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The Acceleration of Transportation
Shortages...Part 3
he container shortage is not going away! This is not just an “opinion”. If you get time, check out
the article in the pages ahead on the lingering effects of transportation shortages. I’ve discussed
ocean containers, but we are now seeing it in all intermodal aspects of transportation. If you don’t
believe me, go down to your grocery store and check out how much basic food stuff costs. You need
trains and trucks to carry the “pass on” costs of the container shortage…it all flows downhill!
This is a complex problem, and it is not something that can be digested in a macro sense. In our
feature article, a real supplier discusses the complexities of the container shortage and the impact
Covid 19 has had on world trade. I would like to re-exam the macro analysis of what I think is at the
root of this crisis. Once again, I must go back and look at how we reached this point. The question
I poise is this…could it 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.
Let’s step back in time. The 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 September and the problem is still going on. 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
Continued on page 34
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The Lingering Effect
of Transportation
Shortages
By Greg Johnson

8

The world of COVID 19 seems to
linger on and the effects on world trade,
supply & demand structure, and the food
distribution system have been profound.
A key ingredient to all of this is of course
transportation. We have struggled with
shortages of truck drivers and rising fuel
cost but the most challenging for my
business has been the container shortage.
The ocean container system is a modern
wonder in its combination of efficiency
and flexibility that has fueled the greatest

boom in world trade in the history of
humankind. Thanks to Covid 19, the
wonder has been transformed into horror.
My company’s split of business is about
50% export and 50% domestic sales. Our
bread and butter in export is the branded
business which is exclusively in containers.
Over the last 6 months I have spent long
hours of every working day helping our
logistics department reconcile changes to
our production schedule, something that 2
years ago was rare.
What has happened to the easy flow
of goods in the last year? The answer is
container shortage but the explanation
gets more complicated beyond the boxes
themselves. Pent up demand in the US
and other parts of the western has been
sporadically released as people have
attempted to re-enter their normal post
Covid lives. Goods from Asia , being a key
supplier for so many household needs
these days have experienced a strong run of
orders and highly competitive conditions
to obtain both container boxes and
booking space on ships heading to world
trade destinations. Building pressure by
customers desperate to make shipment
combined with rising freight prices created
a motivation for major shipping lines
to route empty boxes back to Asia from
western ports in order to expedite cargo
out of Asia. As a result, obtaining boxes and
bookings for US cargo going anywhere else
worldwide has become beyond challenging
to say the least.
The space shortage in our case relates
in my opinion to the rerouting of vessels
to return empty containers in an express
fashion to Asia. My booking agents have
explained that vessel service to Europe
or South America has been reduced by
retasking vessels from those destinations to
carry the empties back. In our experience,
we are dealing with bookings that are out 3
or 4 weeks instead of the usual 7 to 10 days.
Not only are we waiting the additional time
but also rolled bookings are now the rule
rather than the exception. Waiting 3 weeks
to ship cargo to a desperate customer and
getting a 1 or 2 week roll is demoralizing.

Please Visit Illinois Food & Beverage Companies
at the Following Upcoming Shows:

ANUGA 2021
U.S. Pavilion
ATI American Trading
International
Booth G 50

Color Brands
Booth H 61

FoodSource, Inc.
Booth G 52b

Lillie’s Q Sauces &
Rubs LLC
Booth G 52b

Seneca Foods
Corporation
Booth H 50

PLMA’s 2021 Annual
Private Label Trade Show
E Formella
Booth 9305

Devanco Foods
Booth 9308

If you are a buyer interested in sourcing product
or an Illinois company interested in
our programs/services, please contact:

