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BEST OF LOCAL,

BURGERS
_mean BUSINESS

The basic elements of a
cheeseburger are simple:
- meat, cheese, bun. But with the
. | availability of so many options
4 these days — different meats
and blends, a variety of cheese
options, bakery-style buns —
each element of the humble
cheeseburger has become an
opportunity to inject more
flavor and creativity.

VISIT IFG AT THE NEXT GLOBAL TRADESHOW:

AMERICAS FOOD & BEVERAGE SHOW | Miami, Florida | September 18-20, 2023
ANUGA SHOW 2023 | Cologne, Germany | October 7-11, 2023

Contact our team at ifgcommunications@ifoodgroup.com with any questions.



GLOBALLY

International Food Group
a Sysco company

BUCKHEAD

Our mission is to source, age, cut and deliver
top-quality meat products to our customers
with exceptional service. Our reputation was built

on quality beef. This has allowed us to expand into

other areas - poultry, veal, lamb, pork, and game
— while continuing to provide the absolute best
in safety, quality and value.

(pakers

Meet all your hamburger bun needs with
everything from White Sesame Seed and Plain
to Potato and Brioche Hamburger Buns.

Baker’s Source buns, breads and rolls are thaw
and serve products that are frozen within a few
hours of baking. When slacked out, they are as
fresh as the day they were produced, ensuring a
just baked out of the oven taste. Pull and use only
what you need, reducing waste in kitchen and
helping you better manage inventory thanks to
an extended shelf life.
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- FARMS -

At Wholesome Farms, we provide more than
just milk. Whether you are baking, mixing

a specialty coffee, or serving frozen yogurt,
we provide high quality offerings for all your
dairy needs. Get inspired by our menu ideas
for liquid eggs, ice creams, and more.

BLOCK &

BARREL

1995

Block & Barrel offers a delicious array

of deli-style selections, catering to each
customer’s individual tastes — from the
simplest of sandwiches and burgers to complex
signature creations. This range includes all

the accompaniments for you to build a better
burger from sliced deli cheese and pickles to
Halal Beef Bacon. Block & Barrel offers products
that are fully cooked, prepared, ready-to-eat

or heat-and-serve.

House Recipe offers familiar flavors

everyone knows and loves in consumer-facing,
table-top and portion-controlled packages.
From our signature condiments like ketchup,
mayo, and mustard to essentials like packaged
crackers, jellies, and creamers. We deliver quality
and flavor that rivals the best of national brands,
never failing to bring the pleasures of the perfect
condiment to every meal.

ﬂ SYSCO_IFG

JOIN THE

CONVERSATION: & ™"

m SYSCO INTERNATIONAL FOOD GROUP

© 2023 All Rights Reserved. Sysco Corporation 4466900
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We believe in the

power of the pecan.

Pecana’s Signature PecanMilk
is an innovation in this growing
industry, is produced entirely in
the U.S., and offers consumers
incredible health benefits.

Be among the first to offer
consumers pecanmilk as part
of the growing trend in
alternative milks.

Pecana

PURELY AMERICANA

CONTACT US

Kortney Chase
kortneychase@pecanamilk.com

575.308.3219
Unsweetenetl I, www.pecanmilk.com

PecanMilk B &=
MADE FROM AMERICAN PECANS ‘ Pecana ’)7 3

e
Added Farmer Friendly PURELY AMERICANA
Surfar
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N |, What Gauses
a=~dl | food Inflation?

ver the years, I've focused on food inflation. It definitely is a leading indicator of the US economy. There are

several reasons why food inflation makes its appearance. In the industry. Food prices are one of the first

categories that increase in lieu of upcoming economic downturns. Let’s examine the current situation. The
common thought for today’s food inflation includes the war in Ukraine, shipping costs, and higher costs associated
with the production of food items (increased wages).

That begs the question “How much have food prices risen in the past 12 months and how does this compare
to general inflation?” According to Forbes Magazine, The Bureau of Labor Statistics reported food inflation has
risen at a faster rate than the broader Consumer Price Index over the previous 12 months. General inflation - as
measured by CPI-U, which covers all urban areas - rose 3.2% for the 12-month period ending in July, while the cost
of food rose 4.9% during the same period.

So which food items have been most effected by inflation? Grain products top the list. Ukraine produces a lot
of grain and Russia’s invasion hit producers and exporters of grains and oilseeds hard. The effects on cereals and
other grain products rose as much as 10.7% in the past year. Also rising substantially were frozen foods such as
fruits and vegetables (11.8%) and noncarbonated juices and drinks (16.3%) and margarine increased by 11.3%.

To ignore the effects Covid-19 and the rebound that followed was the most significant reason for rising prices.
According to Forbes Magazine, “As we emerged from the pandemic, supply chains were severely disrupted and
coupled with the glut of fiscal stimulus from governments around the world, demand remained strong. This
supply/demand imbalance was the primary reason for the current round of inflation”. There were some bright
spots in the cost of certain food prices which fell during the past 12 months. This includes bacon (-10.7%); pork
chops (-2.4%); pork roast, steaks, and ribs (-6.8%); chicken (-2.5%); eggs (-13.7%); and fresh whole milk (-4.5%).
Prices for oranges and tangerines also fell (-3.6%), as did peanut butter (-1.7%).

So how long can we expect these high costs in our supermarkets. We are reminded that this is a global event
and the reasons cited started long before the pandemic such as the cost of shipping, labor, and tariffs. Some
of the other generic reasons that have been mentioned are the federal government’s excessive spending, a.k.a.
fiscal stimulus which continues to push prices higher. Inflation occurs when there is too much demand
relative to supply.

Here’s where I break from the uniform idea of supply and demand. We have plenty of supply. And we have an
equal proportion of demand. In fact, the United States continues to produce to much food! That’s why the export
industry exists. An industry I've been involved with for 20 years and the growth has been exponential! What's
really going on?

As food prices head higher, it’s a safe bet the Fed will continue to tighten rates until inflation falls to its 2.0%
target. The conventional thought...if the federal government reduces spending, they might not need to go to such
extremes in raising rates and reducing the money supply. Yeah...right! That isn’t happening. Remember when
China and the US were in a bitter trade war? It’s still simmering.

