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For Immediate Release 
 

As Coast Packing Co. Marks 95th Year, Venerable Family 
Business Emerges as Leading Advocate of Healthy Animal Fats 

 

West’s Leading Supplier of Animal Fat Shortenings Looks Back – and Forward,  

With Consumers Expressing New Openness to Zero Trans-fat Lard and Beef Tallow 

 

 
 

VERNON, Calif. (Feb. 1, 2017) – Everything old is new again. 
 
From ads to consumer surveys to menus at foodie hangouts, animal fats are having a 
moment -- but at Coast Packing Company, that moment has lasted nearly a century.  
Still ensconced in its home base in Vernon, just southeast of downtown Los Angeles, 
the family-owned and operated business marks its 95th anniversary this month.  
 
A closely held corporation, Coast Packing is today the number one supplier of 
animal fat shortenings in the Western United States.  Coast is regional, national and, 



increasingly, global.  Markets extend from Southern California to Washington State, 
Arizona, Colorado, Idaho, New Mexico, Oregon, Texas and Utah.  Internationally, 
Coast is active in Mexico, and as the market allows, the company ships to Asia.   
 
“We certainly didn’t get here overnight,” said Eric R. Gustafson, CEO of the 95-year-
old company.  “Coast Packing has been a quiet leader in the Southwest since the 
1920s, growing and evolving in a way that now seems almost quaint.  But when the 
bottom line includes considerations like quality, reliability and transparency, 
everything becomes easier to digest.” 
 
With a legacy 95 years in the making, Coast Packing’s ties with its customers, 
partners and suppliers are both broad and deep.  Coast Packing was founded as a 
Southern California livestock and meat-packing business in 1922 and expanded over 
the years into a regional food-industry powerhouse. 
 
The three founding partners set out to build a livestock and abattoir business, and 
retained that focus for more than 40 years, slaughtering hogs brought by railroad 
from the Midwest and processing meat into various cuts to supply Southern 
California butcher shops.  During those four decades, Coast Packing produced a full 
line of pork and beef processed and smoked products, including its popular 1950s 
favorite brand, Ol' Smokey. 

In the early 1960s, after assessing the company’s profitability and competitive 
position, management decided that the business did not meet expected returns. 
While change was in the wind, the consensus was to remain in some facet of the 
food manufacturing industry, which was growing in tandem with Southern 
California itself.  Given the company’s extensive ties to the meat industry, the 
processing of animal and animal-vegetable shortening products became a natural 
choice. 
 

Today, the company sources raw materials from major meat packing plants across 
the United States.  In some cases, supplier relationships are multigenerational, 
extending back 50 years and more. The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian 
specialty markets.  Coast Packing’s reach reflects the demographic and ethnic 
makeup of the U.S. as a whole. 
 
Coast sells to major manufacturers, distributors, retailers, smaller food service 
operations and leading bakeries, and is active in virtually every major area of the 
food industry and then some.  Coast’s refined and fully deodorized beef tallow has 
been an ingredient in lotions and soaps for more than 30 years. 
 
“As an integral part of Southern California's restaurant, baking and food industries, 
Coast Packing was built on our line of quality shortenings and oils, backed up by 
both superior service and unsurpassed value,” Gustafson said.  “But our number one 
status isn’t solely a statement about our size.  While the numbers are significant, our 



growth has not fundamentally changed our status as a family business that that 
prizes customer relationships spanning generations.  We continue to live by the 
handshake.” 

According to Gustafson, quality and flavor profile come first at Coast.  Its lard and 
beef tallow shortenings are original, authentic and consistent– they possess the 
classic flavor that consumers want. “Whether you use lard or beef tallow, you can 
taste the difference,” he said.  “Today’s savvy consumers steer clear of industrially-
produced partially hydrogenated fats in favor of healthy animal fats, which have the 
benefit of being consistently delicious, minimally processed and good for you.”     
 
As significant change occurs in the food industry -- now that partially hydrogenated 
oils (PHO) have lost their “generally recognized as safe” status with the Food and 
Drug Administration -- an education process has begun, and Coast Packing Company 
is deeply engaged in that process.  Bolstered by the “zero artificial trans fat” status 
of its product line, the company is emerging as a thought leader, helping to enable 
those inside and outside the industry to understand the difference between artificial 
trans fats and natural, beneficial, animal-sourced trans fats.   
 
Recent Coast initiatives – its new “Taste the Difference” flavor map in Los Angeles 
(and soon New York and Chicago), its “Did You Know?” infographic series and its 
founding support for the Healthy Fats Coalition – underscore the growing popularity 
of animal fats, especially among millennials. 
 
“Coast Packing’s longevity is a reflection of our culture, which places equal value on 
product quality and respect for customers,” Gustafson said.  “At Coast, past truly is 
prologue.” 
 
About Coast Packing Company 

Now marking its 95th year in business, Coast Packing Company (www.coastpacking.com), a 
closely held corporation, is the number one supplier of animal fat shortenings – particularly 
lard and beef tallow -- in the Western United States.  The company sells to major 
manufacturers, distributors, retailers, smaller food service operations and leading bakeries.  
The company participates actively in various ethnic markets – from Hispanic retail chains, 
with its VIVA brand, to various Asian specialty markets.  Based in Vernon, Calif., Coast 
Packing Company is regional, national and, increasingly, global.  In some cases, supplier 
relationships are multigenerational, extending back 50 years and more.  Coast is a founding 
member of the Healthy Fats Coalition (http://www.healthyfatscoalition.org/). 
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 



 

 

For Immediate Release 

 
Whether Dining Out or Dining In, Millennials Opt for Taste and 

Price Over Healthy Fare, New Coast Packing/Ipsos Survey Reveals 
 

At Restaurants and at Home, Younger Americans are Most Attuned to  

Flavor and Finances; Health Concerns Top Availability and Convenience 

 
VERNON, Calif. (Dec. 8, 2016) – If millennials are America’s consummate taste-
makers, a new nationwide consumer survey from Coast Packing Company and Ipsos 
Research confirms that taste is indeed tops for those ages 18 to 34.   
 
Conducted in November, the study of 900+ millennials examined factors that appeal 
most to that demographic when dining out and when eating at home: taste, price, 
healthfulness and availability/convenience.  Coast Packing is the number one 
supplier of animal fat shortenings in the Western United States.  

Overall, taste is king both at home and in restaurants, cited as “most important” by 
36 percent and 39 percent of respondents, respectively.  Price ranks second for 
those dining out (35 percent) but is a bit less of a factor at home (27 percent).  
“Healthfulness” is a more significant consideration at home than when heading to a 
local eatery (20 percent to 13 percent), while convenience/availability is more of an 
issue at home than when dining out (17 percent to 13 percent)  
 
“Whether you’re at a restaurant or in your own kitchen, the desire for the delicious 
remains paramount,” said Eric R. Gustafson, CEO of Coast Packing.  “Although the 
‘healthfulness’ option takes a back seat to taste and price in our survey, millennials 
are on the record demonstrating their openness to healthy animal fats, which, of 
course, has everything to do with taste.” 

While the message for consumers may be that millennials follow their taste buds, 
the takeaway for the restaurant industry is that taste just barely edged out price as 
most decisive.  Millennials are more cost-conscious than they are health-focused 
when they eat out, but health concerns rise in importance when prepping food in 
their own kitchen.     



In a recent Coast/Ipsos survey, 24 percent of millennials said they are receptive to 
animal fats, a substantial increase over the 15 percent who held that position a year 
ago.  In terms of what members of the youngest demographic are actually eating, it’s 
a similar story: 20 percent of millennials report having increased their intake of 
animal fats – a hefty jump over 2015, when that figure stood at 13 percent.  
 
According to U.S. Census Bureau data, millennials are now the nation’s largest 
generation and include some 75.4 million people.  Forty-one percent eat out at least 
twice a week, compared to 37 percent of Baby Boomers and a like number of Gen 
Xers, per a study from foodservice research firm Technomic.  Millennials spend 15 
percent more of their discretionary income on experiences than other demographic 
groups.  

Drilling Down: A Restaurant Row? 

When dining out, taste matters more to women than to men (40 to 37 percent).  
Taste is also relatively more important to those in the Midwest than to those in 
other regions (43 percent, by a 4-5 point margin), those without kids at home and 
those with a college degree. 
 
Price likewise matters more to women than men (39 percent to 32).  Perhaps not 
surprisingly, those with incomes of less than $50K put the emphasis on price (40 to 
32 percent, for those above that threshold).  And those in the Northeast were most 
price-sensitive (39 percent).  Forty-three percent of non-whites say price is a 
consideration, vs. 34 percent of whites. 
 
Healthfulness is more of a concern for men than for women (16 to 10 percent), and 
slightly more of a concern for those with incomes above $50K (14 to 11 percent).  
When dining out, convenience is a bigger deal for men than for women (15 to 10 
percent).  On a regional basis, health is a substantially bigger issue in the West than 
anywhere else.  Countering expectations, convenience when dining out is slightly 
less of a concern for those with kids at home than those without.  
 
At Home on the Range 

When working in the kitchen, men and women are about equal in their preference 
for taste above all; those in the Midwest and South place relatively more emphasis 
on taste (39 and 38 percent, respectively – and least in the West, at 31 percent).  
Taste in home cooking is relatively less important to those without a college degree 
(34 to 38 percent), and more important to those unemployed (39 percent) than to 
those employed full or part-timers. 
 
For those dining in, price is slightly more important to women and to families with 
children (by identical 29 percent to 26 percent margins) and most important to 
those in the South and West.  Price matters substantially more to those without a 
college degree (31 to 23 percent).  Those in the West are relatively more concerned 
about healthfulness around the dinner table (at 24 percent, by a 5 to 6 percent 
margin over other regions).  Health likewise ranked higher for those with a college 



degree (23 percent to 17 percent for those without); those unemployed were 
relatively less concerned (15 percent) about healthfulness. 
 
About the Survey 

The Coast Packing/Ipsos study was fielded from Nov. 10-14, 2016.  The Ipsos eNation 
survey consisted of 918 completes with adults aged 18-34 years of age in the contiguous 
United States.   Results have a margin of error of +/- 3 percentage points.  For a copy of the 
survey results, please email admin@edgecommunicationsinc.com.  

 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  Coast is a founding member of the Healthy Fats Coalition 
(http://www.healthyfatscoalition.org/). 
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
 

 

 

 

 

 

 



 

 

Media Advisory 
 

Canola or Beef Tallow?  Corn Oil or Lard?  Coast Packing  
Debuts Online Guide, Calls on Consumers to Taste the Difference  

 

Starting in Los Angeles, West’s Leading Supplier of Animal Fat Shortenings 

Offers Growing List of Restaurants That Cook with Healthy Fats 

 

VERNON, Calif. (Dec. 5, 2016) – Taste the Difference, Los Angeles. 

That’s both an invitation and a challenge.  Coast Packing Company, the leading 
supplier of animal fat shortenings in the Western U.S., is putting its website where 
its taste buds are (http://coastpacking.com/updates/2016/11/taste-the-difference-
los-angeles/), mapping area restaurants and eateries where locals can try dishes 
prepared with lard or beef tallow.  The initial litany – some 50+ strong, in Los 
Angeles County alone – just scratches the surface and will expand over time. 
  
“Words are wonderful things, but they obviously can’t convey sensations like taste 
and flavor and texture,” said Eric R. Gustafson, Coast Packing CEO.  “While the 
conversation about the health benefits of any given food or ingredient is continuous 
– and, indeed, will probably lack an endpoint in any of our lifetimes — most of us 
have a pretty fair idea of what tastes good (even if we can’t always say why). 

“We believe the best way to understand how lard and beef tallow dramatically 
improve the taste of food is to simply try dishes prepared with these healthy animal 
fats,” Gustafson said.  “Toward that end, we at Coast Packing have compiled a 
running list of establishments where consumers can let their palette make the call.  
We’re starting at home, in Los Angeles, but in time, we will include establishments 
throughout the United States.”  

Trans fats are out, and minimally processed animal fats – in the form of lard, derived 
from pork, and beef tallow – are decidedly making a comeback, Gustafson observed.  
“The reality is that animal fats have tangible health benefits, are nowhere near as 
problematic as they once were thought to be, and their artificial/manufactured 
substitutes are far worse than originally believed,” he said.  “And in today’s foodie 
culture, taste is increasingly on par with health concerns.” 



 
Have a favorite restaurant that puts lard or beef tallow on the menu (or just in some 
of its prize dishes)?  If so, drop Coast an email at info@coastpacking.com and the 
company will put it on the map – in L.A. or anywhere in the U.S.  Consumers can also 
post an image or link to the eatery via Twitter/Instagram/Pinterest, etc., with the 
hashtag #LardOnTheMenu or #TallowOnTheMenu.   

