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The Citavo line now includes a wide range of 
iced and hot teas to add to your menu. More 
consumers are choosing hot and iced teas over 
sugary carbonated beverages for their halo of 
health, their glow of globalism and potential for 
endless personalization. Add flavored iced teas 
like Citavo Imperial Raspberry or hot teas such 
as Citavo Imperial Green Tea as healthier choices 
for during or after the meal. Use Citavo Imperial 
Black Unsweetened Iced Tea as a blank canvas for 
creations that mix mashed fresh fruit and herbs, 
such as mango, peach, mint or basil.

TREAT YOURSELF 
Citavo Grove makes providing delicious juice and 
juice cocktails easy with our wide range of flavors and 
packaging options. Get the flavors and sizes that best 
suit your needs without sacrificing taste or quality. 
When it comes to providing delicious beverages you 
and your customers trust, Citavo Grove has you covered. 
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CRAFTED WITH CARE
If you are looking for a coffee with consistently great 
flavor, Citavo offers a choice of top-quality brews you 
can count on. From Citavo Imperial 100% Colombian 
to French Roast and Kona Blend Coffees, all Citavo 
coffees and teas are overseen by Sysco’s Quality 
Assurance team, the largest in the industry, to guarantee 
transparency, safety and the best-tasting beverage 
experience. In addition, Sysco has its own Master 
Cupper, who samples each batch to ensure every  
brew is up to par.

THE BIG CHILL
Cold brew is one of the fastest-growing beverage 
categories on the market. Our Citavo Imperial Cold 
Brew Concentrate makes it easy to embrace the trend. 
Conveniently packaged in resealable, shelf-stable compact 
cartons, Citavo Cold Brew just requires the addition of 
water, meaning you can serve it to guests on demand or 
prepare a batch in the morning for the entire day. Although 
cold brew by itself can be priced at a premium, you can 
realize an even greater profit when you add custom 
flavorings such as vanilla, mocha, caramel and hazelnut.
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THE

elationships between countries are much like relationships between family members that go back 
generations…it’s always more complicated than meets the eye. The same thing could be said about 
U.S. China relations. This goes back generations and it’s complicated. If you listen to the current news 

regarding the trade wars, you would think that this was just over tariffs and the interaction of business between 
the world’s two largest economies. Only if it were that simple! This goes back to an old Cold War stance that 
really has never diminished. In fact...who charges what over a product coming into the other’s country is 
irrelevant. It has more to do with political philosophies. We’re capitalists and they’re communists. That has 
never changed. It could be said that a more market driven orientation has expanded in China’s economic 
environment. But make no mistake…at the heart of everything China is still a communist country with all its 
dedication to keeping the political philosophy intact.

Many political historians praised President Nixon for his visit to China in February 1972 that marked the 
breakthrough to rapprochement. Nixon and Chinese Premier Zhou Enlai signed the Shanghai Communiqué. 
I would have to differ on that perspective. I think that China had no choice. Like the old Soviet Union…the 
ability to feed the population under a hard line communist structure is nearly impossible. The U.S. ability 
to produce and stock our grocery stores were the envy of the world. And China knew this! The Chinese 
government also knew that the Nixon administration was eager to work with China on a trade deal that would 
open up China to trading with the United States. This was a key moment that I will get back to in closing.

So what was the strategy that the United States employed towards China pre-1972 before rapprochement. 
That period is known as Containment from 1949-1969. The United States would disrupt, destabilize, and 
weaken China’s communist government. Washington believed that China was an aggressive, expansionist 
power that threatened the security of its noncommunist neighbors. The United States constructed an off-shore 
line of military alliances along China’s eastern and southern borders. This was old style Cold War edicts that 
also were implemented against the Soviet Union and Cuba. By being even tougher on China than on its main 
communist rival, the Soviet Union, the United States pursued a so-called “wedge strategy.”** This strategy 
aimed to encourage a split between the two communist allies. It was successful, because such a split did 
occur, becoming evident in around 1960 and worsening thereafter. This wedge strategy then ushered in the 
Rapprochement period.

