THE

Winter 2018 | $5 U.S.D.

www.TheExporterMagazine.com

Dubai: Gateway
to Africa
California Walnuts
Around the Globe
2018 World
Meat Congress

Southeast
Asians Savor…
U.S. Halal Flavor

A Quarterly Food Magazine
Volume 12, Issue 1

www.andalucianuts.com
At Gulfood 2018, visit us in
Booth S3-C27

2

Winter 2018

3

THE

Winter 2018 | $5 U.S.D.

www.TheExporterMagazine.com

Dubai: Gateway
to Africa
California Walnuts
Around the Globe
2018 World
Meat Congress

THE

table of
contents

Southeast
Asians Savor…
U.S. Halal Flavor

A Quarterly Food Magazine
Volume 12, Issue 1

6

Winter 2018
www.andalucianuts.com
At Gulfood 2018, visit us in
Booth S3-C27

From the Publisher
The Middle East’s Healthy Trend?

Features
8 Dubai: Gateway to Africa

8

Gulfood 2018

14
24
31
33

California Walnuts
Around the Globe
World Meat Congress
2018 Update
Blueberries
In “Better-for-You” Products, Blueberries are the Best!
Southeast Asians Savor
U.S. Halal Flavor

Product Highlight
34 Bouras Global Trading

Top Quality Products From the U.S.A.!

36

14

Crider Foods
Six decades of commitment to quality

Advertiser’s Index
41 America’s Best Directory
44 List of Advertisers
46 Buyer’s Index

32
24

4

Cover courtesy of Andalucia Nuts.

Winter 2018

5

THE

Winter 2018

The Middle East’s
Healthy Trend?
he expansion and acceptance of “healthy food” products have taken on a new popularity across Europe
and Asia. In my recent trip to China, the natural food and beverage establishments are everywhere. Fresh
fruit stands are on every corner as well as meat and poultry products. On the flip side…you have your fast
food restaurant, convenience store and coffee/snack shops on every corner as well. As I have mentioned in
the past, countries that once couldn’t afford healthy food products (which we have enjoyed here in the United
States for years) can afford it today. But as we know in America, just because you have healthy food products
everywhere does not mean you’re not going to make the right choices. It still comes down to one’s discretion.
So that brings me to the Middle East and the trends we are seeing there. The growth in the consumption of
fast food and packaged food is actually a demographic shift situation. Young Middle Eastern adults are getting
married later and living with their parents well into their late twenties and even early thirties. And women a
generation ago got married before twenty are today delaying having kids and choosing careers. That means
the Middle Eastern Millennials have more disposable income to go to restaurants or consume convenient food
for expediency sake. Sound familiar? The cultural phenomenon I’m referring to has been going on here in the
United States for years. And you are seeing the acceleration of this demographic shift more and more in China
and other Asian countries.
So it shouldn’t surprise anyone that the United States has captured a 50 billion plus export market of
prepared and processed food products in the region. Middle Easterners are prospering in regions like the
United Arab Emirates and with that comes fast paced lives. So the demand for U.S. processed food products has
a growing appeal and demand. However, as one finds out with fast foods and processed foods comes calories
and carbohydrates! Obesity and diabetes are on the rise in the region. It wasn’t hard to find plenty of stories
regarding Middle Eastern diets and the rise of these ailments due to the consumption of processed foods and
sugary beverages.
Not to fear…we are seeing an increase of U.S. natural and organic food products being exported into the
U.A.E., Saudi Arabia, and Turkey along with a handful of other Middle Eastern countries. Since my last 10 years
of attending the Gulfood Expo in Dubai…the U.S. manufactures of organic and natural foods that are exhibiting
have tripled in number. Just as we have seen in Asia and Europe…if their consumers can afford it…they’ll buy
it. And buying they are! Whereas consumption of organic and natural foods was less than a billion USD per
year in 2009…it has now reached over 3 billion USD and those are conservative estimates. In November, the
Middle East Natural and Organic Food Expo in Saudi Arabia is held annually. It’s a relatively new food show
but its growing and I am looking into the viability of attending. What this indicates is that the health market is
substantial enough to warrant a trade show. Asia and Europe are also seeing a proliferation of health food expos
being held throughout the year.
The demand for processed and prepared foods isn’t declining anytime soon. The demographic shift situation
is not exclusive to North America and Europe. It’s happening in the Middle East and Asia. What is fascinating
to me is that the Middle East is facing the same food consumption problems that Asia and Europe are now
experiencing. And like the United States…what soon follows in each region is the popularity of healthy foods. I
like fast food as much as the next person. But I realized long ago that these foods should be enjoyed on a limited
basis. Eating healthy takes dedication, discipline and proper choice. It’s a learning curve everyone experiences…
no matter where you live. And with that, I’ll see you in Dubai.
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Dubai:
Gateway
to Africa
by Courtney Ferris

In February, Dubai will host the
world’s largest food event, Gulfood
2018, at the Dubai World Trade
Center. International importers
of agricultural products will travel
from around the world to showcase
their unique products and services
at the most important food and
beverage trade show of the year.
With thousands of attendees, the
show will highlight technology and
innovation -- the backbone of Dubai

Gulfood
in Dubai

and the future of the
food industry.
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Crowned a “high growth market” by
the Department of International Trade
(DIT), Dubai was built on a bedrock
of innovation and sand. Once a sleepy
fishing village with a declining pearl
industry, the discovery of oil transformed
Dubai into a thriving metropolis with
friendly trade laws and established
infrastructure, including world class
aviation and maritime trade.
Since 1988, Dubai’s total international
trade has grown by over 11% year-overyear. Today, Dubai’s strategic geopolitical
location is not only important as a

10

distribution outlet to the Middle East,
but it is also serves as a trade gateway to
Africa.

