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THE

miss	the	food	shows.	Since	they	have	been	cancelled	this	year,	this	disconnect	from	the	industry	
and	individuals	is	very	apparent.	The	expos	are	important	for	meeting	new	U.S.	exporters	and	new	
international	buyers	who	then	become	subscribers.	It’s	also	a	way	to	visit	with	people	you’ve	had	

business	relationships	for	years	and	the	proximity	of	so	many	you	know	is	extremely	convenient.	
Most	importantly,	the	food	shows	keep	your	pulse	on	the	world	wide	industry.	Once	you	cease	

attending	food	expos…you	lose	touch	with	important	issues	and	events	on	the	international	stage	that	
have	real	impact	on	the	U.S.	exporter	or	the	entire	related	industry.	For	instance…the	SIAL	Paris	food	
expo	would	be	held	in	late	October.	The	attendees	and	visitors	on	average	number	well	over	100,000	
and	runs	5	days.	It	is	Europe’s	largest	and	most	well	attended	food	exposition	of	the	year.	The	only	
show	that	is	larger	would	be	ANUGA	in	Germany.	They	run	every	other	year.	The	event	itself	enables	
you	to	gauge	the	issues	in	European	trade	and	the	success	U.S.	exporters	are	having	in	Europe.	Some	
products	move	and	others	don’t.	This	is	a	great	testing	ground	for	new	product	introduction.	

Now	you	combine	that	with	the	food	shows	in	the	U.S.,	Europe,	Asia	and	Middle	East…you	can	
learn	very	much	from	attending	one	expo	in	each	region.	Then	came	2020	and	COVID-19.	The	last	
expo	I	attended	was	the	Gulfood	Expo	in	Dubai	back	in	February.	And	at	that	time…you	could	feel	the	
tension	in	the	building.	A	few	of	my	contacts	mentioned	that	this	will	probably	be	the	last	food	expo	
for	the	year.	I	was	skeptical…no	way	this	will	knock	out	the	entire	year.	It	can’t	be	that	bad…wrong!	
It	was	that	bad.	The	Natural	Food	Expo	and	FOODEX	Japan	were	the	first	to	cancel.	And	then	SIAL	
China	and	FHA	were	next.	And	finally	the	SIAL	Paris	and	America’s	Food	and	Beverage	were	shelved.	

I	can	completely	understand	why	they	cancelled	these	shows.	First	strike	is	that	it’s	international	
travel	which	exposes	you	to	many	more	people	and	places.	The	other	strike	was	our	limited	
knowledge	about	the	virus.	However,	we	have	learned	a	lot	since	the	initial	outbreak.	I	recently	
traveled	and	I	have	to	say	the	airlines	have	it	down	to	an	art	form.	I	was	very	impressed	with	the	
cleanliness,	distancing	and	protocol	the	airline	took	to	make	sure	I	traveled	with	minimal	concern.	To	
put	it	simply…we’ve	come	a	long	way	since	the	dark	days	of	mid-March.	

So	now	I’m	hearing	rumors	that	Gulfood	Expo	2021	maybe	cancelled.	Not	confirmed	but	just	
casual	mentionings.	I	wanted	to	make	it	clear	that	I	think	we	should	try	to	maintain	in-person	
attendance	for	next	year’s	expo	schedule.	And	here’s	why	I	came	to	that	proclamation.	I	went	over	
to	my	North	Kansas	City	Wal-Mart	the	other	day.	The	store	was	packed,	but	I	proceeded	in	with	my	
mask	and	social	distancing	in	mind.	A	person	was	there	disinfecting	each	cart	that	was	handed	out.	
Everyone	I	passed	keep	their	distance	and	check	out	was	the	same.	Just	a	side	note…the	new	number	
of	cases	in	my	area	is	nearly	zero	and	zero	deaths	for	the	last	couple	of	months.	