China and the United States began to move closer to one another. The Americans were seeking to bring an 
end to the war in Vietnam while China wanted to find support for its resistance to pressure from the Soviet 
Union. As mentioned earlier, President Nixon’s visit to China in February 1972 marked the breakthrough 
to rapprochement. Part of the agreement specified that the U.S. “acknowledges that all Chinese on either 
side of the Taiwan Strait maintain that there is but one China and that Taiwan is a part of China. The United 
States Government does not challenge that position. It reaffirms its interest in a peaceful settlement of the 
Taiwan question by the Chinese themselves. With this prospect in mind, it affirms the ultimate objective of 
the withdrawal of all U.S. forces and military installations from Taiwan. In the meantime, it progressively 
reduce its forces and military installations on Taiwan as the tension in the area diminishes...” ** On this basis, 
U.S.-China unofficial relations began to develop, with trade, educational, and cultural exchanges. Here’s my 
observation on this. There is no doubt Taiwan was a central and important part of U.S.-China relations. But 
this really has to do with very basic motivations. China wanted and needed to establish relations with the 

Rapprochement Revisited  
Part One       

Continued on page 30
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U.S. Rice:
A Global Staple

by Lisa Mooney

More people around the globe eat rice as 
the primary staple of their diet than any other 
single food. The United States is one of the 
largest exporters of rice, and is ranked as the 
5th largest rice producer in the world and the 
largest rice exporter outside of Asia.

Rice is a nutritious, affordable source of 
carbohydrates and is packed with vitamins and 
minerals. It is also the main ingredient in many 
international dishes including; Italian Risotto, 
Indian curries, Japanese sushi, and Spanish 
paellas. Today, as interest in international 
cuisine grows and it appears on more menus, 
consumption of rice continues to rise.

Michael Klein, Vice President, 
Communications & Domestic Promotion 
for USA Rice explains which countries are 
the largest importers at this time. “As of the 
first two months of this year (the latest data 
available), Mexico is the largest U.S. rice export 
market at $74 million, followed by Venezuela at 
$64 million, Japan at $62 million, South Korea 
at $43.5 million and Haiti at $32.8 million. For 
CY2023, the top 5 export markets are; Japan 
$413.9 million, Mexico $277.7 million, Haiti 
$264.5 million, Canada $201.6 million and Iraq 
$149.2 million.”

“The U.S. exports both milled and rough 
(paddy) rice. The largest importers for milled 
rice are in order: 1. Haiti, Canada, Japan, 
Colombia, Iraq, and Central America. Mexico 
remains the top destination for rough rice.”

New interest in U.S. rice continues to grow 
worldwide, and Klein outlines the areas gaining 
traction. “Central America has shown interest 
in new long grain varieties we are developing 
that are responsive to what customers there 
expect/prefer. Central America, particularly 
Nicaragua and Costa Rica, prefer a less sticky 
long grain rice with uniform, white grains. 
Additionally, the interest in aromatics both 
domestically and in export markets has grown 
over the past several years. For example, 
Taiwan imports not only medium and long 
grain rice from the U.S., but also aromatics 
after USA Rice introduced these varieties to 
the importers. More than 1,000 tons of U.S. 
aromatic rice is imported into Taiwan”.

Klein added “wild rice always grabs attention 
at trade shows or influencer postings, due to 
its unique look and taste. It’s not actually rice 
– it’s a grass – but since it looks and cooks like 
rice, we often include it in our promotional 
materials. There has been interest in high 
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protein/low glycemic index rice in markets 
like Singapore and Canada; however, 
domestic production isn’t quite large 
enough yet to export.”

For exporting nations meeting market 
needs entails supplying the type, form, 
class and quality of rice that satisfy local 
taste preferences. The U.S. rice industry 
is unique in its ability to produce all types 
of rice and is recognized as a dependable 
supplier of high-quality rice, both here in 
the U.S. and globally, in sizes ranging from 
consumer packaging to bulk cargo.