And then in 2022 the container shortages caused clogged supply lines and backlogs in US ports. Remember
that? The cost of food products as well as many other product categories started with the US/China tariff war
in 2019. That war spilled over to the artificially created shortage of containers which was a silent outcrop.

This triggered the supply chains to contract and so supply and demand was affected. In my next statement, I
will examine the roll of China and the Federal Government in the acceleration of policies and politics that has
contributed to inflation. And with that, I will see you at ANUGA in Cologne Germany!
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For Qver 65 Years

We've seen many creative ways o use onions...

COME SEE US!

Americas Food QI PA Global Produce &

Beverage Show Floral Show
Booth #830 L' 4 Booth 12438

How will you
Use yours?

During our season, expect consistent supply &

quality assured by both a USDA marketing order
and time-tested onion shippers. Experience counts.

Idaho-E. Oregon Onion Committee
usaonions.com
Parma, ID Office: 208-722-5111
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Wisconsin stands tall as a state with a rich history and a diverse
range of products that contribute significantly to the nation’s
agricultural exports. From dairy products to cranberries, ethanol
to wood, and meat to vegetables, the agricultural landscape of
Wisconsin is a testament to the dedication and passion of its

farmers and businesses.

The Heart of Dairy Excellence: At the core of Wisconsin’s

agricultural prowess lies its dairy industry. Affectionately known

as “America’s Dairyland,” Wisconsin leads the nation in cheese
production, churning out more cheese than any other state. The
state is also a major producer of milk, butter, and other dairy
products. Wisconsin’s dairy farmers take immense pride in
their heritage, often passing down the legacy of agriculture to
their children, creating a longstanding tradition of producing
high-quality, safe, and sustainable dairy products that is deeply

ingrained in their way of life.




Stop by the Wisconsin
Department of Agriculture booth
at ANUGA to see what makes

products from Wisconsin so unique.

QNUga

Visit us in booth 10.2 1 51
at ANUGA 2023

Tel: (608) 419-4643

Contact: Shirley Acedo
Email: Shirley.Acedo@wisconsin.gov

International Agribusiness Center/
Division of Ag Development
Wisconsin Department of Agriculture,
Trade and Consumer Protection
2811 Agriculture Drive, Madison, WI 53708-8911
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We process sunflower and other specialty crops
to create quality food products at any quantity!

SUNFLOWER KERNEL ROASTED SNACKS

SUNBUTTER

SUNTEN" SUNFLOWER FLOWER
WILD BIRD SEED

INGREDENTS
HULLED MLET BROWN & ELLOW FLAX
ok p;n.ercié.l' and organic certified pmddcts.,.'::

5

Red River

" COMMODITIES

501 42nd 5t N | Fargo, ND
800.437.5532 | redriv.com

: . AUANUGA2023
/\ Booi #102 HET

Wisconsin’s status as a dairy
powerhouse is undeniable. With over 1.28
million dairy cows and more than 6,000
dairy farms, the state continues to lead the
nation in cheese production, accounting
for a quarter of the total U.S. cheese
output. Renowned for its artisanal cheese
varieties, Wisconsin’s cheese makers have
won countless awards for their craft and
their iconic cheese curds are loved by
locals and visitors alike.

Cranberry Harvest: Beyond dairy,
Wisconsin is equally famous for its
cranberry harvest. The state’s cranberry
growers diligently cultivate this tart fruit,
making Wisconsin the top cranberry-
producing state in the U.S. The sight of
flooded cranberry bogs during the harvest
season is a visual delight for visitors.
Additionally, Wisconsin is a significant
producer of potatoes, sweet corn, peas,
and green beans, contributing to the
nation’s vegetable supply.

Wisconsin’s cranberries have gained
international acclaim and are a vital
agricultural export. The state’s growers
employ innovative cultivation techniques,
ensuring the highest quality cranberries
are harvested and processed for global
distribution.

Meat and Poultry: The livestock
industry is robust in Wisconsin, with
cattle, hogs, and poultry being significant
contributors. Wisconsin’s commitment
to humane and sustainable animal
husbandry practices ensures high-quality
meat and poultry products for consumers
worldwide.

Wood Products and Sustainable
Practices: Wisconsin’s abundant forests
provide a steady supply of timber, making
it one of the leading producers of wood
products in the country, providing lumber,
paper, and wood pellets.

Wisconsin’s vast forested areas provide
ample opportunities to produce wood
and paper products. The state’s lumber
industry plays a pivotal role in supporting



At the 2023 ANUGA,
Cologne Germany
See us at booth I-75A
in the US Pavilion
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the construction and manufacturing
sectors.

Wisconsin’s farmers and ranchers
are committed to sustainability and
preserving the environment. Their pasture
and rangeland management practices
support healthy habitats for wildlife,
pollinators, fish, and a wide variety of
native plants and insects. This sustainable
approach not only benefits the ecosystem
but also ensures the long-term viability of
Wisconsin’s agriculture.

Sustainability and environmental

ool “ - “ . i

consciousness are at the heart of

) . , encompassing both traditional and spirit of innovation.
Wisconsin's agrl?l?lture. TI}e state‘s com modern practices. Its farmers are skilled The allure of Wisconsin’s agriculture
growers playa chtlcal rolein the biofuels in leveraging the state’s unique geography extends beyond its products. The
mdustr}./, producu.g ethanol ?S a cleaner and climate to produce an impressive state’s rich farming heritage and scenic
alternative to tra‘d itional fossil fuels. array of agricultural products. landscapes draw tourists seeking authentic
Ethar}ol production not (.)nly supports Wisconsin’s agricultural landscape farm experiences. Agritourism ventures,
sustainable Crersy p ractices but also is characterized by innovation and such as farm stays, pumpkin patches,
bolsters the agricultural economy. adaptation to changing times. From corn mazes, and apple orchards, provide

The Melting Pot of Wisconsin family-owned farms employing modern an up-close look at rural life and foster a
Agriculture: Wisconsin’s agriculture is a technologies to agribusinesses exploring connection between consumers and the
melting pot of diverse offerings, new markets and products, Wisconsin’s source of their food.

agricultural sector thrives on the Continued on page 20

We do it all so we

NEVER COMPROMISE QUALITY

Horizon Nut Company is a grower-owned
California pistachio processing
operation led by a diverse group
of industry pioneers.
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Growing, Hulling, Processing,
Roasting and Sales.

