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THE

ith	the	start	of	2020...my	observations	of	healthy	food	trends	in	the	Middle	East	has	not	
changed.	The	expansion	and	acceptance	of	“healthy	food”	products	have	taken	on	a	new	
popularity	across	Europe	and	Asia.	In	mainland	China	for	example,	the	natural	food	and	

beverage	establishments	are	everywhere.	As	I	have	stated	last	year,	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	is	this	trend	catching	on	in	the	Middle	East?	Let’s	examine	this…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…2019	saw	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.

Is the Middle East  
Health Trend Real?   
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With	a	global	consumer	base	of	nearly	
2	billion	Muslims	across	112	countries,	
the	Halal	market	is	estimated	to	be	
worth	$1.75	trillion	U.S.	Dollars.	A	
Halal	certificate	is	a	guarantee	that	food,	
pharmaceutical,	health	and	beauty,	
ingredients,	and	other	products	are	
compliant	with	Islamic	dietary	guidelines	
or	Islamic	lifestyle.	A	Halal	certification	
is	similar	to	any	other	type	of	food	
certification,	though	this	one	follows	
strict	religious	guidelines.	Whether	it	
be	Kosher	or	organic,	gluten-free	or	
hormone-free,	certifications	exist	to	help	
consumers	make	informed	decisions	
about	what	they	buy	and	how	they	apply	
it	to	their	lifestyles.	

As	the	Muslim	market	continues	to	
grow,	a	Halal	certification	significantly	
enhances	the	marketability	of	your	
products.	According	to	Pew	Research	
Center,	the	number	of	Muslims	
worldwide	is	expected	to	grow	to	2.8	
billion	by	2050.	In	Europe,	the	Halal	
market	is	growing	by	10-20%	annually.	In	
England	alone,	the	Muslim	population	
recently	passed	the	3	million	mark	for	
the	first	time,	outpacing	Christianity.	
Europe	isn’t	the	only	market	that	is	
seeing	growth.	According	to	a	recent	
study	from	Mastercard,	Halal	tourism	is	
also	on	the	rise	and	is	expected	to	include	
230	million	travelers	and	increase	35%,	
or	generate	$300	billion,	by	2026.	

Joining the Halal
Global Market 
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Continued on page 12

By Courtney Ferris
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Foodlinx offers the widest range of temperature-controlled food products, dry 

ingredients, and groceries globally, offering exclusive brands such as 

Raley’s and Sunny Select. So, from meat and dairy, to frozen foods, to the 

most popular brand names, we’ve got what you need. We stay up-to-date on 

current trends, ensuring that you have access to the most lucrative items on 

the market, so your businesses can stay at the forefront of the industry.

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

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

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

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

category with global sources, and award winning 
packaging design.

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

EXCLUSIVE BRANDS
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Have your goods or services joined the 
global Halal marketplace? Here are the 
steps you can take to become a player in 
this growing consumer segment.

The Halal Certification Process
To become Halal certified in the US, 

you must first contact the Halal certifying 
body via email or phone. There are 
several organizations that can certify 
Halal, but few receive international 
recognition. Islamic Services of America 

(ISA) is the oldest and most well-known 
U.S. Halal Certifier in the world. ISA has 
earned the trust of Muslims around the 
world, including the Middle East and 
Southeast Asia, the two largest markets 
for Halal products with more than 400 
million Muslim consumers. ISA upholds 
Halal standards for global markets as 
set by the Halal governing authorities, 
religious scholars, and technical experts 
from the Middle East to Southeast Asia.

In your initial conversation with 
ISA, it is important that you share your 

company needs, goals, and timeline. 
ISA will also want to know what type 
of industry you serve, information 
about your product line and number of 
products, and whether your product is 
for domestic and/or export use.

Preparing Your Application
According to ISA, the application 

process and pricing overview is 
confidential and proprietary between ISA 
and customer prospects. As part of your 
application, ISA requests that prospective 
customers send product ingredient 
statements and production process 
flowcharts. 

How do you know if your food is halal 
(“permissible”) or haram (“forbidden”)? 
In accordance with the Qu’ran, Muslim 
followers cannot consume the following 
items:

• pork or pork byproducts
•  animals that were dead prior to 

slaughtering
• animals not slaughtered properly
• blood and blood byproducts
• alcohol
• carnivorous animals
• birds of prey
• land animals without external ears

If your product does not fall into one 
of the categories listed above, then you 
can move forward with your application. 
With regards to meat products, ISA offers 
Halal Slaughter & Supervision Services as 
well as Halal Slaughterman Training and 
Certification.

Please note that for a product to be 
considered Halal, all of its ingredients 
need to be Halal. Halal sensitive 
materials, such as emulsifiers and 
enzymes, may be approved at ISA’s sole 
discretion.

To start your application, each product 
requires a complete raw material and 
ingredient listing. In addition, when you 
submit your product description, you 
will need to disclose the manufacturer for 

12

Continued from page 8

Continued on page 18
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by Lisa Mooney

In 2018/2019, 66% of the California 
walnut crop was exported. One of the 
key driving forces behind these exports 
is building consumer demand through 
international marketing programs 
initiated by the California Walnut 
Commission (CWC). 

Currently the CWC is targeting eight 
countries throughout Europe and Asia.  
According to their website, “the growers, 
handlers and the CWC have made great 
strides by working together and will 
continue building demand in an ever-
expanding global market.”

Currently, the top ten export markets 
for walnuts are; Germany, Japan, Turkey, 
Spain, Korea, Italy, Greater China, 
Canada, UAE, and the Netherlands.

California Walnuts continue to face 
tough competition due to retaliatory 
tariffs. To maintain shelf space and 
drive consumers to purchase California 
walnuts, the CWC has conducted in-
store, online and retail display campaigns 
where California walnuts are sold.

