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It’s the start of another new year which means new trends in food and
beverage. What are experts predicting to be at the top this year? We’ve
compiled a list of some of the biggest trends expected in food and beverage
WRKHOS\RX¿QDOL]H\RXUPDUNHWLQJSODQIRUDQGVWD\DKHDGRIWKH
competition.
According to Innova Market Insights,
which recently presented their take on the
latest trends impacting the food industry,
new trends will include reducing food
waste and efforts to regain consumer
trust. Following is a brief overview of their
WRS¿YH
Waste Not Want Not. Consumers are
becoming more focused on reducing food
loss or waste, wherever possible. Innova
Market Insights expects food loss during
production and food waste at the retailer
and consumer end of the food-supply chain
to be heavily scrutinized by shoppers.
You Can Trust Us. As a result of food
safety scares and scandals, companies
will have to work hard to regain consumer
trust. Ingredient origin will be used as a
PDUNHWLQJWRRODQGFRQVXPHUVZLOOEHQH¿W
from higher quality foods that are clearly
traceable, an advantage U.S. food products
have in markets where the safety of locally
processed products is a concern.

cooking. Growth will continue for budget
and premium products, with food products
falling in the middle being squeezed.
Value packaging and good value claims on
products and in-store value promotions will
prosper.
Look Out for the Small Guy. Small
innovators are rising to the challenge,
with the development of high-quality and
distinct products that have small-scale
appeal, yet big trend potential. This trend
bodes well for U.S. suppliers with high
quality, specialty products ready for export!
Health Is More Holistic. Look for
nutrition to be recognized as the answer to
healthcare budget crises around the globe.
Some big food manufacturers are looking
at all areas of health for a more holistic
approach in providing nutritious food and
beverage solutions to consumers.
continued on page 4

Simpler Pleasures. Consumers are going
EDFNWREDVLFV¿QGLQJSOHDVXUHLQVLPSOHU
food. The shift continues toward home
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MARKET FOCUS: COLOMBIA
Colombia’s economy is gaining strength
as a result of a surge in spending on
infrastructure and record levels of foreign
direct investment (FDI). Colombian FDI
reached a record level $16 billion in 2012,
up from $7.2 billion in 2009. Real Gross
Domestic Product (GDP) grew by 3.9%
in 2012 and gains of 4.3% were expected
in 2013.
The U.S. is the largest supplier of food
and agricultural products to Colombia
and it is the third largest market for U.S.
agricultural products in Latin America
after Mexico and Venezuela. In 2012, U.S.
exports of agricultural products were just
over $1 billion. Of that amount, $317.4
million was consumer oriented, a new
record high and an increase of 24% and
29% of the agricultural total. Top processed
food exports to Colombia in 2012 included
miscellaneous food preparations, frozen
SRUN YDULHWLHV VR\EHDQ RLO DQG ÀRXU
chicken cuts, chocolate candy, protein
concentrates, and concentrated milk.
U.S.-Colombia Trade Promotion
Agreement
The U.S. has a bilateral trade agreement
with Colombia, known as CTPA, or U.S.Colombia Trade Promotion Agreement.
The agreement entered into force in May
2012 resulting in dozens of trade inquiries
from within the market. The CTPA came
at a critical point as Colombia agreed to
or entered into a number of other trade
agreements with major trading countries in
Latin America and Europe as well as Canada
while the U.S. was negotiating the CTPA.
Upon implementation of the CTPA, U.S.
exporters received immediate duty-free
treatment on products accounting for

UPCOMING ACTIVITIES
IN COLOMBIA
Focused Trade Mission to Colombia for
Retail and Food Service Products
$SULO0D\%RJRWD&RORPELD
5HJLVWUDWLRQ'HDGOLQH)HEUXDU\
Focused Trade Mission to Colombia for
Value-Added Feed Ingredients
-XO\%RJRWD&RORPELD
(DUO\5HJLVWUDWLRQ'DWH0DUFK
5HJLVWUDWLRQ'HDGOLQH$SULO
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almost 70 percent of current trade. Prior
to implementation, no U.S. agricultural
exports
enjoyed
duty-free
access
to Colombia.
Consumer Preferences
Colombia is a developing market for
consumer-oriented products. Colombia’s
domestic
demand
and
household
consumption have grown steadily over the
last three years. The large young population
living in urban areas has developed new
tastes and preferences becoming more
health-conscious and selective. The
growing percentage of women in the
workforce has increased the use of fast
food restaurants and the demand for new
value-added products. Economic realities
and current consumer trends indicate that
buying decisions are primarily made based
on quality and price.
Best Prospects
Colombia is a growing market for valueadded food products. Surveyed retailers
DQG SURGXFHUV IHHO WKHUH LV VLJQL¿FDQW
potential for new products in almost all
food product categories. These include
UHG PHDWV FKLFNHQ WXUNH\ ¿VK SURGXFWV
canned fruits and vegetables and fresh
fruits. It also includes cereals, pasta, juices,
bottled water, bakery items, wine, baby

Visit our website at www.foodexport.org

food and frozen foods, as well as health
foods, dietetic, ethnic and organic foods.
In addition, the growth in the Colombian
livestock industry and the increasing
demand for food products in Colombia and
neighboring countries make Colombia a
desirable market to promote U.S. feed and
additives.
Doing Business in Colombia
When doing business in Colombia,
establishing personal relationships is
essential to conducting business advises
the Doing Business in Colombia Guide.
Schedule appointments in advance and,
although punctuality is relaxed, as a
foreigner you are expected to be on time.
Business culture in the major cities such as
Bogota is more formal. Wear conservative
business attire and have business cards
printed in English on one side and Spanish
on the other.
Is Colombia the Right Market for You?
Food Export provides the services and
activities you need to help determine if
Colombia 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.