Dubai and Africa
With depressed oil prices in the Gulf
region, the United Arab Emirates has
sought diversity its economy. From
tourism to innovation, the UAE prefers
to lead such opportunities. This includes
non-oil trade with Africa, whom it has
shared close ties with for several decades.
In 2016, non-oil trade between Africa
and the UAE grew to $24 billion, up
from $17.5 billion in 2014, according to
the Dubai Chamber of Commerce. In
the past, Middle East investments have
traditionally concentrated on North
Africa because of the shared language,
religion and culture; however, investors
are exploring additional opportunities
in East Africa and across sub-Sahara,
enticed by both the trade potential and
close geographical proximity. Given that
about 65% of all Arabs are also Africans,
it comes as no surprise that goods flow
between the regions.
The UAE is Africa’s biggest trade
partner in the Gulf, but according to
a report by emerge85, an economics
laboratory that partners with Johns
Hopkins University and UAE think tank
the Delma Institute, Dubai, the UAE’s
largest, most populous city, is one of the
few places able to facilitate business and
logistics for the emerging African middle
class. Overall, Dubai’s desire to be an
important international gateway into and
out of Africa has made trade relations
possible.
At present, Africa’s rapid urbanization
and growing population make it a fertile
market for importers. The continent
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is also an important investment
opportunity, especially as the threat of
food security becomes more serious in

the Gulf region. As one of the world’s
largest sources of arable land, Africa
might be the answer to the Gulf ’s urgent

priority to feed its people.
According to Mckinsey & Company,
there is huge potential for growth in
Africa’s agricultural output, which is
currently only expanding moderately.
While more than one-quarter of the
world’s arable land lies in Africa,
the continent only generates about
10% of global agricultural output,
Mckinsey reports. Several challenges
prevent Africa from effectively growing
their farming operations, including
fragmentation, lack of reliable farming
resources, underinvestment, and lack of
transportation. However, the investments
and ideas that could come from Gulf
partnerships have the potential to
blaze the way in Africa’s next chapter of
economic growth.

What to Expect: Trends
In Africa, the UAE, and across the
globe, there are clear food and beverage
trends with regards to nutrition,
trustworthiness, and convenience.
Euromonitor International reports
that “selling trust” is a trend businesses
should monitor. Authenticity and
upholding key values are attractive selling
points for consumers. For example,
shoppers expect or “trust” organic
brands to be healthier, better for the
environment, and more natural.
According to Gulfood, three of the
major emerging trends also include
the demand for international flavors,
healthier food options, and convenience
packaged food. The Western diet has
played a key role in influencing youth,
who want to try more international
food. From food to fashions, there
is an increased consumer awareness
surrounding wellbeing, which leads to a
greater demand for healthier food -- but
not just an “healthy food”. As a growing
number of women enter the workforce
each year, international consumers want
high-value, nutritious packaged foods
that are convenient to prepare align with
their wellness goals.
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California
Walnuts Around
the Globe

The California Walnut
Industry has earned a reputation
for producing the highest quality
walnuts in the world while
maintaining an exceptional food
safety record for a century.
More than 99% of the walnuts
in U.S. are grown in the fertile
soils of California’s Central
Valley, and this is made possible

by Lisa Mooney

by the efforts of the 4,000 or so
family farms that grow walnuts.
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California walnuts offer a unique flavor
and texture, making them wonderfully
versatile for both savory and sweet
foodservice applications, as well as a
delicious snack around the world.

Walnuts in India
One of the international markets
that has seen the most growth in recent
times is India. In India, most walnuts
are consumed raw as a snack food.

Walnuts have primarily been consumed
during the festival season (September to
January), but they are now beginning to
be consumed year-round as awareness of
their health benefits grows and as they
become available in smaller and medium
cities. About 10 percent of domestic
production goes to bakery, confectionary,
and ice-cream industries. Around 2 to 3
percent of walnuts (normally rancid nuts)
are used for oil extractions by soap and

cosmetic manufacturers.
Due to extra-ordinary health benefits
walnuts are getting popular especially
among health conscious young Indians
as a part of their regular diet. While
the demand for Walnuts in India
grows, domestic walnut production has
remained almost stagnant. Growing
economy, changing lifestyles, rise in
disposable incomes and preference for
quality products have increased the
demand of good quality walnuts from
countries like USA.

Walnut Suppliers & More
At Grower Direct Nut Company
they process in-shell, shelled and diced
walnuts and supply industrial food
processors, re-baggers, retailers and
produce markets worldwide.
Food safety and quality is a top
priority at Grower Direct Nut Company.
According to Teddy Schrier a company
representative, “our walnuts are desirable
to importers because of our quality and
the food safety practices implemented.
Speaking for the industry, we believe the
increasing supply, coupled with a harvest
in late summer/early fall makes walnuts
fresh for holiday season across multiple
cultures.”
Schrier adds, “Our most popular
products are Shelled walnuts, more
specifically our Premium Halves and
Pieces. Our largest importers for 2017
crop thus far have been Japan and
Germany. In the last year or two, we’ve
seen new shipments going to Denmark,
Portugal, Morocco, and Costa Rica;
however, for the industry we’ve seen India
open up as a new market.”
Grower Direct Nut has some exciting
products coming out this year. Schrier
explains, “for starters we’ve installed our
5-Log Kill Step treatment in-house and
now offer organically treated walnuts,
this is a great alternative to commonly
used pasteurization methods.” Grower
Direct Nut’s sister company The Nutty
Gourmet is also launching a new line of

16
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flavored walnuts and walnut butters this
spring.
Summit Premium Tree Nuts works
closely with the top industry tree nut
processors to provide high quality,
consistent products year round to the
U.S. domestic market and to their
partners and end users in over 70
countries. Summit provides a wide range
of fresh, consistent walnuts to fulfill your
specific requirements and applications
including; Chandler, Hartley, Howard,
Tulare and Vina varieties, in halves,
pieces, or both pieces and halves.
According to Dale Darling, “the
markets which grew the most in 2017