And remember to praise the lard. 

About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more. Coast is a founding member of the Healthy Fats Coalition 
(http://www.healthyfatscoalition.org/). 
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 

 

 

 



 
For Immediate Release 

 

Healthy Fats Coalition Formed in Bid to Foster  
Enlightened Conversation About the Food We Eat 

 
Awareness Campaign Reflects Nation’s 

 Changing Attitudes and Consumption Patterns  
 

LOS ANGELES (Nov. 21, 2016) -- As AncestralHealthGuy has observed, “nature 
doesn’t make bad fats – factories do.”   
 
In that spirit, a group of like-minded organizations, companies and individuals have 
formed the Healthy Fats Coalition (HFC – http://www.healthyfatscoalition.org/) 
a new educational initiative dedicated to the proposition that healthy fats aren’t 
merely having a moment – they’re here to stay, as an essential part of the American 
diet.   
 
As an awareness campaign, the Healthy Fats Coalition reflects the marked change in 
what Americans think about the health benefits of healthy, minimally-processed 
animal fats.  The HFC seeks to create an enlightened conversation about the food we 
eat, through news and editorial commentary, social media conversations, opinion 
surveys and more.  Its mission is simple: affirm that animal fats deserve a central 
place in the American diet and in the popular imagination.   
 
Coast Packing Company, the leading supplier of animal fat shortenings in the 
Western U.S., took the lead in organizing the HFC.  The Coalition’s founding 
supporters are an appropriately diverse group.  They include the Weston A. Price 
Foundation, a nonprofit, tax-exempt nutrition education initiative; Bottega 
Americano, a popular Italian restaurant in San Diego; Fatworks, a Boulder, Colo.-
based online retailer of premium traditional fats – beef tallow, lard and duck fat; 
Tendergrass Farms, of Floyd, Virginia, supplier of certified organic processed meat 



and poultry products: Elizabeth Swenson, author of The Artisan Lard Cookbook; and 
HeartBrand Beef/Akaushi Cattle, Flatonia, Texas, among others.  
 
“We feel that animal fats have been demonized for too long,” Gustafson said.  “Fat 
matters both for taste and for general health and well-being.  The reality is that 
animal fats have tangible health benefits, are nowhere near as problematic as they 
once were thought to be, and their artificial/manufactured substitutes are far worse 
than originally believed.  We see the Coalition embracing today’s compelling food 
culture, and recognizing that minimally processed animal fats belong in the kitchen 
– at restaurants and at home.  
 
“We understand that the entire discussion around food, nutrition, healthy eating and 
balanced diets is confusing at best -- at times, the zigs and zags over what to eat and 
not eat can seem overwhelming,” he said.  To help fulfill the campaign’s mission to 
educate, the HFC website includes a Resources page 
(http://www.healthyfatscoalition.org/resources/) – a one-stop repository of the 
very latest books, research studies, videos, news articles, public and trade events.   
 
HFC is not a trade organization or in the business of promoting individual products 
or brands, Gustafson noted.  Although commercial interests are welcome to 
participate in the campaign, the HFC is not itself a commercial organization.  
Support for the HFC involves no cost or obligation among participants. The Healthy 
Fats Coalition asks only that supporters post the HFC badge on their websites and 
various social media channels, and add their voices and ideas to the ongoing 
conversation.   
 
Underscoring the sea change in attitudes, the Journal of the American Medical 

Association (JAMA) Internal Medicine recently released a report implicating the 
sugar industry for manipulating information to shift responsibility for heart 
disease away from sugar and toward saturated fat intake. 
 
In her 2014 New York Times bestseller, Big Fat Surprise (Simon & Schuster), Nina 
Teicholz wrote: “The rush to banish animal fats from our diets has exposed us to the 
health risks of [artificial] trans fats and oxidizing vegetable oils.  If we had not 
abandoned meat and dairy, we could still be using lard, tallow, and butter as our 
principal fats for cooking and eating. These fats are stable, do not oxidize, and have 
been consumed since the beginning of recorded human history.” 
 
“If there’s a silver lining to those low-fat years, it’s this: we learned that fat is the 
soul of flavor,” Teicholz observed. “Food is tasteless and cooking nearly impossible 
without fat. Fat is essential in the kitchen to produce crispness and to thicken 
sauces. It is crucial in conveying flavors.  It makes baked goods flaky, moist, and 
light. And fat has many other, essential functions in cooking and baking.” 
 

 

 



About the Healthy Fats Coalition 

The Healthy Fats Coalition (www.healthyfatscoalition.org) is a new educational 
initiative comprised of those who understand that healthy fats are an essential part 
of the American diet.  The HFC’s mission to create an enlightened conversation 
about the food we eat, though news and editorial commentary, social media 
conversations, opinion surveys and more.  For more information, please email 
info@healthyfatscoalition.org.     
 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

For Immediate Release 

 
Led by Millennials, Americans Warming to Healthy Animal 

Fats, Coast Packing/Ipsos Research Consumer Survey Reveals 
 

One Year After Original Baseline Study, Findings Show Changing 

 Attitudes and Behavior – Especially Among Those 18-34 

 
VERNON, Calif. (October 24, 2016) – Affirming that changes in how we eat aren’t 
part of some food fad, a new consumer survey from Coast Packing Company and 
Ipsos Research indicates that younger Americans are even more receptive to 
including animal fats in their diet than they were a year ago -- and are acting 
accordingly.   
 
And millennials – those ages 18 to 34 -- are not alone: overall, 13 percent of all 
survey respondents are open to animal fats, up from 9 percent a year ago, and 9 
percent say their consumption has increased, compared with 6 percent in 2015.   
 
Among millennials, attitudes have changed significantly.  In this year’s study, 24 
percent say they are receptive to animal fats, a marked increase over the 15 percent 
who held that position last year.  In terms of what members of the youngest 
demographic are actually eating, it’s a similar story: 20 percent of millennials report 
having increased their intake of animal fats – a hefty jump over 2015, when that 
figure stood at 13 percent.  
 
As in the original baseline study – conducted in November 2015 – this new survey of 
1,000 adults examined how attitudes about animal fats in the American diet have 
changed in recent years, and how consumption patterns may be changing as well.  
Respondents were asked whether they were more or less open to animal fats, and 
whether those views extended to actual behavior.   Coast Packing is the number one 
supplier of animal fat shortenings in the Western United States.  

According to U.S. Census Bureau data, millennials are now the nation’s largest 
generation and include some 75.4 million people.  Forty-one percent eat out at least 
twice a week, compared to 37 percent of Baby Boomers and a like number of Gen 



Xers, per a study from foodservice research firm Technomic.  Millennials spends 15 
percent more of their discretionary income on experiences than other demographic 
groups.  

“This year’s results show both more openness to animal fat consumption and higher 
stated consumption of animal fats since the last time Coast and Ipsos posed these 
questions,” said Eric R. Gustafson, CEO, Coast Packing.  “Clearly, healthy animal fats 
like lard and beef tallow are back, proving that last year’s survey was not an 
aberration.  Everything old is new again, or so the expression goes.  And that’s true 
in spades for one hugely influential segment of the population that may not quite 
remember the old days.  In today's foodie culture, taste is on par with health 
concerns — and nutritious animal fats deliver both.  
  
“As we said a year ago, while we’re heartened to see this generational shift, we 
recognize that traditional ways of thinking and eating don’t change overnight,” 
Gustafson said.  “It’s important to recognize first and foremost the natural makeup 
of both lard and tallow.  Neither contains the artificial trans fats you find in 
hydrogenated shortenings.  We believe strongly that these products are best when 
minimally processed, which is consistent with the whole movement in food and 
cooking right now.”  

In analyzing the reasons behind the change in attitudes, Gustafson cited a recent 
Journal of the American Medical Association (JAMA) Internal Medicine study 
implicating the sugar industry for manipulating information to shift responsibility 
for heart disease away from sugar and toward saturated fat intake.  “That’s just one 
example among many that have emerged in recent years, indicating that, when it 
comes to healthy animal fats, Americans have been sold a bill of goods,” he said.  
“Perceptive journalists, commentators and consumers are finally paying attention, 
as our survey indicates.”   

According to the survey, those in the 18-34 age bracket are still twice as open to 
animal fats as the next oldest group (35-54) – 24 percent to 12 percent – but the 
numbers have increased for both groups.  Millennials are eight times as open as 
those 55 and over (3 percent).  Behavior does indeed follow attitudes: by a wide 
margin, those 18-34 continue to lead the charge back to animal fats.  Fully 20 
percent say their consumption has increased – dramatically higher than those 35-54 
(9 percent) and those 55+ (1 percent).  Thirty-two percent of those 18-34 say they 
have reduced their intake of animal fats, vs. 35 percent of those 35-54 and 51 
percent of those 55+.  
 

Age remains the most decisive differentiator among the various demographic filters, 
the survey found.  Flipping the age bracket around, a greater percentage of those 55 
and up were less open to animal fats (40 percent) than any other age group, almost 
double the response from millennials. Those 35-54 were most set in their ways, 
with 61 percent indicating that there had been no change in their attitudes in recent 
years.   



 
According to the Coast/Ipsos study, the gender divide is pronounced: 18 percent of 
men are now more open to animal fats, compared to 8 percent of women.  Here, too 
consumption patterns generally track attitudes.  Nearly three times as many men 
reported an increase in their consumption of animal fats (14 percent), vs. 5 percent 
of women.  Conversely, 43 percent of women reported cutting back on animal fats, 
vs. 37 percent of men. 
 

About the Survey 

The Coast Packing/Ipsos study was fielded from Oct. 2-5, 2016.  Ipsos eNation surveys 
consist of a minimum of 1,000 completes with adults 18 years of age or older in the 
contiguous United States.  The sample includes individuals selected from the online 
segment of Ipsos’ iSay/Ampario Panel, and is balanced to be representative of the general 
population based upon region, gender, age, and household income data from the U.S. Census 
Bureau. Results have a margin of error of +/- 3 percentage points.  For a copy of the survey 
results, please email admin@edgecommunicationsinc.com.  

 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
 

 

 

 

 



 

 
For Immediate Release  

 
While Consumers Flock to Vegetable Oils for Cooking/Frying,  

Most Unaware of Health Risks Associated with Processing, 
New Coast Packing/Ipsos Survey Reveals 

 

Americans Like Canola, Corn and Palm Oils, But Many are Unfamiliar  

With Potentially Toxic Properties Arising from Chemicals Used in Refinement 

 
VERNON, Calif. (August 31, 2016) – Americans  regard vegetable oils as the 
“healthiest option” for cooking and frying, but a majority are unaware of the health 
risks arising from the manufacture of products like canola oil and palm oil, a new 
consumer survey from Coast Packing Company and Ipsos Research reveals.   
 
The nationwide poll of 1,000 adults, conducted in August, examined both awareness 
and behavior around vegetable oils and how they are processed and packaged, 
querying consumers about what they read, understand and believe – and how they 
act, based on that information.  
 
When asked “which one of the following cooking/ frying oils do you think is the 
healthiest option?” 51 percent named canola oil, followed by butter at 11 percent, 
corn oil at 9 percent, palm oil at 8 percent, beef tallow at 2 percent and lard, also at 
2 percent.  Another 18 percent said they didn’t know.  
 
Vegetable oils are highly refined, a process that enlists chemicals to extract the oil 
from the seed -- including compounds like n-Hexane, a known neurotoxin that has 
found its way into the food chain, where residuals have been detected.  The system 
used to refine vegetable oils also produces “process contaminants.”  These 
substances form during food processing 
-- in particular, when refining vegetable oils at high temperatures.   
 
Recent studies have indicated that the extraction processes used in producing 
vegetable oils for cooking/frying foods can release various potentially unhealthy 



toxic agents.  Survey respondents were asked to rate their awareness of the 
potential health risks associated with consuming vegetable oils on a 1 to 5 scale.  
According to the Coast/Ipsos research, roughly half of those surveyed indicated 
little or no awareness of potential health risks arising from vegetable oil 
processing. Overall, 48 percent were unaware, 29 percent indicated they were 
“very aware” or somewhat aware and another 23 percent were in the middle.  
Millennials, men, residents of the Western states, respondents with children at 
home, those better educated and those employed all recorded a higher overall 
awareness of potential health risks. 
 