In January, 2019, the CWC launched a 
trade program in the UAE. The goal for 
the year was to understand trade flows 
and make key contacts with the trade, 
retailers, and manufacturers.

 During Gulfood 2019, it became 
evident that retailers from Dubai were 
very interested in promoting California 
walnuts. Knowing this, the CWC revised 
their strategy and launched its first tie-in 
promotion with Almaya (12 stores, 45-
day promotion). During the promotion, 
consumers could not only taste California 
walnuts but were also given point-of-
sale materials such as recipes, flyers on 
walnuts and their health benefits, and a 
small gift with purchase. 

Mr. Anil Khatwani, Almaya Brand 
manager, said their sales of Maya’s CW 

California 
Walnut 

International Update
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INSPiRED
Be

From the sunny state of California comes a walnut that can inspire chefs, home cooks, 
food manufacturers and people all over the world like never before. Great tasting, 
smooth and creamy, they are incredibly versatile with so many uses as healthy snacks, in 
salads, main meals, baking, butters, sauces, spreads, drinks, cereals, and confectionery – 
to name a few! California Walnuts offer a range of health benefits including protein
and fiber as well as good fats. In fact, they’re the only tree nut significantly high
in alpha-linolenic acid (ALA), the plant-based omega-3 fatty acid bodies need but can 
only get from food. And they are grown, harvested and processed to strict USDA 
standards and FDA guidelines.  Have Calif�nia Walnuts Insp�e y� and y�r cust��s!

Contact: Turkey and UAE:  Promedia,   Phone: 90 (212) 465 7000,  E-mail: info@californiawalnut.com.tr
All other inquiries: info@walnuts.org

* A handful, 30g, is the daily recommended amount, which offer 2.7g of ALA.

Join us at

our booth at

Gulfood

C

M

Y

CM

MY

CY

CMY

K
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brand during the one-day promotions 
exceeded the brands monthly sales. 
They were so happy with the results they 
want to consider future promotions. 
Additional retail promotions were also 
planned in the UAE for the 4th quarter.

Sales Forecast Abroad
The California walnut industry is 

made up of more than 4,800 walnut 
growers and nearly 100 walnut handlers 
spread across California’s Central Valley. 
California walnuts account for more than 

99% of the commercial U.S. supply.
California walnuts are produced under 

stringent quality controls that exceed 
California inspection standards, reputed 
to be the world’s toughest. Handlers also 
meet individual customers’ standards 
and specifications. Many cutting-edge 
technologies are harnessed during the 
process in a sustained effort to bring 
consumers walnuts of uncompromising 
quality.

Summit Premium Tree Nuts works 
closely with the top industry tree nut 

processors to provide high quality, 
consistent nut 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.

“The walnut crop this year is down 
compared to last year, this year the crop 
size to date is just over 639,000 tons. 
The China crop is now over 900,000 tons 
as well. With less California walnuts to 
ship and China starting to export their 
walnuts to the Middle Eastern markets, 
there has been fewer opportunities 
to open up new markets” explains a 
company representative from Summit.

“So far to date, kernel markets have 
performed very well while in-shell 
markets have performed even or down 
compared to last year. Kernel markets 
such as Germany and Japan have done 
very well, and in December, Germany 
was up 26% compared to December 2018. 
In-shell markets such as Dubai, Pakistan, 
and Turkey did not perform well this 
past month. Political unrest, emergence 
of Chinese walnuts, and higher prices 
compared to last year are all reasons 
that could have contributed to poor 
December shipments” the representative 
adds. 

“Beyond this crop year we expect 
the Chinese crop to continue to grow 
and they will be a fierce competitor to 
California walnuts for years to come. 
We expect little to no walnuts to ship 
into China, even if there is a trade war or 
not in the future. Markets such as India, 
which is an increasingly large markets 
for CA Almonds, has yet to come close 
to reaching its potential for CA walnuts. 
Hopefully it can reach its potential with 
the removal of existing trade barriers.” 

Sources:  California Walnut Board Website  
Summit Almonds Website
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each item, any release agents, and if Halal 
or non-Halal products share the same 
processing line as the product(s) you are 
trying to certify. You are also required to 
submit the primary label brand name 
and any private labels as well as the 
distributor’s name and particulars (if and 
when applicable).

Finalizing Your Service 
Agreement

Once ISA receives the application and 

product information, the certifying body 
will begin drafting the service agreement 
and begin the Halal product review 
and analysis. Following the successful 
completion of the product and ingredient 
review, a facility audit will be scheduled 
with an ISA Halal Quality Assurance 
Auditor. 

The Service Agreement will include 
pricing and terms and conditions. Once 
it is provided, it will need to be signed by 
authorized individuals from both parties. 
Once the service agreement is signed 

and ISA QA has approved products for 
certification, the audit date is finalized. 

Certification Post-Facility 
Audit

Upon the successful completion of the 
Halal facility inspection, the customer is 
invoiced for:

• Audit inspection fee
•  Halal facility audit inspection travel 

expenses and auditor per diem salary
•  Facility certification – good through 

end of current calendar year (or as 
negotiated if certified in 4th quarter)

•  Halal product review – one-time 
charge per product

•  Halal product certification – per 
product good through end of current 
calendar year (or as negotiated if 
certified in 4th quarter)

Upon the receipt of payment for all 
services, a formal Halal certificate will be 
issued and Halal production may begin. 
The ISA logo and seal will be available 
to be used on packaging, making your 
product eligible to join the domestic or 
international marketplace with a trusted 
Halal certification. 

For more information on Halal 
certification, visit www.isahalal.com.