18

were India, Turkey, and China. India
would be the newest and biggest growth
market for walnuts. In-shell walnuts and
walnut kernels are both in high demand
in most markets.” California walnuts are
a favorite with international customers
because they are “fresh, have great
quality, and a great taste,” he added.
Agcom LLC is a commodity trading
organization dealing in almonds,
walnuts, pistachios and other agricultural
commodities, mostly with California
origins.
Dan Whisenhunt, President and
CEO explained what attributes make
California walnuts desired by importers.
“There are a couple of reasons. One
reason is that the product is from
California. There is an instant preconceived notion among many foreign
buyers that California products are high
quality.”
“In shell is popular in many
counties, while other countries desire
a large percentage of halves in kernels

shipments. Countries like China and
Italy buy a great deal of in shell, while
northern European buyers are more
partial to kernels loads. Some of the
larger export destinations are: Germany,
Turkey, China, Japan, Korea, Spain and
Italy. India has caught on to California
walnuts over the past two years. That
market currently has a middle class the
size of the population of the United States
and it is growing! That market should
have a great deal of upside in coming
years.”
“Because of better supply and positive
health information on walnuts, many
manufactures are more confident to
introduce more products containing
walnuts. In the US alone, there were
nearly 200 new product introduced with
walnuts in them in 2017,” Whisenhunt
adds.
Sources:
California Walnut Board Website
California Walnut Commission Website

Continued from page 31
enhancing and balancing flavors. Blueberries
make luscious synergies with cayenne, garlic,
mustard, tamarind, wasabi, ad infinitim;
and with herbs from tarragon to mint; the
fruitiness of blueberries shines in chocolatebased treats and snacks. More at http://
www.blueberrytech.org/
The highbush blueberry industry
developed the Real Blueberries™ Seal to help
food producers feature real blueberries in
their products. It helps buyers—from the
ordinary consumer to food professionals-identify real blueberry products. Products
must contain real highbush blueberries in
any form and use an adequate amount of
blueberries as standard in a certain product
category. Typically this means that the
blueberries can be seen and tasted in the
finished product. Consumers are looking
for blueberry-containing products. The
new, eye-catching Real Blueberries™ Seal
assures customers that products contains
real highbush blueberries or real blueberry
co-products (purées, juices, concentrates…).
With heightened consumer awareness of
real health benefits of blueberries in the
news (anthocyanins, anti-aging reports…)
the Real Blueberries™ Seal on the package
helps products stand out as the real deal.
Easy sign-up at: https://realblueberries.
org/real-blueberries-seal/ provides all the
tools to showcase blueberry identity and its
many advantages including: lush texture,
burst-in-the-mouth flavor, nutritional value,
product authenticity, appetizing color,
and the health halo that is so important in
today’s customer-directed marketplace. Plus
multiple formats and natural sweetness can
mean reductions in sugar, high-fructose corn
syrup or other sweeteners. Blueberries feed
product development throughout the food
and beverage industry. In hundreds of new
and recent products, blueberries proved
popular as both healthy and delicious for
all age groups and life styles--from baby
formulations and millennial choices to
grown-up options.
Thanks to blueberries and the Real
Blueberries™ Seal, food product designers
get the perfect storm for consumer appeal:
delicious taste, an established identity with
antioxidant benefits, and clean labels.
With blueberries in the mix, “better-foryou” products are better for everybody! More
at: www.realblueberries.org

Continued from page 26
that we focus on growing our global
market share and winning new customers.
But it’s also extremely important that we
grow and succeed as a global industry, and
to do this we must address consumers’
evolving priorities in areas such as
sustainability, animal welfare and food
safety. The WMC brings together the
world’s very best minds to discuss these
issues and examine ways in which each
and every sector of the industry can be
more responsive.

USMEF encourages anyone who is
involved in the red meat industry or
impacted by the growth and success of
the meat industry to attend the World
Meat Congress. Whether you specialize in
international trade, meat production and
processing, animal health, transportation,
wholesale or retail distribution, product
development and merchandising or
foodservice – this is a conference you will
not want to miss. For more details, please
visit the World Meat Congress website.
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The American Export Magazine and The Natural Food
Exporter Magazine’s launches their WeChat platform!
Social media has grown exponentially as
platforms like Facebook and WeChat have
become the go to medium...especially with
younger consumers. The trends are also
apparent in the trade magazine industry.
The American Exporter Magazine will always
have the printed version especially with the
reader who has always enjoys picking up a

magazine. However, many of the younger
buyers in the food industry are now using
digital media as there main source for
gathering news and information.
Nowhere has this been as dramatic as
the shift from print media to digital media
amongst Chinese and the Asian region! We
at The American Exporter Magazine and The

Natural Food Exporter Magazine recognize
this trend. In order for us to keep up with
these changing preferences, we encourage
you to please visit our new and developing
platform on WeChat.

Our WeChat ID is
TheAmericanExporter
The American Exporter Magazine’s official
WeChat account is up and running! Scan the
QR code below to subscribe and stay tuned
for the latest magazine content, exporter/
importer highlights and other industry
insights. Also, if you have anything to share
with us or would like to promote on this
WeChat platform, you can simply send a
message to the account and our staff will be
in contact with you.
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Visit
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WeChat
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2018 World
Meat Congress
by Lisa Mooney
For the first time in more than 20 years
the World Meat Congress will be held in
the United States. This event is the world’s
premier gathering of red meat industry
leaders and is hosted by the International
Meat Secretariat (IMS) and the U.S. Meat
Export Federation (USMEF).
The 22nd World Meat Congress will be

24

held in Dallas, Texas, May 30-June 1, 2018.

Information Provided By
USMEF CEO Emeritus Philip
Seng
1. Who will attend the World Meat
Congress?
The World Meat Congress, the premier

gathering of global meat industry
leaders, attracts a wide range of industry
professionals, including producers and
representatives of producer organizations,
economists, meat scientists, nutritionists,
processors, purveyors and traders and
marketing specialists. Also participating in
the Congress will be top government officials
from several ministries of agriculture, trade
and commerce. We are very pleased to have
U.S. Secretary of Agriculture Sonny Perdue
confirmed to speak, and will be announcing
additional speakers and participants in
coming weeks.
2. What are the topics of discussion/
agenda? (Individual sessions will cover
the following topics)
The Global Politics of Food: Hear from
leading trade and agricultural officials
on how they view global developments
– including technology, growing global
interconnectedness and new trade
paradigms, and how they will impact food
security.
Outlook for the International Trading
System: Trade policy experts will exchange

Quality. Taste. Consistency.
U.S. beef and pork are recognized around the world for tenderness and
flavor – a result of the rich grains fed to our livestock.