Something	dawned	on	me…if	a	Wal-Mart	in	Missouri	can	put	together	a	functional	day	to	day	
screening	process…why	can’t	food	expos.	They	can	even	implement	more	stringent	protocol	than	
your	regular	retail	operation.	Temperature	checks	at	entry,	pre-registered	visitors	only,	limited	
number	of	people	on	the	floor	during	operation	and	of	course…masks.	I	would	have	to	say	that	my	
chances	of	being	exposed	is	greater	at	my	gym	than	at	a	food	expo.	I’m	not	planning	anything	for	
2020…but	by	February	of	2021…I	think	we’ll	have	turned	the	corner.	The	collective	knowledge	we	
have	on	handling	the	virus	will	be	maximized.	By	then	we	may	even	have	a	vaccine!	With	or	without	
a	vaccine,	we	can	handle	this.	So	keep	the	food	expos	scheduled	but	have	a	plan	for	safety.	We	can	do	
this!!	And	with	that,	I	hopefully,	will	see	you	on	the	road.	

	

The Case for Food Shows 
in 2021     
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Though	Brexit	—	
the	withdrawal	of	the	
United	Kingdom	(U.K.)	
from	the	European	
Union	(EU)	—	formally	
occurred	on	January	
31,	2020,	the	U.K.	
remains	a	member	of	
the	EU	single	market	
and	customs	union	
through	the	transition	
period,	which	ends	on	
December	31	of	this	
year.		

Brexit Update:
U.S.-U.K. Trade Deal

By Courtney Ferris

Though	Brexit	—	
the	withdrawal	of	the	
United	Kingdom	(U.K.)	
from	the	European	
Union	(EU)	—	formally	
occurred	on	January	
31,	2020,	the	U.K.	
remains	a	member	of	
the	EU	single	market	
and	customs	union	
through	the	transition	
period,	which	ends	on	
December	31	of	this	
year.		
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For over 110 years, the Mariani family brand has been synonymous 
with premium quality. 

As the largest independent producer of dried fruit in the world, Mariani has developed 
and maintained long-standing relationships with our growers, sourcing partners, 
customers, and consumers. 

Vertical integration in the three largest commodities – Raisins, Prunes, and Cranberries – 

the world.

USA
Mariani Packing Co.
Corporate Office
500 Crocker Drive
Vacaville, CA 95688
Phone: 707.452.2800

Europe
Malopolska, Poland Sales Contact:
Tomasz Siwiec tsiwiec@mariani.com
Genova, Italy Sales Contact:
Silvio Ermini sermini@mariani.com
Beaconsfield, United Kingdom Sales Contact:
Cathy Anderson canderson@mariani.com

Asia
Shanghai, China Sales Contact:
Tiger Lee 13816695869@163.com

Mariani Packing Co.
Wisconsin Rapids, WI
Director, Global
Commodities Contact: 
Steve Sousa ssousa@mariani.com
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With	the	clock	ticking	loudly	in	the	
U.K.	government’s	ear,	the	U.K	feels	the	
pressure	to	finalize	new	and	expanded	
trade	deals	with	key	trading	partners	or	
else	risk	tariffs	on	a	number	of	British	
goods,	as	the	country	will	no	longer	
benefit	from	existing	EU	trade	deals	as	a	
member	nation.

Currently,	the	U.K.	government	has	
launched	negotiations	for	trade	deals	
with	a	number	of	countries	but	has	yet	

to	finalize	many	of	its	most	important	
trade	agreements.	While	negotiations	for	
a	U.S.-U.K.	trade	deal	began	in	March	of	
2020,	talks	have	stalled	over	a	number	of	
key	issues.	Specifically,	the	U.S.	wants	to	
know	whether	or	not	the	U.K.	will	retain	
the	SPS	restrictions	on	imports	of	U.S.	
beef	and	poultry	previously	imposed	by	
the	EU.	The	U.K.	government	believes	it	
is	unlikely	the	two	countries	will	be	able	
to	reach	a	deal	in	advance	of	the	U.S.	
general	election.	

According to the U.S. 
Department of Agriculture 
(USDA), U.S. agricultural 
exports to the U.K. were valued 
at $1.7 billion, about 1.3 percent 
of the U.S. agricultural total 
($132 billion) in 2015. 

