
BY LUCAS WITMAN
Fair Trade USA, the leading third
party certifier of fair trade prod-
ucts in the United States, an-
nounced a proposal to change
the standards that food and bev-
erage companies must adhere to
if they wish to label their offer-
ings as “fair trade certified.” If
these changes are implemented,
a company that manufactures a
composite product (made from
multiple ingredients) will need
to verify that at least 20 percent
of the ingredients in that product
were produced in accordance
with fair trade guidelines. That
product can then carry a Fair
Trade USA Certified Ingredients
label. Although these changes
are thus far only in the proposal

BY LUCAS WITMAN
Less than a decade ago, many An-
glophiles and British expatriates
living in the United States were
compelled to seek out niche spe-
cialty retailers and online food
stores when looking for their fa-
vorite U.K. brands. Today, how-
ever, nearly every major grocery
store contains at least a small sec-
tion of British imports, and pick-
ing up a package of PG Tips or a
Cadbury Flake bar can be as sim-
ple as heading to the local market.
For a country that once viewed
British cuisine with a collective air
of disdain, the recent explosion in
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popularity of U.K. imports in this
country may have come as a sur-
prise to some. However, for those
involved in the burgeoning British
specialty food industry, this trend
has been a long time coming.

British culture has perhaps
never been more omnipresent in
the United States than it is today.
One cannot navigate contempo-
rary American popular culture
without a proper education in
Harry Potter, Downton Abbey,
Simon Cowell and Adele. Re-
cently, the 2012 London Summer
Olympics, Queen Elizabeth’s Di-
amond Jubilee and the royal wed-

ding of Prince William to Kate
Middleton have put Great Britain
at the epicenter of international
attention. It was perhaps some-
what inevitable that British cui-
sine would follow as the logical
next trend to emerge from the
British Isles

“I think British products have
got a real sort of cache here,” said
U.K. Secretary of State for Envi-
ronment, Food and Rural Affairs
Owen Paterson. “Obviously there
is a very longstanding close rela-
tionship between the United States
and the United Kingdom. The
Olympics gave, I think, a huge

shove in this great campaign of
British culture, British history,
British fashion, British music—
and I think British food is part of
that. There’s a real interest.”

According to Paterson, it is the
British specialty food industry’s
emphasis on family-run compa-
nies producing artisanal products
in small batches using high qual-
ity, locally sourced ingredients that
particularly appeals to a 21st cen-
tury U.S. clientele. 

“I think that probably the at-
traction for U.S. consumers is

BY JAZMINE WOODBERRY
An increasing number of con-
sumers across the country are or-
dering their groceries online, both
from dedicated web outlets and
from the digital iterations of brick
and mortar stores, simply having
these groceries delivered to them
at home. Now, specialty foods
companies are looking to adapt to
this new retail climate in a $1 tril-
lion grocery retail industry where
more than $4 billion are spent by
companies on online ads each year.

Online Markets Changing the Way 
21st Century Consumers Shop for Groceries

2013 sofi Award
Winners Named 
in Lavish NYC 
Ceremony

Fair Trade USA Proposes Change to Labeling Policy

Working with more than 140
grocery brands, including Kroger,
Shoprite and Albertsons, as well as
more than 200 consumer packaged
goods brands, MyWebGrocer pro-
vides a suite of leading-edge eCom-
merce and eMarketing solutions to
the grocery and consumer pack-
aged goods industries, with prod-
ucts for every digital touch point.
Grocers can utilize MyWebGrocer's
software platform where shoppers
can head online and do a range of
things—from creating shopping

lists, acquiring coupons and
pulling up digital promotions, to
purchasing goods online for home
delivery. Consumer packaged
goods companies have the ability
to follow a different path, with dig-
ital marketing campaigns for gro-
cery websites, as well as ways to
measure the effectiveness of those
digital advertising efforts.

“Changing consumer behavior
is pressuring grocers and CPGs to

stage and have not yet become
policy, the certifier is already
drawing a great deal of attention
from specialty food companies
that market fair trade products
and from their customers.

Started in 1988 by the Dutch
organization Max Havelaar, the
fair trade certification movement
is part of a larger worldwide effort
to ensure that workers in devel-
oping countries are paid a fair
wage and are employed in safe
working conditions and that their
companies are operating under a
socially and environmentally sus-
tainable business model. Popular
fair trade certified food products
include coffee, chocolate, sugar,
tea and fruit. Fair Trade USA is
just one organization that certifies

products fair trade. Others in-
clude Fairtrade International,
TransFair USA and Fair for Life.

According to Sri Artham, Direc-
tor of Consumer Packaged Goods
for Fair Trade USA, the goal of
these proposed changes is both to
strengthen and clarify the Fair
Trade USA certification model. If
enacted, Artham hopes these
changes will help to clarify for
consumers the specific fair trade
ingredients that go into a product,
enabling companies to disclose
when just a single ingredient is
fair trade. At the same time, he
also hopes that these changes will
strengthen the overall weight of
the fair trade movement by 

BY LUCAS WITMAN
Nominees at the 2013 sofi™
Awards, held at New York City’s
Jacob K. Javits Convention Center
on July 1, in conjunction with the
Summer Fancy Food Show, en-
tered the ceremony on a red car-
pet. For one night, the
hardworking food artisans behind
some of the most well crafted
products and product lines in the
specialty food industry were
treated like true celebrities. As
winners took to the stage one by
one to receive their golden statues
and say a few words of thinks to
those who aided them in their suc-
cess, one could easily forget that
the individuals being honored
were simply cheesemakers, bee-
keepers and bakers, not Bobby
Flay- and Lidia Bastianich-level
celebrities of the food world. 

An increasingly high profile
annual event, the sofi Awards
have become known as one of
the most significant accomplish-
ments that a small specialty food
company can garner. Each year
since 1972, nominees in a num-
ber of categories have been care-
fully selected by an elite panel 
of specialty food retailers, 
foodservice professionals and
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Commercial Bakery Winners 
Announced in 19th Annual 
APC/Crisco National Pie Championships
The competition among commercial bak-
ers heated up this year at the 19th Annual
APC/Crisco® National Pie Champi-
onships held April 26-28 in Orlando. At
this year’s competition, 15 bak-
eries laid claim to 113 awards.
Overall, a total of 747 pies were
entered in the Commercial, Pro-
fessional and Amateur Chef cate-
gories. The pies were judged by
more than 150 chefs, bakers and
assorted pie aficionados.