The U.S. Meat Export Federaton
www.usmef.org
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views on the likely future direction of the
global trading system. Will the world
continue to embrace a rules-based trading
system or some other model? Which
countries might take on new or expanded
leadership roles on trade?
Factors Affecting Red Meat Trade This
session will examine China’s evolution as a
leading importer of red meat, the potential
for growth in red meat production by

both established and emerging exporting
countries, regional differences in
production expansion capacity and future
opportunities and challenges in meat
production and demand.
What’s New in the Red Meat Supply Chain?
The world’s brightest scientific minds will
introduce participants to cutting-edge
technologies that are reshaping global meat
production. This will include a discussion

of whole genome sequencing research, the
impact of block chain traceability and the
practical applications of gene editing.
Societal Norms: Implications for the
Meat Industry Consumers are growing
more informed and demanding about
food production practices and product
attributes. This session will include
a discussion of how to satisfy their
expectations in a profitable manner while
also ensuring an affordable and sustainable
food supply.
Tomorrow’s Consumer – Are You Ready?
This session will examine the future of
consumer behavior and how consumer
trends differ between different countries
and regions.
Key Industry Issues Addressed by IMS This
session will explain the IMS’s (International
Meat Secretariat) approach to critical
issues faced by the red meat industry and
what the organization is doing to support
a fact-based and science-based approach to
public policy and international standards.
3. Why was Dallas chosen as the host
city?
Dallas is an excellent location from
a transportation standpoint, as it is
centrally located for U.S. participants
while also accommodating those traveling
from Europe, Asia and Latin America.
The Dallas-Fort Worth area has a rich
agricultural history that lends itself well
to showcasing the U.S. agricultural model
and how critically important production
agriculture and agricultural trade are to the
nation’s economy.
4. What makes this event so important
to the industry?
The World Meat Congress is an
outstanding opportunity for red meat
industry leaders from across the world
to work together on issues that we have
in common, so that we can continue to
produce safe, high-quality products that
appeal to consumers now and in the
future. Congress participants are certainly
competitors, and it’s always important
Continued on page 19
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E4-16, E4-18, E4-22

www.midamar.com • info@midamar.com
Winter 2018

27

SPRING
INTO
SUMMER!

WITH STIRLING’S
FRESH, BRIGHT,
& BOLD FLAVORS
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OUR PASSION IS
SUBERB FLAVOR
FLAVORED SYRUPS
COMBINE & CREATE FLAVOR
PROFILES WITH ONE OF THE
HIGHEST QUALITY SYRUPS
ON THE MARKET.

GOURMET SAUCES
BRING A WARM, CREAMY,
& VELVETY RICH TEXTURE
TO YOUR DRINKS OR
POUR OVER DESSERTS.

TEA CONCENTRATES
MAKE TEA ANYTIME,
JUST ADD WATER 
HOT, COLD OR
EVEN SPARKLING!

FRAPPE MIXES
SIP THE RICHEST,
THICKEST, & BOLDEST
FRAPPES ON THE
MARKET.

SHAKABLE TOPPINGS
SPRINKLE THE MOST
AROMATIC & SWEETEST
TASTING TOPPINGS OVER
YOUR NEXT DRINK.
Winter 2017
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In “Better-for-You” Products,
Blueberries are the Best!
By Jeannette Ferrary
This year the “better-for-you” trend has made
blueberries a must-have in products across
the board. In fact, U. S. Highbush Blueberries
are enjoying unprecedented growth in many
areas, especially the Middle East, Asia, and the
Americas. In all these regions, blueberries seem
ubiquitous in “better” products from blueberry
pizza, blueberry yogurt, blueberry pie, blueberry
muffins, to blueberry smoothies, blueberry
ice cream, blueberry confections, blueberry
beverages...blueberry everything! The USHBC
website highlights exciting new blueberry
innovations, research, exhibits and prize winning
product development; it presents some recent
developments in the blueberry foodtech export
world from Taiwan, Dubai and India to the
Philippines: http://blueberryfoodtech.blogspot.
com/ Internationally, new products featuring
blueberries are on the rise.
A few for starters include a chocolate bar
with dried blueberries from Korea called Ghana
Nature; Canada’s Great Value Blueberry Waffle
products in which dried blueberries hold
up structure in frozen foods; and Australia’s
Monster Muesli with dried blueberries. In
Mexico, chefs dazzled visitors at the Food Tech
Summit with blueberried variations on the
traditional Mexican concha using different
blueberry formats, all of which were eagerly
devoured.
Foods like blueberries which are associated
with the benefits of antioxidants became musthaves in people’s every day diets, especially the
increasing number of consumers concerned
about better-for-you eating. Blueberries are
especially relevant because they an easy-toincorporate ingredient in snacks, baked goods,
beverages and food products in so many
categories with the added bonus that blueberries
and products containing blueberries are favorites
with children. Virtually fat-free, low in sodium,
carbohydrates and cholesterol, blueberries
are a delicious source of minerals, folate, and
vitamins. With their multiple, year-round
formats, they can easily be included in dishes for
anyone of any age via their inclusion in pancakes,
cereals, trail and snack mixes, no bake fruit
rolls; fruit kabobs, fruit bowls, parfaits; they can