Spring 2018
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Some destinations have unfortunately
become unserviceable.
Additional fallout from this chaotic
shipping environment has come in
the form of outlandish demurrage and
container holdover costs. This is an area
that I strongly fault the ports for. In our
experience, we have seen erratic changes in
earliest return date as well as late gates. As
a result, we have actually pulled containers
for an order and loaded them only to be
told that the schedule has been moved
up with less than 24 hours notice and
bookings will be rolled to next vessel. In
this case, we were charged demurrage on
the containers that were waiting for travel.
We shifted our strategy to earliest date
returns only to find them being moved
out and again demurrage charges being
levied. The cost of the demurrage has
become so significant that I am changing
company policy and charging additional
cost to customers as a line item in my sales
agreements rather than the traditional “all
in” method. Thankfully, customers are as

aware of the situation as we exporters and
have shown a remarkable level of tolerance.
I am eternally grateful to a wide range of
my customers around the globe for this.
In my attempt to understand fully
the causes and effects of this difficult
container situation I wanted to explore
the challenges from a different angle so I
spoke to several forwarders about freight
conditions coming into the US. I would
have thought that container boxes for
Asian shippers would be plentiful given the
express routing of empty containers and
the resulting reductions in rotation time.
I was wrong, they are experiencing hyper
competition to get boxes and paying big
premiums for bookings that will make the
ship as opposed to being rolled multiple
times. A standard container out of an
Asian port for a dry goods food product
pre-Covid was $1500 to $2000 heading to a
US port according to one of my forwarding
contacts. The same product and trip today
will cost $7,000 to $ 8,000 and in some
cases with a no roll premium could be as

high as $ 18,000. I could not believe these
numbers so I checked with additional firms
and found the same story. Needless to say,
I came away knowing that until conditions
in Asia improve for their exporting
community, our situation will continue to
difficult.
So what is the prognosis for our markets
in the short term? Unfortunately, my
contacts are not optimistic about relief
anytime soon. They see the tightness in
supply of freight services to continue
well into 2022 and beyond. Supply chain
management in the US will be challenged
to bring in sufficient supplies of goods
to maintain stable stocks for customer
purchase. This will continue to pressure
prices upward both because of additional
costs of freight and the continuous impact
of short supply. Ultimately, supply of
containers and ships will expand to meet
demand due to the profit potential of that
asset expansion but such growth takes
time. I am preparing for a long winter
ahead and a lot of long hours.

Far West Rice is able to supply domestic and
international customers both branded and private label
products in a wide variety of packaging styles.
With the help of Japanese milling technology and years of
traditional hands on experience, we are able to provide
high quality rice with exceptional taste, texture, cleanliness,
appearance and cooking quality.

+1 (530) 891 - 1339
sales@farwestrice.com
PO BOX 370
Durham, CA 95938 USA
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Far West Rice oﬀers these brands and more!

To learn more about what Far West Rice can bring to your table,
see the information below.

Visit our website at
farwestrice.com
Or ﬁnd us on Facebook
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Food Taipei Mega Shows

A Well-Rounded Platform for Energizing the Food Industry
2021 Food Taipei Mega Shows will
make their grand debut on October
6 and run until October 9. The megaevent is headlined by Food Taipei and
also features Foodtech Taipei, Bio/
Pharmatech Taiwan, Taipei Pack and
Taiwan HORECA. The trade shows
comprehensively represent the entire
food industry supply chain, from
upstream to downstream - facilitating
one-stop procurement for global buyers.
2020 Food Taipei Mega Shows were a
shining light. Not only did they launch
smoothly, they attracted more than
23,600 visitors. This year, the event will
fully occupy Taipei Nangang Exhibition
Center Hall 1 (TaiNEX1) and Hall 2
(TaiNEX2), which are expected to host
a total of more than 4,000 booths.
Meanwhile, the brand-new Food Taipei
Forum will share the latest information
about the food industry.
Following the lead of the Taiwan
Pavilion, there will be 17 national

pavilions with their own distinct
characteristics, including those of
Japan, Latin America, Belgium and
Indonesia. In addition to the 32 countries
participating in the event, Taiwan’s
county and city governments will also be
exhibiting their regional specialties to the
world.
Food Taipei Mega Shows aim to
implement the concept of Online-MergeOffline (OMO), with participants around
the world converging on the mega-event.
As one of Asia’s largest food industry
platforms, Food Taipei Mega Shows are
expected to stimulate innovation and
open up more business opportunities.
This year, the show will hold a
month-long online exhibition (Oct.
6 to Nov. 5), which includes online
meeting reservation, real-time chats and
messages. Online sourcing meetings will
also be held, offering more interactions
among domestic and international
professional buyers across regions and

