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EXPERIENCE
MARKETS
FIRST-HAND
THROUGH FOCUSED TRADE MISSIONS…
AND GET AN EDGE ON YOUR COMPETITION

Food Export programs are designed to educate your company on the
EHQH¿WV RI H[SRUWLQJ KHOS \RX explore and enter new markets DQG
remain successful and competitive once you’re in the market. Focused
Trade Missions make up an important piece of this overall program to help
you drive results.
Offering U.S. companies both a sales
opportunity and an educational experience,
Focused Trade Missions give you a lot
of bang for your marketing buck. The
missions bring companies to a country to
OHDUQ¿UVWKDQGDERXWWKHPDUNHWDQGPHHW
IDFHWRIDFHZLWKORFDOSUHTXDOL¿HGEX\HUV
They are well-organized trips with services
to help you navigate a different culture and
assist with business meetings.
Services provided during Focused Trade
Missions vary, but most often include:
 C
 ustom pre-event market research for

 I mportation of samples into the target

market
Each year, companies take advantage of
these well-organized trips and have reaped
WKHEHQH¿WV²UHSRUWLQJRYHUPLOOLRQLQ
projected export sales in 2012.
Following are the success stories of just a
few of these companies…
Focused Trade Missions bring small
groups of U.S. suppliers to a country
with the goal of building participants’
export businesses.

one of your products










Grovara, a premium health food
0
 DUNHW EULH¿QJV E\ ORFDO 86'$ distribution group located in Pennsylvania,
LV H[SHULHQFLQJ VLJQL¿FDQW JURZWK LQ
Foreign Agricultural Service staff
their export business as a result of their
S
 cheduled one-on-one buyer meetings
participation in the 2013 Focused Trade
R
 etail/site tours
Mission to Guangzhou. The company
FRPSOHWHG WKHLU ¿UVWWLPH H[SRUW VDOH WR
T
 abletop showcase and trade reception
Southeast Asia after meeting face-toT
 ransportation coordination
face with a Hong Kong buyer during the
Focused Trade Mission. Peter Groverman,
I nterpreter present throughout mission
CEO, explained, “We would not have
O
 n-site assistance at buyer-seller
completed this export sale if it weren’t for
meetings and tours by Food Export’s Inthe opportunity we had to go to China
Market Representative
through Food Export and meet face-to-face
I nclusion in mission brochure containing with buyers. During the mission we met with
\RXU FRPSDQ\ SUR¿OH FRQWDFW GHWDLOV EX\HUVDQGZHH[SHFW¿YHRIWKHVHWRWXUQ
and product lines
into actual export sales in the coming year.”

. . . . . . . . . . . . . . FRYHUVWRU\FRQWLQXHGRQEDFNFRYHU

MARKET FOCUS: POLAND
Poland has been described as an oasis of
economic stability in a turbulent Euro zone,
UHSRUWV WKH 86'$ )RUHLJQ $JULFXOWXUDO
Service. This region highly regards its
American connection and proudly displays
WKRVH OLQNV ZLWK DQ $PHULFDQ ÀDJ RU
JHRJUDSKLFLGHQWL¿HU
Poland is the only country not to experience
D IDOO LQ *'3 WKURXJKRXW WKH HFRQRPLF
crisis. However in 2012 the growth slowed
down, amounting to 2.0 percent. In 2013
DQG*'3JURZWKLVH[SHFWHGWRUHPDLQ
stable and account for 1.9 and 3.0 percent,
respectively. The trade balance is forecast
to worsen, meaning Poland will look to
import products to satisfy internal demand:
in 2012 imports accounted for 150.1 billion
HXURDQGDUHH[SHFWHGWRLQFUHDVHWR
billion euro in 2014.
3RODQG¶V SRSXODWLRQ RI  PLOOLRQ LV
increasingly concentrated in cities with 61
percent living in urban centers. The median
DJH LV  \HDUV ROG DQG LQFUHDVLQJ $
trend toward smaller families is becoming
more apparent in Poland’s 13.3 million
households, with an average household
VL]H RI  3ROLVK IDPLOLHV HDW WRJHWKHU
and households buy for only a few days
to stock the house. Convenience foods
are growing more popular, but traditional
women roles to shop and cook remain in
place. The Polish consumers are becoming
more sophisticated and increasingly value
variety and availability of food products.
Imports are rising steadily to cater to such
demands and compensate for Poland’s
seasonal production.
The regions’ HRI and Food Processing
sectors are expanding, providing room for
investment by American companies and
opportunities for U.S. suppliers of a wide
variety of ingredients. Many consumerready and high-value food products, such
as confectionery products, are performing
well. The country also imports baking

