels.
Sources: USDA Website, California Almond
Board Website, Marketing to China Website
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Chef Paul’s Magic Seasonings

You Don’t Need a Silver Fork to Eat Good Food —Chef Paul
At Magic Seasoning Blends, we live to
help everyone bring a dash of excitement
to food.
We pour our passion for flavor into
every one of our fine-tuned seasonings,
smoked meats and more. Our portfolio
of products is carefully crafted from the
finest-quality ingredients from around
the world to deliver rich, consistent
flavor.
We have always been committed
to the utmost quality. For nearly 35
years, owner and founder Chef Paul
Prudhomme personally tasted and tested
every ingredient before it was deemed
worthy of our blends. Today, our R&D
and Quality Assurance teams take on the
task to ensure every product we make
lives up to Chef Paul’s high standards.
And while some other seasoning brands
contain up to 90% salt, our proprietary
blends average only 30%—the rest of the
flavors come from dried vegetables, herbs
and spices.

From the classic seasonings that
launched a flavor revolution to our new,
trend-forward blends, we are
continuing Chef Paul’s mission
to put an end to dull food
forever.
Magic Seasoning Blends®
products are:
• Made with premium-quality
herbs and spices
• Kosher
• Halal
• MSG free
• Preservative free
• GMO free
For more information, please
contact Anna Zuniga at 504731-3522 or e-mail at azuniga@
chefpaul.com. Or visit our web
site at www.chefpaul.com
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Graceland Fruit Goes Lean & Green
Graceland Fruit is known for being a
global leader in the production of premium
dried fruit products such as blueberries,
cherries and cranberries. Found in 1973,
the company has consistently been an
innovative and dependable supplier to
the food industry. In 2020, Graceland will
place a renewed focus on company-wide
Lean enterprise implementation as well as
continued engagement in green practices to
ensure longevity as a responsible supplier.
Chief Operating Officer, Dan Engler
joined the Graceland Fruit team in July,
2018 with the goal of implementing a
formal Lean system within the company.
Engler has extensive global experience
with business development, acquisitions,
divestitures and Lean enterprise
implementation. He commented that
Graceland Fruit has always had a culture

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

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

Graceland Fruit exports its dried fruit to over 60 countries worldwide.
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the pack line; working as a cross functional
team, they rebalanced the work cell
which helped to put warrant behind the
implementation of a new palletizer machine
to improve the quality of pallet shipments
and reduce rigorous manual labor.
While there has been a newly placed
focus on Lean enterprise implementation,
Graceland Fruit continues to engage in its
green practices. For over a decade now,
the company has operated its own waste
water treatment plant, being one of the
first in the industry to stop the practice
of spray irrigation. All waste water that is
generated from the manufacturing facility is
treated and purified before being returned
to the ground water supply. Graceland is
one of the few in the industry using this
environmentally friendly method for waste
water treatment.
Expanding on its green practices,
Graceland has recently replaced all
high-pressure sodium lighting with new
LED lighting at both of their facilities in
Michigan. The new LED lighting does not
only improve energy efficiency and reduce
the company’s carbon footprint but has
also provided employees with a brighter,
clearer workplace. As a company, Graceland
continues to incorporate green initiatives
throughout their offices and facilities.
The company has established recycling
programs and water dispensing systems in
place, and has challenged their office staff
to go paperless as much as possible. Being
one of the larger employers in the Warrens,
WI and Frankfort, MI areas, Graceland has
strived to set a precedent and create a more
sustainable future for their communities.
Graceland Fruit will continue its Lean
and green focus into 2020 with ongoing
Kaizen events focusing on production
line optimization and customer order
fulfillment, as well as continue their
commitment to green practices.
About Graceland Fruit
With a production facility and
headquarters located in Frankfort,
Michigan and a second production facility
in Warrens, WI, Graceland Fruit produces
and markets dried fruits and Soft-N-Frozen
products to over sixty countries worldwide.
Its customer base includes some of the

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

Graceland supplies the commercial, private
label, and food service sectors with an array
of products including dried cranberries,
cherries, blueberries and apples. They are
proud to be Product of the USA, BRC Grade
A certified, non-allergen, non-GMO, Halal
and Kosher certified, while offering organic
options. For more information, visit www.
gracelandfruit.com.

