
BY LUCAS WITMAN
As the first days of summer began
driving outdoor cooking enthusi-
asts to load up their grills with
hamburgers and T-bones this year,
many consumers were taken
aback by the high prices of these
seasonal staples. The price of beef
nationwide hit a record high in
June, with the national average
price for steak standing at
$4.81/lb. and the average price for
ground beef reaching $3.51/lb.
With prices still on the upswing,
many consumers are being forced
to consider switching to more in-
expensive proteins.

The reason for rising beef prices
is multifarious, according to Ty
Freeborn, Owner and CEO of spe-
cialty beef producer Steakhouse

BY JAZMINE WOODBERRY
Once billed as “the favorite greedy
treat of the me generation,” the
gourmet cupcake has risen and
fallen with the tide on a 10-year
journey, where profits have often
rocketed into the stratosphere be-
fore falling victim to economic
woes. With gourmet cupcakeries
now in shopping centers across
the country and with cooking
competitions popping up on tele-
vision devoted entirely the tasty
treats, it is safe to say the Ameri-
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can market has experienced quite
a love affair with these individual-
ized desserts over the past decade.

Since Magnolia Bakery suddenly
rose to national prominence after
the company received a guest spot
on “Sex And The City,” demand for
gourmet cupcakes has risen. How-
ever, today, many are indicating a
waning public interest in the nov-
elty, pointing out the industry’s re-
cently dipping profit margins.
Crumbs, the only publicly traded
small cupcake bakery, best exempli-

fies this trend, as it has taken a major
hit, with its stock price dropping
from more than $13 to less than
$1.50 per share in just two years.

With the future of the commer-
cial cupcake market in jeopardy,
companies are diversifying their
product offerings in an attempt to
build a sustainable business plan
moving forward.

For Vanilla Bean Unique Cook-
ies and Cupcakes, cupcakes have
become only part of the business
model, albeit a part for which they
still feel a demand.

“We still have a good demand,”
said Debbie Smith, Vanilla Bean’s
co-founder and Creative Chef.
“Cupcakes have been around for-

ever. But do I think that it’s going
to last forever? My prediction is no,
because I do think it’s just a trend.”

Debbie Smith and fellow Vanilla
Bean co-founder Sandra Wharton
first came together during culi-
nary school. In a meeting of the
minds, they realized that together
they could form a company and
started Vanilla Bean, LLC. Today,
the company equates cupcakes
with art, refusing to simply put
fondant on a small cake and ship
it out the door. The company is
committed to producing the best
products they can make. 

Crumbs is following a similar

BY LORRIE BAUMANN
In Granada Gourmet, proprietor
Patti Surguine has created a
haven in Ormond Beach, Fla. for
folks who believe that home is a
place to prepare food and share
it with friends. “My husband
calls it a cook’s hobby shop,” said
the woman who was a teacher
and an event planner before she
bought the business. “My hus-
band was an Air Force pilot,” she
says. “It was my job to help the
general’s wife with all kinds of
soirees. I love it when people can
come to me and find everything

Granada Gourmet is the Life of the Party

Most Innovative
New Products
Awarded at 
2013 Sweets 
& Snacks Expo

Retailers Cope as Beef Prices Hit All Time High

they need at my store.”
When Surguine bought Granada

Gourmet in 2000, the business
was located in a 1,200 sq. ft. store-
front. She promptly moved it into
a 3,000 sq. ft. space in the same
shopping center near the ocean.
“We just wanted to do too many
things. A neighbor went out of
business, and I took over that
space…Now we can do the mix of
things that I love.”

That mix of things she loves in-
cludes providing all but the actual
food for customers who entertain
in their homes. Granada Gourmet

offers everything from the pots,
pans, small appliances and knives
needed to prepare the meal to the
apron to wear while cooking and
serving to puppets dressed in
chef’s coats or server’s dresses to
entertain the children while the
cooking is happening in the
kitchen. There are tabletop acces-
sories and silk flowers with which
to decorate for the dinner, cocktail
napkins for the hors d’oeuvres,
crystal in which to serve the wine
and even small gift items to use as

Elite. “You’ve obviously got higher
input costs, from corn to fuel,”
said Freeborn. “More importantly,
you’ve gone through six to eight
years of drought in the largest cow
producing part of the country.”

Over the past several years, as
drought has plagued much of the
country, the price of cattle feed
has risen as well. As a result,
ranchers have been forced to re-
duce the size of their herds. The
reduction in herd size has led to
an overall reduction in beef sup-
ply, in turn effecting a rise in
prices. “There just aren’t the
mother cows left to produce a calf
every year,” Freeborn said. 

There is little indication that
cattle stocks will be replenished
to pre-drought levels in the

United States any time in the
near future. “Historically, this
trend is only headed in one direc-
tion,” said Freeborn. “I don’t
know if you’re ever going to see
America’s cow herd turn the cor-
ner and start growing again.” In
short, higher beef prices are
likely here to stay, and this is a
reality to which consumers, re-
tailers and the beef industry itself
are going to need to adapt.

The good news for those in-
vested in the marketing of beef is
that consumers do not seem pre-
pared to abandon the protein al-
together, regardless of its rise in
price. “Most consumers are stay-
ing in the beef franchise. They’re

During the 2013 Sweets & Snacks
Expo, held in Chicago, the Na-
tional Confectioners Association
bestowed 40 Most Innovative New
Product nominations to compa-
nies showcasing imaginative
ideas, concepts and products in
two of the fastest growing cate-
gories in the marketplace: confec-
tionery and snacks. Retail and
wholesale trade customers then
selected one winner in each of the
eight categories that help make up
the $80 billion U.S. sweets and
snacks industry.

“The Expo’s new product
awards program has been not only
one of the most unique and di-
verse as far as product submis-
sions, but also one of the
fastest-growing, most popular
awards programs with submis-
sions up 17 percent in the last
year,” said Phil Lempert, Panel
Moderator and Food Trends Edi-
tor for NBC’s TODAY Show.

The day before the Sweets &
Snacks Expo, top U.S. retailers,
food industry icons and trend ex-
perts collaborated and taste-
tested more than 200 product
submissions. Panel participants
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North American Tea Championship 
Selects Best Iced Teas 
for Summer 2013
The North American Tea Championship se-
lected 20 first-place winners in numerous
categories during its annual Iced Tea Class
evaluation. The Championship is the only
professionally judged independent compe-
tition, designed to distinguish the highest
quality and best tasting commercially avail-
able teas in the North American market-
place. Several of the winners were recently
featured at the World Tea Expo, held June
7-9 in Las Vegas.

Eliot Jordan, Director of Tea at Peet’s Cof-
fee & Tea and Judge at this year’s champi-
onship said, “The overall cup quality
standard for iced beverages is higher than
it was just a few years ago. Plus, innovation
has strengthened. Let’s hope these are
trends that continue.”

Championship Judge Anthony Tellin
said, “From a consumer’s perspective, it is
a great time to be a lover of iced tea. With
more options and higher quality across all
iced tea channels, this summer is sure to be
refreshing and delicious. In fact, it made
judging and choosing the best in category
that much more difficult, but what a won-
derful challenge to have.” Tellin is a former
tea buyer/formulator for Starbucks’ Tazo
and the current tea buyer and Director of
Operations at Smith Teamaker.

The first place winner in the Sweetened
and Unsweetened Bag-in-Box categories

was Teafinity by S&D
Coffee and Tea. Award
winners in the foodser-
vice tea categories in-
cluded Art of Tea,
Shangri La Tea Co.,
QTrade Teas & Herbs
and Teatulia Organic
teas. Tiki Tea won two
awards in the Instant Cat-
egories, named best In-
stant Flavored Black and
Instant Flavored Green. Other Instant
award winners included Waterfall Tea
Company, Mellow Monk and Third Street
Inc. Among the Ready-to Drink categories,
ITO EN was a big winner, taking home two
prizes for both Best Ready-to-Drink Sweet-
ened and Unsweetened Green Tea. The re-
maining award winners among producers
of ready-to-drink teas included Dr. Pepper
Snapple Group, H2M Beverages, Crystal
Geyser Water Company, TEAloe LLC,
Gizmo Beverages and Evy Tea LLC. 

The North American Tea Championship
Iced Tea Class is evaluated once a year.
Every submission is evaluated blind and
involves an analysis of a number of char-
acteristics, including flavor, body, color,
clarity and balance. An overall numerical
value on a 100-point scale is then calcu-
lated based on the ratings of each charac-

teristic, and winning teas are determined
by rank.

As a first-time tea championship judge,
Tellin said he was impressed with both the
products and the competition itself. “NATC
is well thought out and executed, providing
categories to support different product
types, formats and delivery systems; so
each product is fairly judged against similar
products in the marketplace,” he said. “The
results allow producers to understand how
their products are compared to others
through impartial judging by industry pro-
fessionals, something that aids tremen-
dously in marketing, operations and
product development.”

For more information on the North Amer-
ican Tea Championship, including a complete
list of first, second and third place winners,
visit www.teachampionship.com. GN

World’s Largest Food Ingredients Show, 
Fi Europe, to Take Place November 19-21
With the global food ingredients market
forecasted to grow by 2.7 percent in 2013,
this industry must flourish if it is to meet
the requirements of ever-changing con-
sumer demand. Due to increase in demand,
as well as always fluctuating consumer
trends, the food ingredients industry has
become an intensely dynamic landscape.
And as such, finding the best business part-
ners, in this industry has become more im-
portant than ever.

To help food producers find the most in-
novative ingredient providers in the indus-
try, UBM Live is organizing the 2013 Fi
Europe show, which will take place No-
vember 19-21 in Frankfurt, Germany. An
industry staple for more than 25 years, Fi
Europe is the leading platform to source in-
novative ingredients, grow market share
and nurture business networks.

“Fi Europe is a very useful tool to ex-
change information, make contacts, en-

hance relationships and gain information
about the latest trends and innovations,”
said Jana Farkasova, Business Development
Manager for Nestlé.

Fi Europe has proven to be an important
platform for companies hoping to showcase
themselves in this vibrant and ever-growing
market. More than 26,000 attendees will be
attending this year’s show, many seeking to
develop new business partnerships but also
to observe the latest innovations in the mar-
ketplace. In addition, attendees at Fi Europe
will find solutions to further develop prod-
ucts in their pipeline, to reformulate their
existing products and to pursue cost con-
trolling solutions.

Exhibition organizers are predicting a
record year for the show in 2013 with more
than 1,300 exhibitors from 94 countries.
Leading manufacturers set to present their
latest innovations and technologies include
Döhler, Roquette, Cargill, Brenntag, Tate &

Lyle, ADM, FrieslandCampina, Barry Calle-
baut, DSM, Naturex, BASF, CNI, Fortitech,
Rousselot, Beneo and others. 

This year will see the return of the pop-
ular New Product Zone, which will display
the latest products and innovations and
give an inside peek into upcoming trends.
Innovation Tours are also being scheduled,
which will follow various topic trends and
focus on the most innovative exhibitors
around the show. In addition, the Industry
Insight Theatre will provide workshops and
educational seminars on key industry top-
ics, featuring research conducted by well
respected associations, research companies
and scholars. Finally, the prestigious Food
Ingredients Excellence Awards will be pre-
sented to leading ingredient manufacturers
and their latest innovations.

For more information about Fi Europe,
visit www.fi-europe.eu/Prregister. Online vis-
itor registration is now open for the event. GN

Sugar Substitute Market
Expected to Be Worth
$13.7 Billion by 2018
According to a new study from global market
research and consulting company
MarketsandMarkets, the sugar substitute market
was estimated at $10.5 billion in 2012. This value
is expected to increase to $13.7 billion by 2018,
with a 4.5 percent annual growth rate.

North America is expected to lead the global
sugar substitute market with a 49 percent market
share. This is followed by Asia-Pacific (21.4
percent) and Europe (20.9 percent).

The report finds that North American markets
may be approaching maturity in this industry.
Most of the countries in the Asia-Pacific and
other regions throughout the world are still in
the developing stage, driven by rising population
and resultant demands for food production.
China and India, in particular, are at the forefront
of this growth trend. It is, however, the stevia
market in Europe that has given a major boost
to the regional as well as the global market. 

Those interested can read the
MarketsandMarkets report on the global
sweeteners market at www.marketsand
markets.com/Market-Reports/sugar-substitute-
market-1134.html.

America’s Best Raisin
Bread Contest to Make
IBIE Debut in October
This year, from October 6-9, the sweet smell of
raisins will fill the International Baking Industry
Exposition in Las Vegas as the California Raisin
Marketing Board’s America’s Best Raisin Bread
Contest joins the IBIE contest lineup for the first
time. As the nation’s leading baking industry event,
with thousands of participants from all segments
of grain-based food community, IBIE is the ideal
venue for the CRMB’s annual challenge.

The CMRB’s raisin-based battle has a rich
history with international roots. Created to
spark new product ideas and expand the use
of raisin products, the inaugural contest took
place 21 years ago. To date, the contest has
seen more than 5,000 unique product entries.

“We’re thrilled to have the California Raisin
Marketing Board as a partner,” said Mike Beaty,
IBIE Chairman. “The America’s Best Raisin
Bread Contest will add to the buzz on the show
floor. It’s such a great addition to the expo.”

Olive Oil Market to
Debut at 2013 Anuga
Show in October
Olive oil will play a special role at the 2013 Anuga
show, a leading food fair for the retail trade, food
service and catering markets, set to run October
5-9 in Cologne, Germany. The “OliveOil Market”
will provide olive oil suppliers with two ways to
present their products at Anuga—both as Anuga
exhibitors with a second placement or as exhibitors
showing their products exclusively within the special
show. The OliveOil Market is sure to be a main
focus of attention at the show, as it will occupy a
prime location in the middle of the Boulevard. 

Experts at the show will provide information
about the countries of origin, qualities and
production of the oils on display, which will include
a number of organic olive oils. For buyers, the
OliveOil Market will offer a concentrated
international information platform concerning an
attractive range of products. 
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Beef Prices
Continued from PAGE 1

continuing to be customers,” said John
Lundeen, Executive Director of Market
Research for the National Cattlemen’s
Beef Association. According to NCBA re-
search, just 24 percent of today’s con-
sumers are eschewing steak altogether,
because of price, and only 16 percent
state that they are abandoning ground
beef for the same reason. This means that
the majority plan to continue to purchase
the protein.

Although consumers may not be pre-
pared to drop beef from their dinner plates,
beef retailers and the industry itself will
need to shift the way they reach out to
these individuals if they are going to keep
them coming back to the meat case. It will
be increasingly important to identify what
exactly shoppers are looking for when it
comes to purchasing beef and to change the
product accordingly.

According to NCBA research, the top
three things consumers are looking for
when making meat purchases is a longer
shelf life (48 percent), freshness (46 per-

cent) and freezer-friendly packaging (37
percent). In short, the same old plastic
wrapped Styrofoam containers simply
are not cutting it any more when it
comes to satisfying consumers’ desire
for a fresher, longer-lasting, freezer-
friendly product.

“Extended shelf life packaging takes on
importance,” said Lundeen. “With higher
priced inventory, you have to take action to
minimize shrink.” One company that is
working to innovate beef packaging is
Sealed Air’s Cryovac®. Cryovac is bringing
vacuum seal technology to the meat case,
offering beef purveyors a new type of pack-
aging that helps the product stay fresher
longer, that can be placed immediately in
the freezer without transferring containers,
that risks fewer leaks and that is more en-
vironmentally sustainable. “We know there
are benefits here for the consumer for this
packaging type,” said Lundeen.

The team at Cryovac acknowledges that
effectively marketing vacuum sealed beef to
a consumer populace that has always pur-
chased their meats in the same type of
packaging will require some work on their
part, as well as on the part of retailers them-
selves. “Education on the features and ben-

efits of vacuum packaging can change con-
sumer perception,” said Jerry Kelly, Food
Retail Expert for Sealed Air’s Cryovac
Brand. “The more consumers know about
the features and benefits of vacuum pack-
aging, the more definite intent to purchase
increases.” According to Kelly, after being
educated about this new packaging, 76 per-
cent of consumers were more likely to pur-
chase vacuum packaged beef, with 58
percent much more likely.

Of course, it is not only the consumer
that must be educated about the new pack-
aging, but those who work behind the meat
case as well. “We talk about education. We
need to educate meat department people as
well,” said Kelly. “We’re committed to help-
ing retailers.”

While Cryovac is working to satisfy the
growing consumer demand for a fresher,
longer lasting product, Steakhouse Elite is
responding to another prominent desire of
those purchasing beef. For Freeborn, his
company’s success is based on satisfying
customers by giving them a product that is
worth every penny they spend on it.

Steakhouse Elite specializes in American
Kobe-Crafted beef, a high end product that
outshines its competitors in the meat case

in both taste and texture. “American Kobe-
style beef has a unique texture and flavor
that just can’t be matched,” said Freeborn.
“People try to build a better burger by
adding toppings and sauces. We made the
burger itself better.”

Freeborn argues that grocery shoppers
today are willing to spend a little more on
beef if his company offers them some-
thing that they feel merits the cost. “It is
bringing a lifestyle upgrade along with
it,” Freeborn said about Steakhouse
Elite’s Kobe-style beef. “People are buy-
ing into a better way of life for a few
bucks. People like that.”

Still, regardless of what retailers and beef
suppliers do to reach out to consumers, it
is inevitable that for the time being some
will eschew high priced red meat for less
expensive protein options. According to
Freeborn, there is little more that the in-
dustry can do to market beef to this group
than wait for perceptions to change. “If you
used to be able to buy a pork chop for
$1.50, and now you see the pork chop for
$3, you don’t see value in that,” he said.
“It’s going to take a while for consumers to
get used to it. It will take a little time for
consumers to adjust.” GN

Trade Show Buzz

Natural Products Expo East, the East
Coast’s largest natural, organic and healthy
living trade event, declared its commitment
to help every affiliated brand, entrepreneur
and buyer incorporate and implement the
principles defining conscious capitalism, as
well as to influence social change within
their business models. This year’s event is
expected to draw more than 22,000 indus-
try members to the Baltimore Convention
Center September 25-28.

“As a trade event, Expo East is the ideal
setting for buyers to network and engage
one-on-one with the brands they sell,” said
Natural Products Group Show Director

Adam Andersen. “But it’s also an active hub
of shared values, common goals and grass-
roots activism.”

Many of the industry’s most notable and
socially conscious brands will be exhibiting
at Natural Products Expo East, including
Aubrey Organics, Small Planet Foods, Bob’s
Red Mill and Quinn Popcorn. More than
400 first time exhibitors, including Cottage
Lane Kitchen, Hemp Naturals and Suja
Juice are expected to launch new products
at the show. Many of these products will
debut in the NEXT Pavilion at Expo East,
a testament to the dynamic growth of the
healthy lifestyle market across all channels

and categories, including organic, func-
tional, specialty foods and beverages, sup-
plements, beauty and pet.

Dr. Raj Sisodia, a global leader in the
Conscious Capitalism movement, will de-
liver the keynote address at this year’s show.
He will speak to a business approach that
yields not only a successful enterprise but
also a meaningful vocation and potential
for social change.

“The business philosophy of conscious
capitalism is deeply relevant for natural
product companies. In today’s rapidly evolv-
ing world, it matters greatly not only what
we produce but also how we run our busi-
nesses,” Sisodia said. “Conscious businesses
are driven by a higher purpose, built on love
and care rather than fear and stress, and cre-
ate multi-facteted value for all stakeholders.”

A number of additional events are
planned for Expo East this year. This year’s
show will mark the debut of the NEXT Ac-
celerator program, the only “product-to-

shelf workshop” program of its type in the
natural market, featuring fundraising, man-
ufacturing, distribution, branding, sales
and marketing topics. The Expo East edu-
cation program will feature insights from
natural products industry experts, up-to-
the-moment data, trends and product
analysis. Blogger town, a robust social and
digital destination will provide in-person
education to propel any company’s online
presence. Finally, The Retailer Workshop
returns, featuring three compelling educa-
tion tracks that will provide cutting-edge
trends and store-level advice from leading
industry experts.   

Natural Products Expo East, produced
by New Hope Natural Media, a division of
Penton Media, is the largest natural, or-
ganic, and healthy products trade show on
the East Coast. Natural Products Expo East
is ranked as one of the top 200 overall
tradeshows in the United States. For more
information, visit www.expoeast.com. GN

Natural Products Expo East 
Embraces Entrepreneurship, 

Conscious Capitalism

Fifth Annual Vermont Cheesemakers’ Festival 
to Celebrate the People behind the Cheese, July 21
The Vermont Cheesemakers’ Festival will
return to the shores of Lake Champlain this
summer to celebrate Vermont cheeses, ar-
tisan foods, craft beers, local wines and the
people who make them. The Fifth Annual
Vermont Cheesemakers’ Festival will be
held on Sunday, July 21 at the Coach Barn
at Shelburne Farms in Shelburne, Vt. from
10 a.m.-4 p.m.

This year’s festival will feature more than
200 cheeses from more than 40 cheesemak-
ers, as well as dozens of artisan food pro-
ducers and local beer, wine and spirits
producers. Tasting, pairing and sampling
opportunities will be interspersed with

cheesemaking and cooking demonstrations
and workshops throughout the day.

“Our agricultural heritage has given rise
to a diverse and growing community of
cheesemakers here in Vermont,” said Je-
remy Stephenson, President of the Vermont
Cheese Council. “The Festival is a chance
for people to connect with the farmers and
cheesemakers behind the cheeses they love,
to discover new cheeses, and of course to
reconnect with old favorites.”