SUCCESS STORY
MIDWEST BUYERS MISSION HELPS
COMPANY GROW OVERSEAS SALES

NEW

HAMPSHIRE

Chaski International, located in Manchester, New Hampshire, participated in Food
Export-Midwest’s 2010 Midwest Buyers Mission. Through one-on-one meetings
with pre-qualified buyers the company was introduced to importers from Japan,
India, and the UK which all resulted in new export sales. Matthew Reno, Managing
Director for Chaski International, explained, “In 2010 we had export sales to the
three countries combined totaling approximately $72,000, which included a variety
of our products—chocolates, marinade spreads, organic baking mixes, and gluten
free cookies.” These export sales grew to roughly $108,000 in 2011, $144,000
in 2012, and the company expects them to continue in 2013 and beyond as they
introduce new products. Matthew added, “The relationships that we made with
foreign importers began with a 25 minute face-to-face meeting at the Midwest
Buyers Mission and has resulted in sales in more than one country, which has had
an unquestionable return on investment. I would definitely participate again.”
The company has also taken advantage of the Food Export HelplineTM for assistance
with the logistics of exporting to new markets. “Dennis Lynch helped us identify
HS codes for our products, accurately led us to sites to determine what our import
duties would be so that we could share that information with our importer, and he
also directed us to a database to find freight forwarders and consolidators at the port
of entry.”
Chaski International is primarily an export management company specializing in
XQLTXH VSHFLDOW\ IRRGV LQFOXGLQJ RLOV JOXWHQ IUHH FRRNLHV RUJDQLF WHDV WUXIIOHV
cocoas, gourmet chocolates, gourmet sauces, and organic baking mixes.
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S TAT E A G R I C U LT U R A L P R O M O T I O N A G E N C Y C O N TA C T S
Midwestern States
Illinois–Kim Hamilton
217.782.5809
Indiana–Connie Neininger
317.232.8770
Iowa–Lisa Mason-Longman
515.725.3139
Kansas–JJ Jones
785.215.5114

Michigan–Jamie ZmitkoSomers
517.241.3628
Minnesota–Christina Connelly
651.201.6384
Missouri–Tristan Asbury
573.751.5611
1HEUDVND–Stan Garbacz
402.471.4876
1RUWK'DNRWD–Erin Leigh
Markestad
701.328.2662

Ohio–Tim Sword
614.728.3120

Maine–Jeff Bennett
207.541.7400

6RXWK'DNRWD–Alison Kiesz
605.626.3272

Massachusetts–Bonita Oehlke
617.626.1753

Wisconsin–Jen Pino-Gallagher
608.224.5125

New Hampshire–Gail
McWilliam-Jellie
603.271.3788

Northeastern States
Connecticut–Jamie Lizee-Smith
860.713.2559
Delaware–David Smith
302.698.4520

New Jersey–Logan Brown
609.292.8856

Pennsylvania–Thomas
Mainzer III
717.783.1394
Rhode Island–Katherine
Therieau
401.278.9100
Vermont–Chelsea Lewis
802.828.3360

1HZ<RUN–Kathryn Bamberger
518.457.7076

Visit our website at www.foodexport.org
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COVER STORY CONTINUED
More Trends to Watch…
FoodNavigator.com features top food
and beverage trends from market
UHVHDUFK ¿UP 576 7KHLU SUHGLFWLRQV
include new products beyond beverages
boasting
natural,
caffeine-free
products that give consumers energy
or help them with relaxation. Prepared
products that offer convenience while

also allowing the consumer to have a hand
in preparation unlike straight ready meals
that go directly into the oven will be a trend.
Another trend to watch is growing interest
LQ IRUDJHG ÀDYRUV in the UK, Italy, and
6SDLQ ZKLFK LQFOXGHV ÀDYRUV VXFK DV ZLOG
mushroom and blackberries. Also, healthy
alternatives to recognizable products
WKDW SXVK WKH HQYHORSH RQ ÀDYRU DQG WKH

LQJUHGLHQWV XVHG $QG ¿QDOO\ WKH\ UHSRUW
interest in high protein continues to grow
as consumers seek natural protein within
convenient and recognizable products.
Food Export Is Here to Help You Navigate
the Future!
Food Export-Midwest and Food ExportNortheast provide U.S. suppliers with the
support and services you need to succeed
in this changing global marketplace. Our
services cover a wide variety of assistance,
from researching international markets to
¿QGLQJNH\EX\HUV)RRG([SRUW+HOSOLQHTM
and the Market Builder Program can help
you explore market potential and even
connect you with potential 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.