Commercial bakers competed in
25 flavor categories, including
Apple, Apple Crumb, Banana
Cream, Berry, Blueberry,
Candy/Cookie Cream, Cherry,
Chocolate Cream, Citrus, Coconut
Cream, Custard, Open Cream, Key
Lime, Nut, Open, Open
Fruit/Berry, Peach, Peanut Butter,
Pumpkin, California Raisin, Silk
Cream, Tropical Fruit, Strawberry
and Best New Product. They also
competed in six flavors of no-sugar
added pies, as well as single serve
slices, hand held pies and gourmet
hand finished pies.

“The Commercial division in the
APC/Crisco National Pie Championships
is an incredible competition that show-
cases the best of the best commercial pie
manufacturers and bakeries from across
the country. We are so thankful to the par-
ticipants that make it a priority to partic-

ipate with us, not only in the competition,
but in the Never Ending Pie Buffet,” said
Linda Hoskins, APC’s Executive Director.

Each year, the National Pie Champi-

onships are held in conjunction with the
free-admission Great American Pie Festival,
which features the Never Ending Pie Buffet.
This year’s festival was attended by nearly
40,000 pie lovers who enjoyed close to
90,000 slices at the endless pie buffet.

Not only did this year’s commercial win-
ners in each category take home a presti-
gious title, but winning an award at the
National Pie Championships has been

proven to increase market share
of that product.

This year’s top commercial
entrants included Bakers Square
(36 wins), Legendary Baking
(24 wins), Bonert’s Slice of Pie
(12 wins), Rocky Mountain
Pies (six wins), Cyrus O’Leary’s
Pies (five wins), Lisa’s Pie Shop
(five wins), Winn-Dixie Food
Stores (five wins), Shari’s Cafe
and Pies (four wins), The
Kroger Company (four wins),
Norske Nook (three wins),
Publix Supermarkets (three
wins), The Pie Folks (two
wins), Coco’s Bakery Restaurant
(two wins), Boston Market (one
win) and Wayne’s Family
Restaurants (one win). 

The American Pie Council® is
the only organization commit-
ted to maintaining America’s pie
heritage, passing on the tradi-

tion of pie-making and promot-
ing America’s love affair with pie. The APC
offers personal, professional and commer-
cial memberships. For more information
and a complete list of winners from the
2013 National Pie Championship, visit
www.piecouncil.org. GN

National Chocolate &
Dessert Show
Announces Dessert
Innovation Awards
The National Chocolate & Dessert Show launched
the first-ever Chocolate and Dessert Innovation
Awards. The competition provides a distinctive
platform that recognizes companies and
organizations that have made exceptional
contributions to the chocolate and dessert industries.
Products, services, and technologies representing
the latest in chocolate and dessert trends can enter
by August 15 for the opportunity to be crowned in
several categories by leading industry professionals.

“The innovations and technologies that drive the
chocolate and dessert industries forward inspired
us to create the CADI Awards,” said Show Founder
Mario Pi. “This dedicated platform will be an annual
opportunity to honor the contributions of all of the
hard work that went into these advancements.”

All rules, regulations and entry forms may
be found at www.thenationalchocolateshow
.com/CADI_awards.html. Finalists for the
awards will be announced September 2 and
winners will be announced at the National
Chocolate & Dessert Show, October 20-22. 

Cake Boss Buddy
Valastro Headlines 
IBIE Demo Lineup 
The International Baking Industry Expo is
sweetening the pot for attendees of the triennial
event with a star-studded demonstration program
sure to be as informative as it is entertaining.

The Expo, taking place in Las Vegas from
October 6-9, brings the baking community
together to explore equipment innovations,
discover supply and ingredient solutions, and
learn from some of the most inspiring leaders
in the business through an engaging demo
program. This year’s program, produced by the
Retail Bakers of America, features an impressive
list of culinary artisans including Buddy Valastro
of TLC network’s Cake Boss series.

In addition to the Cake Boss’ sessions, there
are more than 30 demos covering everything from
candies to strategies for increasing cake sales.
The IBIE demo program allows show-goers to
learn new skills, pick up creative ideas and go
hands-on with the experts leading the industry. A
full list of demonstrations is available on the IBIE
website at www.IBIE2013.com/demonstrations.

Tri-State Food Expo to
Take Place October 1-2 
The Tri-State Food Expo, a new trade show for
the burgeoning New York/New Jersey/Connecticut
tri-state food service and retail food industries,
will feature educational sessions, a culinary
theatre with featured chefs, a beer garden,
featured pavilions and a new product showcase.
It debuts at the Meadowlands Convention Center
in Secaucus, N.J., on October 1-2. 

“This isn’t just another trade show. This is a
hassle-free, easy-access opportunity exclusively
for qualified buyers to make face-to-face
connections that will change your business,
keep you competitive, and keep customers
coming back,” said Bob Callahan, Show Director. 

For additional information on attending, visit
www.tri-statefoodexpo.com. For information
on exhibiting your product or service, contact
Harrison Hines by email at hhines@divcom.com
or by phone at 207.842.5664.

The Center of Innovation Excellence Uncovers Best
Practices in Foodservice New Product Development
To enable foodservice manufacturers to
launch more profitable new products,
The International Foodservice Manufac-
turers Association and Stage-Gate Inter-
national released a report charting four
essential best practices in foodservice
new product development. The report,
“New Product Development: Best Prac-
tices in Foodservice,” was produced
through The Center of Innovation Excel-
lence and provides practical tools that
promote better innovation efficiency and
foster collaboration.

The report identifies four essential best
practices. First, effective project selection
means timely decisions and requires disci-
pline. Top performers do not just rely on
the acumen of their business leaders to
make good project selection decisions.
They require organizational discipline, ac-

countability, transparency and due dili-
gence in order to capitalize on new product
opportunities.

Second, a clear product innovation strat-
egy enables speed to market. To win in this
vast marketplace, top performers engage
their business leaders to determine the role
new products will play in enabling the suc-
cessful execution of the business strategy.