Continued from page 12
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Convenience, Premiumization 
and Naturally-Made Drive the ROI 

of Healthy Packaged Foods
By Rachele Neal and Josh  Seligman

The introduction of fortified cereals 
was the beginning of the rise of Functional 
Foods, now we are finding everything from 
Coffee to Energy Bars packed with brain 
enhancing ingredients, vitamins to promote 
a strong immune system, alternative 
proteins to support diet restrictions, and 
even probiotics to ensure a healthy gut. 
Companies big and small are seeing the 
already popular trend of Healthy Packaged 
Foods grow and are investing more into 
the category. From Danone and Unilever 
to IQ BAR and VitaCup, there is a trend in 
our society to increase one’s energy but also 
improve one’s overall health– attributed to 
social media, the increasing convenience of 
fresh and healthy foods, and the growing 
pressure of productivity in our society. 
Markets that have seen a significant growth 
in the Health and Wellness Packaged Foods 
Industry are Australia, Korea and Western 
Europe. Each market’s drivers of growth 
includes increased consumer awareness, 
convenient packaged food formats, and the 
continuous emergence of new products. 

Energy has always driven the Global 
Packaged Foods industry, especially 
within the soft drinks category. However, 
the mix of innovation and the global 
health-conscious trend has introduced 
new product offerings that “are appealing 
to a broader, more diverse set of global 
consumers” (Euromonitor International, 
2018). The introduction of RTD Teas, RTD 
Coffee and Functional Carbonates with 
multi-purposeful infusions of stimulants 
and supplements appeal to all ages 
moving beyond the young, usually male 
demographic of traditional energy drink 
brands. As longer lasting energy is desired, 
consumers are turning to healthy caffeinated 
beverages to satisfy the energy boost they 
need. This is true especially in Western 
Europe where coffee has been a traditional 
source of energy for consumers. In fact, 
“hot drinks are the single largest source 
of retail spending on energy products” 
where coffee pods remain a high growth, 
high-value energy occasion for consumers 
within the home. The mix between a 
unique health positioning and the use of 
organic ingredients and natural energy 
stimulants are driving the category’s growth 
as innovation of products on the market 
continues. 

In Asia, Herbal energy sources are on 
the rise as well exceeding USD 5 billion 
in 2017. This is led by Chinese and South 
Korean Ginseng products and other 
traditional herbal energy sources that are 
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Choose California for Prunes
  Premium Growing Processes and Consistent Quality Control   

By Courtney Ferris

With its premium growing processes and 
consistent quality control, it’s no surprise 
that the world comes to California for 
prunes. In fact, California Prunes continues 
to open markets globally, leading the 
industry as a top-quality producer of the 
famous purple fruit. Today, the golden 
state is the largest producer of premium 
prunes supplying 40% of the total world 
production and 99% of the U.S. supply, on 
average. The combination of ideal growing 
conditions, generations of expertise, and 
high-quality standards have contributed 
to making California the world leader in 
prune production.

“California is the most reliable and 
consistent source in the industry for 
quality, size, and taste,” said Donn Zea, 
Executive Director, California Prune Board. 

Earlier this year, the industry launched 
a new brand that represents all that makes 
California Prunes exceptional, which is 
not limited to taste alone. The California 
Prune brand is built on four key “pillars” – 
the premium nature of California Prunes, 
unique and delectable taste, surprising 
versatility, and an ever-expanding role in a 
healthy life. The California Prunes logo and 
tagline: Prunes. For life. highlights these 
pillars, embracing the source of origin and 
positioning prunes as a delectable daily 
food choice for consumers of every age. 

In preparation for the industry’s brand 
launch, the board conducted a consumer 
study that found digestive health benefits 
and taste are the top drivers of purchase 
and consumption. Prunes contribute to 
digestive health in several ways through 
the provision of dietary fiber, sorbitol, and 
polyphenols with the potential to change 
the gut microbiome. While it’s a well-
known fact that prunes are good for your 
gut, California Prunes are also good 

for your heart and even your bones. Recent 
clinical trials indicate that five to six prunes 
per day may help prevent bone loss in post-
menopausal women. 

With their myriad of health benefits, 
California Prunes should be on weekly 
grocery shopping lists across the globe. 
California Prunes are a convenient, healthy 
snack for today’s busy lifestyle as well 
as a versatile ingredient, which is what 
California Prunes is focused on through 
ongoing partnerships with nutrition, 
health, and foodservice professionals. Over 
the next year, CPB will continue to invest 
in nutrition research to communicate the 
health benefits of California Prunes and 
engage registered dietitians to underscore 
the news that California Prunes are an 
important part of a healthy diet. The 
board also plans to work with foodservice 
professionals to promote the nutritional 
benefits and the unique culinary attributes 
of prunes alongside consumer trends. 
Look out, world, California Prunes may be 
coming to a menu near you!

Health and foodservice professionals 
continue to choose California Prunes 
because of their unrivaled taste and 
nutrition profile. California Prune growers 
have invested more than 150 years in 
perfecting their growing and harvesting 
techniques to deliver the ultimate premium 
prune recognized throughout the world 
for its legendary flavor and quality. Each 
piece of fruit is harvested at its prime, when 
bursting with optimum sweetness and 
texture, then dried in climate-controlled 
tunnels for precise periods of time. 
Quality control is 

maintained from start to finish, resulting 
in an extraordinary and consistent flavor 
unlike any other. It’s that one-of-a-kind 
flavor that makes California Prunes so 
enjoyable and brings a fresh taste to sweet 
and savory dishes.

The world comes to California for prunes 
because there’s no better place on earth 
to grow prunes than the lush valleys of 
California, where sunshine, soil conditions, 
and generations of growers have brought 
a craftsmanship to cultivating the perfect 
prune. Using the highest agriculture 
standards of any other nation, California 
Prune growers have rightfully earned a 
reputation as leaders in the global prune 
market.

