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730 Days
Later
s I started to write this, I labored about doing Part 4 of the transportation shortages. Not that
it isn’t important…quite the contrary. If you need any proof of the impact the shortages are
having, go down to your local grocery store or retail outlet. I’ll be back on this important topic
in the next issue. No, this was closer to home. After confirming my trip to Dubai for the Gulfood Expo
and going through the steps of preparing for the trip and show…something dawned on me as I start
the process…” how long has it been since I traveled internationally”?  
Two years to be exact…and it feels like it. I can remember leaving the last expo in February of 2020
telling other exhibitors I was looking forward to seeing them at the next expo. Little did I know that
by March 2020, everything would be shut down. Little did I know that as I was flying home, parts of
the world were already shutting down. Little did I know that the Gulfood Expo 2020 would be my
last expo I would attend before the pandemic…and that my first expo I would be attending would be
the same show 2 years later! I would be lying if I didn’t confess there is a certain amount of fear as I
get ready to go back out in the world. To say we’re out of this mess is foolhardy. At the same time, I’m
drawn to recapture my pre-2020 life. A year ago, I would have not thought about going overseas let
alone travel to functions here domestically.
It was November of last year I finally felt the disconnect hit me. Since I had not attended ANUGA
in Germany, the void of not being able to see my clients, colleagues and friends was felt. I’ve never
missed a ANUGA since I started attending in 1997. I decide it was time to re-engage. The pandemic
protocol for travel has been met and exhibitors who are attending the Gulfood Expo in the U.S.
pavilion are the most I’ve seen at any international expo over the last 2 years. Clients I know who
would not set food in another country during the pandemic are going to be in Dubai. So, I went into
my closet and pulled my business suits out of their slumber and brushed the dust off (seriously…
there was accumulated dust on the jackets for lack of use). It was time to prepare the gear for my
reemergence into the real world as I know it.
I thought about the loss of the last two years…friends and clients alike. Watching business suffer
from the disruption of normal travel and the breakdown in person-to-person contact. I’ve been
fortunate to have a strong base of advertisers and followers because they’ve carried me through these
730 days of pandemic. The great thing is that we’ve all become closer than ever. But our business
health depends on our interaction with others in the same industry. Many of my 20 plus year old
relationships in the food industry started at the food expos I first attended so many years ago. They’ve
endured bad crops and tough markets. But none of us saw anything like this last 2 years. It’s been
tough and even heartbreaking in a few instances.
I know this a little different from the Publisher Statements I’ve done in the past. I wasn’t motivated
to write this by looking backward. I wrote this because I’m moving forward. I am brushing off the
dust from my travel gear and I’m doing the same for my life. We all are ready to get back out there
because that’s what we do…that’s what we are. I’m going to take one step at a time to reclaim what I’ve
lost. Because I once heard that one should not live in the past…but one should not forget it either. I
will see you in Dubai!!
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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 California Walnuts Inspire you and your customers!

Contact: Turkey and UAE: Promedia, Phone: 90 (212) 465 7000, E-mail: info@californiawalnut.com.tr
All other inquiries: info@walnuts.org
7
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* A handful, 30g, is the daily recommended amount, which offer 2.7g of ALA.

Spotlight on Dubai
and Gulfood 2022
In February, Dubai will
host the world’s largest
food event, Gulfood 2022,
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 and the future of
the food industry.
8

Representing 7 FAS/USDA Endorsed Events

2022-23 Food Exhibition Calendar
Gulfood

FHA - Food & Beverage

Gulfood Manufacturing

Food & Hotel Malaysia

Gourmet Asia / Restaurant & Bar
Hong Kong

Gulfood Ingredients

February13-17, 2022 • Dubai

September 5-8, 2022 • Singapore

March 29-April 1, 2022 • Bali

September 6-8, 2022 • Hong Kong

Food & Hospitality South China

International Food Show Africa

May 25-27, 2022 • Guangzhou

September 20-23, 2022 • Tunisia

Seoul Food & Hotel

Food, Hotel Tourism Bali

June 7-10, 2022 • Seoul

September 21-24, 2022 • Bali

Food & Hotel Indonesia

Food & Hotel Thailand

July 26-29, 2022 • Jakarta

Abastur

September 21-24, 2022 • Bangkok

August 31 – Sept. 2, 2022 • Mexico City

For nearly 25 years Oak Overseas
staff has been making exhibiting
overseas easy and carefree for
US food exporters. Oak Overseas,
only represents the top-quality,
established events in their sectors
and regions like Gulfood, Food &
Hotel Asia and Food & Hotel China.