IN THE NEWS
TRADESHOW FOLLOW-UP IS CRITICAL
According to www.evoexhititstradeshowtips.com, follow-up is the most important part of your tradeshow presentation. They suggest following
XSLPPHGLDWHO\WRHQVXUH\RXEHDWWKHFRPSHWLWLRQ6RPHVXJJHVWHGIROORZXSVLQFOXGHVHQGLQJDWKDQN\RXQRWHRUHPDLOWKDWLQFOXGHVD
personalized message. For your most promising leads, send out a more elaborate follow-up package consisting of a cover letter, promotional
literature, a catalog, and a personalized thank you note. Customize each follow-up packet according to interest level and specific products the
buyer inquired about. Having your staff keep track of all this information during the show is critical to make an effective follow-up possible.
Did you know that Food Export’s tradeshow enhancement service, Food Show PLUS!TM, offers post-show assistance in qualifying your top
leads? Visit our website to learn more ways you can effectively follow up with trade leads after your next tradeshow.

F OOD E XPORT H ELPLINE™: NAVIGATING FREE TRADE AGREEMENTS
42XU&RPSDQ\SURGXFHVDOLQHRIFKLSVLQYDULRXVÀDYRUVPDGHIURP0DLQHSRWDWRHVZLWKVRPHLPSRUWHGVHDVRQLQJV:HDUH
trying to target Central and South American markets that the U.S. has a Free Trade Agreement with, but we have had a hard
WLPH¿JXULQJRXWZKDWWKHGXWLHVRQWKHSURGXFWVDUHLQHDFKFRXQWU\,WVHHPVOLNHHYHU\VRXUFHZHFRPHDFURVVKDVDGLIIHUHQW
rate. Is there one location for timely and accurate duty information on these countries?
A: Navigating Free Trade Agreements,
FTAs, has always been a challenge for
many food and agricultural exporting
companies, per product and per
market. It takes a few different steps
and multiple resources to compare,
FRQWUDVWDQGFRQ¿UPWDULIIWUHDWPHQW
on products. The good news is, as
announced in Food Export’s August
2013 webinar on FTA updates, there
is a new resource available that was
recently introduced and does some of
the math for you, and provides other
valuable information and resources.
To help exporters obtain information
about tariff reductions resulting from
these FTAs, the Foreign Agricultural
Service
recently
launched
the
Agricultural Tariff Tracker. “The tracker
was developed in response to requests
from the agricultural export community
for more detailed information about
export opportunities resulting from
FTAs,” said Jeff Jones, a senior policy
advisor with FAS. Jeff added that
³WKRXJKZH¶YHVHHQVLJQL¿FDQWH[SDQVLRQ
in U.S. agricultural exports as a result of
our trade agreements, there will be even
more opportunities for U.S. agricultural
exporters in the future as tariffs continue
to fall throughout implementation”.
The key to the online tool is that it
provides information in a very userfriendly format. This allows food and
agricultural exporters to search for
product tariffs, tariff-rate quotas and
information on safeguards, which
countries use to protect against import
surges. In addition the system also
allows users to download and save
search results to conduct further analysis.
The Tracker helps exporters identify new
opportunities as well as challenges. It
VLPSOL¿HVWKHVHDUFKIRUSURGXFWWDULIIVVR
that exporters can make more informed
decisions about what potential each FTA
market may have for their companies.
What We Used to Do
Before the FTA Tariff Tracker was
introduced, U.S. food and agricultural
exporters had a number of other steps
to take. This included verifying the
advantage of making an FTA claim

for your product, as well as locating
the appropriate HS code in the Tariff
Elimination Schedule (Annex 1) of the
VSHFL¿F FRXQWU\ RI LQWHUHVW FKHFNLQJ WKH
base rate of duty and determining what the
corresponding staging category letter in the
schedule meant by going into yet another
section of the legal text (Annex 3.3).
The best location to accomplish this was
is the platform with the most coverage
and links to a number of individual sites
for the U.S. Free Trade Agreements,
www.export.gov on the front page click
RQ ³1$)7$ &HUWL¿FDWH´2Q WKH VHFRQG
SDJH FOLFN RQ ³/HDUQ WR %HQH¿W IURP
FTAs,” and on the third page you will
¿QGDOLVWRIFXUUHQWWUDGHDJUHHPHQWV
In some cases there may not be an
advantage to claiming a preferential tariff
for the product. It might be lower under
the Most Favored Nations, MFN, rate or
it might even be free from duty anyway.
Reasons for this include the fact that the
“base rate” that some trade agreements
start from is higher than the MFN rate,
and that products not produced in a
country are likely to be free over tariff
eliminations as a member of the World
Trade Organization, WTO, and the source
of the MFN rates.
There are two options in this link, the
“What’s My Tariff” tool and the Customs
Info Database. The Agricultural Tariff
Tracker was designed to complement the
tariff tool as it does not have processed
food data so you can use Customs Info
to verify the advantage of the FTA duty
rate over the MFN rate as allowed by
WKH :72 <RX MXVW EULHÀ\ UHJLVWHU ZLWK
your email and then select the appropriate
countries and type in 200520, the HS
code for potato chips. It appears there
is an advantage for all of your targeted
countries, but there is no elimination
schedule in Customs Info, other relative
trade information, or save information or
relevant links, which is now available in
the Ag Tariff Tracker. And you still have
QRWFRQ¿UPHGWKHWDULIILQWKHOHJDOWH[WRI
the agreement.
7R FRQ¿UP WKH WDULII \RX QHHGHG WR JR
to the Legal Text of the agreement. You
needed to close the Customs Info window,