“The U.S. is the 5th largest rice producer 
in the world and is the only major exporter 
that allows rough/paddy rice exports. 
The other major global exporters (India, 
Thailand, Vietnam, Pakistan, and China) 
restrict rough/paddy rice shipments to 
protect their milling industries. Many 
countries have milling sectors so appreciate 
the ability to import U.S. rough rice, 
support their domestic milling industries 
and also provide a high quality, safe, and 
nutritious product to their consumers. 
More than 40% of U.S. rice exports are in 
the form of rough/paddy rice. Top markets 

that import rough rice are Mexico, Central 
America, Venezuela, and Colombia. The 
U.S. grows and exports the type and form 
of rice desired by the importing country.”

“Usage varies by market, but U.S.-grown 
rice can be found on supermarket shelves 
and in restaurants and hotels around the 
world. In Mexico and Central America, 
for example – grocery stores chains are 
the largest users for U.S. rice. In Japan and 
South Korea, it’s the foodservice sector. In 
the UK, wholesalers are large importers of 
U.S. rice.”

Promoting USA Rice abroad is a key 
marketing tool to both educate and 
introduce customers and end users to the 
taste and quality U.S. rice offers them.

“USA Rice receives almost $6 million 
annually from USDA Foreign Ag Service to 
conduct marketing programs overseas to 
which we add additional industry funds. 
Our efforts here are extensive. They include 
retail promotions in the UK, Mexico, 
and Central America; paid advertising in 
Saudi Arabia, Canada, Haiti, and the UK; 
foodservice partnerships in Japan, Korean, 
and Mexico; sponsorship of contests, 

festivals, cooking shows and schools 
throughout the western hemisphere and 
in Japan; and social media campaigns 
across more than two dozen markets. We 
also developed an authentic U.S. rice label 
that is used in the retail space in Latin 
America and Canada. Additionally, a new 
funding program – the regional agricultural 
promotion program – will allocate $300 
million to help exporters tap into new 
trade opportunities and markets; USA Rice 
has applied for these funds,” according to 
Klein.

You can find USA Rice promoting U.S. 
rice at a variety of upcoming international 
trade shows. “We participate in several 
trade shows, including Gulfood (the largest 
annual trade show, which occurs every 
February) and Anuga (the largest biannual 
trade show, next in October 2025). 
Additionally, we will participate in SIAL 
China (May 2024), Taipei Food show (June 
2024), and SIAL Paris (October 2024), to 
name a few. To find out more please visit 
www.usarice.com.
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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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Defining Sustainability –
   Part 2 Understanding the Challenges

of Doing the Right Thing by Aisha Kabani
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Sweeten Your Business Globally with ISM Events!

+1 773 326 9922

Expand

World’s Largest Sweets
and Snacks Trade Show

The Heart of Sweets and
Snacks in the Middle East

The Heart of Sweets and
Snacks in East Asia

v.woods@koelnmesse.us

In our last article Defining Sustainability 
– Balancing the Needs of the Present with 
the Technologies of the Future, we explored 
the basic principles of Sustainability, its 
economic impact opportunities and the 
different materials available to converters 
and retailers. However, as we become 
increasingly aware of the environmental 
damage caused by plastic pollution, we 
have definitely seen the growing push to 
transition away from single-use plastic items 
towards more sustainable, compostable 
alternatives. This shift holds the promise 
of reducing waste, minimizing the use of 
non-renewable resources, and creating 
a more circular economy. However, the 
path towards widespread adoption of 
compostable disposables is fraught with 
challenges that must be addressed before 
such a transition can be successfully 

achieved. This article will explore challenges 
related to a variety of topics, including cost, 
infrastructure and behavior. Hopefully you 
will be able to bring up these challenges 
internally within your organizations to 
develop strategies to overcome them in 
order to maintain a steady and successful 
transition.