While	agricultural	products	account	
for	only	a	small	share	of	total	U.K.	
trade	with	the	U.S.,	American	exports	
to	the	U.K.	are	growing.	Beverages,	
miscellaneous	edible	preparations,	
oilseeds,	and	vegetables	are	among	the	
fastest	growing	categories,	according	
to	USDA	Economic	Research	Service.	
Wine	consumption	is	also	growing	in	the	
U.K.,	which	may	be	responsible	for	the	
recent	rise	in	U.S.	exports	of	alcoholic	
beverages.
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As of September 2020, the world is 
holding its breath to see if Brexit will 
come to fruition without political or 
economic casualties — trade agreements 
not withstanding. Most recently, political 
commentators are concerned that the 
Good Friday Agreement could become 
one such casualty if the U.K. is forced to 
erect a land border between Northern 
Ireland, which is part of the U.K., and the 
Republic of Ireland, which is a separate 
country. A land border could upend 
the delicate political understanding 
that exists in this region. As December 
approaches, trade partners and world 
leaders eagerly wait to see what the new 
Britain will look like in 2021.

12
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Touchstone Pistachio Company, located 
in the heart of California’s San Joaquin 
Valley, is the newest member of the 
international pistachio community. We are 
a family-owned growing and processing 
operation and one of the more relevant 
pistachio suppliers in the world.

We are often asked what motivated us to 
build a pistachio processing facility. Why 
now? Why us? Who are we as a company?

We Know how to grow
We have been in farming for over 25 years 

and are continually investing in sustainable 
farming, and irrigation practices that 
ensure our success for years to come. Our 
commitment to growth extends beyond 
the orchard and into our relationships with 

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

We know how to build
We are no stranger to residential, 

commercial and industrial development. 
Touchstone Pistachio Company’s 
production facility will feature the latest 
food-processing technology. Our aim is to 
build to our industry’s future, no just to the 
needs of today.

We know how to serve
We are dedicated to growing, 

feeding, nourishing, and educating our 
communities. We fulfill our purpose by 
serving our customers and consumers. 

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

Throughout our business endeavors, we 
pride ourselves on our core-competency: 
relationships. Business partnerships are 
built on synergistic opportunities while 
acting ethically and being a good steward 
in this industry that we are so fortunate to 
be a part of. We look forward to partnering 
with you and trust we share your dedication 
to relationships based on transparency, 
performance, and a commitment to solving 
issues if they arise.

For more information, please call us 
at +1-559-470-3510 or email at rudy.
placencia@touchstonepistachio.com.

Touchstone Pistachio Company
Transparency, Performance & Commitment
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With consumer habits changing — 
both due to the global pandemic and 
the natural progression of health trends 
— the California Prune Board (CPB) is 
actively flipping the script on the benefits 
of California Prunes, placing a greater 
emphasis on gut and bone health.

“I always say, if prunes were called 
apples, people would think they were the 
greatest things on earth. They check the 
box on everything,” says George Sousa, Jr., 
President of Mariani Packing Company, 
the largest independent producer of dried 
fruit in the world. Sousa also serves as 
the newly elected Chairman of CPB and 
is enthusiastic about how prunes are 
beneficial for everyone from teenagers to 
senior citizens.

Changing 
Consumer 

Habits Propel 
California 

Prunes
by Courtney Ferris
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Keeping consumers engaged about 
the health and versatility of prunes is 
critical for the changing environment. 
Science reveals what growers have known 
all along: prunes are a reliable, delicious 
superfood. CPB continues to lead the 
way in supporting scientifically rigorous 
research on the nutritional benefits of 
incorporating California Prunes into the 
daily diet.

“Every study we invest in further 
adds to a growing body of evidence that 
prunes are good for you beyond the gut. 
We know consumers are seeking more 
information about immunity support 
and prunes are packed with fiber and 
antioxidants, but we are also seeing 
an added benefit of bone protective 
qualities” says Sousa.

To date, some of the most exciting 
findings connected to prune research 
shows a link between positive bone 
health response and California Prunes 
in post-menopausal women. Post-

menopausal women lose 1-1.5 percent of 
their bone density per year, but studies 
show that women who eat five to six 
prunes daily may help prevent bone loss 
and preserve bone structure, reducing 
the risk of osteoporotic fracture.