RECORDED WEBINARS
R E L AT I N G T O F TA s
Food Export offers the following recorded
webinars relating to Free Trade Agreements
at www.foodexport.org:
Export Essentials: Navigating Free Trade
and Trade Promotion Agreements
8SGDWHG$XJXVW
The Impact of the U.S. – Korea Free Trade
Agreement
Export Essentials: An Introduction to the
Harmonized System

and back up to the main CAFTA-DR for
example, and click on (for example)
CAFTA-DR Legal Text” which opens
up the entire text including the tariff
elimination schedule. For starters, open
up the Costa Rican Tariff Schedule for
Agricultural Goods. Scroll down to 200520
DQG \RX ZLOO ¿QG WKH SURGXFW ³3DWDWDV´
(Potatoes). Like many of the countries
of interest Costa Rica’s tariff codes are 8
digits as they have added a 00 onto the end
of the HS code of 200520. This is why the
importer and customs does not need the
last four digits from the U.S. side, which
is the Schedule B number of 200520.0020.
<RXZLOO¿QGWKHEDVHUDWHRIWKHDJUHHPHQW
was 41% so it was the same as the MFN/
WTO rate in Customs Info. Then you
needed to go into another link called
“National Treatment and Market Access
for Goods” The tariff elimination schedule
number is “D” which means the product
LV RQ D ¿IWHHQ ¿YH \HDU SKDVH RXW WR
become free from duty. For 2014 the duty
is 16.4% and on January 1st 2020 potato
chips will be free from duty from the U.S.,
if they qualify for the agreement. Then
\RX QHHGHG WR GR WKH PDWK DQG ¿JXUH RXW
when the agreement entered into force and
what the reduction would be in the current
year. It was quite an effort and may have
discouraged many from using all these
sources and links.
What We Can Do Now With Ag Tariff
Tracker
Currently, the tracker has information for
trade agreements with 10 FTA partners.

. . . . . . . . . . . . . . FRQWLQXHGRQEDFN
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Information for other FTA partners will
eventually be uploaded along with new
tariff codes as they become available.
The countries loaded into the database
DUH &RORPELD &RVWD 5LFD 'RPLQLFDQ
Republic, El Salvador, Guatemala,
Honduras, Korea, Nicaragua, Panama
and Peru. In your target market only
Chile is currently unavailable, as well
as Australia, Bahrain, Israel, Jordan,
Morocco, NAFTA countries of Canada
and Mexico and Singapore. The
elimination schedules of many of these
countries have matured over the years
and are much easier to navigate than
QHZHURQHVVRWKH\ZHUHQRW¿UVWLQOLQH
to add in.
7KHZHEVLWHRIWKH$J7DULII7UDFNHULV
KWWSDSSVIDVXVGDJRYDJWDULIIWUDFNHU
Once in the website, you will see links
in the top right which lead to a number
of valuable FAQs as well as links
to external websites including FTA
customs locations, U.S. Government
websites which include FTA information
and the link to Food Export Midwest
and Northeast.
To begin you need to do a little
programming. It asks if you are
“Exporting or Importing” but is defaulted
to exporting, so you can leave it there.
Below that it requests a selected country
DQG\RXZLOO¿QGDOORIWKRVHOLVWHGDERYH
DVDYDLODEOH7KH¿UVWRQHLQDOSKDEHWLFDO
order is Colombia, so just click on that.
Your next choices are to select by an HS
code or commodity group which is an
aggregated list of like products. If you
enter the HS code of 200520, the tariff
treatment for Colombia will display.
According to the Tracker HS code
20052000, “Patatas” was free from duty
when the agreement entered into force in
May 2012.
If you looked in the tariff elimination
schedule in the legal text, you would
¿QGWKHOHWWHU³$´LQGLFDWLQJLPPHGLDWH
duty free access. The advantage is now
that step is not required; the Tracker has
done the math for you. If you would like
to save the information there are icons
for both PDF and Excel. If you have a
line of snack foods instead of just one
type, you can use the commodity group
selection. All products which have direct
or even indirect relation to a snack food,
such as ingredient, will be displayed.
They include popcorn, gum and candy,
cookies, prepared nuts and seeds, tortilla
chips and extruded snacks. You might
not recognize the other descriptions
JANUARY/FEBRUARY GFM 2014