Gulfood – INC Fruit & Nut Pavilion,
ZA’ABEEL Hall 2 – Booth E45
FOODEX Japan – USA Pavilion –
Booth 5C40-25
Expowest – Hall B – Booth 1689
Spring 2020
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The American Exporter’s Magazine and The Natural Food Exporter Magazine’s Upcoming Events
fresh produce, beer, bakery, tea and coffee,
chocolate, Wines and Spirits, Restaurant
and Foodservice Supplies & Services. 2450
participants from 69 countries and regions,
including delegations from America, England,
France, Germany, Italy, Japan, Korea, Australia
and Denmark. This show is supported by
high-end summits, professional international
forums, conferences of famous enterprise,
international culinary arts competition, and
beverage enterprises engaged in business
expansion.
SIAL Canada is scheduled for September
29th-October 1st. Canada’s ONLY food
show dedicated to the retail and foodservice
trade. Canada continues to offer ideal
export opportunities for U.S. companies,
with unparalleled regulatory cooperation,
sophisticated transportation logistics and
financial markets, geographic proximity,
and similar consumer preferences. Covering
every aspect of the Canadian food & beverage
industry, SIAL Canada provides the perfect
platform for US exporters to meet with key
Canadian buyers. With 25,000 buyers from
the retail, foodservice and manufacturing
sectors, no other food & beverage event is as

With the Corona Virus causing food shows
to either cancel or delay the event, please take
note that these are tentative dates until further
notice if necessary. The upcoming events
schedule slated for The American Exporter
Magazine and The Natural Food Exporter
Magazine are as follows! As we enter into late
Summer and early Fall planning season, the
world’s largest expo is still on the schedule.
That would be SIAL Paris. That venue is
scheduled October 18th thru the 20th. Here
are the other main events scheduled in the
upcoming months that either The American
Exporter Magazine or The Natural Food Exporter
Magazine will be distributed at.
SIAL Middle East is the last major food
expo for the year and decade! This show
is scheduled for September 8th thru the
10th. Held in the world’s richest city, SIAL
Middle East provides US exporters with
the opportunity to meet with key food and
beverage buyers from throughout the Middle
East, North Africa, and India.
SIAL China in Shanghai is slated for
September 28th thru the 30th. SIAL
China covers all industries including food,
beverage, meat, seafood, oil, dairy products,
THE

| $5 U.S.D.
Winter 2019

ine.com
rterMagaz
heExpo
www.T

al Rise
The Glob
lal Food
of the Ha
Industry

Market
U.S. Beef
Update

t
a Walnu
Californi Report
Crop

stern
Middle Ea
Overview

lable From
Exclusively Avai

ine
Food Magaz
1
A Quarterly
me 13, Issue

all-encompassing of the Canadian market.
Americas Food & Beverage Show is
scheduled for November 2nd thru the 3rd.
The 24th annual Americas Food and Beverage
Show and Conference event is organized
and sponsored by the Word Trade Center
Miami, US Department of Agriculture and the
National Association of State Departments of
Agriculture.
The show delivers the best opportunity
to showcase, explore and sample the largest
selection of food and beverages from the
Americas. The Americas Food & Beverage
Show, and its networking events, are unique
one-stop marketplaces designed to bring
together all segments of the food and beverage
industry to expand sales opportunities!
Exhibiting companies can strengthen industry
contacts by meeting decision making buyers
and over 450 exhibitors.
For more information on these and other
food expos coming up through the entire year,
please visit www.theexportermagazine.com
or call 816-415-3815. I’ll be glad to discuss
the details of each and which magazine or
magazines will be distributed at the schedule
food expo.

Be sure to subscribe to the
leading trade publications
in both US food exports and
natural/healthy foods!!
Available in print and
digital formats.

obal.com
www.bourasgl

Volu

To subscribe...visit
www.TheExporterMagazine.com.

WeChat official account: TheAmericanExporter

Contact: Jim Molzen
36

E-mail: exportermagazine@aol.com

Spring 2019

37

Advertiser’s Index

Pacific Valley Foods
www.pacificvalleyfoods.com
Preferred Popcorn
www.preferredpopcorn.com
Red River Commodities
www.redriv.com
Reist Popcorn Co.
www.reistpopcorn.com
Rose Packing Company
www.rosepacking.com
Sacramento Packing
www.sacramentopacking.com
Setton International
www.settonfarms.com
Shoreline Fruit
www.shorelinefruit.com
Sierra Valley Almonds, LLC
www.svalmonds.com
Southeastern Mills
www.louisiana-brand.com
Sun Valley Rice
www.sunvalleyrice.com
Taylor Brothers
www.taylorbrothersfarms.com
Touchstone Pistachio Co.
www.touchstonepistachio.com
USA Foods
www.usafoods.com
Wilbur Packing
www.wilburpacking.com

