
With the start of a new year upon us, have 
you paused to consider what are the up and 
coming global food and beverage trends 
and how they might impact your export 
products? According to RTS-resource.com, 
a website that provides market data and 
information to drive the global food and 
ingredients industry, there are several key 
trends emerging. But before we take a 
look ahead, let’s take a look back at how 
the economic downturn has impacted 
consumer spending on food and beverages 
to see what’s driving these trends.
When the economy rst took a downward 

turn, experts predicted reduced spending on 
premium and convenience food products. 
RTS found that instead of spending less on 
food, consumers are now more discerning 
and demanding about the foods they buy. For 
food and beverage products to be successful 
in today’s global market, they not only need 
to be good quality, priced competitively 
and offer convenience, but they need to 
offer additional bene ts such as healthier, 
functional, boost mood or energy, more 
natural, and provide new taste experiences. 

Let’s see how these buying behaviors are 
impacting future trends.
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Multi-functionality will continue to develop as consumer demands and expectations for food 
become more complex. .S. companies will need to appeal to the right mix of bene ts rather than 
a single reason to buy. 

Healthier versions of popular products will become the focus rather than speci c diet foods, 
allowing consumers to eat what they enjoy while still maintaining a balanced diet. 

Gourmet convenience - using pre-prepared fresh ingredients to create restaurant-quality meals at 
home and using faster cooking methods will continue to grow in appeal. Consumers will expect 
the convenient food products they buy to add value, meaning more nutritionally balanced, contain 
more natural ingredients, and provide more reasons to buy. 

Natural balance - interest in better balanced diets will continue to grow. Salads, meals, and 
smoothies that contain bene cial nuts, seeds, oils, proteins and complex carbohydrates will be in 
demand. Convenient products that feature this mix of ingredients could be an opportunity to tap 
into this emerging trend. 

 - this trend has already been seen in the avor experiences trend but will develop 
to include bold avor combinations and intense new avors from around the world. 

And according to swide.com… 

Gluten-free foods - everyone is beginning to realize that gluten-free foods are healthier and easier 
to digest, making gluten-free a lifestyle choice for more and more consumers. 



Visit our website at www.foodexport.org

Singapore, with a population of 5.18 
million and a land area of only 270 square 
miles, is one of the world’s most open 
market economies and is highly dependent 
on international trade, reports the USDA 
Foreign Agricultural Service. As Singapore 
has practically no agricultural production 
on a commercial basis, it is totally 
dependent on imported foods from a large 
number of countries worldwide.

With one of the highest per capita incomes 
in Asia, this country is the most developed 
economy within the ASEAN region. The 
fact that Singapore strategically lies on 
the cross-roads of major air and sea routes 
within the Asia aci c region enhances its 
traditional role as a major transshipment 
center for much of the Southeast Asian 
region and the Indian subcontinent, making 
this a key market for U.S. companies 
looking to export food and beverage 
products to the region.

The Market for Consumer Oriented 
Foods 
As Singapore is almost entirely dependent on 
imported foods, it is not surprising that the 
total value of imported consumer oriented 
foods exceeded $6.1 billion in CY2011. An 
additional $1.1 billion of sh and seafood 
products were imported in CY 2011. 

Not all the imported foods are consumed 
locally. It is estimated that routinely about 
75 percent of food imports are re-exported 
mostly to neighboring countries. Major 
product categories include dairy products, 
frozen poultry and poultry parts, fresh fruit 
and vegetables, red meats, alcoholic and 
non-alcoholic beverages, snack foods and 
other consumer-oriented products. Growth 
rate for the consumer oriented foods 
category averaged about 20 percent per 
year over the calendar period 2009-2011. 
The U.S. market share of the consumer 
oriented foods category in the 2009-2011 
period averaged 8-9 percent per year.
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MARKET FOCUS: SINGAPORE

General Consumer Preferences 
With rising incomes and a highly educated 
population including a large number 
of expatriates familiar with western 
type foods, consumers in Singapore are 
willing to pay for higher quality U.S. food 
products or products that will provide 
savings in labor and time.Supermarket 
shelves in the region reveal an increasing 
number of prepared and convenience foods 
as both spouses work. 