UPCOMING ACTIVITY
IN POLAND
Focused Trade Mission to Poland for
Retail and Food Service Products
2FWREHU:DUVDZDQG*GDQVN
3RODQG
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ingredients, seafood, wine and spirits, language of commerce, but it is important
SHW IRRG DOPRQGV SLVWDFKLRV VXQÀRZHU to check in advance to see if translation
seeds, protein isolates, grapefruit, raisins service may be necessary.
and cranberries in large quantities.
Business attire is formal, including a suit and
tie for men and a suit or dress for women.
Best Product Prospects
Best U.S. product prospects include:
nuts, wine, whiskey, distilled spirits, Is Poland the Right Market for You?
salmon, Alaskan pollock, soybean oilcake, Food Export provides the services and
dried fruit, cranberries, protein isolates, activities you need to help determine
if Poland is the right market for your
grapefruit, and seafood.
product. In fact, Food Export is hosting a
Doing Business in Poland
Focused Trade Mission in October, which
The best way to understand the Polish would be a great opportunity to experience
market is to visit and speak to importers WKH PDUNHW ¿UVWKDQG DQG PHHW EX\HUV
and distributors in order to prepare the best face-to-face.
entry strategy for your product. Personal
contact is considered very important If you’re interested in developing potential
when conducting business in Poland as sales, market education, meeting global
most purchases are made after meeting an buyers, or qualifying for funding assistance
exporter or their representative in person. in marketing your products overseas,
English is increasingly common as the contact us.

Visit our website at www.foodexport.org

NEWS STORIES
U.S. MAKES PROGRESS WITH CHINA AT THE U.S.-CHINA
JOINT COMMISSION ON COMMERCE AND TRADE
Late last year, Agriculture Secretary, Tom Vilsack, reported progress on a number
of trade issues with China as a result of the 24th U.S.-China Joint Commission on
Commerce and Trade (JCCT), which took place in Beijing. The JCCT is the highest
level bilateral forum for the resolution of trade and investment issues between the
United States and China. According to Vilsack, his discussions with Premier Li
Keqiang and other Chinese leaders laid the groundwork for future cooperation related
to our shared interests in food security, food safety, and sustainability, as well as the
expansion of export opportunities for American farmers and ranchers. Furthermore,
a number of high-priority issues for agriculture were discussed, including access for
beef and horticultural products, the approval process for biotechnology products,
and import suspensions for four states related to avian influenza.
The two countries also committed to hold a second High Level Agricultural
Symposium in 2014.

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

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
UFMtXXXGPPEFYQPSUPSH
Michelle Rogowski
Deputy Director
mrogowski@foodexport.org
Teresa Miller
International Marketing Program Manager
tmiller@foodexport.org