Visit us at ANUGA 2023
In Hall 10.2 Booth: H76

QUALITY GROWER OWNED

Telephone +1 559 685 3663
Darwin Inman, VP Sales & Marketing
’I lI . dinman@horizonnut.com

NUT LLC www.horizonnut.com
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Cologne, Germany | Oct 7-11, 2023

2023 Anuga USA Pavilions

Va8 eleY [or High Visibility and Best-in-Class Service!

Anuga - the World’s Leading visitors 169,653
Food & Beverage Show! during pandemic 59,545

Drive Your Sales Worldwide!
Exhibit in the Anuga USA Pavilions!
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ﬁ $ 650 million 12-month-projected sales | $ 56 million onsite

USDA °.
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3. Beef in Europe

by Lisa Mooney

In an interview with Scott Reynolds, Assistant Vice ident,
arketing Programs for USMEF he explained the exciting growth
in the European market and how U.S. Beef has set itself apart
Jrom the competition.

-fl

PIECAN

We’re serious about our nuts.

Chase Pecan is a vertically integrated
pecan grower and processor. Our pecans
come from the same orchards every year.
This consistency guarantees high quality

pecans at a competitive price.

Visit us at ANUGA 2023
in Hall 10.2 booth G-70

Chase Pecan, LP
2803 W. Wallace St.

www.chasepecan.com
sales@chasepecan.com

San Saba, TX 76877  Phone: (1) 325-372-5727

1 Why is Europe an emerging market for U.S.
beef products?

Europe is an important developing market
tor U.S. beef because of the many opportunities
within high-end foodservice in Europe that is
a natural fit for the high-quality product that
the U.S. produces and supplies. Thanks to the
U.S.-E.U. Trade Agreement signed in 2019,
buyers in Europe have increased access to duty-
free, high-quality beef from the U.S. with the
phased-in tripling of the United States’ share
of the hormone-free beef import quota. On a
per-pound basis, the European market is the
highest value market for U.S. beef producers and
buyers from Europe purchase a wide variety of
cuts from the carcass. It’s also important to point
out that in several countries throughout Europe,
beef consumption has been gaining steam over
recent years and therefore represents increased
opportunities for growth.

2. What selling points make U.S. beef appealing
to businesses and consumers in this region?
U.S. Beefis in demand by consumers primarily
because of the high-quality that U.S. grain fed
beef'is known for world-wide. Grain finished
beef results in a marbled product that lends to
an unmatched richness in flavor, tenderness, and
juiciness that consumers love. It’s also important
to point out that the third-party USDA grading
system ensures that when chefs choose to
feature U.S. beef on their menus, they can expect
consistent results every single time, with every
single cut prepared.

3. Which meat cuts or products are most
popular in Europe?

U.S. beef is versatile! High-quality middle
meats are very popular with white tablecloth
dining. Cuts like the ribeye, New York strip,
and tenderloin really highlight the eating
characteristics that highly-marbled beef
accentuate. However, cuts perhaps less well
known, such as the flatiron, top sirloin cap, and
short ribs are also very popular as well because it
brings together the superb flavor and tenderness
that U.S. beefis known for but at a price point
lower than that of the popular middle meats.
American style barbeque is also gaining more
popularity in Europe as well. Cuts like the brisket,
top round and tri-tip are perfect for these low and
slow smoking techniques.
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A WORLD OF FLAVOR
FROM THE WORLD’S BEST BB@®.

Rufus Teague, America’s #1 Super Premium BBQ Sauce now offers our award-
winning flavors on a full line of nuts, seasonings and snacks. All products born
in Kansas City, home of the world's best BBQ.
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4. What types of marketing activities are
being held in this area? Are they in person
or virtual?

Because U.S. beefis a unique and premium
item in Europe, much of our marketing efforts
focus on education. It is very important that
importers, distributors and food service
operators understand what sets U.S. beef
apart from beef from other origins. It’s
important that they understand the value
opportunities that putting U.S. beef on their
menus affords.
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Every year, USMEF organizes seminars
with importers, distributors, chefs, retail
buyers, culinary media and influencers to
talk about the uniqueness of U.S. beef, the
different attributes and applications of well
known cuts as well as lesser known alternative
cuts. We bring in accomplished chefs to talk
about the proper way to prepare various
items depending on the exact characteristics
of the individual cut, and we do cutting
demonstrations to show attendees how to
fabricate individual items from larger sub-

\N— Come visit us at
+ ANUGA 2023
Z—// Hall 10.2 Booth H52 &

£RIE

Lo SH

FOUNDED BY FARMERS.
GROUNDED IN INTEGRITY.
DRIVEN BY QUALITY.
INNOVATIVE BY NATURE.

PREFERRED POPCORN, LLC

inlu(@-‘pr-[-"-dpqpl;nrn.l;um - prﬂ.rrﬁdpqp:om‘com o pl'u;m- +13089862526
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primals with the goal of maximizing value.
We also share information about the
U.S. beef production industry, highlighting
the great care that is placed on consistency,
food safety and sustainability. These types
of training opportunities have been held in
countries all throughout Europe, from Spain
to Latvia and from Sweden to Greece. These
seminars also provide a great opportunity
for USMEF to plan joint marketing activities
with our partners throughout Europe that
import U.S. beef. We have supported U.S. beef
restaurant promotions, retail campaigns, and
are active in the digital space by partnering
with imports and distributors on their own
U.S. beef ecommerce and digital initiatives,
by leveraging influencers and by creating
our own digital content to be shared through
USMEF’s own social media channels.

5. Will USMEF be participating in any future
trade shows in this area?

USMEF has a strong presence at trade
shows like ANUGA and SIAL and will also be
at some of the most important regional shows
including Tutto Foods in Italy and Gastronord
in Sweden. USMEF also participates in
regional shows in partnership with local
distributors like Reaton Professional Days
in Latvia, Bidfood Expo in Czech Republic,
EuroGastro in Poland, Sirah in France, and
Gastronomic Forum in Spain.