As almost all Singapore households are of 
Asian origin, imported foods that are to be 
used in local cooking have to be able to 
lend themselves to Asian cuisines. Asian 
dishes tend to be stir fried, prepared in 
curries or marinated in chili sauces.

Doing Business in Singapore
U.S. exporters who are exporting for the 

rst time to the Singapore market should 
consider using local distributors or at least 
a local representative to help guide through 
the requirements of the Singapore Food 
regulations and local trading practices.

Is Singapore the Right Market for You? 
Food Export–Midwest and Food Export–
Northeast provide the services and 
activities you need to help determine if 
Singapore is the right market for your 
product. If you’re interested in developing 
potential sales, market education, meeting 
global buyers, or qualifying for funding 
assistance in marketing your products 
overseas, contact us.

U P C O M I N G  A C T I V I T Y  
I N  S I N G A P O R E

Focused Trade Mission to Singapore for 
Retail and Food Service Products 
 

Registration deadline: February 4, 2013
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S U C C E S S  S T O R Y

O H I O  C O M P A N Y  E X P A N D S  E X P O R T  S A L E S  T O  C A N A D A 
T H R O U G H  F O O D  E X P O R T  P R O G R A M S
1-2-3 Gluten Free, Inc, a certified 
WBNEC company located in 
Cleveland, Ohio, took advantage 
of Food Export-Midwest’s 50% 
cost-share Branded Program, 
made possible by the Market 
Access Program, to exhibit at the 
2012 SIAL Canada tradeshow. 
The company also participated 
in Food Export’s Food Show 
PLUS!TM tradeshow enhancement 
services during the event. 

“The Branded Program funds 
helped us with travel and booth 
costs, translating and printing our 
company flyer, and bilingual label 
changes. During the one-on-one 
buyer meetings arranged through Food Show PLUS!TM, we met new distributors 
in the region and, to date, have grown our export sales to Canada by $80,000,” 
explained Kimberlee Ullner, Founder and President of  1-2-3 Gluten Free, Inc. The 
company expects this number to grow each year by 30% for the next few years. 
Kimberlee continued, “We would not have been able to concentrate both manpower 
and funds to developing foreign markets to the extent we have without the support 
of Food Export through programs such as Focused Trade Missions and Food Show 
PLUS!TM, as well as funding programs such as the Branded Program.”

1-2-3 Gluten Free produces a line of gluten free, wheat free, nut free, and peanut 
free baking mixes. 

We are non-profit organizations comprised of state 
agricultural promotion agencies that use federal, state, and 
industry resources to promote the export of Midwestern 
and Northeastern food and agricultural products.

Tim Hamilton 
Executive Director
thamilton@foodexport.org

John Belmont 

Communications Manager
jbelmont@foodexport.org

FOOD EXPORT–MIDWEST

Michelle Rogowski 

Deputy Director 
mrogowski@foodexport.org

Teresa Miller 

International Marketing Program Manager 
tmiller@foodexport.org

Joe Yotti 

Branded Program Manager 
jyotti@foodexport.org

FOOD EXPORT–NORTHEAST

Lauren Swartz

Deputy Director
lswartz@foodexport.org

Suzanne Milshaw

International Marketing Program Manager 
smilshaw@foodexport.org

Joshua Dillard

Branded Program Manager
jdillard@foodexport.org

Food Export–Midwest and Food Export–Northeast do not 
discriminate on the basis of age, disability, national origin 
or ancestry, race, gender, religion, sexual orientation, marital 
status, political affiliation or military status. Persons with 
disabilities who require alternate means for communication 
of program information can contact us. Food Export–Midwest 
and Food Export–Northeast reserve the right to deny services 
to any firm or individual which, in the sole opinion of Food 
Export–Midwest and Food Export–Northeast, does not 
comply with FAS, MAP or Food Export–Midwest and Food 
Export–Northeast regulations or policies, or otherwise offer 
the best opportunity to achieve its mission of increasing 
food and agricultural exports. Submission of any false or 
misleading information may be grounds for rejection or 
subsequent revocation of any application or participation. 

Global Food Marketer © 2013 is published by 
Food Export–Midwest and Food Export–Northeast.