In May, the European Food Safety Authority (EFSA), which is responsible for 
conducting risk analysis on the safety of food in the European Union, released its 
findings concerning public health risks from the intake of process contaminants 
called glycidyl fatty acid esters (GE), 3-monochloropropanediol (3-MCPD), and 2-

monochloropropanediol (2-MCPD) esters.  The EFSA found “sufficient evidence” that 
glycidyl is genotoxic – damaging genetic information within a cell, triggering 
mutations and potentially leading to cancer -- while the toxicity in 3-MCPD and 2-
MCPD is organ-specific.  The highest levels of GE, 3-MCPD and 2-MCPD were found 
in palm oils and palm fats, followed by other oils and fats.  Intake in children under 
18 -- and particularly infants -- was characterized as a possible health concern. 
 
“Squeezing oil fit for human consumption from seeds is complex and anything but 
natural,” said Eric R. Gustafson, CEO, Coast Packing Company, the number one 
supplier of animal fat shortenings in the Western United States.  “The science is 
increasingly clear.  With toxic additives and carcinogenic compounds putting 
popular vegetable oils at risk, embracing minimally processed animal fats isn’t a fad.  
 
“By contrast, the natural makeup of animal fat shortenings like lard and beef tallow 
promotes health,” Gustafson said.  “Neither contains the artificial trans fats found in 
hydrogenated shortenings. Both are naturally stable and solid at room 
temperature.  When heated, they do not release free radicals, which have been 
linked to cancer, as vegetable oils do.  And they’re minimally processed – virtually 
nothing is added, and what’s already there (plenty of monounsaturates) is good for 
you.  Given the unsavory alternative, ‘minimally processed' needs to be how we 
live.” 
 

About the Survey 

The Coast Packing/Ipsos study was fielded in August 2016.  Ipsos eNation surveys consist of 
a minimum of 1,000 completes with adults 18 years of age or older in the contiguous United 
States.  The sample includes individuals selected from the online segment of Ipsos’ 
iSay/Ampario Panel, and is balanced to be representative of the general population based 
upon region, gender, age, and household income data from the U.S. Census Bureau. Results 
have a margin of error of +/- 3 percentage points.  For a copy of the survey results, please 
email admin@edgecommunicationsinc.com.  

 
 



About Ipsos 

Ipsos is a global independent market research company ranking third worldwide among 
research firms.  The Ipsos team is passionately curious about people, markets, brands and 
society.  Ipsos makes our changing world easier and faster to navigate, and inspires clients 
to make smarter decisions. The company delivers research with security, speed, simplicity 
and substance.  Ipsos is one of the world's largest independent market research companies, 
and in 2015 it celebrated its 40th anniversary. 
 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations, leading bakeries and lesser concerns.  The company participates 
actively in various ethnic markets – from Hispanic retail chains, with its VIVA brand, to 
various Asian specialty markets.  Based in Vernon, Calif., Coast Packing Company is regional, 
national and, increasingly, global.  In some cases, supplier relationships are 
multigenerational, extending back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
 

 

 

 

 

 

 

 

 



                                                                                                                     

 
For Immediate Release  

 
Consumers Read Food Labels, But Don’t Always Understand or 

Trust Them, New Coast Packing/Ipsos Survey Reveals 
 

With Mandatory National GMO Labeling on the Horizon,  

Study Finds Big Gender and Generational Divide  

 

 
 

VERNON, Calif. (June 29, 2016) – Amid U.S. Senate approval of a mandatory 
nationwide system for labeling genetically modified foods,  a new consumer survey 
from Coast Packing Company and Ipsos Research finds that only half of Americans 
say they understand the content of food labels --  and less than a third believe them. 



 
The nationwide survey of 1,000 adults, conducted in late May, examined both 
awareness and behavior around food labeling, querying consumers about what they 
read, understand and believe – and how they act, based on that information.  
 
The Coast/Ipsos research revealed pronounced gender and generational divides in 
how we respond to data conveyed on food labels. When it comes to posted 
ingredients, less is more both for women and millennials: 40 percent of women 
agreed that “a food label with fewer ingredients has a positive effect on my 
purchasing decision,” vs. 25 percent of men, and 33 percent of those in the 18-34 
age bracket endorsed that view.   
 
Millennials are avid readers of food labels (68 percent vs. 62 percent overall), and 
more than half say they understand food label content (54 percent to 50 percent 
overall).  Fully 35 percent of millennials believe the content of food labels, highest 
of any age group.  
 
Among the study’s other topline findings: 
 
o Almost two in three Americans (62 percent) read food labels, with women (65 percent) 

more likely than men (58 percent) to do so. 
o While millennials are most likely to read food labels, those ages 35-54 (56 percent) are 

least likely to take that step. 
o Thirty percent of women and a like number of millennials say they understand the 

concept of “minimally processed” on food labels – highest among all demographic 
groups. 

o More women (40 percent) than men (25 percent) agreed that food labels listing fewer 
ingredients is a net positive, with millennials coming down in the middle (33 percent). 

 
According to the survey, food label information tends to be more a deterrent to 
consumption than a license to eat.  Overall, 45 percent of Americans avoid certain 
foods based on the content of food labels, with women (54 percent) more likely 
than men (36 percent) to avoid certain foods based on food label content.  Older 
adults, ages 55+ (53 percent), are most likely to avoid certain foods based on the 
content of food labels, while younger adults ages 18-34 (42 percent) are least likely 
to steer clear of foods based on label information.  By contrast, only 26 percent of 
those surveyed consume more of certain foods based on what’s on the label.  

 
“Food labels are intended to help us make better food choices, but they’re not 
working nearly as well as they should,” said Eric R. Gustafson, CEO, Coast Packing 
Company, the number one supplier of animal fat shortenings in the Western United 
States.  “It’s clear from the data that Americans aren’t ignoring food labels, but a 
great many don’t fully understand or believe what they read.  

“We come down on the side of healthy, minimally processed animal fats, which is 
consistent with the entire movement in food and cooking right now,” Gustafson said.  
“All things being equal, the fewer ingredients on the label, the closer you are to the 



source, the better.  We’re encouraged that nearly a third of the population 
understands ‘minimally processed’ and values products that limit artificial 
ingredients – and that’s especially true for millennials.”  

In late 2015, a Coast/Ipsos consumer survey found that that younger Americans are 
more receptive to animal fats in their diet than their elders -- and are eating 
accordingly.  The survey of 1,000 adults examined how attitudes about animal fats 
in the American diet have changed in recent years – and how consumption patterns 
may be changing as well.  Respondents were asked whether they were more or less 
open to animal fats, and whether those views extended to actual behavior.   
 
In keeping with those results, The Hartman Group’s recent Foodways of the Younger 
Generation report found that both millennials and Gen Z (15-18) are “crafting their 
own food culture:  Millennials begin with a foundation of childhood habits learned 
from their parents, and then receive unprecedented exposure to the philosophies of 
healthy diets throughout their years in school.  Today, they are conducting their 
own conversations and discoveries about food through their social networks and 
popular media channels.” 
 

About the Survey 

The Coast Packing/Ipsos study was fielded from May 25-27, 2016.  Ipsos eNation surveys 
consist of a minimum of 1,000 completes with adults 18 years of age or older in the 
contiguous United States.  The sample includes individuals selected from the online 
segment of Ipsos’ iSay/Ampario Panel, and is balanced to be representative of the general 
population based upon region, gender, age, and household income data from the U.S. Census 
Bureau. Results have a margin of error of +/- 3 percentage points.  For a copy of the survey 
results, please email admin@edgecommunicationsinc.com.  

 
About Ipsos 

Ipsos is a global independent market research company ranking third worldwide among 
research firms.  The Ipsos team is passionately curious about people, markets, brands and 
society.  Ipsos makes our changing world easier and faster to navigate, and inspires clients 
to make smarter decisions. The company delivers research with security, speed, simplicity 
and substance.  Ipsos is one of the world's largest independent market research companies, 
and in 2015 it celebrated its 40th anniversary. 
 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations, leading bakeries and lesser concerns.  The company participates 
actively in various ethnic markets – from Hispanic retail chains, with its VIVA brand, to 
various Asian specialty markets.  Based in Vernon, Calif., Coast Packing Company is regional, 
national and, increasingly, global.  In some cases, supplier relationships are 
multigenerational, extending back 50 years and more.  
 

 
 



 
 

 

Media Advisory 
 

On National Hamburger Day, Coast Packing Company  
Urges Consumers Not to Forget the Beef Tallow Fries 

 

As May 28 Celebration Approaches, West’s Largest Supplier of Animal Fat 

Shortenings Says There’s No Better Accompaniment to Our Favorite Sandwich 

 

 
 

VERNON, Calif. (May 25, 2016) – Never mind apple pie – what could be more 
American than a hamburger?   
 
With the NPD Group reporting that more than nine billion were sold at U.S. 
restaurants in 2014, there’s only one thing left to do this Saturday, May 28, National 
Hamburger Day (#NationalHamburgerDay). 
 
Have a burger. 
 
And while you’re at it, says Coast Packing Company, the largest producer of animal 
fat shortenings in the Western U.S., make it an even happier meal by asking for 
French fries cooked in beef tallow.   
 
“National Hamburger Day is the perfect kickoff to the Memorial Day weekend and 
the start of summer, “said Eric R. Gustafson, CEO, Coast Packing and an advocate of 



healthy animal fats in the American diet.  “And every burger deserves to be paired 
with French fries.  There’s nothing like the taste of fries made with beef tallow.  In 
fact, more and more restaurants are attesting to that by putting beef tallow on the 
menu.  Aside from the unbeatable flavor, it’s important to recognize the natural 
makeup of beef tallow.  Beef tallow doesn’t contain the artificial trans fats you find 
in hydrogenated shortenings, and animal fats are not subjected to chemical 
catalysts.  Neither are any harmful chemicals produced as a result of processing.   
 
“We believe strongly that products like beef tallow are best when minimally 
processed, which is consistent with the whole movement in food and cooking right 
now, “Gustafson said.  “In addition, the monounsaturates in beef tallow are also 
higher than in other shortenings and oils, so there are real health benefits in their 
use.” 
 
National Hamburger Day is part of National Hamburger Month, celebrated each May 
with gusto and an abundant supply of napkins. 
 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 

 

 

 



 
 

Media Advisory 

 

Coast Packing Company CEO Eric R. Gustafson to Appear on  
‘Critical Mass for Business’ OCRadio.net Program May 24 

 

Popular Orange County Host Ric Franzi Welcomes Head of 93 Year-old Family 

Business – Top Supplier of Animal Fat Shortenings in Western U.S. and  

Advocate of Healthy Animal Fats 
 

 
 

VERNON, Calif. (May 17, 2016) – Eric R. Gustafson – CEO, Coast Packing Company, 

the largest producer of animal fat shortenings in the Western U.S. -- and an advocate 
of healthy animal fats in the American diet, will appear on Ric Franzi’s popular 
“Critical Mass for Business” show, airing at 4 p.m. on Tuesday, May 24, at 
www.OCTalkRadio.net.  The interview will also be available as a podcast and will be 
posted to the program’s YouTube channel.  
 
Franzi is in his sixth year of interviewing CEOs and business owners in the Orange 
County business community.  His “Critical Mass Radio Show,” can be heard live on 
www.OCTalkRadio.net from 4 pm to 5 pm PT every Tuesday afternoon.  The show 
features CEOs running successful middle market firms who share their experiences 
for their benefit of the listening audience. 
 



“It’s important to recognize first and foremost the natural makeup of both lard and 
beef tallow,” Gustafson said of Coast Packing’s mainstay products.  “Neither contains 
the artificial trans fats you find in hydrogenated shortenings, and animal fats are not 
subjected to chemical catalysts.  Neither are any harmful chemicals produced as a 
result of processing.  We believe strongly that these products are best when 
minimally processed, which is consistent with the whole movement in food and 
cooking right now.  In addition, the polyunsaturates in lard and tallow are also 
higher than in other shortenings and oils, so there are real health benefits in their 
use.” 

 
Gustafson is the fourth generation in his family to own and operate Coast Packing.  
He is responsible for the company's strategic direction and vision, and manages 
overall operations.  Prior to being named CEO, he served as Vice President of 
Operations and has been a member of Coast's Board of Directors since 2009.   In 
addition to his responsibilities as CEO of Coast, Gustafson serves on the Board of 
Directors and Executive Board of the North American Meat Institute (NAMI).  He 
currently co-chairs NAMI's Labor and Employment Committee and is co-founder of 
NAMI's Family Business Task Force.  In addition, he serves on the Board of Directors 
and Advisory Board for the Institute of Shortenings and Edible Oils (ISEO). 
 