This year’s “Meet the Cheesemakers”
workshop series will be free with the price of
admission, and will be offered on a first
come, first serve basis. Murray’s Cheese will

share their “Counter Intelligence” with a
workshop on affinage and the cave-aging
process. The cheesemakers behind Vermont’s
well-loved cheddars will present “Cheddar is
a Verb,” a workshop devoted to understand-
ing what makes a great cheddar. “Cheese
Through the Seasons” will delve into cheese
seasonality and the subtle variations that re-
sult from the changing Vermont landscape. 

In addition, two cooking demonstrations
will also be offered free with admission:
“Creative Cheese Boards” with Chef Sean
Buchanan of Black River Produce and “Be-
yond Fondue: Cooking with Cheese” with
Chef David Hugo of Shelburne Farms. 

Tickets are $50 per person and include
full access to all festival events, including
workshops, demonstrations, and beer and
wine tastings. Tickets are available online
at www.vtcheesefest.com or by calling
802.86.FLYNN. The Festival typically sells
out well in advance, so early ticket reserva-
tions are encouraged. 

The Vermont Cheesemakers’ Festival is
presented by the Vermont Cheese Council
and sponsored by Cabot Cheese, Vermont
Creamery, Shelburne Farms, and Grafton
Village Cheese, among others. For more in-
formation, visit www.vtcheesefest.com or
call 800.884.6287. GN
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Cupcakes
Continued from PAGE 1

path in maintaining its commitment to the
gourmet cupcake while at the same time
working to diversify its offerings and stay
ahead of the curve. Through this strategy,
Crumbs hopes it can beat what could be
the steady decline of the gourmet cupcak-
ery. In particular, Crumbs is seeking suc-
cess by focusing on its lunchtime offerings,
such as Burke and the Box gourmet sand-
wiches, offered through a partnership with
heralded Chef David Burke.

“Consistent with our goal of comple-
menting our already famous assortment of
gourmet cupcakes with a choice of high
quality and innovative lunchtime alterna-
tives, we are thrilled that Chef Burke will

be launching an assortment of gourmet
sandwiches and salads for the ‘David Burke
& Crumbs’ program,” said Julian R. Geiger,
President and Chief Executive Officer at
Crumbs Bake Shop, Inc., in a media release.

Today, many in the specialty baked goods
industry are hard at work, attempting to
predict what will be the “next cupcake.”
One possible candidate is the “cronut,” a
distinct cross between a croissant and a
doughnut that has people talking. From the
New York Times’ analysis of the evolution
of the croissant to the Associated Press’ re-
cent study of the cronut craze, this newly
developed sweet treat is undoubtedly hot.
The Dominique Ansel Bakery in SoHo,
which offers cronuts, reportedly has lines
for hours outside its shops and is taking
pre-orders up to two weeks out.

From a commercial standpoint, the

cronut has both perks and drawbacks. A
positive, cronuts, unlike cupcakes, cannot
be made at home. Thus, hungry dessert
seekers will have to get their cronut fix by
visiting a bakery. However, limited produc-
tion, a short six-hour shelf life and a spe-
cific, perhaps limited target audience might
limit the accessibility of the treat. In addi-
tion, those seeking gluten free and dairy
free desserts are unable to get in on the
craze, as of yet, further limiting the con-
sumer base for the product.

The team at The Invisible Chef, which
sells all-natural baking mixes for cup-
cakes and various breakfast and bakery
items, are trying to blend the bakery ex-
perience with the home environment by
offering gourmet cupcake mixes for those
budget-conscious bakers.

“I think selling mixes for cupcakes helps

our consumer prepare ‘bakery worthy’ cup-
cakes at home, so they feel they are serving
the same quality items they could pur-
chase, but with their own twist,” said The
Invisible Chef Owner Jill McCauley. “Con-
sumers want to be gourmet savvy at home,
and like being able to say they made the
cupcakes themselves.”

As for the team at Vanilla Bean, it is the
breadth of options the company provides, not
just the company’s cupcake business, that is
propelling them forward. In fact, it was
Vanilla Bean’s cookies rather than its cupcakes
that recently made an appearance in gift bas-
kets at the most recent Emmy’s telecast.

“Our original goal was always cookies,”
Smith said. “Cookies have been around for-
ever and always will be.” As for the cup-
cake trend, Smith said she can not with
certainty say the same thing. GN

Tula Foods Sues Kroger and Weber Flavors; Alleges Fraud
Tula Foods, Inc., an Illinois-based natural
food company, has filed a lawsuit in Ohio
against grocery chain The Kroger Co. and
flavor supplier Edgar A. Weber & Com-
pany (Weber Flavors). The suit concerns
the production of Tula’s Better Whey of
Life® premium Greek yogurt line, which
was introduced in 2012 and was sold in
more than 400 stores throughout the Mid-
west, Mountain West, and California.

Tula’s lawsuit alleges that Kroger breached
the parties’ manufacturing contract by failing
to produce the yogurt according to the con-

tract’s specifications. In addition to its retail
stores, Kroger owns and operates 37 manu-
facturing plants where it manufactures prod-
ucts for other companies under the name
Inter-American Products. One of these prod-
ucts was Tula’s Better Whey of Life yogurt.

According to the complaint, Kroger knew
it was failing to meet Tula’s production spec-
ifications, but released poor-quality, unap-
petizing yogurt into the market anyway.
Kroger then attempted to cover up its ac-
tions by hiding the manufacturing data nec-
essary to discover its own wrongdoing. The

lawsuit further states that Kroger misappro-
priated Tula’s trade secrets in making its
own competing store brand of Greek yogurt
at the same manufacturing facility.

Tula is also suing Weber, an Illinois-
based flavor supply company, for failing to
properly treat and process the vanilla bean
base it supplied for Tula’s yogurt. According
to the complaint, despite the fact that
Weber guaranteed its vanilla bean base
would be free of contaminants and foreign
materials, Tula found numerous instances
of mold growing in the finished yogurt and

consequently had to recall the product
from store shelves.

According to the complaint, “The actions
of Kroger and Weber would have signifi-
cantly harmed any yogurt producer, but
they were particularly devastating for Tula,
because retailers and consumers were just
getting to know and love the Better Whey
of Life brand.”

The case is Tula Foods, Inc. v. The Kroger
Co. and Edgar A. Weber & Company d/b/a
Weber Flavors, filed in the Court of Com-
mon Pleas of Hamilton County, Ohio. GN

http://www.uptowneats.com
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Sweets & Snacks
Continued from PAGE 1

included The NPD Group Trends expert
Harry Balzer, CEO of Saatchi & Saatchi X
Dina Howell and Chef Homaro Cantu,
restaurateur and winner of the Food Net-
work’s Iron Chef competition. Other pan-
elists included executives from some of
the top retailers of candy and snack prod-
ucts in the United States.

The panel analyzed eight candy and
snack segments ranging from chocolate
and non-chocolate to savory and salty
snacks. Panelists then rated product sub-
missions on taste, packaging, innovation
and go-to-market feasibility. They nomi-
nated up to five of the top items across the

eight segments. Then, on the first day of
the Expo, more than 1,000 retail and
wholesale trade customers voted for their
top picks in each category, helping to
choose the winners in the Most Innovative
New Product Awards showcase.

In the chocolate category, the winner
was The Hershey Company, for their Kit
Kat Minis. In Non-chocolate, Tierra
Nueva Fine Cocoa won for their Coffee
Thins. The Sweet Snacks winner was
Sprinkle It On, which was honored for
the company’s Handmade Marshmallow
& Rice Cereal Confectionery. In the Salty
Snacks category, Sahale Snacks won for
the Pomegranate Pistachios. Fire Corn
Popcorn/Pop Gourmet won in the Savory
Snacks category for B.A.’s Fire Corn, Real
Jalapeño Popcorn. In the Novelty/Li-

censed category, Jelly Belly Candy Co.
won for its Tabasco Jelly Bean Bottles.
Russell Stover Candies, Inc. won in the
Seasonal Category for the company’s S’-
more BIG BITE Bar. And finally, in the
Gourmet/Premium category, Hammond’s
Candies won for its Milk Chocolate Red
Velvet Cake Bar

“We are seeing new trends emerge, in-
cluding creative spins on classic candy and
snack favorites as well as wild new flavor
combinations for treats,” said Expo Chair-
man Tim Quinn, Vice President of Trade
Development at Mars Chocolate North
America. “Where else but at the Sweets &
Snacks Expo will you find birthday cake
PEEPS®, pizza-flavored hard candy, a bee
pollen chocolate bar and sweet and savory
quinoa clusters?”

“About 30 percent of annual confec-
tionery and snack sales are attributed to
products introduced in the last two
years, so these launches are critical to in-
dustry success,” added NCA President
Larry Graham.

Sponsored by the National Confectioners
Association, the Sweets & Snacks Expo is
the confectionery and snack industry’s
most successful, world class event. More
than 15,000 qualified professionals at-
tended this year’s Expo, with global partic-
ipation from 90 countries. More than 600
companies displaying 3.5 acres of candy
and snacks products exhibited at the 2013
event. The 2014 Most Innovative New
Product Awards will be presented at next
year’s Sweets & Snacks Expo to be held in
Chicago, May 20-22, 2014. GN

FoodLink Voted Best New Food Safety Solution at United Fresh Expo
A new item-specific traceability solution for
fresh produce from FoodLink®, the fresh
food commerce and traceability platform
that connects fresh food retailers and
wholesalers to a network of growers, pack-
ers and shippers, was recently named best
new food safety solution by members and
attendees of the United Fresh Produce As-
sociation’s annual convention and expo in
San Diego.

“We are honored to be recognized in this
way by the members of United Fresh,” said
Eric Peters, CEO of FoodLink. “A big part
of food safety is having the right informa-

tion at the right time, and with products
like FoodLink Item, we’re helping our cus-
tomers get better insight into shoppers at
the store as well as into operational issues
that affect food safety and freshness across
the entire supply chain.”

FoodLink Item is a cloud-based software
solution used by major brands such as Cal-
ifornia Giant Berry Farms and Grower’s Ex-
press (Green Giant Fresh) that adds unique
information to individually packaged pro-
duce items the moment they are picked,
enabling growers to communicate food
safety, quality and freshness directly to con-

sumers and across the supply chain. With
FoodLink Item, data at each farm is auto-
matically fed into a central database where
it can be tracked by growers, retailers and
consumers by scanning the code on the
package with a smartphone or tablet.

“These winning products have been se-
lected by United attendees as 
outstanding representations of the new ap-
proaches, ideas and processes that are driv-
ing the fresh fruit and vegetable industry
forward, and we applaud them for their
product development,” said John Toner,
United’s Vice President of Convention and

Industry Relations. “From its very begin-
nings, the United show has been the undis-
puted home of innovation for the produce
industry, and these awards continue to
showcase the best and brightest minds in
the produce business.”

FoodLink is the network for fresh food
and supply chain traceability, connecting
the farm to the customer with solutions
linked across a mobile, online network rep-
resenting more than 2,000 companies, in-
cluding growers, shippers, carriers, retail
grocers and wholesalers. For more informa-
tion, visit www.foodlink.net. GN

http://www.houseofcaviarandfinefoods.com
http://www.chicagocoffee.com
http://www.uptowneats.com
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Granada Gourmet
Continued from PAGE 1

the party favors. 
“People often say we’re a one-stop desti-

nation for people who are giving a party,”
Surguine says. “I want people to come who
are planning something and don’t want to
run to 10 different places to find everything
they need.”

“We do the whole entertaining piece,”
she continues. “We carry cloth napkins,
from casual to dressy, and a full line of dis-
posable cocktail napkins. People like to
stand and read the cocktail napkins and
they’ll laugh. I like that. I buy for my store.
We carry all of the really fine cookware that
is out there: All-Clad, Le Creuset, Swiss Di-
amond, Scanpan, Berndes, Viking, the
Mario Batali signature orange peppermill
from Vic Firth, Bobby Flay cookbooks—
You know, everybody.”

Granada Gourmet also carries gift basket
items for customers who are on the other
side of those party invitations. “We do
gourmet gift baskets,” Surguine says. “We
carry 15 red wines and 15 whites plus a few
champagnes. Although we do have regular
wine customers, the wines are mainly to
support our gift basket business. Cheese
and sausages, products from Stonewall
Kitchen and Rothschild Farms—All the big
names in the business.”

Surguine regards her booming gift basket
business as an opportunity for extra cre-
ativity. “We like to think out of the basket,”
she says. She points out that gift baskets

need not be packaged in actual baskets. For
example, she suggests using a salad bowl to
hold a gift of balsamic vinegar and oil,
along with serving utensils: “You can make
a beautiful gift out of that.”

Surguine has used an Italian cookbook
as a base on which to build a gift of sup-
plies to help create a fabulously romantic
Italian dinner, sometimes even including
the candles with which to light the table.
“We like to be creative about thinking of
those things,” she says.

Should such a romantic evening lead to
a wedding, Surguine encourages the brides
to register at her store. And when the ba-
bies come along, she invites the moms to
bring pictures of themselves and their chil-
dren into the store to help decorate the
children’s gourmet area. This is where she
sells Folkmanis puppets alongside child-
sized cooking utensils and children’s cook-
books. And yes, she also stocks picture
frames.

A member of the Gourmet Catalog Buy-
ing Group, Surguine credits the group’s
meetings with providing her with inspira-
tion and support as well as technical infor-
mation and buying opportunities. “I highly
recommend it,” she says. 

After Christmas, Halloween is Granada
Gourmet’s second-biggest sales season. “We
do huge business at Halloween. We sell
everything for entertaining, including
witches’ hats,” Surguine says. “People come
in and say they’re having a party. So they
come to us to get their glasses and witch
hats for their costumes and little black
aprons with sparkles on them. We sell

tabletop. We sell
candies and books
and seasonal foods;
spatulas from Tovolo
with a Halloween
theme, little scrub-
bies for dishes in
Halloween colors.

“Halloween is
great,” she contin-
ues. “You don’t have
to buy presents. You
can be somebody
you’re not, and you get to eat candy.” The
store has a costume contest every year as
part of the festivities. “The last Monday of
September is the annual ‘Halloween Re-
veal.’ People are waiting at the door to
come in. We serve refreshments, cookies,
the bloody Mary mix that we sell in the
store. The foods and the refreshments are
all things we sell. We have things for kids.
We have things for everybody.”

All of this helps explain why the Or-
mond Beach Chamber of Commerce
named Granada Gourmet its Small Family
Business of the Year in 2007. 

“I love talking with my customers. During
our 27 years in the Air Force, we lived in 11
states, so there aren’t too many times that
somebody walks through the door that I
haven’t lived near their part of the country,”
she says. She adds that she can talk to any-
one and that’s part of what she loves about
her business. “We try to provide a service
that they wouldn’t get at the big box stores.
We have eight on the staff with very little
turnover. They’re like family. They’re all very

cus tomer-o r i -
ented. We go out
of our way to
make shopping at
Granada Gour-
met a great expe-
rience for our
customers. Our
interest in people
shows. We have a
genuine interest
in helping them
learn cooking

techniques, hone their knife skills or plan a
get-together with family and friends.”

Among those caring associates have been
a number of teenagers, including one who
is now a college professor, another who
went on to become a bank president and
one who just finished law school. Another
just graduated from college and is entering
a career in marketing and advertising.
“We’re so impressed with them and proud
of them,” Surguine says. “We have had
wonderful young kids, teenagers that have
worked with us over the years. We have
had such a wonderful experience. What-
ever they learned at my store, they taught
us back in enthusiasm. They were wonder-
ful with customers, and they’ve showed us
things on the computer. They’re great. They
really added and enriched the store during
the time they were here. You do hate to lose
them when they finish.”

Granada Gourmet is located at 197 East
Granada Blvd. in Granada Plaza in Ormond
Beach, Fla. Reach the store by phone at
386.677.0470. GN

http://www.windandwillow.com
http://www.zinganything.com


Sierra Nut House
Sierra Nut House, Inc. takes great pride in craft-
ing exceptional ready-made gifts. Whatever the
sentiment being expressed, whether it be
“Happy Birthday,” “Get Well,” “Congratulations,”
or “Thank You,” Sierra Nut House can create the
perfect gift to convey the intended thought to
your clients or customers.

Sierra Nut House’s fine selection of prod-
ucts allows for the creation of custom, one-
of-a-kind gifts to fulfill your specific needs.
The company is continually seeking out the
highest quality products, with a particular
focus on providing the best of California agri-
culture. Sierra Nut House provides for your
business needs with gifts for every occasion
and every budget. Experience the difference
a high-quality, personalized gift can make for
your business and your customers! The team
at Sierra Nut House looks forward to the op-
portunity to serve you. 

For more information, or to get an estimate for
custom gift baskets, please contact the com-
pany by phone at 800.397.NUTS (6887) or by
email at info@sierranuthouse.com. You can also
visit the company’s website at www.sierranut-
house.com.
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Kane Candy 
Chocolate Party Cups
Kane Candy strives to offer only the very best in
premium quality chocolate party cups, choco-
late dessert cups, chocolate decorations and al-
lied products to the retail class of trade. The
company’s chef-inspired products have taken
the market by storm and continue to be best
sellers at quality-minded retailers nationwide.
They have just recently added four new varieties
to the company’s award-winning line up of prod-
ucts. Kane Candy Chocolate Party Cups offer a
quick and easy solution for the novice baker, at-
home pastry chef or party planner to offer exqui-
site desserts they can call their own. Get
creative with their chocolate cups by simply fill-
ing with chocolate mousse, gelato, sorbet or
whipped cream, top with fresh berries or choco-
late decoration and serve! Now available in nine
award-winning retail varieties! Great for culinary
stores, gourmet shops, kitchenware stores, wine
and cheese shops, quality gift baskets, candy
stores as well as bridal shops!

For more information, contact Kane Candy by
phone at 800.875.5557 or.   by email at
info@kanecandy.com. Also, visit the company
online at www.kanecandy.com.

Wicked Jack’s 
Tavern Jamaican 
Rum Cakes
Rum lovers and cake lovers will both fall for the
exquisite rich, full taste of Wicked Jack's Tav-
ern True Jamaican Rum Cakes. Carefully
crafted recipes derived from generations of Ja-
maican tradition has produced a rum cake so
flavorful, so powerful, it has quickly gained a
reputation as the best tasting rum cake avail-
able anywhere. Moist, buttery texture and a
rum soaked glaze add delicious detail that
makes all other rum cakes walk the plank.
Baked in four distinct and unforgettable flavors:
Red Velvet Rum, Chocolate Rum, Caramel
Rum, and traditional Butter Rum. Each with 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. Wicked Jack’s Cakes are
available in 4-oz., 20-oz. and 33-oz. sizes.

For more information, contact call Kane Candy
at 770.421.9600 or visit them online at
www.wickedjackstavern.com.

Vanilla Bean 
Unique Cookies
Vanilla Bean Unique Cookies recognizes that
people have different “taste” preferences. Some
prefer soft cookies, while others prefer cookies
that are firm. There are those who like crunchy
textures, while others enjoy chewy. You have
buttercream lovers and those who seek the sim-
plicity of a glaze. When choosing a gift, con-
sumers want the opportunity to select products
that recognize the uniqueness of the individual
receiving their gift. They are looking for excep-
tional products that are minimally processed
and made with quality ingredients. Vanilla Bean
Unique Cookies works to satisfy these con-
sumer desires. 

Vanilla Bean’s Clementine Sandwich
cookie is just one of six unique cookies they
offer. It is an orange shortbread rimmed with
coarse sugar and infused with fresh orange
zest. Sandwiched between two shortbread
cookies is a rich orange buttercream filling
made with fresh squeezed orange juice. The
exceptional flavor combinations create an ex-
citing crisp sensation, making this cookie an
unforgettable experience. 

For more information about these unique cook-
ies that transform the traditional into something
exceptional, contact Vanilla Bean at
888.498.4502, or visit the company’s websites:
www.vanillabeanchefs.wordpress.com and
www.facebook.com/vanillabeanuniquecookies. 

Rabbit Creek Products’
Killer Mudd Brownie
Rabbit Creek Products’ Killer Mudd brownie is
the perfect addition to homemade ice cream
this summer. Gooey, rich and studded with
chocolate chips, the Killer Mudd brownie is an
experience that everyone needs to enjoy. 

Rabbit Creek Products offers more than 350
different mixes, including dips, soups, quick
breads, beer spreads, brownies, desserts and
scone mixes, as well as a wide selection of
holiday and gift items. Rabbit Creek can also
do private labeling, and the best part is that
there is no charge for it. Rabbit Creek Prod-
ucts is located in Louisburg, Kan., just south
of Kansas City. 

For more information, call 800.837.3073, visit
www.rabbitcreekgourmet.com, or email
rcreek@mokancom.net.

Brew Ideal Iced 
Tea Every Time 
with ADAM Tea
Refreshing ADAM iced tea is the perfect choice
for summer gatherings or simply to enjoy alone
while catching a moment of solitude. Quick and
easy to prepare, ADAM iced tea can be enjoyed
immediately after brewing or prepared in ad-
vance to be sipped later.

Perfect for iced teas, ADAM Succulent 
Fusions is a versatile line of 25-ct. green and
black envelope teas, consisting of high 
grade leaves that produce long-lasting 
flavor. ADAM Tea’s Succulent Fusions line
includes Legendary Green, Joyful Jasmine, 
Earl Grey, English Breakfast, Fresh Peach,
Strawberry Fields, Caramel Delight and 
Legendary Black. 

Consumers love ADAM Tea’s extensive bev-
erage line, whether it be iced in summer of hot
in winter. ADAM is perfect for every occasion
and season. Brew perfect tea every time with
ADAM Teas!