FOOD EXPORT ASSOCIATION OF THE MIDWEST USA 
AND FOOD EXPORT USA–NORTHEAST

Midwestern States
Illinois–Kim Hamilton 
217.782.5809

Indiana–Jill Pritchard 
317.232.8770

Iowa–Lisa Mason-Longman 
515.725.3139

Kansas–JJ Jones 

785.215.5114 

Michigan–Jamie Zmitko-

Somers 

517.241.3628

Minnesota–Christina Connelly 
651.201.6384

Missouri–Melissa Campbell 

573.751.5611

Nebraska–Stan Garbacz 
402.471.4876

North Dakota–Kathryn L. Pinke  
701.328.4759

Ohio–Tim Sword 

614.728.3120

South Dakota–Alison Kiesz 

605.626.3272

Wisconsin–Jen Pino-Gallagher 
608.224.5125

Northeastern States
Connecticut–Jamie Lizee-Smith 
860.713.2559

Delaware–David Smith  
302.698.4520

Maine–Jeff Bennett 

207.990.3161

Massachusetts–Bonita Oehlke 

617.626.1753

New Hampshire–Gail 

McWilliam-Jellie 

603.271.3788

Ellie White 
603.271.2591

New Jersey–Logan Brown 

609.292.8856

New York–Kathryn Bamberger 

518.457.7076

Pennsylvania–Frank Jurbala  

717.787.4737

Rhode Island–Katherine 

Therieau 

401.278.9100

Vermont–Chelsea Lewis 

802.828.3360

S T A T E  A G R I C U L T U R A L  P R O M O T I O N  A G E N C Y  C O N T A C T S

I N  T H E  N E W S

In the next few years, Technomic forecasts the strongest food service industry growth 
since 2007, particularly among restaurants, reports preparedfoods.com. This growth is 
directly tied to consumer behavior. Given their stressful and busy lives, consumers look 
to indulge themselves with affordable pleasure whenever possible, and eating out is seen 
as a reward. Food service provides venues that offer new and unique food items and 
enable items to be customized to order, while at the same time it is perceived to be a 
good value, with many establishments offering quality nourishment at reasonable prices.

CONSUMERS INDULGE BY EATING OUT
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C O V E R  S T O R Y  C O N T I N U E D
Looking Ahead at the Next Five Years
With slow economic recovery expected, these trends of consumers expecting multi-functionality out of their food and beverage products 
will continue. U.S. food and beverage companies must understand new consumer expectations and behaviors when marketing products 
across the globe. 

Food Export-Midwest and Food Export-Northeast can help your company stay one step ahead of emerging global food and drink trends. 
Our services cover a wide variety of assistance, from researching international markets to nding key buyers. Buyers Missions, Focused 
Trade Missions, and Food Show PLUS!TM events can put you face-to-face with motivated, international buyers. Visit our website, 
www.foodexport.org for more information.

I N  T H E  N E W S

With 14.9 million people, Ecuador offers significant export 
opportunities for U.S. food and agricultural products. The 
purchasing power of the lower and middle class has noticeably 
increased in the past few years, leading to higher consumption 
and a higher demand for processed products, reports the USDA, 
Foreign Agricultural Service. 

Best high-value product prospects include: frozen fish; fresh 
fruits such as apples, pears, peaches; bakery products and 
supplies for pastry; mineral water and other bottled waters; spirits 
and liqueurs; sugar confectionery including white chocolate; 
chocolate and other food preparations containing cacao; malt 
extract; coffee and tea; fats and oils; mechanically deboned meat 
(MDM); frozen produce; precooked frozen meals; ice cream; 
pork cuts and pork products; low-calorie food products; specialty 
beers; soft drinks; energy drinks; and wine. 

OPPORTUNITIES FOR U.S. PRODUCTS IN ECUADOR



Q: Our Company will be attending the Focused Trade Missions to Colombia, Costa Rica, and Guatemala in April. We produce a 
line of frozen potato products sold at retail, including French fries, home fries, and hash browns. What recommendations would 
you have on preparing ourselves to take advantage of these promotions?    