SUCCESS STORY
FIRS T - TIME BUYERS MISSION PARTICIPANT MAKES S WEET
DEAL IN VIETNAM
In May 2013, Albanese Confectionery Group, Inc.,
located in Merrillville, Indiana, participated in their
first Food Export-sponsored Buyers Mission held in
conjunction with the Sweets and Snacks Expo. Through
one-on-one meetings with qualified buyers, the company
was introduced to a buyer from Vietnam. According
WR %LOO 7KXUQHU 'LUHFWRU RI 6DOHV DQG 0DUNHWLQJ IRU
Albanese Confectionery, “We just completed a new
H[SRUWVDOHWR9LHWQDPIRURIEUDQGHGFRQVXPHUSDFNDJHGJXPPLHVDQGZH
expect they will order again. This is a first-time export sale to the country for us.
I doubt the sale would have resulted without the one-on-one buyer meeting. With
continued follow up with buyers we met during the one-on-one meetings, we hope
to have more success.”
Albanese Confectionery is a U.S. manufacturer of The World’s Best Gummies,
*ROG/DEHO&KRFRODWHVDQGRWKHUWDVW\FRQIHFWLRQV)RXQGHGLQWKHFRPSDQ\
uses only the highest quality food ingredients.
Food Export is once again conducting a Buyers Mission, May 19-21, in conjunction
with the Sweets and Snacks Expo. Register online today to secure your spot!

Joe Yotti
Branded Program Manager
jyotti@foodexport.org

FOOD EXPORT–NORTHEAST
UFMtXXXGPPEFYQPSUPSH
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
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: www.foodexport.org/termsandconditions.

Global Food Marketer © 2014 is published by
Food Export–Midwest and Food Export–Northeast.

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
Nebraska–Stan Garbacz
402.471.4876
North Dakota–Erin Leigh
Markestad
701.328.2662

Ohio–Tim Sword
614.728.3120

Maine–Jeff Bennett
207.541.7400

South Dakota–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

New York–Kathryn Bamberger
518.457.7076

Visit our website at www.foodexport.org
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COVER STORY CONTINUED
In fact, just four weeks after the Focused
Trade Mission, the company made an
initial export sale to Hong Kong for
RIDYDULHW\RIWKHLUKHDOWKIRRG
products. They expect these sales to grow
WRLQWKHQH[W\HDU,QDGGLWLRQ
the company expects new sales from all
¿YH QHZ DFFRXQWV WKH\ HVWDEOLVKHG DW
WKH7UDGH 0LVVLRQ WR UHDFK  LQ
2014 and grow into the millions in the
QH[WFRXSOH\HDUV²$OODVDUHVXOWRIRQH
Focused Trade Mission!
6HH WKH PDUNHW G\QDPLFV ¿UVWKDQG
and discover your products’ potential
in the market.
After being introduced to a Canadian
broker during the 2012 Focused Trade
Mission to Canada for Specialty
and Natural Products, Gagne Foods
FRPSOHWHG WKHLU ¿UVWWLPH H[SRUW VDOH WR
&DQDGD6RPHUVHW*DJQH6DOHV'LUHFWRU
explained, “We would not be doing these
export sales if it weren’t for the Focused
Trade Mission. I didn’t know a lot about
the Canadian market before the event
and learned a great deal through the
UHWDLO WRXUV VSHDNHUV DQG WKH )RRG
Export In-Market Representative. She
provided a wealth of knowledge to help
XVVXFFHVVIXOO\FRPSOHWHRXU¿UVWH[SRUW
sales to Canada.”

WR WKH UHJLRQ 2FWREHU  ZH H[SRUWHG
D  RUGHU RI HJJV WR WKH UHJLRQ DQG
expect these sales to continue and grow.”
Explore opportunities in emerging
markets for a minimal investment.

a distributor they met through their new
broker. The Maine company expects these
VDOHVWRUHDFKLQ,QDGGLWLRQ
their broker put them in touch with two other
distributors that should result in more export
sales in 2015.

'XULQJ WKH  )RFXVHG 7UDGH 0LVVLRQ
to Brazil and Chile, Sugardale Foods met
face-to-face with a buyer from Chile.
“The Focused Trade Mission allowed us
to solidify a relationship with the buyer
WKURXJK IDFHWRIDFH PHHWLQJV $V D UHVXOW
ZH ZDONHG DZD\ ZLWK RXU ¿UVWWLPH H[SRUW
sale to Chile. We expect our monthly sales
RI  OEV RI RXU SURFHVVHG SURGXFWV WR
JURZ E\  LQ ´ explained Hiram
Cardenas, International Business Manager.