For more information, contact ADAM Tea by
phone at 888.725.0365 or by email at gourmet-
news@adamtea.com. Also, visit the company
online at www.adamtea.com.

http://www.expoalimentariaperu.com
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Weeks before the event
even opened on June 29,
organizers announced that
the sold-out 2013 Summer
Fancy Food Show would
be the largest ever, featur-
ing 1,500 exhibitors and
354,000 sq. ft. of exhibi-

tion space. This news likely came as a sur-
prise to no one. Lately there seems to be
no bounds to the limits of the growth of
the gourmet industry, with specialty food
companies increasingly reaching out into
new product categories and new markets.

While there may have once been a time
when the moniker “specialty foods” de-
noted a relatively narrow category of ed-
ibles, crafted by a select group of culinary
elites, today, this industry has achieved a
breadth that places it among the most
significant in all of food. Once available
primarily at specialty shops and farm
markets, today, consumers can purchase
small-batch, artisan food products at any
major supermarket, department store or
shopping mall. And for nearly every cat-
egory of food offered in these stores,

there seems to be at least a handful of
gourmet companies that are in the busi-
ness of producing it. 

Take heat and serve foods, for example.
Gone are the days when your grocery
store’s freezer section held only bland T.V.
dinners and cardboard-crusted pizzas.
And the ready-to-make meal aisle now
holds much more than just macaroni &
powdered cheese and canned chili. Today,
specialty retailers are crafting a wide array
of gourmet heat and serve meal options,
from authentic Indian palak paneer in
shelf stable containers to hearty pre-pack-
aged seafood ciopinno to frozen popovers
that bake up every bit as good as their
fresh-made counterparts. Read through
the Heat and Serve Update in this month’s
issue, and you will get an idea of just how
expansive this product category has be-
come for the specialty foods industry.

Each time we finish an issue of Gour-
met News, I am always taken aback by
the diversity of products represented in
its pages. In this issue, you will find sto-
ries on the beef and cupcake markets, a
feature on gourmet food gifts, a buyers

guide on sweeteners and product features
on everything from meatballs to blue-
berry syrup. As the specialty foods indus-
try grows, we grow with it, always
striving to represent the ever-increasing
diversity of the gourmet marketplace.

Next month, we will tackle a whole
new selection of products from a number
of on-trend gourmet categories. Our Au-
gust issue will feature an Update on Pas-
tas and Sauces, Buyers Guides on Jams,
Jellies and Preserves and Dessert Top-
pings and Desserts, as well as a special
Holiday section. Please call or email me
if you are interested in having any of
your products featured in the issue.

And to anyone out there who offers a
gourmet product that they have not yet
seen in the pages of Gourmet News, I es-
pecially want to hear from you. I am al-
ways excited to see what new things the
innovative minds in the specialty foods
industry are developing. GN

– Lucas Witman, Editor
520.721.1300

lucas_w@oser.com

http://www.gourmetnews.com
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BRIEFS Specialty Food Association Names 
Outstanding Retailers of 2013
Five specialty food retailers from across the
United States have been named Outstand-
ing Retailers of 2013 by the Specialty Food
Association. The awards honor outstanding
customer service, product sourcing, mer-
chandising and a commitment to serving
the local community. The award-winning
retailers include feast! in Charlottesville,
Va., Lazy Acres Market in Santa Barbara,
Calif., Oliver’s Market in Cotati, Calif.,
Shady Maple Farm Market in Lancaster,
Pa., and Sweet Grass Dairy Cheese Shop in
Thomasville, Ga. Winners were selected by
a panel of leading specialty food profession-
als that include manufacturers, distribu-
tors, previous honorees and editors of
Specialty Food Magazine.

“These retailers share a passion that goes
beyond presenting good food,” said Ann
Daw, President of the Specialty Food Asso-
ciation. “They are educators, caring neigh-

bors and champions of food makers who
are creating the best in specialty food.”

The winners were recently featured in
the May/June issue of Specialty Food Mag-
azine. The awards will be presented on July
1 at the Summer Fancy Food Show in New
York City at a gala awards ceremony hosted
by internationally acclaimed Chef Marcus
Samuelsson. 

Nominations for the Outstanding Retail-
ers of 2013 were made by members of the
Specialty Food Association. Retailers with
the most nominations were asked to present
detailed information about their companies,
including menus, newsletters, training
manuals, customer comments, promotional
materials, press coverage and photographs
to the judging panel for review.

In addition to the five winners, honorable
mentions were handed out to 10 retailers.
These include BKLYN Larder and By Brook-

lyn in Brooklyn, N.Y., Cheese Plus and Napa
Farms Market in San Francisco, Provenance
Food and Wine and Southport Grocery in
Chicago. Formaggio Kitchen in Cambridge,
Mass., Garden Fresh Market in Mundelein,
Ill., Metropolitan Bakery in Philadelphia and
Newton Farms in Johns Island, S.C.

The Specialty Food Association cele-
brated its 60th anniversary in 2012. It is a
not-for-profit trade association for food ar-
tisans, importers and entrepreneurs estab-
lished in 1952 in New York City to foster
commerce and interest in the specialty food
industry. Today there are more than 3,000
members in the United States and abroad.
The Specialty Food Association operates
the Summer and Winter Fancy Food Shows
and presents the sofi™ Awards honoring
excellence in specialty food. For more in-
formation on the association, go to
www.specialtyfood.com. GN

Portland-area New Seasons Market 
Welcomes Newest Workers—Honeybees
Things are abuzz at New Seasons Market.
The Portland-based grocer recently intro-
duced colonies of honeybees to hives
placed on the roof of its store in Happy Val-
ley Ore. Aware of the honeybee’s plight and
the decrease in bee populations, New Sea-
sons Market wanted to be part of the solu-
tion by raising bees and educating
customers. This social, well-ordered team
of 50,000 workers will forage for nectar
and pollen, and produce honey, which will
eventually be available in stores. 

“As a kid, I grew up with bee boxes in
my backyard, tending bees and harvesting
honey, and many of New Seasons’ staff have
worked on farms or their parents were
farmers,” said Mark Feuerborn, Manager of
the Happy Valley New Seasons Market.
“The rapid decline of honeybees concerns
us all, and it’s a problem for our growers
and local gardeners. We want to make sure
our favorite foods can still make it to the
table, and this gives us a new way to sup-
port local growers.”

This project is already a team effort—
another example of how New Seasons
works with local growers. The hives were
donated by New Seasons Market’s long-
time partner GloryBee. Two nucleus
hives, or small established colonies, came
from local apiary Foothills Honey in
Colton, Oregon and were installed by vet-
eran beekeeper Damian Magista, owner of
Bee Local. James Fitzpatrick, a New Sea-
sons Market staff member who works at
the Happy Valley store’s “Solutions”
counter, is an amateur beekeeper and will
work closely with Magista. Through this
partnership, Fitzpatrick will earn his mas-
ter beekeeper certification. 

“Bees are gaining popularity in populated
areas, which is great because they generally
do really well there,” Magista said. “It’s re-
ally exciting to see a local business being
proactive and making an impact on the
honeybee community and the ecosystem.” 

Through daily observation and a bee-
cam, the New Seasons team will watch the

bee boxes closely and, assuming the
colonies thrive, will install two additional
hives at another store this spring.

Founded in 2000 by three Portland fam-
ilies, today New Seasons Market is proud
to be homegrown and locally owned, op-
erating 12 stores in the Portland-Vancou-
ver area. With 2,400 employees, New
Seasons is one of the region’s largest pri-
vate employers, a leader in the grocery in-
dustry and a progressive workplace.
Recognized as one of the greenest local
companies by Oregon Business Magazine,
New Seasons Market also gives 10 percent
of its after-tax profits back to the commu-
nity. In 2012, the company partnered with
nearly 900 local nonprofits committed to
addressing hunger in the community, pub-
lic education and conservation. Connect
with New Seasons Market at www.face-
book.com/NewSeasonsMarket and visit
www.InItForGood.newseasonsmarket
.com for more information on New 
Seasons Market’s sustainability efforts. GN

Lindt Partners with Riedel to Create the 
Perfect Wine And Chocolate Tasting Experience
Lindt, the world leader in premium
chocolate and operator of 60 specialty
confectionery stores throughout the
United States, and Riedel Crystal, the
300-year-old European brand credited
with revolutionizing glassware for the en-
joyment of wine, recently announced a
new strategic global partnership. As
global market leaders and innovators in

their unique crafts, Riedel and Lindt are
creating the ultimate wine glass tasting
and premium chocolate pairing experi-
ence for consumers. The comparative
glassware and premium chocolate tastings
show that the best wine and chocolate
pairing, enhanced by enjoying the wine
from the proper varietal-specific glass, of-
fers a heightened sensory experience. The

partnership will first be introduced to
chocolate lovers and wine connoisseurs in
the United States.

As part of the Lindt/Riedel partnership,
the brands will test a variety of chocolate
and wine glass pairings, which will be
available at select Lindt Chocolate Shops
nationwide, as well as online at
www.lindt.com. GN

Southern Season
Welcomes BlackJack
Barbecue’s “Big Red Rig”
Chapel Hill, N.C.-based gourmet food emporium
Southern Season recently welcomed the award-
winning, Charleston S.C.-native BlackJack Cooking
Team and their “ultimate cooking experience,”
the Big Red Rig. This 30-foot-long, two-story
grilling rig serves as the team’s mobile office at
cooking competitions across the nation and boasts
enough cooking space for 50 Boston butts, 40
racks of ribs and more.

BlackJack’s Big Red Rig set up shop outside
Southern Season in late May, where the team
cooked up a storm of free samples for the
assembled crowd. The visit allowed the Southern
Season community the unique opportunity to
embrace through food their soon-to-be neighbors
from Charleston. Southern Season is set to launch
their second location in the Charleston suburb of
Mt. Pleasant in late summer 2013. 

Southern Season, a 60,000-square-foot
gourmet food emporium, is among the best
gourmet food markets around the world. For more
information about the retailer, or about BlackJack
Cooking Team and the Big Red Rig, visit
www.SouthernSeason.com/events.

Heinen’s Fine 
Foods Now Offering
Verlasso Salmon
For more than 80 years, Cleveland-based Heinen’s
Fine Foods has offered fresh food of the highest
quality, and the specialty grocer recently added
Harmoniously Raised Verlasso® salmon to its
sustainable seafood offerings. Heinen’s decided
to carry Verlasso based on the extraordinary taste
of the fish and the harmoniously raised qualities
of Verlasso, which together make it an exceptional
and differentiating offering for customers. Each
of the 17 Cleveland-area Heinen’s stores and one
Chicago store now offer the sustainable farmed
salmon that has a deep commitment to protecting
ocean resources. 

To introduce Verlasso to Heinen’s shoppers
throughout Cleveland, the store collaborated with
the salmon producer on a number of in-store
promotional experiences, including tasting and
cooking demonstrations highlighting Verlasso
salmon dishes for every season, as well as
informational activities sharing Verlasso’s unique
approach to raising fish harmoniously.

For more information on Verlasso harmoniously
raised salmon at Heinen’s, visit the seafood section
of the grocer’s site at www.heinens.com, or visit
www.verlasso.com.

Deb’s Gourmet Shop
Opens in Dormont, Pa.
Hungry Pittsburgh-area shoppers have a new
retailer to visit, with the recent opening of Deb’s
Gourmet Shop at 1410 Potomac Ave., in Dormont,
Pa. Owner Deb Bell opened the shop in April in an
attempt to bring hard-to-find specialty foods to
the local marketplace.

Deb’s Gourmet Shop specializes in Keurig coffee
makers and K-cups, coffees, gourmet baking, dip
and dessert mixes, cooking oils, soup and chili
mixes, rubs and spice blends, barbecue sauces
and a variety of fine foods and cooking ingredients.
Bell also hopes to make her shop a destination
for those looking for locally made Amish delicacies,
as well as gifts for food lovers.
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The Kroger Co. recently unveiled a clean
energy production system that will con-
vert food that cannot be sold or donated
into clean energy to help power its
Ralphs/Food 4 Less distribution center in
Compton, Calif.

The anaerobic conversion system will
process more than 55,000 tons of organic
food waste into renewable energy annually,
providing power for the more than 650,000
square foot distribution center. By diverting
that food waste—the equivalent of 150 tons
per day—the system will also reduce area
truck trips by more than 500,000 miles
each year. The Kroger Recovery System
uses a sophisticated process to convert the
carbon in organic material into a renewable
source of methane.

“We are committed to finding solutions
for food waste and clean energy, and we
believe this is a meaningful step forward,”
said Rodney McMullen, Kroger’s Presi-
dent and Chief Operating Officer. “Invest-
ing in this project is a good business

decision for Kroger and, most impor-
tantly, an extraordinary opportunity to
benefit the environment. We want to
thank Governor Brown and his team at
CalRecycle and CalEPA, the City of
Compton, the SCAQMD and our partners
at FEED for making this renewable energy
project a reality.”

The Kroger Recovery System utilizes
anaerobic digestion, a naturally occurring
process, to transform organic food that can-
not be sold or donated, as well as on-site
food processing effluent, into renewable
biogas. This biogas is then turned into
power for on-site operations. The process
is carried out in an enclosed, oxygen-free
environment, which means the process
takes up less space and generates no odors.
The system will provide enough renewable
biogas to offset more than 20 percent of the
energy demand of the Ralphs/Food 4 Less
distribution center. 

The Kroger Recovery System is designed
and operated by FEED Resource Recovery

Inc., a Boston-based clean technology com-
pany. FEED has designed and implemented
a groundbreaking Zero Waste solution for
the food industry. FEED’s innovative and
proprietary approach leverages customers’
existing transportation and distribution
systems to generate clean, sustainable
power for on-site operations, reduce emis-
sions and save millions of dollars on waste
removal costs. More information is avail-
able at www.feedresourcerecovery.com.

Kroger is one of the world’s largest retail-
ers, employing 343,000 associates who
serve customers in 2,424 supermarkets and
multi-department stores in 31 states under
two dozen local banner names including
Kroger, City Market, Dillons, Jay C, Food
4 Less, Fred Meyer, Fry’s, King Soopers,
QFC, Ralphs and Smith’s. The company
also operates 786 convenience stores, 328
fine jewelry stores, 1,169 supermarket fuel
centers and 37 food processing plants in
the United States. For more information,
visit www.kroger.com. GN

Kroger Unveils a Clean Energy Production
System Powered by Food Waste

Fernando Noriega, General Manager of
United Supermarkets’ 45th and Bell loca-
tion in Amarillo, Texas, recently received
the Food Marketing Institute’s 14th an-
nual Store Manager of the Year Award for
Category B, which includes supermarket
chains with 50 to 199 stores. Four grand
prize winners were selected among 10
category finalists, recognized for their
work in store operations, leadership and
community involvement.

“We couldn’t be more proud to call Fer-
nando one of our own and congratulate
him as he is honored for his hard work
and dedication to the overall success and
well-being of our company,” said Robert
Taylor, CEO of United Supermarkets,
LLC. “He is an inspiration to everyone on
our team. From our high school age team
members to executive leadership, Fer-
nando leaves a lasting impression on
everyone he meets and encourages them
to reach their full potential.”

Noriega was recognized for his dedica-
tion and service to United Supermarkets,
his associates and the community. He has
been with the company for 17 years—12
as a store manager. He currently leads a
300-member team at one of the company’s
highest-volume stores, which recently be-
came the first 24-hour United location in
Amarillo. During his tenure, the store has

consistently delivered a superior financial
performance, while team members at the
location have been mentored, trained and
motivated to strive for success at the
highest level.

Noriega’s store enjoyed a double-
digit increase in profitability
during the company’s
most recent fiscal year,
and its annual re-
turn on investment
is above the in-
dustry average.
His location also
ranks within the
company’s top tier
for guest satisfac-
tion surveys and
United’s mystery shop-
per program.

Noriega not only is a
leader within the company,
but he believes in leading
within his community as
well. He has served on
the board of the High
Plains Food Bank in
Amarillo, chaired
United Way Day of
Caring and served as a volunteer for
10 years for March of Dimes.

“The members of our management team

are all leaders in their respective commu-
nities, and Fernando is a shining example
for that group,” Taylor said.

Award recipients were selected based on
stories submitted from their supervisors or

store associates, and evaluated based on
the person’s impact on employee

development, sales growth,
customer satisfaction and
community service. All
grand prize winners
were presented with a
$1,000 check and
crystal award during
an award ceremony at
FMI’s Future Connect
leadership conference

April 30 in Orlando.
Now in its 97th year of

operation, United Super-
markets, LLC, is a Texas-based,
family-owned grocery chain
with stores in 30 markets
across north and west Texas.
A self-distributing company
with its headquarters in
Lubbock and distribution
centers in Lubbock and

Roanoke, United currently oper-
ates 52 stores under four distinct for-

mats: United Supermarkets, Market Street,
Amigos and United Express. GN

United Supermarkets General Manager
Fernando Noriega Receives National
“Store Manager of the Year” Award

Safeway Raises 
$10.8 Million for 
People with Disabilities
Safeway Inc. and The Safeway Foundation recently
announced they raised and donated more than
$10.8 million in April for Easter Seals, Special
Olympics and a range of other charities that
support people with disabilities. This year’s
campaign brings the total donation from the annual
Support for People with Disabilities campaign,
along with other fundraising activities, to $150
million to benefit some of the most respected and
prominent charities that help people with
disabilities live fuller lives.

Each of the company’s Safeway, Vons, Pavilions,
Dominick’s, Tom Thumb, Randalls and Carrs stores
collected donations at checkstands throughout
April. In addition, the company and The Safeway
Foundation partnered again with Rebuilding
Together, the nation’s leading non-profit providing
critical repairs and accessibility upgrades to low-
income homes and community centers, to renovate
nine homes and non-profit centers serving seniors
and/or people with disabilities.

Publix Named 2013
Black Pearl Award
Winner by the
International Association
for Food Protection
The International Association for Food Protection
named Publix the winner of the 2013 Black Pearl
Award. The IAFP helps promote protection of the
food supply and enables food safety professionals
to collaborate worldwide. This award recognizes
one company each year that demonstrates
outstanding commitment to, and achievement in,
corporate excellence in food safety and quality. 

“It’s such an honor for Publix to receive this
award,” said Publix CEO Ed Crenshaw. “This award
shows the dedication and commitment Publix has
to providing our customers safe, high quality food.”

Publix is privately owned and operated by its
158,000 employees, with 2012 sales of $27.5
billion. Currently Publix has 1,069 stores in Florida,
Georgia, South Carolina, Alabama and Tennessee.
For more information, visit www.publix.com. More
information about the IAFP and the Black Pearl
Award can be read at www.foodprotection.org.

“Local Fresh 24/7”
Program Returns to
Kings Food Markets
Kings Food Markets is continuing to build on its
tradition of bringing customers the freshest, highest
quality ingredients by launching its Local Fresh
24/7 program for the second consecutive year.
The program, which premiered last May, allows
Kings customers to experience the benefits of a
local farm stand in the convenience of their
neighborhood food market by delivering locally
grown, farm-fresh fruits, vegetables and herbs to
its aisles within 24 hours of it being hand-picked.

Through Local Fresh 24/7, Kings works with a
network of small and mid-sized, regional farmers
to deliver all featured products fresh from the
farm to its stores within 24 hours. Local farmers
supplying the program pick only the freshest,
most seasonal products in the morning, and
through an expedited distribution process, they
are delivered to Kings’ stores and prepared for
sale the next day. The program was exclusively
launched by Kings.
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BRIEFS KeHE Distributors Expands Refrigerated 
and Frozen Warehouse Capacity
KeHE Distributors will expand non-am-
bient warehouse space within its U.S. sys-
tem to keep pace with rapid growth in its
fresh and frozen product categories. In
addition to this expansion, KeHE is im-
plementing  technology and infrastruc-
ture enhancements that will enable
ongoing quality improvements in its dis-
tribution centers. Distribution centers im-
pacted include those in Dallas, Texas, St.
Augustine, Fla, Ft. Lauderdale, Fla, and
Romeoville,  Ill.  

“We are excited that our ability to
‘Make on Trend Easy’ for our retailers is
contributing to our growth and more im-
portantly our valued retail customers’
growth,” said Gene Carter, KeHE’s Exec-
utive Vice President of Distribution. “The

expansion of our national distribution in-
frastructure for our fresh category growth
was anticipated, and while we are pleased
with our progress in providing opera-
tionally excellent services we are never
satisfied with our results.”

KeHE President and CEO Brandon Barn-
holt said, “KeHE will continue to prudently
invest in infrastructure and technology that
enable our teams across North America to
deliver superior products and services.
These investments align KeHE’s facility in-
frastructure with the company’s rapid
growth.”

KeHE’s distribution center in Dallas will
double the size of its freezer and cooler
space. The Ft. Lauderdale, Fla., facility will
increase its frozen capacity to four times

the current capacity and will double its
cooler space. In addition, KeHE’s distribu-
tion center in Romeoville, Ill., will increase
its non-ambient space by 30 percent, which
will allow KeHE to expand its bulk food
product offering and begin shipping this
rapidly growing category of products from
the Romeoville warehouse.

KeHE Distributors, LLC, based in
Romeoville, Ill, provides natural, organic,
gourmet, multicultural and fresh products
to more than 33,000 retail outlets through-
out North America. KeHE is dedicated to
the success of its customers and suppliers,
providing exceptional marketing, merchan-
dising, and distribution services. For more
information on KeHE distributors, visit
www.kehe.com. GN

Flagship Food Group Agrees To 
Acquire U.K. Based Atlantic Foods Group
Flagship Food Group’s impending acquisi-
tion of Atlantic Foods Group, Ltd. will
bring together two businesses focused on
developing, sourcing, manufacturing and
distributing a wide range of innovative food
products for retail and restaurant cus-
tomers. U.K.-based Atlantic Foods Group
will bolster Flagships’ international pres-
ence while adding an impressive line-up of
foodservice products and customers. The
combined business is expected to generate
approximately $300 million in annual
turnover, operating seven facilities in five
time zones. Terms of the proposed transac-
tion were not disclosed.