Sectors
Bakery, Retail,
Foodservice,
Ingredients, Private
Label Food

November 8-10, 2022 • Dubai
November 8-10, 2022 • Dubai

Food & Hotel China

November 8-10, 2022 • Shanghai

Food & Hotel Vietnam

December 7-9, 2022 • Saigon

HOFEX

May 10-12, 2023 • Hong Kong

Food & Hotel Hanoi

November 21-23, 2023 • Hanoi

Markets
China, Brazil,
Europe, India,
Mexico, SE Asia,
UAE

Services
International exhibition representation
Custom booth design and construction
Pavilion management and complete
logistical support for US Food Exporters

Michele Aiken, Exhibit Sales Director • 704.837.1980 ext 303 • maiken@oakoverseas.comSpring 2018
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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
distribution outlet to the Middle East,
but it is also serves as a trade gateway to
Africa.
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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 for 2016 at $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 a 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
Continued on page 34
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182 Wilkie Ave • Yuba City, CA 95991
Ph 530-671-1505 • Fax 530-751-1514
E-mail info@tbfprunes.com
www.taylorbrothersfarms.com
Product of USA

California-based
Taylor Brothers Farms
is the leading producer,
grower, and processor
of organic and
conventional prunes
and prune products.
Fall 2021
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California Walnuts
A delicious & nutritious nut
by Lisa Mooney

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.
California Walnuts are a versatile nut. Their delicious flavor profile make them
the perfect snack right from the package, or as an ingredient in everything from
salads, to baked goods and everything in between.
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California walnuts are available both
in-shell and shelled. Both of these items can
be found in retail bags and in bulk bins,
typically in or near the produce section,
or in the baking and snack aisles. Some of
the more popular products are the halves,
chopped, and pieces. Shelled walnuts are
available year-round, although you will see
them more in the fall and winter months.
Walnuts are known for a myriad of
health benefits. Pamela Graviet, Senior
Marketing Director at the California
Walnut Commission (CWC) outlines some
of the key data that has been recognized
around the globe. “Walnuts are a hearthealthy food that also have a qualified
health claim in the USA and the EU specific
to heart health. Walnuts are the only tree
nut to contain significant amounts of the
plant-based omega-3 ALA (2.7g/30g) that
the body needs and can only get from food.
Aside from key nutrients like omega-3 ALA
(alpha-linolenic acid), protein (4.6g/30g)
and fiber (2g/30g), walnuts contain several
bioactive compounds that may play a
beneficial role in chronic diseases and
overall health.”
“As people look for foods that contribute
to their overall health and well-being,
walnuts should be on top of the list as they
can be eaten as a snack, added to soups,
salads and other meals to give added
texture and flavor, or included in home
baked goods for a decadent treat. Walnuts
are a staple for
plant-
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forward diets and can easily be
transformed into a ground meat substitute
with the addition of a few simple
ingredients such as spices, mushrooms or
legumes, and a willingness to experiment.”
When asked how the pandemic has
impacted the walnut industry over the last
year Graviet explains, “last season was a
record-setting crop and we did see some
interesting developments predominantly
brought on by the pandemic. Europe, as a
whole, remained steady with some slight
growth overall. However, we saw significant
growth in many parts of the Middle East
and increased availability last year made
them very attractive. In India, we saw
significant growth partially driven by the
government’s “Eat Right During Covid”
publication which listed walnuts as one of
the foods to eat to help build and maintain
immunity. Walnuts are viewed as a healthy,
natural food that also provides a wide array
of health benefits.”
“The current crop season, which began
in September, has had a slow start due to
supply chain disruption, food inflation
and some currency devaluations. However,
we anticipate sales to pick up through the
balance of the year.”