be baked into muffins, mug cakes, hand pies,
cupcakes, cookies (with or without chocolate
chips); whirled into purees and smoothies, cold
summer soups; sprinkled on top of oatmeal,
waffles or just about anything! Blueberry juice is
popular either as is or blended with lemonade or
iced tea.
Blueberries enable “better-for-you” products
because they are by nature nutritious, indulgent
and tasty and are perceived by diners as
wholesome, natural ingredients. Creative cooks
fold or grind dried or frozen berries directly
into mixes, thus imparting the rich blueberry
flavor and showing lots of blueberry in the skin.
Blueberries can spruce up products with colorful
squiggle, designs and color blocks. While
enhancing visual appeal, blueberries portray an
all-natural healthy image.
As Tom Payne, Industry Specialist for the
U. S. Highbush Blueberry Council explains,
“Health and wellness trends are having a big
effect on the incorporation of health-halo heroes
like antioxidants, and blueberries are one of
the hottest ingredients in the arsenal. Foods
like blueberries which are associated with the
benefits of antioxidants became must-haves
in people’s every day diets, but blueberries are
especially successful because they are an easyto-incorporate ingredient for food items in all
categories.”
Blueberries are trend-friendy: they a work
well with ancient grains and the current quest
for healthy, wholesome ingredients like oats,
amaranth, buckwheat, chia, millet, quinoa,
sorghum, teff, kamut, farro, spelt etc. In
gluten-free products, blueberries are a popular
ingredient with a homey and old-fashioned
attraction. Blueberries serve as the basis
for vegan snacks and formulations, and are
compatible with nuts and seeds. In fact, they
are used to enhance indulgent treats as a way
to grant permission to the reluctant; almost
any baked goods, confection or dessert can be
exonerated via blueberries!
Trend-watchers identify blueberries’ role
in adventurous new taste profiles with spices,
botanicals, floral, and citrus, complementing,

Continued on page 19
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We’re the
fruit people.
Perfecting the art of drying blueberries,
We’re the fruit people.
cherries, and cranberries since 1973.

Visit us at:
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Gulfood 2018 - Dubai
INC Pavilion - Z2-D38

231-352-7181
GracelandFruit.com
info@GracelandFruit.com

Southeast Asians Savor…U.S. Halal Flavor
By Josh Masters

The United States produces more than
just McDonald’s™ hamburgers and Nike™
shoes. In fact, it has a substantial supply
chain for growing the ingredients for
international, specialty foods such as Jewish
kosher and Islamic halal. The only problem
is the certification process. Regarding halal
products, many Muslims around the world
must be absolutely, 100% guaranteed that
they are importing (and indeed ingesting)
a purity of ingredients that does not violate
the very tenets of their religious doctrine.
However, the industry is just beginning to
get off the ground and with it have come
growing pains, certification fabrications, and
incompatible regulations. Then you’ve got
the Muslim population boom in Southeast
Asia that has been providing the demand for
halal-certified products to comply with their
faith. In fact, no other global market demand
is more rapidly emerging for the American
export supply of halal than Southeast Asia.
Let us first provide a summary of what
it means for food to qualify as halal. The
Qur’an states the following disqualifications
of unlawful (non-halal) food consumption:
“Prohibited for you is the dead blood, meat of
swine, what has been offered to anyone other
than Allah; and that which is strangled,, that
which has been beaten to death, that which
had a fatal fall, that which is gored by horns,
that which a beast of pray has eaten, except
for what you slaughter yourselves, [forbidden
also] what is sacrificed on altars, and what
you allocate by divining arrows (gambling)”
(Qur’an 5:3).
Next, let us outline the painstaking
procedure that is involved in halal
certification. The Muslim culture in
Southeast Asia takes this qualification very
seriously as it is a requirement of their
religion. Domestic corporations such as
the Islamic Services of America (ISA) and
the Islamic Food and Nutrition Council
of America (IFANCA) are at the forefront
of halal certification. Halal certification
is a very specific, very thorough process
that takes no chances on allowing ‘haram’
(unlawful, prohibited) or impure bi-products
into its quality food products. I spoke with
Timothy Abu Mounir Hyatt, Managing
Director for the Islamic Services of America
(ISA). He informed me that “ISA follows

and applies international Halal standards
and distinguishes country and regional
specific requirements as applicable for
Halal manufacturers based on their desired
overseas markets”.
Roger Othman, Director of Consumer
Relations for the Islamic Food and Nutritional
Council of America (IFANCA), detailed his
company’s halal certification process with
me in late January. He stated that “for halal

certification, we follow a streamlined system
which includes an application, product and
ingredient review, plant inspection, contract
(includes confidentiality agreement), and fee
payment. We use the same system for global
certification. When we certify for export,
we follow the standards of the importing
country. When we certify for the US, we
follow our standard which is a modified

Continued on page 40
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Bouras Global Trading…
Top Quality Products From the U.S.A.!
By Mohamed Bouras

NEW!

Bouras Global Trading® is an export
company committed to providing its
international customers with the highest
quality service. We pride ourselves on
exporting a full range of US food products
to the retail and food service sectors to
several countries in assorted and full
container shipments. Our services include
shipment consolidation and product
labeling in Arabic and Spanish.
As an exporter of Hy-Top® products,
we place at the disposal of our clients a
complete assortment of food products,
dry, refrigerated and frozen,
as well as non-food items,
such as paper products
and cleaning
products. With the
introduction and
Distributors and Retailers, please contact:
Bouras Global Trading, Inc. | p: +1.954.532.3714 e: Mohamed@bourasglobal.com | www.bourasglobal.com

34

expansion of our own private label Florida
Gardens®, we aim to offer a more complete
line of high quality US products that would
provide our clients to compete in their
markets and expand their presence. This
enables us to put at their disposal…quality
US made products equivalent to national
brands at more affordable prices.
Florida Garden’s products come in
dual language labeling which are English
and Arabic. This complies with labeling
requirements of GCC and other Arab
countries. In addition, we also supply the
complete range of US national brands in
any quantities required whether in full
containers or consolidated containers
orders. We provide bulk shipments of
commodities in ambient temperature
and controlled temperature containers,
including pulses, nuts, as well as
commodities in drums and similar packs.
Our client base includes wholesalers
to the retail industry such as
supermarket operators, food
service distributors who cater
to the hospitality and shipping

industry and industrial processing plants
who convert the raw materials and bulk
products into finished goods. Our markets
include the Middle East, North, East and
West Africa as well as Central America and
the Caribbean and South Korea, Taiwan
and China as well as Singapore, India and
Pakistan, among other countries.
At Bouras Global Trading, we hope to
welcome you to our growing list of clients
and partners worldwide, and look forward
to being of service to you in the near
future. If you are interested in our product
lines, please contact Bouras Global
Trading, Tel: +1.954.532.3714 or E-mail:
Sales@Bourasglobal.com.