The Ohio company plans to take advantage of
0HHW IDFHWRIDFH ZLWK EX\HUV WR EXLOG other Food Export-sponsored Focused Trade
and solidify relationships.
Missions that are taking place in emerging
Companies experience the value of markets for their type of products. Hiram
attending more than one Focused Trade added, “The missions are very professional.
Mission to a region to help reinforce their Food Export does all the homework for us to
initial introduction to a buyer. Fornazor make arrangements for our company to meet
International attended the Focused Trade with quality buyers. The level of potential
0LVVLRQ WR 'XEDL DQG 4DWDU LQ  7KH customers that we meet is very high.”

mission allowed the Michigan company to
make some valuable new connections. Then
at the Gulfood Show in February 2012, they
were able to follow up face-to-face with
one of the contacts they had previously met.
According to Susan Rosenthal Jay, Business
The sale was completed in January of 'HYHORSPHQW 0DQDJHU IRU )RUQD]RU
 WRWDOLQJ  RI WKHLU SULYDWH “Because of several repeated interactions
label frozen biscuits as well as a with people on the ground in the Middle
VHFRQG RUGHU RI ELVFXLWV IRU  WR (DVWZHZHUHDEOHWRPDNHDQHZH[SRUWVDOH

Where Will Focused Trade Missions Be
Offered in 2014?
Now is a great time to investigate where
Focused Trade Missions will be offered in
the coming year to help you decide which
markets you want to explore and connect
with potential buyers. Visit our website at
www.foodexport.org/focusedtrademissions
to plan your next trip.

Food Export–Midwest and Food Export–Northeast Activities
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 for more information.
Buyers Missions—International Buyers — Here at Home
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.
Food Service Buyers Mission at the National Restaurant
Association Show 0D\&KLFDJR,OOLQRLV 
5HJLVWUDWLRQ'HDGOLQH$SULO

Value-Added Feed Ingredients Buyers Mission at World
Pork Expo -XQH0LQQHDSROLV0LQQHVRWDDQG'HV
0RLQHV,RZD 5HJLVWUDWLRQ'HDGOLQH$SULO

Sweets and Snacks Buyers Mission at the Sweets and
Snacks Expo 0D\&KLFDJR,OOLQRLV 
5HJLVWUDWLRQ'HDGOLQH$SULO

Caribbean and Central American Buyers Mission -XQH
0LDPL)ORULGD 5HJLVWUDWLRQ'HDGOLQH$SULO
Food and Beverage Buyers Mission at the FMI Connect Show
-XQH&KLFDJR,OOLQRLV 5HJLVWUDWLRQ'HDGOLQH
April 30, 2014

Focused Trade Missions—Total Market Immersion
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 discover your products’ potential in that market.
Focused Trade Mission to Vietnam for Retail and Food
Service Products -XQH+R&KL0LQK&LW\
9LHWQDP 5HJLVWUDWLRQ'HDGOLQH0DUFK

Focused Trade Mission to Colombia for Value-Added Feed
Ingredients -XO\%RJRWD&RORPELD 
5HJLVWUDWLRQ'HDGOLQH$SULO

Focused Trade Mission to Mexico for Technical Food
Ingredients -XO\0H[LFR&LW\0H[LFR 
5HJLVWUDWLRQ'HDGOLQH$SULO

Focused Trade Mission to Mexico for Snack Food -XO\
0H[LFR&LW\DQG*XDGDODMDUD0H[LFR Registration
'HDGOLQH0D\

Focused Trade Mission to Panama for Value-Added Feed
Ingredients -XO\3DQDPD&LW\3DQDPD 
5HJLVWUDWLRQ'HDGOLQH$SULO

Food Show PLUS!™—International Tradeshow 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 SIAL Brazil -XQH
6DR3DXOR%UD]LO 5HJLVWUDWLRQ'HDGOLQH$SULO

Seafood: Food Show PLUS!TM at the Seafood Expo Asia 
6HSWHPEHU+RQJ.RQJ

Food Show PLUS!TM at Abastur International Hotel &
Catering Show 6HSWHPEHU0H[LFR

Food Show PLUS!TM at Food Ingredients Asia 2FWREHU
-DNDUWD,QGRQHVLD
Food Show PLUS!TM at SIAL Paris 2FWREHU
3DULV)UDQFH

Customer Service to Serve You!
Visit www.foodexport.org to get complete details and register online. Or call our Outreach and Customer Service staff to answer any questions.