Ag Alumni Seed
p. 18
www.agalumniseed.com
Bascom
p. 38
www.maplesource.com
Crider Foods
p. 22, 23
www.criderfoods.com
Farmer’s Rice Cooperative
p. 20, 21
www.farmersrice.com
The Fremont Company
p. 11
www.fremontcompany.net
Foodlinx
p. 26, 27
www.foodlinx.com
Graceland Foods
p. 34, 35
www.gracelandfruit.com
Hilltop Ranch
p. 43
www.hilltopranch.com
Idaho-E Oregon Onion Committee p. 17
www.USAOnions.com
International Expertise
p. 18
www.intlexpertise.com
Magic Seasonings (Chef Paul)
p. 33, 37
www.chefpaul.com
Mariani Packing Company
p. 9
www.mariani.com
Morrison Farms
p. 16
www.morrisonfarms.com
Navarro Pecan Company
p. 10
www.navarropecan.com

p. 3
p. 14
p. 12
p. 16
p. 44
p. 2
p. 28
p. 40
p. 5
p. 29-32
p. 24
p. 42
p. 13
p. 7, 8
p. 19

America’s #1
independent
maple supplier
Private Label
Bulk
Food Service

Contact us today
for best - in - class maple.

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

•

maplesource.com
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Bascom Family Farms

2020

P.O. Box 117
Brattleboro, VT 05302
Phone: +1-802-257-8100
Fax: +1-802-257-8111
E-mail:
sales@bascomfamilyfarms.com
Web site:
www.bascomfamilyfarms.com
Contact: Arnold Coombs
Company Profile: Bascom Family
Farms is America’s leading independent supplier of pure and organic
maple syrup and maple sugar
products in a wide range of forms,
sizes and packaging. Top food
manufacturers, private label maple
marketers, food service buyers and
chefs choose Bascom Family Farms
for our high quality selection, R&D
capacity, competitive pricing, and
rapid turnaround times. Product
Line: Grocery items, organic products, pure and organic maple syrup
and maple sugar products

Product of USA

Directory

Great Lakes Packing
Company Int'l, Inc.

1535 W. 43rd Street
Chicago, IL 60609
Phone: +1-773-927-6660
Fax: +1-773-927-8587
E-mail:
greatlakespacking@ameritech.net
Web Site: www.glpacking.com
Contact: Robert E. Oates-President
Product Line: Pickled Meats, Pork
and Beef packed in brine.

Michael Foods, Inc
301 Carlson Parkway, Suite 400
Minnetonka, MN, USA 55305
Phone: +1-256-757-3425
+1-847-372-1098
E-mail:
Thomas.Neal@michaelfoods.com
Web Site: www.michaelfoods.com
Contact: Thomas Neal, Director

Company Profile:
Great Lakes Packing Company
International, Inc. is located in the
Union Stock Yards of Chicago,
Illinois at the same location for over
53 years. Great Lakes Packing Co.
Int'l, Inc. produces the finest in
pickled meat products from only
products produced in the United
States that have been inspected by
the United States Department of
Agriculture and passed. Great Lakes
Packing Co. Int'l, Inc. is a HACCP
approved plant.

Product Line: Processed Egg
Products, including pasteurized
liquid or frozen yolk, whole egg,
whites, and scrambled egg mix, our
patented Extend Life liquids, dried
powders, and a range of fully
cooked products. Our products are
used in industrial food processing,
foodservice, and retail applications.

Product of USA

Product of USA

Magic Seasoning Blends
720 Distributors Row
P.O. Box 23342
New Orleans, LA 70123-0342
Phone: 504-731-3522
Fax: 504-731-3576
E-mail: azuniga@chefpaul.com

Business Type: Manufacturer,
Exporter

Website: www.chefpaul.com
Contact: Anna Zuniga,
Business Type: Manufacturer,
Co-Packing
Product Line: Seasoning Blends,
Sauces and Marinades, Pepper
Sauce, Custom Blending,
Co-Packing services
Product of USA

skins.
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Setton Chinese translation:
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The American Export Magazine and
The Natural Food Exporter Magazine
Are on WeChat!

Visit Us On WeChat

Our WeChat ID is
TheAmericanExporter

Spring 2020
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Classic pork brat, incorporated
with the distinct flavor of
GUINNESS® Beer.
Fully Cooked - Just Heat, Plate and Serve.

To add our new GUINNESS Beer Brats to
your menu or find our local food-service
distributor please contact:
postmaster@rosepacking.com.

Lorem ipsum

Rose Packing Company | 65 South Barrington Road | Barrington, IL 60010

www.rosepacking.com
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THE GUINNESS WORD AND ASSOCIATED LOGOS ARE TRADEMARKS OF GUINNESS & CO. AND ARE USED UNDERLICENSE (UK) / LICENSE (US). THIS PRODUCT IS INTENDED FOR PURCHASE AND ENJOYMENT BY PEOPLE OF LEGAL PURCHASE AGE FOR ALCOHOL BEVERAGES.
PLEASE REMEMBER TO DRINK GUINNESS® RESPONSIBLY.