“When it comes to prunes, California 
delivers. California Prunes have earned a 
premium reputation in global markets,” 

said Zea. “The message of our new brand 
is clear: Choose California for prunes.”



CaliforniaPrunes.org  |  @ CAPrunes     

Why does the world 
come to California 
for prunes?

R E A S O N  N O.  2

Reliability 
It’s about meeting expectations, certainly. It’s about the  

peace of mind that comes with sourcing from generations 

of experts, absolutely. It’s about consistency in quality,  

size, and taste — no question. Because “sometimes”  

is no way to grow a business. 

But that’s just one reason. Choose California Prunes for yours.



mixed with natural ingredients. These 
herbal ingredients are used in RTD 
Beverages (mainly Tea) or supplement 
tablets. However, the mix of natural energy 
sources with natural ingredients extends 
beyond the category of beverages to include 
all energy-boosting formats. Consumers 
are beginning to “seek a wide variety of 
flavors, ingredients and styles of energizing 
products”. It is forecasted that the desire 
for these products will be consistent as the 
growing pressure for productivity in our 
society will continue. 

Energy-Boosting foods as part of a 
holistic diet is driving the movement from 
weight management towards adopting 
one’s diet to help remain energetic for 
longer periods of time. Foods that give 
natural energy coming from plant based 
protein has led to a rise in the healthy 
packaged foods sector. For example, 
natural energy bars have become a leader 
in the energy-boosting category as “an 
increasingly number of manufacturers of 
energy bar brands, which typically rely on 
whey protein, now 

feature plant-based protein following 

high demand for natural ingredients”. In 
addition, the inclusion of fruits, nuts, and 
other clean ingredients have led consumers 
to desire these healthy, on-the-go products. 
Majority of consumers are seeking snacks 
that provide some kind of health benefit 
or have been specifically formulated to 
include reduced amounts of sugars, salts, 
and fats. 

Markets like Australia are dominating 
where the focus has shifted to natural 
snack options that offer premium 
ingredients aiding in stimulating brain 
power and energy. Improved sourcing and 
formulation, including the focus on organic 
ingredients, have helped establish the 
credentials of these functional packaged 
foods. During the forecasted period, 
consumers are likely to continue branching 
out seeking products that meet the criteria 
of flavor that satisfy energy needs. 

Since 2012 shifts in consumer 
preferences have given rise to the Health 
and Wellness Packaged Foods Industry. 
Foods perceived as less processed and 
include labeling for organic, natural, and 
functional has surged within the global 
marketplace with positive performance. 
Healthy Packaged Foods are not only 
offered in convenient, on-the-go-formats to 
satisfy our increasingly busy lifestyles, but 
are also offered with premium ingredients 
to meet our dietary goals. Additionally, 
it has become easier to access healthy 
foods as vending machines bring new 
opportunities to the category. Gone 
are the traditional vending machines of 
old: filled with cookies, candy bars, and 
confectionaries. PepsiCo has begun playing 
in this space with their “Hello Goodness” 
vending brand, filled with humus, baked 
chips, and trail mixes. Global markets 
including Australia, Korea, and Western 
Europe have seen product innovation 
with a focus on natural ingredients as a 
key to success within the industry. This 
will continue to drive the overall Healthy 
Packaged Foods Category in the future. 
North American brands should consider 
the benefits of expanding internationally as 
the global wellness trend continues to drive 
the growth within the category. Foreign 
markets offer unique opportunities for U.S. 
companies to expand their reach and widen 
their global network of consumers.

Sources:-Euromonitor International: Our 
Changing Energy Routine, 2018
-Euromonitor International: The World 
Market for Health and Wellness Packaged 
Food
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Putting U.S. Red Meat  
on the World’s Table

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

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

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

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

Facebook: @ USMEF

Twitter: @ USMEF

Instagram: @ USMeatExportFederation

LinkedIn: U.S. Meat Export Federation
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It is said that when it comes to the growing, 
shipping, and exporting of nut products, it’s 
incumbent on maximizing yield in order to 
meet the demand. The hazelnut industry is no 
different than any other nut category...volume 
is paramount! But in the quest to meet higher 
and higher demand requests…things like 
quality and safety can be overlooked. 

So, when Wilco opened its 120,000-square-
foot hazelnut processing facility in the 
Summer of 2018, I had the opportunity to 
witness firsthand the opening of a state-
of-the-art plant that rivals any major nut 
manufacturer in the United States! Thus, in 
a nine-month period, Hazelnut Growers of 
Oregon (HGO), a business unit of farmer-
owned cooperative Wilco, was awarded 
SQF (Safe Quality Food) Level 3 (SQF3) 
certification making its facility a global 
leader in food safety standards. And if you’re 
not familiar with the ranking, SQF Level 3 
controls food safety risks at the highest level 
achievable! Furthermore, this was great 
news for HGO’s more than 180 growers who 
collectively own more than 20,000 acres of 
prime hazelnut orchards found in Oregon’s 
Willamette Valley. This growing region is an 
ideal climate for growing the world’s highest 
quality hazelnuts.

Achieving an SQF level 3 is no easy task. 
As referred to by Jason Costa, Plant Manager 
at HGO, it is a “very intense process” that can 
take several years to achieve. Costa has been 
with HGO for about year and he has worked 
decades in food processing; most recently at 
Blue Diamond Growers. “It all starts with a 

high level of commitment,” Costa said. “We 
chopped the six-step program up; each and 
every manager here was involved in the process 
in order to create, build, and refine our systems 
to make this happen in record time.”