In these complicated times, California 
Prunes are a perfect fit for consumers: 
convenient, portable, flavorful, and full 
of immune-enhancing polyphenols. 
Changes in consumer buying habits 
brought on by the pandemic and need 
to quarantine has people consciously 
shopping for healthy, shelf-stable foods, 
which means more experimenting 
with California Prunes at home. With 
more time spent at home, consumers 
are cooking – and snacking – more and 
seeking foods that comfort.

The CPB recently commissioned a 
survey of 1,076 health practitioners 
distributed by Today’s Dietitian to gauge 
the impact of COVID-19 on the dietetics 
profession, as well as consumer interests 

and behaviors during the pandemic. 
The survey findings revealed that 87% 
of consumers are cooking at home more 
often, and 60% are interested in shelf-
stable fruits and veggies while 35% of 
RDs are recommending more shelf-stable 
produce to their clients and audiences. 

Consumers can find an extensive 
collection of traditional and on-trend 
recipes at californiaprunes.org/recipes 
ranging from indulgent snacks to healthy 
seasonal options.

While the benefits of prunes are 
many, not all prunes are created equal, 
according to the Board.

“What sets California Prunes apart 
[from foreign competition] is food safety, 
farming practices, and a united industry 
focused on building consumer awareness 
to support long-term growth,” says 
Sousa.

John Taylor, Vice President of Taylor 
Brothers Farms, Inc., the world’s largest 
grower of organic prunes, and Vice 
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Chairman of CPB, agrees, enthusiastically 
adding that “sheer flavor alone deserves 
to set California Prunes apart”.

“The quality and consistency of 
California-grown and -processed prunes 
are leaps and bounds above anybody else. 
Our quality of pit removal is consistent, 
our moisture levels are consistent, and, if 
you’re a handler that uses them, the levels 
of preservatives are consistent. You won’t 
find that among the competition,” says 
Taylor.

Harvest 2020
The California Prune harvest wrapped 

up on schedule this year and growers 
have worked through the challenges of 
wildfires and market disruptions caused 
by the pandemic to harvest premium 
quality fruit consisting of an optimum 
range of sizes.

“As an industry, we prioritize safety for 
everyone while still producing premium 
quality fruit at every step in the supply 
chain, ” says Sousa.

As of September 10, growers and 
handlers estimate a production of 
45,000 metric tons (50,000 short tons) 
of California Prunes — a decrease of 
37 percent from the previous year. This 
year’s crop was expected to be low but 
came in lower than anticipated due 
to multiple factors, including weather 
conditions and grower-reported yields 
during the growing seasons. As market 
conditions adjust to new circumstances, 
California Prunes are in a strong position. 
In fact, domestic shipments are up 12 
percent, as compared to the previous 
year.

“We have no doubt it will be a good 
year for California Prunes. Because of this 
harvest’s high sugar levels, the prunes 
will be premium quality after drying,” 
says Sousa.

Taylor agrees, adding that this is a 
“vintage year” for California Prunes 
and noting that the high sugar levels, 
measured by Brix, yield a better drying 
process.

“What’s good for the drying process 
is even better for consumer taste buds,” 
says Taylor.

The California Prune industry has 
perfected the art of drying prunes using 
climate-controlled tunnels, balancing 
temperature, humidity, and time.

California is the largest producer of 
prunes, providing approximately 40 
percent of the world’s supply and over 90 
percent of the U.S. supply.

The California Prune Board represents 
approximately 800 prune growers and 
28 prune, juice, and ingredient handlers 
under the authority of the California 
Secretary of Food and Agriculture. For 
more information, visit californiaprunes.
org.
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SINCE 1992, OUR PASSION 
HAS BEEN MAKING A

STRONG, COMPLEX TASTE 
EXPERIENCE. EACH 

CATEGORY OF STIRLING 
PRODUCTS ARE DESIGNED 

TO COMPLEMENT EACH 
OTHER. UNIQUE FLAVOR 

PROFILES ARE INEVITABLE.

