
BY LUCAS WITMAN
Cheese loving consumers and
cheese retailers alike are up in
arms about a recent move made
by the Food and Drug Adminis-
tration to block imports of
French cheese, mimolette. News
of the possible crackdown came
after American and French
media learned that a 1,100-
pound shipment of the cheese
had been refused entry into the
country when FDA inspectors in
New Jersey found unacceptable
levels of microscopic cheese
mites on the product. Today, the
future of mimolette in the United
States is uncertain, as FDA rules
may prohibit future imports of

In April, authorities in Florida ar-
rested John Diaz and his wife Mer-
cedes Avila-Diaz the co-owners of
Miami-area Diaz Supermarkets, on
suspicion of conducting a $35 mil-
lion money laundering scheme as
well as engaging in workers com-
pensation fraud. The couple could
face up to 95 years in prison if
they are convicted of the charges.

A chain of stores in the Miami
area, especially popular among
the city’s Latino population, Diaz
Supermarkets feature tortillerías,
specialty butchers and depart-
ments offering catering services
for events like quinceañeras and

Owners of Diaz Supermarkets in Miami Accused of $35 Million Fraud
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weddings. The family started the
company in 2006, and they now
own four markets.

The scheme the Diaz family is
accused of operating centers on
the chain’s check cashing services.
An investigation into the couple
found that the chain’s check cash-
ing business was used to launder
drug money. The pair allegedly
cashed fraudulent checks, know-
ing the money’s illicit origins, and
kept a cut of the money for them-
selves. The pair are also accused of
evading the requirement to pay for
workers compensation coverage
for another business, Diavila En-

terprises, a tax preparation com-
pany that they have owned since
2003.

For grocers and other retailers,
the arrests of John Diaz and Mer-
cedes Avila-Diaz illustrate the need
to be cognizant of the dangers of
intentionally or inadvertently en-
gaging in retail fraud. Many retail-
ers work to gird themselves
against customer-perpetrated
fraud, such as shoplifting, check
fraud and return fraud. However,
too often, retailers may be some-
what less vigilant when it comes to
crimes perpetrated by the store it-
self and its staff. Such crimes in-

clude money laundering, workers
compensation fraud, SNAP fraud
and others. 

Experts argue that the best way
for a retailer to protect itself
against fraud perpetrated within its
own ranks is to carefully hire re-
sponsible staff members by con-
ducting background checks on
employees before they are hired.
Retailers also need to be vigilant in
monitoring employees to ensure
they are following company policy.
In addition, a retailer must estab-
lish a clear policy on employee

BY LORRIE BAUMANN
The Swiss Knife Shop has its
home on the Internet. In business
for more than 10 years, the shop
started as an online retailer for
Victorinox Swiss Army Knives.

“We have an extremely strong
following for Victorinox profes-
sional kitchen cutlery, which is
made in Switzerland. It is very
high quality, sells at very low
prices and gets great reviews
when held up against the famous
forged knife lines,” says Market-
ing Manager Heather Elmer.
“We’re one of the largest retailers

Swiss Knife Shop: Cutting Through to Quality

Sofi Award 
Finalists 
Announced Ahead
of Summer Fancy
Food Show

Foodies and Cheesemongers Lament Looming
Loss of Beloved French Mimolette Cheese

of Swiss Army in the country.”
While the Victorinox Swiss

Army Knives are still the shop’s
biggest sellers, Swiss Knife Shop
has expanded its product line to
include kitchen cutlery. “The
kitchen side of things is going
very well,” Elmer says. “We
started with Wüsthof, which is
such a great brand and has always
been very strong for us. It’s been a
nice extension to the other side of
the business.”

Over time, the kitchen line has
continued to grow, even as the
store’s management keeps a tight

focus on high quality and great de-
sign, with very little deviation
from European brands or from
cutlery tools and accessories. In
addition to Wüsthof knives, the
store now carries Zwilling and
Shun products. “Shun isn’t made
in Europe, but it’s another exam-
ple of very high-quality, beauti-
fully designed blades,” Elmer says.

Swiss Knife Shop also now car-
ries Bamix immersion blenders
and food processors, made in
Switzerland, and Peugeot salt and

authentic French-made mimo-
lette into the country.

Mimolette, traditionally made in
Lille, France, is a hard cheese with
a distinctive bright orange color
and a mottled gray rind. Some-
times compared to a Dutch Edam
or aged Gouda, this cow’s milk
cheese is prized for its nutty flavor
and chewy texture.

Mimolette is also distinctive
for the way it is ripened: through
the intentional introduction of
cheese mites, which add flavor to
the cheese while eating away at
the wheel’s exterior. It is these
mites that are at the center of the
ongoing controversy surround-
ing mimolette.

The FDA has set the acceptable
limit for cheese mites at six mites
per square inch. The agency be-
lieves that a higher concentration
of these microscopic organisms on
cheese can negatively impact the
health of those with certain aller-
gies. The agency, however, denies
explicitly blocking the importation
of mimolette cheese. It states that
it is merely enforcing existing food
safety standards and conducting
routine surveillance sampling. 

“Technically there is no ban,”
said Benoit de Vitton, North
American Representative for
Isigny Sainte Mère. “[The FDA]

BY JAZMINE WOODBERRY 
The Specialty Food Association
recently announced the finalists
for the 41st annual Specialty Out-
standing Food Innovation awards.
Judges selected 109 frontrunners
out of 1,885 products submitted
in 30 different categories for what
is considered one of the highest
honors in the gourmet food in-
dustry. Judged by more than just
taste, finalists for the sofi awards
had to display high levels of inno-
vation, ingredient selection, pric-
ing and packaging to woo the
judging panel.

Specialty food makers bring
craft, care and joy to the foods
they create. To be honored with a
sofi Award nomination means the
product truly stands out above the
rest. “Creativity, innovation, and
excellence were in evidence across
all the awards categories this
year,” said Specialty Food Associ-
ation President Ann Daw. “The
judges had a challenge to narrow
down their favorites to come up
with this great group of finalists.”

Mike Tott, President of Gour-
met du Village, called the sofi
awards the Oscars of the specialty
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Specialty Food Association 
Launches New Brand for the Industry
The Specialty Food Association is launch-
ing a new brand to highlight the passion,
creativity and quality that fuels the spe-
cialty food industry. The launch of the new
product line, “Specialty Food: Craft. Care.
Joy.,” includes the not-for-profit trade asso-
ciation’s first-ever advertising campaign. 

The branding effort started earlier this
year with a name change for the Associa-
tion, formerly the National Association for
the Specialty Food Trade, Inc. Recent
changes for the organization come amid
record sales for the $86-billion specialty
foods industry and the general expansion
of Association programs for specialty food
artisans, importers and entrepreneurs.

The ad campaign, which launched in
May with leading industry trade publica-

tions and e-newsletters, features associa-
tion members who have become successful
small business owners. Examples include
Reggie Rodgers of Rodgers’ Banana Pud-
ding Sauce who honors his mother by at-
tributing her banana pudding recipe as
inspiration for his craft today, and Charles
Wekselbaum of Charlito’s Cocina who per-
ceives his salumi creations as edible art. 

“The people behind the products in our
industry have wonderful stories about the
craft, care and joy they bring to their
work,” said Specialty Food Association
President Ann Daw. “Our campaign seeks
to provide inspiration to others and drive
growth in our industry.”

The ad campaign is backed by $150,000
in spending and will run through Decem-

ber 2013 in specialty food and restaurant
publications. The branding and ad cam-
paign were created in collaboration with
Roth Partners, a brand advisory and com-
munications firm based in New York City.

Extensive campaign visuals and related
activities will be featured at the Specialty
Food Association’s Summer Fancy Food
Show, June 30 to July 2 at the Javits Center
in New York, the largest marketplace for
specialty foods and beverages in North
America. Show branding activities include
an interactive booth where food makers
and buyers can share their own “Craft.
Care. Joy.” Stories, live Twitter feeds and
videos from the show floor.

For more information, visit www
.specialtyfood.com. GN

Food Manufacturers and Retailers 
Voice Support for Dairy Freedom Act 
Food processor, restaurant and retailer
groups voiced their strong support last
week for the Dairy Freedom Act in a letter
to the bill’s authors, Representatives Bob
Goodlatte (R-Va.) and David Scott (D-Ga.).
The bill would offer the safety net of margin
insurance for dairy farmers without forcing
them to participate in a supply management
program, a provision included in the dairy
section of last year’s Senate and House Agri-
culture Committee Farm Bills.

“We strongly support your bill that will
establish support for dairy farmers without
mandating that they participate in a new
government dairy ‘supply management’
program,” wrote more than three dozen
signatories in the letter. “Your compromise,
bipartisan proposal will help dairy farmers
through tough economic times, but re-
moves an unnecessary regulatory burden
on dairy businesses and provides opportu-
nity for market expansion, new jobs and
economic growth.”

The list of groups includes national organ-

izations like the Grocery Manufacturers As-
sociation, the Food Marketing Institute, the
National Grocers Association, the National
Restaurant Association and the National
Council of Chain Restaurants, as well as
local groups like the Wisconsin Cheese
Makers Association, the Alabama Grocers
Association, South Dakota Retailers Associ-
ation and the Texas Retailers Association.

The Dairy Freedom Act, introduced in
April by Representatives Goodlatte and
Scott, provides a safety net for dairy farmers
by establishing a new revenue insurance
program for times of low milk prices and
high feed costs. Unlike the Dairy Security
Act, which was proposed last year but did
not gather sufficient support, the Dairy Free-
dom Act’s insurance program is not tied to a
controversial supply management program.

Opponents of supply management be-
lieve it would increase domestic prices on
dairy products above international prices,
make the American dairy industry less com-
petitive and bring more government regu-

lation and intervention into milk markets.
“We have learned from past experience

that government management of commod-
ity supply and demand does not work,” the
letter continued. “Restricting milk supplies
will increase dairy product costs for con-
sumers and will hurt dairy industry growth,
leading to negative long-term consequences
for dairy farms, processors, retailers, restau-
rants, consumers and taxpayers.”

“Supporters of the Dairy Security Act want
people to believe that this is simply a fight be-
tween dairy producers and dairy processors,
yet the policy impacts the entire food indus-
try,” said Jerry Slominski, Senior Vice Presi-
dent of Legislative and Economic Affairs for
the International Dairy Foods Association.
“That’s why food manufacturers, grocery
stores and restaurants…have joined IDFA to
oppose government policies that artificially
raise prices for the products they sell.”

Interested parties can read the entire letter
at www.idfa.org/files/coalition_letter_good-
latte_scott_042513final.pdf. GN

Cento Fine Foods Founder Alfred Ciccotelli Dies at 86
Alfred Ciccotelli, Sr., 86, founder and
Chairman of Cento Fine Foods died May 6,
approximately one month shy of the com-
pany’s 50th Anniversary, at his home in
New Jersey. 

A true pioneer of the food industry, Al-
fred was among the first to import olive
oil, 100 percent durum semolina pasta,
San Marzano tomatoes, panettone and
other assorted Italian foods to the U.S.
market. His vision helped lead the way for
imported Italian foods that grew to be the

number one favorite ethnic food among
U.S. consumers.

After serving in World War II in the Pa-
cific theater, Alfred returned home to his
South Philadelphia neighborhood. What
began as a modest sales job for a local dis-
tributor led to a company that now sells a
can of Cento tomatoes every two seconds.
The company’s proprietary brands of
Cento, Anna, Bellino, Ferrara, La Floren-
tine and Little Gina’s are sold coast to coast. 

The impact Alfred Ciccotelli had on the

development of Italian foods is almost im-
possible to quantify. He not only nurtured
and helped establish entire food segments,
but he also helped numerous associates get
their own starts in the food business. Still,
Ciccotelli’s legacy extends beyond the
brands he launched, the categories he
helped introduce and the businesses he
helped—it was his family that always came
first. He was a founder, father, grandfather,
great grandfather and friend. Ciccotelli will
be deeply missed. GN

National Chocolate and
Dessert Show Returns
to Chicago Oct. 20-22 
The National Chocolate and Dessert Show
returns to Chicago’s Navy Pier on Sunday, Oct.
20 through Tuesday, Oct. 22. The National
Chocolate and Dessert Show is the nation’s
only trade show dedicated to the chocolate
and dessert industry. Foodservice operators,
retail buyers, chefs and chocolatiers will leave
the show with key learnings and solutions to
run a successful chocolate or dessert operation
or retail program.

At this year’s show, representatives of the
National Confectioners Association’s Chocolate
Council and the Fine Chocolate Industry
Association as well as other top industry leaders
will present a number of educational programs
on topics such as sourcing, consumer trends,
business advice, and more.

Attendee registration opens May 15 for the
National Chocolate and Dessert Show, and
registration will launch free of charge to
attendees. Exhibitor registration is open, and
space is selling out quickly. To learn more about
The National Chocolate and Dessert Show, visit
www.thenationalchocolateshow.com.

First-of-Its-Kind 
Craft Beverage Industry
Trade Show Debuting 
in May 2014 
The Craft Beverage Expo, a comprehensive trade
show and conference designed to help participants
across all segments of the growing craft beer,
wine and spirits industry, is launching at the San
Jose Convention Center, May 6 to 8, 2014.

Organizers of the expo will bring together
the entire craft beverage industry to look at
best practices from all vertical beverage
markets. The forum will also provide attendees
a unique opportunity to exchange ideas,
fostering a community of collaboration based
on common goals and a shared commitment
to quality over quantity. The multi-billion dollar
craft beverage industry, which is comprised of
boutique wineries, craft breweries, craft
distilleries and other producers of small batch
hand-made alcoholic beverages, had not
previously been served collectively by a trade
show or association. 

“We want to give a voice to the craft
beverage producers whose needs are very
different from traditional large-scale
producers,” said Kellie Shevlin, Executive
Director of the Craft Beverage Expo. “Our
mission is to help producers in each market
segment find solutions tailored to the size and
scope of their operation. Craft Beverage Expo
will provide the access they need to distributors
and vendors that want to work with smaller
beverage producers.” 

The Craft Beverage Expo was created to be
the leading trade and conference exposition
event for the entire craft beverage industry,
with the primary goal of creating and defining
a cohesive craft beer, wine and spirits market.
As the premier show for the industry, the Craft
Beverage Expo will offer education, marketing
strategies and turnkey solutions to problems
facing craft beverage producers today. For more
information, visit www.craftbeverageexpo.com.



http://www.specialtyfood.com


http://www.seasalt.com


http://www.seasalt.com


GOURMET NEWS  JUNE 2013  www.gourmetnews.comGENERAL NEWS8

Younger Americans, Households with Children
Fueling Growth in Market for Ethnic Foods
Young Americans and those with children
like to spice things up in the kitchen. This
is according to a study on the U.S. ethnic
foods market conducted by market re-
search company Mintel. According to the
study, nine in 10 adults between the ages
25 and 34 say they prepared ethnic food at
home in the past month. This compares to
just 68 percent of those aged over 65 who
claimed to have done so. In addition, 91
percent of Americans with children under
the age of 18 in the home cooked ethnic
food compared to 78 percent of those with-
out children.

“The ethnic food category has had a very
strong performance during the recession,
followed by a still positive but slightly

lower growth trend, likely driven by a re-
turn to restaurants. However, the category
is forecast to grow in the future due to its
heightened popularity,” said John N. Frank,
Category Manager of Consumer Packaged
Goods Food & Drink at Mintel. “As Amer-
icans, especially younger people, have
palates that are becoming more adventur-
ous and sophisticated, they are also eager
to explore lesser-known cuisines with
unique flavor combinations.”

The ethnic food category experienced
solid yearly sales performance, especially
during the recession, with an overall
growth of 12 percent from 2007 to 2009.
This performance was likely driven by the
migration from restaurant eating to in-

creased food store purchases for at-home
dining that precipitated from restricted
budgets. However, starting in 2010, sales
have increased by only 4.5 percent from
2010 to 2012. This is a much lower rate
than what was seen previously during the
recession. Nevertheless, according to
Mintel, the ethnic food market is forecast
to grow by 20.3 percent from 2012 to 2017,
likely to be driven by continued consumer
interest and more focused product devel-
opment in this food category.

While households with children con-
tinue to over-index on consumption of all
types of ethnic foods prepared at home,
Hispanic food is the most popular, with 72
percent of respondents from households

with children preparing this cuisine at
home in the past month. This compares to
only 50 percent of those without children.

In addition, Hispanic food is the most
popular with all home cooks, as 58 per-
cent say they prepared it within the last
month versus 55 percent who whipped
up Italian fare and 44 percent who
cooked Asian food.

“The popularity of Hispanic food is likely
due to how mainstream it has become in
the U.S. and the ease and convenience of
preparing it,” Frank said. “The endless sup-
ply of Mexican, Cuban and other Hispanic-
based restaurants has given home cooks
infinite possibilities for recreating these
restaurant-style meals at home.” GN

Natural Food Certifiers Announces “No GMO Kosher Program”
Natural Food Certifiers recently announced
that the “Apple K” Kosher certification pro-
gram will not accept applications for NFC
Kosher-certified products with genetically
modified organisms. “NFC was very proud
to introduce the first “Natural Only” kosher
supervision,” said NFC Director Rabbi
Reuven Flamer. “It’s a logical application of
our principle, ‘Start Naturally. Stay that Way.’
Therefore, the Natural Apple K cannot be

placed on a product that contains GMOs.”
The NFC Apple K kosher program will

phase out over the next 12 months any ex-
isting products that contain GMOs. In ad-
dition, it will no longer accept new
applications from products containing
GMO ingredients.

“While according to the strict letter of
kosher food law a GMO food ingredient is
not prohibited, in our view it is not natu-

ral,” Rabbi Flamer said. “Additionally, there
is a Torah religious-based law to ‘guard
your health.’ GMOs are the number-one
growing concern among health-conscious
consumers and for businesses in the natu-
ral and organic food market, as well as in
the conventional food industry.”

Rabbi Flamer pointed to research con-
necting GMOs to a variety of ailments.

“Recent studies show that GMOs may

cause various kinds of health problems from
digestive disturbances to food allergies, and
that GMOs require more herbicides, which
is really the opposite reason why GMOs
were touted to be so environmentally help-
ful in the first place,” Rabbi Flamer said.
“For all of the many reasons that GMOs
raise a red flag, consumers simply don’t want
them in their foods, and our clients want to
accommodate their customers.” GN
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Diaz Supermarkets
Continued from PAGE 1

conduct and make that policy explicit to the
staff. When employee fraud is detected, the
company must work quickly and decisively
in dealing with the issue, making it clear to
other staff members that there is no toler-
ance for this conduct. Finally, retailers
should carefully audit all financial transac-
tions so that any potentially fraudulent
transactions can be quickly identified.

A number of tech companies now offer
services to retailers that are committed to
ensuring they are operating a fraud-free en-
terprise. NICE Actimize Employee Fraud
Solution, for example, provides a business
with comprehensive coverage against a
number of employee fraud issues, including
policy violations, self dealing, embezzle-
ment, theft of customer assets and data theft.
Another company, Memento Security offers
a program that combines leading analytics
with robust forensic research to investigate
and weed out all types of insider fraud.

Although the fraud at Diaz Supermarkets
was conducted by the stores’ owners and
not their employees, the severe conse-
quences of the pair’s actions should be a
wake-up call to any business owner con-
cerned about potential fraud within her or
her operation. It is vital that retailers work
hard to ensure that their businesses are op-
erating entirely within the law and to
demonstrate to their customers, suppliers
and partners that they are committed to
doing business safely and ethically. GN

Swiss Knife Shop
Continued from PAGE 1

pepper mills and cutting and serving boards
by Epicurean. Still, at the same time, the
shop has not forgotten the core customers
who have long been coming to Swiss Knife
Shop looking for pocket knives and tools.
The store’s stock now also includes Leather-
man tools, LED flashlights, FELCO garden-
ing tools and BUILT bags and totes. If you
are looking for a gift for any lover of fine
hand tools, you will probably find some-
thing to please them on the website. In ad-
dition, chances are the shop can personalize
the item for its new owner. With its in-
house engraving, embroidery and printing
services Swiss Knife Shop can add a mono-
gram to a knife roll or a name to a blade.

The personalized knives are very popular
as wedding gifts, and they are equally pop-
ular as gifts for would-be chefs, setting off
for culinary school with a custom blade in
a monogrammed knife roll. “We offer cus-
tom engraving on single items for people
who want their name on one special piece,
or on multiple pieces for graduations,
bridal parties and corporate gifts,” Elmer
says. She adds that the shop also provides
free shipping with every order.

That focus on quality and customer serv-
ice have led to a strong fan base for the on-
line-only merchant. “We do sell such
renowned brands, and we have such a
strong collection of them,” Elmer says. “We
definitely have some loyal customers.”