Cost
One of the primary barriers is the 
cost differential between plastic and 
compostable materials. Plastic, being 
a byproduct of the fossil fuel industry, 
often benefits from economies of scale 
and well-established supply chains that 
keep prices low. In contrast, compostable 
materials, such as plant-based bioplastics 
or fiber-based products, tend to be more 
expensive to produce, especially at smaller 

scales. This cost disparity makes it difficult 
for businesses and consumers to justify 
the higher price tag associated with 
compostable options, even when the long-
term environmental benefits are taken into 
account.

Infrastructure
The infrastructure required to effectively 
manage and process compostable waste is 
often lacking, particularly in many parts of 
the world. Industrial composting facilities 
capable of handling large volumes of 
compostable materials are still relatively 
scarce, and the logistics of collecting and 
transporting these materials to these 
facilities can be complex and costly. 
This creates a chicken-and-egg problem, 
where the lack of available composting 
infrastructure discourages the adoption 



of compostable products, while the limited 
demand for such products hinders the 
investment in and expansion of that 
infrastructure.

Home compostable products equally 
struggle as consumers may (or more 
likely may not) have home composting 
environments. Home compostable products 
can be thrown in the garbage and will, 
eventually, degrade. But consumer behavior 
plays a huge role in creating a home 
compostable environment supporting single 

use products they bring home from a retailer.
The educational and awareness gap 

surrounding the benefits and proper disposal 
methods for compostable products varies 
and generally is a function on demographics. 
Many consumers may not fully understand 
the difference between biodegradable, 
compostable, and recyclable materials, or 
the importance of properly disposing of 
compostable items in designated recepticles. 
This lack of understanding can lead to 
contamination of recycling streams or 

improper disposal, undermining the 
intended environmental benefits of using 
compostable products.

As we have discovered consumer behavior 
and habits presents a significant challenge. 
Plastic disposables have become deeply 
ingrained in many people’s daily lives, and 
overcoming the convenience and familiarity 
associated with these products can be a 
significant barrier to widespread adoption 
of compostable alternatives. Changing 
consumer behavior and habits requires 
a sustained effort involving education, 
incentives, and the creation of new social 
norms that prioritize environmentally 
responsible choices. This opens up the 
question regarding social justice and social 
responsibility. Will (or can) consumer 
behavior be driven by the Tik-Tok 
generation? And should it?

Use Cases
Another significant obstacle is the 

durability and functionality of compostable 
materials compared to their plastic 
counterparts. Disposable plastic items 
are often designed to withstand the rigors 
of daily use, from hot liquids in takeout 
containers to the structural integrity required 
for carrying heavy items. Compostable 
materials, while improving in performance, 
still struggle to match the same level of 
durability and functionality, which can 
lead to product failures or unsatisfactory 
user experiences. This can undermine 
consumer confidence and slow the adoption 
of compostable alternatives. As outlined in 
the last article, PHA can be used in HOT and 
COLD beverages, while fiber based products 
can only be used in COLD beverages. This 
hugely impacts which material to use in the 
conversion from plastic to sustainable. 

Furthermore, the availability and 
accessibility of compostable products on the 
market can be a significant barrier. In many 
cases, consumers may not have easy access 
to compostable alternatives to common 
plastic items, as the product selection and 
distribution channels may be limited. 
This lack of accessibility can discourage 
people from making the switch, as it can be 
perceived as an inconvenience or require 
additional effort to seek out and purchase the 
desired compostable items.
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Continued on page 20

SEPTEMBER 16-18, 2024
MIAMI BEACH CONVENTION CENTER
3 HALLS FOR 3 DAYS

THE AMERICAS FOOD & BEVERAGE SHOW & CONFERENCE 

IS THE MEETING POINT FOR DECISION MAKERS FROM 

THROUGHOUT THE HEMISPHERE AND THE WORLD.