DELIGHT
YOUR SENSES

STIRLINGFLAVORS.COM | +1.253.867.6133

INCREASE
YOUR PROFITS

ENHANCE
YOUR MENU

•FLAVORED SYRUPS
•GOURMET SAUCES
•TEA CONCENTRATES
•FRAPPE MIXES
•SHAKABLE TOPPINGS

SIMPLY THE BEST!

SCAN CODE FORMORE INFO

N CODE FORMORE INFO

STIRLING FLAVORS
IS GROWING AND 
LOOKING FOR MORE
GLOBAL DISTRIBUTORS

•FLAVORED SY
•GOURMET SA
•TEA CONCEN
•FRAPPE MIXE
•SHAKABLE TO

SCASCA
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Putting U.S. Red Meat  
on the World’s Table

Our presence at Anuga, 
the world’s largest trade 
fair, is an example of how 
we demonstrate to our 
partners in Europe our 
desire to maintain the U.S. 
share of the high-quality 
beef market by promoting 
the reliability of the 
product and securing 
access to new and existing 
markets around the world.

1660 Lincoln Street 
Suite 2800
Denver, Colorado 80202
phone: (303) 623-6328
www.usmef.org

The U.S. Meat Export Federation 
(USMEF) is made up of a diverse group 
of members that includes cattle, hog and 
sheep producers, oilseed producers, grain 
farmers, packers, processors, traders and 
supply and service companies – all working 
together to increase exports of U.S. beef, 

Visit our booth at Anuga to learn more about 
U.S. red meat and about USMEF activities and 
programs planned in your market and other 
international markets. You can also visit www.
usmef.org to discover how USMEF is helping 
put U.S red meat on the world’s table.

Facebook: @ USMEF

Twitter: @ USMEF

Instagram: @ USMeatExportFederation

LinkedIn: U.S. Meat Export Federation
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Dan Halstrom, President of the U.S. Meat Export Federation provides insight as to how Covid-19 has 
affected the U.S. Beef industry, and explained how they have navigated through this difficult time. 

 1. How have sales of U.S. Beef increased in Europe during this challenging time? 
EU clearance of U.S. beef under the duty-free quota has gained momentum in recent weeks 
following a sluggish second quarter. 90% of the quarterly allocation was filled from January 
through March, but second-quarter volume dropped 55% due to the impacts of COVID-19, 

averaging 33 mt per day. U.S. beef has averaged 54 mt per day this quarter, and at the end of 
August, 87 mt of U.S. beef was being cleared each day.

U.S. Beef Imports in Europe
Q & A with Dan Halstrom, President USMEF

by Lisa Mooney

Continued on page 28



America’s
Best Directory

California-based  
Taylor Brothers Farms

is the leading producer,
grower, and processor

of organic and
conventional prunes
and prune products. 

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
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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.

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

At Foodlinx, we’ve built relationships with key 
suppliers that help you grow your business. Our 
partnerships provide exclusive access to high quality 
brands such as Raley’s, Sunny Select, Market 
Essentials, and Bayview Farms; giving you access 
to thousands of unique food and non-food products.

RALEY’S offers a deep range of product solutions 
with over 1,000 SKUs of food and non-food items 
and more than 150 frozen grocery SKUs, including 
national brand equivalents across virtually every 

TO LEARN MORE VISIT US ONLINE AT FOODLINX.COM OR CONTACT EXPORT@FOODLINX.COM
70 EAGLE ROCK WAY, SUITE A   |   BRENTWOOD, CALIFORNIA 94513   |  USA

category with global sources, and award winning 
packaging design.

California brand SUNNY SELECT is positioned to 
help you drive traffic, build loyalty and create a 
unique point of differentiation in your market place 
without the startup cost of developing your private 
brand line up. With over 1,000 products covering 
most grocery categories, Sunny Select is 
formulated to offer you the same or better quality 
as the leading national brands of the USA.

EXCLUSIVE BRANDS
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brand line up. With over 1,000 products covering 
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formulated to offer you the same or better quality 
as the leading national brands of the USA.