Franzi is one of the nation’s foremost experts on CEO Peer Groups® and his work 
has been featured in national media such as Inc.com, CNBC, American Express Open 
Forum, and the local publications OC Register and OC Business Journal. He is the 
author of the landmark book Critical Mass: The 10 Explosive Powers of CEO Peer 

Groups, the first ever book written about the value of CEO Peer Groups®, as well as 
his follow-up book, The Power of CEO Guiding Principles, now in its third release. 
Franzi is a sought-after keynote speaker for middle market companies, and is a 
member of the National Center for Employee Ownership, the Los Angeles Press 
Club, and the Orange County Press Club. 

About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

 

 



 

Media Advisory 

 

Coast Packing Company Lends Support to Para Los Niños’  
35th Anniversary Gala at Paramount Studios 

 

Leading Supplier of Animal Fat Shortenings to Co-sponsor  

May 5 Event ‘Celebrating Our Past – Imagining Our Future’ 

 

  
 

VERNON, Calif. (April 26, 2016) – Coast Packing Company – the largest producer of 
animal fat shortenings in the Western U.S. and home of popular VIVA® brand lard – 
is among those area businesses supporting Para Los Niños on its 35th anniversary, at 
a gala event scheduled for May 5 at Paramount Studios in Hollywood.   
 
Para Los Niños is a nonprofit organization that has worked for 35 years to create 
academic success and social well-being for children. Through early education 
centers, charter schools, and wellness centers, the organization offers high-quality 
education integrated with family supports, mental health services, and community 
engagement opportunities to thousands of children living in at-risk neighborhoods 
in Los Angeles County. 



 
The Para Los Niños 35th Anniversary Gala, which will feature a special tribute to the 
organization’s alumni, kicks off with a 6 p.m. cocktail reception and silent auction, 
followed by dinner, the program and live auction at 7 p.m. 
 
“We are proud and delighted to join with leading businesses in Southern California – 
among them the CBS Radio Network, US Bank, City National Bank and Walmart – in 
support of the children, families and programs of Para Los Niños,” said Eric R. 
Gustafson, CEO, Coast Packing.  “The 35th Anniversary Gala will bring together the 
community, students and families of Para Los Niños for a tribute showcasing the 
organization’s work and strengthening bonds among all involved.” 
 
About Para Los Niños  

Founded in 1980, Para Los Niños is a nonprofit organization dedicated to the academic 
success and social wellbeing of children. Our mission is to help children and families 
succeed in school and in life. With ten early education centers and three charter schools 
serving low-income children (ages 6 months to 14 years), we place education at the core of 
our mission to break the cycle of poverty and close the achievement gap for our students.  
We provide a comprehensive educational model that incorporates: high-quality education, 
family support and mental health services, and parent engagement and community skill-
building opportunities. Para Los Niños serves 7,500 children, youth and their families 
throughout Los Angeles each year. 

 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
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The National Food Policy Conference Shouldn’t Be a Food Fight: 
An Open Letter to the Consumer Federation of America  

From Coast Packing Company 
 

 
 

VERNON, Calif. (April 4, 2016) – To the Consumer Federation of America: 
 
The National Food Policy Conference, which convenes on Wednesday in 
Washington, D.C., describes itself as “a key national gathering for those interested in 
agriculture, food and nutrition policy.” 
 
But this year, “those interested” is looking like an exclusive club.  
 
Your organization, the Consumer Federation of America, invited Nina Teicholz, 
author of The Big Fat Surprise and an enthusiastic champion of meat, dairy and 
animal fats as essential to a healthy diet, to serve as a panelist on food policy -- and, 
under protest, summarily disinvited her.  Seems that fellow panelists from the 
Center for Science in the Public Interest and the U.S. Department of Agriculture 
refused to participate if Teicholz was on the panel.  Teicholz suggested a Harvard 



M.D. to replace her, but that offer was rejected in favor of a representative from a 
potato industry trade association.   

Teicholz has cogently questioned the decades-old dictum to cut saturated fat 
consumption to prevent heart disease, and she raises serious doubts about the 
response (reduce red meat consumption, boost carbohydrate consumption), amid 
sustained increases in obesity rates. Her advocacy of this position – which runs 
counter to the old conventional wisdom -- was apparently too much for CSPI and 
USDA to stomach.   

I will resist the temptation to cast this as a meat and potatoes dispute.  But 
banishing Teicholz serves neither nutrition nor science.  Clearly, someone, or some 
set of vested interests, is being served here, but her very public exclusion 
undermines the conference far more than her presence would, had the invitation 
not been withdrawn. 
 
I’m mystified about how silencing an important voice – and make no mistake, hers is 
an important voice -- contributes to an informed debate. I was under the impression 
that a debate is what we’re supposed to be having here. (How important is that 
voice? The Big Fat Surprise is a big fat success, across the board. You’ll find the book 
on The Economist’s Books of the Year 2014, The Wall Street Journal’s Top Ten Best 
Nonfiction Books of 2014, Kirkus Reviews Best Nonfiction Books of 2014, Forbes’s 
Most Memorable Healthcare Book of 2014, Best Food Book of 2014 by Mother Jones, 

Library Journal's Best Books of 2014, and so on.  Any time Forbes and Mother Jones 
are on the same list, you know you’re looking at a formidable author.) 
 
Even among those who don’t accept what Teicholz is saying owe it to the larger 
community to consider her research, her ideas and the larger context in which she’s 
advancing them. Times have changed.  These days, she is anything but an outlier; 
indeed, there is now a chorus of respected scientists, nutritionists, journalists, chefs, 
foodies and cultural critics (well beyond Michael Pollan, Gary Taubes and Mark 
Bittman) saying exactly the same thing.   
 
Except at the National Food Policy Conference. 
 
Anyone who agrees that Nina Teicholz ought to be there should consider adding his 
or her name to this petition: http://www.ipetitions.com/petition/reinstate-
teicholz-on-food-policy-panel 
 
Sincerely, 

- Eric R. Gustafson, CEO, Coast Packing Company 
 

About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 



ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 

Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 



 

 
For Immediate Release  

 
In New Coast Packing/Ipsos Research  

Consumer Survey, Americans Confused About Trans Fats 
 

Study Examines Perceptions Around Harmful – And Banned – Artificial Trans 

Fats vs. Neutral/Healthful Naturally Occurring Trans Fats;  

Awareness Gaps Remain 

 

 
 

VERNON, Calif. (March 21, 2016) – Nearly a year after the FDA mandated the 
removal of artificial trans fats from processed foods by 2018, a new consumer 
survey from Coast Packing Company and Ipsos Research indicates many consumers 
remain confused about the entire subject of trans fats in the American diet. 
 



The results confirm that there is a lack of understanding about trans fats among 
almost two-thirds of American adults: 64 percent either think that all trans fats are 
unhealthy (36 percent) or don’t know about the health aspects of trans fats in foods 
at all (28 percent). 
  
While almost five times as many respondents know that artificial trans fats in foods 
are unhealthy while natural trans fats are neutral to healthy (24 percent) -- 
compared to 5 percent who incorrectly think that natural trans fats are unhealthy 
and artificial trans fats are neutral to healthy – the vast majority simply aren’t aware 
that there are different kinds of trans fats and that not all trans fats are toxic.  
Nutrition labels on processed foods indicate the amount of trans fats but do not 
distinguish between artificial and naturally occurring trans fats. 
 
The survey of 1,000 adults, conducted in late February, examined awareness of 
trans fats in the American diet, specifically the differences between artificial trans 
fats – which are manufactured and added to food during processing -- and those 
trans fats that occur naturally in foods derived from animals.   

Because artificial trans fats have been linked to an increased risk of heart disease, 
the Institute of Medicine (IOM), a division of the National Academies of Sciences, 
Engineering, and Medicine, recommends a trans fat intake as low as possible.  In 
June 2015, the FDA made it official, determining that trans fats in processed foods 
are no longer Generally Recognized as Safe (GRAS) and ordering their phase-out 
within three years.  
 
The FDA’s order does not extend to naturally occurring trans fats – that is, fats found 
in foods derived from animals (eggs, dairy, beef, etc.) – which are considered safe.  
As the survey indicates, these natural trans fats are frequently confused with 
manufactured trans fats that are created by adding hydrogen to liquid vegetable oils 
to make them solid, often dubbed “artificial trans fats.”   
 
“A great many consumers don’t understand the difference between artificial and 
natural trans fats because they simply haven’t been told,” said Eric R. Gustafson, 
CEO, Coast Packing Company, the number one supplier of animal fat shortenings in 
the Western United States.  “Trans fats in processed foods have long been regarded, 
correctly, as a public health problem, but the discussion has rarely called out the 
distinction between toxic artificial trans fats and potentially healthful natural trans 
fats.  Today, nutrition labels don’t make it clear, so it’s not surprising that confusion 
prevails in the marketplace. 

“It’s important to recognize first and foremost the natural makeup of both lard and 
beef tallow,” Gustafson said.  “Neither contains the artificial trans fats you find in 
hydrogenated shortenings.  We believe strongly that these products are best when 
minimally processed, which is consistent with the whole movement in food and 
cooking right now.  In addition, the polyunsaturates in lard and tallow are also 
higher than in other shortenings and oils, so there's some real benefit there.” 



A Generational Divide 

While 24 percent of the sample overall recognized the distinction between artificial 
and natural trans fats, for millennials, that figure rose to 37 percent – and just 19 
percent of that group said they were unaware of the health aspects of trans fats.  At 
the other end of the age spectrum, just 16 percent of those 55+ indicated they were 
aware of the difference between artificial and natural trans fats. 
 
The Coast/Ipsos survey revealed a striking gap in awareness based on income: 40 
percent of those with annual incomes above $50,000 regarded all trans fats as off 
limits, while just 30 percent of those with incomes of less than $50,000 did – a 
population that may well include millennials.  On a regional basis, 41 percent of 
those in the Northeast placed all trans fats on the do-not-consume list, versus 33 
percent of those in the South.  By gender,  
10 percent of men overall saw no health issue with trans fats of any kind, compared 
to just 4 percent of women.  
 
Families with children were marginally less likely to believe all trans fats are 
unhealthy, and were more likely to know about the health aspects of trans fats in 
food.  Education proved to be a differentiator as well, but perhaps not as 
anticipated: 43 percent of those with a college degree said that all trans fats are 
unhealthy, while only 30 percent of those without a degree held to that view – a 
disparity that nearly mirrored the results for those who are married (40 percent) vs. 
those who aren’t (31 percent).  
 
In late 2015, a Coast/Ipsos consumer survey found that that younger Americans are 
more receptive to animal fats in their diet than their elders -- and are eating 
accordingly.   The survey of 1,000 adults examined how attitudes about animal fats 
in the American diet have changed in recent years – and how consumption patterns 
may be changing as well.  Respondents were asked whether they were more or less 
open to animal fats, and whether those views extended to actual behavior.   
 

About the Survey 

The Coast Packing/Ipsos study was fielded from February 25-28. Ipsos eNation surveys 
consist of a minimum of 1,000 completes with adults 18 years of age or older in the 
contiguous United States.  The sample includes individuals selected from the online 
segment of Ipsos’ iSay/Ampario Panel, and is balanced to be representative of the general 
population based upon region, gender, age, and household income data from the U.S. Census 
Bureau. Results have a margin of error of +/- 3 percentage points.  For a copy of the survey 
results, please email admin@edgecommunicationsinc.com.  

 
About Ipsos 

Ipsos is a global independent market research company ranking third worldwide among 
research firms.  The Ipsos team is passionately curious about people, markets, brands and 
society.  Ipsos makes our changing world easier and faster to navigate, and inspires clients 
to make smarter decisions. The company delivers research with security, speed, simplicity 
and substance.  Ipsos is one of the world's largest independent market research companies, 
and in 2015 it celebrated its 40th anniversary. 



 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations, leading bakeries and lesser concerns.  The company participates 
actively in various ethnic markets – from Hispanic retail chains, with its VIVA brand, to 
various Asian specialty markets.  Based in Vernon, Calif., Coast Packing Company is regional, 
national and, increasingly, global.  In some cases, supplier relationships are 
multigenerational, extending back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
 
 
 

 

 

 

 

 

 

 

 

 

 
 
 

 

 

 



 

Media Advisory 
 

USDA/HHS Dietary Guidelines Soft-Pedal Dangers of  
Artificial Trans Fats, Coast Packing Company Says  

 

Leading Supplier of Animal Fat Shortenings Suggests New Recommendations 

Don’t Distinguish Healthy Natural Trans Fats  

From Toxic Manufactured Trans Fats 

 

 
 

VERNON, Calif. (Feb. 4, 2016) – In the wake of the latest Dietary Guidelines for 
Americans from the U.S. Department of Agriculture (USDA) and the Department of 
Health and Human Services (HHS), Coast Packing Company, a leading supplier of 

animal fat shortenings throughout the Western U.S., says the new federal 
recommendations don’t provide guidance enough.   
 