A: That is a good question as proper 
steps in preparation for a Focused 
Trade Mission, as well as all other 
promotions are essential to overall 
success. The more facts you know 
in advance, the more detail you can 
work on while in market. It is best to 

“hit the ground running” with advance 
information. To begin with, main 
topics would include at a minimum 
an overview of the export market, 

competing countries. Any information 
available about the retail market 
published from within the countries 
would also be helpful.   
Export Markets, Product Speci cs,  
and Competition     
Colombia
The U.S. is the largest supplier of food 
and agricultural products to Colombia 
and it is the fourth largest market for U.S. 
processed products in Latin America. 
Through October 2012, year to date 
(YTD) exports of processed foods have 
reached $299 million, an increase of 
13% from the same period in 2012. The 
2012 total value in exports of processed 
foods to Colombia reached a record high 
of $308 million, so it will certainly pass 
that in 2012. Top processed food exports 
from the U.S. include red meats, poultry 

(including frozen pre-formed patties), 
chocolate, non-chocolate and sugar free 
candies, pet food, and yes, frozen potato 
products.  
The “HS” or Harmonized System code 
for frozen potato products is 200410, 
with two subdivisions to Schedule B 
for export statistical purposes. Schedule 
B 200408020 is for frozen French fries, 
and another 2004108060 is for all others, 
including wedges, hash browns, and home 
fries. Exports of HS 200410 to Colombia 
reached a record of $4.2 million in 2011 
and YTD October 2012 are already at 
$4 million, so another record high is in 
order. What is notable here though is that 
it looks like only a few pallets of value 
less than $10,000 are under Schedule B 
ending in 8060 in 2012, and last year it 
looks like the equivalent of one container, 
about $49,000 were under 8060. The 
obvious preference for French fries is 
clear, at least from the U.S., which is 
good to know going in.    
Colombia has Free Trade Agreements 
(FTAs) with the European Free Trade 
Association, Canada, and the European 
Union. In addition, Colombia currently 
has FTAs in place with Chile, El Salvador, 
Guatemala, Honduras, Mexico, and 
Uruguay. Colombia is also a member 
of the Andean Community Customs 

FOOD EXPORT HELPLINE™: PREPARING FOR FOCUSED TRADE MISSIONS

Union (Bolivia, Ecuador, and Peru) 
and is a party to the Mercosur-Andean 
Community agreement (Brazil, Argentina, 
Paraguay and Uruguay). These countries, 
currently secondary suppliers into the 
Colombian food market, already enjoy 
preferential tariff treatment and should 
be considered viable competitors in the 
market. Competition in the frozen potato 
import market in Colombia comes from 
the Netherlands, Canada, and Argentina, 
all strong potato producers like the U.S.  
Costa Rica
Costa Rica is also an attractive market for 
U.S. exports of U.S. food and agricultural 
products. The CAFTA-DR, as well as a 
public highly receptive to U.S. food brands 
and retailers, makes the country high in 
export potential. U.S. exports of processed 
food products reached a record high of 
$158.6 million in 2011 and the October 
2012 YTD total has already passed that 
at $160.6 million. This is an increase of 
26% over the same period in 2011. Top 
U.S. exports of processed products include 
tomato sauces, pet food, chocolate, non-
chocolate and sugar free candies, poultry, 
salty snacks, cheese, red meats, and frozen 
potato products. Again though, you see 
a similar pattern to Colombia in that the 
volume and value are mostly French fries 
and not the other frozen potato products. 
Through October 2012, total exports were 
$4.3 million of 200410 but only about a 
container worth, $36,522 of the B number 
ending in 8060. 
Costa Rica has enhanced its trade position 
through Free Trade Agreements with 
Mexico, Canada, Chile, the Dominican 
Republic, Central America, and now China, 
as well as the U.S. Mexican and Chilean 
products have been very aggressively 
entering the market, calling for a more 
aggressive promotional investment for 
U.S. products. The main competitors in 
the frozen potato market for U.S. products 
are Canada, Netherlands, and the newest 
entrant, China. 
Guatemala 
Guatemala’s expanding supermarket 
industry is contributing to strong 

JANUARY/FEBRUARY GFM 2013

. . . . . . . . . . . . . .