EXCLUSIVE BRANDS
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Interest and demand for U.S. beef 
appears to be picking up in Germany, Italy, 
Scandinavian countries, France, Spain 
and the UK. We are also seeing continuing 
interest from many Eastern and Central 
European countries. Disposable income 
is below that of Western Europe but it 
is improving and providing possibilities 
for higher quality proteins, including 
consumption of high-quality beef. 

2. Have the ports in those markets 
been accessible for U.S. shipments? 

Most US beef imported into the EU 
(estimated around 70-80%) is coming 
through the port of Rotterdam in the 
Netherlands, although we understand some 
shipments are going through Italian ports. 
Most U.S. beef going to the UK is trans-
shipped from the EU.

Accessibility has never been an issue at 
ports for U.S. beef shipments. In fact, the 
port of Rotterdam made its name and 
reputation by providing the best logistical 
service in Europe. There is very little U.S. 
beef going directly to European countries. 

3. How has marketing changed in 
Europe since the pandemic began?

Prior to COVID-19, a majority of U.S. 
beef was destined for the foodservice 
sector. With foodservice severely affected 
by COVID restrictions, U.S. beef sales were 
dramatically impacted, as reflected in the 
TRQ utilization numbers. In many respects, 
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COVID has stimulated a shift toward 
retail, which allows USMEF to present and 
promote a wider range of cuts to a much 
wider range of consumers. We are seeing 
more interest in secondary cuts, which 
provide less expensive alternatives to ribeye 
and striploin. Building demand for these 
cuts is an important marketing strategy 
for U.S. beef since all EU importers need to 
import and deal with “full sets” of U.S. beef.

 4. U.S. Beef has the highest quality and 
safety guidelines in place. Describe 
how U.S. beef is being packaged and 
handled during this time. 

U.S. red meat establishments and trade 
associations have worked proactively 
with U.S. government agencies to provide 
guidance and develop best practices 
toward ensuring the safety of the U.S. food 
supply. The U.S. red meat industry remains 
committed to keeping the supply chain 
running through these challenging times, as 
does the U.S. government. Now more than 
ever, the U.S. red meat industry is reliant on 
our international customers as we all work 
toward assuring them of the safety of our 
products. 

 5. What does the future look like in 
Europe and around the globe for the 
remainder of 2020 for U.S. Beef? 

USMEF is optimistic about prospects 
for high-quality U.S. beef in Europe. With 
the new duty-free TRQ in place, U.S. beef 

is price-competitive and offers the EU 
consumer a unique, high-quality product. 
With better prices and more supply 
continuity, the special TRQ also helps 
our EU partners develop their purchasing 
plans for U.S. beef. Compliance with EU 
veterinary and sanitary requirements 
presents a challenge for U.S. beef producers 
but the TRQ will encourage U.S. producers 
to look more closely at the potential for U.S. 
beef in Europe.

Globally, after a promising first quarter 

in which exports increased 9% in volume 
and 8% in value, weakened international 
demand and the interruptions in beef 
production weighed heavily on U.S. beef 
exports in May and June. Weekly U.S. 
export data suggests an upward trend 
in demand in many markets and with 
production recovering, the U.S. has regained 
a supply advantage. We expect U.S. beef to 
regain export momentum in the second half 
of the year.
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          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. 

Six decades of feeding
families around the globe

     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 

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.

CRIDER FOODS
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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 Goes Lean & Green 
 

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
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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.
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Quality, consistency, and 
customer satisfaction

in 67 countries

Sierra Valley Almonds
850 Commerce Dr. 
Madera, CA 93637
1.559.662.8900
svalmonds.com
sales@svalmonds.com
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Ag Alumni Seed  p. 18 
www.agalumniseed.com 
Bascom p. 38 
www.maplesource.com
Crider Foods p. 30, 31 
www.criderfoods.com
Eagle Beverage Products p. 20, 21 
www.compostablesource.com
Farmer’s Rice Cooperative  p. 36, 37  
www.farmersrice.com
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Pacific Valley Foods  p. 42 
www.pacificvalleyfoods.com
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www.preferredpopcorn.com
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www.redriv.com
Reist Popcorn Co. p. 34 
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www.rosepacking.com
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www.rpacalmonds.com
Sacramento Packing p. 11 
www.sacramentopacking.com
Setton International  p. 28 
www.settonfarms.com
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www.shorelinefruit.com
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Sun Valley Rice p. 29 
www.sunvalleyrice.com
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Touchstone Pistachio Co.   p. 13 
www.touchstonepistachio.com