6. Please provide any additional information
or insight you would like to add.

Over 90% of beef cattle operations are
family-owned, and 78% of beef farmers and
ranchers intend to pass their operation on to
future generations. According to USDA data
(2019), 62% (well over half) of the beef cows
in the U.S. reside on ranches of fewer than
200 cows. More than quarter (27%) are on
ranches with fewer than 50 cows. Range and
pasture lands in the U.S. are located in all 50
states. Livestock grazing is the primary use
of approximately 29 percent of all U.S. land
including grassland, pasture and rangeland.
Often, the land cattle graze on is not suitable
for growing other food products, as it is too
rocky, arid, or steep. Cattle grazing supports
the ecosystem by helping to maintain
biodiversity, provide wildlife habitat, enhance
carbon sequestration, and contribute to
nutrient cycling.
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Come visit us at:
Americas Food & Beverage 2023
Booth number 431

www.chefpaul.com

Need More Information? Contact:
Anna Zuniga, Vice President International Sales
720 Distributors Row ¢ PO Box 23342
New Orleans, LA 70183-0342

(504) 731-3522 ¢ azuniga@chefpaul.com Made in America
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Putting U.S. Red Meat
on the World’s Table
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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,

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.

Visit our booth at ANUGA 2023 to learn more
about U.S. red meat and about USMEEF activities
and programs planned in your market and other
international markets. You can also visit www.
usmef.org to discover how USMEEF is helping
put U.S red meat on the world’s table.

) R Eq P 1660 Lincoln Street
£} Facebook: @ USMEF (( . ‘\\ Suite 2800
B Twitter: @ USMEF Denver, Colorado 80202
A =
@) Instagram: @ USMeatExportFederation '})ﬁo __‘_\xe phone: (3 03 ) 623-6328
T FEpERT www.usmef.org

f LinkedIn: U.S. Meat Export Federation



Continued from page 12

Chippewa Valley Bean: Legacy of
Quality and Respect

In the heart of Wisconsin, Chippewa
Valley Bean stands as a testament to
family-oriented values and dedication to
quality. Founded by Russell and Nancy on
their traditional livestock farm in 1858,
the business transitioned its focus to dark

red kidney beans in 1969. Chippewa Valley
Bean nurtures a sincere relationship with
its growers, ensuring premium quality for
their kidney beans.

With a belief in family, pride,and
respect for the land, the company has
thrived for over 54 years. The next
generation, including Cindy Brown,

Ruth Anne Hofland, and Brian Doane,
along with long-time business partner
Bob Wachsmuth, are major stakeholders
in the company. Their commitment to
maintaining this family tradition
ensures a promising future for Chippewa
Valley Bean.

Croix Valley Foods: Small Kitchen to
Global Recognition

In the northwoods of Wisconsin, Croix
Valley Foods was born in 1996 when the
family opened a steakhouse and began
serving meals with their homemade steak
sauce. The growing demand for their

20 = The American Exporter

unique product led to the inception of the
company in 2009, offering their Original
Steak Sauce and expanding to include
marinades, barbecue sauces, dry rubs,
and Bloody Mary seasonings.

Their journey from a tiny kitchen
operation to a shiny new 20,000 square

foot production facility in Hudson is a
testament to their dedication to quality
and innovation. As one of the fastest-
growing BBQ brands in the country, Croix
Valley products can be found across the
globe, winning awards and acclaim for
their exceptional flavors.



In Conclusion: Wisconsin’s
agriculture is a powerhouse of diverse
and high-quality products, driven
by dedication to its consumers and
people. Companies like Chippewa
Valley Bean, Croix Valley Foods, and
Van Holten’s Pickles exemplify the
state’s commitment to tradition,
innovation, and sustainable
practices that ensure a bright future
for Wisconsin agriculture in the

international market.

Van Holten’s Pickles: A 125-Year Legacy  heights, offering a range of flavors to suit Wisconsin's agricultural success

In 1898, Dutch immigrant Jerry G. Van every palate. As a 125-year-old family- is deeply rooted in its farming
Holten started his dream of becoming owned business, Van Holten’s prides itself communities, where family-owned
avinegar distributor in Milwaukee, on its results, but more importantly, on its and operated farms form the backbone
Wisconsin. The business expanded to culture of mutual respect and a work-life of the industry. These farmers are
include sauerkraut and pickle products.In ~ balance for its associates. With products not only caretakers of the land
1939, the Van Holten family developed the  finding widespread acclaim around the but also stewards of sustainability
original Pickle-In-A-Pouch, a snack loved world, Van Holten’s Pickles continues to and environmental preservation.
by many, even today. be a snack of choice for many on-the-go They understand the importance

Van Holten’s Inc. has taken the adventures. of maintaining a balance between
individually-pouched pickle to new Continued on page 24
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Continued from page 21

agricultural production and preserving the natural resources for
future generations.

In recent years, the emphasis on sustainable and organic
practices has gained momentum in Wisconsin’s agriculture.
Many farmers are adopting eco-friendly methods such as crop
rotation, cover cropping, and integrated pest management
to reduce the use of chemical inputs and promote soil health.
Additionally, the concept of farm-to-table and locally sourced
produce has garnered significant attention, with consumers
increasingly seeking out products that have a traceable and
sustainable origin.

The Wisconsin agricultural community is not just focused on
meeting local and national demands but is also actively engaged
in the global market. With the state’s abundance of agricultural
products, Wisconsin has emerged as a key player in international
trade. Dairy products have found a strong demand overseas,
with Wisconsin’s cheese gaining recognition for its unparalleled
quality and taste.

Furthermore, Wisconsin’s agricultural exports play a crucial
role in strengthening the state’s economy. The agricultural sector
contributes significantly to job creation and economic growth,
supporting not only farmers but also various agribusinesses
involved in processing, packaging, and distribution.