time zones to create win-win solutions.
Moreover, an online forum and Live
Tour will be held during the show, which
promote the show and create new hot
topics.
Food Taipei Mega Shows will
create a comprehensive supply chain
covering the upstream, mid-stream,
downstream sections of the food industry
and peripheral equipment sectors.
Domestic and foreign high-quality food
products, food processing machinery,
biotechnology and pharmaceutical
equipment, and packaging machinery
and equipment as well as catering and
hotel supplies will be gathered as the
top food exhibition platform for people
in the global food industry. Those who
are interested in Taiwan’s food industry
chain are sincerely welcome to visit 2021
Food Taipei Mega Shows.
Please refer to the following websites
for more information about 2021 Food
Taipei Mega Shows:
• Taipei International Food Show: www.
foodtaipei.com.tw
• FOODTECH TAIPEI and Bio/
Pharmatech TAIWAN: www.foodtech.
com.tw
• TAIPEI PACK: www.taipeipack.com.tw
• Taiwan Int’l Hotel, Restaurant &
Catering Show: www.taiwanhoreca.
com.tw
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America’s
Best Directory

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

California-based
Taylor Brothers Farms
is the leading producer,
grower, and processor
of organic and
conventional prunes
and prune products.
Fall 2020
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California
Prunes
An International Superfood
by Lisa Mooney

14THE AMERICAN EXPORTER MAGAZINE 2021.indd 1

California is the world’s largest supplier
of prunes providing a range of premium
sizes to meet demand both in the U.S. and
in key export markets.
With an estimated 75,000 tons in
volume for the 2021 crop, California Prune
growers have been diligent in maintaining
the health of the trees, the soil, and
preparing crews for harvest in August to
produce the premium quality prunes that
California is known for.
Unlike the majority of processed fruits,
most California Prunes are packed to
order. At that point, they are rehydrated,
sterilized, inspected one last time, and
packaged for shipping.
Over the course of the pandemic,
demand for California Prunes accelerated
and the industry responded with smart
inventory management which translates
to a consistent supply for customers year
around.
Keeping consumers educated about
the health attributes and versatility of
prunes is extremely important and instills
what science has proven; prunes are a
delicious superfood. Each serving includes
a nutritious variety of vitamins, minerals,
antioxidants, and fiber that are good for
the gut and support healthy bones.
Kiaran Locy, Director of Brand and
Industry Communications for California
Prunes explains both the impact on the
environment and their health attributes.
“This low-waste fruit is even friendly
to the planet. Because people can eat
Continued on page 20
7/7/2021 1:47:20 PM
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Touchstone Pistachio Company
Transparency, Performance & Commitment
Touchstone Pistachio Company, located
in the heart of California’s San Joaquin
Valley, is the newest member of the
international pistachio community. We are
a family-owned growing and processing
operation and one of the more relevant
pistachio suppliers in the world.
We are often asked what motivated us to
build a pistachio processing facility. Why
now? Why us? Who are we as a company?

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

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

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

We know how to serve
We are dedicated to growing,
feeding, nourishing, and educating our
communities. We fulfill our purpose by
serving our customers and consumers.

Come Visit Us at ANUGA 2021
Hall 10.2 Booth H 58
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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.

Ag Alumni Seed
Leaders in Hybrid Popcorn Research, Production
and Customer Service
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 groundbreaking 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

Summer 2021
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Bösch Boden Spies (BBS) expands
its nut portfolio with Hazelnuts
from Hazelnut Growers of Oregon
• Bösch Boden Spies now offers singleorigin 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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Continued from page 14
prunes whole, there’s no peel or other
inedible plant parts to take up space in
the consumer’s trash can. As part of a
balanced diet, nutrient dense prunes
offer consistent and reliable nutrition
any time of year at any stage of life. Their
high-quality carbohydrates naturally help
sustain energy levels without breaking
your calorie bank.”
“California Prunes are the ultimate
superfood because they have a high

nutrient density. At the same time, they
are a low-calorie snack with low sucrose
and a low glycemic index.”
“If that wasn’t enough, California
Prunes are vegetarian and vegan friendly
because they are plant-based only. The
combination of Vitamin K, potassium,
copper and boron – as well as antioxidants
and fiber are ideal for anyone. The
synergistic relationship of nutrients in
California Prunes help support overall
health and wellness for any life stage or