or codes and many of these aggregates
are also in Spanish, so you may need to
LQWHUSUHWWKHPIRUPRUHVSHFL¿FV
The Tracker also has valuable
information on Tariff Rate Quotas and
Safeguard Measures. Tariff Rate Quotas
or “TRQs” as they are known are limits
to the amount of sensitive products such
as dairy, poultry, red meats and fruits and
vegetables. The products are often free
from duty to importers with the ability
to access them until they reach a certain
volume. Once that threshold has been
reached, the duty is applied and it is quite
often prohibitively high. An example in
Korea would be the HS code 040690
which is for “other cheese including
mixtures.” You will see the duty is free
under access which is 7246 metric tons
in 2014. After that the duty shoots up
to 28.8% until the following year. Each
year though the allowable weight goes up
and duty comes down until 2026 when
the duty is free and the volume weight
unlimited.
Safeguards are another stop gap measure
GHVLJQHG WR VWRS ÀRRGV RI LPSRUWV IURP
affecting the local industry. Sometimes
they overlap with quotas as well, but they
do stand on their own. An example would
be onions in Korea, which have a duty
rate of 108% in 2014, and will not be free
from duty until year 15, in 2026. There is
no duty free access within access like a
quota, but the threshold for an additional
safeguard duty of 135% kicks in once
the volume has been reached, which is
only 3319 metric tons in 2014. When
reviewing these tariffs, remember to
check to see if there are additional line
items, which in many cases there are with
food products. If you look at the tariff for
onions, you will see a #2 option with a
“next” arrow. If you click on it you will
¿QGWKHWDULIIIRUVKDOORWVZKLFKZDVIUHH
from duty the day the agreement entered
into force, March 15, 2012.
What We Still Have to Do
The FTA Ag Tariff Tracker is a welcome
addition and very valuable for all of
those involved in the export of food and
agricultural products. But as far as each
FTA goes, we still need to check the
SURGXFW VSHFL¿F UXOH RU RULJLQ WR VHH LI
WKH SURGXFW TXDOL¿HV IRU WKH DJUHHPHQW
We also need to be sure to document that
appropriately so the buyer can legally
take advantage of the preferential tariff,
whatever the rate may be. For those
issues you go back into www.export.gov

DQGLQWRWKHVSHFL¿F)7$\RXDUHZRUNLQJ
on. Let’s use Panama as an example.
On the Panama TPA main page, click on
the “Rules of Origin” link. It explains the
various conditions of product and how you
can claim preferential tariff treatment for
them if they qualify for the agreement. Not
all products do qualify, so this is a necessary
step in order to assist the importer in their
claim and save them the duty. In the legal
text, click on the hyperlink that says
“Annex 4.1 of the Agreement”. These are
WKH SURGXFW VSHFL¿F UXOHV RI RULJLQ DQG
sorted again by HS code. Scroll down
to chapter 20 of the rules and then to the
section of 20.02 to 20.05.
7KH UXOH RI RULJLQ VD\V ³$ FKDQJH WR
heading 20.02 through 20.05 from any
other chapter, except from heading 07.01.”
HS code 0701 is for potatoes, so this
means your main ingredient needs to come
from the U.S. or even Panama, which is
not likely. If you used Canadian potatoes
for example, the product would not qualify
for preferential tariff treatment. But if your
potatoes are from Maine so your claim
RI RULJLQDWLRQ LV VDWLV¿HG EDVHG RQ DQ
appropriate tariff shift of your imported
LQJUHGLHQWV LQWR WKH ¿QDO SURGXFW 7KH
product is indeed free from duty for your
customer.
1RZ\RXFDQFORVHWKH5XOHVRI2ULJLQ¿OH
and go back to the Panama website. While
on the same page, click on the link which
says “Documenting Origin”. You will see
WKH3DQDPD73$KDVQRRI¿FLDOFHUWL¿FDWH
of origin requirements. The responsibility
for claiming origin is also placed upon
the importer and not the exporter as with
1$)7$RUDQ\RWKHU)7$ZKHUHDFHUWL¿FDWH
RIRULJLQLVUHTXLUHG:KHQDFHUWL¿FDWHRI
origin for an FTA is mandatory, of course
you need to submit it. When it is optional it
is recommended to produce one, and when
there is no requirement for a form letter,
based on this rule of origin exercise using
DFHUWL¿FDWHWHPSODWHZRXOGEHDSSURSULDWH
The August 2013 webinar on “Navigating
Free Trade Agreements” has more detail
on that process.

F O O D E X P O R T H E L P L I N E TM
FOR YOU
For custom export assistance,
including a report on your
product’s top markets, contact Food
Export–Midwest and Food-Export–
Northeast at info@foodexport.org

2014 ACTIVITY CALENDAR

SELECT YOUR EVENTS.
PLAN YOUR YEAR.

FIND EXPORT
SUCCESS!

Food Export–Midwest and Food Export–Northeast invite you to use our 2014 Activity Calendar.
Plan and select events and activities to maximize your exposure in key markets. These events
represent your best opportunities to increase sales in international markets.
Plan now and REGISTER EARLY! These events will sell out.
WHICH ACTIVITIES ARE
BEST FOR ME?

CONTACT OUR SERVICE SQUAD!
Our Service Squad is dedicated to helping you achieve export success.
Identify programs and markets that interest you and your sales objectives.
Visit foodexport.org for details and to register. Or call us. Six staff
organized by state can help you:
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Handy is our new Plan Your Year worksheet to the right. Service Squad
info on reverse panel.
UNITED STATES OF AMERICA

RETAIL PRODUCTS
FOOD SERVICE PRODUCTS
INGREDIENT PRODUCTS
NATURAL PRODUCTS
SPECIALTY/GOURMET PRODUCTS
PRIVATE LABEL PRODUCTS
SEAFOOD PRODUCTS
PET FOOD/FEED PRODUCTS

DATE

LOCATION

Specialty Foods Buyers Mission at the Winter Fancy Food Show

Jan. 18-20

San Francisco, California

Northeast Buyers Mission

Jan. 26-31

Philadelphia, New York City,
Boston

Frozen Food Buyers Mission at the American Frozen Food Institute Frozen Food Convention