)RRG([SRUW0LGZHVW&XVWRPHU6HUYLFH

)RRG([SRUW1RUWKHDVW&XVWRPHU6HUYLFH

,QGLDQD0LQQHVRWD0LVVRXULDQG1HEUDVNDMolly Burns 312.334.9219

'HODZDUH1HZ<RUNDQG9HUPRQWHoward Gordon 215.599.9748

,OOLQRLV,RZD.DQVDVDQG2KLR Brian Fisher 312.334.9217

1HZ+DPSVKLUH1HZ-HUVH\DQG3HQQV\OYDQLD Adrienne Messe 215.599.9747

0LFKLJDQ1RUWK'DNRWD6RXWK'DNRWDDQG:LVFRQVLQ Paul Weiss 312.334.9221

&RQQHFWLFXW0DLQH0DVVDFKXVHWWVDQG5KRGH,VODQG Anna Tranfaglia 215.599.9749

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.
MARCH/APRIL GFM 2014

Visit our website at www.foodexport.org

MARKET
ENTRY

MARKETBUILDER
INDUSTRY INSIGHTS ■ MARKET INTELLIGENCE

Whether you are new to the Market Builder Program or an existing user looking to enter a new market, this is a great
opportunity to drive export sales. You can use both MarketScan and RepFinder or just one component.

RETAIL SUPPLIERS

MARKET BUILDER IS OFFERED IN

MarketScan includes:

Argentina, Austria, Bahrain, Belgium,
Brazil, Bulgaria, Canada, Caribbean,
Chile, China, Colombia, Costa Rica,
Czech Republic, Denmark, El Salvador,
Finland, France, Germany, Guatemala,
Honduras, Hong Kong, India, Indonesia,
Italy, Japan, Korea, Kuwait, Malaysia,
Mexico, Netherlands, Nicaragua, Norway,
Oman, Panama, Paraguay, Philippines,
Poland, Portugal, Qatar, Romania, Saudi
Arabia, Singapore, Spain, Sweden,
Switzerland, Taiwan, Thailand, United
Arab Emirates, United Kingdom, Uruguay,
and Vietnam.

■ Store Check and Distribution Analysis: Offers the brand names, packages, sizes, regular
retail prices, current price specials, and shelf space allotments for similar products.
■ Competitive Product Shopping: First-hand information and samples of similar and
competing products sold in the market.
■ Importation Analysis: Import regulations and restrictions affecting the importation of your
product into a country.
■ Distributor Referrals: Importer feedback on package size, labeling, taste, appearance,
price, and marketability.
■ Target Importer List: Includes contact names/information and a brief summary of importers’
profiles.

RepFinder includes:
■ Distributor Referrals: Importer feedback on package size, labeling, taste, appearance,
price, and marketability.
■ Target Importer List: Includes contact names/information and a brief summary of
importers’ profiles.
■ In-Market Assistance: A minimum of three one-on-one appointments will be arranged
with participating companies and targeted importers. An International Marketing
Executive will assist in communication and interpretation and moderate meetings.

INGREDIENT SUPPLIERS
MarketScan includes:
■ Store Check and Distribution Analysis: Provides examples of product applications in the
market, where in the supply chain the participant’s product is needed, and whether the
product is imported directly or through specialized intermediaries.
■ Translation of up to four pages of technical information.
■ Importation Analysis: Import regulations and restrictions affecting the importation of your
product into a country.
■ Distributor Referrals: Importer feedback on manufacturing and processing applications,
technical specifications, minimum order size, and price.

MARKETSCAN: $400.
REPFINDER: $500.
MARKET BUILDER PACKAGE: $750.