VISIT US AT ANUGA 2021
USA Pavilion: USA Rice Federation
Hall 10.2, Booth G74

Post Office Box 8, Dunnigan, California 95937
+1 530-476-3000 | sales@sunvalleyrice.com
W W W. S U N VA L L E Y R I C E . C O M
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lifestyle. Recent research shows California
Prunes are good for bone health which
may be of special interest to those enjoying
a plant-based diet. Additionally, California
Prunes have no cholesterol, sodium, fat or
added sugars.”
During the pandemic demand for
California Prunes has increased both in the
U.S. and around the world.
“Globally, more and more consumers
are recognizing the premium quality and
health benefits of California Prunes. While
the U.S. is still the number one global
destination for California Prunes, the
fruit have been enjoyed internationally
for decades. Currently, our most popular
export markets include Canada, Italy, UK,
China, and Japan – with Japan being our
largest export market”.
“Relevance for healthy consumer
packaged goods like prunes accelerated
when safety, shelf stability, and health
were top of mind for many consumers.
The popularity of California Prunes
continues to grow globally with sales
figures across key international markets
rising year-on-year. Our 2020 marketing
season saw a year-on-year growth of 16%
in California Prune exports. This growth
is projected to continue with an additional
3 to 5.5% for our 2021 marketing season,”
adds Locy.
Generations of craftsmanship, intricate
climate-controlled drying tunnels, and
ongoing investments in research to
perfect orchard management practices
and deepen the understanding of health
benefits, have provided a solid foundation
for California’s growers and handlers.
“California Prune growers and
processors have met this increased
demand of the past year with smart
inventory management which translates
to consistency in supply for customers. As
a premium producer, the California Prune
industry intentionally carries-over supply
as a protection plan to accommodate our
customers year-round.”
During the pandemic marketing tools
have had to change and adapt to digital
Continued on page 34
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U.S. Beef: Focus on Europe’s HRI Sector
by Lisa Mooney

Through its worldwide network of
offices, USMEF (United States Meat
Export Federation) has created a series
of partnerships which have enabled U.S.
companies and U.S. products to become a
vital part of international red meat markets.
In an e-mail interview a representative from
the USMEF in the EU shared insight as to how
the current conditions are fluctuating with
U.S. beef in this area of the world.
“Prior to the COVID 19 pandemic, U.S.

24

beef had a significant presence in Europe’s
Hotel, Restaurant, Institutional (HRI) Food
Service sector and probably 75%-80% of all
the U.S. beef that was imported into the EU
was sold through this sector. The flavors and
attributes of U.S. beef are much different
from standard EU beef, and these imported
beef cuts continue to excite consumers. Our
main competitors in the EU market are not
EU producers, but Australia, Uruguay and to a
lesser extent – Argentina.”

