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THE

n	my	last	Publisher’s	Statement,	I	discussed	the	port	congestion	caused	by	chronic	box	shortages.	I	poised	
the	question	asking	if	this	could	have	something	to	do	with	creating	more	demand	than	supply	and	in	turn	
increasing	the	amount	charged	to	the	supplier/manufacturer	to	export	their	products.	

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

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

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

We	are	now	into	June	and	the	problem	is	still	going	on.	I	have	spoken	with	many	of	my	West	Coast	exporters	and	
not	a	whole	lot	has	changed.	Container	shortages	still	exist	and	we	may	be	getting	to	a	point	of	clarity	regarding	
this	issue.	Bloomberg	had	a	straightforward	analysis	of	the	container	crisis	and	it	is	something	US	shippers	already	
knew.	It	starts	out	saying	“Food	is	piling	up	in	all	the	wrong	places,	thanks	to	carriers	hauling	empty	shipping	
containers”.

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

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

				The	article	points	out	that	while	it	is	not	entirely	uncommon	for	containers	to	transit	back	empty	after	a	
voyage,	carriers	usually	try	to	backfill	them	to	profit	from	shipping	rates	in	both	directions.	But	the	cost	of	carrying	
goods	from	China	to	the	U.S.	is	almost	10	times	higher	than	the	opposite	journey,	prompting	liners	to	favor	empty	
boxes	instead	of	loading	them,	Freightos	data	showed.

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

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

	Unbelievable!	The	trade	balance	is	non-existent.	China	is	still	exporting	a	disproportionate	amount	of	products	
into	the	United	States	as	compared	to	the	United	States	exporting	a	mere	4%	to	China.	The	fact	is	that	the	trade	
war	is	still	going	on.	China	has	the	advantage	in	the	container	shortage,	and	they	are	not	going	to	flinch.	And	why	
should	they?	The	US	suppliers	are	real	losers	here.	They	have	product	that	cannot	ship	whereas	China	is	making	
huge	profits.	In	my	Part	3	examination…I	want	to	focus	in	on	the	continued	trade	war	that	is	going	on	with	China.	
This	container	crisis	is	an	off	shoot	of	the	bigger	crisis…The	US-China	Trade	War.	And	with	that,	I	will	see	you	on	
the	road.	

The Acceleration of Transportation 
Shortages...Part 2     
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Alternative Protein Trend 
Blooms in Asia 

By Courtney Ferris

As	the	pandemic	

pushed	health	and	

nutrition	to	the	forefront	

of	consumer	awareness,	

it’s	not	surprising	that	

meat	substitutes	are	

growing	in	popularity	in	

Asia.	What	was	once	an	

area	dominated	by	plant-

based	alternatives	is	now	

becoming	increasingly	

innovative	as	protein
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options	may	be	neither	meat	nor	plant	
but	cultivated	(aka	lab-grown)	or	
fermentation-derived.	As	grocery	stores	
and	fast-food	chains	make	space	for	meat	
substitutes	on	their	shelves	and	menus,	
the	Food	and	Beverage	industry	can	
expect	that	the	meat	alternative	trend	is	
here	to	stay.

Retail	sales	of	meat	alternatives	in	
Asia-Pacific	grew	to	an	estimated	$1	
billion	in	2020,	according	to	Innova	
Market	Insights,	and	show	no	signs	of	
slowing	down.	China	and	Japan	lead	in	
total	consumption	of	meat	substitutes,	
followed	by	South	Korea.	Environmental	
concerns	and	a	general	interest	in	health	
and	wellness	have	helped	fuel	popularity.	

In	January,	Mirte	Gosker,	Acting	
Management	Director	for	Good	
Food	Institute	APAC,	told	FHA-Food	
&	Beverage	that	the	current	meat	
alternative	sector	is	valued	at	$7.3	billion	
but	following	COVID-19,	the	compound	
annual	growth	rate	is	expected	to	grow	
more	than	17	percent.	Gosker	believes	
that	fermentation	and	cultivated	meats	
will	be	the	biggest	alternative	meat	trends	
in	2021,	thanks	to	several	innovative	
startups	working	with	solid-state	
fermentation.	

Here’s	how	alternative	proteins	are	
finding	their	place	in	the	Asian	market:

•	In	Southeast	Asia,	both	tofu	and	
tempeh	are	popular	meat	substitutes,	
with	tofu	contributing	to	over	98	
percent	of	packaged	meat	substitutes	
in	the	region.	While	consumer	habits	
lean	toward	these	familiar	flavors	and	
textures,	there	is	room	for	competitors.	
Good	Food	Institute	APAC	said	that	
Southeast	Asia	is	the	fastest	growing	
producer	region	of	plant-based	meat.