As the world faces challenges related to climate change, food

M?ERISGN
ARMS

BULK

POLY BAGS

PORTION PACKS
MICROWAVE

Product of USA

Frank C. Morrison - President
Nebraska Popcorn, Inc.
85824 519th Ave.
Clearwater, NE 68726 USA
Phone: 402.887.5335
Fax: 402.887.4709

Email: morrison@nebraskapopcorn.com
website: www.morrisonfarms.com

24 g2 The American Exporter

security, and sustainable agriculture, Wisconsin’s agricultural
community continues to evolve and innovate. Research
institutions and agricultural organizations in the state are at the
forefront of developing cutting-edge technologies and practices
to address these global challenges. Whether it’s in the realm

of precision farming, genetic research, or sustainable resource
management, Wisconsin’s agriculture is committed to making a
positive impact on the future of farming.

Wisconsin's agriculture is a testament to the state’s rich
farming heritage, its commitment to sustainable practices, and
its innovative spirit. From dairy products to cranberries, ethanol
to wood, and from meat to vegetables, Wisconsin’s agricultural
exports nourish not only local communities, but also the global
population. As the world embraces a more interconnected and
sustainable future, Wisconsin’s agricultural community stands
ready to play a significant role in nourishing and enriching the
lives of people far beyond its borders.

Contacts:

Chippewa Valley Bean:

Phone: 715-664-8342

Website: http://www.cvbean.com
Croix Valley Foods

Phone: 612-756-4985

Website: www.croixvalleyfoods.com
Van Holten’s Pickles

Phone: 920-478-2144

Website: www.vanholtenpickles.com.




THE PEOPLE'S PISTACHIO.

Premium pistachios, hand grown with love in the heart of California

Touchstone Pistachio is a family-owned growing and processing operation with over 30 years of experience in
sustainable farming practices. We’re dedicated to cultivating the best-tasting, highest-quality pistachios in the world.

Export & Domestic

We’re heading into the future and bringing our pistachios with us.

We’re coming up on our fifth season using the most technologically advanced processes in the world, all designed from
the ground up - an opportunity not too many processors have. We have a chance to change the pistachio industry - to
make good on our promise to growers, buyers and pistachio eaters, to do things right and be stewards of the land - and
we look forward to seeing it through.
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THE PEOPLE'S PISTACHIO™



Nourishing the Fufure: SS9 Zatets

ourtney has since lived in Italy and Japan and
currently writes from Southern California, where

Baby Nutrition Trends round the §

Nutrition is a cornerstone of healthy
growth and development for children, and
this fact holds particularly true during the
critical stages of infancy and toddlerhood.
During these formative years, children’s
nutritional needs are distinct from those of
adults, with a particular focus on the first two
years when infant nutrition has the potential
to lower mortality, reduce the risk of chronic
disease, and provide a foundation for better
development overall, according to the World
Health Organization (WHO). It’s essential to
provide young children with the right balance
of nutrients to support their rapid physical
and cognitive development. Across the globe,
cultures and traditions influence what infants
and toddlers are fed, but there are common
threads that weave through the diverse
tapestry of baby food. This article explores
infant and toddler nutrition practices from
different corners of the world and delves into
the flavor, nutrition, and packaging trends
that are shaping the baby food industry.

Infant and Toddler Nutrition: A Global
Perspective

Infant and toddler nutrition practices can
vary significantly from one region to another,
influenced by cultural traditions, economic
conditions, and the availability of resources.

However, the universal goal remains the same:

to ensure that children receive the nutrients
they need to grow and thrive.

1. Breastfeeding as the Gold Standard
Regardless of geographic location,
breastfeeding is widely recognized as the
optimal source of nutrition for infants
during the first six months of life. Breast
milk provides an ideal combination of
essential nutrients, antibodies, and bioactive
compounds that support a baby’s immune
system and overall development. According
to the WHO, “breastfeeding is so critical that
it could save the lives of over 820,000 children
under the age of 5 years each year.” At the end
of the day, fed is best, as undernutrition is
associated with 45% of child deaths across the
globe, says the WHO, and formula provides
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a simple albeit costly solution in situations
where breast milk is not an option.

2. Complementary Feeding Around the World

Around the age of six months, infants
typically start receiving complementary
foods in addition to breast milk or formula.
The choice of complementary foods can vary
widely between cultures. For example:

* Rice cereal in Asia: In many Asian
countries, rice cereal is a common first
food for babies. It’s easy to digest and can
be modified with various ingredients like
vegetables, fish, or meat as the child grows.

 Mashed Potatoes in Europe: In parts of
Europe, like Germany, potatoes are often
introduced as one of the first solid foods.
These are usually prepared with butter or
cream for added calories and pureed with
meat and vegetables.

« Corn in South Africa: According to
American-based Amara Organic Food, an
organic baby food brand known for its
unique flavor profiles and dehydrated baby
food products, corn porridge and fish are
traditional first dishes in South Africa.

¢ Avocado in North America: In the United
States and Canada, mashed avocado and
sweet potato has become a trendy choice for
baby’s first food due to its healthy fats and
creamy texture, but rice or oat cereal mixed
with breastmilk or formula remains the most
popular first food.

3. Local Flavors and Cultural Influence

The flavors and ingredients used in baby
food often reflect the local cuisine and cultural
preferences. In India, for instance, baby
food might incorporate spices like turmeric,
cumin, and cardamom, reflecting the rich
culinary heritage of the country. From my own
experience, while shopping for baby food in
Japan, store bought baby food pureed often
includes ingredients like miso and fish, which
rings true to the traditional Japanese diet.

Cultural practices also influence the timing
of introducing certain foods, though it’s most
common to introduce baby food between four
and seven months in most countries. These

she is a mother to three kids under four.

cultural variations can have an impact on a
child’s taste preferences and long-term dietary
habits.

Trends in Flavor, Nutrition, and Packaging

As our understanding of infant and toddler
nutrition evolves, so do the trends in baby
food. In recent years, there has been a growing
emphasis on providing nutrient-rich, diverse,
and convenient options for parents and
caregivers. Here are some notable trends in
flavor, nutrition, and packaging:

1. Flavor and Texture Exploration

One of the most exciting trends in baby
food is the expansion of flavor profiles and
textures. Gone are the days when baby food
was limited to bland rice cereal. Today,
parents have access to a wide range of flavor
combinations and textures that mimic the
diversity of adult cuisine. For example:

 Combination Blends: Many baby food
brands now offer blends of fruits, vegetables,
grains and probiotics, introducing babies to a
variety of flavors in a single serving.