“Of course, U.S. beef is famous for its
steaks. Ribeye is the ambassador cut for
U.S. beef and is always popular in all HRI
establishments in Europe. At the same time
things are changing, and we have seen many
alternative cuts gaining acceptance across
Europe. Top Sirloin cap, Top Blade cuts,
Brisket, and premium U.S. beef burgers made
in the EU from 100% U.S. beef is another
product gaining traction.”
“Since the pandemic is still prevalent,
we have not seen a tremendous increase in
demand as restaurants are only beginning
to re-open and there are still restrictions
on how many diners are allowed in each
establishment under social distancing rules.
After speaking with our numerous USMEF
partners around the EU we are confident
that we will see a positive rebound in the
foodservice sector over the next 12 months as
countries move back into full employment.
With U.S. beef at the center of the plate we
are confident that we can help rebuild the
foodservice demand.”
There has been a change in direction for
marketing U.S. beef in the EU from HRI to the
retail sector. With more consumers dining
at home efforts to boost the retail marketing
segment have ramped up in both digital and
in store promotions. On their digital platform
consumers are directed to online shopping
options as well as brick and mortar locations.
“We wanted to ease any concerns that EU
consumers might have had about cooking
U.S. beef at home. Our USMEF marketing
messages has changed from describing
numerous cuts and their attributes, to
describing cooking techniques and providing
recipes for individual cuts of U.S. beef. We
have also developed point of sale materials
for use in the retail environment. At the same
time, we are trying to encourage distributors
to offer portion control packaged beef
products to the retail consumer.”
“Retail sales of U.S. beef are slowly
expanding and have expanded with sales of
some products previously seen in HRI, but
it has not replaced the HRI business. Now
that we see the slow restoration of the HRI
business across Europe, we hope to see the
expected increase in sales volumes as well.”
“Retail penetration of U.S. beef is quite
small in the EU in comparison to its presence
at the HRI level. After the COVID -19
pandemic placed severe restrictions on HRI

Continued on page 28
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Continued from page 24
businesses in the EU, the main sales channel for U.S. beef was effectively
shut down for some time. However, we have seen a considerable growth
in sales of U.S beef via the online marketplace. This is something that
USMEF has actively promoted in conjunction with numerous partners
across the EU and in the UK. This has been through a combination
of social media, marketing, and consumer information support to
individual companies, and we have seen online sales of U.S. beef
increase by an average 30% - 40% across the board.”
In other areas of Europe there is also promise for future growth. “We
have seen a much greater interest towards U.S. beef from the countries
of Central and Eastern Europe, (CEE). While the traditional markets
such as Germany, Italy, & Scandinavia are the main drivers for U.S. beef
sales, USMEF anticipates that the CEE countries will be the driver for
future growth. Disposable incomes in these countries are rising, and
people are becoming interested in new products.”
The first show in 2021 USMEF hopes to participate in person will be
Anuga in Germany.
“We are all looking forward to seeing people in person rather than
virtual shows. We have had to master the virtual space and have been
participating in virtual shows across Europe in partnership with our
EU partners/distributors. It has been a mutually beneficial cooperation
allowing us to spread U.S. beef and U.S. pork messaging wider with less
resources involved”.
“We at USMEF see a bright future for U.S. beef, now that the USA
has much more meaningful access to the EU market with the recently
negotiated “zero duty” quota. Once the situation with COVID-19
improves, we expect to see a substantial increase in sales.”
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Graceland Fruit Kicks Off 2021 with Renewed
Focus, Brand Identity, and Website
®

Pioneering producer and global
distributor of infused dried fruit
ingredients introduces a new brand
identity and website to better reflect
its renewed focus on the commercial
food ingredient market and its
heritage of exceptional product and
service performance
Graceland Fruit, Inc., a leading producer
and global distributor of premium quality
dried fruit ingredients for the food industry,
unveiled an updated brand identity and
website today. The refreshed brand and
website were created to better reflect
the Company’s renewed focus on the
commercial food ingredient market and its
heritage of delivering exceptional product
and service performance that delights
innovative food manufacturers and their
consumers.
Refocused: “Graceland Fruit
pioneered the infused dried fruit ingredient
category nearly 50 years ago,” said Jeffrey
Seeley, Executive Chairman of the Board
& CEO. “In doing so, we exponentially
expanded the market for tart cherries,
cranberries, blueberries, apples, and more
by creating entirely new food applications
and year-round utilization opportunities for
these crops.”
While ingredients have always been its
core business, the Company entered the
retail consumer packaged foods sector
in 2013 with a line of Graceland Fruit®
branded products. “The products enjoyed
strong consumer acceptance and loyalty.
However, we ultimately recognized that
retail product sales and marketing is not
our core competency,” Seeley said. “In
2020, we made the strategic decision to
exit retail as a branded CPG marketer.
We are once again 100% laser-focused
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Graceland Fruit exports its dried fruit to over 60 countries worldwide.
on supplying exceptional ingredients
to innovative consumer packaged food,
foodservice, and other food companies who
develop, manufacture and market their own
products and brands.”
Consumer demand for delicious,
nutritious, immunity-boosting foods made
with authentic, all-natural ingredients is
skyrocketing. Graceland Fruit ingredients
are made from fresh frozen fruit that
retains its superfruit status throughout the
Company’s proprietary infusion and drying
process. As an ingredient, they add uniquely
distinctive taste, texture, visual and
nutrition appeal to a wide range of foods.
“We delight our customers with exceptional
product and service performance, making
it easy for them to delight their consumers
with delicious, on-trend products,” Seeley
noted.