While brick-and-mortar retailers often

point to their customer service as the factor
that differentiates them from online mer-
chants, Elmer says that a business focus on
customer service is the secret to online suc-
cess as well. What customer service means
for an online retailer is pretty much the
same as what it means for a brick-and-mor-
tar retailer, according to Elmer. This means
knowledgeable staff members who are at-
tentive to the needs of customers and will
help to guide them to choices that they will
be happy with later, as well as a return pol-
icy that allows people to send something
back if they decide after they get it home
that it is not quite what they had in mind
after all. “A lot of people do stumble on us
through Google, so I think that makes peo-
ple feel comfortable that there’s always an
out,” Elmer says of the Swiss Knife Shop’s
return policy. 

The key difference between online sales
and in-person sales is that the online cus-
tomer who is asking the questions does not
have the physical items
right in front of them.
Therefore, the sales as-
sociates who are an-
swering those questions
need to be particularly
careful about listening
to what the customer is
asking and work to
communicate the an-
swers clearly. “The cus-
tomer service reps need
to know the products
very well, so that they
can guide customers in

their choices,” says Elmer. “They also need
to be able to answer questions about how
to sharpen knives, change batteries, how to
use the products…Our team needs to be
very knowledgeable and good at walking
our customers through the products and
guiding them to good selections.”

Most of those questions come in over the
phone, and Swiss Knife Shop has been very
careful about making sure that its phone
number appears clearly on every single
page of its website. “We do pride ourselves
on having our phone number on every
page, right at the top, and people to answer
the phone every time it rings,” Elmer says.
The site also offers a live chat service dur-
ing business hours and a message service
for after-hours, so that folks who would
rather not use the phone also have an av-
enue through which to get help.

Find Swiss Knife Shop at www.Swiss
KnifeShop.com. Regular business hours are
on an Eastern time zone schedule. GN
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Mimolette Cheese
Continued from PAGE 1

will tell you there is no ban, but there is a
ban.” Isigny is a major French producer of
mimolette cheese that is imported into the
United States. According to de Vitton, by
prohibiting the importation and sale of
cheeses with a certain concentration of
cheese mites, the FDA is effectively ban-
ning all mimolette imports, as this cheese
requires these mites as a necessary element
of its production.

“We bring the product to this country. We
have to respect the rules,” said de Vitton.
“We’ll do our best, but it is very difficult.”

With the exception of some die-hard
mimolette connoisseurs, most con-
sumers and retailers are likely to be little
affected by a ban on one relatively ob-
scure variety of French cheese. However,
de Vitton is quick to point out that the
FDA’s stance on mimolette has potential
market implications reaching far beyond
this one cheese. “There are a lot of other
cheeses that are affected,” said de Vitton.
“It’s going to be a threat to a lot of other
cheeses that are aged.” This is because
cheese mites call not only mimolette, but
a wide variety of hard cheeses produced
both in France and here in the United
States, home.

“American cheese makers will tell you
that of course they have mites too,” said de
Vitton. “Any type of aged cheese will have
mites.” He worries that a crackdown on
one cheese could snowball into a wider
cheese industry sweep.

When asked whether he believes that the
FDA has a legitimate reason to be con-
cerned with the concentration of cheese
mites on mimolette or other hard cheeses,
de Vitton responded definitively: “Ab-
solutely not.” He thinks that the U.S. gov-
ernment is simply overreacting to a benign
if somewhat unsettling organism that
everyone inevitably comes into contact
with each and everyday.

“It’s really sad,” said de Vitton. “You can
eat [fast food burgers], and it’s going to
make you sick five minutes after eating it.
People eat these things all the time.” He ar-
gues that it is extremely unlikely that mi-
molette cheese offers much of a health

threat to the public, especially as the mites
live on the cheese’s inedible rind. “For two
people who maybe could eventually get
sick—It’s a hyper precaution,” he said.

The question remains whether mimo-
lette will return to U.S. cheese cases in
some form or another, or whether U.S. con-
sumers will have to travel across the At-
lantic for a taste of the cheese. “Mimolette
and how it’s made today—you won’t see it,”
said de Vitton. “For sure you won’t find mi-
molette with the rind ever again in the
U.S.” He said that some cheese producers
may attempt to wash the rind to eliminate
the mites or to import the cheese without
its rind, but this will mean that U.S. con-
sumers will not have access to the cheese
in its authentic form.

Asked whether he thinks there is a
chance that the FDA might relax its six-
mites-per-square-inch restriction, de Vitton
predicts that there will be a change in these
standards, but it will not benefit his indus-
try. “Now it’s six mites per square inch. It’s
going to be zero,” he said.

Meanwhile cheese hungry consumers
in this country are not taking the FDA’s
implicit mimolette ban in stride, with
some taking to the streets to express
both their disapproval with the agency
and their passion for the dairy delicacy.
At one recent event in New York City,
protestors dressed in orange shirts, hats
and sunglasses worked to educate
passersby about the cheese, passing out
free samples and spreading information
about the ban. 

The most important message the protes-
tors at the event had for interested con-
sumers, both those with a longtime affinity
for mimolette and those who are new to the
product, is to get it while you can. With
many U.S. cheese retailers going through
the last of their stocks it is unclear if and
when they will be able to get more. There-
fore, if you see mimolette at your local
shop, now is the time to grab it. 

For de Vitton, it is important that con-
sumers and cheese retailers continue to
stay abreast of the FDA’s changing food
safety standards when it comes to cheese,
as you never know when a product you
love and rely on may be taken off the
shelves: “It’s mimolette today. It’s going to
be something else next time.” GN

Lunardi’s Markets Now Offering
Polska Foods’ Organic Pierogies 
Lunardi’s Markets, a San Francisco-area
specialty retailer specializing in providing
high quality produce, meats, seafood,
cheeses, baked goods and wine to its
clientele, recently announced that it will
now be carrying Polska Foods’ full line of
gourmet pierogies. Polska Foods’ Piero-
gies will now be available at all eight Lu-
nardi’s locations.

“Since we put Polska Foods’ pierogies
on our shelves, the product has been sell-
ing great! We are one of the few grocery
stores already offering pierogies for our
customers, so it is exciting to now offer
our customers a fresh new pierogi that is
local and organic,” said Casey Tauscher,
Assistant Manager of Lunardi’s Markets in
San Jose, Calif.

Since Lunardi’s already sells high qual-
ity Polish and ethnic foods, its decision to
stock Polska Foods’ products seemed like
a natural one. Polska Foods mirrors Lu-
nardi’s overall focus on quality. The com-
pany took a year of research to test each
and every ingredient for their pierogi
products. They found a local, family-
owned artisan cheese company that still
makes hand-crafted farmer’s cheese out of
Berkeley. They also get all organic grain
and flour from one of the only mills left
in the San Francisco Bay Area. The end re-
sult is a tasty comfort food that health-
conscious families can enjoy.

For more information on Lunardi’s and
the specialty retail chain’s other products,
visit www.lunardis.com. GN

mailto:antichisaporius@gmail.com
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Sofi Finalists
Continued from PAGE 1

foods industry. Gourmet du Village’s cata-
log tops 300 items, including beverages,
seasonings, barbecue recipes and dips,
such as the Spinach and Artichoke recipe
that ultimately garnered the company a
spot among the sofi finalists. For Tott,
Gourmet du Village being named a finalist
“truly is a great recognition.”

Whip Burks of Vermont Harvest remem-
bers the 2012 sofi awards, where the team
learned some valuable lessons about their
Tiger Satay Peanut Sauce’s strengths and
weaknesses. When Burks learned this year
that the sauce was designated as a finalist,
he had this thought: “The dream lives on.”

“It was kind of funny. When I opened my
email, and I saw the email from sofi, I nat-
urally thought my entries were rejected
until I actually read further into the email
and read out loud the word ‘congratula-
tions’ for my fifth entry,” said Burks about
getting the news. “It was amazing, and I
still feel the jubilance that I felt. It’s a bril-
liant feeling since I know what a great
honor it is to receive this acknowledgement 

Sarabeth Kitchens President Charlie Apt
said there was a sense of euphoria among
he and his team when they heard the news.
“We work very hard and receiving the
nomination means a great deal to us. It is a

terrific honor and recognition from our
peers in the specialty food trade,” Apt said.
“Customers, consumers, fellow specialty
food purveyors recognize the finalists for
achieving the gold standard in their respec-
tive fields. This has a halo effect on every-
thing we do.”

However, Apt said getting the nod as a
finalist has an impact beyond just internal
company pride and recognition among
others within the industry. The sofi
awards are integral in helping promote his
brands to the company’s more than 1 mil-
lion customers. Apt said that the nomina-
tion reinforces the 30-year-old company’s
mission to create and produce the best
products possible.

For Burks, knowing the weight this
award holds in the industry and extremely
pleased to be counted among the honorees,
his new mission is to make sure the rest of
the Vermont Harvest product line can stand
up to the company’s sofi-nominated Tiger
Satay Peanut Sauce. “I don’t believe there is
any award like it,” Burks said. “I think as
far as our image goes, this is huge. We re-
ally believe this is just the beginning.”

The sofi Awards will be presented 
on July 1 in an event hosted by celebrated
chef Marcus Samuelsson.  For a 
complete list of finalists, visit specialty-
food.com/sofi. For more information on
the Specialty Food Association, go to
www.specialtyfood.com/sofi. GN

Eight in 10 U.S. Parents
Report Purchasing 
Organic Products
U.S. families are increasingly embracing or-
ganic products in a wide range of cate-
gories, with 81 percent now reporting they
purchase organic at least sometimes. This
is according to the Organic Trade Associa-
tion’s newly released 2013 U.S. Families’
Organic Attitudes and Beliefs Study.

Not only are more consumers choosing
organic products at least sometimes, but
the majority of those buying organic foods
are purchasing more items than they did a
year earlier. New entrants to buying organic
now represent 41 percent of all families,
demonstrating a growing interest in the
benefits of organic food and farming.

Produce continues to be the leading cat-
egory of organic purchases, with 97 percent
of organic buyers saying they had pur-
chased organic fruits or vegetables in the
past six months. Breads and grains, dairy
and packaged foods were also frequently
cited, all scoring above 85 percent among
those who purchase organic. 

Because of the growing interest among
consumers in purchasing these items, or-
ganic foods are becoming increasingly im-
portant to retailers of all types. Organic
buyers report spending more per shopping
trip, and they are shopping more frequently
than those who never purchase organic
foods.

Consistent with findings from previous
studies, nearly half (48 percent) of those
who purchase organic foods said they do so

because these items are healthier. Addition-
ally, consumers’ desire to avoid toxic and
persistent pesticides and fertilizers (30 per-
cent), antibiotics and growth hormones (29
percent), and genetically modified organ-
isms (22 percent) ranked high among the
reasons cited for buying organic products.

Awareness of the U.S. Department of
Agriculture’s organic seal has also grown,
with more consumers more likely to look
for the seal when shopping for organic
products. Moreover, over four in 10 parents
say their trust in organic products has in-
creased, versus 32 percent who indicated
this point of view a year ago. In fact,
younger, new-to-organic parents are signif-
icantly more likely to report improved lev-
els of trust in organic products.

“Consumer trust is on the upswing for
organic as the gold standard when seeking
to avoid toxic and persistent pesticides, an-
tibiotics, synthetic hormones, genetically
engineered ingredients, and additives,” said
Christine Bushway, CEO and Executive Di-
rector of the Organic Trade Association.

Study findings are based on responses
from 1,239 U.S. households, surveyed
about attitudes and behaviors related to or-
ganic foods. The report provides in-depth
information about organic consumers’ de-
mographics, purchase motivation, labeling
comprehension and shopping patterns. 
The study is available for purchase at
www.ota.com/bookstore/2.html.  GN
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Trade Show Buzz

BY JAZMINE WOODBERRY
The International Dairy-Deli-Bake Associ-
ation’s annual tradeshow turns 49 this year,
and with sold out exhibit space, this year’s
show is expected to be a groundbreaking
one for the association. The IDDBA show
has grown from just 125 attendees and zero
booths in 1964 to 1,576 booths and 8,551
attendees in 2011.

IDDBA is at once a trade show and a
conference, blending seminars for per-
sonal and professional expansion with in-
terfacing opportunities for buyers,
merchandisers and executives. The
IDDBA show provides a full-service event
for retail buyers and merchandisers with
speakers and attendees offering up the
newest and best in the dairy, deli, bakery,
cheese and foodservice arenas. 

Anthony Mongiello, President of spe-
cialty Cheese company Formaggio, re-
members heading to IDDBA shows 15

years ago, when he set up his booth him-
self, erecting whatever meager signs he
could afford at the time. The successes he
has continually experienced at the show
keep Mongiello coming back to IDDBA
year after year. 

“There are other shows, like the Summer
Fancy Food Show in New York, that don’t
give me the same thing,” said Mongiello.
“It’s a good show, but IDDBA is my kind of
show. I am a deli guy and I make cheese
products, and all the buyers from all the su-
permarkets always frequent the show. It’s
the show the buyers visit and it’s a very well
respected show by the trade.”

Much like the IDDBA show itself, For-
maggio works to blend industry mainstays
with fresh, innovative ideas, making the
show a perfect match for this company.
Mongiello said he makes sure to introduce
two new products each year at the show.
This way, when buyers ask “OK, what’s new

this year?” Formaggio always has some-
thing to offer. 

“Things can get stale,” said Mongiello.
He finds that each year, Formaggio not only
brings something to the show itself, but
that the company also takes something new
away from its participation in the event.
This year, Formaggio is exhibiting its Arti-
san Creations line.

According to Weyd Harris, National Mar-
keting Director for Conroy Foods, his com-
pany has been coming to the IDDBA show
for many years. He notes, “Not only [is] at-
tendance important, but in addition it is
the high quality of the attendees that make
the show successful for us every year.” This
year, Harris says he is looking forward to
introducing new products at the show like
Beano’s Sandwich Shakers, a dry sandwich
seasoning that compliments the deli focus
of the show.

Despite the fact that Conroy Foods’
Beano’s products lead a niche market, the
IDDBA show’s targeted focus enables the
company to reach out to the specific people
most in demand of these types of products.
“Beano’s was introduced as a deli depart-
ment item when we first hit the market
back in 1989,” Harris said. “With the
IDDBA’s focus being on deli, it attracts our

core target audience.”
In addition to having the opportunity to

visit booths of exhibitors like Formaggio
and Conroy Foods, IDDBA show atten-
dees will enjoy participating in a number
of educational sessions and special events,
featuring everyone from Peabody Award
winner and Good Eats host Alton Brown
to Voni Woods, Senior Director of Deli at
Giant Eagle Inc. and Chairman of the
Board for IDDBA. Topics of discussion at
this year’s show will be diverse. Events are
being planned tackling television’s impact
on food consumption, how to run any
business like the Apple Corporation,
grand slam deli bakery ideas and all-star
food trends.

Although each year, the promise of
some R&R time in Orlando away from
the company’s New York office draws the
team at Formaggio back to the show,
IDDBA’s true draw to the company is the
show’s overall positive business impact.
“The draw has to work both ways—for
the buyers and the manufacturers,” said
Mongiello. “And IDDBA gives me the
bang for the buck.”

For more information on IDDBA, call
608.310.5000 or visit the association’s 
website at www.iddba.org. GN

IDDBA Expects Thousands 
for Three Days of the Latest in
Dairy, Deli and Bakery News

http://www.adamtea.com
http://www.conroyfoods.com
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Lunch Take-alongs for Work or School 
Appeal to Children, Teens and Adults

ing the refrigerator for the remnants of his
midnight snack to fuel him all the way
through football practice. Sistema offers
a whole range of shapes and sizes to ac-
commodate an equally wide range of
foods and portion sizes, and the SRPs
vary accordingly. 

“The whole category does extremely
well. The standouts would be things
like our sandwich box, our split con-
tainer. But though we do have our
standouts, they’re all very, very strong
sellers,” said Sistema U.S. President
Simon Kirby. He noted that Sistema makes
merchandising easy by offering the prod-
ucts in PDQ standalone shippers. “They’re
all display-ready.”

If you do spend some time following the
mommy bloggers, you already know that
there are any number of moms who would
never dream of sending their child to
school with a pre-packaged deli lunch
when they have the makings for a lunch of
nutritious carrot sticks, a dip container of
homemade hummus, a sandwich made on

whole-grain bread and cut into a
flower shape, and a note remind-
ing the child that he is loved.
Bento box-style containers are a
must for this group.

These same moms are packing
their own lunches at the same
time as those of their children.
Cool Gear International knows
this. In January, the company re-
leased several product lines de-
signed to meet a wide range of
container needs. 
One Cool Gear line includes

three Bento box designs: The first is a col-
lapsible box with a gel freezer tray on the
bottom designed to keep food nice and
fresh, as well as three compartments on top
to store other items or dipping sauces. The
second set features a vented steamer tray
that can be slid into the office microwave
oven. The third is a salad carrier with a gel
freezer tray that sits on top, one main com-
partment to hold the salad and an easy-
squeeze tube to be filled with the user’s
choice of dressing.

The second line in Cool Gear’s January
product introduction is the take-out line of
reusable containers, designed to look like
they came home from a
restaurant. There are
three styles. The deluxe
set has a divided main
compartment with a
freezer gel tray on top
and a dip tray that fits
into the freezer tray. The
second set is a divided
container to keep two
food items separate, and

it comes with a pair of chopsticks. The
third is a value pack of two main containers

with dividers and a dip container. 
Companies like Cool Gear International,

Sistema and Zak!designs remind us that al-
though both kids and adults generally need
the same kind of functionality in their take-
along food containers, they have different
needs when it comes to style. After all, not
many dads are borrowing their daughter’s
Barbie lunch tote to take with them to the
office, and most teenagers wouldn’t be
caught dead with it either.

For teens and adults, Zak!designs of-
fers Planet Zak!, a line of products in
bright colors and cool designs. “It really
is more focused on fashion,” Cogley says.
They are the kind of products that people
buy because they are likely to make
friends say, “Hey, that’s a cool bag!” or
“Love those colors” when they see them
come into the office.

There are three main designs in Zak!de-
signs line, each with its own color story
that all the products fall into. There is a
color story intended to appeal to men, one
intended to appeal to women and one that
is gender-neutral. “The colors are designed
in line with global fashion trends to bring
a fun colorful element to mealtime on the
go, so that it’s not just a brown paper bag
and a clear container,” Cogley said. “It
should be special; it should be fun; it
should say something about the person
who carries it. And that’s our motivation
when we created this line.”

Sistema appeals to adults as well with a
line of clear containers with brightly-col-
ored clips that can stay on the planogram
after the back-to-school line of tinted con-
tainers has sold, Kirby says. “It’s a category
that’s on fire, and we love it.... As a trend,
the category is working year-round.” GN

BY LORRIE BAUMANN
It’s official: the lunchbox can’t afford to re-
tire either.

Even as federal unemployment statistics
remain high, more and more lunches are
going to work every morning, chauffered
or carried by adults who are likely to be as
interested in eating more nutritious meals
as well as in saving the cost of a restaurant
meal. According to some reports, as many
as 60 percent of adults are now taking their
lunches to work at least occasionally. And
of course, if mom or dad is taking lunch to
work, their children are likely to be taking
along their own lunches to school.

Even if you judge only by what that vast
community of communicators about all
things important to women, the mommy
bloggers, are saying online, you can tell
that their choices in take-along food stor-
age systems are not perfunctory. No longer
is it a matter of picking out the metal or
plastic lunchbox with the right superhero
on it. Today, adults buying take-along food
containers want leak-proof, convenient and
stylish products that ac-
commodate what they
like to eat when and
where they want to eat it
and look good doing it.

Zak!designs has an-
swered that call with
products from two differ-
ent divisions of the com-
pany, one focused on the
mass market and one fo-
cused on upscale spe-
cialty retailers. For the
specialty kitchenware re-
tailers, Zak! offers the Bobo line for kids
and the Planet Zak! line that is geared to-
ward teens, young adults and adults.

For your back-to-school merchandising,
the Bobo line was developed as a way for
kids to have something to take with them
to school that was fun and functional and
also has some fashion elements incorpo-
rated into it. This is according to Zak!
Communications Manager Chris Cogley.
Included in the Bobo line are two different
sets: a mealtime set with a plate, bowl,
mug, spoon and a lunch bag, and the snack
set that includes a mug, small snack bowl,
spoon and a snack bag. There are two color
stories: one geared more toward boys and
one designed to appeal to girls. Both the
lunch bag and snack bag are made from re-
cycled materials. The Bobo six-piece Meal-
time Set retails for $34.99, while the
four-piece Snack Set has an SRP of $19.99. 

Sistema’s back-to-school offering is a line
of modular and stackable tinted plastic
containers in cool colors that appeal as
much to a three- or four- year old taking a
sandwich to school as to the teenager raid-

Le Parfait
First impressions are as important in presenting
products as they are in life, and nothing says
quality like specialty glass containers that allow
the consumer to easily view the contents.
Whether you pack spices, jams, lotions, can-
dles, nuts, coffee or baking mixes, your newest
products will catch the consumer’s eye if pack-
aged in the sophisticated French glass contain-
ers known as Le Parfait. Let your imagination be
your guide for ways to bring your products to
market using the 12 sizes of classic Le Parfait
jars and terrines, containers that have been
widely used in Europe for more than 70 years.
The clarity of glass allows easy identification of
the contents, while the inert nature of glass pro-
vides safety and comfort. In addition, products
packed in Le Parfait will appeal to consumers
who are concerned about the environmental
value of packaging. Once the original product is
consumed, Le Parfait jars and terrines can be
recycled for many household storage uses and
can be resealed again and again using replace-
ment gaskets. Great products deserve great
packaging, so whether yours is a commercial or
homemade product, look to glass and explore
its possibilities for packaging and presentation.
With their wide variety of applications, Le Parfait
jars and terrines are sure to make a memorable
impression on your customers and your friends.  