Third, new product collaboration can
unlock significant value, but companies
must choose wisely. The industry’s highly
integrated network and multi-player value
chain require top performers to screen for
product innovation projects and partners
that match their business goals and com-
plement their capabilities.

Finally, the report urges food companies
to break the cycle of repeating the same
mistakes. It is important to learn from one’s

successes and failures. To stay a step ahead
of customers and their competitors, top
performers capture key learnings from each
new product project and use them to make
strategic modifications to the process.

“The Center of Innovation Excellence’s
work showed us that while most foodser-
vice suppliers rely on product innovation
to grow their businesses, our industry
lacked a trustworthy roadmap to new prod-
uct success,” said Larry Oberkfell, Presi-
dent and CEO, IFMA. “This new report
delivers tried and true methods and helpful
tools that are unique to foodservice.”

“New Product Development: Best Prac-
tices in Foodservice” is available for pur-
chase at ifmaworld.com/CIEBestPractices.
For additional information on IFMA, The
Center of Innovation Excellence and more,
visit www.ifmaworld.com. GN
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sofi Awards
Continued from PAGE 1

journalists. Winners are voted on by re-
tailers who sample the products at the
Summer Fancy Food Show. This year,
2,573 products were submitted to the
sofis in 32 categories. There were a col-
lective 788 entries in the Outstanding
New Product and Outstanding Product
Line categories alone. 

Celebrated New York City chef Marcus
Samuelsson presided over this year’s sofi
Awards ceremony, during which he de-
livered an impassioned speech on the
importance of food to his city and his
country. Musing on his decision to open
his Harlem restaurant Red Rooster in a
city with 20,000 eating establishments,
Samuelsson said that he was forced to
ask himself whether New York really
needed another restaurant. His conclu-
sion was “yes.” As the specialty food in-
dustry continues to grow at breakneck
pace, Samuelsson urged those in atten-
dance that yes, they too needed to keep
developing new products and introduc-
ing them to the market.

This year, sofi Gold Awards were pre-
sented to 35 honorees in 32 categories,
ranging from Outstanding Cookie to
Outstanding Vinegar. Two companies
were lucky enough to receive two
awards each. Point Reyes Farmstead
Cheese Co. won Outstanding Cheese or
Dairy Product for their Toma and also
Outstanding New Product for their

Point Reyes Bay Blue Cheese. Fro-
magerie Belle Chevre won Outstanding
Baked Good, Baking Ingredient or Ce-
real for their Goat Cheese Cheesecake
and also Outstanding Diet and Lifestyle
Product for their Belle & The Bees
Breakfast Cheese. In the two biggest
awards of the evening, the prize for Out-
standing Product Line went to Jeni’s
Splendid Ice Creams, while Outstanding
New Product was a tie between Point
Reyes Farmstead Cheese Co. and Artisan
Biscuits Ltd., honored for their Fine
Cheese Co. Pearls of Pure Goats’ Cheese. 

In the Shelf-Stable Foodservice Prod-
uct Category, Effie’s Homemade won for
their Single Serve Oatcakes. Afterward,
company co-founder Joan MacIsaac said
that she attributed the win, in part, to
the unique relationship Effie’s Home-
made builds with retailers. “I think they
chose us, because we do support our re-
tailers with a lot of samples, so that they
can introduce [Effie’s Oatcakes] to their
customers. I think that’s a big thing,”
MacIsaac said. “And I just think it’s a
good quality product and it’s very
unique. There’s not a lot of tea biscuits
made here in the United States.”

MacIsaac is thankful for her company’s
sofi win and hopes that it will help Effie’s
Homemade get their products into the
hands of more consumers. “I think it will
help us especially with these single
serves, which is more geared toward
foodservice and point of purchase sales,
so it sort of expands our market possibly
even from the gourmet retailer to the

gourmet snack. It’s a great healthy snack
choice,” MacIsaac said.

For Christine Deye, who is responsible
for Marketing and World Betterment Initia-
tives at Jeni’s Splendid Ice Creams, her
company’s award for Best Product Line is
due primarily to one thing: the superior
quality of the product. 

“I think our product line has every-
thing that this show believes in,” Deye
said. “It’s got no stabilizers, no fillers.
There’s nothing unnatural in our prod-
uct. When they’re tasting it, they’re tast-
ing the fruit, they’re tasting the cream.
They’re tasting all of the things that
you’re supposed to be tasting.”

This is the second sofi award for Jeni’s
Splendid Ice Creams. The company won
gold last year in the Outstanding Dessert
or Dessert Topping category for their
Lemon Frozen Yogurt. Deye said that the
team at Jeni’s already knows the positive
impact a sofi Award can have on a spe-
cialty food company, and she is looking
forward to sharing this latest good news
with their retail partners. 

“We’ve already had people coming by
and saying congratulations. And we will
use that in our marketing,” Deye said.
“Last year our lemon won. When we’re
talking about it, one of our talking points
is this won the sofi award last year. That
gives it a little bit of validity, and [retail-
ers] know that their peers have voted it as
a good product.”

A full list of the 2013 sofi Award 
winners is available at www.specialty
food.com/sofi. GN
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Fair Trade
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enabling more companies to participate
than would otherwise be able to do so
under the current standards.

“That’s our hope, that more companies
can participate in Fair Trade and more con-
sumers,” Artham said. “Our hope is to
make things stronger and cleaner.”

According to Fair Trade USA, it is simply
too difficult for some companies to use 100
percent fair trade ingredients in the prod-
ucts they offer, effectively prohibiting these
companies from participating in the fair
trade movement under the standards that
are currently in place. For example, a do-
mestic chocolate company may want to use
fair trade cocoa in their milk chocolate bar.
However, it might be an insurmountable
task for them to source fair trade certified
milk and sugar. If the proposed changes are
implemented, such a company would be
able to display their commitment to fair
trade principles, even though only perhaps
one third of the ingredients in its product
are actually fair trade.

A number of specialty foods retailers
thus far are coming out in favor of this pro-
posal, expressing their hope these changes
will open up the fair trade movement to

greater participation across the board. 
“I really think the fair trade model, for it

to really reach more people, expanding and
maybe (in some people’s interpretation)
loosening some of the standards is a good
thing that’s certainly going to help more
farmers in the end. It’s going to enable the
whole system to grow,” said Brad Kintzer,
Chief Chocolate Maker for TCHO. TCHO
markets a wide range of Fair Trade USA
certified confections, including chocolates
for eating, drinking and baking. For
Kintzer, participating in the fair trade
movement not only enables TCHO to de-
velop strong relationships with the distant
farmers that supply the company’s raw in-
gredients, but it also helps the company
reach out to a socially committed consumer
base. Therefore, allowing more companies
to use a Fair Trade USA Certified Ingredi-
ents label will benefit both the companies
and potentially the planet.