•	In	Japan,	meat	substitutes	are	
rising	in	popularity,	even	popping	up	
at	restaurant	chains.	In	grocery	stores,	
plant-based	meats	have	been	displayed	
alongside	soy	products	or	dried	foods;	
however,	Next	Meats	recently	launched	
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its signature plant-based barbecue 
meats, Next Kalbi and Harami, in the 
meat section of a Japanese superstore 
chain. This was the first time Next Meats 
products were sold in a retail store 
alongside regular animal meat, which will 
expose it to new customers.

• In Singapore, Eat Just was granted 
the first regulatory approval of real meat 
created directly from animal cells for 
human consumption, a process that took 
nearly two years. Singapore is the first 
country to approve Eat Just’s flagship 
cultured chicken nuggets for sale under 
the Good Meat brand.

Analysts at Barclays predict huge 
growth for the alternative meat industry, 
reporting in a 2019 study that the 
market could reach $140 billion over 
the next decade. Advocates are quick 
to point out that these alternative 
proteins do not harm animals, are 
environmentally-friendly, have potential 
to be a healthier option, and are more 
efficient with natural resources. Solid-
state fermentation, for example, curates 
plant-based bacon in ten days, making it 
an attractive alternative to conventional 
meat. As more countries join Singapore 
in approving cell-based meat for human 
consumption, the sky - and science 
- will become the new limit for meat 
substitutes.

12
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It has been over 1 year that the Covid virus was raging through the world. As the United States recovers from 

the pandemic, this would be a good opportunity to look back over the last year and revisit the impact that  

Covid 19 had on the snack industry and more specifically the U.S. popcorn industry. 

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. 

U.S. Popcorn  
And the Impact of Covid 19 

Revisited  by Lisa Mooney

U.S. Popcorn  
And the Impact of Covid 19 

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

WWW.SUNVALLEYRICE.COM

“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 
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 
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 
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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 
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.

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

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

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

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

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

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

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

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

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

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

To learn more about Preferred 
Popcorn and their commitment to 
sustainability in both growing and 
packaging their popcorn, visit www.
preferredpopcorn.com. 
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By: Lisa Mooney

An Exciting YEAr for 
orEgon HAzElnuts

Due to its unique location 
on the 45th parallel, Oregon’s 
moderate climate, ample 
precipitation and rich volcanic 
soil provide ideal growing 
conditions for Oregon 
Hazelnuts.

Hazelnuts have become 
center stage as the category 
for plant-based foods and 
beverages is rapidly growing. 
Consumers are enjoying 
more hazelnuts for a variety 
of reasons: superior taste, 
quality, health and nutrition 
attributes, and availability. 
Hazelnuts have grown in 
popularity and are quickly 
establishing themselves as the 
new nut, leading innovative 
product launches in top 
growing categories today.

Recently I corresponded 
with  Andrea Fields, Inside 
Sales Manager for Hazelnut 
Growers of Oregon (HGO), 
and she shared insight  
on the exciting ventures
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that are currently happening and what the future of hazelnut 

exports looks like for the rest of this year.

1. Are any new partnerships in the works for 2021?

HGO is launching its bulk hazelnut products on the Alibaba.

com site. The purpose is to have a broader reach to smaller 

foodservice operators and manufacturers that are not able to 

source elsewhere due to minimum order quantities. This will 

assist in giving Oregon hazelnuts exposure to overseas markets 

we are currently not in. HGO will have a wholesale product 

portfolio page which will provide another platform to reach 

customers. With the millions of buyers that utilize Alibaba.com 

to source materials and products we hope to see great success 

with this new channel of trade.  

2. What other market areas is HGO focused on for 

expanding exports of hazelnuts?

HGO started a partnership with a globally known agency, 

Bosch Boden Spies (BBS) located in Hamburg, Germany. BBS is 

known for their innovation and marketing concepts and ability to 

create new markets for their customers. Their area of expertise is 

supplying high quality, natural fruit and nut ingredients.

3. What does HGO hope to achieve with this collaboration 

and how will this be executed?

Our goal is to educate the industrial European market on 

Oregon hazelnuts. This includes offering the highest quality 

standard of hazelnuts processed by any U.S. food manufacturer, 

product that is vertically owned and operated utilizing best 

sustainable practices, and guaranteed longevity with a grower-

owned supply that can meet global demand.