International Nut and Dried Fruit council,
global walnut consumption is actually
quite low. For example, in Germany, France
and Spain, as well as the USA, estimated
consumption per capita is about one 30g
serving per year (just one handful) with
the highest estimated consumption per
person in Israel. So, as you can see, there is
tremendous room for growth.”
“The CWC will be participating at
Gulfood and throughout the year will
Continued on page 30

Marketing Walnuts Around the
Globe
When asked what their international
marketing strategy is this year and where
it will be directed, Graviet outlined the
CWC’s plan. “The California Walnut
Commission has active programs in
Europe, Asia, the Middle East and North
America. We focus our efforts in countries
that already have knowledge of walnuts.
However, according
to statistics
from the

Post Office Box 8, Dunnigan, California 95937
+1 530-476-3000 | sales@sunvalleyrice.com
W W W. S U N VA L L E Y R I C E . C O M
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A Question and Answer with
Andrea Fields-Hazelnut Growers
of Oregon
In 1989, the hazelnut became the official
state nut of Oregon. Oregon’s Willamette
Valley offers an ideal climate for growing
hazelnuts. In fact, approximately 98% of all
the hazelnuts grown in the United States are
grown in the Willamette Valley.
Hazelnuts, also called filberts, are grown
for their delicious flavor. They are extremely
nutritious, being an excellent source of
Vitamin E, protein, and antioxidant rich.
Hazelnuts are sought after globally due to
their large size and unmatched flavor. Oregon
has the perfect climate to grow the world’s
highest quality hazelnuts being centrally
located near ocean, mountain, and river
climates paired with rich volcanic soil.
Oregon hazelnuts can be purchased in
many formats, including paste or praline,
in-shell, whole kernels, meal, flour, sliced or
diced. The versatile flavor and unique texture
bring value and consumer appeal to a variety
of applications, including pie crusts, snack
bars, spreads, sauces, confections, baked
goods, and frozen treats.
Hazelnut Growers of Oregon, an
agricultural cooperative with over 200
farmers, maintains the highest quality
standards by achieving “best-in-class” food
safety practices including on site steam
pasteurization, SQF level 3 certification, and
requires third party auditing to insure the
highest quality hazelnut with every purchase.
Andrea Fields, Inside Sales Manager
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at Hazelnut Growers of Oregon shared
insight as to how sales and marketing
has changed since the pandemic and what
the exciting future holds.
1. How have sales of Hazelnuts been this
year compared to last year? Have marketing
efforts changed during the last year?

We’re projecting to be ahead of 2020 sales
by the end of 2021 with the majority of the
increase in our ingredient channel. Our sales
and marketing efforts have become more
focused on the retail and specialty channels.
We’ve hired new team members to help with
these areas and plan to expand with product
innovation to become a solutions-oriented
company.
In 2021 we expanded our marketing efforts
with geo-targeting, increased social media
presence and retail promotions. Next year we
intend to penetrate new areas of the store by
introducing new hazelnut products across
multiple categories – not just in bulk, snack,
and candy but within produce, baking, and
seasonal offerings – for example, holiday gifts
and summer barbeque.

gained over 15,000 points of distribution
which is a significant increase from the barely
1,500 we started with at the beginning of
2021.Our dedicated retail sales team has had
some big wins in opening up distribution on
the East coast with UNFI and KEHE. This will
allow our Oregon Orchard® retail products to
gain more brand recognition and consumer
trial with expected repeat purchasing. The
pandemic of 2020 significantly benefited our
online sales. Our company’s website sales
have seen triple digit growth since 2019 and
a few of our top retail customers are online
subscription snack and gift companies.

2. Which markets have shown the most
potential or growth this year?

3. Will you be participating in trade shows
in 2022? If so, virtually or in person?

For HGO the channel of trade showing the
most improvement for 2021, is retail. We’ve
experienced an increase with ingredient sales,
but overall retail is making great strides. We

We are planning to attend in-person
and virtual trade shows in 2022. Our team
is assessing the value of each show based
upon the channel of trade, expected return
on investment and resources required to
participate. As the country recovers from the
pandemic, we hope to have more in-person
events as we believe these have a better rate
of success when people can see and taste our
products in-person vs. in a virtual setting.
One major area to consider is the number
of attendees with in-person shows; so far in
2021 this appears to be somewhat limited
as people are still hesitant to travel and be in
large crowds. We also prefer to attend virtual
events that match up buyers with suppliers
in advance with dedicated, scheduled online
meetings over the passive ‘build a virtual
booth’ and hope someone ‘drops’ in to ask
questions scenario.
Please visit www.hazelnut.com to find out
more about their products and services.