HGO Chief Operating Officer Greg 
Thorsgard noted he was impressed with not 
only how Costa and his teams built their 
six-step SQF3 programs by scratch, but by 
the speed in which they achieved their SQF3 
goal. “I’ve never heard of anyone anywhere 
going from zero to SQF3,” Thorsgard said. “It 
speaks volumes about the people we have on 
staff. They are so knowledgeable about the 
processes and the quality controls of operating 
a plant like this. We’re changing the dynamics 
of the hazelnut business here because no-one 
is doing what we’re doing here.” 

One other important point that needs 
mentioning is HGO’s hazelnut processing 
facility is unique in that it’s the first in the 
industry to use steam pasteurization, which 
has set a standard for other processors in the 
industry to follow. There are no chemicals 
used in this pasteurization process of more 
than 10,000 pounds of hazelnuts per hour. As 
stated earlier, it is important for the supplier 
to meet demand but not sacrifice quality and 
safety. Hazelnut Growers of Oregon is a world 
class leader in all these criteria. 

But what about variety? HGO just took 
the next step in offering a full line of value-
added products in 2019 when it launched its 
product line of four new Oregon Orchard® 
baking products in June and five seasoned 
snack products in August. The five seasoned 

flavors are: Himalayan Salt; Southwest 
Chili Pepper; Sweet & Spicy Barbecue; 
Rosemary; and Cinnamon Sugar. This line 
of 8 oz. re-sealable pouched snacks is now 
available in more than 200 retail outlets in 
the Pacific Northwest, the Oregon Hazelnut 
Marketplace in Donald, as well as HGO’s 
online store at www.oregonorchard.com. 

Thorsgard said the new snack options 
fulfill a growing demand for locally produced, 
nutritious, natural, and flavorful snacks. 
“We’re excited to release the first new product 
line under our new Oregon Orchard® logo,” 
he added. “These products fill a niche in the 
continually growing and expanding desire for 
savory, spicy, ethnic and floral flavors by the 
younger generation of consumers.” 

Another new product that is planned 
to be launched in February is Oregon 
Orchard® hazelnut chocolates. The Oregon 
Orchard confections are dipped in premium, 
artisanal chocolate. The four flavors are: 
Dark Chocolate, Milk Chocolate, Skinny 
Milk Chocolate (20% less chocolate) and 
Marionberry Chocolate. This line of 6 
oz. re-sealable pouched confections will 
also be available at the Oregon Hazelnut 
Marketplace. 

Matt Gillespie, HGO’s Marketing & 
Innovation Manager, said chocolate is 
renowned for enhancing ingredient flavor 
profiles and hazelnuts are no exception. 
“Hazelnuts are usually less sweet than 
almonds or pecans; they tend to bring out 
a satisfying texture and “brown butter” 
flavor that is distinctive from the other nut 
varieties,” Gillespie explained. “Chocolatiers 
often take advantage of this distinction when 
using hazelnuts as a primary inclusion in 
their confection portfolio. Thanks to Oregon 
Orchard®, consumers can now enjoy this 
unique flavor combination firsthand.” 

In conclusion, Hazelnut Growers 
of Oregon meets and surpasses all the 
qualifications of a full line hazelnut supplier. 
It’s not only a supplier of both in-shell and 
kernels, HGO’s expertise reaches into the area 
of a food service supplier of confectionaries, 
snack food makers, and bakers around the 
globe. If you are interested in finding out 
more about Hazelnut Growers of Oregon, 
please visit www.wilco.coop/hazelnuts.

 Quality, Safety, and Variety...
 Hazelnut Growers of Oregon Has It All!! 
  By James Molzen-Publisher of The American Exporter Magazine
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Crider Foods is the recognized leader 
in the global, shelf-stable, fully cooked 
canned protein market. Our unique 
and proprietary process provides the 
platform for development of innovative 
new products that are preferred by 
premium global brands.

As a family owned business we are able 
to respond to customer and market needs 
rapidly. Our newly expanded canning 
operation with state of the art equipment 
and process controls assures that we are 
positioned to support your growth needs 
and market requirements.

The Crider business model has resulted 
in numerous long term strategic alliances 
and business relationships of 30 plus 
years. Crider Foods, Inc. is commitment 
to provide the industry’s highest level of 
quality, service, and corporate integrity 
for our retail, foodservice, school, 
and institutional customers. Crider is 
committed to maintaining  SQF (Safe 
Quality Food) Level 3 status which has 
been maintained for seven consecutive 
years.

CRIDER FOODS, MAKING THE 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 provide 
long-shelf life products, with the simplest 
ingredients and no preservatives, 
utilizing the highest quality USDA 
meats.  

Our world-class production facility 
and the can-do spirit of our people 
is our greatest asset. We maintain a 

professional workplace that strives for 
employee safety, quality products and 
care in all that 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 our customer’s brands. 
Our team of experts understand the 
importance of matching product 
specifications or creating new offerings 
that allow you 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 product 
consistency.

Crider Foods
Six decades of feeding families around the globe
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California-based  
Taylor Brothers Farms

is the leading producer,
grower, and processor

of organic and
conventional prunes
and prune products. 

182 Wilkie Ave • Yuba City, CA 95991 
Ph 530-671-1505 • Fax 530-751-1514 

E-mail info@tbfprunes.com 
www.taylorbrothersfarms.com 

Product of USA
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Walnut production takes commitment 
and patience, and in California, walnut 
orchards are dedicated to only walnut 
production. The sunny climate and 
exceptional soils of the central valley of 
California are ideal for growing walnuts 
and is home to numerous walnut orchards 
– many of which are family-owned for 
generations. The California walnut 
industry has a long tradition of producing 
a healthy, safe, quality food product for 
consumers around the globe. What makes 
California walnuts so special? Grown 
with care in the perfect conditions, each 
step in the process from propagation, to 
harvest, to packer, and finally to market is 
handled with attention to details to meet 
some of the highest standards globally.  
Walnuts from the golden state are the most 
sought after in world trade and 99 percent 
of all walnuts from the US are grown in 
California. 