CUSTOMER
SERVICE
Food Export Outreach & Customer Service staff
have answers to your questions. Want more
information or to register? We’re here to help.
www.foodexport.org
Call: (312) 334-9200 or (215) 829-9111
E-mail: info@foodexport.org

■ Target Importer List: Includes contact names/information and a brief summary of importers’
profiles.

RepFinder includes:
■ Distributor Referrals: Importer feedback on manufacturing and processing applications,
technical specifications, and minimum order size.
■ Target Importer List: Includes contact names/information and a brief summary of importers’
profiles.
■ In-Market Assistance: A minimum of three one-on-one appointments will be arranged with
participating companies and targeted importers. An International Marketing Executive will
assist in communication and interpretation and moderate meetings.
MARCH/APRIL GFM 2014

Make your market.

SM

WHO ARE WE
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.

F OOD E XPORT H ELPLINE™: AGRICULTURAL TARIFF TRACKER
42XU&RPSDQ\SURGXFHVDOLQHRIFKLSVLQYDULRXVÀDYRUVWKDWDUHPDGHIURP0DLQHSRWDWRHVZLWKVRPHLPSRUWHGVHDVRQLQJV
:HDUHWU\LQJWRWDUJHW&HQWUDODQG6RXWK$PHULFDQPDUNHWVWKDWWKH86KDVD)UHH7UDGH$JUHHPHQWZLWKEXWZHKDYHKDG
DKDUGWLPH¿JXULQJRXWZKDWWKHGXWLHVRQWKHSURGXFWVDUHLQHDFKFRXQWU\,WVHHPVOLNHHYHU\VRXUFHZHFRPHDFURVVKDVD
different rate. Is there one location for timely and accurate duty information on these countries?
$1DYLJDWLQJ)UHH7UDGH$JUHHPHQWV
)7$VKDVDOZD\VEHHQDFKDOOHQJHIRU
many food and agricultural exporting
FRPSDQLHV SHU SURGXFW DQG SHU
market. It takes a few different steps
DQG PXOWLSOH UHVRXUFHV WR FRPSDUH
FRQWUDVW DQG FRQ¿UP WDULII WUHDWPHQW
RQ SURGXFWV 7KH JRRG QHZV LV DV
DQQRXQFHG LQ )RRG ([SRUW¶V $XJXVW
 ZHELQDU RQ )7$ XSGDWHV WKHUH
is a new resource available that was
recently introduced and does some of
WKH PDWK IRU \RX DQG SURYLGHV RWKHU
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 user-friendly
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
FKDOOHQJHV ,W VLPSOL¿HV WKH VHDUFK IRU
product tariffs so 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
$QQH[   RI WKH VSHFL¿F FRXQWU\ RI
interest, checking the base rate of duty
and determining what the corresponding
staging category letter in the schedule
meant by going into yet another section of
the legal text (Annex 3.3).
The best location to accomplish this is
the platform with the most coverage and
links to a number of individual sites for
the U.S. Free Trade Agreements, www.
export.gov on the front page click on
³1$)7$&HUWL¿FDWH´2QWKHVHFRQGSDJH
FOLFN RQ ³/HDUQ WR %HQH¿W IURP )7$V´
DQGRQWKHWKLUGSDJH\RXZLOO¿QGDOLVW
of current trade agreements.
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
,QIR 'DWDEDVH 7KH $JULFXOWXUDO 7DULII
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
the WTO. Register with 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.
$QG\RXVWLOOKDYHQRWFRQ¿UPHGWKHWDULII
in the legal text of the agreement.
7R FRQ¿UP WKH WDULII \RX QHHGHG WR JR
to the Legal Text of the agreement. You
needed to close the Customs Info window,
DQG EDFN XS WR WKH PDLQ &$)7$'5
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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
Updated August 2013
Export Essentials: Free Trade Agreements:
How to Track Tariff Reductions and Quotas
The Impact of the U.S. – Korea Free Trade
Agreement