50% of the show attendees are decision makers ensuring that the 

AF&B Show & Conference the ideal forum for meeting customers, 

vendors/service providers, suppliers, distributors and industry experts.

JOIN US FOR MIAMI’S BIGGEST 
INTERNATIONAL TRADE SHOW 
FOR THE FOOD INDUSTRY

WWW.AMERICASFOODANDBEVERAGE.COM

AF&B AD.indd   1AF&B AD.indd   1 4/8/24   3:17 PM4/8/24   3:17 PM



19Winter 202418 Spring 2022

America’sAmerica’s
Best DirectoryBest Directory

CHERRY CENTRAL COOPERATIVE

C H E R R Y C E N T R A L . C O M

PO BOX 988 TRAVERSE CITY, MI 49685

M O N T M O R E N C Y  T A R T  C H E R R I E S  &
D A R K  S W E E T  C H E R R I E S

 

D R I E D  -  F R O Z E N  -  C O N C E N T R A T E  -  P U R E E  -  J U I C E

Mark Becker
Director of International Supply

mbecker@cherrycentral.com 
231-929-5971

California-based  
Taylor Brothers Farms
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We can do custom dry blending. We have 
industrial blenders with a capacity of 
1,000/Lb. to 3,000/Lb. 
We can help you with your projects, 
whether small or large. 
The projects we can mix for you include dry 
beverage, bakery, dessert, and dry food 
mixes.

Our in-house R&D Specialist has 
formulated a wide range of dry mixes. 
We have the capability to develop your 
own formula, or improve your formula to 
your speci�c needs and quality.

We can help you with your private label 
projects with our high-quality smoothie 
powder mixes and roasted co�ee.
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Use Cases
One of the single, most crucial and 

therefore damaging challenges facing the 
transition to sustainable materials is the 
misinformation legislators have used to 
regulate sustainability. While some regions 
have implemented policies and standards to 
promote the use of compostable products, 
the lack of harmonization and consistency 
across different jurisdictions can create 
confusion and compliance issues for 
businesses and consumers. The absence of 
clear, universally accepted definitions and 
labeling requirements for compostable 
materials can further exacerbate this 
problem, making it difficult for consumers to 

make informed choices and trust the claims 
made about the biodegradability of the 
products they purchase. Paper straws are a 
great example of this. 

To address these challenges and facilitate 
a more successful transition from plastic to 
compostable disposables, a multi-faceted 
approach is required. Governments, 
businesses, and consumers all have roles to 
play in driving this change.

Governments can implement policies 
and regulations that level the playing field 
by incentivizing the production and use of 
compostable materials, while also investing 
in the necessary infrastructure to support 
effective waste management and composting 
systems. This could include tax incentives, 

subsidies, or mandates that encourage 
the adoption of compostable alternatives 
and the development of the supporting 
infrastructure. 

Businesses, on the other hand, must 
innovate and invest in the research and 
development of compostable materials 
that can match or exceed the performance 
of their plastic counterparts. This may 
involve collaboration with material 
scientists, packaging engineers, and 
supply chain experts to optimize the 
design, manufacturing, and distribution 
of compostable products. Additionally, 
businesses play a crucial role in educating 
consumers about the benefits of compostable 
alternatives and providing easy access to 
these products.

Consumers, too, have a significant part 
to play in this transition. By actively seeking 
out and choosing compostable options, 
consumers can drive demand and send a 
clear signal to businesses and policymakers 
about the importance of transitioning away 
from plastic. Furthermore, consumers play 
a vital role in spreading awareness and 
advocating for the necessary changes in their 
communities and beyond.

Only through a coordinated effort 
involving all stakeholders – governments, 
businesses, and consumers – can the barriers 
to converting plastic disposable items to 
compostable alternatives be overcome. By 
addressing the cost differences, improving 
infrastructure, enhancing product 
performance, harmonizing regulations, 
increasing accessibility, and fostering 
consumer awareness and behavior change, 
a more sustainable and circular future for 
disposable products can be achieved.