Rob Holland, CEO of Flagship, said,
“The acquisition of Atlantic Foods Group
will represent an excellent opportunity for
us to further develop our global food busi-
ness, building on the successful acquisi-
tions we have achieved to date. It will

provide new competencies for us in the fast
growing foodservice markets and extend
our geographic footprint into Europe.” 

Russell Maddock and Edward Baker will
remain in their current capacities as CEO
and Managing Director, respectively, of At-
lantic Foods. Maddock said, “Our new
partnership with Flagship represents the
perfect fit for our company. Flagship values
our people, our products, our relationships,
our culture and all of the attributes that
make Atlantic Foods Group valuable to our
customers. We expect very little to change,
other than that we now have more re-
sources and support to fuel our mission of
becoming a premier, food service-focused,
collaborative supplier partner to our cus-
tomers across Europe.”

The transaction, which has been recom-
mended by the Board of Atlantic Foods
Group, received final approval from the At-

lantic Foods Group shareholders in late May. 
Flagship Food Group is a diversified

food and consumer products company
based in Los Angeles, Calif., with an an-
nual turnover in excess of $200 million.
It employs more than 500 people, supply-
ing frozen, shelf-stable, and fresh prod-
ucts into both the retail and food service
markets. Flagship also offers food pack-
aging and logistics services for corporate
customers worldwide. For more informa-
tion on Flagship Food Group, visit
www.flagshipfoodgroup.com.

Atlantic Foods Group is a leading sup-
plier and manufacturer of innovative menu
solutions to the U.K. foodservice market
with annual sales in excess of £50 million.
It serves many of the leading casual, deliv-
ery and pub chains in the United Kingdom.
For more information on Atlantic Foods
Group, visit www.atlanticfoods.co.uk. GN

Supply Chain Services Provider Coregistics 
Acquires Confections Industry Veteran Cano Packaging
Coregistics, a packaging-centric supply
chain services company, recently an-
nounced the acquisition of substantially all
of the assets of Cano Packaging, Corpora-
tion, a Chicago-area company that special-
izes in primary contract packaging services
for food and confectionery manufacturers.

The combination of the two companies
immediately establishes a Coregistics pres-
ence in Chicago and significantly increases
the company’s ability to support its diverse
client base both geographically and
through the acquisition of Cano’s physical
assets, which include state-of-the-art high

speed cartoning, vertical form/fill/seal,
high-speed pouching and overwrapping
equipment. 

For almost four decades, Cano has
worked in food and confectionery contract
packaging. The Cano team and the com-
pany’s expertise complement Coregistics’
“packaging-centric” approach to supply
chain solutions, allowing for a rapid and
seamless integration.

“Capacity for food and confectionery
packaging services like bagging and pouch-
ing is extremely limited in this country.
Cano provides a ‘mission critical’ capability

that food manufacturers simply do not
have enough of internally, especially when
it comes to projects that require short runs,
small bags or frequent changeovers,” said
Eric Wilhelm, Chief Executive Officer of
Coregistics. “By infusing Cano’s offering
with the same resources and processes that
have made Coregistics a successful packag-
ing solutions provider, we can now offer
food manufacturers an even more powerful
resource for increasing operational effi-
ciency while significantly reducing their
total supply chain costs.” Visit www.coreg-
istics.com to learn more. GN

Pinnacle Foods
Announces Executive
Management Changes
Pinnacle Foods Inc. is changing up its executive
leadership team, including hiring a new chief
human resources officer. Mary Beth DeNooyer, a
seasoned human resources executive who most
recently served as Senior Vice President and Chief
Human Resources Officer for Hillshire Brands, has
been appointed Executive Vice President and Chief
Human Resources Officer for Pinnacle Foods.
Pinnacle also announced that Mark Schiller,
currently Executive Vice President and President
of Pinnacle’s Duncan Hines Grocery Division, will
move into the role of Executive Vice President
and President of the Birds Eye Frozen Division,
replacing Sally Genster Robling, who is leaving
the company to pursue new opportunities.  

Headquartered in Parsippany, N.J., Pinnacle
Foods employs an average of 4,400 employees.
The company is a leader in the shelf stable and
frozen foods segments, and its brands hold the
No. 1 or No. 2 market position in 10 of the 12
major categories in which they compete. For
more information, visit www.pinnaclefoods.com.

Inventure Foods
Manufacturing Facilities
Receive Gluten Free
Certification
Inventure Foods, Inc., a leading specialty food
marketer and manufacturer, has received certification
from the Gluten Free Certification Organization for
its Boulder Canyon™ Natural Foods products and
manufacturing facilities in Bluffton, Ind. and Goodyear,
Ariz. All Boulder Canyon products will carry the
certified Gluten-Free logo going forward.  

“We continue to place the utmost importance
on improving our food safety and manufacturing
capabilities,” said Laura Setzfand, Vice President
of Marketing for Boulder Canyon. “The growth in
the gluten free food category is a direct result of
consumers’ demand for better-for-you products.
Boulder Canyon offers consumers a wide range
of better-for-you snacks that will now also carry
the GFCO certification.”

With manufacturing facilities in Arizona, Indiana
and Washington, Inventure Foods, Inc. is a marketer
and manufacturer of specialty food brands in better-
for-you and indulgent categories under a variety of
company-owned and licensed brand names. For
further information, visit www.inventurefoods.com.

C&S Wholesale Grocers
to Supply BI-LO and
Winn-Dixie Stores
BI-LO Holding, parent company of BI-LO and Winn-
Dixie grocery stores, recently announced a long-
term agreement under which Keene, N.H.-based
C&S Wholesale Grocers, Inc. will provide
warehouse, transportation and most procurement
services for all 480 Winn-Dixie stores and continue
providing services to all 206 BI-LO stores.

By the end of the year, Winn-Dixie’s six
distribution centers—located in Baldwin,
Jacksonville, Miami and Orlando, Fla., Montgomery,
Ala., and Hammond, La.—and the functions that
support them, will be transitioned. C&S intends to
operate the facilities as they are today, with minimal
change to existing associates or their wages and
benefits. As each distribution center is transitioned
over to C&S, associates of the distribution centers
will become employees of C&S.
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BRIEFSWhole Foods Market Reveals 
Winners of its 2013 Supplier Awards

Whole Foods Market has announced the
winners of its 2013 Supplier Awards, spot-
lighting natural and organic suppliers who
best exemplify the grocer’s mission and core
values. Frontier Natural Products Co-op, a
top supplier of organic herbs and spices,
earned the company’s highest honor of Sup-
plier of the Year for outstanding overall
product performance, exceptional quality,
commitment to transparency and strong
contribution to Whole Planet Foundation,
a nonprofit that funds poverty alleviation in
communities where Whole Foods Market
sources products.

Whole Foods Market global buyers and
experts selected this year’s recipients out of
the thousands of suppliers they work beside
every day to bring products to market. In
addition to the Top Supplier of the Year
award, the company recognized the cream-
of-the-crop supplier partners in nine other
categories.

“At Whole Foods Market, we seek out
suppliers who share our core values, our
commitment to quality, ethical sourcing
[and] environmental stewardship, as well as
our desire to innovate and provide the best

quality and value for our shoppers,” said
Jim Speirs, Global Vice President of Pro-
curement, Non-Perishables. “The suppliers
we’re honoring…represent the very best in
our industry. We’re proud to recognize the
passion, hard work and true partnership
they deliver every day to support our busi-
ness.”

The Best New Product award was given
to Tom’s of Maine for its Grab and Go
Toothpaste in Fresh Mint, a product
launched exclusively for Whole Foods Mar-
ket shoppers that has delivered unmatched
value and quality in the category.

The award for Excellence in Cheese went
to FoodMatch Inc. for honoring traditional
methods of olive and antipasti production,
for forming direct alliances with farmers in
the Mediterranean and in the United States
and for delivering premium quality prod-
ucts with a commitment to recycling and
waste management.

Nature’s Path Foods won the award for
Environmental Stewardship, a commenda-
tion earned for the company’s commitment
to non-GMO agriculture and pioneering
role in environmental sustainability and or-

ganic food production in the competitive
cereal category.

The Outstanding Innovation prize went
to AgStrong for its instrumental role in
bringing Non-GMO Winter Canola to the
Southeast as a new high-value crop and
for working to reduce the risk and costs
associated with non-GMO cultivation to
help farmers bring more profitable crops
to market.

The Excellence in Product Quality honor
was awarded to Frontier Natural Products
Co-op for consistently delivering premium
quality products that not only meet, but ex-
ceed Whole Foods Market shoppers’ high
expectations in a competitive category.

Additional awards were presented to Hid-
den Villa for their Non-GMO Commitment,
to Green Seal for their Partnership with the
Whole Foods chain, to Bay State Milling for
Commodity Ingredients, to the Winery Ex-
change, Outstanding Wine or Beer Supplier,
and to Divine Chocolate USA for its com-
mitment to ethical sourcing.

All Supplier Award winners were an-
nounced in May at an awards dinner in Austin,
Texas at the Stephen F. Austin Hotel. GN

Marin French Cheese Launches 
a New Look, New Technology
Following a year of upgrades to its historic
creamery, Marin French Cheese recently de-
buted newly designed labels and packaging
for its classic line of soft-ripened cheeses.
The new labels sport original art depicting
the creamery’s idyllic location at western
Marin County’s Hicks Valley Ranch. In ad-
dition, new lightweight wooden cups will
hold and protect the ripening cheeses, while
clear wrapping will allow shoppers to see
the cheeses inside. The new labels were de-
veloped following a year of market research
to study consumer familiarity with styles of
cheese and how soft cheeses fit into today’s
food choices.

“We found that people want locally
made, approachable cheese that they can
enjoy and share with friends,” said Marie
Giguere, General Manager for Marin French
Cheese. “The new design is fresh and bright
and reflects the uniquely Californian char-
acter of the cheese.”

Giguere said the design, which was cre-
ated by Sonoma County-based Firefly Cre-
ative Company, not only modernizes the
Marin French brand but more authentically
reflects its deep connection to Northern
California through an artful depiction of the
company’s historic Hicks Valley Ranch lo-
cation.

In addition to the redesign, Marin French
Cheese has recently completed a series of

high tech upgrades to its ripening rooms,
which will monitor humidity and tempera-
ture. Philippe
Chevrollier, who re-
cently joined the
company as Busi-
ness Manager, said
the upgrades make
it easier to produce
high quality, consis-
tent cheese.

“We’re preserving
a 150-year-old tradi-
tion of cheesemak-
ing while using the
latest technological
advancements to
support that tradi-
tion,” said Chevrol-
lier. According to
him, the new pack-
aging will ensure cheeses arrive in the best
condition. Marin French Cheese plans to
expand distribution of its products to the
Midwest and East Coast markets in 2014.

The company is also responding to in-
creased public interest in agritourism by di-
versifying and expanding the activities
available at its 700-acre Hicks Valley Ranch.
“People are seeking a personal connection
to the artisan atmosphere and rural environ-
ment we offer here, in addition to knowl-

edge of cheesemaking,” said Charles
Willard, Marin French Project Engineer.

Marin French is in the process
of developing pasture and crop
lands on Hicks Valley Ranch, and
281 acres are now actively pro-
ducing vegetables and feed for
dairy cows. Beehives have re-
cently been introduced, and
plans are afoot to reintroduce
livestock. “Our intention is for
this land to become productive
and vital to the community,”
Willard said.

Founded in 1865, Marin
French Cheese is the longest op-
erating cheese company in Amer-
ica, with a unique history of
handcrafting traditional and orig-
inal soft-ripened cheeses. Since
the days of the Gold Rush, Marin

French Cheese has been committed to prac-
ticing time-honored cheesemaking tech-
niques using fresh, locally sourced milk
from neighboring family dairy farms. At its
idyllic Hicks Valley Ranch location in
Northern California, Marin French Cheese
hosts visitors from around the world to
enjoy picnics, educational cheesemaking
tours, and a country retail shop, all open to
the public year-round. For more informa-
tion, visit www.marinfrenchcheese.com. GN

Sierra Soups to Be
Distributed by UNFI 
in Northern California 
Sierra Soups, Inc., a producer of all-natural dry
soup mixes, will now be distributed by United
Natural Foods, Inc. in the Northern California
region. UNFI is a leading independent U.S.
distributor of natural, organic specialty foods
and related products. 

Sierra Soups are vegetarian, vegan, gluten free
with no preservatives or MSG. The mixes are simple
to make and come complete with vegetables
(dehydrated) and a flavorful spice packet. They
will serve a large family, with each soup yielding
8 to 12 one-cup servings. Recipes are on the back
of each package, along with additional options to
enhance the meal. In addition, once prepared, the
company’s soups can be frozen for future meals
and retain their marvelous flavor and nutrition. 

More information is available online at
www.sierrasoups.com or by phone at 800.397.6887.

Cucina Fresca Gourmet
Foods Picks Up Top
Manufacturing Award
Cucina Fresca Gourmet Foods, a Seattle-based
leading producer of natural gourmet foods for
retail and foodservice, received the prestigious
Washington Manufacturing Award presented by
Seattle Business. The company was recognized
as Food Processor of the Year for achievements
that led to a significant increase in production,
distribution and revenue while still maintaining
the high quality for which the company is known.

“Because of the extra care and handcrafted
approach we take to our food manufacturing, I
like to say we’re ‘inefficiently delicious,’” said
Brad Glaberson, Owner and Executive Chef of
Cucina Fresca Gourmet Foods. “We’re committed
to producing real food with real foods, only using
the freshest, highest quality ingredients. From
hand picking fresh basil to freshly grating cheese,
we pay attention to quality and detail, and this
has helped us grow a devoted client roster that
has led to significant growth.”

For more information and recipes, visit
www.cucinafresca.com.

Grocers Introduce
Specialty Meats from
Transatlantic Foods
Several major grocery store chains are now
carrying specialty meats from Transatlantic Foods.
Transatlantic Foods supplies artisanal cured meats,
sausage, bacon and butters to retailers, supporting
the products through in-store demos at all stores.

Whole Foods Markets in Florida are now carrying
the company’s private label Chestnut Valley
Charcuterie and fresh Chestnut Valley Artisan
Sausage. In addition, Whole Foods stores in the
Northeast recently added Transatlantic Foods’ Aux
Délices des Bois Artisanal Bacons and Aux Délices
des Bois & Steven Raichlen Grilling Butters to their
Meat Departments. In Northern New Jersey, Shop
Rite stores have introduced Aux Délices des Bois
& Steven Raichlen Grilling Butters, and Aux Délices
des Bois Charcuterie. In the Southwest, AJ’s Fine
Foods also recently rolled out these same product
lines. And in California, Bristol Farms is now offering
its customers Transatlantic Foods’ Aux Délices des
Bois line of Artisanal Spice Rubbed Bacons.

For more information on Transatlantic Foods
and its various product lines, visit
www.transatlanticfoods.com. 
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BY LUCAS WITMAN
Whether it be a basket of artisan baked
goods for a coworker’s birthday, a towering
selection of confections for one’s Valen-
tine’s Day sweetheart or a carefully curated
box of gourmet salts and seasonings for
the foodie friend this Christmas, those
seeking out gourmet food gifts and gift
baskets are no longer satisfied with giving
the age-old cellophane wrapped wicker
container of apples and oranges. Today, a
company hoping to successfully market it-
self as an ideal place to look for food gifts
must prove that it is on trend and that its
products are fresh, artisanal, hand-made,
custom and luxurious. In short, the perfect
food gift is something special. 

“Consumers
buy gift baskets
according to
theme names that
suggest the re-
ceiver will get
more than just a
regular basket for
a birthday or en-
gagement party,
and that’s why
today’s designers
feed consumer
demand by at-
taching glam-
orous names to
each creation,” said Shirley George Frazier,
Author and Gift Basket Industry Expert at
GiftBasketBusiness.com. According to
Frazier, the gift basket industry today is
trending toward the exotic (items the gift
receiver might not see everyday) and the

luxurious (special, gourmet items, including
those popularized by celebrities).

Gourmet companies that offer specialty
products such as artisan cheeses, hand-
made chocolates, hard-to-find imports and
other unique items are in a perfect position
to insert themselves into the growing mar-
ket for specialty food gifts. One such com-
pany that is successfully marketing itself as
an ideal place to look for the perfect gift for
any lover of food and drink is Washington-
based ‘Ohana Harbor Coffee.

Established in 2006, ‘Ohana Harbor Cof-
fee is an American owned and operated
company bringing authentic Hawaiian
Kona coffee to the mainland. The company
brings green coffee beans grown in

Hawaii’s famous Kona
coffee belt to Washington
state where they are
roasted and packaged.
The result is a somewhat
luxurious coffee product
that many Americans liv-
ing in the continental
United States are unlikely
to have had the pleasure
of experiencing.

“There’s not a huge
market in the mainland for
Kona coffee—It’s ex-
tremely limited,” said

Stephanie Sagle, Director of Community
Involvement, Marketing and Sales for
‘Ohana. “Unless you’re a tourist, you don’t
always get a chance to try this coffee. It’s
so unique.”

According to Sagle, Kona coffee is so
special, because the flavor is simply one-

of-a-kind. “It has a nutty, almost caramel
flavor in its natural state,” she said. “It’s
known for being extremely smooth and
mild. It’s an everyday drinking coffee.”

Sagle cites a number of reasons why gift
givers are flocking to ‘Ohana Harbor coffee
when looking to
present something
truly unique and un-
expected to their
loved ones. Besides
the fact that the
company’s coffees
are truly delicious,
they are also beauti-
fully packaged. The
company’s prod-
ucts have a rela-
tively long shelf life,
so they do not need
to be quickly con-
sumed like some
other food gifts. And
the product’s dis-
tinctive aroma, even
prior to brewing,
simply submerges
the senses. “We
have a product that just screams ‘indul-
gence,’” Sagle said.

Another reason why ‘Ohana Harbor may
be achieving such a high degree of suc-
cess in the gourmet marketplace is the fact
that the company has done such a good
job of branding itself, especially in its local
community. “We have a pretty cool follow-
ing. Our logo is pretty cool and our back
story. There is a sense of community we’ve
established around the brand,” Sagle said.

“We really like to build the following in our
small town.” For a growing contingent of
loyal followers, a gift from ‘Ohana Harbor is
a gift from a company they know and love. 

‘Ohana Harbor’s gift offerings expand
beyond coffee alone. The company mar-

kets branded apparel,
chocolates and tum-
blers. Later this year, the
company plans to launch
a new line of chocolate
covered Kona coffee
beans, including a trio
pack of dark, milk and
white chocolate beans
that will be available in
time for the 2013 holiday
season. ‘Ohana Harbor
also markets its own gift
baskets, which sell es-
pecially well around
Thanksgiving and Christ-
mas.

When it comes down
to it, the team behind
‘Ohana Harbor believes
coffees make great gifts
precisely because they

are distinctive. Even for coffee lovers who
may have experienced a wide array of
brews, this one may have evaded them.
“There is definitely some sort of mystique
and class put into Kona coffee,” Sagle said.
“It’s pretty rare and can be expensive.” 

Specialty foods companies looking to
establish themselves as gourmet food gifts
companies would be wise to follow in
‘Ohana Harbor’s footsteps in setting them-
selves apart from the pack. GN

Successful Specialty Food 
Gifts Companies Must Set 
Themselves Apart from the Pack

http://www.purelyamerican.com
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eSutras Organics Summer Mixology Gift Box
eSutras Organics supplies unique gourmet
gift sets for a wide variety of customers.
This summer, the company is featuring its
Summer Mixology Gift Box, which comes
with eSutras’ exclusive Herbal Medley Tea,
Lavender Tea, Berry Limone Sugar, Mint
Sugar and a tea strainer. All the contents
are presented in an eco-friendly kraft box.
Organic and made in Chicago, this gift set
is perfect for your foodie, mixologist or
hostess customers. They can mix and
match all of these unique teas and sweet-
eners to make a perfect summer cocktail,
“tea-tini” or party punch.

This is just one example of the countless

gift sets eSutras Organics offers. To find
out more about the Summer Mixology Gift
Box or to explore all the other countless
possibilities, call eSutras at 773.583.4850,
or go to www.eswholesale.com.

From the new Disney Princess Collection
of packages that includes the iridescent
Enchanted Mix, to iconic Jelly Belly® jelly
beans, the company’s constantly ex-
panding product lines provide retailers
a wide range of items to build cus-
tom gift baskets. 

For pink princess-
themed baskets, the
new Disney Princess
Collection offers a five-
flavor gift box with
shining star accents, a stand-up shimmer-
ing 7.5-oz. gift bag and 1-oz. bags filled
with the new Enchanted Mix of sparkling
jelly beans. Other gift basket-worthy
choices from Jelly Belly include the iconic
Jelly Belly red bean-shaped tins for a clas-
sic confection-themed gift basket. For a
movie lover’s basket, the new Jelly Belly

Popcorn Box is the perfect fit. And for all
baskets, retailers are offered a large selec-

tion of Jelly Belly Gift Bags in glitzy,
vertical, gable-topped pack-

ages. 
Jelly Belly Candy
Company makes
more than 100 fla-
vors of Jelly Belly
jelly beans, the
largest selection
on the market, in

addition to 75 other gourmet candies, in-
cluding jells, gummies, chocolate-covered
treats and seasonal sweets for major hol-
idays. 