USA Foods p. 7, 8 
www.usafoods.com
US Meat Export Federation p. 22,23 
www.usmef.org

    Wilbur Packing  p. 44  
    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
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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
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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
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The Fremont Company • Mike Hackbarth 
Mike.Hackbarth@FremontCompany.com • 716.627.4369

www.PLKetchup.com

Ken Pond
Plant Manager 
and Ketchup Expert
22+ Years Experience

Meet our new Plant Manager, Ken Pond. For over 22 years, Ken has learned everything there is to know 
about the formulation of ketchup. It’s a science & an art. What does that mean for our private brand 
ketchup customers? Everything. Ken, along with our entire team of Ketchup Experts, can expertly craft 
your ketchup brand into serving your customers what they crave. Better-for-You ingredients and a high- 
quality taste that your customers want along with the flexibility and complete focus that you need. 

Partner with The Fremont Company for all of your private brand ketchup needs and give your 
customers what they want.

THE KETCHUP
EXPERTS!

C A P A B I L I T I E S  I N C L U D E :

Organic  | Non GMO  | Kosher | Better for You | Export
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Setton Chinese translation: 
 
 
 

22000 ISO/FSSC 
 

Our WeChat ID is 
TheAmericanExporter

The American Exporter Magazine and 
The Natural Food Exporter Magazine

Are On WeChat!   
Visit Us On WeChat

 

 

 

 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, Director of Export Sales

Business Type: Manufacturer, 
Co-Packing
Product Line: Seasoning Blends, 
Sauces and Marinades, Pepper 
Sauce, Custom Blending, 
Co-Packing services

Product of USA

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
CA Phone: +1-559-535-6050
CA Fax: +1-559-535-6089
NY Phone: +1-631-543-8090
NY Fax: +1-631-543-8070
Email: 
Joshua.Setton@SettonFarms.com
Contact: Joshua Setton
Website: www.SettonFarms.com
Business Type: Grower, Processor, 
Exporter, Roaster, Manufacturer, 
Packer
Business Profile: America's premier 
supplier of California pistachios. 

Amerikas führender Anbieter von 
California Pistazien. Hauptexporteur 
von California Pistazien zu allen 
Märkten bietet natürliche und 
gewürzte Pistazien. 
ISO/FSSC 22000 zertifiziert.

Major exporter of California pista-
chios to all markets offering both 
natural and flavored pistachios. 
ISO/FSSC 22000 Certified.

Product of USA

 

 

 

 

 

NW Commodities 
Marketing, Inc

NW Commodities
Marketing, Inc.

5920 NE Ray Circle,
Suite 120
Hillsboro, OR 97124
Phone: +1-503-647-7633
Fax: +1-503-647-7630
E-mail: David@nutluck.com

 Terry@nutluck.com
Website:  www.nutluck.com
Contact:  David VanSpeybrock

 International Sales
 Terry Fasel
 International Sales

Product Line:  NW Commodities 
Marketing Inc. is an international 
sales company handling a wide 
array of specialty agricultural 
products including: Dried Fruit, 
Tree Nuts, Peas, Beans, Lentils, 
Edible oils, Specialty grains, and 
Spices. We provide consistently 
high-quality ingredients to 
snack food, bakery, energy bar, 
confectionary and pet food 
companies around the world. 
We are constantly adding new 
products, so if you don’t see 
what you are looking for, please 
call as we can help you source 
the items you need. Above all, 
let us help you achieve your 
goals. Visit our Products page 
for more info.

Product of USA
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   - China  
   Mr. Tony Wang
 
    
   - Australia 

2700 Richards Road
Bellevue, WA 98005 U.S.A.
PH: +1(425) 643-1805
FAX: +1(425) 747-4221

 
- Japan 
Mr. Shizuo Nakagawa 
 

 
- New Zealand
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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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