* Spices and Herbs: Some baby foods
incorporate gentle spices and herbs to expose
infants to different tastes early on.

* Textural Variations: Beyond purees, there
are now options for chunkier textures and
finger foods, helping babies transition to self-
feeding.

2. Organic and Natural Ingredients

Parents are increasingly seeking baby foods
made with organic and natural ingredients.
This trend aligns with a broader societal shift
toward healthier and more sustainable food
choices. Organic baby foods are often free
from synthetic pesticides, herbicides, and
genetically modified organisms (GMOs).
They are also less likely to contain additives or
preservatives.

Since releasing its 2019 report exposing
heavy metals found in 95% of baby foods
tested, non-profit Healthy Babies, Bright
Futures has sounded the alarm on toxins
in baby food — which is largely the result of
contaminated soil and water. In response,

Continued on page 30
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Product Attributes:
e A FROZEN luscious mix of real fruit or
fruit and creamy yogurt
e An all-natural treat offering a healthy alternative
to a traditional fruit serving
e Agluten-free, low-fat, delicious treat suitable for
nearly every diet preference or lifestyle.

Website: http://www.pacificvalleyfoods.com ¢ Email: susan@pacificvalleyfoods.com

Pacific Valley Foods Headquarter Office Pacific Valley Foods
- China 2700 Richards Road - Japan
Bellevue, WA 98005 U.S.A.
PH: +1(425) 643-1805
FAX: +1(425) 747-4221 Pacific Valley Foods
Email: susan@pacificvalleyfoods.com - New Zealand

Looking for qualified distributors in all markets



Farmers’ Rice Cooperative (FRC) is a
grower-owned rice marketing cooperative.
Since 1944, we have supplied domestic and
international food manufacturers, brewers,
private retailers, exporters and distributors
with premium quality California rice.

What makes FRC unigue is our vertically
integrated structure; we are directly in control
of every aspect in the production lifecycle -
from the fields of our grower owned farms, to
the milling of the rice, all the way through
final packing & shipping. This allows us to not
only ensure the guality of the products we
sell, but also allows us to quickly react to
changing consumer needs so that we remain
ahead of the market.

Diamond G® is the flagship brand of Farmers
Rice Cooperative, and is distributed in over 25
countries worldwide. It has received the
prestigious Superbrands® award in Jordan,
acknowledging Diamond G® as a premier
brand.

In addition to Diamond G® , we have several
other brands which may be more tailored to
specific marketing regions in the world. You
may contact us below with your individual
market needs so that we can find a product
solution for you.

A

P.O. BOX 15223 | Sacramento, CA 95851
TEL: 916-923-5100 | WEB: www.farmersrice.com
EMAIL: sales@farmersrice.com

Products We Sell
Medium Grain
Short Grain

Mochi (Sweet Rice)

Processes We Offer
Musenmai (No Wash)

Qil Coated (Camolino Style)
Quick Cooking Brown Rice
Nitrogen Flush (For Freshness)

Packaging Types
1kg - 1000kg
Multiwall Kraft Paper
Woven Polypropylene
Clear PE Laminates
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Continued from page 26

brands like Little Spoon, an organic baby
food subscription company, advertise their
products as “heavy metal tested”.

3. Nutrient-Dense Superfoods

Nutrient density is a key consideration
in modern baby food. Superfoods like
kale, quinoa, chia seeds, Greek yogurt, and
blueberries are finding their way into baby
food pouches and jars. These nutrient-dense
ingredients provide essential vitamins,
minerals, and antioxidants to support a baby’s
growth and development.

4. Allergen Introduction and Avoidance

The approach to introducing common
allergens has evolved in recent years. Instead
of delaying the introduction of allergenic
foods like peanuts and eggs, many experts
now recommend early introduction to reduce
the risk of allergies. Baby food manufacturers
are responding to this by offering products
that include allergenic ingredients in
controlled amounts, with clear labeling to
guide parents. In fact, one suche company
Ready. Set. Food! has gone so far as to create
a complete food line around the idea of early
allergen introduction.
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5. Sustainable Packaging

Sustainability is a growing concern for
parents, and this extends to the packaging
of baby food products. Single-use plastic
containers and pouches have come under
scrutiny due to their environmental impact.
As a result, many brands are transitioning to
eco-friendly packaging options, such as glass
jars, recyclable pouches, and biodegradable
materials.

6. Personalization

Personalized nutrition is a trend that is
gradually making its way into the baby food
market. Some companies offer customized
baby food blends based on a child’s specific
nutritional needs or dietary preferences, such
as vegan diets or food allergies. In Japan,
sometimes the only label I recognized on the
baby food aisle was the symbol for “seven-
free”, which meant the pouch was free from
the top seven most common allergens.

Challenges and Considerations

While there are exciting developments in
infant and toddler nutrition, there are also
challenges and considerations that parents
and caregivers need to navigate:

1. Cost and Accessibility
Access to nutritious baby food can be a

challenge in certain regions or for families
with limited financial resources. High-quality
organic baby foods can be more expensive,
making them less accessible.

2. Food Safety

Ensuring the safety of baby food products
is paramount. Contaminants, such as heavy
metals like arsenic and lead found in some
baby foods, are a major concern among
parents. Vigilance in selecting reputable
brands and staying informed about product
recalls is crucial.

3. Flavor Development and Food Preferences
Early exposure to a variety of flavors

can help develop a child’s palate and food

preferences. Parents may need to be patient

and persistent in offering diverse foods, even if

a child initially rejects them.