JANUARY/FEBRUARY GFM 2013

prospects for sales of imported foods. 
The increase is due to strong growth 
in outlets, changing purchasing habits 
among consumers, and increased brand 
awareness. Guatemala is the largest 
U.S. export market in Central America 
for processed food products, having 
reached $310.6 million through October 
2012, an increase of 9% over YTD 2011. 
The 2011 total was $348.4 million, so 
it appears 2012 will be another record 
high. This value is about 27% of the 
Central American total from the U.S. 
Top U.S. exports of processed food 
products include poultry (including pre-
formed patties), fats and oils, beverage 
ingredients, cheese, chocolate candy, 
baking ingredients, pet food, and your 
frozen potato products. With Guatemala, 
the trade pattern is changed with exports 
of HS 200410. Through October 2012 
exports of HS 200410 reached $13.6 
million, with $12.9 million in French 
fries and nearly $800,000 in other frozen 
potato products. In 2011 the total was 
$15.7 million with over $1 million in other.    
Besides CAFTA-DR, Guatemala has 
Free Trade Agreements with Panama, 
Mexico, the Dominican Republic, Taiwan, 
Colombia, Chile, and EU.  In addition, it 
has partial free trade agreements with 
Cuba, Belize, and Venezuela, and is 
currently negotiating one with Canada. 
The U.S. has a dominant market share of 
the frozen potato market in Guatemala 
at about 95%, the rest distributed by 
Netherlands, Belgium, and Canada. So 
overall it is the largest market with the 
highest U.S. share, but you would need 
to investigate in all three countries how 
much of the total volume is in the food 
service sector compared to retail.   
The Retail Food Sectors    
Euromonitor reports that retail sales 
value of the packaged food market in 

Colombia reached $17.2 billion in 2012. 
That ranks Colombia as the 5th largest 
packaged food market in Latin America. 
The 2012 gure also represents an 
increase of 33.6% from the 2007 value, 
or $4.3 billion. They also forecast the 
value of retail sales in packaged food to 
increase to nearly $20.4 billion by 2017, 
an increase of 18.4% or $3.1 billion 
from the 2012 amount. High growth 
products in the forecast include noodles, 
snack foods, dairy products, and ice 
cream. There is also double digit growth 
expected in snack bars; canned and 
preserved food; soups, sauces, dressings, 
and condiments; ready meals; and frozen 
processed food, which includes potatoes. 
Euromonitor reports that the market for 
frozen processed potatoes reached $28.4 
million in 2012, a period growth rate of 
nearly 31% or $6.7 million.   
Euromonitor also reported that the Costa 
Rican retail sales value of packaged 
food would reach $2.1 billion in 2012, 
representing a growth rate of nearly 
58% since 2007 and a dollar amount of 
$792.2 million. The forecast to 2017 is 
also solid. They predict an increase of 
nearly 16% and a value of $334.7 million 
for a market size of nearly US$2.5 billion. 
High growth products in the forecast 
include snack bars, noodles, ice cream, 
ready meals, confectionery, frozen 
processed foods, bakery products, soups, 
and spreads. They indicate the value of 
frozen processed potatoes reached $2.8 
million in 2012, with period growth of 
nearly 59% or $1 million. 

Euromonitor has estimated that the 2012 
Guatemalan retail sales of packaged 
food products will reach $4 billion. That 
makes Guatemala the largest packaged 
food market in Central America and 
represents an increase of $1.26 billion or 
42.7% from 2007. They also forecast the 

F O R  M O R E  I N F O R M AT I O N

COMPANY      CONTACT NAME    TITLE 

ADDRESS       CITY    STATE  ZIP

PHONE     FAX    E-MAIL 

I’D LIKE MORE INFORMATION ON:

 

-mail 

For custom export assistance, 
including a report on your 

product’s top markets, contact Food 
Export–Midwest and Food-Export– 

F O O D  E X P O R T  H E L P L I N E T M 
F O R  Y O U

packaged food market to grow to nearly 
$5 billion by 2017, an increase of $962.3 
million and nearly 24%. High growth 
categories in the forecast include snack 
bars, meal replacement, noodles, sauces, 
dressings, condiments, as well as frozen 
processed food, ready meals, and baby 
food. Euromonitor has not yet studied 
the frozen processed potato market, but 
reports that the overall frozen processed 
food market reached $37.2 million, with 
period growth of 70% or $15.3 million. 
Summary
You should also consider regulatory 
information and details on the two FTAs—
Costa Rica and Guatemala are in the 
United States Central America Dominican 
Republic FTA, U.S. CAFTA-DR, and 
Colombia is in the United States Colombia 
Trade Promotion Agreement, CPTA. 
Details are available at www.export.gov 
and select “NAFTA” Certi cate”. Food 
Export also has two recorded webinars 
on FTAs as well as a number of previous 
Global Food Marketer articles in 2012 
on how to navigate them, located at 
www.foodexport.org. For regulatory and 
documentation information, as well as 
Exporter Guides, Retail Food Sector, and 
other valuable reports, go to www.fas.usda.
gov and select “Attaché Reports” at the top 
right. Information on many other products 
and markets is available and using this 
information to prepare for a Focused Trade 
Mission or any other trade promotion is 
highly recommended. 