Spring 2021
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California Calrose
Sushi Rice

Italian Selenio
Sushi Rice

Color
& Texture

Nice unform color

Darker color with
dull, flat appearance

Kernel Size

Consistent
kernel size

Inconsistent
kernel size

Smell

Sweet aroma

No aroma

Texture

Good bounce
and mouthfeel

Lacks stickiness.
More fissures causing
soft and mushy texture

Quality

History of
consistency
year-round

Quality can vary
throughout the year

Spring 2021
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U.S. Beef in 2022
and Beyond

By Lisa Mooney

Following a record year for
U.S beef exports in 2021,
USMEF sees global demand
underpinning continued
growth into 2022. U.S. beef
exports are on track to reach
$10.4 billion in 2021, which
represents a 37% increase over
2020 and a 25% increase over
the previous record export
year of 2018.
Broad-based demand across
several regions was behind
the record performance of
2021. Buoyed by chilled beef
demand in Japan, Korea
and Taiwan and bolstered
by greatly improved market
access achieved in the U.S.China Phase One Economic
and Trade Agreement, U.S.
beef exports surpassed $2
billion each to Japan, Korea
and the China/Hong Kong
region in 2021 while setting a
new value record in Taiwan.
Continued on page 28
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Summit Hill Foods

The Perfect Blend of Flavor & Passion
Today Summit Hill Foods is a leading flavor and ingredients company.
But we started as a small family-owned bakery nearly 80 years ago. Our
history of hard work and innovation makes us the adaptable, forwardthinking, continuously growing company that we are today. And our
rich family heritage means we do it with unwavering hospitality and
commitment to quality.

“Our culture is the main ingredient
in creating food experiences that
satisfy the world’s appetite.”
To families shopping the supermarket
aisles, we are the creators of brands like
Better Than Bouillon, Louisiana Hot Sauce,
Shore Lunch and Southeastern Mills. And
to our foodservice and industrial partners,
we are respected for innovative solutions
that increase satisfaction. Here’s a look at
how we got there.
Trust: We hold ourselves and each other
to high standards.
Value: We establish trust by acting
with humility, thinking positively,
communicating openly and always doing
the right thing. We value each member of
our team and their role in decision-making.
We invest in people with competitive wages
and benefits, as well as training, mentoring
and resources.
Excellence: We set high expectations
for ourselves that drive us to improve
every day, learn from our experiences, and
innovate. We work hard, individually and as
a team, to consistently exceed expectations.

Safety: We hold ourselves and each
other to high standards. We establish trust
by acting with humility, thinking positively,
communicating openly and always doing
the right thing.
Community: We make a positive
impact the communities where we do
business. We implement sustainable
business practices to preserve the
environment and ensure good jobs for
future generations.
Everything we make tastes great because
it is made by people who care about
quality, care about our consumers and
most importantly care about each other.
Our products are made by teams with
integrity, dedication, and a commitment to
the absolute best flavor. Rome, Georgia has
been our hometown for four generations.
And everything about it embodies the
family values that make our company so
unique to work with. For more information,
visit us on our web site www.shfoods.com

Winter 2022

25

26

Fall 2021

27

Continued from page 24
Latin America was hit especially hard
by the pandemic but exports to Mexico,
Central and South America rebounded
impressively in 2021. Led by strong
gains in Guatemala, Costa Rica, Panama
and Honduras, beef exports to Central
America had already surpassed previous
annual records by the end of October.
Strong growth in Chile, Colombia and
Peru drove beef exports to South America
86% above last year’s pace to $162.5
million. A new value record was also
reached in the Dominican Republic.
Another bright spot in 2021 was the
rebound in beef variety meat exports,
which had taken a step back in 2020 due
to labor shortages and other obstacles.
To bolster variety meat export growth,
USMEF introduced consumers to local,
cultural dishes featuring these items and
highlighting their nutritional attributes.
This has helped the U.S. industry achieve
broad-based demand for variety meat in

28

a wider range of destinations. U.S. beef
variety meat exports set a new monthly
value record in November at $116.1
million and will top $1 billion for the first
time.
Expansion and diversification of sales
and distribution channels have created
new business channels that allow a
wider range of customers to experience
the superior taste profile of U.S. beef.
E-commerce sales of fresh food, which
had previously been limited to just a few
markets, have exploded in many regions
and consumers are increasingly turning
to digital platforms to research and
purchase new food options. USMEF is
bringing together buyers, bloggers and
social media influencers to demonstrate
the superior taste of U.S. beef at the
consumer level.
Globally, the foodservice sector has
suffered from pandemic restrictions but
responded by expanding existing takeout
and delivery services and developing

creative solutions such as ghost kitchens
to prepare and deliver meals in a timely
and cost-effective manner. These trends
reflect consumers’ desire for convenience
and affordability without sacrificing
quality, which bodes extremely well for
U.S. beef. While we are looking for a
global rebound in traditional foodservice
operations in 2022, these pandemicdriven innovations will have an enduring,
positive impact on the industry
Continued on page 32