Feb. 22-26

San Diego, California

Natural Products Buyers Mission at the Natural Products Expo West Show

Mar. 6-8

Anaheim, California

Pet Food Buyers Mission at the Global Pet Expo

Mar. 11

Orlando, Florida

PRODUCTS

BUYERS MISSIONS

Seafood Buyers Mission at the Seafood Expo North America

Mar. 15

Boston, Massachusetts

Food Service Buyers Mission at the National Restaurant Association Show

May 17-20

Chicago, Illinois

Sweets and Snacks Buyers Mission at the Sweets and Snacks Expo

May 19-21

Chicago, Illinois

Value-Added Feed Ingredients Buyers Mission at World Pork Expo

June 2-6

Des Moines, Iowa

Caribbean and Central American Buyers Mission for Retail and Food Service Products

June 3-5

Miami, Florida

Food and Beverage Buyers Mission at the Food Marketing Institute Connect Show — IT’S BACK!

June 11-13

Chicago, Illinois

Food Ingredients Buyers Mission at the Institute of Food Technologists Show

June 21-22

New Orleans, Louisiana

Specialty Foods Buyers Mission at the Summer Fancy Food Show

June 28-30

New York, New York

Food Export Learn & Sell — IT’S BACK!

Fall

Midwest Region

Natural Products Buyers Mission at the Natural Products Expo East Show

Sept. 17-19

Baltimore, Maryland

Value-Added Feed Ingredients Buyers Mission at World Dairy Expo

Sept. 30 Oct. 3

Madison, Wisconsin

Convenience Products Buyers Mission at the National Association of Convenience Stores Show

Oct. 7-9

Las Vegas, Nevada

Private Label Buyers Mission at the Private Label Manufacturers Association Show

Nov. 16

Rosemont, Illinois

CANADA

DATE

LOCATION

Food Show PLUS!™ at Canadian Restaurant and Foodservices Association Show

Mar. 2-4

Toronto, Canada

Food Show PLUS!™ at SIAL Canada

April 2-4

Montreal, Canada

Focused Trade Mission to Canada for Retail, Food Service and Specialty Products — NEW!

Feb. 11-13

Vancouver, Canada

Focused Trade Mission to Canada for Specialty and Natural Products

Sept. 2-4

Toronto, Canada

MEXICO

DATE

LOCATION

Food Show PLUS!™ at ANTAD

Mar 11-14

Guadalajara, Mexico

Food Show PLUS!™ at Abastur — IT’S BACK!

Aug. 25-28

Mexico City, Mexico

Focused Trade Mission to Mexico for Technical Food Ingredients

July 8-10

Mexico City, Mexico

Focused Trade Mission to Mexico for Snack Foods — NEW!

July 30Aug. 3

Mexico City and Guadalajara,
Mexico

PRODUCTS

FOOD SHOW PLUS!™

TRADE MISSIONS

FOOD SHOW PLUS!™

TRADE MISSIONS

PRODUCTS
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Scan the QR code with your
Smartphone to get up-to-date
information on all Food Export
activities and register online.
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Funds are limited each year. So make sure to participate in the
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CARIBBEAN, CENTRAL AMERICA & SOUTH AMERICA

,

DATE

LOCATION

Food Show PLUS!™ at Exphore — NEW!

May 5-8

Costa Rica

Food Show PLUS!™ at SIAL Brazil

June 24-28

São Paulo, Brazil

Focused Trade Mission to Panama for Retail and Food Service Products

May 2-4

Panama City, Panama

Focused Trade Mission to Colombia for Retail and Food Service Products

July

Bogota, Colombia

PRODUCTS

FOOD SHOW PLUS!™

TRADE MISSIONS

Focused Trade Mission to Colombia and Panama for Value-Added
Feed Ingredients — EXPANDED!
Focused Trade Mission to the Northern Caribbean for Retail and
Food Service Products — NEW!
EUROPE

July 21-25
Sept. 9-12

Bogota, Colombia;
Panama City, Panama
Kingston, Jamaica;
Nassau, Bahamas

DATE

LOCATION

Oct. 19-23

Paris, France

Focused Trade Mission to Poland for Retail and Food Service Products — NEW!

Oct. 15-17

Warsaw and Gdansk, Poland

Focused Trade Mission to Turkey for Retail and Food Service Products — NEW!

Nov. 11-13

Istanbul, Turkey

Seafood Trade Show at Seafood Expo Global (formerly the European Seafood Exposition)

May 6-8

Brussels, Belgium

MIDDLE EAST

DATE

LOCATION

PRODUCTS

FOOD SHOW PLUS!™
Food Show PLUS!™ at SIAL Paris
TRADE MISSIONS

SEAFOOD TRADE SHOWS

PRODUCTS

FOOD SHOW PLUS!™
Food Show PLUS!™ at Gulfood

Feb. 22-27

Dubai, UAE

Food Show PLUS!™ at SIAL Middle East

Nov. 17-20

Abu Dhabi, UAE

Focused Trade Mission to the Middle East for Retail and Food Service Products

Nov. 21-26

Dubai, UAE;
Jeddah, Saudi Arabia

ASIA

DATE

LOCATION

Food Show PLUS!™ at the Supermarket Tradeshow Japan

Feb. 11-14

Tokyo, Japan

Food Show PLUS!™ at FOODEX

Mar. 3-7

Tokyo, Japan

Food Show PLUS!™ at Food Ingredients China

Mar. 25-27

Shanghai, China

Food Show PLUS!™ at Food & Hotel Asia

April 7-11

Singapore

Food Show PLUS!™ at SIAL China

May 12-15

Shanghai, China

Food Show PLUS!™ at Seoul Food & Hotel

May 12-16

Seoul, Korea

Food Show PLUS!™ at Food Ingredients Asia — NEW!