What sets California walnuts apart from 
others is the role as industry leader in both 
production and health research that builds 
the category globally. Founded in 1987, 
the California Walnut Commission (CWC) 
represents the 4,800 growers and over 90 
handlers of walnuts spearheading these 
major initiatives. For more than 50 years, 
the California walnut industry has invested 
in developing and testing technologies 
for the future of walnut farming during 
pre, fruit development and post-harvest. 
New tools have been provided to improve 
irrigation, pest control methods, orchard 
management, breeding and plant 
pathology resulting in greater yields, 
consistency and high quality. “California 
is known for its reliability, consistent 
quality and size from year-to-year, “said 
Michelle Connelly, Executive Director of 
the California Walnut Commission. 

California walnut growers set the 
stage for producing a safe, wholesome 

product by following established “Best 
Practices” in the orchards known as Good 
Agricultural Practices (GAPs), which 
comply with the Produce Safety regulations 
under the Food Safety Modernization 
Act (FSMA). Similarly, throughout the 
shelling process, Good Manufacturing 
Practices (GMPs) rules established by the 
U.S Food and Drug Administration (FDA) 
under FSMA Preventive Controls are 
stringently followed. Specifically, shelled 
walnuts are subjected to rigorous quality 
control inspections by each handler and 
tested again by the Dried Fruit Association 
(DFA) of California. Once the kernels pass 
inspections, each lot number is certified 
to be in compliance to established USDA 
Standards. 

California walnuts has been an industry 
leader in food and nutrition science with 
the CWC often cited by leading food and 
nutrition groups and associations as a 
model for whole foods research. For more 
than 25 years, the CWC’s scientific Health 
Research Program has supported nutrition 
science and new scientific knowledge of 
the nutritional value of walnuts and has 
explored the role of walnuts in a healthy 
diet. These scientific contributions 
are necessary to provide new evidence 
supporting the development of dietary 
recommendations worldwide. Evolving 
health research is also important in 
assessing the state of the science, review of 
needs and gaps, and establishing a strong 
scientific foundation aimed at improving 
public health. 

Walnuts are the oldest known tree 
fruit and is it any wonder why ancient 
civilizations as long as 7,000 years ago knew 
that walnuts were a good food with  
 
 
 
 

so many health benefits. What makes 
walnuts nutritionally unique is that they 
are the only tree nut to contain a significant 
amount of alpha-linolenic acid (ALA), the 
plant-based omega-3 essential fatty acid. 
As one of the best plant food sources of 
omega-3s, a 28-gram serving of walnuts 
provides 2.5 grams of ALA. In addition 
to essential ALA/omega-3 fatty acids, 28 
grams of walnuts offers 4 grams of protein 
and 2 grams of fiber.

Omega-3s cannot be made in the body, 
so they must come from food. Eating 
walnuts as part of a healthy diet may 
decrease your risk of heart disease. Walnuts 
help maintain healthy cholesterol levels 
and decrease blood pressure, two of the 
major risk factors for the heart. Walnuts 
have health claims in the US as well as the 
EU related to walnuts role in heart health. 
The US Food and Drug Administration 
(FDA) approved claim states that: 
Supportive but not conclusive research 
shows that eating 1.5 ounces of walnuts 
per day, as part of a low saturated fat and 
low cholesterol diet, and not resulting in 
increased caloric intake, may reduce the 
risk of coronary heart disease. The EU has 
confirmed that a handful of walnuts a day 
(30 grams) can have a positive effect on 
the elasticity of the blood vessels and can 
thus help with keeping the cardiovascular 
system healthy.  Research specific to ALA 
and its contribution to health benefits 
continues to evolve.

“People around the globe look to 
California for walnuts and the California 
walnut industry delivers,” said Michelle 
Connelly. “Generations of growers have 
honed their craft to deliver some of the 
finest quality and consistency using the 
highest agricultural and manufacturing 
standards in the industry and the growers 
and handlers will continue to invest in 
delivering an exceptional product.”

California Walnut Growers
 Setting the stage for producing a safe, wholesome products
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Graceland Fruit is known for being a 
global leader in the production of premium 
dried fruit products such as blueberries, 
cherries and cranberries. Found in 1973, 
the company has consistently been an 
innovative and dependable supplier to 
the food industry. In 2020, Graceland will 
place a renewed focus on company-wide 
Lean enterprise implementation as well as 
continued engagement in green practices to 
ensure longevity as a responsible supplier.  

Chief Operating Officer, Dan Engler 
joined the Graceland Fruit team in July, 
2018 with the goal of implementing a 
formal Lean system within the company. 
Engler has extensive global experience 
with business development, acquisitions, 
divestitures and Lean enterprise 
implementation. He commented that 
Graceland Fruit has always had a culture 

for improvement, making formal Lean 
implementation much easier than other 
environments that he has managed in the 
past. 

Using “The Toyota Way” as the guide 
for defining Lean implementation, 
Graceland Fruit began with an emphasis 
on the manufacturing floor and chose 
Kaizen (continuous improvement) events 
as the initial focus. Engler describes 
Kaizen events as “a mechanism to get the 
right people together, plan out the event 
implementation, and put metrics behind 
it – once you put metrics behind the event 
it is hard not to prioritize it.” Engler went 
on to state that going into 2020, Lean 
implementation will become more cross 
functional and company-wide, with a large 
focus on continued quality improvements 
and waste reduction.   