For Gary Guittard, owner of Guittard
Chocolate Company, the proposed changes
to the Fair Trade USA certification process
are a good thing, because they will provide
clarity to consumers who want to know
more about the specific amount of fair trade
ingredients that go into a composite prod-
uct. “I think anything that opens it up and
allows transparency is good,” Guittard said.
“Maybe it might be not good for the long

run, but certainly to get fair trade more ac-
ceptable and transparent, so people know
that the beans are fair trade, but maybe the
sugar isn’t, or maybe the vanilla isn’t—I just
think it makes it more transparent.”

Guittard points out another potential
benefit of these changes: an increase in
overall availability of fair trade certified in-
gredients and products on the market. “The
actual reality of it is that you’ll end up buy-
ing more fair trade,” he said.

Still, these proposed changes have not
been without some opposition. Criticism
has emerged from many who fear that Fair
Trade USA is simply diluting its standards.
“The proposed labeling policy falls below
the standards upheld by the larger fair trade
movement, and are detrimental to the very
concept of fair trade,” said Ariel Vegosen, a
fair trade and social justice activist. “Fair
Trade USA will not require brands to list
the actual percentage of content that is fair
trade. They are also eliminating their pre-
vious policy on commercial availability,
which required brands to use all fair trade
ingredients that are available from a fair
trade certified source. In addition, Fair
Trade USA will exclude dairy from its cal-
culations, instead of just water, which is
more typical.”

Kerstin Lindgren, Campaign Director for
Fair World Project, argues that fair trade

certification is important, because it differ-
entiates for consumers companies that are
committed to social justice and environ-
mental sustainability from companies that
may simply be interested in reaching out to
a certain market segment, and thus may be
making claims that are otherwise unsub-
stantiated.

“If something says that it’s fair, then it
should really be fair, and that should res-
onate with consumers,” Lindgren said. Still,
Lindgren is hopeful that most companies
that are truly committed to fair trade prin-
ciples will not waver in their commitment,
regardless of any changes Fair Trade USA
may make to its certification standards.
“Mission driven companies see business as
a way to do good in the world,” Lindgren
said. “That’s what motivates some of the
truly visionary companies.”

This definitely seems to be the case for
TCHO. According to Kintzer, these changes
are likely to have limited impact on the way
his company does business. “Really we
often say that we’re in a lot of ways beyond
fair trade, because we go beyond the certi-
fication, and we do a lot of work with our
cocoa farmers on the ground, setting up
fermentation systems, drying systems,” he
said. “That benefits the farmer, [and] it
benefits chocolate makers that they’re
working with, including ourselves.” GN

Food and Beverage Companies 
Surpass 2015 Goal of Reducing 
Calories in the United States
The Healthy Weight Commitment Founda-
tion announced America’s top food and
beverage companies have exceeded their
goal of reducing 1.5 trillion calories in the
marketplace in the United States. This an-
nouncement comes three years after a 2010
commitment by the HWCF to the First
Lady’s Partnership for a Healthier America
to reduce calories by 1.5 trillion by 2015.
The HWCF and its 16 food and beverage
corporate partners were able to achieve sig-
nificant reduction in calorie counts by de-
livering new choices and continued great
taste to consumers.

“Our industry has an important role to play
in helping people lead healthy lives and our
actions are having a positive impact,” said
Indra Nooyi, HWCF Chair and Chairman
and CEO of PepsiCo. “We see continued op-
portunities to give consumers the choices
they’re looking for and to work collabora-
tively with the public and non-profit sectors
on initiatives that enable continued progress.”

“Our efforts to help Americans lead
healthy lives are paying off. Consumers
told us what they wanted and we took ac-
tion,” Nooyi said.

HWCF partner companies include Bum-
ble Bee Foods, Campbell Soup Company,
ConAgra Foods, General Mills, Inc., Kel-
logg Company, Kraft Foods, Mars, Incorpo-
rated, McCormick & Company, Nestle
USA, PepsiCo, Post Foods/Ralston Foods,
Sara Lee Corporation, The Coca-Cola
Company, The Hershey Company, The J.M.
Smucker Company and Unilever.

“We continue to thank the First Lady for
her leadership in calling for national action
to end childhood obesity,” said Lisa Gable,
President of the HWCF. “In 2010, we

pledged that we would reduce calories in
the marketplace and we have delivered on
that promise.”

“Today we are seeing an example of what
can happen when the public and private
sectors join forces—you get results,” said
Dan Glickman, former U.S. Secretary of
Agriculture and BPC Senior Fellow. “The
leading food and beverage companies in the
country came together to form this first-of-
its kind foundation because they knew they
could make a difference, and they have.”

“[This] report from the Healthy Weight
Commitment Foundation offers further in-
dication that consumer demand is shifting
toward healthier choices. We are pleased that
HWCF’s participating companies are a key
part of this transformation,” said Larry Soler,
President and CEO of the PHA. “HWCF was
one of the first organizations to sign on with
PHA, which is committed to working with
the private sector to help end the childhood
obesity crisis within a generation. Our part-
ners know that a commitment made is a
commitment kept. It’s part of what makes
them leaders and worthy of praise.”

The Healthy Weight Commitment Foun-
dation, a CEO-led organization, is a national,
multi-year effort designed to help reduce
obesity-especially childhood obesity-by
2015. It is a first-of-its kind coalition that
brings together more than 230 retailers, food
and beverage manufacturers, restaurants,
sporting goods and insurance companies,
trade associations, non-governmental organ-
izations and professional sports organiza-
tions. The Healthy Weight Commitment
Foundation promotes ways to help people
achieve a healthy weight. It focuses its efforts
on two critical areas: families and schools. GN

CPG Companies Striving to 
Reach New Customers through 
Investing in Technology
Retailers and consumer packaged goods
companies are dealing with new rules of
consumer engagement as they seize op-
portunities from advanced technology
and the digitally connected consumer.
This is according to the 2013 Financial
Performance Report by the Grocery Man-
ufacturers Association and PwC US:
“Growth Strategies: Unlocking the
Power of the Consumer.” 