For more information, email sales@bannex.com
or visit www.bannex.com.

Goodie Tubs from 
Sensational Sweets
Sensational Sweets’ Goodie Tubs are the ulti-
mate gift for an individual or group! With both
chocolate and non-chocolate gourmet goodies
this will meet all the needs of your most dis-
cerning customers. This tub contains a half
pound festive bag of chocolate-drizzled pop-
corn, an Americana Fruit Cluster, six chocolate
dipped and drizzled Pretzels, four totally en-
robed rods, four chocolate dunked Oreos, a
quarter-pound Tropical Fruit Crunch and six for-
tune cookies. The tubs come in a variety of
sizes and price points. Everything is Kosher cer-
tified and made in a nut-free facility.

For more information, call 570.524.5360 or visit
www.sensationalsweets.com.
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In my first month as the
new editor of Gourmet
News, it became imme-
diately apparent what
my least favorite thing
about this job was going
to be: Spending day after
day reading about food,

talking about food, looking at food and
writing about food makes you really
hungry. This month we are focusing on
cheese, a particular affinity of mine.
After a day of reading about artisan
aged white Cheddar, imported Swiss
Gruyère and something called Savello
di Roma (which sounds particularly
delicious—see our cheese update), I
can’t help but stop by the artisan
cheese case on my way home from
work. Frankly, this job is testing the
limits of my self-control.

Like most people, food has always
been an important part of my life, and
that is why I am excited to take on the
role of editor at Gourmet News. Every
day, working at this publication is an op-
portunity to learn more about food.

While preparing this issue, I had the op-
portunity to talk with Benoit de Vitton,
an expert on cheese making, who taught
me all about mimolette, a fascinating-if-
little-known French cheese. I also had a
conversation with Chef Luca Dangio
who truly enlightened me with his
knowledge of the growing breadth of the
gluten free industry. I have already
learned so much about specialty foods in
my short tenure with this publication,
and I can’t wait to see what food-related
topics I get to delve into next.

Of course, I am also excited about
being the editor of a publication that
has so much valuable information to
offer the reader as well. I guarantee this
issue will start to make you think twice
about carrying your lunch to work in a
brown paper bag after you read the ar-
ticle in our Giftware section on the
wealth of on-the-go food storage op-
tions available today for children as
well as adults. And our Buyers Guides
on Foods from Europe and Baked
Goods offer up so many suggestions for
retailers thinking about sprucing up

their product offerings.
Later this month, I get to experience

the ultimate benefit of working for this
publication when I attend, for the first
time, the renowned Summer Fancy Food
Show in New York City. I am excited to
meet with all of the retailers and specialty
foods companies I have been emailing
with and talking to on the phone. You
can read about a number of these com-
panies in this issue in our SFF Pre-Show
Section. If you are interested in meeting
with me at the show, please contact me
to let me know, and I will try to stop by
your booth.

Next month, we will be featuring gour-
met heat & serve products, gift basket
items, syrups and sweeteners. If you are
a producer of any of these products and
are interested in being featured in the
issue, please email me and tell me about
your company. I look forward to hearing
from you! GN

– Lucas Witman, Editor
520.721.1300

lucas_w@oser.com

mailto:antichisaporius@gmail.com
http://www.sourceatlantique.com
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BRIEF Global Candy Sensation Sticky Opens
First U.S. Store in Hollywood, Calif.
These days, going to a candy store can
mean more than simply picking up a
sweet treat. This is thanks to global candy
sensation, Sticky. Founded in 2000 by for-
mer corporate attorney turned master
confectioner David King, Sticky is an ex-
traordinary live sugar show where confec-
tionery creations are handcrafted right
before your eyes—all day, every day. Orig-
inally an Australian concept, Sticky is now
satisfying those with a sweet tooth around
the world, with stores in Sydney, Singa-
pore, Malaysia, Indonesia, Hong Kong,
and now, Hollywood, Calif.

With their newest location, Sweet! Hol-
lywood, “The Greatest Candy Store on
Earth,” Sticky is giving Los Angelinos a
taste of traditional candy-making tech-
niques, presented in a modern and sophis-
ticated environment.

Specializing in beautiful, unique and
handmade customized candy art for wed-

dings, events and corporate promotions,
there is no sugar coating the skills of
Sticky’s candy artisans. Committed to the
highest standards of expertise, each confec-
tioner undergoes an extensive training pro-
gram that includes a minimum six-month
apprenticeship at the artisanal candy shop.

Sticky turns simple ingredients into
something truly extraordinary. Dedicated
to serving up ethically and sustainably
made sweets, Sticky keeps candy pure, but
far from basic. Using only the finest ingre-
dients, Sticky is some of the only candy
made in the United States without corn
syrup of any kind.

“Sticky is educational, exciting, and
most importantly, fun,” said King.
“Whether you are watching us sculpt
candy art, or working with us to create a
personalized candy creation for an up-
coming event, our aim is to sweeten your
day in the best possible way.

“There is more to Sticky than just lov-
ing candy,” King continued. “Passion,
artistic perspective, and a genuine desire
to make people happy is at the heart of
what has made Sticky the worldwide sen-
sation it is today.”

The newest Sticky store, Sweet! Holly-
wood is located in the Hollywood and
Highlands Center at 6801 Hollywood
Blvd. For more information, visit
www.stickyusa.com. GN 

Orchard Fresh Opens as First Specialty Food Market in Upstate N.Y.
Specialty food market Orchard Fresh re-
cently celebrated the grand opening of its
first location in Western New York, lo-
cated at 4050 N. Buffalo Road in Orchard
Park, N.Y. The store opened its doors on
April 14, making it the first specialty gro-
cery store of its kind in the upstate New
York area.

At nearly 30,000 square feet, Orchard
Fresh is a unique combination of specialty,
upscale and gourmet foods with a focus on
natural and organic. The store has a strong

emphasis on the health-conscious con-
sumer and features food items sourced both
locally and globally.   

“We’re confident that Western New
Yorkers will enjoy the tastes, aromas, tex-
tures and sensations that can only be found
at Orchard Fresh,” said Kevin Donovan, Di-
rector of Orchard Fresh. “Whether guests
are looking for an indulgent culinary expe-
rience or want to find foods that fit into a
specific diet or lifestyle, Orchard Fresh will
inspire the food lover in everyone.” 

Western New York-based Tops Friendly
Markets created and is supporting this
unique, new specialty store concept, de-
signed to meet the needs of this special
market segment in Western New York..

“There is both tremendous passion
and a real opportunity within our com-
munity for authentic, specialty gourmet-
inspired food that doesn’t necessarily fit
within a traditional grocery store set-
ting,” said Frank Curci, President and
CEO of Tops Markets.  GN 

Beef Jerky Outlet
Launches New Website
for Prospective
Franchisees
The Beef Jerky Outlet Franchise, Inc., of
Seymour, Tenn., has launched a new retail
corporate website aimed at recruiting and
qualifying new franchise owners. The Beef
Jerky Outlet Franchise currently operates 14
franchise stores and expects to open another
10 to 15 stores later this year. The Beef Jerky
Outlet Franchise operates stores in Texas,
Michigan, North Carolina, Louisiana and Virginia,
in addition to four locations in Tennessee.
Interested potential new franchisees can learn
more about the chain at its new website,
www.thebeefjerkyoutlet.com.

The new website outlines the process of
becoming a Beef Jerky Outlet franchisee, from
application to store opening and operations.
The Beef Jerky Outlet program of training, site
development and ongoing support is designed
to make a new franchise startup a success.

Beef Jerky Outlet stores feature the world’s
largest selection of beef, turkey and wild game
jerky available under one roof. Walking into a
Beef Jerky Outlet store, customers will be
surprised by the wide selection of flavors. The
bulk jerky is set out in authentic covered barrels
for sale by the pound. Jerky in packs and select
gourmet snack foods line the shelves. The
authentic atmosphere of the stores is in line with
the marketing philosophy of the franchise to keep
it simple. This uncomplicated approach makes a
Beef Jerky Outlet store easy to operate for the
owner and a pleasure to shop for the customer.

http://www.frontiersoups.com
http://www.baktoflavors.com


BY LORRIE BAUMANN
Pennsylvania grocers and convenience
stores are fighting for privatization of the
state’s alcohol sales under a proposal that
has passed the state House of Representa-
tives. The proposal to privatize alcohol
sales has the support of Pennsylvania Gov-
ernor Tom Corbett but faces opposition
from Democrats in the state Senate.

Pennsylvania has some of the nation’s
strictest controls on liquor sales. Under cur-
rent law, sales of packaged spirits are re-
stricted to liquor stores controlled by the
Pennsylvania liquor control board and to
delis and restaurants that serve food as well.
Wines are also sold in winery shops, and beer
may only be purchased from a restaurant,
bar, licensed beer store or distributor. Bever-
age distributors may be licensed to sell beer
and malt liquor, but not wine or hard liquor.
Utah is the only other state in the country
with such a state monopoly on liquor sales.   

Supermarkets are fighting for a share of
that business, and the Pennsylvania Food
Merchants Association, which represents
them, is supporting a bill just passed by the
Pennsylvania House that would expand
liquor sales in the state from the state-con-
trolled stores into the hands of privately-
owned merchants. Under the bill being
considered now by the Pennsylvania Sen-
ate, the state stores would be gradually
phased out as new licensees begin selling
more of the liquor sold in each county.  

The state’s existing beer distributors
would have first crack at the new liquor li-
censes. After a year, new entrepreneurs
would have a chance to purchase liquor li-

censes. The bill would also give grocery
stores that have a restaurant license the
ability to sell beer and wine. 

The PFMA argues that the few supermar-
kets that already have licenses to sell alco-
hol in restaurants or delis attached to their
stores are doing an exemplary job of mak-
ing sure that alcohol is not getting into the
hands of minors, and that they provide
safe, clean and convenient places for adults
to purchase alcoholic beverages. “These
companies offer visually appealing dis-
plays, competitive prices and well-trained
associates to assist shoppers,” said David
McCorkle, PFMA President and CEO.

The association recently polled members
who currently have a license to sell alcohol
in Pennsylvania, finding that those compa-
nies have a number of policies and proce-
dures in place to ensure the lawful sale of
adult beverages:

First, cashiers and other store personnel
receive training through the Responsible
Alcohol Management Program, a program
created by the Pennsylvania Liquor Control
Board to help licensees and their employees
sell alcohol responsibly. This training gives
store associates knowledge on spotting fake
IDs and acceptable forms of identification,
spotting and dealing with intoxicated cus-
tomers and complying with all aspects of
the Pennsylvania liquor code.

Second, many stores have a 100 percent
age verification policy, carding every person
who wants to make an adult beverage pur-
chase. In addition, in many cases identifi-
cation is visually inspected as well as
scanned through the register to verify the

buyer’s age.
Finally, store cafés and restaurants are

under video surveillance.
Opponents of expanded liquor sales

argue that the expansion of liquor sales into
new venues will create more opportunities
for underage consumption resulting from
thefts of alcohol products from poorly
monitored retail stores. They cite a Na-
tional Institutes of Health study showing
that four underage participants from a sam-
ple group of 47 had stolen alcohol and that
about a dozen of the 47 study participants
knew that their friends had stolen alcohol
on some occasion. The study suggests that
“theft of alcohol from commercial sources
may be reduced by examining the weak-
nesses of existing theft prevention practices
and revising store policies.”

“Theft for these products is not any more
prevalent than any other product in the
stores,” McCorkle said. “Supermarket and
convenience stores are very familiar with
selling age-restricted products. They regu-
larly sell them in other states where they
comply with the law and shoppers enjoy
the convenience of purchasing adult bever-
ages along with their groceries.”

Privatization of liquor sales could raise
$800 million in new tax revenues for the
state, according to the Philadelphia In-
quirer. The governor wants to direct that
money to public schools for early-child-
hood education, school safety, individual
learning and science, technology, engineer-
ing, and math programs. The bill is op-
posed by the union that represents state
liquor store clerks. GN
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BRIEFSPennsylvania Grocers Fight 
for a Share of Alcohol Sales The Fresh Market

Partners with Share 
Our Strength
The Fresh Market recently became a national
partner of Share Our Strength’s No Kid Hungry
campaign. Through the sale of a special
reusable shopping bag designed by children
during the company’s inaugural “Design Our
Bag Challenge,” along with an in-store
promotion at its 131 stores nationwide, The
Fresh Market will raise funds and awareness
for No Kid Hungry.

“Our overarching philosophy of ‘Neighbors
Serving Neighbors’ drives both how we serve
our customers and how we serve our
communities,” said Craig Carlock, President
and CEO of The Fresh Market. “As a food retailer
with a focus on providing fresh, high-quality
food, The Fresh Market is in a perfect position
to partner with Share Our Strength in support
of its No Kid Hungry campaign, which is
dedicated to ending childhood hunger in
America by surrounding children with healthy
food where they live, learn and play.”

MilkPEP’s Breakfast
Blitz Contest Sparks
Retail Milk Sales 
The Milk Processor Education Program recently
announced the winners of its Breakfast Blitz
Retail Display Contest. The contest was part
of MilkPEP’s first-ever integrated campaign to
drive retail milk sales by promoting the product
as an important element of breakfast-at-home.
Contest winners each won a $500 gift card for
their successful retail displays. Winners came
from major supermarket chains Hy-Vee,
Marketplace Food & Drug, King Kullen and
Robie’s. In addition, Al Spinazzola of King Kullen
was awarded a special prize as part of a retail
chain with more than 10 percent overall
participation in the initiative. 

http://www.bannex.com
http://www.ohanaharbor.com
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BRIEF Unified Grocers Advancing Waste 
Reduction Efforts, Encouraging Sustainability
Unified Grocers, the largest wholesale gro-
cery distributor in the western United
States, is making significant advancements
in its ongoing effort to reduce waste and
encourage earth-sustaining practices
throughout the organization.

As part of Unified’s commitment to being
a good steward of the earth while responsi-
bly growing its business, the company has
assembled a Sustainability Leadership Team
that is targeting areas for improvement, de-
veloping best practices and encouraging
continued advancement in sustainability
programs in all aspects of the business. As
a result of these efforts, a wide variety of
programs have been implemented and are
already reducing the organization’s impact
on the environment.

These programs range from simple
conservation measures, such as double-
sided copying and pooling office sup-
plies, to recycling paper, cardboard,
wood and plastics used in offices, ware-

houses and retail stores. To help reduce
the amount of overall material being
wasted, Unified has initiated a food and
biodegradable materials composting pro-
gram throughout its facilities and is do-
nating non-salable products to local food
banks on a regular basis.

The company’s internal website, Green
365, educates and informs associates about
earth-friendly practices and encourages
them to submit additional ideas for green
programs. Green 365 is also expanding
Unified’s sustainability efforts by encourag-
ing participation in activities such as recy-
cling and composting.

“We are very proud of the efforts and ac-
complishments of our associates and retail
customers in working together to help pro-
tect our planet and conserve resources for
future generations,” said Bob Ling, Presi-
dent, Unified Grocers. “We also know there
is much more to do and we look forward to
celebrating those successes.”

Recently Unified began offering paper-
less invoicing to all of its retail customers
in the western United States. After experi-
encing positive results from paperless in-
voicing in its Washington operations, the
company extended the program to enable
more retailers to reduce waste and improve
ordering efficiencies. When fully deployed,
the paperless invoicing will eliminate ap-
proximately 40 tons of paper from the
waste stream every year while speeding
order processing and giving retailers greater
visibility to their ordering activity.

Founded in 1922, Unified Grocers is a
retailer-owned wholesale grocery distribu-
tor that supplies independent retailers
throughout the western United States. Uni-
fied and its subsidiaries, which generated
approximately $3.8 billion in sales during
fiscal 2012, offer independent retailers all
the resources they need to compete in the
supermarket industry. For more informa-
tion, visit www.unifiedgrocers.com. GN

PRAIM Group Introduces
PRAIM Private Label
PRAIM Group, a food licensing, marketing and
distribution company, recently announced its new
division, PRAIM Private Label. PRAIM Private Label
provides celebrities, brands and retailers with
custom-designed packaging for the company’s
proprietary 3.5-oz., all-natural kosher chocolate
bars. PRAIM Private Label uses a client’s existing
artwork or creates original designs based on needs. 

PRAIM Group is known for its premium
chocolate bars, which feature chic and humorous
packaging. The company creates its own designs,
but it also has licensing agreements with well-
known brands, such as The Andy Warhol
Foundation, Pan Am, KnockKnock® Anne Taintor®,
Mary Phillips Designs and more.

Recently, PRAIM Private Label has worked with
several worldwide retailers, creating customized
packaging for chocolate bars being sold in stores
as part of its everyday confections line, as well
as for seasonal company campaigns and corporate
philanthropic fundraising efforts. PRAIM Private
Label has also worked with celebrities to create
chocolate brands that can be sold in stores
alongside the individual’s other branded items. 

For more information, visit
www.praimgroup.com.

http://www.carolynsaucier.com
http://www.aristonspecialties.com
http://www.unclebunks.com
http://www.wolfgangspretzels.com
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BRIEFRudi’s Organic Bakery Expands Production
with Dedicated Gluten-Free Facility
Rudi’s Organic Bakery®, a national leader
in the production of organic and gluten-free
breads, baked goods and snacks, recently
announced the completion of an expansion
to its Boulder bakery. The expanded bakery
will allow Rudi’s Organic to increase pro-
duction of both its Rudi’s Organic and
Rudi’s Gluten-Free products by moving the
baking of its gluten free products to an ex-
clusively gluten free production room. The
new dedicated gluten-free bakery, adjacent
to the existing organic bakery, will feature
state-of-the-art equipment and ovens to en-
able Rudi’s to continue to grow with the
market. Rudi’s Organic products are avail-
able nationally at natural foods stores and
select mainstream supermarkets, and the
expansion of the bakery will allow the com-
pany to better meet growing retailer de-
mands for its products.

“Since our humble beginnings more than
35 years ago, Rudi’s Organic has been pas-
sionate about the belief that there is a bet-

ter, brighter way to bake breads,” said Doug
Radi, Senior Vice President of Marketing
and Sales for Rudi’s Organic Bakery. “It’s ex-
citing to see that our retail customers, as
well as consumers, agree with our commit-
ment to these values, and we’re able to con-
tinue to grow and provide healthy and
delicious organic and gluten free baked
goods that the whole family can enjoy.”

Rudi’s Organic made the choice to ex-
pand its bakery based on growing retailer
and sales demands. The new bakery re-
model adds more than 10,000 square feet of
production space, which is expected to
nearly double the weekly output of both the
organic and gluten-free production lines.
The expansion will shift production sched-
ules, allowing for both organic and gluten
free products to be produced every day of
the week, rather than having to rotate be-
tween the two brands to ensure zero cross-
contamination. Lastly, the new bakery will
add 45 employees to help staff the increased

production schedule and capacity.
One of the most exciting attributes of the

remodeled bakery is the new dedicated
gluten free line. While Rudi’s Gluten-Free
products have always been certified gluten
free and carry the Gluten-Free Certification
Organization seal, Rudi’s Gluten-Free fans
will be excited to know that all products are
created in an exclusively gluten free facility.

Based in Boulder, Colo., Rudi’s Organic has
solidified its heritage as a local company with
decades of dedication to baking natural and
organic breads. Additionally, Rudi’s Organic
remains committed to conducting business
practices that sustain and improve the envi-
ronment and the communities in which its
employees live and work, including provid-
ing support to organizations like Naturally
Boulder, Community Food Share and Emer-
gency Family Assistance Association. Rudi’s
Organic is committed to healthy people, a
healthy planet and healthy communities. To
learn more, visit rudisbakery.com. GN

New York Ravioli &
Pasta Company
Launches Program for
Foodservice Operators
New York Ravioli & Pasta Company recently
announced the launch of the new “Authentic
Seasonal Ravioli” program for foodservice
operators across the United States. The new
program is being introduced by offering
foodservice operators its first seasonal product,
a jumbo round crab and lobster filled ravioli,
paired with a suggested roasted artichoke
cream sauce. The program allows restaurants
the ability to offer time limited specials that
can boost customer excitement and traffic. 

In addition, New York Ravioli & Pasta Company
has been providing the foodservice industry with
a vast array of pasta products for 20 years. The
company boasts a full line of specialty raviolis
and pastas that can be used in a variety of dishes
from appetizers to center of the plate options.
With New York Ravioli & Pasta Company, operators
have a slew of options to reduce their food cost
while increasing their profit margins with a high
quality product.