Lean implementation is a strategic 
initiative to ensure Graceland Fruit 
maintains a competitive advantage in 
the aggressive dried fruit marketplace. 
The company has seen significant cost 
reductions as a direct result from Lean 
processes and Kaizen events that have been 
vital in ensuring they are able to maintain 
their competitiveness. In 2019, a Kanban 
system was established at the Frankfort, 
Michigan manufacturing facility to help 
improve efficiency, inventory control and 
throughput of its packaging facility. Engler 
commented that “this Lean improvement 
not only provided cost savings and 
increased capacity but also represented 
a breakthrough for employees. We put a 
plan together that had been discussed for 
some time, and we implemented that plan.” 
Graceland also executed improvements on 

Graceland Fruit Goes Lean & Green 
 

Graceland Fruit exports its dried fruit to over 60 countries worldwide.
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the pack line; working as a cross functional 
team, they rebalanced the work cell 
which helped to put warrant behind the 
implementation of a new palletizer machine 
to improve the quality of pallet shipments 
and reduce rigorous manual labor.   

While there has been a newly placed 
focus on Lean enterprise implementation, 
Graceland Fruit continues to engage in its 
green practices. For over a decade now, 
the company has operated its own waste 
water treatment plant, being one of the 
first in the industry to stop the practice 
of spray irrigation. All waste water that is 
generated from the manufacturing facility is 
treated and purified before being returned 
to the ground water supply. Graceland is 
one of the few in the industry using this 
environmentally friendly method for waste 
water treatment. 

Expanding on its green practices, 
Graceland has recently replaced all 
high-pressure sodium lighting with new 
LED lighting at both of their facilities in 
Michigan. The new LED lighting does not 
only improve energy efficiency and reduce 
the company’s carbon footprint but has 
also provided employees with a brighter, 
clearer workplace. As a company, Graceland 
continues to incorporate green initiatives 
throughout their offices and facilities. 
The company has established recycling 
programs and water dispensing systems in 
place, and has challenged their office staff 
to go paperless as much as possible. Being 
one of the larger employers in the Warrens, 
WI and Frankfort, MI areas, Graceland has 
strived to set a precedent and create a more 
sustainable future for their communities. 

Graceland Fruit will continue its Lean 
and green focus into 2020 with ongoing 
Kaizen events focusing on production 
line optimization and customer order 
fulfillment, as well as continue their 
commitment to green practices.  

About Graceland Fruit
With a production facility and 

headquarters located in Frankfort, 
Michigan and a second production facility 
in Warrens, WI, Graceland Fruit produces 
and markets dried fruits and Soft-N-Frozen 
products to over sixty countries worldwide. 
Its customer base includes some of the 

largest and most prestigious baking and 
food companies in the world. Graceland has 
twice been named “Michigan Agriculture 
Exporter of the Year” by the State of 
Michigan. Founded in 1973, the company 
is an early innovator of the technology used 
for drying tart cherries. Graceland Fruit is 
highly regarded for its focus on research, 
product development and quality - resulting 
in products that retain more of their natural 
color, flavor, and nutritional benefits. 

Graceland supplies the commercial, private 
label, and food service sectors with an array 
of products including dried cranberries, 
cherries, blueberries and apples. They are 
proud to be Product of the USA, BRC Grade 
A certified, non-allergen, non-GMO, Halal 
and Kosher certified, while offering organic 
options. For more information, visit www.
gracelandfruit.com. 

Gulfood – INC Fruit & Nut Pavilion,
ZA’ABEEL Hall 2 – Booth E45

FOODEX Japan – USA Pavilion – 
Booth 5C40-25
Expowest – Hall B – Booth 1689
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Advertiser’s Index 

Ag Alumni Seed  p. 37 
www.agalumniseed.com 
Bascom p. 44 
www.maplesource.com
Bouras Global p.  2, 3 
www.bourasglobal.com
California Prunes p. 24, 25 
www.californiaprunes.org
California Walnut Growers p. 15, 40 
info@walnuts.org
Chase Pecan p. 14 
www.chasepecan.com
The Cheesecake Factory p. 52 
www.thecheesecakefactory.com
Crider Foods p. 34, 35 
www.criderfoods.com
Farmer’s Rice Cooperative  p. 38, 39  
www.farmersrice.com
Foodlinx p. 10, 11 
www.foodlinx.com
The Fremont Company  p.  47 
www.fremontcompany.net
Graceland Foods p. 42, 43  
www.gracelandfruit.com
Hazelnut Growers of Oregon  p. 30, 31 
www.oregonorchard.com
Hilltop Ranch p. 17 
www.hilltopranch.com

Hudson Pecan p. 18 
www.hudsonpecan.com
Idaho-E Oregon Onion Committee p. 36 
www.USAOnions.com
Magic Seasonings (Chef Paul)  p. 27 
www.chefpaul.com
Mariani Packing Company  p. 9 
www.mariani.com
Morrison Farms  p. 37 
www.morrisonfarms.com
Navarro Pecan Company  p. 26 
www.navarropecan.com
Pacific Valley Foods  p. 8 
www.pacificvalleyfoods.com
Preferred Popcorn  p. 33  
www.preferredpopcorn.com
Red River Commodities  p. 48 
www.redriv.com
Rose Packing Company  p. 49 
www.rosepacking.com
RPAC Almonds p. 50, 51 
www.rpacalmonds.com
Sacramento Packing p. 7 
www.sacramentopacking.com
Sierra Valley Almonds, LLC p. 19  
www.svalmonds.com
Setton International  p. 16 
www.settonfarms.com
Southeastern Mills p. 13 
www.louisiana-brand.com

Summit Premium Tree Nuts  p. 20, 21 
www.summittreenuts.com
Sun Valley Rice p. 22 
www.sunvalleyrice.com
Taylor Brothers  p. 41 
www.taylorbrothersfarms.com
USA Foods p. 5, 12 
www.usafoods.com
US Meat Export Federation p. 28, 29 
www.usmef.org
Wilbur Packing  p. 45  
www.wilburpacking.com

info@maplesource.com   •   maplesource.com

+011 802-257-8100

Contact us today 
for best-in-class maple.