Sept. 24-26

Jakarta, Indonesia

Food Show PLUS!™ at Asia Seafood Exposition

Sept.

Hong Kong

Food Show PLUS!™ at the China Fisheries and Seafood Expo

Nov.

Qingdao, China

Focused Trade Mission to Taiwan for Retail and Food Service Products

May 9-10

Taipei, Taiwan

Focused Trade Mission to Hong Kong for Food Service Products

June 3-5

Hong Kong

Focused Trade Mission to Vietnam for Retail and Food Service Products

June 6-8

Ho Chi Minh City, Vietnam

Focused Trade Mission to China for Food Service and Healthy Products — NEW!

Aug. 11-15

Beijing and additional market,
China

Focused Trade Mission to Korea for Bakery Ingredient Products

Aug. 25-27

Seoul, Korea

Focused Trade Mission to India for Retail and Food Service Products

Sept. 23-27

New Delhi and Mumbai, India

Focused Trade Mission to Japan for Specialty and Natural Products

Oct. 27-29

Tokyo, Japan

Focused Trade Mission to Korea for Specialty and Natural Products

Oct. 30-31

Seoul, Korea

TRADE MISSIONS

FOOD SHOW PLUS!™

TRADE MISSIONS

PLEASE NOTE: Dates and locations are subject to change and upcoming activities are pending funding from the USDA.
All international activities are potentially Branded Program eligible. See Branded Program Manual for full details.

PRODUCTS
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Our programs are designed to work together to help you achieve export success.
They focus on educating you about the beneﬁts of exporting, helping you explore and
enter new markets and remaining successful and competitive once in the market.

Start Here and Become Export Ready!
Learn the Why’s and How’s of exporting. See what export opportunities
may be waiting for you. The right education and preparation can
deﬁnitely enhance your exporting readiness and produce results!

FOODEXPORT
HELPLINE

GLOBALFOOD
MARKETER

™

™

ONE - TO - ONE ANSWERS

NEWSLETTER

Get answers tailored to your company, products and export
markets. Food Export HelplineTM is a complimentary service
that provides one-on-one assistance on many export-related
topics, with customized export advice speciﬁcally for you.

EXPORTESSENTIALS
ONLINE

■

½ÌÊÃÃÊÓä£{Ê>VÌÛÌiÃÊÌ >ÌÊ
will drive export sales!

EVENT

JANUARY – 2014

FEBRUARY – 2014

E - NEWS

Read export news speciﬁcally for U.S. companies in
the Midwest and Northeast. Our bi-monthly newsletter
also covers hot markets, trends and proﬁles of companies
successfully exporting. Visit foodexport.org to sign up
for your free subscription.

MARCH – 2014

SEMINARS+
WEBINARS

ON- DEMAND KNOW HOW

Stop by foodexport.org and ﬁnd a wealth of information
under “Export Essentials”—an educational introduction to
the fundamentals of exporting. Each section provides detailed
information to answer your questions about exporting.

INDUSTRY KNOWLEDGE BANK

Take one of Food Export’s hands-on seminars throughout
the year at many locations on important export topics.
Webinars are complimentary and offer a convenient way
to learn the why and how of exporting.

Explore Markets and Promote Your Products!

APRIL – 2014

MAY – 2014

Become conﬁdently armed with exporting intelligence.
Now you’re ready to explore markets and meet with buyers!

MARKETBUILDER
INDUSTRY INSIGHTS

■

MARKET INTELLIGENCE

Get our MarketScan which includes customized competitive
overview, importation analysis, referrals and importer list. The
RepFinder also includes in-market assistance appointments
with targeted importers.
Ê UÊ>ÀiÌ-V>\Êf{ää]Ê,i«`iÀ\ÊfxääÊ
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■

JUNE – 2014

TOTAL MARKET IMMERSION

Experience total market immersion for your product and
brand. Travel and explore a market. There’s no better way
to understand the local food industry landscape, assess the
competition and learn about the promotion of your products.

JULY – 2014

ONLINEPRODUCT
CATALOG

BUYERSMISSIONS
INTERNATIONAL BUYERS

FOCUSED
TRADEMISSIONS

HERE AT HOME

24-7 ONLINE EXPOSURE

Get the cost-effective way to meet international buyers and
promote your products—without leaving the U.S. Our Buyers
Missions, aligned with the industry’s biggest tradeshows, are
pre-screened, qualiﬁed and interested in U.S. products from
the Midwest and Northeast.

Upload your product information and photos into this
virtual directory and get 24-7-365 exposure and attract
more international buyers. It’s simple to use and the best
part—offered at no charge!

FOODSHOW
PLUS!

AUGUST – 2014

SEPTEMBER – 2014

™

INTERNATIONAL TRADESHOW SUCCESS

Become a more conﬁdent international exhibitor with our
tradeshow enhancement package. FSP! can maximize your
ÌÀ>`iÃ ÜÊÃÕVViÃÃÊÜÌ \Ê«ÀiÃ ÜÊ«À`ÕVÌÊÀiÃi>ÀV ]Ê>ÌiÀ>Ê
translation, in-market brieﬁngs, lead generation and more.