The transition to compostable disposables 
is not without its challenges, but the 
potential benefits to the environment and 
the long-term sustainability of our societies 
are too significant to ignore. By working 
together and tackling these obstacles head-
on, we can create a future where single-use 
plastic items are a thing of the past, and 
compostable alternatives become the norm, 
paving the way for a more sustainable and 
eco-friendly world. 

In Part 3 of Defining Sustainability we will 
take a deep dive into the Conversion process 
from plastic to sustainable materials.  

Winter 2024

Continued from page 16
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Q & A With
Five Star Jerky

 By Lisa Mooney

Five Star Jerky produces premium beef 
and bacon jerky. Their products are made 
100% in the USA with only the finest meats 
and ingredients for a delicious and easy 
snack on the go.

Michael Hocklander, CEO, Caribe 
Producers shared how these products 
stand out from the competition and why 
they would be a perfect addition to your 
store shelf.

1. What products are currently your best 
sellers and what makes them so
popular?

Our Five Star Signature Wagyu Grilled 
Mesquite Beef Jerky is our best seller. 
It is the taste of a grilled steak in a bag 
with just enough smokey seasoning to 
not distract from the natural flavor of the 
Wagyu beef. Our Wagyu beef is measured 
at an A4 and best known for its tenderness 
and marbling that gives the beef jerky 
a fantastic, savory finish. Our Five Star 
Signature Wagyu Teriyaki Beef Jerky is 
our second best seller, but only less by one 
percentage point.

2. Which countries are you currently 
exporting your products to?

Bangladesh, Australia, South Korea, and 
Bahrain.

3. Which export markets will you be 
focusing your marketing efforts on next?

Five Star Halal Beef Jerky will focus on 
the Middle East. In addition, we will focus 
on other countries that require Halal beef. 
We have identified export markets where 
Halal beef jerky has not been introduced 
as a portable protein snack, in fact, many 
retailers do not have allocated space for 
it. We go into a retailer and find the nut 
section and discuss with them how to 
add SKUs and market beef jerky. Most 
buyers are interested in the product, have 
knowledge of beef jerky, but also keep in 
mind that this is a new product for their 
customer. There is a level of educating 
the customer that we have developed. We 
adjusted packaging to read “Ready To Eat” 
since the word “jerky” is not common or 

Continued on page 28
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Harris Woolf Almonds is a California-
based manufacturer of almonds and almond 
ingredients. Our products include inshell 
almonds, natural almonds, almond paste/
butter, almond protein powder, and almond 
oil. Our products have broad utility in 
several industries: Food & Beverage, Sports 
Nutrition, Restaurant & Food Service, 
Cosmetics, and more. 

As your sales grow, we grow with you. 
Harris Woolf has watched customers’ 

orders grow from under 100 pounds to 
1,000,000 pounds or greater. Reliable 
shipments, fair market pricing, and 
outstanding customer service will help 
you scale your production. With the 
commissioning of a second paste line coming 
soon, we’re looking forward to helping more 
customers expand their business. In the near future, we look 
forward to introducing new tree nut pastes. Be sure to follow us 
on LinkedIn so that you don’t miss our exciting news. 

Innovation 
Our innovation and R&D team possess the almond know-

how our customers require when developing new products. 
Their wealth of knowledge makes them adept at getting 
formulations using HWA almond paste, protein powder, or oil 
across the finish line. Sustainability 

The best almonds formulate the best products. We work 
with approximately 200 unique farms and farmers to 
harvest high-quality, sustainable almonds. As a Certified B 
Corporation™, you can trust that HWA prioritizes people 
and planet over profit. Pollinator health, water conservation, 
and food safety are at the forefront of our minds and our 
growers’ minds. 

Contact Us
For more information or to place an order,  

visit harriswoolfalmonds.com or email us at  
inquiry@hwalmonds.com. 

Harris Woolf Almonds- 
 With Harris Woolf Almonds, 
the possibilities are endless. 