Ag Alumni Seed
Leaders in Hybrid Popcorn Research, Production
and Customer Service
Ag Alumni Seed
has worked hard to
gain its leadership
position in the
development and
release of high
performance
popcorn hybrids.
With this position
comes the
responsibility to
focus our efforts and
resources on the
needs of popcorn
processors and
growers.
From the groundbreaking work of
Dr. Bruce Ashman
to the advances in
performance that
have occurred over
the past thirty-three years under the direction of Dr. Max
Robbins, Ag Alumni Seed’s Director of Research, to the
research underway by Dr. Fernando Enrique Cardenas, Dr.
Michael Stein and our Popcorn Breeding team, Ag Alumni
Seed has established itself as the world’s leading supplier of
high performing, high quality popcorn hybrids that provide
the different combinations of regional adaptation, maturity,
disease resistance, yield, kernel size and popping expansion
and other characteristics that the industry demands.
Most of our seed is produced by our own highly
experienced professional staff at our 2,600 acre facility
near Romney, Indiana in the heart of the US Corn Belt. By
producing our own seed, we ensure that we are growing and
delivering the highest quality products possible. All of our
seed lots are inspected, tested and certified to AOSCA (and
as required ISTA) standards by an independent, ISO certified

and USDA accredited agency. All popcorn seed lots have
GMO free certification.
Ag Alumni Seed also grows and markets parent seed stocks
of Soft Red Winter Wheat and oats as well as providing
contract growing and conditioning services to the global seed
industry. If you have any questions or if we can help with your
seed needs, please don’t hesitate to contact us at:
Agricultural Alumni Seed Improvement Association, Inc.
PO Box 158
Romney, Indiana 47981
USA
Voice: 1-800-822-7134 or 765-538-3145
E-mail: agalumni@agalumniseed.com

Winter 2022
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Continued from page 17
continue to attend a wide variety of shows to “educate consumers,
chefs and food manufacturers on the health benefits of walnuts and
how they can be easily included in the daily diet through snacking,
main meals, desserts and pre-prepared foods. In addition, the

CWC provides information why to choose walnuts from California
versus walnuts from other producing nations. Additional events
are scheduled in Europe, Asia, India, Turkey and North America
and will be a combination of in-person and virtual as well as hybrid
events.”
“Walnuts are not all the same. Like wine grapes, the soil, climate,
varieties, growing and harvesting practices all contribute to a
walnut’s unique flavor and texture. California’s central valley is
known for its Mediterranean-style climate, numerous days of
sunshine, and deep rich soils. Walnuts from California have a mild
flavor and soft texture that taste great on their own or can easily
be incorporated in a wide variety of offerings. They are grown,
harvested, and processed following strict Federal and State food
safety regulations with the industry maintaining an exceptional
food safety record for over a century.”

Walnuts -The Future
Climate change is on everyone’s mind today and the CWC
has taken extra time to research and develop a plan to continue
supplying the world with California Walnuts well into the future.
“Like all agricultural products, walnuts require healthy soil,
sunlight, and water. In order to grow this nutritious food for
generations to come, the California walnut industry is continually
developing new technologies and sustainable strategies to improve
the crop, utilize water as efficiently as possible and protect the
resources which nourish the trees. The growers, many of which are
multi-generational family farms, believe that responsible orchard
management plays an integral role in ensuring the long-term health
of the walnut industry, the communities where they live, and the
environment”.
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Continued from page 28
Retail was a critical driver for U.S.
beef demand in 2021 as consumers
increasingly turned to high-quality
protein for meal preparation and
in-home meal replacement products.
Retailers have also invested heavily in
e-commerce, promotion and delivery
of fresh food items such as high-quality
beef. Retail growth will remain a longterm focus for U.S. beef.
New opportunities are developing
quickly and USMEF is working closely
with partners all over the world,
including Africa and the Middle East,
to capitalize on consumer demand for
convenience and in new ways of getting
products to them.
Regions such as Africa and the Middle
East continue to show increasing demand
not only for beef variety meats but
muscle cuts, as well. Through November,
U.S. beef exports to the Middle East
increased 39% to $196 million. Egypt,
traditionally the largest market for U.S.
beef variety meats, is showing greater
interest in muscle cuts as are other
markets in the region such as the United
Arab Emirates, Kuwait, Bahrain and
South Africa. USMEF is stepping up
efforts to work with the trade to further
grow muscle meat demand into these
markets.
U.S. beef is also seeing increasing
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USMEF is taking steps to increase awareness of U.S. beef’s availability in emerging markets
such as South Africa.
interest in emerging countries such
as Morocco, Saudi Arabia, Angola,
Ghana, and Jordan. With offices and
representatives around the world,
including Durban, South Africa, and
Beirut, Lebanon, USMEF is wellpositioned to work with the trade to grow
the presence of U.S. beef products in each
region.
The U.S. beef industry is committed
to meeting the global demand for highquality, highly desired protein. Grain-fed
U.S. beef is the quality standard and has
earned its place at the center-of-the-plate
in cuisines around the world. While
many are familiar with the reputation
of tender and flavorful U.S. steak cuts,
USMEF is also working to demonstrate
the versatility of a wide range of U.S. beef
cuts and variety meats for use in local
cuisines.