Food Export Association of the Midwest USA and Food Export USA–Northeast are 
nonprofit organizations composed of state agricultural promotion agencies that 
use federal, state, and industry resources to promote the export of Midwestern 
and Northeastern food and agricultural products. Food Export-Midwest and Food 
Export-Northeast administer many services through Market Access Program (MAP) 
funding from the USDA, Foreign Agricultural Service.

  Food Export Association  
of the Midwest USA

 
 
 
 
 Food Export USA–Northeast 
 
 
 
 
 
 
 
Food Export–Midwest and Food Export–Northeast do not discriminate on 
the basis of age, disability, national origin or ancestry, race, gender, religion, 
sexual orientation, marital status, political affiliation or military status. Persons 
with disabilities who require alternate means for communication of program 
information can contact us. Food Export-Midwest and Food-Export Northeast 
reserve the right to deny services to any firm or individual which, in the sole 
opinion of Food Export-Midwest and Food Export-Northeast, does not comply 
with FAS, MAP or Food Export-Midwest and Food Export-Northeast regulations 
or policies, or otherwise offer the best opportunity to achieve its mission of 
increasing food and agricultural exports. Submission of any false or misleading 
information may be grounds for rejection or subsequent revocation of any 
application or participation.

Contact us at 312.334.9200 or info@foodexport.org for further information or check the event(s) you 
are interested in and fax this back to 312.334.9230.  (Note: This is not a registration form.)

Who We Are

Please note: Dates and locations are subject to change and upcoming activities are pending funding from the USDA, 
Foreign Agricultural Service. Visit our website for more event information.

Learn more about Branded Program: You may receive 50 percent reimbursement on travel and exhibition fees.

For Additional Information

NAME      TITLE

COMPANY NAME      

STREET ADDRESS    

CITY    STATE  ZIP

PHONE    FAX   

E-MAIL

309 W. Washington St., Ste. 600,  
Chicago, IL 60606 
312.334.9200 
Fax: 312.334.9230 
www.foodexport.org

One Penn Center 
1617 JFK Blvd., Ste. 420 
Philadelphia, PA 19103 
215.829.9111 
Fax: 215.829.9777 
www.foodexport.org
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Branded Program: Did you know that you might be eligible for up to 50% reimbursement on travel and exhibition fees for 
some of these activities? Visit www.foodexport.org or check the box below for more information.

Food Export–Midwest and Food Export–Northeast Activities

Buyers Missions—Bringing the World to You
Buyers Missions bring buyers from all over the globe to U.S. cities. U.S. food and beverage suppliers meet one-on-one with  
pre-qualified, international buyers to generate sales leads. Imagine meeting with numerous buyers from multiple  
countries all in one day. 

Boston Seafood Buyers Mission  

Food Service Buyers Mission at the NRA Show  
 

Sweets and Snacks Buyers Mission at the Sweets and Snacks 
Expo  

Value-Added Feed Ingredients Buyers Mission at World Pork 
Expo  

Focused Trade Missions—Experience a Market First-Hand. Build Your International Business.
Focused Trade Missions bring small groups of U.S. suppliers to a country with the goal of building participants’ export  
businesses. You’re able to see the market dynamics first-hand, meet and build relationships with interested importers, and dis-
cover your products’ potential in that market. 

Focused Trade Mission to Colombia  

Focused Trade Mission to Costa Rica  

Focused Trade Mission to Guatemala  
 

Focused Trade Mission to Mexico for Food Service  

Food Show PLUS!™—Tradeshow Enhancement to Increase Your Potential for Success
Food Show PLUS!™ provides the logistical assistance you need to be a more effective exhibitor. Services may include  
registration assistance, pre-show product research, translations of booth and sales materials, technical interpreters at your booth, local 
industry tours, on-site show assistance from food marketing experts, and much more! 