Visit our web site at www.bourasglobal.
com and check out our newest products!
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Crider Foods

Six decades of commitment to quality, safety, customer trust and satisfaction
Crider Foods is the recognized leader
in the global canned chicken market.
Our unique and proprietary process
provides the platform for development
of innovative new products that are
preferred by the premium global brands.
As a family owned business we are able
to respond to customer and market needs
rapidly. We have a newly expanded
canning operation with state of the
art equipment and process controls to
keep ahead of our growth and meet our
customer’s specific needs and country
requirements.
The Crider business model has resulted
in numerous long term strategic alliances
and business relationships lasting 30 plus
years.
As a food supplier to the world, we
have a commitment to provide the
industry’s highest level of quality, service,
and corporate integrity for our retail,
foodservice, school, and institutional
customers. Crider is very proud of our
SQF (Safe Quality Food) Level 3 status.
Being SQF certified for six consecutive
years is a testament to our commitment
to our customers.
CRIDER FOODS CAN MAKE YOUR WORLD
A BETTER PLACE
To serve worldwide markets, Crider
Foods has EU, Halal, Kosher and Organic
certifications. In partnership with our
customers around the globe, we have a
shared vision for the future. We’re very
proud of our world-class caning facility,
but it’s the can-do spirit of our people
that is our greatest asset. We maintain
a professional workplace that strives
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for employee safety, quality products
and pride in all we do. You can trust your
brand’s reputation to Crider Foods.
YOUR BRAND, OUR PROCESS A SHARED VISION
We are all about you. Crider Foods
is recognized for its dedication to
product quality, customer service and
is committed to the customer’s brand.
Our best selling brand is your brand.
Our team of experts understands the
importance of matching the products
or creating new offerings that allow the
customer to be in the forefront of new
and emerging markets.

Crider is able to match or develop new
items quickly without compromising
quality. Our research and development
team of experts are constantly bringing
new concepts to market and work
closely with the customer to fulfill their
individual needs.
By developing long term relationships
with our customers, we are able to
focus on continuous improvements to
ensure efficient processes and consistent
product.

Winter 2015
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We live by our mission – To create value
through Quality Products, Service, Industry
Leadership and Ongoing Innovations.

Products & Services
Sun Valley produces Medium Grain and
Premium Short Grain rice varieties, more
commonly known as “sticky rice” or
“sushi rice.” These are generally viewed as
specialty varieties because they require a

A Family Commitment to Quality

The sun is setting earlier, the days are
growing colder, and the last of the rice
has been loaded on the trucks – another
California rice harvest has come to a close.
For the Sun Valley Rice Company and its
management, its time to look ahead to 2017,
which CEO Ken LaGrande hopes will be
another year of growth for his family’s rice
company.

Background
Situated in the heart of California’s
Sacramento Valley, Sun Valley Rice offers
Medium Grain and Premium Short Grain
sushi-grade rice. Mike LaGrande founded the
company in 2000 with his son, Ken. Their
vision was to build a facility that caters to
the specialty nature of California rice, and
to offer the highest quality product possible.
Fourteen years later, that vision remains an
integral part of Sun Valley’s culture, and a
primary reason for their success.

38

Brendan O’Donnell, who handles sales for
Europe, explains how Sun Valley utilizes
the uniqueness of the Sacramento Valley:
“The Sacramento Valley is the only part of
the country that has the perfect blend of
heavy clay soil, ample sunlight, and good
accessibility to water. There are really only
a couple places around the world that have
these perfect conditions other than Japan.”
The company offers Whole Grain brown rice,
or white (milled) rice. Using a proprietary
technique, they also produce a product called
GEN-JI-MAI. GEN-JI-MAI is a Premium
Whole Grain Brown Rice that is not only
superior in taste, but also cooks more quickly,
thus creating a Brown rice with better texture
that is much more nutritious than White rice.
With an eye on the global trend towards
healthier diets, Sun Valley recently added a
germination facility to produce ‘sprouted’,
or germinated, rice using a proprietary
technology. The sprouting process takes
healthy brown rice and puts it through a
natural germination process; this process
unlocks additional nutrients and enzymes in
the kernel, creating healthier, tastier, quickercooking rice.

view our customers as partners, and we try to
help them however possible.”

Facilities
Quality doesn’t begin and end with the
natural environment, however. It continues
with the processes and technologies
involved in rice production, and Sun Valley
has committed every effort to ensure they
have the best technology, and the best
people, available to mill their rice. Explains
O’Donnell, “Mike [LaGrande] designed
and built the most state-of-the-art and
modern mill in California, utilizing the
latest Japanese equipment.”

One way they achieve this is through their
innovative use of joint (or ‘partner’) labels
with customers from all over the world. This
offers customers, many
of whom are family
business with
little experience
in brand
development,
the chance to
develop and
showcase their
own labels.

Not cutting corners to save costs, the
company tried to closely emulate Japanese
milling processes in building their facility,
years to produce the best rice possible. The
result is the highest-grade mill in California,
and a premium end product.

Commitment to Customers

Info

Having farmed, dried, milled, and packaged
their rice to the highest achievable
standards, Sun Valley maintains their
commitment to quality once the rice has
left the plant, in how they serve their
customers. CEO Ken LaGrande explains,
“We don’t see ours as a commodity
product, nor do we view our industry as a
commodity industry. So, we don’t treat our
customers as commodity customers. We