Conclusion

Infant and toddler nutrition practices are
shaped by a complex interplay of culture,
tradition, and evolving trends in nutrition
science. Regardless of where they are in the
world, parents and caregivers share the
common goal of providing the best possible
nutrition to their children.
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Mark Becker
Director of International Supply
mbeckerecherrycentral.com
231-929-5971
PO BOX 988 TRAVERSE CITY, Mi 49685

CHERRYCENTRAL.COM

G') CherryCentral

Bringing California r‘“"ﬂ'“‘mn e
Almonds to You ;wf’]raﬁﬁetzzﬂ” 7[ amJy‘owned
. com, tmy /mf'com' ines wq)er'z
Hilltop Ranch, Inc. 2 !
+1-209-874-1875

sales@hilltopranch.com
www.hilltopranch.com

13890 Looney Road
Balico, CA 95303

Product Of USA

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

TAYLOR

TAYLOR BROTHERS FARMS

MADE IN CALIFORNIA

California-based
Taylor Brothers Farms
is the leading producer,
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Harmis Woolf Almonds-

Leader in innovation and sustainability

Harris Woolf Almonds, a
Certified B Corporation™, is a
vertically integrated, grower-
owned processor of almonds and ¥
value-added almond products.
Think of us as your big friendly
independent almond processor-
striving to be at the forefront
of almond innovation, grower
relations, and supply chain
transparency. With over thirty
years of partnerships between our founding family farms, our
grower base, and the world’s most recognized food & beverage
companies, Harris Woolf Almonds products continue to help
build some of the world’s most recognized plant-based brands.

Founded in 1989, Harris Woolf Almonds is a partnership
between two diversified family farms located in California’s
Fresno County. The Harris and Woolf families have carried their
passion for farming into almond processing and, along with our
other growers, have become one of California’s largest almond
processors.

Our products include natural almonds, inshell almonds,
almond protein powder, oil, and paste. The flagship ingredient
solution of Harris Woolf, our natural almonds are tried, true, and
continuing to grow in global appeal. Here at HWA, we have broad
access to numerous cultivars and sizes, as well as expertise in
meeting custom specification needs. Our products are plant-based,
with taste.

There’s broad utility to a number of industries with our line of
value-add almond products.

* Our defatted almond protein powder is a vegan, keto-
friendly, plant-based ingredient that elevates protein blends,
sports nutrition products, and a wide array of other food
and beverage products. The appeal of this product is rapidly
growing in the bakery industry as it can be used as a flour
replacement or enhancement. Its appealing roasted almond
flavor sets it apart from other plant-based protein options.
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» HWA almond paste is a key ingredient in a variety of
applications including non-dairy milk, yogurt, and
ice cream, baked goods, fillings, and more. Improve
the formulation of a current product or discover
a key ingredient for something new with almond
paste.

* Harris Woolf almond oil is made wholly from 100%
food-grade almonds that can be traced right back
to the farm. This product can be utilized in both
culinary and cosmetic settings. HWA produces
the highest-quality almond oil for a clean, reliable
ingredient solution.

Food safety is critical for consumers, the environment, and
Harris Woolf Almonds. Our food safety and quality teams go
above and beyond to ensure our products adhere to all food safety
standards. We're proud to uphold the signature Harris Woolf
Almonds quality that is globally recognized.

HWA products are:

» Safe Quality Food Certified

* Non-GMO

* Halal

* Kosher

Organic offerings are also available for a selection of our
products.

We take a lot of pride in what we do —and that comes from our
commitment to use resources efficiently. A lot of people think that
when you focus on sustainability, it comes at the expense of the
bottom line. But what we've learned is that a lot of these things
work in tandem.

Today, nearly all HWA growers have switched from traditional
irrigation methods to more sophisticated water-saving
technologies like drip irrigation. We realize how important it is to
protect and conserve
the environment
upon which we
depend. That’s why
75% of our growers
will be participating
in the California
Almond Stewardship
Platform (CASP) by
2025.

Bees are invaluable to the almond industry. They pollinate
blossoms which then turn into almonds. HWA and our grower
base partner with organizations like Pollinator Partnership and
Xerces Society that are devoted to the health of bees and other
invertebrates. These non-profit organizations have helped our
Continued on page 38
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) Valley Pride Ag Company is a unique grower-direct supply
," chain company. It supplies the highest quality almonds,
walnuts, pecans, and pistachios to roasters, and food
manufacturers around the world. Headquartered in Fresno,
California, it consists of exceptional nut growers, processors,
and supply chain specialists. Our deep roots in farming,
extensive contacts, carefully cultivated relationships, and
close collaboration with growers throughout the state of
California allow our company to obtain the highest quality
products available.

+1(559) 709-2402

James Blocker Sunny Toor
Owner Owner
James@valleyprideag.org Sunny@valleyprideag.org

AgCo.

Growers, Processors and Supply Chain Managers

www.valleyprideag.org



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 ground-
breaking work of
Dr. Bruce Ashman
to the advances
in performance

that have occurred
over the past thirty years under the direction of Dr. Max
Robbins, Ag Alumni Seed’s Director of Research, to the
research underway by Dr. Fernando Enrique Cardenas and
Pablo Vergani our Popcorn Breeding team, Ag Alumni Seed
has established itself as the world’s leading supplier of high
performing, high quality popcorn hybrids that provide the
different combinations of regional adaptation, maturity,
disease resistance, yield, kernel size and popping expansion
and other characteristics that the industry demands.

Most of our seed is produced by our own highly
experienced professional staff at our 2,600 acre facility
near Romney, Indiana in the heart of the US Corn Belt. By
producing our own seed, we ensure that we are growing and
delivering the highest quality products possible. All of our
seed lots are inspected, tested and certified to AOSCA (and
as required ISTA) standards by an independent, ISO certified
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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

YOUR FUTURE IS OUR FOUNDATION

AWM SGEDi

P.O. Box 158 « Romney, IN 47981
Ph 765-538-3145
agalumni@agalumniseed.com

www.agalumniseed.com
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Calendar 2023 & 2024

Abastur 2023 | Mexico City — August 30 - September 1, 2023

Food & Hotel Malaysia | Kuala Lumpur — September 19 - 22, 2023
Food and Hotel China 2023 | Shanghai — November 8 - 10, 2023
Food and Hotel Hanoi 2023 | Hanoi — November 21- 23, 2023
Gulfood 2024 | Dubai — February 19 - 23, 2024

Food, Hotel & Tourism Bali 2024 | Bali — March 6-8, 2024

Food & Hotel Vietnam 2024 | Ho Chi Minh City — March 19 - 21, 2024
FHA - Food & Beverage 2024 | Singapore — April 23 - 26, 2024
Saudi Food & Beverage Show | Riyadh — May 21-23, 2024

Seoul Food & Hotel 2024 | Korea — June 11-14, 2024

International Food Show Africa 2024 | Tunisia — June 18-21, 2024
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Harris Woolf...Continued from page 32

growers develop pollinators habitats in

their orchards, which provide nutrition

and shelter for these helpful pollinators.
Pollinator health is a top priority for our
company which is why we’ve pledged that
75% of our grower based will be Bee Friendly
Farming certified by 2025.