For additional information, retailers may
contact Jelly Belly Candy customer serv-
ice by calling 800.323.9380, or they may
visit www.JellyBelly.com.

Jelly Belly Gifts Perfectly 
Suited to Many Gift Basket Themes 

Specialty food creator, Stonewall
Kitchen, is working with retailers to 
help them make their own custom gift
baskets. Drawing from product cate-
gories that include gourmet jams, 
mustards, baking mixes and more, re-
tailers can create truly unique, ready-to-
give gift sets. 

Potential gift ideas include pairing
Stonewall Kitchen’s 4-oz. Red Pepper
Jelly with Sea Salt Crackers, or pairing
Traditional Brownie Mix with select bak-
ing items. Customize gifts for great
wedding shower or last minute hostess
gifts. For those looking for something a
little less time consuming, Stonewall

Kitchen also has a variety of pre-made
“Grab & Go” gifts that are perfect any
time of year. Customers love the con-
venience of Stonewall Kitchen products,
and their quality speaks for itself. 

Stonewall Kitchen Helping 
Retailers Design Custom Gift Baskets

House of Caviar & Fine Foods has pro-
vided the highest quality fine foods and
caviar to customers around the world
since 1984. The company’s American
Caviar Gift Basket contains a superior se-
lection of caviars chosen for their quality
and uniqueness. In this basket, caviar
lovers can indulge with the ultimate do-
mestic delicacies. Caviar is accompanied
by traditional blinis, as well as a beautiful
mother of pearl dish and serving spoon.

For more information visit 
www.houseofcaviarandfinefoods.com or 
call 954.462.0533.

House of Caviar & Fine Foods’ 
American Caviar Gift Basket

http://www.kanecandy.com
http://www.javafrost.com
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As part of its mission to flavor the world,
Bakto Flavors has put a twist on a classic
favorite with its new line of “Visionary
Vinegars,” balsamic vinegars infused
with natural flavors, including blood or-
ange, chocolate, peach, strawberry,
raspberry and vanilla. Even more flavors
are on their way. 

These Visionary Vinegars are offered to
retailers in 8-oz. bottles. Low in calories,
these products offer a healthier, natural
and flavorful alternative to fatty salad
dressings. However, they are not just for
fresh green salads. Visionary Vinegars can

A New Line of Flavored Balsamic Vinegars 
from Bakto Flavors: Visionary Vinegars

be used in a wide array of dishes, includ-
ing marinades and party dips. They can
even be used as a spread on your daily
bagel or sandwich.

There are countless other vinegars on
the market, yet what makes Bakto Flavors’
products stand out are their unique com-
bination of high-quality vinegar and natural
flavors, such as Balsamic Raspberry Vine-
gar and new creations like Balsamic
Vanilla Vinegar made with Madagascar or
Papua New Guinea vanilla beans. Bakto
Flavors also offers its vinegar made-to-
order to gourmet restaurants in gallon size.

Foodservice clients can utilize Bakto Fla-
vors’ vast library of natural flavors to cre-
ate one-of-a-kind products. Balsamic
vinegar never tasted so good! 

For more information, email info@bak-
toflavors.com, call 732.354.4492, or visit
www.baktoflavors.com.

Known worldwide for their authentic orig-
inal Tortuga Caribbean Rum Cakes, the
company also offers 100 percent Jamaica
Blue Mountain Coffee, Chocolate Rum
Turtles with Sea Salt, Caribbean sauces,
flavored gourmet coffees, rum fudge and
more. This wide selection provides a deli-
cious array of tasty tropical treats with col-
orful, distinctive packaging—ideal for gift
baskets and holiday gift displays.

Tortuga rum cakes come in three sizes,
4-oz., 16-oz. and 33-oz., and seven tropi-
cal flavors. Baked in the Caribbean from a
generations old island family recipe, the
cakes are made with the finest ingredients
and special oak-barrel-aged Tortuga gold
rum. Each cake is hand glazed and vac-
uum sealed, locking in the delicious fresh-
ness and giving the cakes a shelf life of 12
months.

For more information, call 305.378.6668
or 877.486.7884, or email sales@tortu-
gaimports.com. Visit the company online
at www.tortugarumcakes.com.

Authentic Caribbean Gift Ideas 
from Tortuga Rum Cake Company

Kane Candy strives to offer only the very
best in premium quality chocolate party
cups, chocolate dessert cups, chocolate
decorations and allied products to the
specialty retail and gift class of trade. The
company’s chef inspired products have
taken the market by storm and continue to
be best sellers at quality minded retailers,
as well as within the premium gift basket
segment. Kane Candy recently added four
new varieties to their award winning line
up of products, and the company now of-
fers beautiful new packaging for all nine

varieties.
Kane Candy Chocolate Party Cups offer

a quick and easy solution for the novice
baker, at home pastry chef or party plan-
ner who wants to offer exquisite desserts
they can call their own. Get creative with
Kane Candy’s chocolate cups by simply
filling them with chocolate mousse, gelato,
sorbet or whipped cream. Then, simply
top the dessert with fresh berries or
chocolate decorations and serve. 

Kane Candy Chocolate Party Cups are
now available in nine award winning retail

varieties. They are great for culinary stores,
gourmet shops, kitchenware stores, wine
& cheese shops, quality gift baskets, candy
stores, bridal shops, hostess gifts and hol-
iday parties. For more information, email
info@KaneCandy.com or visit the com-
pany’s website, www.KaneCandy.com. For
wholesale orders, call 800.875.5557.

Kane Candy Chocolate Party Cups 
Now Available in Nine Award Winning Varieties

MarDona Specialty
Foods has a great
addition for any gift
basket: the new
Black Truffle Mari-
nara Sauce is here.
MarDona uses only

MarDona Black Truffle 
Marinara Sauce

pure, natural ingredients in the making of
the gourmet sauce. MarDona uses the
best crushed tomatoes, fresh spices,
pure truffle infused olive oil and the finest
black truffles. Then thatsauce is slow
cooked over a low heat for hours to give
the sauce its well-balanced thickness

and great taste. Mardona also keeps the
sodium and calorie levels as low as pos-
sible – and it’s, of course, gluten free!

MarDona prides itself in having the
finest in gourmet products while provid-
ing them at affordable prices and the
team at MarDona is certain that your gift
basket will be a hit when you add the
new MarDona Black Truffle Marinara
sauce today.

For more information visit 
www.mardonaspecialtyfoods.com.

Frontier Soups’™ new Arizona Sunset
Enchilada Soup Mix adds appeal to any
gourmet gift basket with its colorful
golden yellow corn and red peppers dis-
played in the 5.75-oz. clear packaging,
emulating the bold colors of an Arizona
sunset. The Enchilada Soup builds on
the success Frontier Soups has had with
its top-selling South of the Border Tor-
tilla Soup Mix. Both soups’ Southwest-

ern flavor profiles align
with consumers’ taste for
assertive flavors and culi-
nary adventure.  

All of Frontier Soups’
mixes represent traditional
regional American recipes
and are named for the states
or regions from which they
originate, making them a

clever addition to themed gift
baskets. The all-natural
mixes also satisfy health
conscious consumers, as
they contain no added salt,
MSG or preservatives. Of the
34 varieties, 11 may be pre-
pared vegetarian, and 28 are
gluten free, including the En-
chilada and Tortilla soups.  

More information is 
available by calling
800.300.SOUP (7687) or by
visiting the company online
at www.FrontierSoups.com.

Arizona Sunset Enchilada Soup Mix 
from Frontier Soups

http://www.theinvisiblechef.com
http://www.boyajianinc.com
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Fire & Flavor has created the perfect gift
for grillers with the new
John Wayne Spice Rub
gift set. The set includes
four all-natural rubs, in-
cluding barbecue, beef,
pork and chicken season-
ing. Like all Fire & Flavor
products, the spices are
made from the highest
quality ingredients and are gluten free
and kosher. The rubs complement a va-
riety of cooking methods, such as

grilling, smoking and roasting. To use the
rubs, simply brush
your favorite meat with
olive oil, season gener-
ously with the rub of
choice and allow meat
to absorb flavor for an
hour or overnight in
the refrigerator.

For more information
and details on ordering, visit www.fireand-
flavor.com. For questions or assistance,
call 866.728.8332.

Fire & Flavor’s John Wayne Spice 
Rub Gift Set: A Great Gift for Grillers

Add Old World elegance to gifts this holi-
day season with Dipping Oils from Boya-
jian, Inc. Handcrafted in small batches,
100 percent pure olive oil and extra virgin
olive oil are packed with fresh herbs and
spices. Boyajian’s three offerings include
Moroccan Blend, Herbes de Provence and
Italian Herb. Arrange any of these dipping
oils in a festive basket with a crusty loaf or
flatbread and a shallow dish for the perfect
holiday or hostess gift.  

Founded in 1981, Boyajian, Inc. is a
family business based in Canton, Mass., a
suburb of Boston.  Boyajian products are
found in top retailers throughout the
United States and in several other coun-
tries. The company’s products have long

Boyajian Dipping Oils: 
The Perfect Holiday or Hostess Gift

been favorites of food service profession-
als, cook book authors and consumers.

Casarecci di Calabria Spice Blends 
Po Valley Foods introduces Casarecci di
Calabria spice blends in collectible terra
cotta ceramic jars and square bottom gift
packs. The products are beautifully pack-
aged, lightweight and ready for gourmet
gift baskets.

Casarecci di
Calabria is an ar-
tisan company preserving the traditional
flavors of Calabria, Italy. Casarecci di
Calabria is located about 800 meters
above sea level in the mountainous ‘la
Sila.’ It is there, where nature has re-
mained intact and untouched, that
these all-natural herb, spice and veg-
etable products are meticulously
processed by hand. 

Casarecci di Calabria collectible jars
are made of lead-free terra cotta and

contain either traditional spices or deli-
cious pasta blends. Casarecci di Calabria
blends, when added to a few common
ingredients, quickly re-create traditional
pasta sauces like pesto alla Genovese,

aglio, olio e pepperon-
cino, spaghettata Cal-
abrese and all’arrabiata,

as well as dishes like Italian zucchine and
onion frittata and tomato bruschetta.
These delicious spice blends enhance
recipes without the addition of artificial
preservatives or coloring.

The SRP for Casarecci di Calabria’s 70-
g. square bottom gift packs and 3.5-in.
terra cotta jars is $5.50-$8.95. For more in-
formation, visit www.povalleyfoods.com,
email pvf.info@povalleyfoods.com, or call
516.801.4688.

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
percent Le Gruyère AOP. The fact is, the
flavor 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

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

recipe of
slow aging
in the re-
g i o n ’ s
c h e e s e
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 percent natural, ad-
ditive-free and naturally free of lactose
and gluten. 

For more information, recipes and more,
visit www.Gruyere.com.

http://www.bushabrowne.com
http://www.mardonaspecialtyfoods.com
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come complete with vegetables (dehy-
drated) and a flavorful spice packet in
each package. Meadow Lakes Dressings,

Inc. are a unique line of all
natural fruit-based dressings
that are fat free and low calo-
rie. Sierra Foods offers nine
delicious soup flavors from
which to choose, as well as
four delectable dressings:
pear, pomegranate pear, el-
derberry and strawberry.

The team at Sierra Foods
looks forward to the opportu-
nity to serve you. For more in-
formation on any of the
company’s products, contact

the company by phone at 800.397.6887 or
by email at info@sierranuthouse.com. You
can also visit the company’s website,
www.sierrasoups.com.    

Sierra Foods Offering Unique 
All Natural Choices for Gift Giving
Sierra Foods takes great pride in offering
only top-quality products, with a particular
focus on providing the best of California
agriculture. The company’s
fine selection of products
allows for the creation of
one-of-a-kind gifts year
round. Sierra Foods’ spe-
cialty-food product lines
give retailers the opportu-
nity to offer their customers
unique, all natural choices
for gift-giving. From food-
ies to your average cook,
the company’s soup and
dressing lines provide
something everyone can
appreciate.

Sierra Soups, Inc., a line of vegan, veg-
etarian and gluten free home-style soups,
created from treasured family recipes

Add a continental touch to your gift bas-
ket with original German desserts from
Wolfgang’s Bavarian Pretzels.
These sweets are made from tra-
ditional recipes, using ingredients
simply unavailable elsewhere, in-
cluding pure, chemical-free Mu-
nich water and tart cold-weather
Bavarian apples.

Wolfgang’s Apple Strudel is not
a single burrito-like roll, like some
other commercially available
strudels. It is layers of pastry dough,
painstakingly rolled out in paper-thin
sheets and layered with rich apple filling.
The pastry is also available in apricot.

Wolfgang’s Apple Rings are coated in a
feather-light egg white batter. It is delicious
eaten by itself as a snack but can also be

Wolfgang’s Bavarian Pretzels 
Offers Authentic Gifts from Munich

used as an eye-catching component in
original desserts.

Of course, Wolfgang’s does not
stop at dessert. Original German
Potato Pancakes are a company
specialty. Enjoy them as a side
dish with jam or applesauce, or
serve them with shrimp for a
lovely main course. A memorable
European-themed gift basket
might include these Original Ger-
man Potato Pancakes along with

a jar of apple preserves.
To order online or find out more about

the specialties offered by Wolfgang’s
Bavarian Pretzels, visit www.wolfgangs
pretzels.com or call 209.295.4664. Taste
the difference that only Munich-baked
can make!

Viola Imports
An excellent choice for any gourmand’s
gift basket, Mieli Thun honeys are avail-
able in beautifully packaged sets of three,
five and ten mini jars of varied flavors and
colors. Each tube allows the consumer to
discover the great variety of these
monofloral honeys. The senses will feast
on the individual character of each
honey—each with its unique color, texture
and flavor.

In keeping with his grandfather’s tradi-
tion of nomadic beekeeping, Mieli Thun’s
Andrea Paternoster travels throughout
Italy, from north to south, following the
flowering seasons of dozens of different
types of flowers. Andrea’s timing and sen-
sitivity allows him to trap the pure fra-
grance and flavor of each flower species
in its respective honey.

The 10 mini gift tube is a collection of
Apple, Dandelion, Fir Tree, Honeydew,
French Honeysuckle, Thyme, Acacia, Sun-
flower, Chestnut, Orange and Eucalyptus.
Each individual honey provides the recipi-
ent numerous ways to enjoy the sweet
treat, whether it be paired in a basket with
cheese or fresh fruit or used as a topping
for yogurt. The possibilities are left to one’s
culinary imagination.

Mieli Thun Gift Tube Gift Sets are avail-
able in limited quantities. Preorders are en-
couraged.

Please contact Viola Imports at
847.690.0790, visit their website www.vi-
olaimports.com, or connect with the com-
pany on Facebook and Twitter.

http://www.rubschlagerbaking.com
http://www.shoppri.com
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Ruby Bay Wild Salmon Jerky Line Extension
Ruby Bay® offers an exclusive range of
all-natural wild salmon jerky products that
are ideal for gourmet enthusiasts and
healthy activists looking for a shelf stable,
ready-to-eat, high protein snack that is
rich in Omega-3 fatty acids. The 1.25-oz.
packs of Peppered and Teriyaki Salmon
Jerky were recently joined by a 1.25-oz.
pack of Orange-Ginger Salmon Jerky.
The three flavors are now also available
in 0.6-oz. single serve packs of Grab-N-
Go Salmon Strips.

Ruby Bay’s salmon jerky is naturally
smoked using premium wild-caught King
salmon from the pristine waters of Alaska
and slowly smoked over cherry and alder
wood. All Ruby Bay wild salmon jerky
products are delivered in stadium display
boxes to allow a more convenient and ef-
ficient merchandizing option. The com-
pany’s salmon jerky is currently sold in a
number of prestigious retail establish-
ments, including Whole Foods, Wegmans,
Zabars and more.  

For more information, visit www.ruby-
bayseafood.com or call 718.383.8585.
Ruby Bay® is a registered trademark of
Acme Smoked Fish Corporation.

ADAM Tea Offers Great Gifts for Tea Lovers
The perfect addition to any tea-themed gift
basket, ADAM Tea offers an extensive se-
lection of black, green, flavored and
spiced teas, both loose leaf and in con-
ventional tea bags, as well as in pyramid
tea bags. Offering only the purest, high
grade green and black Ceylon teas, ADAM
Tea is a leader in the Sri Lankan tea indus-
try. The company uses only teas that have
been awarded the Lion Seal of purity by
the Sri Lankan Tea Board. 

ADAM Tea’s introductory line features

17 kinds of green and black teas, packed
in true double chamber tea bags with
strings in envelopes. There are 25 bags in
each premium, gold foil and embossed
50-g. box.

Making its products even more appeal-
ing to retailers, ADAM Tea offers tea train-
ing, POS and promo materials, in-store
demos and samples to those looking for
marketing assistance. 

For more information, contact ADAM
Tea by phone at 888.725.0365 or by email

Tortured Orchard makes gift giving easy
with its line of exquisite Seasoning
Sauces. The perfect present for the foodie
in anyone’s life, Tortured Orchard offers
five unique Seasoning Sauces: Sweet
Apple Blush fruit compote, Lemon Ginger
Twist, Garlic Balsamic Drizzle, Spiced
Pineapple Zinger and Golden Sauce. The
sauces are adaptable to any occasion,
from a tailgating picnic to an elegant din-
ner party. Use them as condiments, mari-

nades, barbecue basters, dips, dressings
and glazes. The sauces are ideal whether
used with proteins for a main dish or veg-
etables or grains for a scrumptious side.

Sweet Apple Blush S’mores are a
unique twist on a campfire classic. And
Golden Sauce, the company’s nod to Car-
olina barbecue, complements any protein,
but also pairs perfectly with coleslaw, po-
tato salad, deviled eggs or guacamole. 
Try it on grilled slices of fresh baguette. 

Bruschetta never had it so good!
For wholesale inquires, call

413.528.1119, or visit www.tortured
orchard.com for more information.

at gourmetnews@adamtea.com. Also, 
visit the company online at
www.adamtea.com.

Tortured Orchard: Memorable 
Seasoning Sauces, Memorable Gifts

Imagine the very best part of the brownie,
the crispy edges. Now, imagine this indul-
gence is an all-natural snack that is only
120 calories per 1-oz. serving. It’s real. It’s
the perfect addition to any gift basket. It’s
Seth Greenberg’s Authentic New York
Brownie Crunch. 

Now, the new Southwest Brownie
Crunch line brings together the flavors of
rich chocolate with the spicy taste of
jalapeño, chipotle and chile peppers—

just like the confections being created by
today’s leading chocolatiers. It is a deli-
cious, grown-up treat paired with any
beverage. And it is especially ideal as a
component of an unusual gift basket,
paired, for example, with a microbrew
like a malty dopplebock or dry barrel-
aged stout. 

In addition to being 100 percent all-nat-
ural, Brownie Crunch is kosher and available
in more tempting flavors including chocolate

chip, mint chocolate chip, toffee caramel, or-
ange and cinnamon cappuccino. Learn
more at www.browniecrunch.com. It’s the
brownie reinvented!

Seth Greenberg’s Authentic New York Brownie
Crunch Introduces Southwest Flavors

Conroy Foods Shaking up Gift Baskets
Conroy Foods, the makers of America’s
number one brand of deli condiments, of-
fers a number of flavors that perfectly
complement a wide variety of gift baskets.
As an example, Beano’s Deli Mustard
would be perfect with summer sausage,
pepperoni, cheese and crackers, while
Beano’s Original Submarine Dressing is an
ideal choice for a tailgate or holiday
themed basket. All Beano’s products are
made with only the highest quality ingre-
dients. Many products are kosher as well. 

Beano’s is introducing a completely in-
novative new product named Beano’s

Sandwich Shakers. This dry spice blend of
garlic and parmesan cheese is a perfect
way to add flavor to your sandwich with-
out adding fat. It is also great on baked
potatoes, salads, fish and vegetables.

A pizza themed basket could include a
Beano’s White Pizza Sauce, available in
oregano, sun dried tomato and basil vari-
eties, while a seafood themed basket may
include a Beano’s Seafood Sauce Party
Pack, which would include tartar, cocktail,
and lemon butter dill sauces.

Beano’s website, www.conroyfoods.com,
provides a quick and easy reference point

to see all of the varieties of Beano’s condi-
ments and sauces. They also have a link so
you can follow them on Facebook and Twit-
ter. For more information, contact Conroy
Foods at 800.317.8316. Remember:
“Beano’s Makes It Better! Live, Love, Get
Sauced with Beano’s Deli Condiments.”

http://www.buddysquirrel.com
http://www.carolynsaucier.com
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Ariston Greek Specialties
Along with the company’s Refill & Save
Bulk Program, Ariston also sells its pre-
mium olive oils, balsamic vinegars, vinegar
condiments, honey, fruit preserves and
olives in small glass bottles and jars per-
fect for any gourmet gift baskets.

Ariston Honey is sourced from local
beekeepers in the Messinia region of
Greece where wildflowers are truly wild
and nature has been left untouched by
man. The variety of the wildflowers and cli-
mate of the southern Greece makes this a
truly prized honey as you will see it is
thicker than your usual commercially avail-
able honey.

Ariston Preserves are made by a local
family using fresh fruit. The preserves are
produced in accordance to what fruit is in
season at the time. This method allows the

company to use
what fruit is natu-
rally ripened by
nature as op-
posed to last
year’s frozen fruit.
Current flavors
include Apple
and Cinnamon
(a.k.a Apple Pie in
a Jar!), Straw-
berry, Peach,
Apricot, Orange Marmalade, and Fig.

Ariston also offers Kalamata Olives,
Green Amphissa Olives, and Green Am-
phissa olives stuffed with whole garlic
cloves, whole almonds and red peppers.