For more information, visit
www.nyravioli.com.

mailto:kate_s@oser.com
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BY LUCAS WITMAN
For the harried host, in a frenzy to finalize
every last detail of a too rapidly approach-
ing dinner party, the cheese board can be
a crowd-pleasing, convenient and rela-
tively quick way to round out a meal.
Whether served as an appetizer course
over cocktails or at the end of the meal as
a post-dessert nosh, a carefully chosen
and artfully presented platter of artisan
cheeses is sure to impress. 

Gourmet retailers have an important
role to play in assisting their customers
to assemble the perfect cheese board.
By offering customers a diverse, ex-
pertly chosen selection of cheeses, re-
tailers are setting their clientele on a
path to success. And, in so doing, store-
owners are sure to increase sales of
both cheeses themselves and cheese
board accompaniments.

Perhaps the most frequent question
specialty cheese retailers are likely to hear
from customers who are planning on pre-
senting a cheese board at their next gath-
ering is precisely how much cheese they
are going to need. The answer to this
question will depend on the role cheese is

to play at the party. 
For example, at a wine and cocktail

party where cheese is the main event, the
host may want to plan around 6 oz. per
person. However, if the cheese board is
only a single element of a larger meal, it
may be fine to scale down to 3 or 4
ounces per person.

When recommending cheeses to your
customers, the key is variety. A good
cheese board will include three to four
options representing a range of textures
and flavors. Suggest your customer try
pairing a hard, salty Grana Padano
alongside creamy, fragrant taleggio and
a strong Stilton bleu. Or recommend she
opt for sharp, aged English cheddar
served alongside fresh chèvre and earthy
Brie. As long as the cheese board in-
cludes both range and quality, it is truly
difficult to go wrong.

For those customers who are unsure
about which cheeses will work best for
their event, suggest they choose several
cheeses made from different types of milk.
It makes sense to select one cow’s milk
cheese, such as Camembert, Fontina,
Gouda, Jarlsberg, Muenster or Parmi-

giano. Pair it with a
sheep’s milk cheese,
such as feta,
manchego, pecorino or
robiola. And finish off
the board with a goat’s
milk cheese, like a soft
herbed chèvre or
harder aged Valençay. 

Finally, working with
customers in helping
them construct their
cheese board is the
perfect opportunity to
introduce them to
something unique and
unexpected. This is
the time to recom-
mend something they
may not have tried 
before, like that 
exotic looking Span-
ish Valdeón wrapped
in chestnut leaves or an Italian truffled
triple cream. Be adventurous.

Retailers who take the time to answer
their customers’ questions, make thought-
ful suggestions, and recommend some

products they may never have thought to
try will almost certainly see an increase in
activity at their specialty cheese cases.
And the new cheese connoisseurs they
help to create will surely be back to in-
dulge time and again. GN

Building a 
Better Cheese Board

http://www.janafoods.com
http://www.widmerscheese.com
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FEATURED PRODUCTS

Jana Foods
Dutch Masterpiece® cheeses Vermeer and
Vincent are now available in a 5.6-oz exact
weight format. This rounds out the line,
which also includes award-winning Rem-
brandt Extra Aged Gouda. 

Vermeer is the winner of the 2012
WCMA World Cheese Championship.
With less fat, cholesterol and salt, the
cheese is considered “The Lighter Side of
Gouda.” Vincent, where Gouda meets
parm, has a nutty and tangy flavor, creat-

ing a sweet duet.
Inspired by classic Dutch artists 

and crafted by masterful Dutch cheese-
makers, each cheese is uniquely cre-
ated and ripened for a refined taste like
no other.

For more information, contact Jana
Foods by mail at 100 Wood Avenue South,
Suite 206, Iselin, N.J., 08830. Also, you
can call the company at 201.866.5001 or
visit www.janafoods.com.

Savello di Roma
Savello di Roma is one of the oldest
cheeses in existence, originating from the
Roman countryside. Savello di Roma was
named after Mount Savello in Italy. The
sheep there live in the open air and graze
on a rich pasture that varies from season
to season. The grasses of the Roman
countryside’s pastures makes these sheep
much healthier, enabling them to produce
rich, diverse and tasty milk. 

Savello di Roma has a definite aroma
and a slightly sharp but mild taste. This is
a semi-hard, semi-cooked cheese that is
made with lamb’s rennet. It is cured with
salt and aged more than 60 days in natural

grottos on Beachwood boards. The
cheese-making process results in a white
or slightly yellow color. The rind is smooth
and even. It is vacuum-packed, and the
average weight of each wheel is approxi-
mately six pounds. 

One ounce of Savello Cheese contains
8 grams of protein, is rich in Vitamin A and
provides 15 percent of the daily calcium
requirement. This makes Savello di Roma
an important part of a nutritionally well bal-
anced diet. 

For more information, call
570.822.9743, or email
info@savellousa.com.

http://www.formaggio.com
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Widmer’s Colby Follows 
Old-School Formula, Technique
Those in search of an authentic Colby
cheese need look no further than Wid-
mer’s Cheese Cellars. This Wisconsin
company has been making Colby with the
same family recipe since 1922. Widmer’s
has never altered the make procedure and
continues to turn out one of the most au-
thentic Colby cheeses in the market. 

Invented in the 1870s in Colby, Wis.,
Colby cheese has a curdy texture with a
slightly sweet and salty flavor. Somewhat
similar to the flavor of a mild Cheddar,
Colby is sweeter, softer and has a higher
moisture content. Cheesemakers spray
the curds with cold water and stir them
while they are still in the vat to prevent the
curds from knitting together. This proce-
dure gives Colby a more elastic texture

than Cheddar. 
Best of all, says Wisconsin Master

Cheesemaker Joe Widmer, Colby has a
“dairy, milky note.” Perfect for shredding,
melting or slicing, it complements ham-
burgers, fajitas, chili, rye bread, apples or
pears. The best wine pairings for Colby are
Chardonnay, Champagne, Riesling and
Cabernet Sauvignon. 

Widmer’s Colby is available plain or fla-
vored with jalapeños, vegetables and
herbs or caraway seeds. 

To learn more about Widmer’s 
products, contact Joe Widmer at
920.488.2503, or email him at
joew@widmerscheese.com. More 
information is also available at www
.widmerscheese.com.

The Ambriola Company Importing Auricchio 
Gorgonzola and Auricchio Mascarpone from Italy
The Ambriola Company recently an-
nounced that it is importing two exciting
new cheese products from Italy—Gor-
gonzola and Mascarpone—both pro-
duced by Italian cheese masters
Auricchio. Auricchio has recently ex-
panded its cheese producing expertise to
include both Gorgonzola Dolce or sweet
Gorgonzola and Gorgonzola Piccante or
natural Gorgonzola. Each wedge is beau-
tifully packaged and individually wrapped
to ensure freshness. In addition, Auric-
chio’s world-class mascarpone uses only

the freshest cream to produce their soft,
creamy and spreadable mascarpone.
Your customers will appreciate its deli-
cate, mild flavor and how easily it blends
with other ingredients. The Auricchio
brand is a respected name in the cheese
industry, known for quality, premium im-
ported cheeses from Italy. These two new
items are sure to be top sellers in your
cheese department. For more information,
contact Ambriola by phone at
973.228.3600, or visit the company’s
website at www.ambriola.com

http://www.roaringbrookdairy.com
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Consumers are enthusiastically embracing
do-it-yourself gourmet food making kits.
Now they have the chance to try their
hand at fresh homemade cheese and but-
ter in their own kitchen, on their own time,
in under an hour.

Roaring Brook Dairy’s Mozzarella
Cheesemaking Kit, Homemade Fresh &
Creamy Butter Kit and new Chevre
Cheesemaking Kit are fun and easy for
everyone—from families and kids to food-
ies and cheese connoisseurs.

Kits include specialty ingredients and
herbs that enable the consumer to enjoy
multiple batches and perfect the craft.

Roaring Brook Dairy Helping Consumers 
Make Their Own Cheeses and Butter

The kits also come with the necessary
tools, graphic instructions and delicious
recipes—everything needed but the
fresh dairy. 

Roaring Brook Dairy’s Kits require no re-
frigeration, come in unique, compelling
and reusable packaging and make great
gifts and gift basket additions. 

Online video tutorials and tips on
the art of cheesemaking are available
at www.roaringbrookdairy.com. To 
request more information and 
pricing or to place an order now,
email roaringbrookdairy@gmail.com
or call 646.559.9330.

“Old Croc” Aged Cheddars from Australia
Old Croc is a full-flavored Australian
White Cheddar Cheese with a delight-
fully unique flavor experience that could
only come from the “land down under.”
Available in two varieties—Old Croc
Sharp and Old Croc Extra Sharp—these
classic white Australian cheddars are
all-natural and crafted from 100 percent
pure Australian milk from pasture-fed
cows with no added hormones. Old
Croc Sharp and Old Croc Extra Sharp
are carefully aged a minimum of nine
and 18 months respectively, promising

cheese lovers a delightfully bold bite.
The cheese are so delightful, in fact, it is
now the fastest growing imported Ched-
dar brand in America.

Old Croc’s smooth yet sharp bite and
creamy, sliceable texture make it the per-
fect table cheese. The cheeses are avail-
able in 7-oz. and 24-oz. cuts as well as
10-lb. random weight loaves. 

For more information, contact Trugman-
Nash LLC, an affiliate of MCT Dairies, in
Millburn, N.J. at 973.258.9600, or visit
www.oldcroccheese.com.

http://www.klondikecheese.com
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When you are looking for uniquely
smooth, savory Gruyère flavor, there is
only one cheese that fits the bill—the only
cheese that is 100 percent natural and
100 percent from Switzerland is 100 per-
cent Le Gruyère AOP. The fact is, the fla-
vor in any cheese is a product of its
surroundings. For Le Gruyère AOP, this
includes the fields in the villages of West-
ern Switzerland, where the cows that
supply the milk are raised and fed; the
way in which the cheese is produced,
with fresh raw milk in small hand-made
batches; as well as the centuries-old
recipe of slow aging in the region’s
cheese cellars and caves. This is what
creates the unique characteristics found
in the only cheese that can call itself Le
Gruyère AOP. Le Gruyère AOP is 100 per-
cent natural, additive-free and naturally

free of lactose and gluten. For more infor-
mation, recipes and more, visit
www.Gruyere.com or stop by Booth #166
at the 2013 Summer Fancy Foods Show.

It Has to Be Born in Switzerland 
to Be Called Le Gruyère AOP

Odyssey Delighting Palates 
with Brined Feta Cheese
Odyssey 8-oz. chunk brine is the newest
package introduced to the family of
Odyssey Feta Cheeses. With the excep-
tional mouthfeel you get from the cheese
packaged in a brine solution, you can be
guaranteed the highest quality taste and
great flavor. 

The availability of a smaller package size
allows households to have the same indul-
gent experience at home that they would
in their favorite restaurant, using Odyssey

Feta in Brine to create their signature
dishes. With feta submerged in brine solu-
tion, you can savor the flavor longer. If you
have not tasted Feta in brine, you will no
doubt be impressed by its freshness, au-
thenticity and traditional flavor. Brine-
packed Feta also offers a longer shelf life
after opening, adding value to its purchase.

For more information, contact Klondike
Cheese by phone at 608.325.3021, or visit
www.klondikecheese.com.

Marieke Mature Gouda Awarded Best in Show
Honors at 2013 U.S. Championship Cheese Contest
Award-winning cheesemaker Marieke
Penterman crafts the
number one cheese in
the country: Marieke Ma-
ture Gouda, aged 6 to 9
months. Marieke Mature
Gouda received this
honor at the 2013 U.S.
Championship Cheese
Contest, where Holland’s
Family Cheese took
home the coveted Best
in Show award. Marieke
Mature Gouda boasts
rich, full, nutty flavors, a
subtle bite and hints of
caramel notes.

Penterman celebrates her Dutch her-
itage by handcrafting traditional farm-
stead Goudas using the time-tested, Old

World, cheesemaking methods she
brought with her when she
emigrated from the
Netherlands. She and her
team in the heart of Cen-
tral Wisconsin spend each
morning transforming
fresh cow’s milk from her
herd of Holsteins into
award-winning cheese.
This premium raw milk
provides each wheel of
cheese with the excep-
tional flavor and texture
you’ve grown to expect
from Holland’s Family

Cheese. Each batch is then
carefully cured on imported Dutch pine
planks in temperature and humidity-con-
trolled aging cellars. 

Melkbus, Specialty Dutch Raw Milk Cheeses
Signifying a series of farmstead raw
milk cheeses, Melkbus cheeses are
made on small family farms outside the
city of Gouda in the Netherlands. Trans-
lated to English, “Melkbus” means “Milk
Can.” Milk cans were used in earlier
times to transport farm-fresh milk to the
creamery for cheese making. Each farm
was assigned a number that was
stamped atop the can and served as its

identity. Today, we celebrate these past
farmers and their cheese making tradi-
tions by resurrecting the stamped milk
cans. Each cheese in the Melkbus se-
ries is made on a single family farm
which is signified by the Melkbus num-
ber prominently displayed on the label.
Melkbus’ product line includes Melk-
bus237 Original, Melkbus149 Truffle
and Melkbus58 Swiss.

http://www.hollandsfamilycheese.com
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BY LUCAS WITMAN
Of course, no cheese board would be
complete without a few carefully se-
lected accompaniments. Most party
hosts, however, prefer to limit prepara-
tion time for these to the time it takes to
shop for ingredients. Thus, marketing to
these customers is the perfect opportu-
nity to not only increase cheese sales,
but to increase sales of all the artisan
condiments and nibbles that ultimately
make cheeses sing. 

As with the cheeses, the accompani-
ments one selects for a cheese board
should span a range of flavors and tex-
tures. First, offer your customers some-

thing sweet, an ideal pairing for salty, sa-
vory cheeses. Some possibilities include
fresh figs, wildflower honey or gourmet
peach jam.

Then recommend that they add
something to give their platters a 
little crunch. This can mean tossing on
a handful of spiced candied pecans 
or a crispy sliced Bosc pear. Finally,
your customers will certainly want to
finish their cheese boards off 
with toasted slices of baguette or some
artisan biscuits.

For gourmet retailers that also offer
dinnerware and kitchenware selections,
it makes sense to also use this oppor-

tunity to
suggest to
the cus-
t o m e r
some cre-
ative ways
to present
their newly
s e l e c t e d
c h e e s e s
and accompaniments to their guests.
Of course this is a great time to show
off a store’s selection of stone or wood
cheese boards. However, more singular
party hosts may be interested in picking
up something unique for their event. In

truth, cheese, crackers and fruit will
look positively alluring when presented
on anything from a butcher block cut-
ting board to a rooster-shaped serving
dish. GN

Perfect Pairings for a
Polished Cheese Board

Tortured Orchard: 
A spirited rebellion of flavor

Tortured Orchard Seasoning Sauces –
“A Spirited Rebellion of Flavor” – are an
all-natural line of user-friendly, gourmet
condiments for every cooking ability and
lifestyle. Whether cooking daily or on-the-
go, with these products you will never be
short on quality and taste.

Tortured Orchard’s a line of five distinct
flavor combinations will become a staple
in your kitchen. Everybody has a favorite.  

Tortured Orchard’s sauces include Sweet
Apple Blush, a New England compote,
Lemon Ginger Twist and Garlic Balsamic
Drizzle, both reductions, Spiced Pineapple
Zinger, a chutney, and the Carolina-style
Barbeque Golden Sauce, which was re-
cently named in Real Simple Magazine on-
line as one of “The 7 Sauces of Summer.”

Tortured Orchard’s sauces are chemi-
cal-free, containing no additives or preser-

vatives, no gluten, cholesterol or fat. They
are diabetic-friendly, as they are low in
added sugar and carbohydrates, and they
are also vegetarian, vegan and kid-friendly.

Tortured Orchard Seasoning Sauces are
easily enjoyed as condiments, marinades
or dressing bases and can be paired with
vegetables, fruits, proteins, grains, baked
goods or simply eaten with a spoon.
Whether enjoying these sauces paired
with cheese or using them in recreating a
favorite dish, you will be creating new culi-
nary classics in no time.

For more information call 413.528.1119
or visit www.torturedorchard.com.

DeCarlo Torre Di Mossa has been awarded
the “Best Extra Virgin Olive Oil in the
World” by Flos Olei 2013, an international
guide to the world’s best olive oils.

From the fascinating landscape of
Puglia, the DeCarlo family’s long tradition
in the cultivation of olives and the produc-
tion of olive oil dates back to the 16th cen-
tury. The antique stone mill, still owned by
the family today, has been restored and is
vital for their production of “stone ground”
olive oil. The DeCarlo family has won both
national and international recognition for
their “precious” olive oils. 

Alongside its oil production, the DeCarlo
family has also created a line of vegetables
preserved in their precious extra virgin
olive oil, as well as olives in brine and de-
licious pastes.

For more information, contact Viola 
Imports at 847.690.0790 or visit www
.violaimports.com.

DeCarlo Torre Di Mossa
Awarded “Best Extra 
Virgin Olive Oil 
in the World”

According to Matthew 5:13, “You are the
salt of the earth.” In fact, your tears
and your blood contain the same
balance of salt and trace elements
as found in sea salt that has been
naturally dried for 13 to 22 months.
New Zealand Pacific Sea Salt is
harvested from the clean southern
seas surrounding New Zealand. It
contains no anti-caking or free
flowing agents, and it contains all
the natural trace elements that your
body requires in a perfect balance.

Pacific Resources is an exclu-
sive importer of this high quality
sea salt from New Zealand. It is packaged

New Zealand Pacific Sea Salt 
from Pacific Resources International 

in several convenient sizes from 4 oz. to
26 oz. In addition, the product comes
in two styles: fine and coarse. 

A new addition to the Pacific Re-
sources family is Mesquite Smoked
Pacific Sea Salt in coarse or fine, a
great addition to any meal that re-
quires a down-home country barbe-
cue flavor. 

For more information,contact Pa-
cific Resources by phone at
805.684.0624 or by email at
info@pri-nz.com, or visit www.shop-
pri.com. Also visit the company at
this year’s Summer Fancy Food

Show at Booth #1352.

O Olive Oil recently an-
nounced that the com-
pany’s newly released O
Orange Blossom Vinegar
was honored with a
NASFT Silver sofi Award
for Outstanding Vinegar
2013. The NASFT has
honored four of the com-
pany’s premium vinegars
in past competitions.

O Olive Oil barrel-ages
its line of fine varietal wine
vinegars and balsamics
deep in a cave carved in
the Calistoga mountains

O Orange Blossom Vinegar: 
Another Winner for O Olive Oil

of Sonoma County, Calif. O Orange
Blossom Vinegar is made by aging gen-
tly crushed orange blossoms in Califor-
nia champagne one batch at a time.
Slowly, the alchemy occurs as the wine
turns to vinegar and captures the sweet
aroma of California’s citrus groves in
bloom. Delicate, fresh and drinkable, O
Orange Blossom Vinegar contains no ar-
tificial extracts or flavorings. In addition,
the product is GMO and gluten free. 

For more information on O Olive Oil and
its premium barrel-aged vinegars, visit
www.ooliveoil.com, call 888.827.7148, or
visit Booth #4350 at the this year’s Sum-
mer Fancy Food Show.

http://www.torturedorchard.com
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American Vintage Wine and Beer Crackers: 
the Perfect Impulse Item for Your Cheese Counter
The reviews are in, and these crackers
are a big hit with consumers. American
Vintage has been making crackers by
hand in small batches since 1989. Each
culinary creation includes wine or beer as
the main ingredient. Popular with con-
sumers who entertain and love new taste
experiences, consumers have called
American Vintage Wine and Beer Crack-
ers “cheese’s perfect partner.” These
crackers have no preservatives, no cho-
lesterol and no trans fats. In addition, they
are made from only a few ingredients, all
of which you can pronounce. 

Now available in a 2-oz. taster size, in a
single sleeve hexagon box, displayed in a
festive point of purchase box, these crack-

ers are an ideal impulse item for the top of
a cheese case, for the counter near the
register or for a hotel amenity bar. The
POP display box with wine and beer im-
ages will attract consumers who entertain.
The SRP for the 2-oz. taster packages is
$3.50, and the products have a seven-
month shelf life. The tasters are available
in four flavors: red wine and black pepper;
white wine, shallot and cayenne; pizza and
beer; and Hot Hot Hot smokey chipotle,
lime and beer. 

For more information, contact Ameri-
can Vintage by phone at 718.361.1003,
by email at info@americanvintage.com,
or visit the company’s website at
www.americanvintage.com.

Acme Smoked Fish Introduces Wild Smoked
Salmon with Cream Cheese Crepes
Brooklyn-based Acme Smoked Fish
Corporation is pleased to announce its
partnership with Crepini and the concur-
rent launch of its latest product innova-
tion, Wild Smoked Salmon with Cream
Cheese Crepes. The company’s exciting
collaboration with Crepini, a locally
owned company and a premier producer
of crepes in the United States, provides
customers with wholesome all-natural
ingredients and ready-made conven-
ience ideal for today’s busy lifestyle. This
new partnership continues in Acme’s
commitment to serve the local commu-
nity by using local ingredients and by
supporting local businesses.