We've set a few other goals for 2025, too.
By 2025, 50% of energy usage will come from
renewable sources. To accomplish this, we're
developing large solar projects at both of our
facilities. Additionally, we’re committed to
reducing Scope 1 and Scope 2 greenhouse gas
emissions by 25%. We've partnered with a
third-party agency to see how this is possible.
Our solar projects will also help accomplish
this goal.

Harris Woolf Almonds leads the almond
industry in innovation and sustainability.
Our sustainably grown, responsibly
produced, extra delicious almond
ingredients give your products a halo of
unmatched flavor and texture. If you're
interested in learning more, visit us at
harriswoolfalmonds.com.

America’s #1
independent
maple supplier

Private Label
Bulk
Food Service

Contact us today

for best-in-class maple.

+011 802-257-8100
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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

AMERICAN D()D3 Dircctory

MISSOURI NORTHERN

PECAN

GROWERS

Missouri Northern

Pecan Growers

Phone: +1-417-667-3501

E-mail: marketing@mopecans.com
Contact: Ben Bennett or Joe Wilson
Web Site: www.mopecans.com
Business Type: Grower, Shipper,
Packer, Manufacturer

Product Line: Our product offerings
include Pecans, Pecan Qil, and Pecan
Meal-Flour in Certified Organic and
non-Organic

Grear Lakes Packing Co. International, Ine.
e {4
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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: Adriana Alcala -

General Manager

Product Line: Pickled Meats, Pork
and Beef packed in brine.

Company Profile:

Great Lakes Packing Company
International, Inc.is located in
Chicago, lllinois at the same location
for over 60 yrs. 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

Hm": Seasoning B.fg_r(d%*:

Magic Seasoning Blends
720 Distributors Row

P.O.Box 23342

New Orleans, LA 70123-0342
Phone: 504-731-3522

Fax: 504-731-3576

E-mail: azuniga@chefpaul.com

Website: www.chefpaul.com
Contact: Anna Zuniga,

Business Type: Manufacturer,
Co-Packing

Product Line: Seasoning Blends,
Pepper Sauce, Custom Blending,
Co-Packing Services.

Product of USA




PRUNES & WALNUTS

from Cilfonia

Grower Owned
| Companies
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Sacramento Packing, Inc.
833 Tudor Road, Yuba City, CA 95991, USA

V P (530) 671-4488 | F (530) 671-7841

SINCE 1991 www.sacramentopacking.com

Valley View Foods, Inc.

7547 Sawtelle Ave, Yuba City, CA 95991,USA
P (530) 673-7356 | F (530) 673-9432

www.valleyviewfoods.com




Setton Pistachio of Terra Bella, Inc.
9370 Road 234

Terra Bella, CA 93270

Phone: +1-559-535-6050

Fax: +1-559-535-6089

Email:
Joshua.Setton@SettonFarms.com
Contact: Joshua Setton

New York Sales Office

85 Austin Boulevard

Commack, NY 11725

Phone: +1-631-543-8090

Fax: +1-631-543-8070

Email: bsinar@SettonFarms.com
Contact: Banu Sinar

Website: www.SettonFarms.com
Business Type: Grower, Processor,
Exporter, Roaster, Manufacturer,
Packer

Business Profile: America’s
premier supplier of California
pistachios. Major exporter of
California pistachios to all markets
offering both natural and flavored
pistachios.

ISO/FSSC 22000 Certified.
Product of USA

Amerikas flihrender Anbieter von
California Pistazien. Hauptexporteur
von California Pistazien zu allen
Markten bietet nattirliche und
gewdrzte Pistazien.

ISO/FSSC 22000 zertifiziert.

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

{ est. 1924

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

Phone: +1-847-381-5700 back ribs
Fax:+1-847-381-9424
E-mail: ewv@rosepacking.com Product of USA

—

CALIFORNIA PISTACHIOS
Setton Farms pistachios is your choice for premium quality
California pistachios. As America's second largest grower,
processor and marketer for more than 35 years, our expertise
in foreign markets and commitment to unparalleled customer
service make us your ideal partner. Find out today how Setton
Farms “Best Tasting Pistachios” can help your business grow
for years to come. Y .
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Grower » Processor » Exporter = Roaster » Manufacturer » Packer

Setton Pistachio of Terra Bellq, Inc.

PO BOX 110879 = Tema Bella, CA 93270 = USA
Phone: +1.559.535.6050 « Fax: +1.55%.535.6087
Joshua.Setton@SettonFarms.com = www . SettonFarms.com
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Hilltop Ranch brings you
high-quality product at a competitive price.

*BRC Certified ) Sales Inquiries Contac_tf: .
*Organic Certified By CCOF Raj Samran, De)((tzcggl.)08n794 :rs .;;nm er Williams
*Food Quality & Safety sales@hilltopranch.com

www.hilltopranch.com
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Unforgettable Desserts

Choose the grandest finale of all - decadent cheesecakes
from The Cheesecake Factory Bakery Incorporated. Created by the same chefs
that bring their triumphs to the tables of our restaurants,
these fabulous flavors will satisfy the most discriminating cheesecake lovers.

@%Secake
tory

At Home.

5ODIVA Double Chocolate
" Cheesecake

NET WT. 1.45 kg (3 LBS. 3 OZ.)
'ﬁﬂ 9 Cake « 12 pm-srlmﬁicfr:;[‘-?;' ‘*SiiEeRwNﬁ SUGGESTION /

www.thecheesecakefactory.com or www.thecheesecakefactorybakery.com
Reach us at IntBakeryOrdersi@thecheesecakefactory.com or #18188713000

The Cheesecake Factory Bakery Incorporated, Calabasas Hilts, CA 91307 f MADE

he Choesecake Factory At Home™ is owned by TOF Co, LLC “IN THE
PRODUCT OF USA USA
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