There is also a strategic year-long plan to approach potential 

new customers. Initially BBS will be issuing a press release 

announcing our partnership which will be followed up with a 

sample box of innovative products and literature. Later in the 

year there will be additional communications via written and 

digital communication platforms.

4. What selling points or health attributes make Oregon 

Hazelnuts so desirable?

Some of the health attributes of hazelnuts include being 

rich in both Omega 6 and 9 (which balance cholesterol), they 

have the highest ORAC (Oxygen Radical Absorbent Capacity) 

measurement of any nut, they contain antioxidants that are 

20 times more potent than Vitamin C and 50 times more than 

Vitamin E, and they are a good source of Vitamin B which boost 

immunity health. 

Selling points of Oregon Hazelnuts include; 99% of American 

hazelnuts are grown in Oregon which could be considered a 

single origin species. Oregon hazelnuts deliver consistent high-

quality production practices and exceptional varieties. They offer 

a stable origin with the annual crop size averaged at about 38,000 

tons over the last five years, (which is expected to more than 

double in the next five years), making Oregon the second largest 

origin for hazelnuts. 

5. What does the future look like for hazelnuts for the 

remainder of 2021?  

With the majority of the 2020 Oregon hazelnut crop being 

committed and/or sold the outlook is positive for the upcoming 

2021 harvest. As more consumer-packaged goods are formulated 

using hazelnuts, the demand is anticipated to grow to support 

Oregon’s hazelnut industry.



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

Our Hazelnuts
The hazelnuts we use to create our 

delicious products are of the Jefferson 
Variety. The Jefferson Hazelnut tree 
produces nut that are large in size and 
possess a very unique flavor profile. 

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

Our Soil
The Willamette Valley of Oregon is 

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

Our Practices
We believe in caring for our land and 

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

Know Where the Good Comes From
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Bösch Boden Spies (BBS) expands  
its nut portfolio with Hazelnuts  
from Hazelnut Growers of Oregon  

•  Bösch Boden Spies now offers single-
origin hazelnuts with its new partner 
Hazelnut Growers of Oregon (HGO)

•  HGO is the largest grower owned 
producer of U.S. Hazelnuts based in 
the Willamette Valley in Oregon

•  The steady extension of acreage of 
the Hazelnut Farmers will soon turn 
Oregon into one of the major growing 
origins for Hazelnuts in the world

Together with its new partner, Hazelnut 
Growers of Oregon, Bösch Boden Spies 
strives for establishing hazelnuts from 
Oregon in the European market. 

99% of U.S. hazelnuts are grown in the 
Willamette Valley in the state of Oregon, 
which boasts an ideal climate for growing 
the world’s highest quality hazelnuts. 
Today, Oregon nuts represent already 
4% of the world’s crop. Annual crop size 
averaged about 38,000 tons over the last 
5 years and is expected to more than 
double in the next five years, which will 
make Oregon the second biggest origin 
for Hazelnuts.

Consistent high-quality 
production and processing 
practices make Oregon a safe and 
exciting new source of hazelnuts 
for European markets.

Hazelnuts from Oregon have 
a mild, sophisticated flavor 
described as sweet, rich, and 
with a note of “brown-butter”. 
This makes them ideal for 
confectionery products and 
baked goods, but also for snack 
food manufacturers. Moreover, 
Hazelnuts are a rich source 
of dietary fiber, vitamin E, 
magnesium, and heart healthy B 
vitamins.

Hazelnut Growers of Oregon 
is a farmer-owned cooperative 
with over 200 farmer members, 
which represent 1/4 of Oregon’s 
Hazelnut tonnage. In its new 
state-of-the-art processing facility, HGO 
processes Hazelnuts under rigorous 
safety and quality standards into different 
ingredients ready to be used in various 
food applications around the globe. Food 

Safety is important to HGO, they are 
certified SQF Level 3.

BBS now offers these single-origin 
hazelnuts from Oregon in different 
qualities such as whole and diced 
Hazelnuts in a raw as well as roasted 
format.