New Wild Smoked Salmon with Cream
Cheese Crepes combine Acme’s signature

Smoked Wild-Caught Alaskan Salmon
with cream cheese and all-natural ingredi-
ents in a classic and delicate pancake
shell. Each 11-oz. tray, available for retail
and food service, includes five substantial
crepes that are ready to serve or eat either
cold or heated. 

Easy to prepare and serve, Wild
Smoked Salmon with Cream Cheese
Crepes are ideal for breakfast, mealtime
or snacking. They also offer a delicious
and healthy alternative to the traditional
lox and cream or cream cheese bagel.
Wild Smoked Salmon with Cream
Cheese Crepes further provide an ele-
gant and refined touch to any social
event or gathering. The product is
Kosher-Dairy.

http://www.italianglutenfreefoods.com 
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BY LUCAS WITMAN
According to a study recently published
by the NPD Group, a consumer market
research firm, one in three adults in this
country either currently attempts to
limit their gluten consumption or plans
eventually to do so. This is the highest
percentage of gluten-conscious adults
measured by NPD since 2009. NPD also
reports that a record number of restau-
rant diners are requesting gluten free
menu items, with 200 million gluten
free restaurant meals purchased last
year. With some experts recently offer-
ing their opinion that the gluten free
trend had reached its peak, this study
shows that gluten free eating has never
been more popular than it is today.

“For as long as NPD has been tracking
the eating habits of Americans, which is
since 1976, they have been expressing a
desire to eat healthier foods and bever-
ages,” said Harry Balzer, NPD Chief In-
dustry Analyst and author of Eating
Patterns in America. “It’s not that we
want health and wellness more but that
we are constantly changing how we ad-
dress health and wellness. A generation
ago, health was about avoiding fat, cho-
lesterol, sugar and sodium in our diet.

While those desires still exist for many,
they no longer are growing concerns.
Today, increasingly more of us want to
avoid gluten in our diet and right now it
is nearly 30 percent of the adult popula-
tion…and it’s growing. This is the health
issue of the day.”

The underlying cause of this ever-grow-
ing popularity of gluten-free eating in this
country is likely two-fold: On one hand,
more and more consumers are growing
cognizant of the distinct benefits of limit-
ing gluten in their diets. However, on the
other hand, it is likely that recent dramatic
increases in both the availability and qual-
ity of these products has ultimately led
many people to increase their consumption
of these items.

“The level of quality is definitely grow-
ing,” said Mark Weinberg, President of the
National Gluten Free Alliance. “When I
started in this business, people said that the
taste was awful.” Today, Weinberg points
out that there are many companies produc-
ing gluten-free products that taste just as
good if not better than their glutinous
counterparts. As a prime example of this,
Weinberg points out the recent success ex-
perienced by Chef Luca Italian Gluten Free
Foods, a brand marketed and distributed

by the alliance. 
Chef Luca Dangio started working in

some of the finest restaurants in New
York City when he was just 14 years old,
mastering Italian dishes, before he even-
tually made the move to gluten free. It
was only after he himself began experi-
menting with gluten free eating, and he
experienced firsthand the benefits of this
diet, that he decided to make the move
to becoming a gluten-free chef. Today,
his namesake company manufactures
Italian appetizers, calzones, ziti, lasagna
and a number of other classic Italian
dishes that are truly redefining the
gluten free category.

“When I started to do gluten free, I said
we have to create something gluten free
that tastes right,” Dangio said. “It took me
three or four years to develop that.”

He continued, “My recipe has to be per-
fect. Nobody can tell that it’s gluten free.”

For Dangio, however, the growth in
quality of gluten free foods that his com-
pany represents is only one part of the rea-
son so many people are switching to gluten
free diets. It is the way people feel after eat-
ing gluten free meals that is really com-
pelling the switch. “I started having so
much energy,” said Dangio, reflecting his

own move to a gluten-free diet. “At 54, I’m
in the best shape of my life.”

“You don’t get that feeling you get when
you eat pasta dishes [with gluten]. You
don’t get that full feeling,” echoed Wein-
berg. “If you want to live a healthier
lifestyle, this gives you that option.”

Still, for specialty foods companies
considering cashing in on the gluten free
craze, Dangio offers some words of cau-
tion. “You have to do a lot of research—
a lot of homework,” he said. “You have
to certify the product. You have to elimi-
nate contamination.”

“Also, understand who your competition
is,” continued Weinberg. “There’s a lot of
repetition in the market for gluten free…
Create something that’s different. That’s
why we’re succeeding.”

For Dangio and Weinberg, too many
companies think that they can easily
translate their gluten free recipe into a
successful retail brand. However, when
they do so, the result is often sub par, ul-
timately harming the reputation of the
entire gluten free foods industry. Wein-
berg’s main words of advice to companies
thinking about going gluten free: “Under-
stand your product, and make sure you’ve
mastered the recipe.” GN

Gluten Free Eating Exploding in Popularity as
One in Three Consumers Cutting Back on Gluten

http://www.peppadewfresh.com
http://www.viventetastyfoods.com 
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Customers praise new gluten free 
scone mixes from Sticky Fingers Bakeries
You may not be able to eat gluten, but
you can still enjoy scones, thanks to
Sticky Fingers Bakeries’ gluten free
scone mixes.

“Gluten free shouldn’t mean taste free,
especially when it comes to baked
goods,” said Tom Owens who co-founded
Sticky Fingers Bakeries with Ted Vogel-
man in 1987.

The company that started as a retail
bakery in San Diego now offers one the
largest selections of all-natural English
scones mixes, as well as muffin mixes,
Irish soda bread mix, brownie mixes and
premium fruit spreads, butters and
curds. Given the increasing customer

demand, going gluten-
free was a natural next
step. The company’s new
line of scones is available
in original, apple oat,
Meyer lemon and blue-
berry. Whether it is tart
bits of real Meyer lemon or a sweet bite
of spiced apple, the high-quality ingredi-
ents complement the light and crumbly
texture of these make-at-home treats. 

The mixes are certified by the Gluten-
Free Certification Organization and pro-
duced in dedicated gluten free facilities
according to GFCO standards. They are
also preservative free and contain no ar-

New Gluten Free Fruit Spreads 
from Robert Rothschild Farm
Robert Rothschild Farm offers delicious
gluten-free products that represent ap-
proximately 85 percent of the company’s
total product offering. Many consumers
have health concerns that prevent them
from eating foods with gluten. Having a
dietary restriction should not mean that
the consumer can not eat flavorful and
desirable food. Robert Rothschild Farm
is pleased to offer a variety of gourmet
products that will help the consumer
enjoy a tasty meal that is suitable for their
gluten intolerance.

The recently launched gourmet fruit
spreads within the Breakfast at the Farm
collection are all gluten free. These delight-
ful fruit spreads have unique flavor profiles
that will wake your taste buds in the morn-
ing. They include: Blackberry Tea & Sage
Fruit Spread, Gooseberry Grape Fruit
Spread, Grapefruit Vanilla Bean Fruit
Spread, Orange Elderflower Marmalade

Fruit Spread,
Peach Mango Gin-
ger Fruit Spread,
Plum Pineapple
Rose Fruit Spread
and Strawberry
Lime Basil Fruit
Spread.

In addition,
Robert Rothschild
Farm offers com-
plete categories of
products that are
gluten free, including dips, hummus, sal-
sas, pasta sauces, mustards, condiments,
rubs, spreads, chutneys, ketchups, fruit
spreads, preserves and dessert toppings.
Merchandising gluten-free products to-
gether in your store can make an impact
with consumers who are seeking these
products. It will allow them to easily find a
delicious gourmet product for a snack, ap-

petizer, meal or dessert.
Stop by Robert Rothschild Farm’s

booth at the Summer Fancy Food Show
(Booth #236) or AmericasMart Show
(Showroom #870A, B) to taste their deli-
cious gluten free products. For more 
information, call 800.356.8933, email
info@robertrothschild.com or visit
www.robertrothschild.com.

tificial colors, flavors, trans fats or satu-
rated fats.

“Many people say they can’t tell these
scones are gluten-free,” Owens said.
“We take that as a compliment, because
while we want these scones to fit with
our customers’ gluten-free diets, we also
want anyone who eats them to think
they’re delicious.”

Tio Nacho’s Smoked Salsa
Tio Nacho’s Smoked Salsa has found an
unusual niche in the huge salsa market.
The smoked flavor that is increasingly
popular in many types of foods is now
available in a full line of salsas. Whether
mild, medium or hot, all of Tio Nacho’s sal-
sas have a mild smoked flavor, created
through the use of a secret wood blend.
Smoking and fire-roasting the ingredients
adds a depth of flavor to these products
that can not be found elsewhere in today’s
salsa marketplace.

Tio Nacho’s salsas can be sold to a wide
market as they are preservative free, gluten

free and have a very low fat and
sodium content. Regular mar-
kets, gourmet markets and health
food stores are just a few of the
potential sales points for these
salsas. Consumers now have a
healthy choice when seeking a
tasty salsa that fits their dietary
needs.

For more information, con-
tact Tio Nacho’s Smoked Salsa
by mail at P.O Box 2569, Costa
Mesa, Calif., 92628 or call
855.TIO.NACHO.

Fire & Flavor 
Fire & Flavor is putting a gourmet spin on
gluten free with a new line of liquid brines
that make standing over a hot stove a
thing of the past. Three new flavors of
brine concentrates are available to add fla-
vor and juiciness to meats and seafood in
a short period of time. 

Fire & Flavor’s brines consist of salts,
sugars, spices and herbs that create
mouthwatering combinations without
any harmful preservatives. Each of the
chicken, beef and pork brines can be
used on multiple proteins for deliciously

tender results. 
Cooking with these

brines is effortless.
Simply add water and
allow the meat to brine
for the listed amount of
time. Whether roasting,
smoking or grilling,
enjoy healthy and con-
venient meals at home
with Fire & Flavor’s all-
natural, gluten free liq-
uid brines.

http://www.mediterraneansnackfoods.com
http://www.esutras.com
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Lizbeth Lane Cuisine
Lizbeth Lane Cuisine’s unique gourmet
simmer sauces and new pizza sauces
are the new standard in the sauce cate-
gory. The company’s simmer sauces are
all-natural, gluten free and provide cus-
tomers a way to prepare a gourmet
quality entrée in about 15 minutes. Fla-
vors include lemon piccata, marsala and
tarragon, Mediterranean tomato and
roasted red pepper, and basil cream.
Each tastes truly superb! Each 16-ounce
jar serves four.

Lizbeth Lane also has a new line of three
unique, all-natural and gluten free pizza
sauces. They are like no other sauces on

the market. Flavors in-
clude tomatillo cilantro,
roasted vegetable and
tomato pepper & basil.
They provide retail cus-
tomers a great way to ex-
pand their pizza making
horizons. The sauces are
available at retail in 15-
ounce jars, each which
makes 3-4, 12-inch piz-
zas. Lizbeth Lane’s pizza
sauces are also available to food service in
112-ounce pouches. Visit www.lizbeth-
lanecuisine.com for more information, or

contact the company via email at contac-
tus@lizbethlanecuisine.com or by phone at
610.240.9531 or 215.480.2710.

Baked Lentil Chips and Lentil Crackers 
by Mediterranean Snacks
Mediterranean Snacks® offers several
gluten-free certified, non-GMO verified
legume-based snacks, including Baked
Lentil Chips® and Lentil Crackers in a
variety of Mediterranean-inspired fla-
vors. Baked Lentil Chips satisfy carb
cravings and are calorically smart, with
70 percent less fat than traditional fried
potato chips. They provide a good
source of fiber, 4 grams of protein and
only 110 to 130 calories in a satiating
22-chip serving. Mediterranean Snacks’
Baked Lentil Chips are available in 
4.5-oz. bags for a suggested retail price
of $3.99 and 1-oz. bags for 99 cents 

to $1.29.
Lentil Crackers are the first cracker

made with protein-rich lentils—a tasty so-
lution for health-conscious consumers
looking for a pleasing crunch. Lentil
Crackers are a good source of protein,
and a 15-cracker serving is only 120 calo-
ries. Lentil Crackers are available in 4.5-
oz. boxes at a suggested retail price of
$3.99 and 0.75-oz. pouches for 99 cents
to $1.09.

For more information or to contact
Mediterranean Snacks, call 973.402.2644
or email sales@mediterraneansnack-
foods.com.

Stonewall Kitchen Gluten Free Mixes: 
Tasty and Satisfying Whether or Not 
Your Diet Requires Gluten Free Options

Stonewall Kitchen Gluten Free Mixes:
tasty and satisfying whether or not your
diet requires gluten free options

The team at Stonewall Kitchen be-
lieves food is meant to be enjoyed. That
is why when it comes to gluten free
mixes, Stonewall Kitchen simply omits
the gluten, but not the delicious, home-
baked taste.

Everyone loves Stonewall Kitchen’s
deliciously moist chocolate cupcake
and vanilla cupcake mixes. For break-
fast, the Gluten Free Pancake & Waffle

Mix cooks up light, fluffy and flavorful.
The Chocolate Brownie, Chocolate
Chunk Cookie and Cinnamon Sugar
Doughnut mixes are simply scrump-
tious as sweet treats for dessert. For a
lunch or dinner option, Stonewall
Kitchen also has a Gluten Free Herbed
Pizza Crust mix that is light and savory
and bakes up nicely with a crispy edge.
All of the tasty Gluten Free Mixes are
easy to make, satisfying and popular
whether your diet calls for gluten free
options or not!

For more information, contact
Stonewall Kitchen at 888.326.5678, or
visit www.stonewallkitchen.com.

Fire in the Gluten Free Kitchen
Chef Luca Dangio of Italian Gluten Free
Foods is setting the market ablaze with
his traditional gluten free appetizers and
entrees, all prepared in a microwavable
and oven-safe tray. With more than 40
years of culinary expertise Chef Luca has
taken gluten free products to the highest
level that the market has experienced to
date. Chef Luca’s gluten free appetizers
and entrees include mozzarella sticks,
calzones, lasagna, baked stuffed shells,
eggplant parmigiana, eggplant rollatini
and cheese pizza.

Chef Luca products are currently fea-
tured at many key retailers in the North-
east from Wholefoods to Shoprites. The
National Gluten Free Alliance, a market-

ing consultant and brokering
house specializing in brand-
ing and placing gluten free
products in the market, has
proudly placed the Chef Luca
brand in U.N.F.I and U.S.
Foods in anticipation of an
upcoming national product
launch. The national product
launch will coincide with the
creation of a unique cooking
show based on Chef Luca
and the gluten free phenome-
non, set to launch in early 2014 on na-
tional programming.

For more details on how your restau-
rant or retail chain could carry these

award winning gluten free products,
contact Mark Weinberg by phone at
516.503.1530 or by email at mark@
nationalglutefreeallaince.com.

http://www.sierrasoups.com
http://www.fireandflavor.com
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eSutras Organics
eSutras Organics is a vegetarian specialty
food company based in Chicago. Many
consumers today are moving to a more
gluten free diet, whether for allergy or gen-
eral health reasons, and eSutras carries
numerous products that can fit a gluten
free lifestyle. 

Grains can be a difficult food type for
many people to incorporate into their
diets, but eSutras Organics has a super
foods line of seeds and grains that will
make eating gluten free a breeze. Prod-
ucts like amaranth seeds, flaxseeds and
sesame seeds are the perfect solution for
any person with gluten sensitivity. They
provide necessary nutrients that are
needed to help supplement a gluten-sen-
sitive diet. 

eSutras Organics also carries gluten free
flours and meals so that any baking or
cooking task that requires a wheat flour
will not have to be sacrificed. These prod-

ucts and many more gluten free-friendly
foods are available online at www.ewhole-
sale.com. Order today!

For more information, call
773.583.4850, or email
sales@esutras.com.

Enjoy Life Foods
Enjoy Life Foods began with the mission to
create great-tasting, allergy-friendly
snacks, and today the product line has
grown to 40 different foods, including
cookies, granola, cereals, snack bars, seed
and fruit mixes, chocolate bars, baking
chocolate, and healthy lentil-based chips,
all of which are sold in natural food, con-
ventional grocery stores and mass retailers
throughout the United States and Canada,
as well as through specialty online retailers. 

Enjoy Life’s vast line of products are all
certified gluten free and are free from the
top eight allergens (wheat, dairy, peanuts,
tree nuts, egg, soy, fish and shellfish). Ad-
ditionally, all products are certified and
verified by the non-GMO project.

For more information on Enjoy Life
Foods, visit www.enjoylifefoods.com, like
the company at facebook.com/enjoylife
foods or follow the company on Twitter at
twitter.com/enjoylifefoods.

Kathie’s Kitchen SuperSeedz
There is no denying it. Americans love to
snack! Healthy snacking is imperative to
healthy eating and thanks to Kathie’s
Kitchen, your snacking options just got a
whole lot tastier and healthier. Kathie’s
Kitchen SuperSeedz are America’s
newest, tastiest healthy snack food.

With SuperSeedz, Kathie’s Kitchen has
taken premium dry roasted shelled pump-
kin seeds and perfected them into a pow-
erful, delicious tasting nutritional snack
that is gluten free, peanut free, tree nut
free, soy free, dairy free, vegan, MSG free
and non-GMO. 

According to the International Deli-
Dairy-Bakery Association, Americans
snack about as often as they eat regular
meals. In fact, 90 percent of Americans in-
dulge in a snack on a daily basis. It is time
to put down those unhealthy snacks and
pick up a bag of SuperSeedz. Find out
how delicious and healthy snacking can
actually be!

For more information on Kathie’s
Kitchen SuperSeedz, contact Joe Pellic-
cio, Vice President of Sales & Marketing at
203.407.0546, or email him at joe@
superseedz.com.

http://www.dilettante.com
http://www.purelyamerican.com
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Blosm Uniquely Flavored Whipped Cream
Blosm Uniquely Flavored Whipped Cream
has it covered. Blosm has whipped up
some amazing flavors and
made them to pair with a
variety of different items
for great year-round use
as a key ingredient.

The company’s spring
flavor, blackberry amaretto, is the perfect
pairing with any fruit and really helps to
bring out the flavors. Cinnamon praline
whipped cream is an excellent ingredient
for baked goods, but if you’re up to the
challenge, try it on a nice Cajun smoked

salmon. Yes, we said it—salmon. The dark
chocolate mocha flavor fits well inside a

coffee cup. And Blosm’s
newest flavor, toasted
marshmallow, allows any-
one to become a chef for a
night, even a six-year old.

If Blosm can help you and
your store sell more items by giving them
a fresh new ingredient, give the company
a call at 720.838.4609, or visit the com-
pany’s website at www.myblosm.com. You
can also reach the company by email at
sales@myblosm.com.

Vivente Functional Zero 
Calorie Organic Sweetener
Vivente® Functional Zero Calorie Organic
Sweetener with Fiber and Probiotics is a
functional sweetener made from a perfect
combination of all-natural organic plant
extracts. The product’s symbiotic blend of
prebiotic organic blue agave inulin and
probiotic lactobacillus Rhamosus creates
a healthy, high intensity functional sweet-
ener with no bitter aftertaste. It is an easy
way to incorporate soluble fiber and pro-
biotics into your daily diet.

Vivente’s probiotics are micro-encapsu-
lated and reinforced with Metlin® to help
promote a healthy digestion, reduce your

risk of colon
c a n c e r ,
lower LDL
Cholesterol
levels, boost immunities and increase min-
eral absorption for stronger bones.

To add a little more sweetness to your
life, try Vivente Agave Nectar with Fiber.
Blended with 100 percent pure organic
agave nectar and organic soluble fiber, it
is a functional sweetener that incorporates
the low glycemic benefits of white agave
nectar with the digestive benefits of blue
agave prebiotic soluble fiber. 

Free Your Taste Buds with 
PARTNERS’ Gluten-Free Crackers
PARTNERS, A Tasteful Choice Company,
maker of all-natural gourmet crackers,
cookies and granola, is launching its first
gluten-free line: “Free for All Kitchen.”
These new hors d’oeuvre crackers are
made from cassava root flour and a five
ancient grain blend of amaranth, quinoa,
millet, sorghum and teff.

Available in three of PARTNERS’ most
popular flavors: Roasted Garlic & Rosemary,
Olive Oil & Sea Salt and Olive Oil &
Herb, Free for All Kitchen crackers
are available in 5-oz. cartons and in
cellophane wrapped deli trays. With
Free for All Kitchen crackers, retail-
ers have an elegant, delicious,
worry-free option to showcase their
favorite cheeses, and likewise con-
sumers have an elegant, delicious,
worry free option to serve to all of

their friends, family and guests.
Learn more about PARTNERS, A

Tasteful Choice Company, by visiting
IDDBA booth #3820 or Fancy 
Food show booth #4112. For more 
information, call 800.632.7477, email
service@partnerscrackers.com, or visit
PARTNERS on the web at www.partners
crackers.com or on Facebook at
www.facebook.com/partnerscrackers.