For more information on partnering
with Sun Valley Rice to grow your
business, call +001 (530) 476-3000
to speak with a Sales Representative
or email info@sunvalleyrice.com.
And visit us at www.sunvalleyrice.
com and www.genjimairice.com!
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Continued from page 33
SMIIC (Standards and Metrology Institute for
the Islamic Countries) standard”.
It’s widely known that the global Muslim
population is increasing at exponential rates.
The Pew Forum on Religion & Public Life
suggested that Asia-Pacific had over 800 million
Muslims in 2000, growing to over 1 billion in
2010 . In the southeast part of Asia, Indonesia
alone had in excess of 209 million persons of
Islamic descent eight years ago, accounting
for 13% of the World’s Muslim population
. The Muslim archipelago in Southeast Asia
consists of: Malaysia with over 17 million;
the Philippines had 4.7 million, Thailand 3.9
million, and Myanmar 1.9 million.
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U.S. halal food producers are in no short
supply either. Domestic companies such as
Crescent® Foods, Midamar Corporation, and
the Halal Guys are leading our nation’s effort
to produce open-sourced, high quality, halalcertified foods. Crescent Foods, a Chicagobased halal company, is a leading supplier
of halal chicken products . The Halal Guys
already have four SE Asia locations in Jakarta,
Indonesia and Manila, Philippines. The Halal
Industry Development Corporation (HDC)
stated that “several large US meat exporters
such as Tyson Foods, Pilgrim Pride, Purdue
Farms, and Midamar Corporation have small
production and process centers for Halal
products, especially chicken leg quarters and

frankfurters at affordable prices” . The United
States Meat Export Federation (USMEF)
relayed “strong year-over-year growth in
Indonesia, the Philippines and Vietnam
pushed January-November (2017) exports to
the ASEAN (Association of Southeast Asian
Nations) region to 38,039 metric tons (up
46 percent year-over-year), valued at $193.3
million (up 39 percent)” .
It’s not only American-bred, halal food that
people of Islamic descent from Southeast Asia
are demanding. The Muslim religion calls for
purity of everything that enters one’s sacred
body; that includes vitamins & supplements,
too. Noor Vitamins, a subsidiary of Noor
Pharmaceuticals, describes itself as providing
“high quality natural wellness solutions, made
with Halal ingredients; free of pork, alcohol
and sustainable sources” . This U.S.-based
company has a tremendous online presence
and is leading the way in halal e-commerce.
Madina Vitamins, a division of Madina Halal
Pharmaceuticals, “manufactures top of the
line vitamins without compromising true
Halal standards at the same time to make
sure you are getting required nutrients…
free of pork, free of alcohol, gelatin-free, and
vegetarian friendly”. Madina, too, has the
online shopping cart open for shipping.
Regarding U.S. grown, halal product
exports to Southeast Asia, Hyatt suggested:
“we can confirm that there is a strong demand
for a large variety of USA produced Halal
goods in the SE Asia market. The strongest
trend continues to be for Halal certified
natural supplements for regular dietary and
other health related use”. According to the
State of the Global Islamic Economy Report
2017/18, Malaysia, Brunei, and Singapore are
all within the top 10 countries in the world
for halal product demand. Additionally,
IFANCA’s Othman stated that
“We believe halal exports from the US to
Southeast Asia have doubled over the last 10
years. We see the highest Southeast Asian
demand for dairy products, grains, prepared
foods, and nutritional supplements”.
From February 18-22, 2018, the Gulf
Food Show will take place at the Dubai
World Trade Centre in the UAE. This is the
most comprehensive, specialty food-niche
exhibition in the world. On April 4-8, 2018,
the Malaysian International Halal Showcase
2018 (MIHAS 2018) will be at the Malaysia
International Trade and Exhibition Centre
in Kuala Lumpur. This is the world’s largest
halal-centered event located within its biggest
halal economy (Southeast Asia).
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Our Brand Names:
Fukusuke Calrose rice
Valley Sun Calrose Rice
Far West Calrose Rice
Komachi Brand Rice
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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
Bascom
Family
Farms

P.O.P.O.
BoxBox
117117
Brattleboro,
VT VT
05302
Brattleboro,
05302
Phone:
+1-802-257-8100
Phone:
+1-802-257-8100
Fax:Fax:
+1-802-257-8111
+1-802-257-8111
E-mail:
E-mail:
sales@bascomfamilyfarms.com
sales@bascomfamilyfarms.com
Web
site:
Web
site:
www.bascomfamilyfarms.com
www.bascomfamilyfarms.com
Contact:
Arnold
Coombs
Contact:
Arnold
Coombs
Company
Profile:
Bascom
Family
Company
Profile:
Bascom
Family
Farms
is America’s
leading
indepenFarms
is America’s
leading
independent
supplier
of pure
and
organic
dent
supplier
of pure
and
organic
maple
syrup
andand
maple
sugar
maple
syrup
maple
sugar
products
in ainwide
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of of
forms,
products
a wide
range
forms,
sizes
andand
packaging.
Top
food
sizes
packaging.
Top
food
manufacturers,
private
label
maple
manufacturers,
private
label
maple
marketers,
food
service
buyers
and
marketers,
food
service
buyers
and
chefs
choose
Bascom
Family
Farms
chefs
choose
Bascom
Family
Farms
high
quality
selection,
R&D
for for
ourour
high
quality
selection,
R&D
capacity,
competitive
pricing,
and
capacity,
competitive
pricing,
and
rapid
turnaround
times.
Product
rapid
turnaround
times.
Product
Line:
Grocery
items,
organic
prodLine: Grocery items, organic products,
pure
and
organic
maple
syrup
ucts, pure and organic maple syrup
and
maple
sugar
products
and maple sugar products

Product
USA
Product
of of
USA

Great
GreatLakes
LakesPacking
Packing
Company
CompanyInt'l,
Int'l,Inc.
Inc.