Rebranded: With renewed channel
and customer focus, the Company
undertook a rigorous and comprehensive
review of its brand positioning and visual
identity. “The Graceland Fruit logo has not
changed since the company was founded in
1973,” Seeley said. “This was a perfect time
to refresh the look and feel of our brand
to ensure clear communication of who we
serve, what we do, how we uniquely do it,
and why.”
The new brand identity features a
more contemporary logo that pays
homage to the Company’s heritage while
adding prominence to the brand name,
better communicating its expertise, and
providing a design architecture and visual
system that supports future growth and
innovation. Coupled with its new tagline,
We deliver delightTM, the new Graceland

Fruit brand identity is the foundation for
communication across all touchpoints,
including packaging, business materials,
sales collateral, social media, website, and
beyond.
Renewed Website: “We are
excited to introduce the fresh new look and
enhanced functionality of our digital home
base, GracelandFruit.com,” said Seeley. “It
is completely reimagined, redesigned, and
restructured to make it easy for current and
potential customers to learn more about
our products, our process, our growers, and
our services. Most importantly, it is a source
of inspiration for use applications and
innovation. It also serves as an on-demand
resource center for product information,
industry trends and insights, and other
tools to help our customers delight their
consumers and profitably grow their
business,” he continued.
The new website is fully responsive,
mobile-optimized, and easy to navigate.

The expanded resource hub includes
downloadable product specifications,
certification documentation, statements of
compliance, and brochures. It also houses
the Graceland Fruit press room and blog,
Bits ‘n Pieces monthly newsletter, industry
events calendar, and more. “Direct links
make it easy to request samples, connect
with Graceland Fruit ingredient experts,
or initiate new product collaboration from
anywhere on the site,” Seeley noted. “We
invite food and beverage manufacturers,
foodservice operators and distributors,
and the food industry at large from around
the globe to explore our new site and learn
more about how we deliver delightTM
through exceptional product and service
performance.”
About Graceland Fruit, Inc.:
We deliver delightTM. Graceland Fruit is a
leading producer and global distributor
of premium quality dried fruit ingredients
for the food industry. We make authentic

ingredients that add distinctive taste,
texture, visual, and nutrition appeal to
a wide variety of delicious foods. Some
of the largest and most prestigious food
companies in the world include our
exceptional infused dried fruit, juice
concentrate and Soft-N-FrozenTM fruit
ingredients in their products and menu
items. Our premium quality dried fruits,
service excellence, reliable supply, and
collaborative innovation make it easy for
our customers to surprise and delight their
consumers. Learn more at GracelandFruit.
com.

We produce premium quality dried fruit
ingredients used by innovative food

manufacturers and providers around

the world to create delicious, on-trend
consumer products.

Proud to be
Product of the USA

Our Difference
Exceptional
Growers

Exceptional
Process

Exceptional
Service

Exceptional
Innovation

Learn More! GracelandFruit.com | 800-352-7181 | info@gracelandfruit.com | Frankfort, MI
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Continued from page 6
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.
This is about China! Make no mistake…the trade war never
left. It did not disappear because we have a new administration.
China is still exporting a disproportionate amount of products into
the United States as compared to the US exporting a mere 4% to
China. I will reiterate this over and over. 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.
This container crisis is an off shoot of the bigger crisis and that
is the reversal in China-US relations in general. If that gets bad
enough…this container crisis will look like a walk in the park. And
with that, I will see you on the road.