 
About Bösch Boden Spies

Bösch Boden Spies is one of Europe’s 
leading full-service B2B suppliers of 
high-quality ingredients for the European 
trade and food industry. Based on 
exclusive partnerships with the world’s 
leading quality producers, we have been 
importing fruits and nuts for over 100 
years and develop innovative product 
solutions together with our customers 
in the categories of Fruit & Nut Snacks, 
Chocolate and Confectionery, Baked 
Goods and Cereals, Dairy Products, 
Beverages, Savory and Healthcare 
Nutrition.
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ISA Furthers Its Partnership with  
Beyond Meat® with the Certification of the 
New Iteration of the Beyond Burger® 
ISA Halal certification fits well 
with Beyond Meat’s domestic and 
international growth strategy

Islamic Services of America (ISA) in 
May announced the Halal certification of 
the latest iteration of the iconic Beyond 
Burger® from Beyond Meat® that began 
launching in U.S. grocery stores the week 
of May 3.  

The Beyond Burger by Beyond Meat, 
Inc. (NASDAQ: BYND), a leader in 
plant-based meat, is made from simple, 
plant-based ingredients without GMOs, 
bioengineered ingredients, soy or gluten. 
Beyond Meat’s innovative product 
offerings begin the Halal certification 
process ahead of launch and the current 
full roster of products that have been 
certified to meet the Islamic Services of 
America’s Halal standards includes:

• Beyond Burger® (retail + foodservice)
• Beyond Beef® (retail + foodservice)

•  Beyond Beef® Crumbles (retail + 
foodservice)

• Beyond Meatballs™ (retail)

•  Beyond Sausage® (retail + 
foodservice)

•  Beyond Breakfast Sausage® Patties 
(retail + foodservice)

•  Beyond Breakfast Sausage® Links 
(retail)

•  Beyond Sausage® Crumbles 
(foodservice)

Beyond Meat offers customers a 
tasty, nutritious plant-based option so 
that people can continue to eat what 
they love, like great tasting burgers, no 

sacrifice required. Studies show that 
an increasing number of consumers 
worldwide, including in the Middle East, 
are incorporating plant-based meat into 
their diets, especially as the plant-based 
movement gains popularity among both 
younger and middle-aged generations.

“We are proud of our partnership with 
Beyond Meat’s corporate headquarters 
in the USA and for their confidence in 
entrusting ISA to lead their global Halal 
program,” says Timothy M. Hyatt, Vice 
President of ISA. “As one of their Halal 
certifiers for the past two years, we look 
forward to their continuing success and a 
long-lasting relationship.”  

For consumers who prefer plant-
based products, there is peace of mind 
in knowing that a third party has 
inspected ingredients and processes. 
Halal certification means that there are no 
animal-based additives and that there is 
more control against cross contamination 
with any animal byproducts during 
processing, distribution and storage. 

The Beyond Meat facilities, processes 
and product ingredients have been 
reviewed, approved and certified for Halal 
compliance under ISA and in accordance 
with Islamic Law and International 

Assessment Standards. Halal certification 
enables Beyond Meat to offer products to 
over a billion Halal consumers worldwide 
and millions of plant-based consumers 
who appreciate the additional layer of 
oversight that Halal certification offers. 

As of April 3, 2021, Beyond Meat 
products were available at approximately 
118,000 retail and foodservice outlets 
in over 80 countries worldwide. To find 
Beyond Meat products near you, visit the 
Beyond Meat website.

About Islamic Services of 
America (ISA) 

Established in 1975, ISA is an accredited 
and recognized global leader in Halal 
certification and auditing services with a team 
of regional offices, food science professionals 
and industry experts in the USA and Canada. 
ISA certifies consumable and non-consumable 
products ranging from meat and poultry, 
flavors and ingredients, dairy, nutraceuticals 
and cosmetics. For more information visit: 
www.isahalal.com 
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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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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



35Fall 2020

U.S. PEC★N 
DIRECTORY



36THE AMERICAN EXPORTER MAGAZINE 2021.indd   1 11/23/2020   10:00:15 AM

Social media has grown exponentially as 
platforms like Facebook and WeChat have 
become the go to medium...especially with 
younger consumers. The trends are also 
apparent in the trade magazine industry. 
The American Exporter Magazine will always 
have the printed version especially with the 
reader who has always enjoys picking up a 

magazine. However, many of the younger 
buyers in the food industry are now using 
digital media as there main source for 
gathering news and information.

 Nowhere has this been as dramatic as 
the shift from print media to digital media 
amongst Chinese and the Asian region! We 
at The American Exporter Magazine and The 

Natural Food Exporter Magazine recognize 
this trend. In order for us to keep up with 
these changing preferences, we encourage 
you to follow us on WeChat.

 
Our WeChat ID is 

TheAmericanExporter
 
 The American Exporter Magazine’s official 

WeChat account is up and running! Scan the 
QR code below to subscribe and stay tuned 
for the latest magazine content, exporter/
importer highlights and other industry 
insights. Also, if you have anything to share 
with us or would like to promote on this 
WeChat platform, you can simply send a 
message to the account and our staff will be 
in contact with you.