“While we appreciate the challenges in creating comprehensive dietary guidelines 
for the nation’s diverse population, the new suggestions from USDA/HHS are at time 
confusing – even to the point of conveying contradictory messages or soft-pedaling 
some very risky elements of the American diet,” said Eric R. Gustafson, CEO, Coast 
Packing Company.  “The USDA and HHS continue to declare that lower saturated fat 
intake must happen, when in fact the data does not support that position.” 
 
The Institute of Medicine (IOM), a division of the National Academies of Sciences, 
Engineering, and Medicine, recommends that total fat make up 20-35 percent of 
daily energy needs.  “For decades, we’ve been told to cut saturated fat consumption 



to prevent heart disease,” Gustafson said.  “As a nation, we’ve responded by 
reducing red meat consumption and increasing carbohydrate consumption.  Lo and 
behold, as eating patterns have shifted, Americans have experienced a sustained 
increase in obesity rates.”   
 
As researchers sought to determine why this was so, more evidence emerged that 
saturated fat is not clearly linked to heart disease.  In 2010, a meta-analysis of 21 
studies concluded, “There is no significant evidence for concluding that dietary 
saturated fat is associated with an increased risk of CHD or CVD.”  Four years later, a 
204 meta-analysis of 32 separate studies prompted researchers to write, “Current 
evidence does not clearly support cardiovascular guidelines that encourage high 
consumption of polyunsaturated fatty acids and low consumption of total saturated 
fats.”  
 
“The role of trans fats in this discussion can’t be overemphasized,” said Coast’s 
Gustafson.  “Because trans fats have been linked to an increased risk of heart 
disease, the Institute of Medicine recommends a trans fat intake as low as possible.  
But not all trans fats are the same, and the new guidelines don’t go nearly far 
enough in making that clear.  Naturally occurring trans fats – that is, unsaturated 
fats found in foods derived from animals – are considered safe. These are sometimes 
confused with manufactured trans fats that are created by adding hydrogen to liquid 
vegetable oils to make them more solid, often dubbed ‘artificial trans fats.’”  In June 
2015, the FDA determined that partially hydrogenated oils are no longer Generally 
Recognized as Safe (GRAS) in human food, and need to be removed from processed 
foods by 2018.   
 
“Because we believe that it’s vital for consumers to understand the difference 
between natural and artificial trans fats, we believe the USDA/HHS guidelines 
missed an opportunity to drive that point home,” Gustafson said.  “As a company and 
as consumers, we believe in natural, minimally processed food.  Consumers are wise 
to avoid industrially-produced partially hydrogenated fats in favor of animal fat-
based ingredients, which have the benefit of being consistently delicious and, in 
moderation, actually promoting health.” 
 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations, leading bakeries and lesser concerns.  The company participates 
actively in various ethnic markets – from Hispanic retail chains, with its VIVA brand, to 
various Asian specialty markets.  Based in Vernon, Calif., Coast Packing Company is regional, 
national and, increasingly, global.  In some cases, supplier relationships are 
multigenerational, extending back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 



 

Media Advisory 
 

Coast Packing Co. to Support Para Los Niños’ Felices Fiestas 2015, 
Offers Donation to Volunteers via Customer La Indiana Tamales  

 

Leading Supplier of Animal Fat Shortenings on Hand  

During Dec. 19 Event at Para Los Niños Middle School 

 

 
 

VERNON, Calif. (Dec. 16, 2015) – Coast Packing Company – the largest producer of 
animal fat shortenings in the Western U.S. and home of popular VIVA® brand lard – 
will be out in force during Para Los Niños’ Felices Fiestas 2015, set for Saturday, 
Dec. 19 from noon to 3:30 p.m. at Para Los Niños Middle School, 835 Stanford Ave., 
in Los Angeles.  The annual holiday celebration draws some 1,200 parents and 
children, and benefits the constituents and patrons of the Para Los Niños Family 
Services and Mental Health departments. 
 
Felices Fiestas 2015 will bring together corporate donors and their employees, the 
community, students and families of Para Los Niños for a family festival that raises 
funds and engages everyone in fun activities that illustrate the organization’s work 
and strengthen bonds among all involved.  Those on hand will enjoy lunch to the 
sounds of a mariachi band, folkloric dancers and a DJ. 
 



Para Los Niños is a nonprofit organization that has worked for more than 30 years 
to create academic success and social well-being for children. Through early 
education centers, charter schools, and wellness centers, the organization offers 
high-quality education integrated with family supports, mental health services, and 
community engagement opportunities to thousands of children living in at-risk 
neighborhoods in Los Angeles County. 
 
For Felices Fiestas, Coast will make an in-kind donation of tamales to all event 
volunteers.  Providing the holiday fare will be La Indiana Tamales of East L.A., 
official tamale supplier to the event and a longtime VIVA customer.  VIVA lard is a 
mainstay in carnitas, chicharrones, tamales, tortillas and tortilla chips, and much 
more.   
 
Those on hand at the event will line up for freshly-made tamales from La Indiana, 
lovingly prepared with VIVA lard. How good are La Indiana tamales?  Just listen to 
Daniel A., on Yelp: “I always win bets with clients and friends who say they make the 
best homemade tamales. When I bring the goods from La Indiana, the contest is over 
before it even starts.” 

Or as Coast CEO Eric Gustafson said, “Christmas time without tamales with lard 
would be like Thanksgiving without turkey.  Unthinkable!” 

About Para Los Niños  

Founded in 1980, Para Los Niños is a nonprofit organization dedicated to the academic 
success and social wellbeing of children. Our mission is to help children and families 
succeed in school and in life. With ten early education centers and three charter schools 
serving low-income children (ages 6 months to 14 years), we place education at the core of 
our mission to break the cycle of poverty and close the achievement gap for our students.  
We provide a comprehensive educational model that incorporates: high-quality education, 
family support and mental health services, and parent engagement and community skill-
building opportunities. Para Los Niños serves 7,500 children, youth and their families 
throughout Los Angeles each year. 
 

About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations, leading bakeries and lesser concerns.  The company participates 
actively in various ethnic markets – from Hispanic retail chains, with its VIVA brand, to 
various Asian specialty markets.  Based in Vernon, Calif., Coast Packing Company is regional, 
national and, increasingly, global.  In some cases, supplier relationships are 
multigenerational, extending back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 



 

 
For Immediate Release 

 
New Taste Trend for 2016: In First Coast Packing/Ipsos Research  

Consumer Survey, Millennials Seen Embracing Healthy Animal Fats 
 

Baseline Study Examines What We Think About Animal Fats in Our Diet –  

And How We Behave; Among Those 18-34, the Game is Changing 

 
VERNON, Calif. (Dec. 2, 2015) – As the FDA clamps down on artificial trans fats in 
processed foods, a new consumer survey from Coast Packing Company and Ipsos 
Research indicates that younger Americans are more receptive to animal fats in their 
diet than their elders -- and are eating accordingly.   
 
The survey of 1,000 adults, conducted in mid-November, examined how attitudes about 
animal fats in the American diet have changed in recent years – and how consumption 
patterns may be changing as well.  Respondents were asked whether they were more or 
less open to animal fats, and whether those views extended to actual behavior.   

The clear finding: where animal fats are concerned, youth will be served.   

According to the survey, those in the 18-34 age bracket are twice as open to animal fats 
as the next oldest group (35-54) – 15 percent to 7 percent -- and three times as open as 
those 55 and over (5 percent).  Behavior does indeed follow attitudes: by a wide margin, 
those 18-34 are leading the charge back to animal fats.  Fully 13 percent say their 
consumption has increased – dramatically higher than those 35-54 (5 percent) and 
those 55+ (2 percent).  Just 28 percent of those 18-34 say they have reduced their intake 
of animal fats, vs. 33 percent of those 35-54 and 46 percent of those 55+.  
 
“Trans fats are out, and minimally processed animal fats – in the form of lard, derived 
from pork, and beef tallow – are decidedly making a comeback,” said Eric Gustafson, CEO 
of Coast Packing Company,  the number one supplier of animal fat shortenings in the 
Western United States.  “Millennials are concluding that animal fats have been 
demonized for too long.  The reality is that animal fats, in moderation, are not as 
problematic as they once were thought to be, and the replacements for them are actually 



worse than originally thought.  And in today’s foodie culture, taste is increasingly on par 
with health concerns.” 

Age is the most decisive differentiator among the various demographic filters, the survey 
found.  Flipping the age bracket around, a greater percentage of those 55 and up were 
less open to animal fats (35 percent) than any other age group, by a roughly 10 percent 
margin. Those 35-54 were most set in their ways, with 67 percent indicating that there 
had been no change in their attitudes in recent years.   
 
By gender, men are more open to animal fats than women (11 percent, compared to 7 
percent for women); similarly, a smaller percentage of men reported being less open to 
animal fats (27 percent, to 31 percent for women).   One other key variable is the 
presence of children in the house.  Those with kids were twice as open to animal fats in 
the diet as those without (15 percent to 7 percent).  Employment status also appears to 
have some impact on attitudes.  Those employed part time were the most open to animal 
fats of any segment surveyed (17 percent vs. 9 percent for those employed full time and 
just 6 percent for the unemployed). 
 
Putting Attitudes into Action 

According to the Coast/Ipsos study, consumption patterns generally track attitudes.  
More than twice as many men reported an increase in their consumption of animal fats 
(9 percent), vs. just 4 percent of women.  Conversely, 40 percent of women reported 
cutting back on animal fats, vs. 32 percent of men. 
 
Again, the presence of children in the house seems to make a difference in consumption 
patterns – 11 percent of those with children reported increased consumption of animal 
fats, vs. a 5 percent increase among those households without children.  As with the 
attitudinal findings, employment status factors in; 14 percent of those employed part-
time reported increasing their consumption of animal fats, nearly three times the rate of 
those without employment (5 percent increase in consumption) and those employed 
full-time (6 percent).   Finally, twice as many non-whites reported increasing their 
consumption of animal fats (11 percent, to 5 percent of whites).  
 
“While we’re heartened to see the generational shift, we recognize that traditional ways 
of thinking and eating don’t change overnight,” Gustafson said.  “It’s important to 
recognize first and foremost the natural makeup of both lard and tallow.  Neither 
contains the artificial trans fats you find in hydrogenated shortenings.  We believe 
strongly that these products are best when minimally processed, which is consistent 
with the whole movement in food and cooking right now.   

“When considering ingredient statements, the fewer on the deck, the better,” he said.  
“That tends to make the product healthier than having it contain any number of things 
you can't pronounce.  In addition, the polyunsaturates in lard and tallow are also higher 
than in other shortenings and oils, so there's some real benefit there.  We look forward 
to revisiting this study in the months and years ahead, as the good news about animal 
fats reaches more and more people.” 



About the Survey 

The Coast Packing/Ipsos study was fielded from Nov. 16-18, 2015.  Ipsos eNation surveys 
consist of a minimum of 1,000 completes with adults 18 years of age or older in the contiguous 
United States.  The sample includes individuals selected from the online segment of Ipsos’ 
iSay/Ampario Panel, and is balanced to be representative of the general population based upon 
region, gender, age, and household income data from the U.S. Census Bureau. Results have a 
margin of error of +/- 3 percentage points.  For a copy of the survey results, please email 
admin@edgecommunicationsinc.com.  

 
About Ipsos 

Ipsos is a global independent market research company ranking third worldwide among 
research firms.  The Ipsos team is passionately curious about people, markets, brands and 
society.  Ipsos makes our changing world easier and faster to navigate, and inspires clients to 
make smarter decisions. The company delivers research with security, speed, simplicity and 
substance.  Ipsos is one of the world's largest independent market research companies, and in 
2015 it is celebrating its 40th anniversary. 
 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number one 
supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western United 
States.  The company sells to major manufacturers, distributors, retailers, smaller food service 
operations and leading bakeries.  The company participates actively in various ethnic markets – 
from Hispanic retail chains, with its VIVA brand, to various Asian specialty markets.  Based in 
Vernon, Calif., Coast Packing Company is regional, national and, increasingly, global.  In some 
cases, supplier relationships are multigenerational, extending back 50 years and more.  
 

For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us via 

social media on Facebook at www.facebook.com/coastpackingco, Twitter @coastpackingco and 

Pinterest www.pinterest.com/coastpackingco. 