Continued from page 20
and virtual platforms. I asked Locy how California Prunes has
successfully marketed their products during this time.
“With a marketing team spanning three continents, the
California Prune Board has long had to coordinate remotely.
The past year put our skills to the test as our teams adapted
swiftly to meet audiences where they’re at, understand changing
needs, listening, and learning so we can continue to earn their
trust.”
“As TV, on-demand streaming, and online media channel
usage increased, we’ve continued to build on our popularity
in Japan through TV advertising showcasing the California
heritage and nutritional benefits of its premium produce.
The value of California Prune exports to Japan increased by
14 percent in year-to-date Aug 20-June 2021. An increase in
audiences viewing our TV activity has combined with a shift in
shopper behavior, which has amplified our marketing activities
and led to growth in the market”.
“The California Prune Board’s participation in the
International Nut & Dried Fruit Council (INC) conference last
November was completely virtual, as more than 500 guests from
around the world met online for the first time in the event’s
history. In lieu of being there ‘in person’, the Board hosted a
virtual 3D exhibition area, in which visitors could browse and
connect online with CPB representatives and shared a California
Prune grower and handler round table discussion via an online
meeting platform. Reaction from attendees was positive, with
the Board’s roundtable a notable highlight.”
“More recently, we held a virtual seminar for over 60 trade
and media participants In China and Hong Kong. Following the
postponement of a planned grower visit to China last year, it was
an opportunity for the Board to build and develop relationships
with buyers by highlighting the California Prune industry and
the benefits of prunes for Chinese consumers”.
“As a global brand, California Prunes has international
appeal, but we strive to adapt locally with a focus on our core
markets. Generally, we are always looking for new ways to share
the message that California Prunes are premium quality, as great
for your health as they are for your taste buds while paying close
attention to how the messages resonate in different cultures.”
“In a market where consumers are globally recognized as
discerning when it comes to eating only the best quality foods
our marketing campaign in Italy pivoted online; reaching
consumers through Digital TV and You Tube advertising as well
as seeing California Prunes take center stage on national lifestyle
and cooking programs. Latest export figures to Italy show an
increase of 16 percent in this premium market.”

California Prunes at the Olympics
Locy explained, “After the postponement of the Olympic
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games California Prunes saw an
opportunity to authentically align with
rising Canadian stars who are local
heroes. The “Team Up with California
Prunes” campaign launched with
36-Canadian athletes driving home
three key benefits (bone, gut, and fiber)
of California Prunes to all Canadians.
These ambassadors of varying ages and
backgrounds inspired Canadians to be
more active and proactive in their bone
maintenance and were featured in ad
campaigns, videos, podcasts, on the
California Prunes (Canada) website, and
more. One of the underlying objectives
in all activities is to convey: An athlete, at
any age. A snack, at any age; California
Prunes. Prunes. For Life.”
“While messages are tailored to athletes
to show benefits specific to their training,
they are also curated with relevant and
easy-to-understand concepts for general
consumers. The latest figures show that
exports of California Prunes to Canada
were up 19 percent, with the “Team Up”
campaign embracing existing audiences
and reaching new ones, such as men and
younger families.”

“Gulfood, Dubai will see California
Prunes exhibit in February 2022 for our
third year running. Our stand will be on
the U.S. Pavilion, and we expect to meet
with global buyers which Gulfood attracts
with this year’s event also expected to
attract additional trade visitors who are
will also be in Dubai for EXPO which is
happening concurrently.”
“We will also be exhibiting at INC,

Dubai in May 2022. This event which
attracts the leading dried fruit and
nut Industry stakeholders has been
postponed due to COVID-19 and we
look forward to meeting face to face with
existing and new potential customers at
this important annual event.”
For more information on the wonders
of California Prunes, visit their website at
www.californiaprunes.org.