Dirty Energy
Dirty Energy is the only all-natural, time
released java powered energy bar on the
market to also have the combination of
quinoa, green coffee bean extract and
B12 as its featured ingredients.
Merging both the energy drink
and nutritional bar industries,
Dirty Energy provides a gener-
ous amount of premium java
over a four to six hour time re-
leased period. Whether you are
looking for maximum performance in
your workout or on the sports field, a
boost of stamina during your work day or
help burning that midnight oil as you
study or finish your work projects, Dirty
Energy can help.

Providing the energy, protein, and carbo-
hydrates to keep moving, Dirty Energy’s
chosen ingredients and vitamins also offer
various health benefits as well. Quinoa is
gluten free and contains all nine essential
amino acids making it a grain-like product
also considered a complete protein. A

gluten-free diet can have a
variety of health benefits,
such as improving choles-
terol levels, promoting di-
gestive health and
increasing energy levels.

Congruently, green coffee bean extract
contains high levels of polyphenol antioxi-
dants and boosts the metabolism, helping
to burn stored fat. With these combined
components, which contain no preserva-
tives, Dirty Energy promises to appeal to a
variety of dietary needs.

http://www.gfnation.com
http://www.bellaluciaglutenfree.com
http://www.smokedsalsa.com
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Bella Lucia up to Challenge of 
Tasty, Gluten Free Italian Pizzelles
Bella Lucia Inc is adding two new flavors,
lemon zest (to be released in early summer
2013) and chocolate mocha (to be re-
leased in time for the holiday season), to
its three current flavors: vanilla, anise and
Saigon cinnamon. However, perhaps the
biggest news from the company is that
Bella Lucia Gluten Free Pizzelles will soon
be available in a mix.

“We have had great interest in a mix.
The mixes will make up to five dozen
gluten-free pizzelles. You add the flavor!”

said Owner and CEO of Bella Lucia
Maryann Petta Cook.

Since its conception, Bella Lucia has
taken its business from a cottage industry
to a national company. Owner Maryann
Petta Cook, grew up with Italian pizzelle
cookies, but after being diagnosed with
Celiac disease in 2004, she decided there
must be another way of making pizzelles
without sacrificing their original flavor. She
brought in her first store in the fall of 2009.

The product – completely American

made – is allergen-free other than eggs,
naturally gluten free, and handmade two
irons at a time – and 20 percent of clients
simply prefer the taste over anything else.

For more information, visit www.bella
luciaglutenfree.com or call 814.935.8115.

Frontier Soups Homemade In Minutes 
Arizona Sunset Enchilada Soup
The newest addition to Frontier Soups™
line of 28 all natural, certified gluten free
soups is Arizona Sunset Enchilada Soup.
The new soup mix builds on the market
success and Southwestern flavor profile
of the company’s top-selling, gluten free
South of the Border Tortilla Soup to sat-
isfy consumers’ taste for culinary adven-
ture. Its warm chili seasonings and
epazote, a spice used in many traditional
Mexican dishes, create an authentic fla-
vor profile. The enchilada soup’s colorful
golden yellow corn and red peppers,
reminiscent of the bold colors of an Ari-
zona Sunset, create point-of-purchase

appeal in 5.75-ounce clear packaging. A
clock icon on the package also lets time-
pressed consumers know the soup has
a stovetop preparation time of just 30
minutes. All of the Waukegan, Ill., com-
pany’s soup mixes have no added salt,
MSG or preservatives, and the 28
gluten-free varieties, with a suggested
retail price of $5.95, have met the re-
quirements of the Celiac Sprue Associa-
tion® Recognition Seal Program.

For wholesale orders call
800.300.SOUP (7687), visit www.Frontier-
Soups.com or learn more about them at
Summer Fancy Food Show Booth #4120.

Crunchies Freeze-Dried Fruit and Vegetable Snacks
Crunchies Food Company, LLC is the lead-
ing producer of all-natural freeze-dried fruit
and vegetable snacks. With great gluten-
free options, such as the very popular
Freeze Dried Mixed Fruit, Crunchies pro-
vides a healthy and nutritious snack that is
great at home or on-the-go. The products
make a great replacement for high-calorie
sweets and chips and contain no fat, cho-
lesterol, sodium or added sugars.

Available in the Grab-n-Go (1.5-oz.) bag
and Munch Pak (.33-oz.) pouch,
Crunchies’ convenient single-serving size
makes fitting in the recommended five
servings of fruits and vegetables easy as
crunch! Picked and freeze-dried directly
from the source, Crunchies Mixed Fruit
contains a flavorful blend of strawberries,
blueberries, raspberries, peaches, apples

and mangos. This light and crunchy blend
of fruits will satisfy any sweet tooth with
nutritious and delicious long-lasting fruit. 

With Celiac Disease becoming more
prominently diagnosed, more people are
moving over to a gluten-free diet, and they
are searching for gluten-free food options
that contain no added preservatives or
other unnecessary ingredients. With
Crunchies Natural Snacks, “Good Food
Starts from the Source.”

Feel free to contact Crunchies Food
Company with any questions by phone
at 888.997.1866, by email at
info@crunchiesfood.com, or on the
web at www.crunchiesfood.com.
Crunchies Food Company is located at
790 Hampshire Road, Suite H, West-
lake Village, Calif. 91361.

Based in Lincoln, Neb.,
Heartland Gourmet is a
family operated business
on a mission to provide
high quality baking mixes
using the finest ingredi-
ents for families to enjoy.
The company’s whole-
some, delicious, gluten
free, gourmet and organic
baking mixes and kits are
easy to make and deli-
cious to eat. 

Heartland Gourmet’s
gluten free baking mixes
enable consumers to
make everything from

breads and pizza crust to brownies, cook-
ies and cakes. Try the company’s gourmet
Belgian waffle mix, a delicious old-fash-
ioned waffle mix that will make your family
excited to get out of bed in the morning.
Or how about whipping up some gluten
free southern cornbread to finish off your
meal? Heartland Gourmet has you cov-
ered! The company even offers mixes for
gluten free treats for your dog or cat.

Heartland Gourmet’s healthy, gluten free
baking mixes and kits are an ideal way for
you to get back some family time and cre-
ate great memories. For more information, 
call 800.735.6828, email info@
heartlandgourmet.com, or visit
www.heartlandgourmet.com.

Heartland Gourmet

http://www.esutras.com
http://www.lizbethlanecuisine.com


http://www.enjoylife.com
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Gluten Free Nation
Gluten Free Nation is a Houston-based
manufacturer of 100 percent certified
gluten-free foods, available through sev-
eral distribution channels. The company’s
featured items include cupcakes, cakes,
pies, cookies, pound cakes, biscotti,
muffins, rolls, buns, English muffins and
sliced breads.

Founded in 2009, the Gluten Free Na-
tion brand is known for delicious gluten
free and gluten free/dairy free foods. Some
of the company’s most popular items are
Red Velvet, chocolate, carrot cake and
Italian Cream cakes, as well as pecan,
pumpkin, apple and blueberry pies. Visit
the Gluten Free Nation website at www.gf-
nation.com for more information, or call
713.784.7122.

Vermont Harvest Tiger Satay Peanut Sauce
Every busy cook will cherish this ideal “out
of the cupboard” peanut sauce and condi-
ment that transforms everyday fixin’s into
a guest-worthy delight. A perfect blend of
sweetness, nuttiness and heat adding
bold Asian-inspired flavor to light meat
and noodle dishes alike, Tiger Satay is a
versatile gluten free product with wide ap-
peal. Once experienced, this sauce be-
comes a must-have staple in pantries
serving traditional and gluten-free palates.

Created by Whip Burks, a classically
trained chef from the New England Culi-

nary Institute, Vermont Harvest’s Tiger
Satay Peanut Sauce was recently
named a finalist in the best Cooking
Sauce or Flavor Enhancer category at
the 2013 sofi™ Awards from the Spe-
cialty Food Association.

For more information, stop by the Ver-
mont Harvest booth #4954 at the Sum-
mer Fancy Food Show, visit the
company online at www.vermonthar-
vest.com or contact Whip Burks by
phone at 800.338.5354 or by email at
whip@vtharvest.com.

Coffaro’s Gluten Free Olive Oil Biscotti
It is the mission at Coffaro’s to offer only
the finest all-natural baked goods on the
market. Now, after extensive testing,
Coffaro’s has created delicious tasting
gluten free biscotti for customers that are
sensitive to wheat. Made with olive oil in-
stead of butter, these biscotti are natu-
rally lower in saturated fat and

cholesterol, but still retain all the wonder-
ful flavor and texture you have come to
expect from Coffaro’s products.

Coffaro’s Gluten Free Olive Oil Biscotti
are available in three flavors: chocolate
chip, cranberry almond and lemon vanilla.

For more information, visit www.seattle
gourmetfoods.com or call 800.800.9490.

http://www.dirtyenergy.com 
http://www.myblosm.com


Falksalt
SEE PAGE 48

Zing Anything
SEE PAGE 44

GOURMETNEWS
T H E  B U S I N E S S  N E W S P A P E R  F O R  T H E  G O U R M E T  I N D U S T R Y

®
JUNE 2013SUPPLEMENT TO

Fancy Food
Summer

preshow

Sheila G. Brands
SEE PAGE 52

Scharffen Berger
SEE PAGE 44

http://www.gourmetnews.com
http://www.gourmetnews.com


GOURMET NEWS  JUNE 2013  www.gourmetnews.comSFF PRESHOW42

The 2013 Summer Fancy Food Show is
returning to New York City, its longtime
East Coast home, after being temporarily
relocated to the Walter E. Washington
Convention Center in Washington, D.C. in
2011 and 2012. This year’s show will be
held between June 30 and July 2 at the
newly renovated Jacob K. Javits Conven-
tion Center.
“New York City is the birthplace of the

Fancy Food Show,” said Ann Daw, Presi-
dent of the National Association for the
Specialty Food Trade, Inc., the show’s
owner and operator. “The city is an un-
matched destination for our exhibitors
and attendees, and we are delighted to be
back. With the upgraded facility and
record sales in the specialty food industry,
we are anticipating a very strong event.”
The city shares the association’s joy in

welcoming the show back to its hometown.
“We are pleased to welcome back the

Fancy Food Show to NYC,” said George
Fertitta, CEO of NYC & Company, the of-
ficial marketing, tourism and partnership
organization for the City of New York. “We
look forward to providing both exhibitors
and attendees the best that NYC has to

offer, from hotels and restaurants to our
theaters and cultural institutions.”
The show, now in its 59th year, is the

largest marketplace devoted exclusively to
specialty foods and beverages in North
America. It is a must-attend event for top
names in retailing and restaurants from
across the United States and around the
world. The exhibit halls will be filled with
an estimated 180,000 specialty foods and
beverages from more than 80 countries
and regions. Products featured will em-
body the latest trends in chocolate,
cheese, olive oil, snacks, natural and or-
ganic foods, and more.
In addition to providing an excellent

showcase for the hottest products in
today’s specialty foods market, the NASFT
has scheduled a number of educational
showcases and special events designed to
both entertain show attendees and give
them the tools needed to successfully
compete in a competitive industry. 
At this year’s show, more than 20 edu-

cational seminars and tours are planned,
addressing the basics of specialty food,
social media marketing and other topics
important to manufacturers, foodservice

and retailers. Educational sessions are
hosted by experts in the specialty food
industry and will run from Saturday
through Tuesday. Some highlights include
a seminar delivered by former NASFT
President John Roberts on how to suc-
cessfully start a gourmet foods enterprise
(Sunday at 8 a.m.) and a discussion on
the “State of the Specialty Food Industry”
with representatives from market re-
search company Mintel International
Group and the Specialty Food Associa-
tion (Monday at 8 a.m.).
Several special events

are also scheduled to
take place throughout
the show, including
events hosted by
celebrity chefs Marcus
Samuelsson, Kelsey
Nixon and Roger Mook-
ing. In addition, one of
the most popular events
at past years’ shows,
the Chef Demo Theater,
is returning to 2013’s
Summer Fancy Food
Show, where a bevy of

culinary masters will showcase their skills
for an audience. 
The NASFT, which celebrated its 60th

anniversary in 2012, is a not-for-profit
trade association established in 1952 in
New York City to foster commerce and in-
terest in the specialty food industry. Today
there are more than 3,075 members in the
United States and abroad. The NASFT op-
erates both the Summer and Winter Fancy
Food Shows. For more information, go to
www.specialtyfood.com. GN

Summer Fancy Food Show
Back in New York City in 2013

Courtesy Specialty Food Association

http://www.billieannplastics.com
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Scharffen Berger Adds to 
Chocolate Maker’s Series Collection
Scharffen Berger® Chocolate
Maker believes that the rich-
est, most flavorful chocolate
has balance and complexity
like fine wine—the result of
blending fine flavored cacao
from around the world. On oc-
casion, a limited supply of ex-
ceptional cacao beans
presents itself as worthy to
become one of the single ori-
gin Chocolate Maker’s Series
bars. The latest in the series
features cacao grown by the
villagers of San Juan de
Cheni, Peru. After the first
sampling, the Scharffen
Berger tasters knew that this
cacao was perfect for the
Chocolate Maker’s Series. 

The San Juan de Cheni
beans made an excep-
tional chocolate at 78 per-
cent cacao. No vanilla has
been added, so that the
subtle fruity flavors
(pineapple, banana, pear,
and cherry) that come
from these delicious
cacao beans can better
be appreciated. This bar is
a very limited production
by Scharffen Berger
Chocolate Maker and will
only be available while
supplies last. 

For more information,
visit booth #1853, call
717.534.5465 or visit
www.scharffenberger.com.

Michael’s Gourmet Coffee
Michael’s Gourmet Coffee has been craft-
ing gourmet coffee blends since 1997. The
company’s coffee business started with
just six flavors and blends. Today,
Michael’s Gourmet Coffee offers 80 differ-
ent flavors and blends, something to fulfill
any customer’s request. 

The company carries decaf, organic
and whole bean coffees. Along with that,
they also carry 100 percent Hawaiian
Kona as well as 100 percent Jamaican
Blue Mountain Coffee. Michael’s coffees
are roasted in small batches to give off a
stronger flavor with amazing taste. At
Michael’s, the customer always comes

first. Every order is important, no matter
how small or large in quantity. The com-
pany is always on the lookout for new fla-
vors that customers will enjoy and
actively solicits suggestions from its cus-
tomers. If Michael’s does not have a fla-
vor, they can surely create it. 

The company’s packaging is superior
and colorful, and everyone loves their
competitive pricing. Just remember—you
can never say “no” to a cup of Michael’s
Gourmet Coffee in the morning. 

To learn more about Michael’s Gourmet
Coffee, visit booth #4171, call 954.567.4500
or visit www.michaelscoffee.com.

Zing Anything
Zing Anything brand of reusable “DIY”
water bottles allow consumers to infuse
all-natural ingredients into their beverages
using a convenient, on-the-go bottle. The
company’s technology allows for expe-
dited infusions using less fruit, resulting in
enhanced flavored water without artificial
flavors and refined sugars. 

The Citrus Zinger is a unique water bot-

tle designed for citrus fruits that allows
you to press lemons, limes, and clemen-
tines directly into your water, creating de-
liciously flavored drinks that are
all-natural, free of refined sugars and ar-
tificial ingredients. It’s as easy as slice,
press, and drink. Zing!

For more information, visit www
.zinganything.com, or call 800.573.0052.

http://www.michaelscoffee.com
http://www.falksalt.com
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Flake up Your Food With 
Cyprus Sea Salt Flakes from Falksalt
Add a new dimension to your cooking.
Straight from the pure Mediterranean Sea
of Cyprus comes Falksalt’s Gourmet Sea
Salt Flakes.

The delicate harvesting
process keeps the crystal sea
salt flakes’ elegant pyramid
shape intact. Still, the flakes
are soft enough to crush and
flake over a finished dish. Nat-
ural flavoring is added to
heighten the experience. Falk-
salt offers a wide range of
unique flavors, including natu-
ral, citron, smoke, rosemary, red chili, wild
garlic, chipotle and wild mushroom.

Citron, a top seller, gives a great vibrant
color and lemon taste to fish, salad, veg-
etables and chocolate. Even try it on the

rim of your margarita glass. Use the smoke
flavor, another consumer favorite, at your
next barbecue. It brings texture, aroma

and great flavor to meat
and side dishes.

Falksalt brings inno-
vation to your table with
high quality sea salt
flakes at a lower cost
than other specialty
salts and in an eye-
catching package. And
now open is the com-
pany’s web shop, where

you can buy Falksalt products online!
For more information on Falksalt, visit

booth #1436. visit www.falksalt.com,
email seanh@camatrade.com or call
248.723.1903.

Discover Why Professionals Prefer 
LorAnn Baking Emulsions over Extracts
Baking emulsions are a water-based alter-
native to alcohol-based
flavor extracts. These
flavorings are formu-
lated to be the same
strength as an extract,
but instead of the flavor
being diluted in alcohol,
it is suspended in a
water base. 

“Many people simply
aren’t aware of the dif-
ference between ex-
tracts and emulsions,”
said John Gretten-
berger, CEO of LorAnn Oils. “Those who
have used our emulsions rave about the
overall enhancement of taste and flavor
of their baked goods.”

As water is a more neutral carrier than
alcohol, it imparts no added flavor and
does not evaporate as rapidly when ex-
posed to heat. This means better and

more potent flavor and aroma as emul-
sions do not “bake
out” as easily as
traditional alcohol-
based extracts.

Baking Emul-
sions are ideal for
flavoring all baked
goods, including
cakes, cookies,
muffins, frostings
and glazes. LorAnn
added five new fla-
vors to its popular
line of Bakery

Emulsions: banana, cream cheese, pump-
kin spice, raspberry and peppermint. The
company now sells 16 flavors in total, in-
cluding last year’s best-seller, Red Velvet
Emulsion.

For more information about LorAnn Oils
and its products, call 800.862.8620, or
visit www.LorAnnOils.com.

Mokk-a Brings 
Unique European 
Flavors to America
“The recipe for a coffee blend is as exact-
ing as the recipe for baking a cake,” said
Mokk-a creator, Karen Glavimans-Hawa.
“Each unique old-world taste is in the de-
tails.” That is why she chose only five dis-
tinctive blends from across Europe to
comprise the Mokk-a collection, then 
relentlessly sought out a domestic roaster
who could reproduce each one in larger
quantities without compromising their
depth and subtle flavors.

“I created Mokk-a so that American cof-
fee lovers could find true European flavor
without getting on an airplane,” said Glav-
imans-Hawa. As more and more savvy
American retailers add the brand to their
shelves, her vision is coming true.

Mokka-a European Coffee Blends are
available in five varieties: Café Svenska
features a full, vibrant, smooth body, a fra-
grant aroma and a hint of chocolate. Café
Italia is a beautiful coffee, strong and ele-
gant with a creamy texture and a flavor

burst that is fruity and sweet, with traces
of chocolate hidden in the mix, as well as
a touch of almond. Café France has a flo-
ral aroma with wonderful chocolate under-
tones, a rich body and a satin smooth
finish. Café Holland is an elegant coffee
with a full, velvety body, deep aroma and
light acidity, in addition to a touch of fruit
and nuts and a hint of chocolate. And fi-
nally, Café Suisse is an extremely complex
coffee with a sweet, pleasant bittersweet
tang and hints of chocolate and fruit.

http://www.ambriola.com
http://www.ooliveoil.com
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Country Fresh Food & Confections
When Country Fresh Food & Confections,
Inc. started out in 1989, the company’s
goal was to offer retailers a complete pro-
gram to retail bulk fudge in their shops
without having excessive labor costs. At
that time, bulk fudge was not readily avail-
able, and Country Fresh Fudge was initially
offered in just 14 flavors. Today, Country
Fresh Fudge is available in more than 100
flavors, including sugar-free varieties.

Now, the company not only offers bulk
fudge in both traditional loaves and pre-
cut 2-oz pieces, but Country Fresh Food
& Confections also markets fudge mixes

for retailers who want to make fudge on-
site. In addition, the company markets in-
dividually wrapped fudge pieces and
fudge cups, as well as a variety of retail
packages, gift boxes and tins. The com-
pany also offers private labeling and con-
tract packaging.

Debuting at this year’s Summer Fancy
Food Show is a new line of premium All
Natural Fudge.

To learn more about Country Fresh
Food & Confections, visit booth #4501,
call 800.545.8782 or email info@coun-
tryfreshfood.com.

Mia Dolci Gourmet Cookie Crisps: 
Crispy Treat, Lightly Sweet
For 20 years, PARTNERS, A Tasteful
Choice Company, has produced award-
winning products made exclusively with
wholesome all-natural ingredients. Since
PARTNERS introduced Mia Dolci gourmet
cookie crisps, customers have been raving
about their perfect amount of sweetness
and flavor. These delicious crispy treats
are lower in sugar and fat than regular
cookies and still satisfy the sweet tooth.

Mia Dolci Gourmet Cookie Crisps come
in 6.5-oz or 2-oz boxes in four flavors:
Chocolate Vanilla Swirl, Almond Choco-
late Chip, Cinnamon Crisp and Lightly
Lemon. All are made with the finest ingre-
dients, like fresh lemon zest and home-

made vanilla sugar.
All PARTNERS
products, including
Mia Dolci, are
kosher, non-GMO
and contain no hy-
drogenated oils or
corn syrup.