IRU H[DPSOH DQG FOLFN RQ ³&$)7$'5
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
GRZQ WR  DQG \RX ZLOO ¿QG WKH
product “Patatas” (Potatoes). Like many
of the countries of interest, Costa Rica’s
WDULIIFRGHVDUHGLJLWVDVWKH\KDYHDGGHG
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
QXPEHULV³'´ZKLFKPHDQVWKHSURGXFWLV
RQD¿IWHHQ¿YH\HDUSKDVHRXWWREHFRPH
free from duty. For 2014 the duty is 16.4%
and on January 1, 2020 potato chips will be
free from duty from the U.S., if they qualify
for the agreement. Then you needed to do
WKHPDWKDQG¿JXUHRXWZKHQWKHDJUHHPHQW
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.
:KDW :H &DQ 'R 1RZ :LWK$J 7DULII
Tracker
Currently, the tracker has information for
trade agreements with 10 FTA partners.
Information for other FTA partners will
eventually be uploaded along with new

. . . . . . . . . . . . . . FRQWLQXHGRQEDFN
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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.
The website of the Ag Tariff Tracker is:
http://apps.fas.usda.gov/agtarifftracker
Once in the website, you will see links
in the top right which lead to a number
RI YDOXDEOH )$4V DV ZHOO DV OLQNV
to external websites including FTA
customs locations, U.S. Government
websites which include FTA information
and the link to Food Export–Midwest
and Northeast.
To begin you need to do a little
programming. It asks if you are
“Exporting or Importing” but is defaulted
to exporting, so you can leave it there.
Below this it requests a selected country
DQG\RXZLOO¿QGDOORIWKRVHOLVWHGDERYH
DVDYDLODEOH7KH¿UVWRQHLQDOSKDEHWLFDO
order is Colombia, so click on that. Your
next choices are to select by an HS code or
commodity group which is an aggregate
list of like products. If you enter the HS
code of 200520, the tariff treatment for
Colombia will display. According to the
Tracker HS code 20052000, “Patatas”
was free from duty when the agreement
entered into force in May 2012.
If you looked in the tariff elimination
schedule in the legal text, you would
¿QGWKHOHWWHU³$´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
IRU ERWK 3') DQG ([FHO ,I \RX KDYH D
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
or codes and many of these aggregates
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are also in Spanish, so you may need to
LQWHUSUHWWKHPIRUPRUHVSHFL¿FV

LQWRWKHVSHFL¿F)7$\RXDUHZRUNLQJRQ
Let’s use Panama as an example.

The Tracker also has valuable information
RQ 7DULII 5DWH 4XRWDV DQG 6DIHJXDUG
0HDVXUHV7DULII 5DWH 4XRWDV RU ³754V´
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
ZKLFKLVPHWULFWRQVLQ$IWHU
WKDW WKH GXW\ VKRRWV XS WR  XQWLO
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.

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 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.

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
UDWHRILQDQGZLOOQRWEHIUHH
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 go back into www.export.gov and
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The rule of origin says: “A change to heading
20.02 through 20.05 from any other chapter,
H[FHSWIURPKHDGLQJ´+6FRGH
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 your claim of origination is
VDWLV¿HGEDVHGRQDQDSSURSULDWHWDULIIVKLIW
RI\RXULPSRUWHGLQJUHGLHQWVLQWRWKH¿QDO
product. The product is indeed free from
duty for your customer.
Now you can close the Rules of Origin
¿OH DQG JR EDFN WR WKH 3DQDPD ZHEVLWH
While on the same page, click on the link,
³'RFXPHQWLQJ 2ULJLQ´ <RX ZLOO VHH WKH
3DQDPD73$ KDV QR RI¿FLDO FHUWL¿FDWH RI
origin requirements. The responsibility
for claiming origin is also placed upon
the importer and not the exporter as
with NAFTA or any other FTA where a
FHUWL¿FDWH RI RULJLQ LV UHTXLUHG :KHQ D
FHUWL¿FDWHRIRULJLQIRUDQ)7$LVPDQGDWRU\
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
H[HUFLVHXVLQJDFHUWL¿FDWHWHPSODWHZRXOG
be appropriate. 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