Come visit us
at ANUGA 2021:
USA Pavilion:
Hall 10.2 Booth G 52a
Organic Pavilion:
Hall 5.1 Booth D 50

Trade Shows 2021-2022
You will find California Prunes both
virtually/ or in person at shows spanning
from California to Dubai. Locy outlined
the shows they are planning to participate
in for the remainder of this year going
into 2022.
“California Prunes will continue to
take a hybrid approach and be ready to
pivot as needed. We will participate in
the Taste of California Showcase, a global
online platform sponsored by USDA. We
have a booth as well as material on the
main showcase entry hall for the next 12
months along with four planned trade
missions (UK, Hong Kong, Australia and
India) for the remainder of 2021, with
more planned in 2022.”
“ANUGA will be a hybrid event and
our Industry members will attend via the
hybrid options if not in person.”
Summer 2021
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VISIT US AT ANUGA 2021
USA Pavilion: USA Rice Federation
Hall 10.2, Booth G74
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America’s #1
independent
maple supplier
Private Label
Bulk
Food Service

Contact us today
for best - in - class maple.

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

•

maplesource.com
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Bascom Family Farms

2021

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

Product of USA

Directory

Great Lakes Packing
Company Int'l, Inc.

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

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

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

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

Product of USA

Product of USA




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

Business Type: Manufacturer,
Exporter

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

skins.
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Setton Pistachio of Terra Bella, Inc.
9370 Road 234
Terra Bella, CA 93270
Phone: +1-559-535-6050
Fax: +1-559-535-6089
Setton
Email:Pistachio of Terra Bella, Inc.
9370
Road 234
Joshua.Setton@SettonFarms.com
Terra
Bella,Joshua
CA 93270
Contact:
Setton
CA
Phone:
New
York +1-559-535-6050
Sales Office
CA
+1-559-535-6089
85Fax:
Austin
Boulevard
NY
Phone: +1-631-543-8090
Commack,
NY 11725
NY
Fax: +1-631-543-8070
Phone:
+1-631-543-8090
Email:
Fax: +1-631-543-8070
Joshua.Setton@SettonFarms.com
Email: bsinar@SettonFarms.com
Contact:
Setton
Contact:Joshua
Banu Sinar
Website:
www.SettonFarms.com
Website: www.SettonFarms.com
Business
BusinessType:
Type:Grower,
Grower,Processor,
Processor,
Exporter,
Roaster,
Exporter, Roaster,Manufacturer,
Manufacturer,
Packer
Packer
Business
BusinessProfile:
Profile:America's
America’spremier
supplier
of
California
pistachios.
premier supplier of California
Major
exporter
of
California
pistapistachios. Major exporter of
chios
to
all
markets
offering
both
California pistachios to all markets
natural
and
flavored
pistachios.
offering
both
natural
and flavored
ISO/FSSC
22000 Certified.
pistachios.
ISO/FSSC 22000 Certified.
Setton
Chinese translation:
Product
Setton
Chineseof
translation:
Product
ofUSA
USA
  
  

  

  
22000ISO/FSSC
22000ISO/FSSC

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

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, Manufacturer, Packer, Processor
Product Line: Fresh and processed
pork. Specializing in smoked cured
pork, ham, Canadian bacon, breakfast Sausage, ethnic sausage and
back ribs
Product of USA

Visit our booth at ANUGA 2021
Hall 10.2, Booth I-65

t Sales

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

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

Lorem ipsum

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

www.rosepacking.com
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THE GUINNESS WORD AND ASSOCIATED LOGOS ARE TRADEMARKS OF GUINNESS & CO. AND ARE USED UNDERLICENSE (UK) / LICENSE (US). THIS PRODUCT IS INTENDED FOR PURCHASE AND ENJOYMENT BY PEOPLE OF LEGAL PURCHASE AGE FOR ALCOHOL BEVERAGES.
PLEASE REMEMBER TO DRINK GUINNESS® RESPONSIBLY.
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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.
Co., P.O. Box 11035, Jeddah 21453, Kingdom of Saudi Arabia - Email optc@optcl.net - www.optcl.net
44Contact Details: Orient Provision & Trading
Head fﬁce Jeddah, KSA Tel. +966 12 6690999 Fax +996 12 6609201