For more infor-
mation visit booth #4112 at the Fancy
Food Show or booth #3820 at IDDBA.
Also, call 800.632.7477, email
service@partnerscrackers.com, visit
www.partnerscrackers.com or check the
company out on Facebook at
facebook.com/partnerscrackers.

De Cecco Serving up Authentic Italian Pasta
The De Cecco Group will serve up authen-
tic Italian pasta at the upcoming Summer
Fancy Food Show in New York
City, where visitors to the Ital-
ian Foods Pavilion at booth
#2931 will be treated to a host
of epicurean delights cooked
up fresh in true Italian form.

The premium pasta maker
uses a certified process that in-
cludes using the heart of
semolina wheat grain mixed
with natural spring water from
the mountains of Italy, then
dried very slowly at low tem-
peratures. The process en-
hances the flavor and texture of the pasta
and thereby assures the highest quality
pasta for American tables.

Headquartered in Fara San Martino,

Italy, De Cecco is the third largest manu-
facturer of pasta in the world, offering

more than 240 pasta shapes as
well as their own line of sauces
and olive oil. The company was
founded in 1886 and still oper-
ates from its original headquar-
ters in Central Italy. De Cecco
USA is based in New York City.

Visitors to De Cecco’s exhibit
at the Fancy food Show will ex-
perience the true art of Italian
cooking using pasta made fresh
at De Cecco’s plants in Abruzzo,
Italy, through cooking demon-
strations and sampling as well

as a chance to win prizes.
For more information, visit booth #2931

at the Summer Fancy Food Show or go to
www.dececcousa.com.

http://www.crossingsfinefoods.com
http://www.lorannoils.com
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New Flavors in Sweet Shop USA’s 
Line of Cake-Inspired Truffles
Available in five mouthwatering flavors, the
delightful truffles from Sweet Shop USA
are wonderful for both special occasions
and everyday celebrations. Handmade in
the USA, the beautifully decorated confec-
tions feature white chocolate made with
100 percent pure cocoa butter, premium
milk powders, fine sugar and a touch of
pure bourbon vanilla. 

The five new flavors include piña colada,
with a coconut and pineapple cream cake-
flavored ganache center enrobed in white
chocolate, carrot cake, a carrot cake-in-

spired ganache hand-dipped in Belgian
white chocolate couverture, red velvet, en-
robed in white chocolate and drizzled with
milk chocolate, Italian cream cake, with a
creamy vanilla cake-flavored ganache
blended with roasted pecans and coconut
and hand-dipped in Belgian white choco-
late couverture, and wedding cake, featur-
ing a buttercream ganache center. 

For more information about these and
other delicious products from Sweet Shop
USA, visit www.sweetshopusa.com or call
800.222.2269.

Sheila G’s Original Brownie Brittle
Sheila G’s Original Brownie Brittle will
launch two new flavors at this year’s Sum-
mer Fancy Food Show: Mint Chocolate
Chip and Salted Caramel. Mint Chocolate
Chip Brownie Brittle balances the flavors
of fresh mint and delectable chocolate for
a combination that is unforgettable and
very addictive. Salted Caramel Brownie
Brittle marries buttery rich caramel chips
with decadent chocolate and flakes of sea
salt. The result? A seriously impossible-to-
resist snack that weighs in at only 120
calories per serving.

This award-winning snack has gained
an incredible social media following in the

past year, earning more than 75,000 Face-
book fans (at press time) and an expansive
following on Twitter and Instagram. The
brand actively uses social media to alert
their adoring fans to specials, charitable
giving opportunities, contests and new
recipes ideas.

With a distribution to more than 10,000 re-
tail stores nationwide and growing, Brownie
Brittle is making a rich and chocolate-y im-
pression on the snack food industry. 

For more information, visit Sheila G’s at
Booth #4340, visit www.browniebrittle.com,
call 800.BROWNIE or email info@
browniebrittle.com.

http://www.gourmetnews.com
http://www.boyajianinc.com
http://www.zinganything.com


http://www.countryfreshfood.com


http://www.sweetshopusa.com


http://www.mokk-a.com


World Tea Expo
GOURMET NEWS  JUNE 2013  www.gourmetnews.comWORLD TEA EXPO56

Leroux, the leading chicory producer for more
than 150 years, is an environmentally and so-
cially responsible French company. They also
produce chicory for New Orleans style coffee.
Leroux offers instant chicory for a healthy, fla-
vorful beverage and coffee alternative. With a
unique roasted and caramelized taste, it is nat-
urally sweet and dissolves instantly in hot or
cold liquids. This product is 100 percent chicory,
100 percent vegan, kosher, naturally caffeine
free, gluten free, low calorie and a natural source
of dietary fibers, minerals and antioxidants.
When diluted in water or milk, Leroux’s products
provide a balanced and gourmet beverage that
is suitable for the whole family at any time of the
day. The product is also available in caramel and
chocolate varieties. SRP: $5.99

For information, visit Crossings Fine Foods 
at www.crossingsfinefoods.com or call
800.209.6141.

Leroux Instant 
Chicory Beverage

QTrade Teas and Herbs, a pioneering sup-
plier to the specialty tea industry, continues
to facilitate the growth of its clients. To help
meet the market’s demand for creativity,
QTrade provides its clients with a dedicated
product development team, which focuses
on creating innovative, colorful and healthy
beverage blends. 

Last year the company’s product devel-
opment team won awards for its organic
foodservice iced tea among other prod-

ucts. Uniquely, a number of the awards
were for organic and fair trade drinks.
QTrade believes that drinks should be
healthy, socially-conscious, and taste great
at the same time.

Looking forward, QTrade is excited by
recent American interest in herbal and or-
ganic tea blends and expects these to be
areas of continual growth as the large play-
ers in the foodservice industry upgrade the
quality of their tea menus.

For more information, stop by booths
#700 and #1034 at the World Tea Expo,
contact the company by phone at
949.766.0070, or email them at
info@qtradeteas.com. Also, visit the com-
pany’s website at www.qtradeteas.com.

QTrade Leads Specialty Tea’s 
Growth into the Mainstream

The world’s first TeaPops, these tea-based
treats from DeeBee’s Organic Frozen Treats
are certified organic, kosher, vegan, gluten
free, and non-GMO. As a medical scientist
and physician, it was important that each
ingredient be carefully researched and
sourced to ensure the highest quality. Or-
ganic TeaPops are available in green, white,
and black teas as well as rooibos.

TeaPops are available in five delicious fla-
vors. Cherry Berry mingles cherries, straw-
berries and blueberries with freshly brewed
green, black and rooibos teas to make a pop
with a punch. Classic Iced Tea marries the

simple tastes of freshly brewed black tea and
lemon, sweetened with agave nectar. Mango
Tango combines the tastes of organic
mango, pineapple and apples with freshly-
brewed rooibos herbal tea, vanilla beans and
agave nectar. Mint-A-Licious is made with
organic mint leaves, vanilla beans, freshly
brewed rooibos herbal tea and agave nectar.
And Tea-ña Colada is an instant fiesta, made
with organic pineapple, coconut, vanilla
beans and freshly brewed rooibos herbal tea.

For more information, stop by booth
#416 at the World Tea Expo or visit
frozen.deebeesorganics.com/frozen-treats.

TeaPops by DeeBee’s Organic Frozen Treats

World Tea Expo Names 
Best New Products
BY AARON KIEL
World Tea Expo 2013 will gather thou-
sands of professionals for a three-day plat-
form of new tea products, educational
sessions, workshops and business-growing
activities, June 7 to 9 at the Las Vegas Con-
vention Center in Las Vegas.

“Tea is on fire with consumers,” said
George Jage, founder and Director of World
Tea Media, organizer of World Tea Expo and
the co-located Healthy Bev-
erage Expo. “We’re seeing
more and more successful
products on the shelf and
online [as well as seeing]
the industry further focus-
ing on quality, additional
retail establishments
springing up and con-
sumers learning about tea,
enjoying its health benefits
and appreciating its variations,
complexities and cultural distinctions.”

Kim Jage, Marketing and Sales Direc-
tor for World Tea Media, said, “Tea is
more than 5,000 years old but it’s still
new for many, evolving and winning-
over new customers in the market. The
industry is creating fresh trends, reach-

ing multi-generational audiences and ex-
perimenting with infusions, blends and
tea types. World Tea Expo showcases
these innovations and ‘what’s next’ in
tea…through in-depth training sessions,
industry experts and a dynamic exhibit
floor that gathers the global industry. To-
gether, we’re contributing to tea’s rise.”

World Tea Expo organizers recently an-
nounced the winners of the event’s Best

New Product Awards:
TeaPops by DeeBee’s Organic

Frozen Treats were named the win-
ner in the “Tea as an Ingredient”
category. TeaPops (www.deebees
organics.com) are the world’s first
tea-based frozen “pops,” available
in green, white and black teas, as
well as rooibos. 

TEAS’ TEA Lattes by ITO EN
were the “Open Class” winner

These new guilt-free TEAS’ TEA
Lattes (www.itoen.com) are a healthier
version of traditionally rich lattes. Au-
thentically brewed with premium, whole
loose-leaf tea leaves and nonfat milk,
each bottle is only 80 calories per serving
with zero grams of fat.

Bkon TX by Bkon was the “Innovation”

winner. Bkon’s new technology
(www.bkonbrew.com) allows
every loose-leaf tea varietal to be
delivered to consumers in a con-
sistent manner with unmatched
cup quality.

HARIO Filter-in Bottle by Sungarden
Tea for HARIO was the winner in the
“Tea Ware” category. The Filter-in Bottle
from Sungarden Tea (www.sungar-
dentea.com) is a wine-bottle-style
teapot. Tea connoisseurs, restau-
rants and tea houses can prepare
cold-brewed tea, pour it like wine,
and then enjoy the tea’s aroma and
flavor.

The “Tea Accessory” award went
to the Bamboo Tea Scoop and
Strainer by tryeh. Inspired by na-
ture and the lands where tea
grows, this bamboo tea scoop and
strainer (www.tryeh.com) is hand-
carved with aged bamboo roots.

Finally, Mighty Leaf Tea’s Custom
Point-of-Purchase Display by Planet
Canit received the “Packaging”
award. Planet Canit (www.planet-
canit.com) produced Mighty Leaf
Tea’s custom point-of-purchase dis-

play. The display holds up to eight individ-
ual, interlocking tea dispensers. Each dis-
penser is metal with a removable, signature
embossed cover for refilling, with a color-

coded plastic base for dispensing. 
Overall, World Tea Expo covers

every facet of the tea industry, at-
tracting top businesses from more
than 50 countries for a product-
filled exhibit hall, learning sessions
and networking opportunities. Or-
ganizers of the 2013 show expect
around 4,000 retailers, grocers,
manufacturers and distributors,
foodservice and beverage profes-
sionals, tea room owners, coffee-
house proprietors, restaurateurs,
allied partners, spa managers, hote-
liers and others at this year’s event.
For more information, visit
www.WorldTeaExpo.com. In addi-
tion, visit www.healthybeverage-
expo.com for information on the
co-located event. GN
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Finalists in the Outstanding Cookie category at the 43rd, 44th and 46th
NASFT shows, Biringer’s Tea Cookies truly melt in your mouth. Biringer’s
Tea Cookies were named after the Pacific Northwest berry farm that orig-
inally created the nationally acclaimed tea cookies, a long time local fa-
vorite. These sweet tea cookies are butter cookies with tart distinct flavors
then rolled and coated in powdered sugar. They are similar in flavor and
shape to the popular Russian tea cookie. Biringer’s Tea Cookies are avail-
able in 6-oz. gift tents in two flavors: raspberry and lemon. They are also
available in 3.5-oz. cello bags in four flavors: strawberry, Marion blackberry,
lemon and raspberry.

Seattle Gourmet Foods
800.800.9490
www.seattlegourmetfoods.com

Biringer’s Tea Cookies

Seth Greenberg’s Authentic New York Brownie Crunch is an unprece-
dented indulgence in the snack aisle. Imagine the very best part of the
brownie—the crispy edges. Now, just like the most creative chocolatiers,
the new Southwest Brownie Crunch line melds the flavor of rich choco-
late with the spicy taste of jalapeño, chile and chipotle peppers. It is a
delicious, grown-up treat paired with not only a glass of milk, but also a
cold beer or favorite cocktail. Brownie Crunch is all-natural, kosher and
just 120 calories. Additional flavors include chocolate chip, mint choco-
late chip, toffee caramel, orange and cinnamon cappuccino. Brownie
Crunch: the brownie reinvented!

Brownie Crunch
www.browniecrunch.com

Enjoy Life Foods Decadent Soft Baked Bars
Enjoy Life’s new line of Decadent Soft Baked Bars are available in four
unique flavors, including: Chocolate SunButter®, Cherry Cobbler, Cinnamon
bun and S’mores. Each bar is dressed with a matching melt-in-your-mouth
chocolate or white drizzle. Decadent bars are a great anytime snack or a
luxurious dessert. The bars are available in boxes of five 1.2-oz. bars. The
bars, along with Enjoy Life’s vast line of products, are all certified gluten
free and are free from the top eight allergens (wheat, dairy, peanuts, tree
nuts, egg, soy, fish and shellfish). Additionally, all products are certified
kosher, are Halal certified and are verified by the Non-GMO project.
SRP: $5.29

Enjoy Life Foods
888.50.ENJOY
www.enjoylifefoods.com

Brownie Crunch

Wolfgang’s became famous with their direct-from-Bavaria imported soft pretzels,
enjoyed by millions of people for more than 200 years at the Munich Oktoberfest.
The Bavarian Pretzel recipe is more than 1,000 years old, and the rich flavor and
taste cannot be duplicated. Flavor, aroma and taste come from the traditional bak-
ing method, not from artificial flavors and colors. The company’s Bavarian Pretzels
are made from the finest natural ingredients and a delicious assortment of gour-
met spices. Wolfgang’s Bavarian Pretzels come in three sizes: Regular (3 oz.), King
(5 oz.) and Giant (10 oz.). The company also offers a Hoagie (4 oz.) and a Party
Mix, which includes a Mini Hoagie, a Mini Bun and the Mini Knot, all weighing at
1.7 oz. each. In addition, Wolfgang’s also produces a number of authentic Bavarian
desserts, including original German potato pancakes, classic apple strudel and
vanilla-battered apple rings. All are 100 percent natural and baked in Munich.

Apex Imports
209.295.4664
www.wolfgangspretzels.com

Wolfgang’s Bavarian Pretzels

Bella Lucia
Bella Lucia is the largest supplier of gluten-free
pizzelle cookies in the U.S. The company’s pizzelles
are still handmade two at a time with only quality
ingredients. That is why you will never know they
are gluten free. Each package holds 10 delicious
pizzelles and weighs 6 ounces. Bella Lucia cur-
rently offers its line of gluten free pizzelles in four
flavors: anise, vanilla, saigon cinnamon and lemon.  
SRP: $7.50

Bella Lucia
814.935.8115
www.bellaluciaglutenfree.com

http://www.aromaridge.com
http://www.sensationalsweets.com
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Vanilla Bean Unique Cookies consists of six
cookies inspired by family and the desire to
be unique. Vanilla Bean’s customer is the in-
dividual who appreciates cookies that not
only have exceptional flavor combinations
and textures but are also visually appealing.
The company’s Clementine Sandwich Cookie
is a classic shortbread rimmed with coarse
sugar and infused with orange vodka and or-
ange zest. The rich orange buttercream filling
creates a tangy sensation. Four cookies (7.7
ounce net weight) are packaged in a beautiful
pin stripe window box. Individuals looking for
that exceptional product should buy Vanilla
Bean cookies. Visit Summer Fancy Food Show
booth 5322 for more information.

Vanilla Bean Unique Cookies
888.498.4502
www.vanillabeanchefs.com

Vanilla Bean 
Unique Cookies

Authentic and original Tortuga Caribbean Rum Cakes
are offered in a free-standing shipper display that 
holds 60 4-ounce rum cakes or 30 16-ounce cakes. The
shipper displays come packed with original golden 
with walnuts, or choose assorted flavors, including co-
conut, chocolate, key lime, banana and pineapple. Tor-
tuga rum cakes are baked in the Caribbean with the
finest ingredients, hand glazed with oak-barrel aged
Tortuga Gold Rum and vacuum sealed to lock in the de-
licious freshness. The cakes have a shelf life of up to
12 months or indefinitely if refrigerated. Tortuga
Caribbean Rum Cakes are available in three sizes, 4-
ounce, 16-ounce and 33-ounce, and they are available
in seven tropical flavors.
SRP: $5.99/4-ounce rum cake; $16.99/16-ounce rum cake

Tortuga Rum Cake Company
305.378.6668 or 877.486.7884
www.tortugarumcakes.com 

Tortuga Caribbean Rum Cake Shipper Displays

American Vintage 
Beer Crackers

Add some fire to the festivities. Lively snacks help turn
impromptu gatherings into memorable events. Smoky
Chipotle Lime and Beer Biscuits from American Vintage
Wine and Beer Crackers are “Hot, Hot, Hot!” And the com-
pany’s Pizza and Beer biscuits are a party in every bite!
Each unique treat includes beer as the main ingredient.
With morning TV shows and magazine mentioning more
about beer, American Vintage Beer crackers are very top-
ical and popular, developing a strong following with con-
sumers who entertain. Customers will love to serve these
intriguing accents at backyard barbeques or at any social
occasion. Retailers should add them to any entertaining
event, Father’s Day party or summer barbecue display.
SRP: $5.40-$5.99

American Vintage Wine and 
Beer Crackers
718.361.1003
www.americanvintage.com

Sensational Sweets/Creative Cookie Etc.
The crunchy and delicious Themed Fortune Cookies
from Sensational Sweets will be perfect for every 
occasion. They are individually packed in eye catch-
ing, colorful boxes or sold in bulk. For those who
want to make something for themselves, Sensational
Sweets offers Galleria Gourmet Microwave Fudge—
rich and creamy and sold in fun themed bags. To re-
ally celebrate, make an individual Celebration cake!
Just add water and microwave in the container. Then
spread the icing and decorate. Each kit has every-
thing you need to make a delicious cake from cake
mix to spoon to favor and sprinkles. And the cakes
are delicious, too! Sensational Sweets products are
kosher certified and made in a nut free facility in the
United States.

Sensational Sweets/Creative Cookie Etc.
570.524.4361
www.sensationalsweets.com

http://www.browniecrunch.com
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Chef Luca Italian Gluten Free Foods
Chef Luca Italian Gluten Free Foods offers Italian gluten free appetizers and en-
trees that are available in a unique microwavable and oven safe tray. Chef Luca
specializes in crafting calzones, mozzarella sticks, eggplant rollatini, chicken
parmigian, eggplant parmigian, lasagana, baked stuffed shells and cheese
pizza—all completely free of gluten. With more than 40 years of culinary ex-
pertise Chef Luca has taken gluten free products to the highest level that the
market has experienced to date.
SRP: $6.99-$11.99

National Gluten Free Alliance
516.503.1530
www.nationalglutenfreealliance.com

Lindsay Farms Olde Savannah Rum Cake
The recipe for Lindsay Farms’ delicious, handmade “Olde
Savannah Rum Cake” is an adaptation of an elegant cake
made during Colonial Savannah days when the pirates of
Coastal Georgia brought Caribbean rums to this beautiful
port city. Lindsay Farms uses only the finest ingredients, in-
cluding whole eggs, sweet creamy butter, cane sugar,
spices, Georgia pecans and the finest Caribbean rum. A rum
sauce is poured over the hot cake, giving it a moist, rich
quality, and naturally preserving and enhancing its flavor for
up to six months or more. Then the company tops the cakes
with delicious Georgia pecans. At special moments, serve
Lindsay Farms’ Olde Savannah Rum Cake with pride and
confidence, in keeping with the gracious hospitality of this
delightful Southern city. Lindsay Farms’ Olde Savannah Rum Cakes are available in 5-oz., 14-oz. and 32-oz. sizes. For
more information, come by Lindsay Farms booth #4278 at the New York Summer Fancy Food show, or stop at booth
#2-615 at the Atlanta Gift Market this July. 

Lindsay Farms Specialties
800.243.4608
www.lindsayfarms.com

Wicked Jack’s Tavern True Jamaican Rum Cakes
Rum lovers and cake lovers will both fall for the exquisitely rich, full taste of
Wicked Jack’s Tavern True Jamaican Rum Cakes. Carefully crafted recipes
derived from generations of Jamaican tradition have produced a rum cake
so flavorful, so powerful, that it has quickly gained a reputation as the best
tasting rum cake available anywhere. Moist, buttery texture and a rum
soaked glaze add delicious detail that makes all other rum cakes walk the
plank. Wicked Jack’s Tavern True Jamaican Rum Cakes are baked in four
distinct and unforgettable flavors: red velvet, chocolate rum, caramel rum
and traditional butter rum. Each has its own unique taste characteristics but
all with the unmatched flavor of true Jamaican rum. Wicked Jack’s Tavern
also offers up a line of hand-roasted coffees with a taste profile designed to
complement and enhance their rum cakes. Wicked Jack’s Cakes are avail-
able in three sizes: 4 oz., 20 oz. and 33 oz.