For more information visit www.ariston-
specialties.com or call 860.224.7184.

Busha Browne’s offers a number of
award winning products, including a
trio of distinctive pepper jellies. Pep-
per jelly is a traditional spicy-sweet
condiment based on the hot and fla-
vorful Jamaican Scotch Bonnet pep-
per, combined with sweet peppers
and aromatic cane vinegar.

Busha Browne’s Original Hot Pep-
per Jelly is the perfect accompani-
ment for all meats, hot or cold. It
excels when mixed with cream
cheese for canapes or for use as a
spread or dip. Lime Hot Pepper Jelly
blends the famous Jamaican Scotch
Bonnet peppers with lime pulp and
peel for an extra tart twist on a clas-
sic flavor profile. The citrus tang perfectly
sets off fish or seafood. Finally, Ginger Hot

Pepper Jelly utilizes the wonderful
flavor of Jamaican Ginger, globally
recognized as the best. This classic
condiment enhances Chinese or In-
dian dishes and makes a superb
glaze for meats and vegetables.

All of Busha Browne’s products
are made utilizing the fresh bounty
of local fruits, vegetables and
spices. And they are prepared and
bottled in small batches, just as
they were 200 years ago. Celebrate
with classic Busha Browne’s taste
enhancers, favored for entertaining
and gifting. Busha Browne’s—
“Fresh Ingredients, Artisan Quality.
Tradition Preserved.”

For wholesale inquiries, visit
www.bushabrowne.com.

Jamaican Hot Pepper Jellies from Busha Browne’s

New Zealand’s Best from Land and Sea
New Zealand’s Manuka Honey is known
as the healing honey and makes
the perfect gift, promoting every-
day good health in a sweet way.
Just one teaspoon a day on an
empty stomach will help with di-
gestive issues as well as help to
build the immune system—and
with a great taste. Manuka
Honey works great to sweeten
your favorite hot beverage, or
you can use it to make that fa-
vorite glaze or barbecue sauce.

Another great product from the Pa-

cific, clean New Zealand Sea Salt will
bring out the best in any of your
favorite dishes. The new grinders
give you that burst of clean flavor
with a simple twist. This is a true
sea salt that is naturally dried for
13 months by the wind and sun.
The product contains no free
flowing or anti caking agents. The
only ingredient is clean New
Zealand Sea Salt containing all
the natural trace elements.

For more information, visit
www.shoppri.com, or call 805.684.0624.

Spice up a gift basket with incredibly
crunchy Virginia “Homestyle” Peanuts,
made from Purely American’s
own time-honored recipe.
The company selects only the
largest Virginia peanuts,
blanches them in water and
then cooks them in pure
peanut oil. The moisture that
is trapped inside attempts to
escape, creating the crunchy
“blisters” you see on the sur-
face of the nuts every time
you crack open a can. 

Still made by hand in small
batches, Purely American’s Virginia
“Homestyle” Peanuts are available in 12

flavors. The company recently introduced
two new flavors to its product line: Mar-

garita! and Sea Salt & Black
Pepper. Other best sellers
include Spicy Virginia Crab-
bin’, Garlic & Herb, Salt &
Vinegar and Texas Mesquite
BBQ.

Also great for gift baskets,
Purely American offers a sig-
nature “Storytelling” line of
soup and stew mixes.

For more information on
Purely American’s products,
contact Ray Leard at

740.592.3800, or visit the company online
at www.purelyamerican.com.

Gourmet Virginia Peanuts from Purely American

http://www.vannsspices.com
http://www.sensationalsweets.com
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Celebrate this summer by offering your
customers Lizbeth
Lane’s line of three,
all natural and gluten
free gourmet Pizza
Sauces. There is
nothing out there on
the market like them.
The company’s
unique flavors in-
clude tomatillo
cilantro, roasted vegetable and tomato,
pepper & basil. Their taste is superb, and
their texture says homemade. Each 15-oz.

Summer Is Here and the 
Parties Are Moving Outdoors

Vanilla Bean Unique Cookies
Vanilla Bean Unique Cookies offer a vari-
ety of cookies that can be used to create
amazing themed gift baskets. The com-
pany’s Chocolate Chilean cookie with its
blend of special spices is the perfect ad-
dition to a basket of fine wines. This soft
and chewy cookie with a little “heat”
teases just enough to make you wonder
(not gasp). The company’s Margarita
Sandwich cookie infused with tequila is a
fun cookie that can be included in any
party-themed gift basket. The sweet and
salty flavor combination of the shortbread
and lime buttercream filling is unforget-
table. When creating nostalgia themed
baskets, Vanilla Bean’s Cherry Chip Cor-
dial cookie invokes memories of the past.
A rich and chewy cookie made with
chunks of sweet maraschino cherries and

semi-sweet chocolate, this item was in-
spired by the classic cherry cordial candy,
a favorite of many generations. 

For more information, contact Vanilla
Bean Unique Cookies at 888.498.4502, or
visit the company’s websites: www.vanill-
abeanchefs.wordpress.com and www
.facebook.com/vanillabeanuniquecookies.

Baking Mixes from Coy’s Country Northwest
Coy’s Country Northwest is known for its
delicious, fun-to-make baking
mixes. The company offers
eight delectable mix varieties,
including Lemon Ginger
Pound Cake, Lavender Sugar
Cookies, Orange Spiced
Scones, Amazing Pudding
Cake, Fabulous Fudge Cake,
Fruit Cobbler, Pumpkin Spiced
Cake and Cinnamon Apple
Crisp. With a wide range of fla-
vor profiles, each with a 15-
month shelf life, there is a mix
to suit the needs of any consumer when the
time is right. 

Recently, Coy’s Country Northwest un-
derwent a packaging update, resulting in
a bright, eye-catching pouch, reminiscent

of a much simpler time. The easy to follow
step-by-step instructions on
the back of each pouch allow
for a quick reference point
when baking. 

Since Coy’s Country North-
west joined Kent, Wash.-based
gourmet foods manufacturer
Seattle Gourmet Foods, the
company has continued to be
a trusted supplier of baking
mixes. This partnership has
proved beneficial in updating
the brand, while allowing Coy’s

Country Northwest to maintain the flavors
that people have come to know and enjoy.
For more information, call 800.800.9490,
email sales@seattlegourmetfoods.com, or
visit www.seattlegourmetfoods.com.

Lindsay Farms Gourmet Foods is a fam-
ily-owned business commit-
ted to creating high quality
and unique Southern Gour-
met specialty items that are
rich in tradition, naturally nu-
tritious, and delicious. 

Lindsay Farms products
feature the finest ingredients
available, including South
Georgia’s internationally fa-
mous Vidalia Onion, as well
as many other vegetables and
spices indigenous to the
South. All Lindsay Farms products are in-

spired by beloved, time-honored recipes,
reflecting a special ambiance of
a by-gone age. However, they
have been adapted for today’s
gourmet contemporary cooks,
forming exceptional tastes that
are as distinctive as is Lindsay
Farms’ colorful packaging.
These delicious products would
be a welcome accompaniment
in your next gift basket.

Lindsay Farms products are
available in specialty gift and
food stores nationwide and at

www.lindsayfarms.com.

Lindsay Farms: The Source for Southern Specialties

jar from Lizbeth Lane will allow your cus-
tomers to make up
to four 12-in. pizzas,
guaranteeing that
they will be the hit at
any get-together. It’s
a whole new world of
pizza making possi-
bilities!

For more informa-
tion, visit Lizbeth

Lane’s website at www.LizbethLane
Cuisine.com, or call or email the company
for product sheets/pricing.

http://www.ohanaharbor.com
http://www.frontiersoups.com
http://www.aromaridge.com
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Wind & Willow Cider Mixes
Be ready for the holiday gift giving season
with Wind & Willow Cider Mixes. With
three flavors to choose from, each mix will
make you feel like it is Christmas morning. 

Wind & Willow’s Original Mulled Cider
Mix will take you back to your childhood.
Sugar, cinnamon, cloves and other natural
flavors make this the perfect treat to share
as you snuggle in front of the fireplace.
Caramel Apple Cider Mix combines two
fall favorites, caramel apples and cider. Try
topping it with whipped cream and
caramel to create a new favorite autumn
tradition. Finally, English Wassail Cider Mix
is a balanced blend of cinnamon and
spices with a hint of orange, the perfect
component of a Christmas gift basket.

Making these
mixes even more
versatile, each
box has an alter-
nate recipe
printed on the
back. Try deli-
cious Orange
Spice Cookies,
Incredible Apple
Cake or a Caramel Apple Smoothie. The
simplicity of the recipes and the decadent
results produced make Wind & Willow
mixes a must for any kitchen pantry.

For more information on these and other
products from Wind & Willow, contact 888.
427.3235, or visit www.windandwillow.com.

Blondies and Brownies from The Invisible Chef
The Invisible Chef’s Blondies & Brownies
are as much fun to bake as
they are to eat! The collection
includes best selling brownie
flavors mocha chocolate chip
and mint chocolate chip, as
well as blondie flavor walnut
chocolate chip. All are easy to
prepare and only need a few
ingredients from your kitchen.
The items in the Blondies &
Brownies Collection are pack-
aged in beautiful gift style
boxes with product photo-
graphs that sell themselves.
Fudgy, chocolatey and chewy, “Be
happy—Eat a Brownie!”

The Blondies & Brownies will be avail-

able in August 2013. Each 20-oz. box will
retail for $9.95. The Invisible Chef
features premium baking mixes
blended using all natural ingredi-
ents so you always get the qual-
ity you have come to expect in
every bite. Other products avail-
able from The Invisible Chef in-
clude Coffee & Tea Cakes,
Frosted & Fabulous Cupcake
Kits, Savory Muffin Cakes, Bake
It Quick Breads, Sweet Muffin
Cakes, Bed & Breakfast Fa-
vorites and Cookie Jar Classics. 

For order information or to re-
ceive our product catalogue, call
800.456.7115, or email contactus
@theinvisiblechef.com.

Lentil Crackers by Mediterranean Snacks
Mediterranean Snacks® offers several va-
rieties of gluten free certified,
non-GMO verified legume-
based snacks, including nutri-
tious Lentil Crackers. Lentil
Crackers are the first cracker
made with protein-rich lentils.
The product line now features a
new tomato basil flavor, joining
sea salt, cracked pepper and
rosemary herb varieties. Savory
Mediterranean herbs make this
a delicious, vibrantly flavored
snack solution for health-conscious con-
sumers who are looking for a pleasing
crunch.

As a snack that partners perfectly with
cheese or dips, tomato basil
Lentil Crackers are a sophisti-
cated and smart addition to any
gourmet gift basket. A 15-cracker
serving of Lentil Crackers has 5
grams of protein and is only 120
calories. Mediterranean Snacks’
Lentil Crackers are available in
4.5-oz. boxes at a suggested re-
tail price of $3.99, and 0.75-oz.
pouches for $0.99-$1.09.

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

Forget springing for a plane
ticket to find the real taste of
paradise. More and more
specialty retailers are offering
‘Ohana Harbor Coffee to sat-
isfy their customers’ crav-
ings. ‘Ohana Harbor Coffee
brings 100 percent Kona
Coffees and Kona blends to
the mainland and beyond.

Each product in the
‘Ohana Harbor line of Kona
coffees is packaged in gor-
geous, island-inspired,
matte foil bags. The coffee
comes in either 6-oz. or 12-
oz. foil gusseted packs,
promising to brighten up any display. If

fresh, delicious Kona
coffee products are
what you are looking to
include in your gour-
met store or gift shop,
and you want to share
a piece of paradise
with your customers,
then ‘Ohana Harbor
Coffee is the perfect
addition to any gift or
gift basket.

All ‘Ohana Harbor
Coffees are small batch
roasted and artisan
blended to create a su-
perior cup of coffee.

“OH! That’s Good!”

‘Ohana Harbor Bringing Kona Coffee to the Mainland

http://www.rabbitcreekgourmet.com
http://www.tortugarumcakes.com
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With summer underway, restaurateurs, re-
tailers and chefs alike are planning, cook-
ing and baking to meet the demands of
the festive months ahead. Anticipating
their needs, Vanns Spices maintains an
impressive line-up of all natural and OU-
certified flavors and extracts that deliver
significant flavor sensations. This includes
baking standards such as Vanilla, Almond,
Peppermint and Lemon Extracts, as well
as a number of more unique items, includ-
ing Chocolate Flavor, Cherry Flavor, Black
Walnut Flavor and Cinnamon Extract. With
so many choices, there is something for
every holiday recipe and culinary need

throughout the year.
“Great cooking and especially great bak-

ing relies on the best quality flavors and ex-
tracts,” said Mick Whitlock, President of
Vanns Spices. “We know just how impor-
tant it is for flavors to hit all the right notes
and come through in the finished product.”

Founded in 1981, Vanns enjoys a repu-
tation as the go-to resource for the ab-
solute best in spices, spice blends, all
natural flavors and extracts and product
innovation.

“Our reputation for quality, variety and
reliability is something we’ve worked hard
to achieve,” said Whitlock. “We are con-

stantly researching, innovating and work-
ing closely with our clients and suppliers
to ensure the best possible outcomes.”

For more information regarding Vanns’ all-
natural flavors and extracts or to learn more
about any of the company’s spices and
spice blends, visit www.vannsspices.com,
or call 800.583.1693.

Vanns Offers High Performance Flavors and Extracts

First impressions are as important in pre-
senting products as they are in life, and
there’s no better way to make that impres-
sion than with quality specialty glass con-
tainers that allow the consumer to easily
view the contents. Whether you pack
spices, jams, lotions, candles, nuts, coffee
or baking mixes, your newest products will
catch the consumer’s eye if packaged in
the sophisticated French glass containers
known as Le Parfait.

Let your imagination be your guide for
ways to bring your products to market
using the twelve sizes of classic Le Parfait

Le Parfait: The Perfect Packaging 
for Your Gift Products

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. The inert na-
ture of glass provides safety and comfort.

Products packed in Le Parfait will ap-
peal to consumers who are concerned
about the environmental value of packag-
ing. Once the original product is con-
sumed, Le Parfait jars and terrines can be
recycled for many household storage uses
and can be resealed again and again using
replacement gaskets. Reusable packaging
allows consumers to meet the green initia-

tive as they are embracing top-quality
foods and specialty items.

Bannex International, Inc. is the importer
of these classic containers. For more in-
formation on Le Parfait, visit www.ban-
nex.com, or contact us at
sales@bannex.com.

Carolyn Saucier Makes Healthy Cooking Easy
Create magic in your kitchen! Carolyn
Saucier offers five, all-natural, gourmet
sauces and marinades that are bold yet
versatile: Tornado Dijon, Earthquake Gar-
lic, Monsoon Chinese, Volcano Italian
and Wildfire Hot Sauce. Whimsical, dis-
aster-themed packaging hints at the
whirlwind of fresh flavor inside. All five
sauces are great for vegans.

What can you use these sauces for?
Anything! Add some chopped onion,

cilantro and a splash of Volcano Italian
Sauce to ground turkey; then, fire up the
grill for terrific turkey burgers. For a quick
and easy stir-fry, toss some freshly grated
ginger and Monsoon Chinese Sauce with
your favorite seasonal veggies—you can’t
go wrong. Short on time and ingredients for
a weeknight dinner? Squeeze fresh lemon
on salmon, coat with Tornado Dijon Sauce,
grill and top with capers—outstanding!

For ideas, recipes and more, visit

www.carolynsaucier.com. Special whole-
sale pricing is available. For inquiries, call
510.336.9403.

All four varieties of Rubschlager Cocktail
Breads, rye, pumpernickel, whole grain and
sourdough, are available in 8-oz. half-loaf
atmosphere-controlled packages, giving
them an extended shelf life of at least two
months. These little breads are the perfect
complement to gift baskets containing
cheese, smoked fish, deli meats, preserves
or almost anything else. The breads offer a
nice alternative to the cracker products

Rubschlager Cocktail Breads 
in Vacuum Packs for Gifts

commonly found in food gifts
Like all Rubschlager products, these

breads are whole grain, OU kosher pareve
and provide a flavorful and healthful addi-
tion to almost any gift—large or small. 

Rubschlager Baking Corporation is 
located at 3220 W. Grand Avenue,
Chicago, Ill., 60651. For more information,
call 773.826.1245, or visit www.rub-
schlagerbaking.com.

Buddy Squirrel Presents Buddy Bars
Buddy Squirrel is pleased to offer a line of
delectable candy bars made from original
1916 Quality Candy recipes. Perfect for gift
baskets, the collection of Buddy Bar fla-
vors includes sea salt caramel, milk choco-
late butter almond toffee, mint meltaway
and more. Delightful for birthdays, showing
appreciation or offering congratulations,
Buddy Bars are a terrific accent for any
gift-giving occasion. Each bite is a celebra-

tion in itself. Buddy
Squirrel combines the
best of both worlds
when it comes to satis-
fying your sweet tooth
or craving for salt.

The heart of Buddy
Squirrel is the com-
pany’s mission to delight customers with
friendly service and the experience of the

world’s finest confections
made with premium choco-
late, nuts and popcorn.
Based in St. Francis, Wis.,
Buddy Squirrel creates
award-winning confections,
boxed chocolates, stylish gift
tins, premier nuts from
around the world, snacks and
gourmet popcorns.  

For more information, call
800.972.2658, email sales@buddysquir-
rel.com or visit www.buddysquirrel.com.

http://www.unclebunks.com
mailto:kate_s@oser.com
http://www.fireandflavor.com
http://www.fireandflavor.com
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Sticky Fingers Scones and Spreads
Put together the perfect holiday gift basket
with Sticky Fingers scones and spreads.
Whether you need a quick gift for a neigh-
bor or you are looking for something fun
and festive for friends and family, Sticky
Fingers Bakeries has got you covered this
holiday season. The company’s extensive
line of all-natural scone mixes and spreads
makes putting together the perfect gift
basket easy.

“You can match scone mixes with our
Northwest jams or English curds to cre-
ate all sorts of fun combinations,” said
Tom Owens, CEO of Sticky Fingers Bak-

eries. “There is definitely something for
everyone.”

The company’s holiday line-up includes
Pumpkin Spice, Pumpkin Cranberry, Pep-
permint Chocolate Chip and Spiced Egg
Nog scone mixes. The festive scones pair
perfectly with a fruit butter such as Pump-
kin Spice or the Cranberry Orange Curd,
creating a gift that will delight anyone.

The best part about Sticky Fingers Bak-
eries’ products is that they are all-natural
and free of any artificial colors or flavors,
preservatives and trans and saturated fats.
From the real fruit pieces in the just-add

water scone mixes to the fresh eggs (not
frozen) in the fruit curds, Sticky Finger
Bakeries uses only the best ingredients.
You know what you are giving is quality.

Crunchies Food Company, LLC, the lead-
ing producer of all natural freeze-dried
vegetable and fruit snacks, has launched
the new single-serving packaging for
some of its most popular Crunchies® fla-
vors. These individual-serving pouches of
all natural, freeze-dried fruit, otherwise
known as Munch Paks, are perfect for an
on-the-go snack or as a healthy, tasty
lunchbox treat. These pouches are cur-

rently available in six fruit flavors: mixed
fruit, mango, pear, cinnamon apple and
pineapple. Soon to be added to the line
are four veggie flavors, which will include
BBQ Roasted Veggies, buttered sweet
corn, Buttered Power Veggies and salted
edamame. All 10 of these flavorful Munch
Paks make the perfect, healthy addition to
any gift basket. 

Nutritious and delicious replacements

for high-calorie
sweets or chips,
Crunchies con-
tain no fat, cho-
lesterol, sodium
or added sugars.
The convenient
single-serving
size makes fit-
ting in the rec-
ommended five
servings of fruits and vegetables easy as
crunch! 

For more information, visit www.crunchies
food.com or call 888.996.1877.

Crunchies Munch Paks: 
A Healthy, Tasty Gift Basket Treat

Bella Lucia Gluten Free Pizzelle Cookies
These gourmet specialty cookies from
Bella Lucia are a must have for your store’s
unique gift baskets, creating an instant
ready-made gift.

Bella Lucia presents a new option not
only for those who are ‘gluten free,’ but for
pizzelle lovers everywhere, as well as for
those looking for an authentic taste of Italy.
Bella Lucia prides itself on simply produc-
ing the best tasting pizzelles. Consumers
would never guess that they are gluten
free. The company’s secret? Bella Lucia
passionately hand-makes each pizzelle
two at a time just like most bakers would
do at home. This is the way these cookies

have been made for generations. The re-
sult is that these pizzelles never have a
factory taste—just pure delicious flavor!

Choose between Bella Lucia’s four top
flavors: anise, vanilla, Lemon Love and
Saigon cinnamon. The anise variety is
made with pure anise oil. Bella Lucia’s
vanilla pizzelles are made from a two-fold
pure vanilla extract with twice the amount
of vanilla beans. The Saigon cinnamon or
cassia-flavored variety features an exotic
taste from Vietnam. And Lemon Love
cookies are made from pure lemon oil.

Bella Lucia’s Gluten Free Pizzelle Cook-
ies never have artificial flavors or colors

added. They are always natural and al-
ways great!

“Be Authentic. Be Unique,” and include
Bella Lucia Gluten Free Pizzelles in your
product lineup, the finest gourmet choice
you can make. Learn more at www
.bellaluciaglutenfree.com.