Food Show PLUS!TM at Food and Hotel Vietnam  

Food Show PLUS!TM at SIAL Canada  

Food Show PLUS!TM at HOFEX  

Food Show PLUS!TM at SIAL China  



How to Qualify?
To be eligible for the Branded Program, U.S. suppliers 
must be a “small” company according to SBA 
guidelines or an agricultural producer cooperative; 
be incorporated in the U.S.; have products that 
are at least 50 percent U.S. agricultural content by 
weight (exclusive of added water and packaging); 
and have economic impact on the Midwestern or 
Northeastern regions of the U.S. (companies with 
a corporate office, production facility, or those that 
source products from the Midwest or Northeast 
regions may be qualified to participate).

Note: Eligible promotional expenses incurred by 
overseas importers and distributors on behalf 
of U.S. program participants may also qualify for 
reimbursement under the program.

Upcoming Events
Food Export–Midwest and Food Export–Northeast 
are holding events throughout the year that may 
qualify for Branded Program reimbursement. If  
you’re interested in growing sales internationally, 
don’t miss these upcoming opportunities. Go to  
www.foodexport.org and click on the Activity 
Calendar on our Programs & Activities page for 
more information about these activities.

What Is the Branded Program?
Through the USDA, Foreign Agricultural Service, the Branded Program supports 
U.S. food and agricultural companies’ international marketing efforts by  
reimbursing 50 percent of approved international marketing and promotional 
activities such as:

Advertising

In-store promotions

Public relations

Product literature

Freight costs for samples

Package and label modifications

Overseas tradeshows

Certain domestic tradeshows with international attendance

Companies Already Enrolled in the Branded Program
Your company may qualify for Branded Program funds for another market even 
after you’ve reached the five-year graduation in one  market. In fact, you may 
qualify for many markets at one time.

Put the Branded Program to Work for You
The Branded Program operates on a yearly basis. Go to the Branded Program page 
at www.foodexport.org today to see if you pre-qualify or to submit an application 
or an amendment.

Don’t Let This Opportunity Pass You By...Apply Now for 2013 Funds!

Fax this back to 312.334.9230. (Note: This is not a registration form.)

COMPANY     

CONTACT      TITLE

STREET ADDRESS    

CITY    STATE  ZIP

PHONE    FAX   

E-MAIL

PRODUCTS

Check this box if you no longer want to receive faxes or e-mails from Food Export–Midwest and Food Export–Northeast. 
Please provide your company name, fax number, and e-mail address and fax this form back to 312.334.9230.

For Additional Information Who We Are

Food Export–Midwest and Food Export–Northeast do not discriminate on 
the basis of age, disability, national origin or ancestry, race, gender, religion, 
sexual orientation, marital status, political affiliation or military status. Persons 
with disabilities who require alternate means for communication of program 
information can contact us. Food Export–Midwest and Food Export–Northeast 
reserve the right to deny services to any firm or individual which, in the sole opinion 
of Food Export–Midwest and Food Export–Northeast, does not comply with FAS, 
MAP or Food Export–Midwest and Food Export–Northeast regulations or policies, 
or otherwise offer the best opportunity to achieve its mission of increasing food 
and agricultural exports. Submission of any false or misleading information may be 
grounds for rejection or subsequent revocation of any application or participation.

Food Export Association of the Midwest USA and Food Export USA–Northeast are 
nonprofit organizations composed of state agricultural promotion agencies that 
use federal, state, and industry resources to promote the export of Midwestern 
and Northeastern food and agricultural products. Food Export–Midwest and Food 
Export–Northeast administer many services through Market Access Program 
(MAP) funding from the USDA, Foreign Agricultural Service.

Food Export Association of the Midwest USA

309 W. Washington St., Ste. 600 
Chicago, IL 60606 
P: 312.334.9200   F: 312.334.9230 
www.foodexport.org

Food Export USA–Northeast

One Penn Center 
1617 JFK Blvd., Ste 420 
Philadelphia, PA 19103 
P: 215.829.9111   F: 215.829.9777 
www.foodexport.org
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