 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 
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For Immediate Release 
 

Capping a Scorching Season, Coast Packing Company  
CEO Eric Gustafson Readies for Street Car Super Nationals  

 

Leading Supplier of Animal Fat Shortenings to Sponsor – and Compete in -- 

 Event at Las Vegas Motor Speedway Nov. 17-22  

 

 
 

VERNON, Calif. (Nov. 11, 2015) – Corporate sponsorship is a wonderful thing, but 
there’s nothing quite like driving the company logo across the finish line yourself.   
 
In a remarkable two-fer, Coast Packing Company CEO Eric Gustafson – an 
accomplished drag racer– will be behind the wheel of his Drag Radial 1989 Ford 
Mustang, adorned with the Coast Packing banner, during the Jegs.com Street Car 
Super Nationals (www.streetcarsupernationals.com) at the Las Vegas Motor Speedway 
November 17-22. 
 
A one-of-a-kind event, the Street Car Super Nationals (SCSN) attracts racers from 
across the U.S., Canada, Australia, the Middle East and England, all competing for 
some of the largest cash payouts in the sport, along with another $250,000 in posted 
contingency and bonus awards.  The field features champions past and present from 



the PDRA, IHRA, NSCA, NHRA, PSCA, NMCA, NMRA, No Mercy, Lights Out, 
Throwdown at T-Town, Orlando, Shakedown @ The Summit, and YellowBullet Nats, 
among others.  The SCSN lineup includes two Pro Mod classes, two Outlaw 10.5 vs 
315 Radial classes, two dedicated Drag Radial classes, and another 250+ serious hot 
rods, along with a muscle car swap meet.   

Gustafson and his team enjoyed a banner year in 2014, winning a National Muscle 
Car Association West (NMCA West) Street Outlaw championship, a WCHRA 275 
Radial championship and 275 Radial at SCSN.  In 2015, the R&E Racing team 
traveled the country to compete in NMCA East Street Outlaw.  Against some of the 
toughest competition in the country, the team earned the NMCA Stainless Works 
Street Outlaw championship.  Now, Gustafson and the team are vying to win the 
XDR/True 10.5 championship at the Jegs.com Street Car Super Nationals. 
 
“This year’s SCSN figures to be an over-the-top event, a true test for everyone in a 
hugely competitive field,” said Gustafson, CEO of the 93-year-old Coast Packing, 
which remains both a market leader and a family business.  “We are pleased to help 
support this great event by becoming a primary sponsor for the XDR/True 10.5 
class. It all comes down to this final race of the season, and we have every intention 
of giving it our all.  For our organization, that’s as true on the track as it is in 
business.” 
 

The Coast Packing sponsored car, built by Racecraft, Inc., includes a 458-cubic inch, 
small-block LSX-based engine, itself designed and built by Kurt Urban and 
maintained by Jason Pettis at Pettis Performance.  Depending on whether the car is 
competing in eighth-mile or quarter-mile sprints, the team swaps transmissions.  A 
ProCharger F3 121 centrifugal supercharger supplies the boost needed to propel 
Gustafson and his Mustang on a set of Mickey Thompson 275 ET Street Pro Radial 
tires.  Jason Lee and Patrick Barnhill of PTP Racing tune the car and are 
instrumental in Gustafson’s performance. Earlier this year, the team sent the 
Mustang to Chris Acors of Acors Performance for upgrades, repairs and refreshing. 
 
“This is a true team effort, with help from a tremendous group of partners and many 
others,” Gustafson said.  “That teamwork has helped shape the Coast Packing 
Mustang into a feared championship contender in any race it enters.”  
 
For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 



increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 



           

 

For Immediate Release 

 

With a Vow to Talk Straight About Animal Fats,  
Coast Packing Company Rolls Out New Website/Resource Center 

 
Ninety-Three Year-Old Company Affirms Commitment to  

Market and Consumer Education 

 
VERNON, Calif. (Sept. 16, 2015) -- The zeitgeist has turned.   
 
Food Network personality/baker extraordinaire Duff Goldman was recently seen 
wearing a “Praise the Lard” t-shirt.   In a column earlier this year, New York Times 
contributor Marc Bittman proclaimed that “butter is back.”  Lard and beef tallow are 
showing up on menus of some very tony restaurants coast to coast.  Michael Pollan, 
interviewed on NPR last year, said this: “We [have] demonized saturated fats. These 
are the fats found in animal products like milk and beef.  And we went overboard, 
really, in demonizing those fats beginning in the '70s with the low-fat campaign…”  

Coast Packing Company, a leading supplier of animal fat shortenings throughout the 
Western U.S., couldn’t agree more.  With the rollout of an informative new website 
(www.coastpacking.com), the 93-year-old company is now doing its part to spread 
the word.   

The site showcases Coast Packing’s full line of shortenings, along with vivid images 
of culinary outcomes – pies, cakes, fried chicken, onion rings, Hispanic specialties, 
and more.  Complementing comprehensive product information on such popular 
Coast brands as VIVA® Lard and Flavor King Blue® Beef Tallow, the website 
anchors what Coast CEO Eric R. Gustafson promises will be “an active and engaging 
social media presence, with content and commentary for the food service industry 
and consumers alike.”  Highlights include: 

o News Morsels – Bite-size snippets from the world of food, cooking and health  
o Health – Insights from experts in science and nutrition 
o Dining Out – Can’t miss places – and can’t miss dishes 
O Chewing the Fat – Breaking bread (and more) with Eric Gustafson 
o Cooking Tips - Creative ways to transform the kitchen experience 



o Ethnic Food – The best in cuisine from around the world 

 
Aimed at members of the news media and food bloggers generally, the Coast 
Packing website press room features “Our P.O.V. - Coast commentary on today’s 
trends” and  “FastFatFacts – Info you need to better understand the food you eat.” 
 
“We have begun to engage with leading players on the food scene, creating a 
conversation about what the industry -- and consumers -- needs to know about the 
food we eat,” Gustafson said.  “We’re reaching out to like-minded thought leaders to 
help us shine a light on what remains a little understood but vital component of 
everyone’s diet – and, not so incidentally, is what helps make food fabulous.   
 
“We want to talk frankly about the importance of fat for both taste and for health,” 
he noted.  “Capitalizing on today’s compelling food culture, we’ll discuss the use of 
animal fats in the kitchen – at restaurants and at home – and about favorite recipes 
using lard and beef tallow.  We’ll explore why and how professionals and home 
cooks use animal fats to produce amazing meals, and what everyone needs to know 
about dispelling animal fat myths and misconceptions.”    
 
For more information about Coast Packing Company, visit: www.coastpacking.com. Follow us 

via social media on Facebook at www.facebook.com/coastpackingco, Twitter 

@coastpackingco and Pinterest www.pinterest.com/coastpackingco. 

 
About Coast Packing Company 

Coast Packing Company (www.coastpacking.com), a closely held corporation, is the number 
one supplier of animal fat shortenings – particularly lard and beef tallow -- in the Western 
United States.  The company sells to major manufacturers, distributors, retailers, smaller 
food service operations and leading bakeries.  The company participates actively in various 
ethnic markets – from Hispanic retail chains, with its VIVA brand, to various Asian specialty 
markets.  Based in Vernon, Calif., Coast Packing Company is regional, national and, 
increasingly, global.  In some cases, supplier relationships are multigenerational, extending 
back 50 years and more.  
 
Media contact: 

Ken Greenberg 
Edge Communications, Inc. 
ken@edgecommunicationsinc.com 
323/469-3397 

 
 
 
 
 
 
 
 



 
 
 

 
 

The Coast Packing Company Story 
 

Not long ago, a quiet (but quite large) manufacturing firm launched an ad 

campaign that trumpeted the value of being behind the scenes.  “We don’t 

make the widgets,” the voiceover intoned.  “We make the widgets better.” 

Coast Packing Company is like that.  Coast doesn’t make the food that millions of 
consumers eat – it makes that food taste better.   

Coast Packing, a closely held corporation, is the number one supplier of animal fat 
shortenings in the Western United States.  The company supplies millions of pounds 
of animal and vegetable shortening products to the California market on a weekly 
basis.   
 
The company didn’t get there overnight.  Coast Packing has been a quiet leader in 
the Southwest for nearly a century, growing and evolving in a way that now seems 



almost quaint.  But when the bottom line includes considerations like quality, 
reliability and transparency, everything becomes easier to digest. 
 

An integral part of Southern California's restaurant, baking and food industries, 
Coast Packing Company was built on consistent quality and customer relationships 
that span generations.  Within the trade, Coast is known for its line of quality 
shortenings and oils, backed up by both superior service and unsurpassed value. 

Coast Packing Company’s number one status isn’t solely a statement about its size.   
While the numbers are significant, the company’s growth has not fundamentally 
changed its status as a family business that continues to live by the handshake. 

Coast Packing’s business is entirely relationship-based.  Coast understands what the 
market wants – the company positions itself with services as well as products.  
Coast works closely with customers to make any issue or concern right. Coast 
customers are loyal because their experiences have been reinforced.  As customers 
can attest, Coast has exceeded expectations for decades. 
 
Quality and flavor profile come first at Coast Packing Company.  Coast lard and beef 
tallow shortenings are original, authentic and consistent– they possess the classic 
flavor that consumers want.  Customers expect that the product they buy will 
perform at the level to which they are accustomed.   
 
Customers know that Coast products deliver the ultimate in versatility for cooking, 
baking and frying.  But flavor isn’t all that Coast delivers.  Down the line, products 
offer superior creaming properties, long fry life, low absorption, stability and 
durability -- and zero trans fats. 
 

The company sells to major manufacturers, distributors, retailers, smaller food 
service operations and leading bakeries.  Coast Packing is active in virtually every 
major area of the food industry and then some.  Coast’s refined and fully deodorized 
beef tallow has been an ingredient in lotions and soaps for more than 30 years. 
 
The company participates actively in various ethnic markets – from Hispanic retail 
chains, with its VIVA brand, to various Asian specialty markets.  Coast Packing’s 
reach reflects the demographic and ethnic makeup of the U.S. as a whole. 
 
Coast Packing Company is regional, national and, increasingly, global.  Markets 
extend from Southern California to Washington State, Arizona, Colorado, Idaho, New 
Mexico, Oregon, Texas and Utah.  Internationally, Coast is active in Mexico, and as 
the market allows, the company ships to Asia.  The company sources raw materials 
from major meat packing plants across the United States.  In some cases, supplier 
relationships are multigenerational, extending back 50 years and more.  
 
As significant change occurs in the food industry -- now that partially hydrogenated 
oils (PHO) have lost their “generally recognized as safe” status with the Food and 



Drug Administration -- an education process has begun, and Coast Packing Company 
is deeply engaged in that process.  Bolstered by the “zero artificial trans fat” status 
of its product line, the company is emerging as a thought leader, helping to enable 
those inside and outside the industry to understand the difference between artificial 
trans fats and natural, beneficial, animal-sourced trans fats. 
 
 
 
 
 



 
 

 

Coast Packing Company: A History of Quality and Service 

With a legacy some 90 years in the making, Coast Packing Company’s ties with its 
customers, partners and suppliers are both broad and deep.  Coast Packing was 
founded as a Southern California livestock and meat-packing business in 1922 and 
expanded over the years into a regional food-industry powerhouse. 
 
The three founding partners set out to build a livestock and abattoir business, and 
retained that focus for more than 40 years, slaughtering hogs brought by railroad 
from the Midwest and processing meat into various cuts to supply Southern 
California butcher shops.  During those four decades, Coast Packing produced a full 
line of pork and beef processed and smoked products, including its popular 1950s 
favorite brand, Ol' Smokey. 

In the early 1960s, after assessing the company’s profitability and competitive 
position, management decided that the business did not meet expected returns. 
While change was in the wind, the consensus was to remain in some facet of the 
food manufacturing industry, which was growing in tandem with Southern 
California itself.  Given the company’s extensive ties to the meat industry, the 



processing of animal and animal-vegetable shortening products became a natural 
choice. 
 
By specializing in a broad selection of animal and animal-vegetable shortenings and 
related products, Coast expanded along with the region’s burgeoning restaurant, 
baking and food industries.  Coast Packing’s recipe for success was basic and 
unwavering: create the highest quality shortening products at the most reasonable 
prices -- and include unstinting customer service with every offering. 
 
Coast Packing’s customer base is diverse, extending to jobbers, distributors and 
commercial operations throughout the industry, and with suppliers across the 
nation.  Treating each customer as valued -- with an identical level of care, respect 
and appreciation, regardless of size -- has become a Coast Packing tradition.  The 
company is old school, in the very best sense. The company’s growth has not 
fundamentally changed its status as a family business that continues to live by the 
handshake. 
 