Sensational Sweets/Creative Cookie Etc
has an amazingly broad line of unique and
delicious products for all your gift basket
needs! The new fabulous 6-in. Chocolate
Pizzas come in four varieties, each pre-
sented in a colorful pizza box. Chippers
the Bark with a Bite™, a distinctive bark
candy, are sweet, tart and colorful and
come in many packaging sizes to fit any
basket. Chocolate Drizzled Popcorn is the
Best! Light and bursting with flavor, it fills

a basket nicely. Temperature stable yum-
mies include Fortune Cookies with fun and
educational messages, packaged in eye-
catching takeout pails. Themed Celebra-
tion Cakes are individual microwave cakes
(a self-contained party) designed to en-
hance whatever your basket theme might
be. And Galleria Gourmet Dips & Season-
ings taste fabulous whether eaten as a dip,
as a bread topping or as a seasoning in
your customers’ favorite summer dishes. 

By using the product line from Sensational
Sweets/Creative Cookie Etc, you ensure the
quality of your store’s gift baskets. The entire
line is made in the USA, nut-free and kosher-
certified. Check out the company’s full line
of chocolates and more at www.sensation-
alsweets.com, or call 570.524.4361. “We
look forward to sweetening your day.”

Sensational Sweets Filling 
Gift Baskets with Tasty Treats

Chicago Coffee Roastery, the source gour-
met coffee shops turn to for their coffee
beans, also supplies ground coffee and
premium cocoa in a wide range of flavors,
packaged in rich, attention-getting colors
that have the eye-appeal needed for gift
baskets. 

Each 1.5-oz. Perfect Pots packet makes
10 to 12 cups of flavored coffee. Choose

from more than a dozen coffee flavors, in-
cluding Colombian Supremo, Jamaican
Me Crazy, Irish Crème, Chicago Blend,
Hazelnut and many more. Each Cocoa
Royale packet makes a delicious serving
for one. Cocoa flavors include Cool Mocha
Mint, Double Fudge Brownie, Caramel
Crème Brulee, Raspberry Truffle and many
more. Order single-flavor cases or variety

packs online at www.ChicagoCoffee.com,
or call 800.762.5402.

Chicago Coffee Roastery Perfect Pots 
and Cocoa Royale Are Gift Basket-Ready

http://www.fireandflavor.com
http://www.fireandflavor.com
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If you want to add the perfect product to your
retail store’s gift baskets and you are looking
for something that is unique and 100 percent
made in the USA, call Java Frost gourmet
drink mix specialists. For 20 years, Java Frost
LLC has provided delicious high quality
gourmet drink mixes to the specialty coffee
industry, delis, cafes and restaurants.  

By popular demand, Java Frost has
added a charming line of products avail-
able to the retail seller. These exceptional
drink mixes will be the perfect addition to

your store’s holiday and special occasion
gift baskets, as well as an appealing add-
on to any retail purchase. From gourmet
food stores to garden centers as well as
specialty event and wedding planners,
Java Frost’s Everyday, Limited Edition Hol-
iday and Blossoms Lemonade lines offers
a variety of delicious choices that are im-
possible to resist. Only the finest ingredi-
ents are used to create these delicious
blends. All Java Frost products are free of
hydrogenated and trans fats. Food service

packaging is also available.
If Java Frost products sound like the

perfect addition to your product line, give
the company a call at 800.676.3661. The
team at Java Frost will gladly assist you in
choosing the perfect product to suit your
special needs.

Java Frost Drink Mixes: 
The Perfect Addition to Any Gift Basket

Rum lovers and cake lovers alike will fall for
the exquisite, 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 and so powerful that it has
quickly gained a reputation as the best tast-
ing rum cake available anywhere. Moist, but-
tery texture and a rum-soaked glaze add
delicious detail that make all other rum
cakes walk the plank.

Wicked Jack’s Tavern True Jamaican

Rum Cakes are baked in four distinct and
unforgettable flavors, including Red Velvet
Rum, Chocolate Rum, Caramel Rum and
traditional Butter Rum. Each flavor has its
own unique taste characteristics, but all
feature the unmatched flavor of true Ja-
maican Rum.

Wicked Jack’s Tavern True Jamaican
Rum Cakes are available in 4-oz., 20-oz.
and 33-oz. sizes. The company also offers
up a line of hand-roasted coffees. 

For more information, call 770.421.9600

or 800.JAVA.123. You can also find out
more about the company at www.wicked-
jackstavern.com.

Wicked Jack’s Tavern True 
Jamaican Rum Cakes from Aroma Ridge

Looking for a unique product to “kick-up”
your gift baskets? Try Uncle Bunk’s award-
winning condiments. Crafted in small
batches using locally grown produce and
old-fashioned Appalachian recipes, these
products are handmade in West Virginia
by Uncle Bunk himself. The company’s 9-
oz. jars are the perfect size for any gift
basket, and they are introducing an addi-
tional 4-oz. bottle this summer, just in time
for your holiday planning. 

Uncle Bunk’s has four fantastic prod-
ucts ready for gift giving: Mustard Relish
(medium & hot), a sweet and spicy condi-
ment, was a 2011 sofi Silver finalist. Rustic
Pepper Sauce (medium & hot) is a unique
cross between salsa & spicy ketchup. The
14 Day Sweet Pickles are the crispiest
pickles you will ever eat, made over 14
days from a 100-year-old family recipe.
And 14 Day Hot Sweet Pickles, a fiery ver-
sion of the company’s Sweet Pickles, were

a 2013 Fiery Food Challenge winner. 
For more information, visit www.uncle-

bunks.com, call 304.652.1920 or email
bunk@unclebunks.com.

Kick Up Your Gift Baskets with Uncle Bunk’s 

Holiday gifting is made simple with
Robert Rothschild Farm Holiday Grab &
Go Snack Sets, designed with festive
packaging for the holidays. The Holiday
Grab & Go Snack Sets are available in
two flavors: Chocolate S’mores Dip and
Raspberry Honey Mustard Pretzel Dip
(their top selling product). The sets are
the perfect price to include in a gift bas-
ket or as a stocking stuffer.

For consumers seeking additional
sweet and savory flavors but who would

still like the convenience of a snack set,
Robert Rothschild Farm offers four addi-
tional flavors: Chocolate Fudge Pretzel
Dip, Onion Blossom Horseradish Dip,
Raspberry Honey Mustard Pretzel Dip
and Raspberry Wasabi Dipping Mustard.
These sets are available in traditional
packaging, great in a gift basket any
time of year.

Robert Rothschild Farm also offers 
25 premium gourmet items in convenient 
4-oz. jars that are just the right size and

cost for a gift bas-
ket. The company
is committed to
creating delicious
specialty foods
that everyone will
love receiving as
a gift, because
you simply open,
serve and enjoy. 

For more information about Robert
Rothschild Farm products or to find 
inspiration for gift baskets, call
800.356.8933, email info@robert
rothschild.com or visit www.robert
rothschild.com. You can also find Robert
Rothschild Farms on Facebook.

Holiday Grab & Go Snack Sets from 
Robert Rothschild Farm are Great for Gift Baskets

If you are searching for gift basket ingre-
dients, look no further. Rabbit Creek
Products has you covered. Be it summer
time, fall, the holidays or anything in be-
tween, Rabbit Creek has more than 200
different skus with which to stock gift
baskets, ranging from brownies, muffins,
and breads to dips, cheeseballs and hot
chocolates. For those with a sweet tooth,
there is the award winning Killer Mudd

Rabbit Creek Products Filling Gift Baskets 
with Everything from Cheese to Chocolate

brownie or the new Salted Caramel
brownie. Rabbit Creek Products also of-
fers 42 vegetable dips and 12 fruit dips
that are perfect for party time. In addi-
tion, Rabbit Creek recently introduced a
Land of Oz line of products, designed to
satisfy that yearning for the Midwest we
all have. 

Rabbit Creek can also do private label-
ing. The best part is that there is no charge

for it. For all other
products, the min-
imum order is just
one case of like
packaged items. 

Rabbit Creek
Products is lo-
cated in Louis-
burg, Kan., just
south of Kansas
City. For more in-
formation, call
800.837.3073, visit
www.rabbitcreekgourmet.com, or email
rcreek@mokancom.net.

http://www.esutras.com
http://www.vanillabeanchefs.com
http://www.fireandflavor.com
http://www.fireandflavor.com
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BY LORRIE BAUMANN
Customers can now order made-from-
scratch comfort food from Blake’s All Nat-
ural Foods and have it delivered to them
anywhere in the Lower 48. It's an example
of a retailing strategy that's becoming more
and more prevalent: products that have tra-
ditionally been sold through retailers are
now being offered directly to consumers by
their manufacturers. This has long been the
case with nonperishable items such as
books and computers, but online retailers
are only now coming to grips with the lo-
gistical difficulties of shipping perishable
food products. As they find ways to man-
age these, their ability to compete directly
with current retailers for consumer dollars
will increase commensurately.

Blake’s All Natural Foods is a fourth-
generation company, based in Concord,
N.H. The company has long had a loyal
following in New England, and its prod-
ucts are available through dozens of re-
tailers across the United States. However,
until now, there were still many who did
not have access to a natural food store or
another retailer where they could buy
Blake’s made-from-scratch Chicken Pot
Pie, Turkey Pot Pie, Shepherd’s Pie and
Farmhouse Mac & Cheese meals. In ad-
dition, there were the folks who wanted to
send gift boxes to ailing family members

you include ingredients that came out of
a laboratory,” Licata continues. “No mod-
ified this, no long words that you can’t
pronounce. Everything in a Blake’s meal
is an actual kitchen ingredient. No hydro-
genated this or that.”

Chicken Pot Pie is the company’s
biggest seller, with Shepherd’s Pie coming
in second. The Gluten-Free Chicken Pot
Pie was introduced about 18 months ago,
and that’s rapidly becoming another best-
seller. “The Shepherd’s Pie has maybe six
ingredients in it, but they’re good ingredi-
ents,” Licata says. “Comfort food doesn’t
need to be over-thought. It just needs to
have the right ingredients.”

For more information or to place 
an order, visit www.blakesall
natural.com/buy-blakes. GN

or homesick college kids who lived across
the country.

“They’d ask, ‘How can we access your
products?’ We didn’t have a very good an-
swer for them,” says Chris Licata, Presi-
dent of Blake’s All Natural Foods. Licata is
married to Amy, the great-granddaughter
of company founder Claire Blake. To run
through all the begats for you: Claire begat
Roy, who begat Charlie, who married
Sally. And then there was Amy, who mar-
ried Chris. You can see the story of the
next generation’s early ventures into the
business by visiting the Blake’s website at
www.blakesallnatural.com.

Blake’s accepts the orders online and
ships them out packed in dry ice on Mon-
days, Tuesdays and Wednesdays. The
food arrives the next day, still fresh. If
there is a day’s delay along the way, the
dry ice ensures that dinner is still fresh and
safe to eat. Nothing is shipped on Thurs-
days or Fridays to minimize the chances
that a delayed shipment will be stuck in
transit over the weekend.

As a family company, Blake’s makes the
kinds of products one would expect from
people who care about how they feed
their own families. The company’s prod-
ucts are the kinds of foods that many
Americans grew up with, complete with
the emotional connection to memories of

Mom's kitchen
and the dinners
she put hot on
the table every night. “We’re super sensi-
tive to providing solutions for families, to
make sure that moms can put a meal they
trust on the table for the family,” Licata
says. “Everything we make is made just
the way that people would make it at
home, if they only had the time.”

Using heritage recipes from family
cookbooks, Blake’s All Natural Foods pro-
duces comfort foods with simple ingredi-
ents—nothing that you would not find in a
home kitchen. “The real appeal is that it’s
100 percent made from scratch in small
batches. We don't take any shortcuts,” Li-
cata says. “We do it just like you’d do it at
home. It’s made in small batches by peo-
ple who really care about what they’re
doing. It’s the opposite of mass-produced,
corporate food. You’re never going to find
perfect cubes of chicken in our meals be-
cause the chicken is always cleaned and
torn by hand, just as you would in your
own kitchen.

“The ingredients really do matter. There
are a lot of comfort foods out there, but
the truth is in the ingredient list. When you
put into a dish ingredients that people
would have in their kitchens, what you get
is a lot different than what you get when

Blake’s All Natural
Foods Launches 
Online Ordering

MTR Foods Offers Shelf Stable 
Indian Delicacies as Good as Fresh
MTR Foods is a trusted name in India, with
an 85 year history serving authentic Indian
vegetarian food across the world. In the
1990s, MTR pioneered the technology of
keeping Indian food products shelf stable
at room temperature. It revolutionalized
the convenience food industry by offering
authentic Indian curries, rice and soups in
shelf stable packs to consumers across
the world, dishes that were otherwise con-
sidered delicacies available only in spe-
cialized restaurants.

MTR has always strived to enhance the
Indian Food experience for its consumers.

All its products are made
with 100 percent natural
ingredients and are free
from any added preserv-
atives or artificial colors.
In recent years, keeping
in mind the heightened health awareness
of the consumers, MTR has ensured that
it also offers products that are free from
gluten, trans-fats, hydrogenated vegetable
fat and MSG.

As taste and flavor are key to Indian
food, MTR has constantly worked towards
improving its recipes as well as the pro-

cessing technology. A recent development
in the processing practice it uses now en-
sures that products as delicate as cottage
cheese will remain as soft as fresh even
after processing. 

Look for MTR products in your neigh-
borhood stores and enjoy the experience
of authentic Indian delicacies.

Cholent—Kosher Meals Made Easy
Introducing Cholent—another creative se-
ries of salt-free dinner kits from Purely
American Foods. What exactly is Cholent?
It is a traditional Jewish meal that, for gen-
erations, has been prepared on Friday be-
fore the Sabbath begins. Slow cooked all
night, this savory stew is the main course
at Saturday’s noonday meal.

Now, busy, health-conscious con-
sumers of all faiths can enjoy these time
saving, salt-free meals any day of the

week. Gluten free, all-
natural, kosher, and free
of salt and MSG, the
Cholent kits from Purely
American are a delicious
and good-for-you heat
and serve option for your
retail customers.

The Cholent kits are just one among
many delicious and healthy meal solutions
offered from Purely American. Check out

the company online at www.purelyameri-
can.com, or contact Ray Leard at
740.592.3800 for information and orders.

http://www.wolfgangspretzels.com
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Wolfgang’s Bavarian Pretzels
Add a European touch to your freezer case
with The Original Munich Oktoberfest Pret-
zel, now available in the United States.

The Bavarian Pretzel recipe is more than
a thousand years old, with a rich flavor and
taste that cannot be duplicated. Wolf-
gang’s pretzels are made from the finest
natural ingredients, including pure, chem-
ical-free Munich water and a secret assort-
ment of gourmet spices. The product line
is available in three sizes: Regular (3-oz.),
King size (5-oz.) and Giant (10-oz.). Also
available from Wolfgang’s Bavarian Pret-
zels are a unique pretzel Hoagie (4-oz.)
and the Party Mix, which includes 1.6-oz.
versions of the Mini Hoagie, Mini Bun and
Mini Knot.

The company’s
Bavarian fare would
not be complete with-
out authentic German
desserts. Wolfgang’s
offers flaky Apple and
Apricot Strudels and feather-light Apple
Rings. In addition, the company’s Original
German Potato Pancakes are a perfect
side dish for a hearty German meal.

All of Wolfgang’s Bavarian Pretzels’ spe-
cialties are fully baked in Munich and re-
quire no additional baking. Just open the
package, heat and enjoy.

For more information or to order online,
visit www.wolfgangspretzels.com or call
209.295.4664.

The Indian culture is based on a founda-
tion of time-honored traditions. Times and
ways may change, but this essence al-
ways remains the focal point of Indian cul-
ture. It is in this spirit that Raja Foods
strives to maintain the belief system that
has made Indian society revered and ad-
mired across the world.

In particular, it is Raja Foods’ commit-
ment to using ingredients that stay true
to Indian tradition that makes the com-
pany’s offerings stand out as truly
unique within the larger heat and serve
marketplace. Stone-pounded spices,
hearty lentils and, crisp vegetable are
the basis of savory curries, spicy
soups, hearty rice dishes and more.

For more information on Raja Foods and

the company’s product lines, visit www.ra-
jafoods.com/contact-us/ for a full list of
the addresses and phone numbers of the
company’s Chicago, New York, Atlanta
and Houston offices. Raja Foods: “The
Best Taste in Town.”

Raja Foods Honoring Indian Culture 
with Authentic Heat and Serve Meals

Sea Fare Pacific Soups
Oregon Seafoods, now in its
third year producing natural
and wild-caught albacore
tuna and sockeye salmon, is
introducing six soups and
sauces to complement the
existing Sea Fare Pacific™
brand offerings. The new 9-
oz. Sea Fare Pacific seafood
pouch products provide
consumers with the follow-
ing convenient, shelf-stable soups: West
Coast Ciopinno, Smoked Salmon Chowder
and Seafood Bisque; as well as three alba-
core curries: red, yellow and green. The
MSRP for these products is $7.99.

In addition to developing a unique, pre-

mium pouch product,
Oregon Seafoods is
meeting an increasing
consumer demand for
local and sustainably
caught foods. The
seafood items are also
gluten free, which is a
growing need for people
suffering from gluten 
sensitivities. Oregon

Seafoods also supports standards that pro-
mote certified sustainable efforts such as
Dolphin Safe, Line Caught, BPA Free, Small
Footprint and non-GMO. 

For more information, visit www.sea-
farepacific.com or call 541.266.TUNA.

Pacific Foods’ Slow-Cooked Organic Beans
New USDA Certified Organic baked and
refried beans from Pacific Foods are made
with simple, quality, non-GMO ingredients,
slow-cooked to perfection. A leading inno-
vator in the natural
foods industry, Pacific
seals in the naturally
rich flavor and creamy
texture of its beans
using BPA-free car-
tons. Pacific Foods’ new line-up of baked
and refried beans in cartons includes or-
ganic refried pinto beans (regular and veg-
etarian), organic refried black beans
(regular and vegetarian) and organic baked

beans (regular and vegetarian).
Rich in plant-based protein and fiber the

products are not only healthy, they are ex-
tremely versatile. Pacific organic beans

have up to seven
grams of protein per
serving and are
available at Whole
Foods Markets na-
tionwide now and

with availability expanding to select natu-
ral food stores and national grocers later
this spring. The SRP is $2.69 to $2.99 for
a 13.6-oz. box. For more information, visit
www.pacificfoods.com.

http://www.amtradefood.com
http://www.purelyamerican.com
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eSutras’ organic, small-batch infused agaves are the perfect
solution for customers who are seeking a healthy alternative
to refined sugars. eSutras Organics agaves are more unique
than the generic brands you find in most grocery stores.
These syrups are infused with the company’s own special
blend of organic botanicals and extracts. All agaves come in
12-oz glass syrup bottles.
SRP: $13.99-$14.99
No. of syrups offered: 3 (Chai Spice Agave, Chocolate Vanilla
Agave and Mocha Agave)

eSutras Organics
773.583.4850
www.eswholesale.com

eSutras Organics Infused Agave LineeSutras Organics Enhanced Jaggery Line
eSutras’ organic, small-batch produced Jaggery line is the perfect
solution for customers who are seeking a healthy alternative to re-
fined sugars. Jaggery is fairly new to the American market, but it
has been a traditional sweetener in Asia for ages. As a natural,
whole cane sugar, Jaggery is processed with low heat, so its nutri-
ents are retained. eSutras stepped this process up a notch, adding
organic botanicals like ginger and cardamom and thus making their
enhanced Jaggery line a unique sweetener choice for any buyer. 
SRP: $5.99-$7.99
No. of sweeteners offered: 3 (Original Jaggery, Ginger Jaggery
and Cardamom Jaggery)

eSutras Organics
773.583.4850
www.eswholesale.com

Butternut Mountain Farm Maple Syrup
Butternut Mountain Farm offers maple syrup, maple sugar, specialty maple candy,
mustards, barbecue sauce, pancake mixes and more. The company specializes in
bringing to market pure, real maple syrup from Vermont and Canada, packaged in
a variety of containers from bulk units to smaller retail options—everything from
bag in a box to gallon-size to single serve—both in glass and plastic and in all
grades from Commercial to Fancy. The company also offers holiday items and pri-
vate label. Butternut Mountain Farm is a family operated sugar bush, food process-
ing plant and bottling facility that buys maple syrup from more than 300 family
farms. Maple syrup is used as an ingredient, sweetener and topping. Real maple
syrup is beneficial to your health, providing vitamins, minerals and antioxidants. 