OCTOBER – 2014

Become a Global Brand!
Remain Competitive Internationally. Food Export
offers reimbursement for a wide variety of international
marketing activities.

NOVEMBER – 2014

BRANDEDPROGRAM
50% MORE INTERNATIONAL MARKETING

Enroll in Food Export’s 50% cost-share reimbursement program
and learn how you can make the most of your marketing budget.
Qualifying companies can make their promotional efforts go even
vÕÀÌ iÀ°Ê iÜÞÊ>««ÀÛi`ÊÀiLÕÀÃiiÌ\ÊÜiLÃÌiÊ`iÛi«iÌÊ

and electronic marketing. Get your brand out there.
Take advantage of the in-store promotions and
demonstrations, point-of-sale materials and more!

DECEMBER – 2014

USE OUR SERVICE SQUAD.
Contact our Service Squad to help
build a plan for export success.
(Contact info on back panel)

FIND EXPORT SUCCESS.
CALL OR EMAIL US.
WE’RE HERE TO HELP.
FOOD EXPORT-MIDWEST

LOCATION

COST

REGISTRATION DEADLINE

Molly Burns | 312.334.9219 | mburns@foodexport.org
“It’s one thing to have an interest in exporting
or expanding internationally. I can help you
determine how best to act and achieve your
export goals.”
Indiana, Minnesota, Missouri, Nebraska
Brian Fisher | 312.334.9217 | bﬁsher@foodexport.org
“I really enjoy helping companies realize
their potential and ﬁnd export success with
the Food Export platform of programs and
services.”
Illinois, Iowa, Kansas, Ohio
Paul Weiss | 312.334.9221 | pweiss@foodexport.org
“I will keep you informed of upcoming Food
Export events and programs to help your
export business grow.”
Michigan, North Dakota, South Dakota,
Wisconsin

NH

ND

ME

VT

MN
SD

WI
MI

NE

IL
KS

MA

NY

IA
IN

OH

PA

MO

RI

CT
NJ

DE

FOOD EXPORT-NORTHEAST
Howard Gordon | 215.599.9748 | hgordon@foodexport.org
“I can listen and help you develop your export
plans with Food Export’s portfolio of activities and
services. I look forward to speaking with you!”
Delaware, New York, Vermont

Adrienne Messe | 215.599.9747 | amesse@foodexport.org
“It’s rewarding to help a company expand their
sales overseas. Your products can be sold
around the world this year. I look forward to
helping you.”
New Hampshire, New Jersey, Pennsylvania
Anna Tranfaglia | 215.599.9749 | atranfaglia@foodexport.org
“Assisting companies to discover and explore new
markets is incredible. I look forward to helping
you take advantage of all that Food Export has
to offer.”
Connecticut, Maine, Massachusetts,
Rhode Island

Make your market.

SM

Do you EXPORT?
Whether you are just testing the waters or you are an experienced exporter, Food Export
has programs and services that can take you to the next level of export success! Are you

READY?

EXPORTER

U

U

U

U

U

U

GLOBALFOOD
MARKETER

U

U

U

SEMINARS+
WEBINARS

U

U

U

U
U
U
U

U
U
U
U

BUYERSMISSIONS

U

U

FOODSHOW
PLUS!

U

U

FOCUSED
TRADEMISSIONS

U

U

ONLINEPRODUCT
CATALOG

U

U

HELPLINE

™

EXPORTESSENTIALS
ONLINE

™

™

™

MARKETBUILDER

™

Q

MarketScan

Q

RepFinder

Q

In-Market Representatives (IMRs)

™

U
U
U
U

BRANDEDPROGRAM
Q

Website & Electronic Marketing (NEW)

Q

In-Store Promotions and Demonstrations
Point-of-Sale and More!

Q

Contact Us TODAY!
If you have already benefited from Food Export’s services, we encourage
you to participate in additional programs. We look forward to helping
you on your path to exporting success.
Visit our web site for more information:

foodexport.org | Make your market.

SM

Food Export – Midwest: 312.334.9200
Food Export – Northeast: 215.829.9111
info@foodexport.org

Our 6 Customer Service Squad leaders
can answer program questions and help
plan a year of export success!

Make your market.

SM

Food Export-Midwest and Food Export-Northeast can help no matter where you are on your
exporting path. Select the programs and services that are right for you. Let us help you take the
difﬁculty out of exporting and seize opportunities in the right markets to build your brand and
accelerate your sales!

309 W. Washington Street
Suite 600
Chicago, IL 60606 USA
/\ÊÎ£Ó°ÎÎ{°ÓääÊ\ÊÎ£Ó°ÎÎ{°ÓÎä
foodexport.org

One Penn Center
1617 JFK Boulevard
Suite 420
Philadelphia, PA 19103 USA
/\ÊÓ£x°nÓ°£££Ê\ÊÓ£x°nÓ°ÇÇÇ
foodexport.org

Food Export Northeast and Midwest do not tolerate fraud and are vigilant in preventing fraud in any of our programs.
Food Export does not discriminate, and we reserve the sole right to accept or deny companies into our programs.
For complete participation policies and our code of ethics, visit: foodexport.org/termsandconditions.