Supporting the great taste of grain-fed
U.S. beef is our leadership role in food
safety and our ability to deliver product
even with the supply-side challenges we
faced in 2021. The U.S. beef industry is a
large supplier but nimble enough to meet
niche needs around the world.
The global success story of U.S.
beef begins with the farming and
ranching families who produce it.
Family farms represent the majority of
U.S. beef production and are the heart
of American agriculture. American
farmers and ranchers are guided by
a multi-generational commitment to
the environment and the care of their
cattle and land. Importantly, while
sustainability is becoming important to
global consumers, it has always been a
guiding principle for American farmers
and ranchers. USMEF is working to get
that story out.
Looking ahead to 2022, USMEF
projects continued, diversified growth
of 4% over the record levels of 2021.
Tempering our optimism are the
transportation challenges and rising
input costs that are hampering global
trade.
USMEF welcomes the return of inperson promotional events, as there is
no substitute for face-to-face interaction
with our international customers. We
look forward to meeting with current
and new partners at Gulfood and at other
2022 trade shows.

- China
Mr. Tony Wang
- Australia

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

- Japan
Mr. Shizuo Nakagawa
- New Zealand

Continued from page 10
class. Overall, Dubai’s desire to be an
important international gateway into and
out of Africa has make trade relations
possible.
At present, Africa’s rapid urbanization
and growing population make it a fertile
market for importers. The continent
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 a 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 only 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 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 align with their wellness goals.
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Touchstone Pistachio Company
Transparency, Performance & Commitment
Touchstone Pistachio Company, located
in the heart of California’s San Joaquin
Valley, is the newest member of the
international pistachio community. We are
a family-owned growing and processing
operation and one of the more relevant
pistachio suppliers in the world.
We are often asked what motivated us to
build a pistachio processing facility. Why
now? Why us? Who are we as a company?

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

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

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

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

Through Touchstone Pistachio Company,
we extend these capabilities to the world.
Throughout our business endeavors, we
pride ourselves on our core-competency:
relationships. Business partnerships are
built on synergistic opportunities while
acting ethically and being a good steward
in this industry that we are so fortunate to
be a part of. We look forward to partnering
with you and trust we share your dedication
to relationships based on transparency,
performance, and a commitment to solving
issues if they arise.
For more information, please call us
at +1-559-470-3510 or email at rudy.
placencia@touchstonepistachio.com.

Please Visit us at
Gulfood Dubai, Booth S3-F3

Winter 2022
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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
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Directory

Bascom
Family
Farms
Great Lakes
Packing

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

P.O. Box 117
CompanyVTInt'l,
Inc.
Brattleboro,
05302
1535 W. 43rd Street
Phone:
Chicago,+1-802-257-8100
IL 60609
Fax:
+1-802-257-8111
Phone:
+1-773-927-6660
E-mail:
Fax: +1-773-927-8587
sales@bascomfamilyfarms.com
E-mail:
Web
site:
greatlakespacking@ameritech.net
Web Site: www.glpacking.com
www.bascomfamilyfarms.com
Contact: Arnold
Robert E.
Oates-President
Contact:
Coombs
Product Line:
Pickled
Meats,
Pork
Company
Profile:
Bascom
Family
and
Beef
packed
in
brine.
Farms is America’s leading independent
supplier
of pure and organic
Company
Profile:
maple
syrup
and
maple
sugar
Great Lakes Packing
Company
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in a wide
ofinforms,
International,
Inc. isrange
located
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sizes
and
packaging.
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Union
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Yards of Chicago,
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private
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maple
Illinois at the same
location
over
53 years. Great
Packing
Co.
marketers,
foodLakes
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Int'l, Inc.
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the Family
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pickled
meatquality
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produced in pricing,
the United
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Statesturnaround
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rapid
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Productby
the United States Department of
Line:
Groceryand
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ucts,
pure
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and
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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

skins.