Butternut Mountain Farm
800.828.2376
www.butternutmountainfarm.com 

Eden Barley Malt
EDEN Barley Malt Syrup is crafted from two ingredients: U.S.-grown organic whole grain
malting barley and pure water. It uses only enzymes created as the grain sprouts in con-
verting starch to healthy, sweet sugars. The converted sugars metabolize slowly and do
not stress the body in the same way that refined sugars do. Artisan maltsters finesse this
creation using simple methods, honed through careful practice. Eden Barley Malt Syrup’s
enticing caramel flavor and malty aroma add complexity to breads, baked goods, glazes,
sauces, cereals and home brews. The product is a non-diastic sweetener, containing 76
percent maltose. It contains no additives or preservatives and is kosher certified.
SRP: $6.55/20 oz.
No. of sweeteners offered: 2

Eden Foods
800.248.0320
www.edenfoods.com

Hey Shuga!
Hey Shuga! (12 fl. oz.) and Lil’ Shuga! (8.5 fl. oz.) sweeteners are 100 percent
USDA organic, vegan, kosher, gluten free, non-GMO and free of preservatives.
Hey Shuga! is pure sugar cane syrup. The pure sugar cane becomes liquid via a
natural enzymatic process that mimics the way bees make honey. Lil’ Shuga is
a low-calorie blend of cane sugar and stevia. Both products pour more easily
than honey and are wonderful for baking, for use as condiments or as sweeteners
in hot or cold beverages. Hey Shuga! and Lil’ Shuga! are the perfect versatile,
shelf-stable additions to anyone’s pantry. 
SRP: $7.99 (Hey Shuga!) / $9.99 (Lil’ Shuga!)
No. of sweeteners offered: 2 

Caribbean Liquid Sugar
585.545.6300
www.heyshuga.com

Ariston Messinia Wildflower Honey 
Ariston goes to small producers to source the best from the Mediterranean.
One example of this is the company’s Messinia Wildflower Honey, sourced
from local beekeepers from Greece’s Messinia region, where wildflowers are
truly wild and nature remains untouched. The hives are transported to dif-
ferent areas for a larger variety of wildflowers. This variety, together with
the Southern Greek climate, creates a truly prized honey, visibly thicker than
what is usually commercially available. Available with or without honeycomb.
SRP: $7.49
No. of honey varieties offered: 2 (Wildflower with Honeycomb and Clear)

Ariston Specialties LLC
860.224.7184 
www.aristonoliveoil.com

Monk Fruit In The Raw Bakers Bag
The In The Raw® family of all-natural sweeteners expands with the launch
of the Monk Fruit In The Raw™ Bakers Bag, a zero-calorie, all natural sweet-
ener, created for cooking and baking, that measures cup for cup, like sugar.
Monk Fruit In The Raw is made with monk fruit, a vine-ripened fruit native to
Asia. The packet product launched in October 2012 with an overwhelmingly
positive response from consumers and with a record acceptance rate at retail
across the United States. An easy to use, superior tasting product with no
aftertaste, the Monk Fruit In The Raw Bakers Bag is different from other monk
fruit-based sweeteners or baking blends, because unlike other products, it
does not contain added table sugar, sugar alcohols or molasses.

Cumberland’s In The Raw
800.611.7434
www.intheraw.com

NECTRESSE Natural No Calorie Sweetener
NECTRESSE™ Natural No Calorie Sweetener combines monk fruit extract with a
blend of other natural sweeteners to bring you a sweetener that tastes like sugar
without all of the calories. Whether it is one packet on your cereal or two in your
large coffee, you can sweeten to your taste with convenient single-serving packets
of NECTRESSE Natural No Calorie Sweetener. NECTRESSE Sweetener Packets are
available in 40-count packages. NECTRESSE Sweetener also comes in an attractive
canister, perfect for your countertop, that lets you sprinkle, pour or spoon. Sweeten
as you desire with a flip of the lid. The NECTRESSE Natural No Calorie Sweetener
Canister contains 140 servings.
No. of sweetener products: 2 (40-Count Packets and 140-Serving Canister)

McNeil Nutritionals, LLC
888.565.2229
www.nectresse.com

Nazareth Secret Honey
Nazareth Secret, a family-owned and operated company with a growing line of prod-
ucts from the ancient city of Nazareth Israel, is now expanding into North America with
its signature Nazareth Secret Honey. Born of the Holy Land, produced in limited quan-
tities and unparalleled in quality, Nazareth Secret artisanal honey is harvested by bee-
keepers in the best traditions of the region. The company’s exquisite honey is made
from summer Star Thistle blossoms from Nazareth and its surrounding region, an area
often associated with “the cradle of Christianity.” Nazareth Secrets products meet all
U.S. FDA standards.

Nazareth Secret
972.544.865.282
www.nazarethsecret.com

PowderPure
PowderPure’s living powders retain the real color, full flavor and 100 percent nu-
trition of organic fruits and vegetables. The company’s pioneering technology re-
moves water molecules without disturbing the enzymes, antioxidants,
phytonutrients, vitamins or minerals, enabling them to offer the highest quality nu-
trition at competitive pricing. Whether you are looking for products to add to your
company’s portfolio or wanting to enhance your existing offerings, the 35 powders
can be customized for multiple applications, including nutraceutical, food, bever-
age, flavor and color powders. Let them assist you in creating a unique product,
tailored to your market niche.

PowderPure
801.854.9399
www.powderpure.com
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Sohgave! Blue Agave Nectar
There are more than 168 varieties of agave in the world, but only one Blue Weber
agave—and only one Sohgave. Blue Weber is a unique variety of agave grown
almost exclusively in Guadalajara, Mexico. It is this precious succulent from
which Sohgave is derived. Sohgave is a pure, unrefined, low glycemic sweet-
ener—lower on the glycemic scale than sugar, honey, maple syrup and other
sweeteners. Still, it is approximately 30 percent sweeter than sugar, so con-
sumers need to use less. For this reason, it is a particularly appealing sweetener
for people monitoring their glucose intake.  Agave nectar is nature’s concentrated
sweetener. Its flavor is subtle and remarkably neutral, and the product is adapt-
able to cooking, grilling or baking. Unlike honey, agave nectar does not crystallize,
and it dissolves quickly in hot or cold liquids. Even better, this all-purpose sweet-
ener is inexpensive, making it an economic alternative to other sweeteners.

Sohgave!
800.930.9284
www.sohgave.com 

Creamed Honey with White Chocolate Almond
Just like the luscious nougat one might find inside a chocolate-covered cherry,
but minus the cherry, Vintage Bee’s Creamed Honey with White Chocolate Al-
mond features only raw creamed honey without any added sugar, preservatives
of dairy. The product can be used as a syrup over ice cream, as icing for brown-
ies, as a topping for bagels or as a sweetener for coffee or oatmeal. Try it right
out of the jar for a great pick-me-up. There is truly no wrong way to eat Vintage
Bee’s Creamed Honey with White Chocolate Almond. And with less than ½ a
gram of fat per teaspoon, the product is a great alternative to a candy bar. 
SRP: $7.99/8-oz. jar
No. of honey varieties offered: 11 varieties, as well as fluid honeys. 

Vintage Bee, Inc.
919.699.6788
www.vintagebee.com

Wixon’s Mag-nifique for Stevia
Stevia, with 200 times the sweetness of sugar, has a complex flavor pro-
file, and along with its distinct advantages, the product brings some un-
deniable disadvantages as well. Stevia critics have noted the product’s
off notes, bitter, metallic aftertaste, astringent notes and thin mouthfeel.
Wixon has developed Mag-nifique for Stevia, a product designed to help
modulate the flavor, mask bitterness and shift the sweetness profile
closer to what is accepted in the marketplace. An all natural technology-
based ingredient, Mag-nifique for Stevia eliminates the bitter aftertaste
and enhances sweetness. Mag-Nifique for Stevia is labeled as natural
flavor in finished products, is water soluble, heat, retort and pH stable,
and kosher is available. 

Wixon
800.841.5304
www.wixon.com

Zulka Morena Pure Cane Sugar
Zulka® Morena Pure Cane Sugar, an unrefined, Non-GMO Project-verified sugar,
recently announced that it is now available in convenient single serving 100-
count packet boxes. The new 4-gram packets mirror the brand’s classic retail
packaging with a clear, transparent bag that highlights the sugar’s unique golden
crystals and keeps it fresh while protecting it from liquids and moisture. Perfect
for beverages, the new Zulka Morena Pure Cane Sugar 100 count packet boxes
are ideal for families and households that regularly drink coffee, hot tea, iced
tea and more. The fresh crystals dissolve quickly, unlike many other sugar
brands, and the single serve packets are convenient anytime. 
SRP: $1.79-$1.99. 

Zukarmex USA
520.377.0556 or 855.294.9878
www.zulka.com

The Blueberry Store Blueberry Syrup
The Blueberry Store’s 14-oz. Blueberry Syrup is all natural and made from Michigan’s finest blue-
berries, grown at the company’s True Blue Farms. Blueberry Syrup is not only The Blueberry
Store’s best selling product, but the company believes that this product is simply the best Blue-
berry Syrup available on the market today. In addition to this syrup, The Blueberry Store also
offers an expansive collection of baked goods, preserves, salsas, butters, beverages, gourmet
mixes, candies and gifts.
No. of syrups offered: 3 (Blueberry Syrup, Blueberry Maple Flavored Syrup and Blueberry
Amaretto Syrup)

The Blueberry Store
269.637.2258 or 877.654.2400
www.theblueberrystore.com

Fructevia
Fructevia is a stevia blend that contains all-natural, non-corned based
crystalline fructose, Fructooligosaccharides (FOS/Inulin), SteviaSweet
95/60 Stevia Extract Powder and magnesium carbonate. Fructevia cre-
ates a mouthfeel and a sweet profile identical to sugar. It is has around
5 calories per serving, making it an ideal low calorie sweetener with no
glycemic impact. The clean label advantages of using Fructevia are five-
fold. The product is petrol chemical free, pesticide free, non-GMO and
kosher. Perhaps most importantly, it is made from ingredients that con-
sumers understand. Available in 1-lb. zipper bags, 5-lb. bulk bags & 
25-kg. commercial packs.
No. of sweetener products: 3

Steviva Brands, Inc
301.455.9876 ext. 101
www.steviva.com

Bee Free Honee
Be Free Honee is the first vegan “honey.” It is made from 80 percent organic
apple, with lemon juice as the only preservative and just a touch of vegan-quality
non-GMO sugar (enough to give the product the expected tackiness of honey).
Bee Free Honee looks and tastes like traditional honey and can be used in any
recipe in equal proportions. Bee Free Honee is 100 percent U.S.-grown and U.S.-
made, non-GMO and gluten free. Sweetening the deal, the product comes from a
company that is woman-owned and operated. The product is packaged in 
12-oz. HDPE squeeze bottles, featuring flip-top caps. 

RAES Foods, Inc.
763.300.7509 (Katie Sanchez)
www.beefreehonee.com

http://www.gourmetnews.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. ree flavors: Smoky Chipotle, Lime & Beer—Mild and 
Hot Hot Hot!—and 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

Mediterranean Snacks Lentil Crackers Tomato Basil are delicious and
gluten-free. Savory herbs create a vibrantly flavored protein-rich snack for
health-conscious consumers looking for a pleasing crunch. Suggested Retail
Price: $3.99 for a 4.5oz bag, $.99-$1.09 for a single-serve .75oz pouch.

Mediterranean Snacks
973.402.2644     www.mediterraneansnackfoods.com

Sticky Fingers Bakeries Scone mixes let customers experience a 
classic treat that is always guaranteed to come out tasting great! 
Our fresh, all-natural scone mixes enable you to treat your customers to
gourmet flavors through the most convenient method available.

Sticky Fingers Bakeries
800.458.5826     www.stickyfingersbakeries.com

Bakto Flavors offers a line of over 40 wonderful Natural Flavors and Extracts
that are perfect for your baking needs. Try our Classic Collection (pictured
above), or build your own box of 3, 6, or 12 flavors on our website to get
the best combination that suits your needs.

Bakto Flavors, LLC.
732.354.4492     www.baktoflavors.com

Since 1986, Boyajian, Inc., has been infusing oil with fresh herbs and
spices.  Today the oil is still handcrafted in small batches and always
all-natural.  All of our products are available in retail, foodservice and
manufacturing sizes. 

Boyajian Inc.
800.965.0665     www.boyajianinc.com

Our three, all natural gluten-free pizza sauces are unlike 
anything out on the market! Simply awesome! Call 215.480.2710 
for information.

Lizbeth Lane Cuisine
215.480.2710     www.lizbethlanecuisine.com

e classic pairings of cheese and beer along with cheese and wine were
the inspiration for Robert Rothschild Farm’s three new savory cheese dips:
Italian Herb & Wine Mascarpone Cheese Dip, Peppadew® & Lager Cheese
Dip and Pub Style Beer & Mustard Cheese Dip. e cheese dips are delicious
served with their new Pub Style Pretzel Bread Mix.  

Robert Rothschild Farm
800.356.8933     www.robertrothschild.com

Lindsay Farms Gourmet Foods is a family owned business committed
to creating unique Southern Gourmet specialty items that are rich in
tradition, naturally nutritious, and utterly delicious. Come see us at
the NY Summer Fancy Food show - Booth #4278, and at the Atlanta
Gift Market - Booth #2-615.

Lindsay Farms Specialties
800.243.4608     www.lindsayfarms.com

Seth Greenberg’s Authentic New York Brownie Crunch is an unprecedented
indulgence in the snack aisle.  e very best part of the brownie, it’s just the
crispy edges; all natural, kosher and just 120 calories per serving. Now,
Crunch’s creative flavors include Southwest Crunch, melding rich chocolate
with spicy Jalapeño, Chile, and Chipotle peppers. e brownie reinvented!

Seth Greenberg’s Authentic New York Brownie Crunch
www.browniecrunch.com

Uncle Bunk’s is a family owned company that manufactures gourmet prod-
ucts based on old Appalachian recipes. Our sofi™ Silver winning Mustard
Relish & Rustic Pepper Sauce are produced one small batch at a time using
only fresh local peppers and our hand-packed 14 Day Sweet Pickles are the
crispiest pickle you will ever eat. ese unique West Virginia made products
will be a hit with your  customers.

Uncle Bunk’s LLC
304.652.1920     www.unclebunks.com

Our individually wrapped TruffleCreme® chocolates are made with an
all-natural truffle ganache, and enrobed in selected blends of cacao.
The TruffleCremes® were created by Master Chocolatier, Dana Taylor
Davenport, who was inspired by recipes from his great uncle, Julius
Franzen, a royally appointed Master Confectioner to the crowned heads
of Europe. TruffleCremes® are available in six flavors.

Dilettante
800.800.9490     www.dilettante.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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Rubschlager Rye-Ola® Flax Bread is the newest flavor in the Rye-Ola® bread
group. Rye-Ola® breads have the true taste of Northern European breads,
baked in Chicago for a flavor fresher than the imports. Flax seed is the 
richest source of Omega 3’s in the plant kingdom; Rye-Ola® breads are made
with 100% whole rye. Whether for a snack or a meal, or just as an interest-
ing addition to a bread basket, Rubschlager Rye-Ola® breads are perfect. 

Rubschlager Baking Corportaion
773.826.1245     www.rubschlagerbaking.com

Our products carry the distinctive palette of premium tastes and fla-
vors, coupled with a sense of uniqueness that is infused throughout
our product line. Mediterranean Gourmet’s sumptuously rich and
lavish products continue to please our customers everyday.

Mediterranean Gourmet
703.880.4236 info@mediterranean-gourmet.net

The ‘Ohana Harbor Coffee Company farm is located in the small artist
town of Holualoa on the big island of Hawai’i. ‘Ohana is a family-owned,
independent, award-winning and Kona-Certified coffee grower. We
strive to deliver the very best kona coffee, so you and your ‘ohana can
enjoy the taste of the islands anywhere.

‘Ohana Harbor Coffee Company
www.ohanaharbor.com     253.432.4508

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

Beano’s Deli Bistro Sauces deliver an upscale flavor to a wide variety of
foods. Available in four exciting and unique gourmet flavors. 

Conroy Foods Inc.
800.317.8316     www.conroyfoods.com

Beano’s Sandwich Shakers™ introduces a totally new concept that 
will enhance the flavor of food without adding fat, cholesterol or 
carbohydrates. “Just Shake the Taste.™”

Conroy Foods Inc.
800.317.8316     www.conroyfoods.com

Sierra Soups are vegetarian, vegan, gluten-free mixes, complete with
vegetables and spices in every package. ese treasured recipes are
hearty and large enough to serve a whole family as a complete meal
and still have leovers. e most difficult step is to sauté an onion,
and sometimes not even that.

Sierra Soups, Inc.
800.397.6887 www.sierrasoups.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

Fire and Flavor is a leading marketer and producer of innovative prod-
ucts and concepts for preparing fresh, flavorful food by offering
unique, all-natural and easy-to-use products for at-home cooking.

Fire & Flavor 
866.728.8332     www.fireandflavor.com

Greek For the Very Best! Come try our Award Winning EVOOs & 
Balsamic Vinegars! Ariston’s Select EVOO just won Attendees’ Most Favourite
Olive Oil at the SIAL CANADA’s OLIVE D’OR COMPETITION in Montreal &
Silver in the International EVOO Competition in LA! 

Ariston Specialties LLC
860.224.7184 www.aristonoliveoil.com

With 60 years experience, ADAM procures exquisite Ceylon tea then
blends, flavors, packs & exports internationally. Succulent Fusions is
ADAM’s premier American line of Pure Green & Black Envelope Teas. It’s
a select collection of ADAM’s best sellers in Asia & Europe. Hot or cold,
brew perfect tea every time with ADAM.

ADAM Ceylon Teas & Spices
“Historic Quality & Legendary Taste”
888.725.0365     www.AdamTea.com

Tortured Orchard Seasoning Sauces “A Spirited Rebellion of Flavors” are deli-
cious gourmet condiments for every palate, and occasion. 100% All Natural,
no additives, no preservatives, no transfats, no cholesterol, Vegetarian/Vegan
approved, Diabetic friendly, and absolutely delicious. Our Five versatile and
distinct products are hand-packed and made in small batches with only the
finest ingredients. Enjoy our User Friendly products hot or cold.

Tortured Orchard Seasoning Sauces
413.528.1119     www.torturedorchard.com

http://www.dilettante.com
http://www.browniecrunch.com
http://www.baktoflavors.com
http://www.lizbethlanecuisine.com
http://www.robertrothschildfarms.com
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http://www.baybeyond.net
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CALENDAR
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 16-23 
CMC Gift & Home Market
Los Angeles, CA
www.californiamarketcenter.com

July 19-22 
California Gift Show
Los Angeles, CA
www.urban-expo.com

July 27-30 
San Fransisco International Gift Fair
San Fransisco, CA
www.urban-expo.com

July 29-Aug. 2 
Summer 2013 Las Vegas Market
Las Vegas, NV
www.lasvegasmarket.com

July 31-August 3
American Cheese Society 
Conference & Competition
Madison, Wisc.
www.cheesesociety.org

Aug. 17-21
NY NOW (formerly 
New York International Gift Fair)
New York City, NY
www.nynow.com
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CROSSMARK Names Jim Rose 
New President of Marketing Services
CROSSMARK, a leading sales and marketing serv-
ices company, recently announced the appointment
of Jim Rose as President of Marketing Services. As
the largest in-store marketing services company in
North America, the addition of Rose to the leadership
team at CROSSMARK is a significant move that bol-
sters the company’s strong position and expertise in
marketing services. 

CROSSMARK drives profitable brand growth for
clients through its portfolio of marketing services that
include in-store events, experiential marketing, shop-
per marketing, consumer engagement and field intel-
ligence. Rose will oversee these services and is
charged with expanding capabilities to benefit the
company’s business partners.

Rose brings marketing thought leadership and a
world-class discipline in creating strategies and ROI-
driven solutions that drive brand activation and con-
sumer engagement. This includes specialized
expertise in the areas of data analytics, insights, shop-
per engagement and experiential marketing, as well
as digital and social media. 

Prior to joining CROSSMARK, Rose was Chairman
and CEO of Mosaic Sales Solutions based in Irving,
Texas where he significantly grew the business by im-
plementing value-added solutions for clients. He also
held leadership positions at The Nielsen Company and
Media Planning Group. He began his career as a con-
sultant at Deloitte based in Chicago and received an
MBA from the Kellogg School of Management at
Northwestern University. 

Giovanni Food Co. CEO and 
Plant Manager Receive Business Awards
Two executives from Giovanni Food Co., an Upstate
New York manufacturer of tomato-based products,
have been honored by state and regional business
associations. Louis J. DeMent, Giovanni CEO and
Vice President, was selected by the U.S. Small Busi-
ness Administration as the New York State 2013
Small Business Person of the Year, and Timothy
Budd, Giovanni plant manager, received the 2013 In-
novator of the Year award from the Manufacturers
Association of Central New York.

DeMent was chosen for the award based on the com-

pany’s growth in sales and employees, staying power,
response to adversity as well as charitable contributions.
He is the third-generation leader of the company his
family founded in 1934. Under his leadership, sales have
increased 49 percent, and the number of employees has
grown from 41 to 68 over the past three years. 

Budd was recognized as Innovator of the Year for
starting employee safety programs at the plant, au-
tomating more processes to improve efficiency, and
gaining the respect and appreciation of colleagues. The
award recognizes individuals within a company who
may not be executive level, yet consistently demonstrate
forward-thinking ideas in the areas of technology, inno-
vation and advancement of products and production. 

Giovanni Food Co. has been making pasta sauces
since 1934. Giovanni products can be found on grocery
and specialty store shelves across the United States.

Danny Wegman Honored 
with GS1 Lifetime Achievement Award
GS1 has honored Danny Wegman, CEO of Wegmans
Food Markets, with a GS1 Lifetime Achievement
Award. The award was presented at the GS1 General
Assembly and Global Leadership Summit, held May
20-23 in Los Angeles. Wegman was recognized for his
outstanding contributions to the advancement and
adoption of GS1 Standards, the most broadly used
supply chain standards globally. 

“The leadership, vision, and innovation demon-
strated by…Danny Wegman have not only advanced
the food and beverage industries, but all industries that
use information standards to improve business
processes, share information efficiently, and conduct
business one way around the world,” said Bob Car-
penter, President and CEO of GS1 U.S

Wegman joined his family business, Wegmans
Food Markets, in 1964, becoming CEO in 2005 after
serving as President for nearly 30 years. With Weg-
man at the helm, the company reported 2012 annual
sales of $6.6 billion and has been recognized by For-
tune Magazine as one of the “100 Best Companies
to Work For” since 1998. A former chairman of the
GS1 U.S. Board of Governors as well as the GS1 Man-
agement Board, Wegman has been a strong advocate
of GS1 Standards and data synchronization, leading
industry forward by fostering collaboration between
manufacturers and retailers.

PEOPLE WATCH
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