At a time when customers frequently find themselves dancing to the supplier’s tune, 
Coast is committed to providing product when and where customers want it—no 
waiting.   Depending on the time of year and raw material constraints, it’s not 
uncommon for a Coast Packing customer to call and pick up a truckload the same 
day.   
 
Coast Packing’s longevity is a reflection of its culture, which places equal value on 
product quality and respect for customers.  At Coast, past truly is prologue. 
 

 

 
 
 
 
 
 
 
 



 
 

 

 

Ronald R. Gustafson 

Ron Gustafson, a third-generation family member actively involved with Coast 
Packing Company (Coast), is President and Chairman of the Board.  Gustafson was 
responsible rebuilding the family business into the number one supplier of animal 
fat shortenings in the Western United States.  Under his leadership and strategic 
direction, he built the executive and management team, improved the company’s 
facilities, and modernized production, enabling the business to continue to thrive 
for future generations. 

Gustafson first worked at Coast during the summer of 1955 at the age of 12.  His 
first job involved packaging bacon for retail and supermarket chains.  He fondly 
recalls his first pay raise negotiation with his grandfather and Coast’s founder, 
Anton Rieder.  The result was an increase from $1.00 to $1.10 per day -- with Mr. 
Rieder reminding him it was a 10 percent raise.   
 
Gustafson received a Bachelor of Arts degree in Industrial Technology from 
California State University, Los Angeles, and a secondary teaching credential from 
the State of California in 1968.  After two years in the U. S. Army, he rejoined the 
company full-time in October 1970 and received his MBA from Pepperdine 
University in 1982.  He is currently a CAP mentor at the USC Marshall School of 
Business.   
 



A member of the American Oil Chemist Society and the Institute of Food 
Technologists, Gustafson was for 18 years a director of WSMA and NMA, the 
predecessor trade association of the North American Meat Institute (NAMI).  He 
chaired numerous committees, including long-range strategic planning, 
membership and education.  Today, he serves as President of the NAMI Scholarship 
Foundation, which provides monetary awards to undergraduate students majoring 
in the animal, meat and food science plus culinary arts. 

Gustafson’s interests include spending time with his wife, children and five 
grandchildren, philanthropy, collecting Western American historic books and maps, 
and classical music.  He is treasurer of three organizations -- the Neighborhood 
Music School in Boyle Heights, the Los Angeles Railroad Historical Foundation and 
the San Bernardino Railroad Historical Society.   



 

 
 

 

 

Eric R. Gustafson 

Eric R. Gustafson is CEO of Coast Packing Company, the number one supplier of 
animal fat shortenings in the Western United States.  Gustafson is the fourth 
generation in his family to own and operate Coast Packing.  He is responsible for the 
company's strategic direction and vision, and manages overall operations.  Prior to 
being named CEO, he served as Vice President of Operations and has held various 
sales and marketing posts since December 2002.  He has been a member of Coast's 
Board of Directors since 2009. 

In addition to his responsibilities as CEO of Coast, Gustafson serves on the Board of 
Directors and Executive Board of the North American Meat Institute (NAMI).  He 
currently co-chairs NAMI's Labor and Employment Committee and is co-founder of 
NAMI's Family Business Task Force.  In addition, he serves on the Board of Directors 
and Advisory Board for the Institute of Shortenings and Edible Oils (ISEO). 

Gustafson joined the Vernon Chamber of Commerce’s Board of Directors in 2010 
and was Chairman of the Board from 2012-2014.  In that capacity, he played a 
critical role lobbying the state legislature on behalf of the Chamber and the “Save 
Vernon Jobs” coalition.  Through his and the coalitions efforts, AB 46 -- a bill to 
disincorporate the City of Vernon – was defeated.  In 2012, Gustafson was appointed 
to the Vernon Housing Commission and was named its first chairman.  He was 



recently appointed to the Vernon Business Industry Commission, where he serves 
as Vice Chair. 

An active member of the Jonathan Club (and a fourth generation Jonathan), 
Gustafson served on the Club’s Junior Committee in 2007-2009 and in 2009 served 
as committee Chairman.  Currently, he sits on the Town Club Committee, which 
promotes Town club usage and creates member value through social activities. 

In 2002, Gustafson earned a Bachelor of Arts degree in social sciences with a minor 
in business from the University of Southern California.  He is a member of the USC 
Cardinal and Gold Committee, the National Hot Rod Association (NHRA), National 
Muscle Car Association (NMCA), Premier Street Car Association (PSCA), and West 
Coast Hot Rod Association (WCHRA).  

In his free time, Gustafson is a competitive drag racer and holds multiple class 
championships and records with the NHRA, NMCA and WCHRA.  In addition to his 
passion for drag racing, he attends USC football games and enjoys spending time 
with his wife Courtney, daughter Avery and son Bo, traveling, golfing and downhill 
skiing. 



                                                                                                                       

 
 
 
 

 
 

A Conversation with Eric Gustafson, Coast Packing CEO 
 
Q:  Please trace the history of Coast Packing Company for us. 

Eric Gustafson:  Coast Packing was started in 1922 by my great grandfather and his 
best friend, who wanted to build a meat packing and processing company from the ground 
up.  They started processing live hogs and cattle through our plant and producing lard and 
tallow.  Our main products today are a result of that decision. 

The original company thrived in the fresh meat processing business for more than 
40 years, until it hit economic times that were difficult to overcome.  Great grandpa had the 
foresight to take a step back and reevaluate our options.  At the time, we were one of the 
largest producers of live hogs and cattle in Los Angeles. 

When we exited that market, many of the meat packers and processors in the area 
picked up our volume but did not have the vertical integration that Coast Packing did.  The 
edible fat they produced came to our plant for further processing into lard and tallow.  As a 
result of that, we were able to rebuild the business into what the company is today -- the 
number one provider of animal fat shortenings in the Western United States. 



 
Q:  What's the difference between lard and beef tallow? 

Gustafson:  It's very common for people to get confused about what lard and beef 
tallow really are.  Many people take beef tallow and call it beef lard, which is an oxymoron. 
Ultimately, lard comes only from hogs and tallow only from cattle or beef.   

 
Q:  How is each used, and how does each affect the foods to which they're added? 

 Gustafson:  Lard and tallow are both used for baking and frying, and there are also 
specific applications for each.  In a few cases, there are some transitive uses.  Lard is 
grandma's pie crusts and bread and various cookies, and it’s popular in other traditional 
ethnic foods - tamales and tortillas in the Hispanic market, almond cookies in the Asian 
market. 

Beef tallow is popular for French fries, much like McDonalds did in the 1980s and 
'90s.  Classic French fries are best fried in beef tallow shortening.  Beef tallow can also be 
used for baking cookies and breads, as well, especially in ethnic markets – Hispanic most 
notably. 

 
 Q:  But lard and tallow wouldn't be used interchangeably.  If they both could be used 

for French fries, why would you use one over the other? 

 Gustafson:  For French fries, you could use lard, but it's not going to provide the 
best flavor profile or consistency in fry life, whereas beef tallow will.  And that's why beef 
tallow has always been more popular for deep frying in general, whether it's French fries or 
chicken or fish or shrimp.   

 
Q:  What properties in lard and beef tallow promote health, and what properties are 

problematic? 

 Gustafson:  First and foremost is the natural makeup of both lard and tallow.  
Neither contains the artificial trans fats you find in hydrogenated shortenings.  Lard and 
tallow are naturally stable and solid at room temperature. At Coast, they are minimally 

processed, unlike a shortenings and oils from other suppliers, which is consistent with the 
whole movement in food and cooking right now.  When you look at ingredient statements, 
the fewer on the deck, the better.  That tends to make the product healthier than having it 
contain any number of things you can't pronounce. In addition, the polyunsaturates in lard 
and tallow are also higher than in other shortenings and oils, so there's some real benefit in 
that.  

 
 Q:  Why do you feel animal fats are trending again in kitchens and in restaurants 

across America? 

 Gustafson:  The trend has a great deal to do with what's going on with trans fats, 
specifically artificial trans fats.  The public is now coming to the conclusion that animal fats 
have been demonized for too long.  The reality is that animal fats are not as bad as they once 
were thought to be, and the replacements for them are actually worse than originally 
thought. 

Restaurants and retailers are looking for solutions.  Increasingly, we’re seeing that 
the industry has an open mind; everyone realizes there's not going to be a silver bullet.  
There are many opportunities for animal fats to be part of the solution, along with other 
products.  Long-term, we believe animal fats will certainly have their place at the table. 

 



Q:  Some kitchens and industrial food processors continue to favor vegetable oils.  Is 

this all about incumbency, the cost of goods, the difficulty of change?  Are lard and beef tallow 

more expensive? 

 Gustafson:  The biggest challenge is the supply chain.  And it's not so much the 
expense, because historically, lard and beef tallow have been cheaper when compared to 
vegetable shortenings over the last, say, 20 years. 

Finite supply chains and the availability of product are very real issues.  Lard and 
beef tallow specifically are simply not as available as some competitive products. Even so, 
there certainly is room to grow the supply chain.  For now, the biggest challenge for the 
industrial user is how readily available the product is. 

 
 Q:  How aware are consumers of the differences between animal fats and vegetable 

fats? 

 Gustafson:  The consumer is starting to become more educated. Part of that is our 
job at Coast Packing -- to help engage the consumer, be the thought leader and help them 
understand the differences.  People still think of Crisco when we talk about lard and beef 
tallow as a shortening.  In the millennial generation, not a lot of people know what lard and 
tallow are. 

But once you have the opportunity to provide the information and show the 
differences – once you have people’s attention – it’s possible to dispel the confusion.  One 
key aspect is very clear:  lard and beef tallow are derived from an animal source, and 
vegetable oils and shortenings are derived from a vegetable source -- soybean, canola, palm, 
coconut and so on and so forth,  

 
 Q:  What about things like palm oil?  What other oils are emerging in the industry as 

alternatives to animal fats? 

 Gustafson:  Palm oil certainly has been around for a very long time.  These days, it’s 
regarded as more of a way to replace artificial trans fats found in other vegetable 
shortenings than as a replacement for lard and tallow.  Coconut oil has had a resurgence in 
popularity as well. 

 
 Q:  What about olive oil? 

 Gustafson:  Olive oil is used in light cooking and sautéing, but you can't use it for 
baking and heavy duty frying applications. It doesn’t have the same durability and resilience 
as animal fats. 

 
 Q:  In terms of issues of taste versus health, is there always a tradeoff? 

 Gustafson:  It’s best to look at the bigger picture of health, taste and the perceived 
tradeoffs.  The classic example occurred years ago, when Wonder Bread went away from 
using lard to make its popular white bread, and they put “no cholesterol” in the balloons on 
the packaging.  If there are, let's say, 22 slices in that loaf, that 22 milligrams of cholesterol -- 
one milligram per slice.  When you throw on your cheese, you add 30 milligrams, and if you 
add your mayonnaise, there's another 100 milligrams or so.   The joke is, shake all that off 
and just enjoy your slice of bread with one milligram of cholesterol.  Not going to happen.  

It does come back to: why do we eat?  We eat because we like how something tastes.  
And if you consume things in moderation, the idea is to enjoy the experience of eating out. 

 
Q:  How do consumers make their preferences known to restaurants and the major 

food service companies?  How much do consumers' preferences matter to these companies? 



 Gustafson:  Consumer preference is the ultimate driver of what we do in the 
industry as a whole.  Coast believes in consumer choice first and foremost.  We've seen that 
when I ask chefs and restaurant operators: what kinds of questions are your customers 
posing? 

Five or ten years ago, if they asked, “do you use animal fats?” that might have had a 
negative connotation.  Today, you see restaurants touting animal fats on their menus -- they 
use beef tallow, for instance, in their French fries, and consumers are coming in droves to 
eat them.   

Consumers have to do their best to communicate what they like and enjoy.  When 
they go to places where they may not get what they want, they should feel free to voice their 
opinion.  It's up to them to make their choices clear. 

 
Q:  There’s a strong movement today around ensuring that food is authentic.  As you 

noted, that’s a part of being “minimally processed,” is that right? 

 Gustafson:  Yes, that is certainly who we are.  We use that approach to tell our 
company's story and to help bridge whatever knowledge gaps may exist out there.  These 
days, we're seeing more people come to the table, no pun intended, with an accurate point 
of view about animal fats.  They're asking the right questions – about things like artificial vs. 
natural trans fats, the role of animal fats in a balanced diet, the toxic additives that are so 
abundant in manufactured food -- and they want to be educated.  When you have that, that's 
a recipe for success. 