Follow The American Export Magazine and The Natural
Food Exporter Magazine on WeChat   

Visit Us On
WeChat
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Advertiser’s Index 

Ag Alumni Seed  p. 14 
www.agalumniseed.com
Ash Creek Oregon p. 23 
www.ashcreekoregon
Bascom p. 38 
www.maplesource.com
Cappo Drinks p. 2, 37 
www.cappodrinks.com
Chase Pecan p. 12 
www.chasepecan.com
Collin Street Bakery p. 21 
www.collinstreet.com
Eagle Beverage Products p. 26, 27 
www.compostablesource.com
Farmer’s Rice Cooperative  p. 30, 31  
www.farmersrice.com
The Fremont Company  p. 9 
www.fremontcompany.net
Hazelnut Growers of Oregon          p. 24, 25 
www.hazelnut.com

Idaho-E Oregon Onion Committee p. 40 
www.USAOnions.com
International Expertise   p. 20 
www.intlexpertise.com
Magic Seasonings (Chef Paul)  p. 29 
www.chefpaul.com
Morrison Farms  p. 14 
www.morrisonfarms.com

Navarro Pecan Company  p. 41 
www.navarropecan.com
Orient Provision & Trading Co p. 44 
www.optcl.net
Pacific Valley Foods  p. 5 
www.pacificvalleyfoods.com
Preferred Popcorn p. 18, 19 
www.preferredpopcorn.com
Red River Commodities  p. 10 
www.redriv.com
Rio Del Mar Foods p. 17 
riodelmarfoods@comcast.net
Rose Packing Company  p. 42 
www.rosepacking.com
Sacramento Packing p. 3 
www.sacramentopacking.com
Setton International  p. 36 
www.settonfarms.com
Summit Hill Foods p. 7 
www.louisiana-brand.com
Sun Valley Rice p. 16, 32, 33 
www.sunvalleyrice.com
Taylor Brothers  p. 13 
www.taylorbrothersfarms.com
Touchstone Pistachio Co.   p. 34 
www.touchstonepistachio.com
USA Foods p. 8 
www.usafoods.com
Wilbur Packing  p. 43  
www.wilburpacking.com

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

18-BAFF-6105 Export_Magazine_Ad_7_5x4_25_0202_OUT.indd   1 2/2/18   4:17 PM
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Bascom Family Farms
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 indepen-
dent 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 prod-
ucts, pure and organic maple syrup 
and maple sugar products

Product of USA

skins.

 

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

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

   

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.
 
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 of USA

 

 

2021

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

Product of USA

 

 
+1-847-372-1098

 
Setton Chinese translation: 
 
 
 

22000 ISO/FSSC 
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Setton Chinese translation: 
 
 
 

22000 ISO/FSSC 
 

Rose Packing Company
65 South Barrington Road
Barrington, IL 60010 USA
Phone: +1-847-381-5700
Fax: +1-847-381-9424
E-mail: ewv@rosepacking.com

Web Site: www.rosepacking.com
Contact: Erik W. Vandenbergh
Business Type:  Exporter, Manufac-
turer, Packer, Processor
Product Line: Fresh and processed 
pork. Specializing in smoked cured 
pork, ham, Canadian bacon, break-
fast Sausage, ethnic sausage and 
back ribs

Product of USA

  

 

Setton Pistachio of Terra Bella, Inc. 
9370 Road 234
Terra Bella, CA 93270
Phone:  +1-559-535-6050
Fax: +1-559-535-6089
Email: 
Joshua.Setton@SettonFarms.com

85 Austin Boulevard
Commack, NY 11725

Contact: Joshua Setton

Website: www.SettonFarms.com
Business Type: Grower, Processor, 
Exporter, Roaster, Manufacturer, 
Packer
Business Profile:  America’s 
premier supplier of California 
pistachios. Major exporter of 
California pistachios to all markets 
offering both natural and flavored 
pistachios. 
ISO/FSSC 22000 Certified. 
Product of USA

 

 

Phone:

New York Sales Office

 +1-631-543-8090
Fax:
Email: bsinar@SettonFarms.com
Contact: Banu Sinar
 

+1-631-543-8070

 

 
Setton Chinese translation: 
 
 
 

22000 ISO/FSSC 
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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. 

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

 www.rosepacking.com
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.  

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

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

3000