Wicked Jack’s Tavern
770.421.9600 or 800.JAVA.123
www.wickedjackstavern.com

Pastry Smart Miettes de Pain
An exclusive brand for Whole Foods Market, Pastry Smart LLC’s Miettes
de Pain is a line of French-inspired handcrafted brioche breads, light,
airy and rich with the flavors of organic farmstead butter and cage-free
eggs. The Miettes de Pain product mix includes hamburger buns, slider
buns, hot dog buns, and sliced bread. It can be used to make a flavorful
French toast or as a fresh bun-of-choice for the upcoming summer BBQ
season. Baking a difference since 2006, Pastry Smart is proud to be
the first and only pastry, bread and confectionary producer to be Amer-
ican Humane Certified, an exclusive food supply chain that ensures hu-
mane animal husbandry, from farm to table.

Pastry Smart LLC
650.384.0596
www.pastrysmart.com

Stonefire Pizza Crusts
Stonefire’s™ new Italian Artisan and Thin Pizza Crust are hand-stretched, baked
on stone (as they do in Italy) and made with all-natural ingredients. The Italian
Artisan Pizza Crust, available in both original and multigrain, comes in a rectan-
gular shape easy to serve and eat, while the Italian Thin Pizza Crust comes in a
round shape and is packaged with an authentic Italian sauce made with real
tomatoes and basil. Both are fully baked, ready to top, heat and serve, making
them easy to prepare. Stonefire’s pizza crusts serve as ideal platforms for your
favorite pizza toppings and recipes.
SRP: $2.99 for The Italian Artisan Pizza Crust; $3.99 for the Italian Thin Pizza
Crust

Stonefire Authentic Flatbreads
905.761.3333
www.stonefire.com

http://www.epicureanbeverages.com
http://www.vanillabeanchefs.com
http://www.tortugarumcakes.com
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Mouettes d’Arvor Sardines
Created in 1959, Conserverie Gonidec is the last sardine factory in the famed and pic-
turesque harbor of Concarneau, France. Conserverie Gonidec is the keeper of the “know
how” and of the fish canning tradition. They have been producing and selling their prod-
ucts under their own brand “Les Mouettes d’Arvor.” These sardines are fished right off
the coast of Brittany. Both the sardines and the cannery are sustainable and are certified
by the Marine Stewardship Council.
SRP:  $6.99

Crossings Fine Foods
800.209.6141
www.crossingsfinefoods.com

Midor Swiss Delice Cookies
Swiss Delice cookies have been deliciously baked in Switzer-
land since 1928. Midor AG crafts irresistible biscuits integrating
famed Swiss standards for excellence. Colorfully named Midor
Swiss Delice cookies include Brasilia, Amandelle, Truffino and
Japonais, and the product line features wafers with hazelnut
cream enrobed in Swiss chocolate, meringue sandwiches, bis-
cuits sprinkled with almond pieces and filled with vanilla and
biscuits with hazelnut filling coated with dark chocolate and
sprinkled with rice crispies. Midor’s rich cookies combine the highest quality ingredients with
natural flavors for a premium taste, and the collection is beautifully packaged. Midor Swiss
Delice Cookies are available to retailers in 10-unit cases of 3.5-oz. packages.
SRP: $3.99
No. of European foods offered: 7 items

Midor (Imported/distributed by Carl Brandt, Inc.)
203.256.8133
www.carlbrandt.com

Mokk-a European Coffee Blends
“The recipe for a coffee blend is as exacting as the recipe
for baking a cake,” says Mokk-a creator, Karen Glavi-
mans-Hawa. “Each unique old-world taste is in the de-
tails.” That is why she chose only five distinctive blends
from across Europe to comprise the Mokk-a collection.
She then relentlessly sought out a domestic roaster who
could reproduce each one in larger quantities without
compromising the depth and subtle flavors. Café Svenska
features a full, vibrant, smooth body, a fragrant aroma and
a hint of chocolate. Café Italia is a beautiful coffee, strong
and elegant with a creamy texture and a flavor burst that
is fruity and sweet. Café France has a floral aroma with
wonderful chocolaty undertones, a rich body and a satin
smooth finish. Café Holland is an elegant coffee with a
full, velvety body, deep aroma, and light acidity. Café Su-
isse is an extremely complex coffee with a sweet, pleas-
ant bittersweet tang and hints of chocolate and fruit.
SRP: $12.99

Mokk-a European Coffee Blends
409.299.3768
www.mokk-a.com

Original Odense Marcipan and Soft Nougat
Odense Marcipan is a 60 percent almond marzipan, im-
ported from Denmark. It has more than twice the amount of
almonds found in most marzipan and 50 percent more al-
mond than most almond paste in U.S. stores today. The high
almond content gives Odense Marcipan a pure and wonder-
ful flavor. It is delicious on its own, or it can be used in hun-
dreds of baked and confectionery recipes from tarts to
truffles to cupcakes to ice cream. Odense Marcipan comes
in a 17-oz. package. Odense Soft Nougat is a delicious
chocolate/hazelnut nougat that has been called “Nutella on
steroids.” It is a favorite treat on its own and adds wonderful
flavor to baked goods, frosting, ice cream and truffles.
Odense Soft Nougat comes in a 7-oz. package.
SRP: $17 for Marcipan, $8 for Soft Nougat

Odense Marcipan U.S.
602.689.1389
www.odense-marcipan.us

Kontos Foods Greek Lifestyle Flatbread
Kontos Foods, Inc.’s hand-stretched Greek Lifestyle Flat-
bread has been specially formulated to appeal to protein-
seeking, carb-conscious consumers who want to enjoy
satisfying sandwiches, elegant appetizers and Mediter-
ranean-style meals as part of a healthy diet. The Kontos
Greek Lifestyle Flatbread has 15 grams of protein, 21
grams of carbs, just 2 grams of sugar and 190 calories
per serving. The product is available for both retail and
foodservice, in a 4-pack, 10-oz. package. Founded in
1987, Kontos Foods specializes in hand-stretched flat-
breads, including the Kontos Pocket-Less Pita™, fillo
dough, pastries, olives, gyro meats and Greek yogurts, as
well as over 40 varieties of multi-ethnic flatbreads. 

Kontos Foods, Inc.
973.278.2800
www.kontos.com

Wolfgang’s Bavarian Pretzels
If you think Germans make good beer, you should try their pretzels. Wolfgang’s
became famous with its soft pretzels, imported direct from Bavaria. Every year
for 200 years, millions of people have enjoyed Bavarian Pretzels at the Munich
Oktoberfest. The Bavarian Pretzel recipe is more than a thousand years old.
The rich flavor and taste can not be duplicated. Flavor, aroma and taste come
from the traditional baking method, not from artificial flavors and colors. Wolf-
gang’s Bavarian Pretzels are made from the finest natural ingredients and a
delicious assortment of gourmet spices. All of the company’s pretzels are fully
baked in Munich and need no additional baking. Wolfgang’s Bavarian Pretzels
come in three sizes: Regular (3 oz.), King (5 oz.) and Giant (10 oz.). Made of
the same dough, the company also offers a Hoagie (4 oz.) and Party Mix, which
includes a Mini Hoagie, a Mini Bun and the Mini Knot (1.7 oz each).

Apex Imports
209.295.4664
www.wolfgangspretzels.com

Premiato Pastificio Afeltra Bronze Drawn PastaPremiato Pastificio Afeltra Bronze Drawn Pasta
Since 1848, Premiato Pastificio Afeltra has produced bronze-drawn pasta in the city
synonymous with the art of pasta making: Gragnano, Italy. Tradition endures, and
Premiato Pastificio Afeltra is recognized the world over. Premiato Pastificio Afeltra
produces dozens of shapes unique to Gragnano, including calamari, bucatini,
casarecci, fusilli lunge bucati, linguine, penne lisce, rigatoni, spaghetti, tortiglioni,
ziti and visuvio. Visuvio is the most unique pasta shape, inspired by the eponymous
volcano. Premiato Pastificio Afeltra Pasta is packaged in 1.1-pound bags.
SRP: $5.95-$7.95

Po Valley Foods
516.801.4688 
www.povalleyfoods.com 

MarDona Aged Balsamic Condimenti
MarDona is introducing its new line of aged (18+ years) Balsamic
Condimenti Vinegars. The company imports its aged Balsamic
Condimenti vinegar from Modena, Italy, to plants in the United
States where this perfectly aged vinegar with natural fruit and
other flavors is blended to make a mouthwatering balsamic. Mar-
Dona Aged Balsamic is great for salads, cooking and even
desserts! Try these vinegars in each of the available tantalizing,
all-natural flavors: traditional, strawberry, raspberry, chocolate,
coffee, blood orange, coconut, blueberry and fig. MarDona Aged
Balsamic Condimenti Vinegars are available to retailers in six-unit
cases of 8.5-oz. bottles, priced at $36 per case.
SRP: $11.99

MarDona Specialty Foods, Ltd. 
855.OIL.SPRAY (855.645.7772) 
www.mardonaspecialtyfoods.com

DeCarlo Torre Di Mossa Extra Virgin Olive Oil
DeCarlo Torre Di Mossa has been awarded the “Best Extra Virgin Olive Oil in the World”
by Flos Olei 2013, an international guide to the world’s best olive oils. From the fasci-
nating landscape of Puglia, the DeCarlo family’s long tradition in the cultivation of olives
and the production of olive oil dates back to the 16th century. The antique stone mill,
still owned by the family today, has been restored and is vital for their production of
“stone ground” olive oil. The DeCarlo family has won both national and international
recognition for their “precious” olive oils. Alongside its oil production, the DeCarlo family
has also created a line of vegetables preserved in their precious extra virgin olive oil,
as well as olives in brine and delicious pastes.

Viola Imports
847.690.0790
www.violaimports.com
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Every morning TV show and magazine is talking about Beer.
Our  Beer crackers are topical & popular. Beer is the main ingredient.

3 Flavors; Smoky Chipotle, Lime & Beer- Mild & Hot Hot, Pizza & Beer.

American Vintage Wine & Beer Crackers 
718.361.1003     www.americanvintage.com

Smaller Size, Smaller Price
New 2oz.  size, Hexagon Box in a POP Display Box.

Impulse item for cheese case, near register or in hotel amenity bar.
Made w/ Wine or Beer. 7 month shelf-life, SRP $ 3.50

American Vintage Wine & Beer Crackers
718.361.1003     www.americanvintage.com

Based on Jamaica’s legendary scotch bonnet pepper. Use Original 
with meats or cream cheese; tart Lime suits seafood; pair Ginger 
with Chinese or Indian dishes. Busha Browne’s. Fresh ingredients, 
artisan quality...Tradition preserved.

Busha Browne
201.947.1000 www.bushabrowne.com

Buddy Squirrel has been committed to providing customers with the finest
homemade chocolates, premium nuts and gourmet popcorns since 1916.
Using ingredients of the freshest and finest quality, the traditional home-
style recipes have pleased generations of customers.

Buddy Squirrel, LLC
800.972.2658 www.BuddySquirrel.com

The South African Peppadew® Goldew Comes to the Jersey Shore. 
Peppadew Goldew was first havested on US Soil in September of this
year. Now your customers can experience the RAW taste of Peppadew
as it was found in the wild. Contact your local distributor to learn more
about Peppadew Gold or contact us at www.peppadewusa.com 

Peppadew Fresh
908.580.9100 www.peppadewfresh.com

Beach Plum Specialties Cape May New Jersey offers unique products 
that will sell well in your retail store. The beach plum is a native 
American fruit that grows on the coast of the eastern seaboard. We 
make delicious jam, jelly, vinegar & vinaigrette.  For more info contact
Michael Craig 609.425.9057.

Beach Plum Specialties Cape May New Jersey
609.425.9057 beachplumspecialties@gmail.com

Acquerello Aged Carnaroli Rice—e “ultimate rice in the world” and
prized by chefs worldwide for its culinary characteristics. Acquerello is aged
to perfection for at least one year, gently whitened and restored with its own
precious germ. Regarded by many as the best rice for risotto. Available: 
250 gr., 500 gr., 1 Kg. Tins and 2.5Kg vacuum packed bags.

Viola Imports Inc.
847.690.0790     www.violaimports.com

Sensational Sweets offers Galleria Gourmet Dips & Seasonings to spice
up any life! Delicious as a dip, bread dipping or seasoning, Nut free,
grown in America & Kosher.

Sensational Sweets/Creative Cookie Etc. 
570.524.4361     www.sensationalsweets.com

If only the finest caviar will do... the House of Caviar and Fine Foods
is an importer and  distributor of caviar (both imported and domestic),
fish roe, foie gras, truffles, smoked fish and other specialty foods,
sourced from around the world by our experts. Contact us for your
caviar and gift basket needs.

Bemka Corp.
954.462.0533 www.houseofcaviarandfinefoods.com

Kane Candy Chocolate Party Cups ~ Now Available In 9 Award Winning,
Chef Inspired Varieties! New Pink Magnolia Chocolate Dessert Cups,

White Chocolate Cordial & Toasting Cups, White & Pink Chocolate Cele-
bration Cups. Perfect for everyday entertaining! Simply Fill & Serve!

~Life Should Be A Party-Celebrate In Style With Kane Candy!~

Kane Candy
800.875.5557     www.kanecandy.com

e Invisible Chef ’s Blondies & Brownies are as much fun to bake as they
are to eat!  e Collection includes best selling Brownie flavors Mocha
Chocolate Chip and Mint Chocolate Chip, and Blondie flavor Walnut 
Chocolate Chip. Fudgy, Chocolatey & Chewy….Be Happy ~ Eat a Brownie!
Each 20 oz box will retail for $9.95. Visit us at the Summer Fancy Food
Show in booth 4126.  Blondies & Brownies will be available in August 2013.

e Invisible Chef
800.456.7115     contactus@theinvisiblechef.com

New Zealand’s Sweet way to build the immune system and Help with 
digestive conditions. Manuka Honey Nuggets in three flavors. Ginger,
Lemon & Honey and Natural. “You are the Salt of the Earth” and everybody
needs clean additive free sea salt that contains all the natural trace elements
for a healthy life style. Naturally wind and solar dried for 22 months, this
sea salt is so perfectly balanced it is the same as found in each tear drop

Pacific Resources International
805.684.0624     www.shoppri.com

http://www.dilettante.com
mailto:antichisaporius@gmail.com
http://www.browniecrunch.com
http://www.baktoflavors.com
http://www.lizbethlanecuisine.com
http://www.robertrothschildfarms.com
http://www.stickyfingersbakeries.com
http://www.javafrost.com
http://www.fireandflavor.com
http://www.marleycoffee.com
http://www.baybeyond.net
http://www.stonewallkitchen.com
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CALENDAR
June 2-4 
IDDBA Dairy-Deli-Bake Show
Orlando, FL
www.iddba.org

June 7-9
Coffee Fest Chicago
Chicago, IL
www.coffeefest.com

June 7-9
World Tea Expo/Healthy Beverage Expo
Las Vegas, NV
www.worldteaexpo.com
www.healthybeverageexpo.com

June 30-July 2 
Summer Fancy Food Show
New York, NY
www.specialtyfood.com

July 10-14
Taste of Chicago
Chicago, IL
www.cityofchicago.org

July 10-17 
Atlanta International Gift, Home 
Furnishings & Holiday Market
Atlanta, GA
www.americasmart.com

July 16-19 
CMC Gift & Home Market
Los Angeles, CA
www.californiamarketcenter.com

July 19-22 
California Gift Show
Los Angeles, CA
www.urban-expo.com
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Blosm 40 www.myblosm.com 720.838.4509
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Crunchies 33 www.crunchiesfood.com 888.997.1866
Dirty Energy 40 www.dirtyenergy.com 
Enjoy Life Foods 39 www.enjoylifefoods.com 
eSutras 32, 38 www.eswholesale.com 77.583.4850
Fire & Flavor 34 www.fireandflavor.com 866.728.8332
Gluten Free Houston 37 www.gfnation.com 713.784.7122
Heartland Gourmet 35 www.heartlandgourmet.com
Lizbeth Lane Cuisine 38 www.lizbethlanecuisine.com 215.480.2710
Mediterranean Snack Foods 32 www.mediterraneansnackfoods.com 973.402.2644
Partners, A Tasteful Choice 31 www.partnerscrackers.com 800.632.7477
Purely American 36 www.purelyamerica.com 800.359.7873
Seattle Gourmet 36 www.seattlegourmetfoods.com 800.800.9706
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Vivente 30 www.viventetastyfoods.com 
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Crossings 50 www.crossingsfinefoods.com
Country Fresh Foods 53 www.countryfreshfood.com
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Chobani CEO Honored at 
Tribeca Disruptive Innovation Awards
Chobani President, Founder and CEO Hamdi Ulukaya
was recently recognized as a catalyst for change in
the packaged goods industry at the fourth annual
Tribeca Disruptive Innovation Awards. Hamdi’s stead-
fast focus on making affordable high quality yogurt,
using only natural ingredients, combined with his en-
trepreneurial spirit and unique ability to catalyze a con-
sumer-led movement, has helped grow Chobani into
a $1 billion business in just five years.

Today, as the No. 1 selling Greek Yogurt brand in
America, Chobani continues to transform the yogurt
aisle, with recent product innovations taking yogurt
beyond breakfast and into more fun formats, like au-
thentic strained Greek Yogurt made especially for kids.

“Innovation isn’t all about technology. At its core,
innovation is about change—being bold enough to
challenge the simplest idea and looking for ways to do
it better,” Ulukaya said. “Together, this group of hon-
orees represents that change, and I’m honored to
share in this celebration of innovating and disrupting.”

The Tribeca Film Festival, in association with the Dis-
ruptor Foundation honored innovators, pioneers and
game-changers across various disciplines and domains
at the fourth annual awards ceremony. The ceremony
showcased the applications of and advancements in
disruptive innovation theory that have spread far be-
yond the original technological and industrial realms.
Visit www.chobani.com or www.tribecadisruptiveinno-
vationawards.com for more information.

Brad Heald Hired as Director 
of Mill Relations for King Arthur Flour
King Arthur `Flour has hired Brad Heald as Director of
Mill Relations. Heald brings a lifetime of experience in
wheat farming and milling to the new position, in
which he works directly with flour mills and co-pack-
aging operations to ensure the quality of both the
products and the relationships that help get them into
consumers’ hands.

“Through decades of experience in the milling in-
dustry, Brad has developed extensive knowledge of
wheat buying, mill operations, food safety and other
areas critical to our company’s success,” said
Michael Bittel, King Arthur Flour Senior Vice Presi-
dent and General Manager of Flour. “Brad was a
tremendous partner in his previous role at ADM, and

we’re very pleased to welcome him as an employee
owner of King Arthur Flour.”

Heald grew up working on his family’s wheat farm
in Kansas before earning his Bachelor of Science de-
gree in Milling Science and Management from Kansas
State University. Prior to joining King Arthur Flour, he
spent his entire 26 year career in milling with ADM,
gaining experience in wheat flour mills, granular mills,
and dry corn milling. His areas of expertise include
supply chain management, wheat contracting and pro-
jection and cost analysis.

“I am excited to be working for such a well-re-
garded company as King Arthur Flour,” Heald said. “For
more than a decade, I have partnered with King Arthur
Flour through my work at ADM, and I’m pleased to now
bring my skill set directly to work for the company.”

Safeway Inc. Names 
Robert L. Edwards Chief Executive Officer
Safeway Inc. recently announced that Robert L. 
Edwards, formerly the company’s President, has suc-
ceeded Steven A. Burd as Chief Executive Officer fol-
lowing Burd’s retirement in May. Edwards, 57, also
joins the company’s board of directors.

Edwards joined Safeway as Executive Vice Presi-
dent and Chief Financial Officer in 2004. In April 2012,
he was named President, with overall responsibility for
the company’s retail operations, marketing, merchan-
dising, corporate brands, manufacturing, distribution
and finance functions. He continued as Chief Financial
Officer until Peter J. Bocian succeeded him in that role
in February 2013.

Prior to joining Safeway, Edwards served as a senior
executive at Maxtor Corporation, Imation Corporation
and Santa Fe Pacific Corporation. He serves as a 
director on KKR Financial Holdings, LLC and on Black-
hawk Network Holdings, Inc., a subsidiary of Safeway
Inc. Edwards holds a Masters in Business Administra-
tion and a Bachelor of Sciences in Accounting from
Brigham Young University.

“Since he arrived here in 2004, Robert has 
successfully met every challenge he has faced,” 
Burd said. “He has demonstrated the ability to lead the
company in all facets of its operations and has earned
the respect of the entire organization.”

Safeway also announced that T. Gary Rogers, formerly
the company’s Lead Independent Director, has become
Non-Executive Chairman following Burd’s retirement.

PEOPLE WATCH

http://www.fineitalianfood.com
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