According to the report, in the age of the
digital consumer, leading consumer pack-
aged goods companies and retailers are re-
sponding to and benefiting from the
connected consumer, working to balance
operational quality with technological in-
novation. Top-performing companies see
success by using current technology to
identify their consumers and directly en-
gage with them.

The report explores how numerous dig-
ital channels, accelerated mobile adoption
and a direct-to-consumer approach are
rewriting the rules of retailing and CPG
manufacturing. The report also examines
how companies can seize new opportuni-
ties by creating lasting brand value.

“This report shows that in the midst of
a challenging economy, the food, beverage
and consumer products industry contin-
ues to show great resiliency,” said Pamela
G. Bailey, President and CEO of the Gro-
cery Manufacturers Association. “By pro-
viding consumers with innovative
products and convenient, cutting-edge
shopping experiences, CPG companies
are well positioned to enhance consumer
loyalty and profitability.”

“CPG companies that engage with con-
sumers directly through digital channels

and build out their direct-to-consumer
processes will have the best advantage for
creating new growth,” said Steven Barr, Re-
tail and Consumer Industry Leader for
PwC US. “Fifty-two percent of U.S. con-
sumers are already buying directly online
from brands they trust, proving that CPG
companies now have far greater opportuni-
ties to walk alongside their shoppers in real
time while driving sales of existing and new
products.”

In 2013, more than 40 percent of CPG
companies expect to sell products directly
to consumers, up from 24 percent in 2012.
According to the report, direct-to-con-
sumer is a potent vehicle for testing new
products and reaching out to new con-
sumers faster and more effectively than
ever before, making the retail store aisle no
longer the last mile in the purchase journey.
Flexibility will be essential, as companies
will also need to manage a new set of risks
and security concerns.

The report further delves into how
companies can gain greater understand-
ing of their customers, as it highlights
best-practices for developing loyalists,
determining appropriate social media
channels that align with business goals,
along with successfully identifying target
segments within their organization. The
report includes recommendations on
how companies can improve existing in-
ternal organizational design, talent man-
agement and how to best utilize
partnerships to build quality relation-
ships with consumers.

For an electronic copy of the complete
report, visit www.pwc.com/us/retailand-
consumer or go to www.gmaonline.org. GN
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Trade Show Buzz
Following a multi-year reorganization and
rebranding, the summer 2013 edition of NY
NOW®, the Market for Home & Lifestyle
(formerly NYIGF®) will debut August 17-
21, with its more than 2,800 exhibitors,
100,000 products and more than 400 prod-
uct categories showcased in four new mar-
ket collections: HOME, LIFESTYLE,
HANDMADE and NEW! The show will also
introduce a synergistic new exhibit floor lay-
out, as well as extended show hours.

“This is one of those ‘pivotal’ moments
in time for our industry,” said Christian
Falkenberg, NY NOW Director and GLM
Senior Vice President. “New York’s market
has evolved and improved considerably
over the past few years, and this summer
we are proud to introduce NY NOW, the
Market for Home & Lifestyle, a more
buyer-friendly, better-defined marketplace
for fashion-forward, design-driven home
and lifestyle resources.”

The summer 2013 market, which runs
Saturday, August 17, through Wednesday,

August 21, will be held across two venues:
New York City’s Jacob K. Javits Convention
Center and Passenger Ship Terminal Pier
94. Beginning this summer, the show hours
have been extended. It will now run from
9 a.m. to 7 p.m. on Sunday and Monday, al-
lowing buyers additional time to source
and shop the reorganized exhibit floor.

Each of the four collections incorporates
concentrated product sections. NY NOW
HOME will include Tabletop + Gourmet
Housewares, Home Furnishings + Textiles,
and Accent on Design®. NY NOW
LIFESTYLE has four distinctive sections:
Baby + Child, Gift, Personal Accessories
and Personal Care + Wellness. NY NOW
HANDMADE continues to distinguish re-
sources by process and provenance, posi-
tioning companies into two sections:
Handmade® Designer Maker and Hand-
made® Global Design. NY NOW NEW!
consolidates market newcomers across the
home and lifestyle product spectrum and is
located on Pier 94.

Beyond exhibits, a full schedule of educa-
tional seminars and after-hours entertainment
will be offered for NY NOW participants.
More than 40 sessions will address current
trends in color and design, importing, social
media, sustainability, marketing and retail
strategies. Sponsors, moderators and panelists
include representatives from leading trade and
consumer media outlets, as well as support
from industry associations such as Accessories
Resource Team, Craft Retailers & Artists for
Tomorrow, Day Spa Association, Fashion
Group International, Gift & Home Trade As-
sociation and International Furnishings &
Design Association.

Additionally, a partnership with Work-
man Publishing will bring three best-selling
authors, representing a variety of lifestyle
genres including food, nature and humor,
to conduct readings, discussions and book-
signings. Authors set to participate include
Susan Spungen, author of What’s a Hostess
to Do?, Kathryn Petras, author of Don’t
Forget to Sing In the Lifeboats and Jennifer

S. Holland, author of Unlikely Friendships.
Additional special events at this year’s show

will include the 62nd Annual Retailer Excel-
lence Awards on Sunday, August 18, NY
NOW’s popular “Night on Broadway” on
Monday, August 19, a guided walk of New
York’s High Line elevated public park on Au-
gust 17, and also free market week admission
to the Museum of the City of New York. Com-
plete information and registration is available
online at www.nynow.com/programs.

NY NOW, the Market for Home &
Lifestyle, will run Saturday, August 17,
through Wednesday, August 21 at New
York City’s Jacob K. Javits Convention Cen-
ter and Passenger Ship Terminal Pier 94.
NY NOW’s four comprehensive collec-
tions—HOME, LIFESTYLE, HANDMADE
and NEW!—will encompass 100,000 prod-
ucts in more than 400 product categories.
Some 35,000 attendees from all 50 states
and more than 80 countries worldwide are
expected. Information and registration is
available online at www.nynow.com. GN

Rebranded NY NOW Market to Feature 
100,000 Products in More Than 400 Categories

British Food
Continued from PAGE 1

that they know that these are made by
small niche family businesses working in
small rural areas where you will have
completely impeccable traceability of raw
material and very reliable systems of pro-
duction,” Paterson said. “You’re not buy-
ing anonymous meat products washing
around the world commodities circuit in
gray frozen blocks. These are local mate-
rials converted very rapidly into top class
products and sold by the people who
bought the material, who converted them
into a food product and who actually
shipped them and marketed them. I
think that’s really attractive to many
American consumers.”