1535
1535W.W.43rd
43rdStreet
Street
Chicago,
IL
Chicago, IL60609
60609
Phone:
Phone:+1-773-927-6660
+1-773-927-6660
Fax:
Fax:+1-773-927-8587
+1-773-927-8587
E-mail:
E-mail:
greatlakespacking@ameritech.net
greatlakespacking@ameritech.net
Web
WebSite:
Site:www.glpacking.com
www.glpacking.com
Contact:
Contact:Robert
RobertE.E.Oates-President
Oates-President
Product
ProductLine:
Line:Pickled
PickledMeats,
Meats,Pork
Pork
and
andBeef
Beefpacked
packedininbrine.
brine.
Company
CompanyProfile:
Profile:
Great
GreatLakes
LakesPacking
PackingCompany
Company
International,Inc.
Inc.isislocated
locatedin
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International,
UnionStock
StockYards
Yardsof
ofChicago,
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Illinoisatatthe
thesame
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for over
over
Illinois
years.Great
GreatLakes
LakesPacking
Packing Co.
Co.
4051years.
Int'l,Inc.
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producesthe
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finestin
in
Int'l,
pickledmeat
meatproducts
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from only
only
pickled
productsproduced
producedininthe
theUnited
United
products
Statesthat
thathave
havebeen
beeninspected
inspected by
by
States
theUnited
UnitedStates
StatesDepartment
Department of
of
the
Agricultureand
andpassed.
passed.Great
Great Lakes
Lakes
Agriculture
Packing
Co.
Int'l,
Inc.
is
a
HACCP
Packing Co. Int'l, Inc. is a HACCP
approvedplant.
plant.
approved
ProductofofUSA
USA
Product

MagicSeasoning
SeasoningBlends
Blends
Magic
720Distributors
DistributorsRow
Row
720
P.O.
Box
23342
P.O. Box 23342
NewOrleans,
Orleans,LA
LA70123-0342
70123-0342
New
Phone:
504-731-3522
Phone: 504-731-3522
Fax:504-731-3576
504-731-3576
Fax:
E-mail:
azuniga@chefpaul.com
E-mail: azuniga@chefpaul.com
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skins.
skins.

Michael Piedmontese
Foods, Inc Beef
Certified

301West
Carlson
Parkway,
100
Grand
Drive Suite 400
Minnetonka,
MN, USA 55305
Lincoln,
NE 68521
Phone:
Phone:1-402-458-4504
+1-256-757-3425
+1-952-258-4725 Direct
Cell:
Cell:+1-402-416-8025
+1-612-418-6288
Fax: +1-402-458-4531
Fax: +1-952-258-4157
E-mail:
E-mail:
thad-robertson@piedmontese.com
rob.harrington@michaelfoods.com
Web
Site:
Contact:
Thad
Robertson-International
Web Site:
www.michaelfoods.com
Sales
Contact: Rob Representative
Harrington, VP Intl
Product Line: Full line of premium
beef subprimals.
Product Line: Processed Egg
Products,Profile:
including pasteurized
Company
Certified
Beef is egg,
unlike any
liquid orPiedmontese
frozen yolk, whole
other.
Anand
exceptional
breed
whites,
scrambled
eggofmix, our
genetically superior cattle combined
patented
Extendapproach
Life liquids,
dried
with
a disciplined
to animal
powders,
and
a
range
of
fully
care. Extraordinarily lean, incredibly
cookedCPB
products.
Our
productswith
are
tender.
provides
consumers
aused
healthier
beef option
sacrificing
in industrial
foodwithout
processing,
flavor.
foodservice, and retail applications.
Product of USA
Business Type: Manufacturer,
Exporter

Product of USA

Website:
www.chefpaul.com
Website:www.chefpaul.com
Contact:
Contact:Anna
AnnaZuniga
Zuniga, ,
Business
Type:
Business Type:Manufacturer,
Manufacturer,
Co-Packing
Co-Packing
Product
ProductLine:
Line:Seasoning
SeasoningBlends,
Blends,
Sauces
and
Marinades,
Sauces and Marinades,Pepper
Pepper
Sauce,
Sauce,Custom
CustomBlending,
Blending,
Co-Packing
services
Co-Packing services
Product
Productof
ofUSA
USA
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Setton Pistachio of Terra Bella, Inc.
Setton Pistachio of Terra Bella, Inc.

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

  

  
22000ISO/FSSC

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

E. Formella & Sons, Inc
411 E. Plainfield Road
Countryside, IL 60525
Phone: +1-630-873-3208 Direct Line
Toll Free: 1-877-598-0909
Fax: +1-708-598-4097
E-mail:
Kathy.Formella@formella.com
Web Site:
www.formella.com
Contact: Kathy Formella- International Sales Manager
Product Line: Gourmet Italian
Specialties, Premium Hand Stuffed
Olives, Traditional Olives Gourmet
Olive Oils, Garlics New! - Pasta &
Sauces, Bar Scene, Food Service
Product and Retail Items
Brands: Enrico Formella & Sons
Company Profile: Enrico Formella
Specialty Foods is a global company
that prides itself on offering a wide
variety of authentic Italian specialties as well as other unique and
distinctive gourmet foods. Premium
quality, exceptional taste, and
outstanding value are the heart of
our business and the keys to our
success. In addition, we believe in
creating satisfied customers. We
strive to exceed our customers'
expectations to earn their loyalty
and have them "sing our praises" to
others. In all interactions, we will
adhere to the highest level of integrity, honesty, and fairness.
Product of USA
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Web Site: www.rosepacking.com
Web Site: www.rosepacking.com
Contact: Erik W. Vandenbergh
Contact: Erik W. Vandenbergh
Business Type: Exporter, ManufacBusiness Type: Exporter, Manufacturer, Packer, Processor
turer, Packer, Processor
Product Line: Fresh and processed
Product Line: Fresh and processed
pork. Specializing in smoked cured
pork. Specializing in smoked cured
pork, ham, Canadian bacon, breakpork, ham, Canadian bacon, breakfast Sausage, ethnic sausage and
fast Sausage, ethnic sausage and
back ribs
back ribs
Product of USA
Product of USA

Certified Piedmontese Beef

100 West Grand Drive
Lincoln, NE 68521
Phone: 1-402-458-4504
Cell: +1-402-416-8025
Fax: +1-402-458-4531
E-mail:
thad-robertson@piedmontese.com
Web Site:
Contact: Thad Robertson-International
Sales Representative
Product Line: Full line of premium
beef subprimals.
Company Profile:
Certified Piedmontese Beef is unlike any
other. An exceptional breed of
genetically superior cattle combined
with a disciplined approach to animal
care. Extraordinarily lean, incredibly
tender. CPB provides consumers with
a healthier beef option without sacrificing
flavor.
Product of USA
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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
Winter 2018
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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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