 
Q:  Is that in part how consumers can understand the concept of farm-to-table?  

Gustafson:  As consumers, the first thing to ask and understand is how products are 
manufactured.  In the case of edible lard and tallow, we can source material from the largest 
packers to the smallest packers -- at the end of the day, the product is still coming from the 
primary source, which is the animal. From there, we do further – but minimal – 
manufacturing, to provide a finished product. 

 
Q:   What responsibilities do retailers have in communicating these changes in 

attitudes to their customers – that is, that animal fats are safe to use in moderation, and that 

using some fats in cooking isn't necessarily going to make anyone fat? 

 Gustafson:  Retailers do have an opportunity to communicate that to their 
customers, although it can be difficult. One of the easier ways is to embrace animal fats in 
the products they manufacture at a store level, from breads and cookies to tamales and 
carnitas. 

And we at Coast Packing need to do our job to communicate to retailers as well as 
consumers, to reinforce the story and connect the dots -- that animal fats are indeed good 
for you in moderation. 

 
Q:  When the new federal dietary guidelines come out, they may compound confusion 

rather than mitigate it.  What’s your perspective on that? 

 Gustafson:  No question, the dietary guidelines are a challenge to communicate 
clearly.  You have a panel of people who have specific ideas that may or may not align with 
the general public's thoughts and ideas.   

At Coast Packing, we want everyone to remember why we eat particular foods -- 
because they taste good, because we like how they make us feel and because, yes, they have 
nutritional value.  A governing body may tell us one thing to do, but we all need to educate 
ourselves and do what we believe works for us. 

 



Eric R. Gustafson is CEO of Coast Packing Company, the number one supplier of animal fat 

shortenings in the Western United States.  Gustafson is the fourth generation in his family to 

own and operate Coast Packing.  He is responsible for the company's strategic direction and 

vision, and manages overall operations.  Prior to being named CEO, he served as Vice President 

of Operations and has held various sales and marketing posts since December 2002.  He has 

been a member of Coast's Board of Directors since 2009. 

 



 
 
 

 
Product Descriptions 

 

 

VIVA - Our Best Lard 

VIVA is an all-purpose lard carefully processed to impart a traditional, authentic 
flavor to popular Hispanic foods.  The preferred brand of lard in Hispanic cooking 
for more than 35 years, VIVA is trans fat-free and known for its quality, consistency 
and performance. For the best tasting carnitas, chicharrones, tamales, tortillas and 
tortilla chips, and more, VIVA is the standard. 
 

VIVA – 1 Pound Retail Lard 

VIVA is an all-purpose lard carefully processed to impart a traditional, authentic 
flavor to popular Hispanic foods.  For more than 35 years the preferred brand of 
lard among chefs in the know, VIVA is trans fat-free and known for its quality, 
consistency and performance. For the best tasting carnitas, chicharrones, tamales, 
tortillas and tortilla chips, and more, VIVA is the clear choice. 



 

VIVA – VIVA 2.5 Pound Retail Lard 

VIVA is an all-purpose lard carefully processed to impart a traditional, authentic 
flavor to popular Hispanic foods.  For more than 35 years the preferred brand of 
lard among chefs in the know, VIVA is trans fat-free and known for its quality, 
consistency and performance. For the best tasting carnitas, chicharrones, tamales, 
tortillas and tortilla chips, and more, VIVA is the clear choice. 
 

VIVA – VIVA 4 Pound Retail Lard 

VIVA is an all-purpose lard carefully processed to impart a traditional, authentic 
flavor to popular Hispanic foods.  For more than 35 years the preferred brand of 
lard among chefs in the know, VIVA is trans fat-free and known for its quality, 
consistency and performance. For the best tasting carnitas, chicharrones, tamales, 
tortillas and tortilla chips, and more, VIVA is the clear choice. 
 

VIVA – VIVA 8 Pound Retail Lard 

VIVA is an all-purpose lard carefully processed to impart a traditional, authentic 
flavor to popular Hispanic foods.  For more than 35 years the preferred brand of 
lard among chefs in the know, VIVA is trans fat-free and known for its quality, 
consistency and performance. For the best tasting carnitas, chicharrones, tamales, 
tortillas and tortilla chips, and more, VIVA is the clear choice. 
 

Coast Refined Lard  

Our flagship all-purpose product, Coast Refined Lard provides the ultimate in 
versatility for cooking, baking and frying.  With superior creaming properties and 
zero trans fats, it enhances the flavor of breads, makes piecrusts delectable and is 
ideal for traditional Hispanic and Asian cuisines.  Whatever you're making, Coast 
makes it better. 
 

Gold Coast – Truly Refined Lard 

Gold Coast, a fully refined all-purpose lard, is carefully processed to ensure superior 
results for baking and frying. Whatever you’re preparing, Gold Coast improves 
flavor.  Use Gold Coast for premium baked goods, flaky pie crusts and heavy duty 
frying.  With superior creaming properties, a high smoke point and longer fry life – 
and zero trans fats – Gold Coast is lard at its best. 
 

VIVA Manteca Mixta Lard Shortening 
Looking for an excellent all-purpose lard blend that imparts the traditional value of 
pure lard to ethnic specialties like tamales and carnitas? For 35 years the preferred 
brand of chefs in the know, VIVA Manteca Mixta Lard Shortening delivers.  You can't 
go wrong with longer fry life, zero trans fats and consistent quality and 
performance. 
 

Flavor King Blue Refined Shortening 

Engineered for heavy-duty deep frying, Flavor King Blue Refined Shortening is 



derived from select quality beef fat to maximize flavor, stability and durability. 
Bringing vintage goodness to fries (and more) without trans fats, Big Blue recalls the 
classic taste consumers loved at chains in the '70s, '80s and '93s. 
 

Flavor King Red -- Refined A-V Shortening 

Coast's most popular and cost effective deep-frying solution, Flavor King Red is 
made from the finest beef fat plus soybean or cottonseed oil.  Whether you're frying 
chicken, fish or potatoes, you can't go wrong with Red's zero trans fat combo of 
maximum flavor and mega performance. 
 

Golden Bake All-Purpose Shortening 

Processed from the highest quality beef fat and soybean and/or cottonseed oil, 
Golden Bake excels at all types of baking and frying because it's fully deodorized, 
keeping flavors pure in breads, pastries, piecrusts and more.  Totally zero trans fat 
Golden Bake provides longer fry life and lower oil absorption than competing 
products.  
 

Supreme All-Purpose A-V Shortening 
Supreme is Coast’s finest all-purpose A-V shortening, an adaptable mix of the 
highest quality beef fat and soybean and/or cottonseed oil.  Delivering longer fry 
life, lower oil absorption and zero trans fat, Supreme shines when baking cookies, 
breads and pastries -- and is the ultimate frying shortening for donut and fruit pies. 
 
Bake Lite All Soy - Vegetable Shortening  

For baking pastries and croissants that flake just perfectly, try Bake Lite All Soy, our 
economical zero trans fat, 100 percent cholesterol free, all-purpose vegetable 
shortening.   With superior creaming properties, it excels in baking and frying, from 
tortillas to delectable desserts, and more.  
 

Bake Lite Soy/Cotton – Vegetable Shortening 

For baking pastries and croissants that flake just perfectly, try Bake Lite Soy/Cotton, 
our economical zero trans fat, 100 percent cholesterol free, all-vegetable shortening.   
With superior creaming properties, it excels in baking and frying, from tortillas to 
delectable desserts, and more.  
 

 

 



 

 

 
 

FastFatFacts 
 

o A 2010 meta-analysis of 347,747 people around the world found insufficient 
evidence to tie saturated fat to heart disease.   
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC2824152/; 1/13/2010 

 

o An analysis of more than 300,000 people published in the American Journal 

of Clinical Nutrition shows that there is no evidence that saturated fat 
consumption raises the risk of heart disease. 
http://ajcn.nutrition.org/content/early/2010/01/13/ajcn.2009.27725.abstract; 

11/25/09  

 

o According to Mary Enig, author of Know Your Fats, lard is typically 40 percent 
saturated fat, 50 percent monounsaturated fat and 10 percent 
polyunsaturated fat. The percentage of saturated fat in lard protects the 
more vulnerable mono/polyunsaturated fats from oxidizing with heat, 
making lard an excellent choice for cooking and baking. 



http://www.amazon.com/gp/product/0967812607/ref=as_li_qf_sp_asin_il_tl?ie=UTF8

&camp=1789&creative=9325&creativeASIN=0967812607&linkCode=as2&tag=empow

esusten-20 ; 5/14/2000 

 

o The per capita consumption of edible beef tallow in the U.S. has been rising 
since 2002.  It was 3.4 lbs in ’02, 3.8 lbs in ’03 and 4.0 lbs in ’04. 
https://books.google.com/books?id=BZ1K0ExQTm8C&pg=PA201&lpg=PA201&dq=
beef+tallow+sales+statistics&source=bl&ots=lTyHZuqrVG&sig=EQDOr8zwkxUIZD4
26qtlGmAZPUg&hl=en&sa=X&ved=0CEwQ6AEwCGoVChMI6-a-
5eemxwIVA4sNCh3JrwZK#v=onepage&q=beef percent20tallow percent20sales 
percent20statistics&f=false 
 

o These days, cow and sheep’s fat is more commonly used in soaps, candles, 
and lotions than in the kitchen, but the Paleo community is picking up on 
beef tallow, this once widespread cooking ingredient (most fast-food chains 
used to use it for deep frying since it’s stable at high temperatures and 
imparts a slight, but delicious, meaty flavor). http://firstwefeast.com/eat/guide-
to-using-alternative-fats-in-cooking/ 

 
o Because of its stability, its high smoke point (which approaches 400 degrees 

Fahrenheit), and its special flavor, lard is a highly favored oil for frying. 
http://blog.selfrelianceoutfitters.com/10-practical-uses-for-lard/ 
 

o Researchers reviewed data from more than 12,000 people, ages 25-74, who 
lived in the Minneapolis-St. Paul area and participated in the Minnesota 
Heart Survey, which was given six times between 1980 and 2009. They found 
trans fat intake dropped 32 percent in men and 35 percent in women. 

 

o In 2006, the New York City Board of Health banned the use of trans fats by 
restaurants and bakeries, and other local governments followed. California 
passed a similar ban in 2008. In conjunction with mandatory labeling of trans 
fat, these local bans and the increased awareness of the health effects of trans 
fat led to an almost 80 percent drop in the amount of trans fat Americans 
consumed between 2003 and 2012.  
http://healthaffairs.org/blog/2015/06/23/the-fdas-determination-on-artificial-

trans-fat-a-long-time-coming/; 6/23/2015 

 
o EWG research shows that manufacturers used artificial trans fat ingredients 

in 27 percent of more than 84,000 processed foods listed in EWG’s Food 
Scores database and sold in American supermarkets.  Yet trans fats were 
disclosed on the labels of only 2 percent of those items.  It is likely that 
Americans are consuming most of these harmful fats unaware of the risk they 
pose for coronary disease. 
 

o EWG found that 87 percent of the over 7,500 foods containing partially 
hydrogenated oils – Americans’ principle dietary source of trans fats -- didn’t 
disclose that fact.  Instead, the labels of more than 6,500 of these items 



rounded off their trans fat content to 0 grams.  http://www.ewg.org/release/fda-

orders-3-year-phase-out-artificial-trans-fat-source; 6/16/15 

 

o Between 2003 and 2012, the FDA estimates that consumer trans fat 
consumption decreased about 78 percent and that the labeling rule and 
industry reformulation of foods were key factors in informing healthier 
consumer choices and reducing trans fat in foods.  
http://www.fda.gov/NewsEvents/Newsroom/PressAnnouncements/ucm451237.htm; 

6/16/15 

 

o Domestic shipments of shortening, as reported to the Institute of Shortening 
and Edible Oils (ISEO) in 2010-2011, was 5,169.2 million pounds. 
http://www.iseo.org/httpdocs/Statistics.htm  
 

o The American Heart Association’s Nutrition Committee strongly advises 
these fat guidelines for healthy Americans over age 2: Limiting the amount of 
saturated fats you eat to less than 7 percent of your total daily calories. That 
means if you need about 2,000 calories a day, less than 140 calories (or 16 
grams) should come from saturated fats.  
http://www.heart.org/HEARTORG/Conditions/Cholesterol/PreventionTreatmento
fHighCholesterol/Know-Your-Fats_UCM_305628_Article.jsp 
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