America’s #1 
independent 

maple supplier

Private Label
Bulk 

Food Service

18-BAFF-6105 Export_Magazine_Ad_7_5x4_25_0202_OUT.indd   1 2/2/18   4:17 PM
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Bascom Family Farms
P.O. Box 117
Brattleboro, VT 05302
Phone: +1-802-257-8100
Fax: +1-802-257-8111
E-mail: 
sales@bascomfamilyfarms.com 
Web site: 
www.bascomfamilyfarms.com
Contact: Arnold Coombs
Company Profile: Bascom Family 
Farms is America’s leading indepen-
dent supplier of pure and organic 
maple syrup and maple sugar 
products in a wide range of forms, 
sizes and packaging. Top food 
manufacturers, private label maple 
marketers, food service buyers and 
chefs choose Bascom Family Farms 
for our high quality selection, R&D 
capacity, competitive pricing, and 
rapid turnaround times. Product 
Line: Grocery items, organic prod-
ucts, pure and organic maple syrup 
and maple sugar products

Product of USA

skins.

 

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

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

Product of USA

   

Great Lakes Packing 
Company Int'l, Inc.
1535 W. 43rd Street
Chicago, IL 60609
Phone: +1-773-927-6660
Fax: +1-773-927-8587
E-mail: 
greatlakespacking@ameritech.net
Web Site: www.glpacking.com
Contact: Robert E. Oates-President
Product Line: Pickled Meats, Pork 
and Beef packed in brine.
 
Company Profile: 
Great Lakes Packing Company 
International, Inc. is located in the 
Union Stock Yards of Chicago, 
Illinois at the same location for over 
53 years. Great Lakes Packing Co. 
Int'l, Inc. produces the finest in 
pickled meat products from only 
products produced in the United 
States that have been inspected by 
the United States Department of 
Agriculture and passed. Great Lakes 
Packing Co. Int'l, Inc. is a HACCP 
approved plant. 

Product of USA
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Michael Foods, Inc
301 Carlson Parkway, Suite 400
Minnetonka, MN, USA 55305
Phone: +1-256-757-3425
E-mail: 
Thomas.Neal@michaelfoods.com
Web Site: www.michaelfoods.com
Contact: Thomas Neal, Director
 
Product Line: Processed Egg 
Products, including pasteurized 
liquid or frozen yolk, whole egg, 
whites, and scrambled egg mix, our 
patented Extend Life liquids, dried 
powders, and a range of fully 
cooked products. Our products are 
used in industrial food processing, 
foodservice, and retail applications. 
 
Business Type: Manufacturer, 
Exporter

Product of USA

 

 
+1-847-372-1098
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The Fremont Company • Mike Hackbarth 
Mike.Hackbarth@FremontCompany.com • 716.627.4369

www.PLKetchup.com

Ken Pond
Plant Manager 
and Ketchup Expert
22+ Years Experience

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

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

THE KETCHUP
EXPERTS!

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

Organic  | Non GMO  | Kosher | Better for You | Export
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Rose Packing Company
65 South Barrington Road
Barrington, IL 60010 USA
Phone: +1-847-381-5700
Fax: +1-847-381-9424
E-mail: ewv@rosepacking.com

Web Site: www.rosepacking.com
Contact: Erik W. Vandenbergh
Business Type:  Exporter, Manufac-
turer, Packer, Processor
Product Line: Fresh and processed 
pork. Specializing in smoked cured 
pork, ham, Canadian bacon, break-
fast Sausage, ethnic sausage and 
back ribs

Product of USA

  

 

Setton Pistachio of Terra Bella, Inc. 
9370 Road 234
Terra Bella, CA 93270
Phone:  +1-559-535-6050
Fax: +1-559-535-6089
Email: 
Joshua.Setton@SettonFarms.com

85 Austin Boulevard
Commack, NY 11725

Contact: Joshua Setton

Website: www.SettonFarms.com
Business Type: Grower, Processor, 
Exporter, Roaster, Manufacturer, 
Packer
Business Profile:  America’s 
premier supplier of California 
pistachios. Major exporter of 
California pistachios to all markets 
offering both natural and flavored 
pistachios. 
ISO/FSSC 22000 Certified. 
Product of USA

 

 

Phone:

New York Sales Office

 +1-631-543-8090
Fax:
Email: bsinar@SettonFarms.com
Contact: Banu Sinar
 

+1-631-543-8070

 

 
Setton Chinese translation: 
 
 
 

22000 ISO/FSSC 
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Phone:

New York Sales Office

 +1-631-543-8090
Fax:
Email: bsinar@SettonFarms.com
Contact: Banu Sinar
 

+1-631-543-8070
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- Interna-
tional 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 special-
ties 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 integ-
rity, honesty, and fairness. 

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. 

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

 www.rosepacking.com
THE GUINNESS WORD AND ASSOCIATED LOGOS ARE TRADEMARKS OF GUINNESS & CO. AND ARE USED UNDERLICENSE (UK) / LICENSE (US). THIS PRODUCT IS INTENDED FOR PURCHASE AND ENJOYMENT BY PEOPLE OF LEGAL PURCHASE AGE FOR ALCOHOL BEVERAGES. 
PLEASE REMEMBER TO DRINK GUINNESS® RESPONSIBLY.  

Lorem ipsum
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