Directory

Great Lakes Packing
Company
Int'l, Inc.
Michael
Foods,
1535 W. 43rd
Street Inc

301
Carlson
Parkway, Suite 400
Chicago,
IL 60609
Phone: +1-773-927-6660
Minnetonka,
MN, USA 55305
Fax:
+1-773-927-8587
Phone: +1-256-757-3425
+1-847-372-1098
E-mail:
E-mail:
greatlakespacking@ameritech.net
Thomas.Neal@michaelfoods.com
Web Site: www.glpacking.com
Web
Site:Adriana
www.michaelfoods.com
Contact:
Alcala Contact:Manager
Thomas Neal, Director
General
Product Line: Pickled Meats, Pork
and BeefLine:
packed
in brine.Egg
Product
Processed
Products,
Companyincluding
Profile: pasteurized
liquid
or
frozen
yolk, whole
egg,
Great Lakes Packing
Company
whites,
and scrambled
egg mix,
our
International,
Inc. is located
in the
Union Stock
Yards
of liquids,
Chicago,
patented
Extend
Life
dried
Illinois at and
the same
location
powders,
a range
of fullyfor over
60
years.
Great
Lakes
cooked products. Our Packing
productsCo.
are
Int'l, Inc. produces the finest in
used
in
industrial
food
processing,
pickled meat products from only
foodservice,
and retail
products produced
inapplications.
the United
States that have been inspected by
the United
States
Department of
Business
Type:
Manufacturer,
Agriculture
and
passed.
Great Lakes
Exporter
Packing Co. Int'l, Inc. is a HACCP
approved plant.
Product of USA
Product of USA

Website: www.chefpaul.com
Contact: Anna Zuniga,
Business Type: Manufacturer,
Co-Packing
Magic Seasoning Blends
Product
Line: Seasoning
720 Distributors
Row Blends,
Sauces and Marinades, Pepper
P.O. Box 23342
Sauce, Custom Blending,
New Orleans, LA 70123-0342
Co-Packing services
Phone: 504-731-3522
Fax: 504-731-3576
Product of USA
E-mail: azuniga@chefpaul.com

skins.
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Sharing the finest-quality, handcrafted
gourmet sauces and syrups with the world.

NEW GOURMET SYRUPS

RICH, GOURMET SAUCES

NEW SUGAR FREE PRODUCTS

Toosum Global Goodness was founded in 2013 in Seattle, Washington USA. We are experts in gourmet sauces and syrups
and have scoured the world to source the finest ingredients to bring consumers Global Goodness in the form of gourmet
sauces and syrups. Toosum’sTM sauces and syrups can be found in Latin America, Europe and the Middle East.
At ToosumTM, we supply the world with the finest-quality, gourmet sauces and syrups on the market today. We use the
highest quality ingredients in our products which are handcrafted in small batches. Our rich, decadent sauces are blended
to perfection for your desserts and ice creams. Be sure to try our NEW line of gourmet syrups which are made with
100% pure cane sugar and natural flavors for your coffees, cocktails and beverages. We also now offer a NEW line of
SUGAR FREE products to meet dietary restrictions. Our products are offered in both retail and food service configurations.

We are seeking new distributors in foreign markets – please contact us directly
if you are interested in distribution of Toosum products.

40info@toosumdessertsauces.com | Tel. +1 206 612 8926 | www.toosumdessertsauces.com

Setton
SettonPistachio
Pistachioof
ofTerra
TerraBella,
Bella,Inc.
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:
Setton
Chinese translation:
Product
of USA

  
  

  

  
22000ISO/FSSC
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

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
The American Exporter
Magazine and
The Natural Food Exporter Magazine
Are On WeChat!

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

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.

Visit Us On WeChat

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.

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

Our WeChat ID is
TheAmericanExporter

Product of USA
Fall 2021
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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
Fall 2021
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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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