At SIAL Paris
Hall 8,

in the USA Pavilion,
Booth 88041
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501 42nd St N | Fargo, ND
800.437.5539 | redriv.com

MORE THAN JUSTsunflower
We process sunflower and other specialty crops 
to create quality food products at any quantity!

SUNFLOWER KERNEL

SUNBUTTER

WILD BIRD SEED

ROASTED SNACKS

SUNTEIN™ SUNFLOWER FLOWER

INGREDIENTS

HULLED MILLET BROWN & YELLOW FLAX

Commercial and organic certified products.

translated in some countries. We offer free 
products for demos and we changed the 
packaging to clear so customers can see 
that the beef is already cooked.

4. What sets your products apart from the 
competition?

Our products are 100% Made in 
America. The competitors make their 
products in other countries other than 
the USA, then ship to a second country 
for packaging, then ship to the third 

country for distribution. Claims that our 
competitors are USA based are in licensed 
brand name only. The preservatives the 
competitors add can dilute the product 
ingredients since it takes much longer 
for them to create beef jerky and get it to 
retail.

Longer shelf life is necessary in their 
process with all the stops in countries to 
get the product to retail thus the addition 
of preservatives. We are using resources 
internally to naturally produce a product 
in the USA and then ship directly to the 

country. Our lead times are reduced, less 
paperwork for countries, distributors 
have direct access to our USA team, and 
that translates into better results for the 
customers.

5. Will you be participating in any trade 
shows in 2024?

We attended the Gulfood Expo in Dubai 
in February 2024 and will attend a Seoul 
Food Show June 2024 in South Korea.

6. Any other pertinent information you 
would like to provide and I will include.

The Five Star Jerky slogan is “Made 
For Go”. We designed a niche market 
beef jerky for the international customer. 
Our goal is to increase the exportation 
of American harvested beef by creating 
a protein snack with our unique recipes 
to make a tender beef jerky that is made 
for go! We have partnered with the 
Southern United States Trade Association, 
the Arkansas Small Business and 
Technology Development Center, the 
World Trade Center of Arkansas, and 
Halal Transactions of Omaha. Each of 
our partners are critical in our success 
to export to other countries. Each serves 
a different aspect of our business model 
which would not be easily done without 
them.

We send a company representative to 
each country we export to in order to meet 
onsite with retail buyers and distributors. 
This shows our support for the country 
carrying Five Star and builds relationships 
with our buyers and distributors. We want 
Five Star to be in the hands of customers 
for a long time and that means we need 
to be in-country to see the product on the 
shelves and meet the customers. Global 
relationships are incredibly important to 
us.

Caribe Producers is the parent company 
of Five Star Jerky. Our products include 
Five Star Signature Wagyu Jerky and Five 
Star Prime Halal Jerky. Five Star Jerky® 
and Signature Wagyu® are registered 
trademarks owned by Caribe Producers.

Continued from page 22
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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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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, 
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
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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

Advertiser’s Index United States because the country was in 
trouble economically and politically. They also 
knew that the rest of the world was leaving 
them behind on all fronts. On the flip side, the 
arch enemy to the U.S. was the Soviet Union. 
And if China looked at the Soviet Union as 
their enemy…good enough for us. Nixon 
also believed that if communist countries 
were opened to capitalistic economies, they 
would transform gradually into a market 
economy. You could say this was the beginning 
of that “nation building thing” which I 
consider somewhat of a failure. In essence, 
our eagerness and naiveté is exactly why we 
opened up the U.S. economy without really 
thinking it through. This I will pick up in Part 
II of the next Publisher’s Statement and the 
genesis of where and why this trade conflict 
is going on right now…and will it ever be 
resolved. 

**Asia for Educators, Columbia University

Continued from page 6
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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: 
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+1 561 808 4404 | +1 954 990 3666 | sales@bourasglobal.com

MADE IN THE USA

MADE IN THE U
SA

CLASSIC
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