Nina Uppal, Owner of New York Delhi,
a British snack company most famous for
its ViP Nuts brand, echoes Paterson’s sen-
timents. “There is such a desire for good
food, for quality food and for innovation
in food as well. You get all of that in the
U.K.,” Uppal said. “The British brand
alone draws so much attention from

around the world, and that’s the impres-
sion we get wherever we go…People want
to know what the Brits are doing next.
That’s what we see. We not only offer the
quality, but it’s also the innovation. Those
are really the two things that you need
when it comes to great food.”

Unfortunately, for British companies
anxious to enter the U.S. market and reach
out to a brand new consumer base that is
increasingly hungry for U.K. imports, there
are potential roadblocks as well. Navigating
U.S. regulations, getting FDA approval and
filling out necessary paperwork can be se-
rious challenges to small food companies
hoping to introduce their products to the
United States. However, Paterson empha-
sizes that his office and the U.K. govern-
ment are committed to helping small
companies overcome these obstacles, and
he sees nothing that is truly insurmount-
able for companies that are committed to
navigating the process.

For Paterson, the biggest challenge
British food companies will face is find-
ing the right American partners to help
them get their products into the hands 
of consumers. 

“I think the challenge is finding a good
distributor and a good agent who they can
work with,” he said. Uppal cites the same
issue, saying her biggest concern is “getting
a credible importer, somebody that under-
stands your product, who is passionate
about your product, and can get the right
sort of distribution for it as well.”

Looking to the future, U.S. specialty food
retailers are anxious to predict what might
be the next major food trend to emerge
from Great Britain. Both Paterson and
Uppal have their own predictions for what
foods, flavors and fashions are sure to show
up next in the international aisles of gro-
cery stores across the United States.

For Paterson, the one trend really domi-
nating the British food scene today is the
use of particularly strong, bold flavors. He
joked, “With deepest respect to American
chocolate…It does tend to be a bit bland
compared to our chocolate. And I think
bland might be another adjective one could
apply to American cheese.” Taking a more
serious tone, Paterson continued, “I think
there is interest in quite strong flavored
products. [British] chocolate is really
strong. There’s [also] quite a lot of hot

products, chili products.”
Uppal points to the growing interest

among British consumers in eating health-
ier, cleaner foods. “The huge emphasis is
on natural and non-GMO. People are very
specific about what they’re eating. They’re
very aware of what they’re eating and what
goes into their food,” she said. “So I think
the cleaner the ingredient, the better…It’s
not so much the organic thing, though I be-
lieve that’s still popular, people just need to
be reassured that what they’re getting, it’s
nutritious. It’s good. It’s clean. That’s what
they’re looking for.”

Paterson hopes to be able to promote
increased trade between the United States
and the United Kingdom, recently meet-
ing with officials in Washington D.C. in
an effort to promote a potential free trade
agreement between the two nations. En-
suring that the recent successes experi-
enced by British specialty food companies
in this country are not merely the evi-
dence of a fleeting fad but rather repre-
sent the beginnings of a long and fruitful
relationship will require sustained work
on the part of government officials and in-
dustry leaders alike. GN

Groceries
Continued from PAGE 1

adopt digital solutions,” said Hudson
Smith, Principal at HGGC, a MyWebGrocer
investor, in a release. Smith said he thinks
“new eCommerce-focused entrants seek-
ing to take share from traditional grocers”
can look to online grocers both to shop
online and enrich brick and mortar expe-
riences via digital offerings.

MyWebGrocer is not alone in the push
to move the grocery industry online.
Founded in 1989, online grocery ordering
and delivery service Peapod now serves
customers in Illinois, Wisconsin, Indiana,
Maryland, District of Columbia, Virginia,
Massachusetts, Connecticut, Rhode Island,
New Hampshire, New York, New Jersey
and Pennsylvania. Peapod offers a unique

online grocery shopping option that fits
into consumers’ busy lives. 

“In a time when schedules are more de-
manding than ever, Peapod offers more
than an online shopping service—it’s a
lifestyle solution,” said Bradley Porter, Pea-
pod’s Director of Marketing. “And it’s evolv-
ing to help people knock out their grocery
shopping wherever and whenever they’d
like via a Peapod mobile app, virtual stores,
and more.”

Peapod is expanding convenience with
home delivery or drive-through-style
pick-up. Same day, next day and advance
scheduling are available, accommodating
“anytime, anywhere” grocery shopping
with a handy mobile app and virtual
stores. Peapod also adds value with built-
in sorting features for nutritional require-
ments and a ‘checkout counter’ that helps
manage spending as you go. In a Con-

sumer Reports study from fall 2012 on
how online grocery shopping eases gro-
cery bills, Peapod.com topped the list as
a money-saving site where shoppers can
spend less and get more.

In addition to dedicated online grocery
services like Peapod, food retailers are also
utilizing other online venues, not usually
known for their edible offerings. This in-
cludes online megastore Amazon. 

Daphna Havkin-Frenkel’s business,
Bakto Flavors, started in 2006 with a few
options but has since expanded to several
dozen gourmet spice and flavoring op-
tions that move far past the company’s
initial vanilla starting point. The growth
of Bakto Flavors has been in part due to
the availability of the company’s products
on Amazon. With Amazon behind the
company’s sales, the former small shop
now has global customers.

Bakto Flavors still utilizes brick and mor-
tar stores in the New York City area to
reach consumers, but the company’s pro-
prietary website sales, partnered with the
sales it makes on Amazon have made the
Internet the company’s biggest overall sales
forum, according to Havkin-Frenkel.

Of course, despite the growing trend of
online grocery sales, experts are quick to
point out that time honored physical trips
to the grocery store are not going away
any time soon. Still, retailers and CPG
companies that are not yet online would
be wise to consider this as an important
venue for future sales. “While weekly
trips to the grocery store are a time-hon-
ored tradition, consumers in 24 markets
across the country are eating up the idea
of online shopping...where hand-picked,
hand-delivered groceries are always just a
click away,” said Porter. GN
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I’m not ashamed to admit
that at a recent wine and
cheese tasting hosted by
the Cheeses of France
Marketing Council at the
Summer Fancy Food
Show, I ate about a half
pound of cheese in 15

minutes. After a day spent at the show
grazing among countless booths that of-
fered samples of every kind of cheese
imaginable, it would stand to reason that
my appetite for triple-cream-anything
would have been permanently ex-
hausted. But that expectation would have
been a mistaken one.

The diversity of cheeses offered at the
reception was truly remarkable, and I
could not help but attempt to try at least
a bite of everything. Twenty different
French cheeses were presented on tables
scattered around the room, including
everything from fromage frais to Châte-
lain to d’Affinois to Saint Félicien. It was
a cheese lover’s paradise.

It seems that with cheese, there can
never be enough variety. Even at an av-
erage-sized grocery store, shoppers can
easily expect to find at least 100 or more
varieties in the specialty cheese case. Yet,

despite the ever-increasing diversity of
cheeses available to today’s consumer,
cheese makers are continuing to innovate
the category, developing and marketing
creamy new products every single day

In his keynote address at the 2013 sofi
Awards, Marcus Samuelsson said even
though he knew there were already more
than 20,000 restaurants in the city of
New York, he made the decision to open
his Harlem eatery Red Rooster anyway.
He was operating under the presumption
that there was still room enough on the
Big Apple food scene for one new restau-
rant. Samuelsson told the audience that,
just as there was room for his restaurant
to become a success in New York, there
is always room in the gourmet food mar-
ketplace for one more product. Speaking
to thunderous applause, Samuelsson
urged those present to keep working and
keep dreaming up exciting new specialty
food and drink products.

At Gourmet News, it often seems that
we learn about at least a dozen new prod-
ucts every day. Yet, hardly an afternoon
goes by without me excitedly turning to
someone else in the office to tell him or
her about some new sauce or snack or tea
or (yes) cheese that I can’t wait to try. I

think that sharing these exciting new
products with the readers is one of the
most fun things about being the editor 
of a gourmet food publication, and it
must also be one of the things that any
specialty retailer relishes about her or his
job as well.

In this issue, I am especially excited by
the fun new products that we are featur-
ing in our special section on pastas and
sauces. I can not wait to get my hands on
the La Piana Vegetarian Bolognese sauce,
made with Italian soy, or the Black Truffle
Marinara from MarDona. Delicious!

There are fun things in the buyers
guides on Desserts and Dessert Toppings
and Jams, Jellies and Preserves as well. I
can’t tell you how good the Peach, Pecan
and Amaretto Preserves from The Great
San Saba River Pecan Company or the
Clementine Sandwich Cookies from
Vanilla Bean Unique Cookies sound.
Read through the issue, and I am sure
you will walk away with at least a hand-
ful of products that you can’t wait to
share with your customers as well. GN

– Lucas Witman, Editor
520.721.1300

lucas_w@oser.com

FROM THE EDITOR

http://www.gourmetnews.com
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Giftware

Vanilla Bean 
Unique Cookies
Your customers are always looking for new gift
ideas. Offering Vanilla Bean Unique Cookies gives
them a gourmet solution. From hostess gifts to
corporate gifts, Vanilla Bean’s cookies meet your
customers’ needs. In the gourmet cookie market,
Vanilla Bean Unique Cookies stand out from the
rest because of the company’s creative flavor
combinations. Vanilla Bean has transformed the
traditional cookie into something exceptional.
Customers appreciate a quality product like Vanilla
Bean Unique Cookies because the team at Vanilla
Bean believes in using the freshest and finest in-
gredients in a deliciously innovative way. The
product line from Vanilla Bean Unique Cookies in-
cludes six cookie varieties: Cherry Chip Cordial is
rich and chewy, made with chunks of maraschino
cherries and semi sweet chocolate. Chocolate Tof-
fee Chip with Salted Pecans is extra indulgent with
a soft interior and crunchy exterior. Chocolate
Chilean is soft and chewy with a blend of spices
adding a little “heat.” Lemon Ricotta is light and
fluffy with a hint of lemon, garnished with a lemon
zest glaze. Margarita Sandwich Cookie is a classic
shortbread, rimmed with coarse sugar and salt
and infused with tequila, fresh lemon and lime
zest. Finally, the Clementine Sandwich Cookie fea-
tures orange buttercream sandwiched between or-
ange shortbreads, rimmed with coarse sugar,
infused with orange vodka and orange zest.

For more information on Vanilla Bean Unique
Cookies, visit www.vanillabeanchefs
.wordpress.com, or call 888.498.4502.

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 Fu-
sions 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.

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 Tavern
True Jamaican Rum Cakes. Carefully crafted
recipes derived from generations of Jamaican tra-
dition have produced a rum cake so flavorful, so
powerful, it has quickly gained a reputation as the
best tasting rum cake available anywhere. Moist,
buttery texture and a rum soaked glaze add deli-
cious detail that makes all other rum cakes walk
the plank. Now baked in five distinct and unforget-
table flavors: Red Velvet Rum, Rum Raisin, Choco-
late Rum, Caramel Rum and traditional Butter
Rum. Each has its own unique taste characteris-
tics but all with the unmatched flavor of true Ja-
maican rum. Wicked Jack’s Cakes are available in
4-oz., 20-oz. and 33-oz. sizes. Wicked Jack’s Tav-
ern also offers up a line of hand roasted coffees.

For more information, contact Aroma Ridge 
by phone at 770.421.9600 or 800.JAVA.123 or
visit www.wickedjackstavern.com.

The Hungry Games 
(Improve Your 
Chowcabulary) 
by Peter Sachs
Peter Sachs’ The Hungry Games (Improve Your
Chowcabulary) is a food word puzzle book. In-
side, readers will find a compilation of wondrous,
fun and challenging word puzzles to test their
food knowledge. There are word matching puz-
zles, searches, culinary anagrams and new, inno-
vative morsels that will feed your brain. If you
think that you know a great deal about the world
of food or simply have the appetite to learn more,
pick up The Hungry Games. Play games like:
Pasta or Opera? One Day My Quince Will Come,
Hang the Chef, Condimental, SeoulFood, Gastro-
grams, Foodonyms, A World Cheezle, One From
Column A and Spicy Wordwich.  The Hungry
Games (Improve your Chowcabulary) sells for a
MSRP of $10.95 and has a wholesale price of
$5.40. Check out the reviews on Amazon (simply
Google ‘chowcabulary’)! 

For more information, contact author Peter
Sachs by email at chowcabulary@gmail.com
or by phone at 310.200.8691.

http://www.halladays.com
http://www.chicagocoffee.com
mailto:antichisaporius@gmail.com
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BRIEFSUS Foods Opens Nation’s Third 
CHEF’STORE in Columbia, S.C.
US Foods has opened the country’s 
third CHEF’STORE in Columbia, S.C.
CHEF’STORE is a wholesale food and
restaurant supply store featuring an assort-
ment of more than 4,000 pantry staples,
specialty products and other must-have
items for chefs, restaurant owners and
other food industry professionals.

“Restaurants operate seven days a week
and with CHEF’STORE chefs and restau-
rateurs can now have access to all the US
Foods products and other items they need
to keep their kitchens running smoothly
every day of the week,” said David
Schreibman, Executive Vice President of
Strategy and Business Development for
US Foods. “Designed with our customers
in mind, CHEF’STORE features every-
thing from fresh produce and meats to

cookware and makes getting the right
products at the right prices easier than
ever for chefs and restaurateurs.”

The 37,000 square-foot store employs
about 30 local residents, and membership
is free. CHEF’STORE is conveniently lo-
cated at 655 St. Andrews Road in Columbia,
easily accessible from anywhere in the area.

“Chefs and restaurant owners in Colum-
bia are always on the go and they are look-
ing for a more convenient, quicker way to
get everything they need,” said Bob Stout,
President, US Foods Southeast Region.
“CHEF’STORE features an intuitive layout
and wide aisles for fast, easy maneuvering
and check out.”

Food safety is a top priority for US Foods
and the temperature controlled areas in the
store ensure that food is always kept at its

proper temperature. In addition, through
its Stay Cool™ program, CHEF’STORE
provides complimentary frozen gel packs
and offers cooler bags and other products
to ensure proper food temperature when
customers transport perishables.

The first CHEF’STORE opened in
Charlotte, N.C. in November 2012, fol-
lowed by the second in Oklahoma City in
February 2013. Both have received posi-
tive responses from the local restaurant
industry and broader communities. Pro-
viding convenience to Charlotte and
Oklahoma City restaurateurs and adding
many jobs to the local economy, CHEF’-
STORE continues to be a valued part of
these business communities.

To learn more about CHEF’STORE, visit
www.usfoods.com/chefstore. GN

Nibblins Celebrates a Decade of 
Helping its Community Make 
Great Culinary Experiences at Home
BY LORRIE BAUMANN
Susan Dolinar’s Nibblins store is located in
rural Winchester, Va., about 70 miles
northwest of Washington, D.C. Nestled in
the Shenandoah Valley near the Blue Ridge
Mountains, it is where Virginia, West Vir-
ginia, Maryland and Pennsylvania come to-
gether. The town of about 25,000 people is
home to commuters who work in Washing-
ton as well as people who both live and
work locally. The town sees frequent
visits from tourists who stop by during
their tours of nearby Civil War battle-
fields as well as college students from
Shenandoah University and people
from surrounding rural areas who pre-
fer to shop in the smaller city as op-
posed to the Washington metroplex.

“We’re in sort of a rural area, so we
draw people from an hour away,” says
Owner Susan Dolinar.

Nibblins, located in the Rutherford
Crossing shopping center, is celebrat-
ing its 10th anniversary this year. Started as
a holiday-season cart that operated in a
local shopping mall, Nibblins now has
about 4,500 square feet of display space for
kitchenware and specialty food products,
including a candy counter that does a brisk
trade in house-made fudge. (Dolinar actu-
ally makes the fudge herself in a nearby
commercial kitchen.) “It’s amazing how
many people like fudge,” she says.

The shop also has a 600-sq.-ft. kitchen
where classes are offered for both children
and adults. This summer, Nibblins is of-
fering very successful children’s day

camps, each with its own culinary theme.
For June’s Italian-themed day camp,
youngsters aged 8 to 12 made pizza and
stromboli from scratch. “They were there
with their hands in the dough, mixing the
oil into the flour with their fingers,”
Dolinar says. “With kids, I have them do
as much as possible with their hands,
while with adults I might teach them how
to use the food processor.”

“Even the picky eaters ate everything
they made,” adds Nibblins Marketing Di-
rector Elise Stine. “The parents sneaked in
early and tried to sneak bites off the kids’
plates, and then they wanted the recipes.”

In July, the kids’ camp concentrated on
American foods, while August’s kids’ camp
has an international theme. Adult classes
cover a wide range of topics, with titles like
“Oodles of Noodles,” “The Thrill of the
Grill” and “Tribute to Julia Child.” 

The classes are taught by local chefs and
caterers. The Thai cuisine instructor is a
woman whose husband was a missionary

in Thailand for 17 years. An Indian woman
with a pastry degree teaches both Indian
cooking and pastry. Other classes are
taught by a local food blogger as well as
other members of Nibblins staff. “Almost
everyone who works here has some sort of
culinary training,” Stine says.

Outside the class kitchen, the store sells
both gourmet foods and professional cook-
ware, including Bakers Edge, All-Clad, Le

Creuset and Revol. Shun knives are
particularly popular. “We actually
outfit most of the chefs in the area
with their knives,” Stine says.

The gourmet food items offered
include products from Robert Roth-
schild Farm, Jelly Belly and
Stonewall Kitchen. However, Nib-
blins also offers a number of prod-
ucts that are made locally, many for
which Nibblins is the exclusive re-
tailer. These products feed Virgini-
ans’ hunger for buying local,

Dolinar says.
Local products include creamed honey

made by the monks at Holy Cross Abbey
and sold under the Monastery Honey
brand, hot sauces and buffalo sauces for
chicken wings concocted by local chefs,
Virginia peanuts sourced from Feridies,
Route 11 potato chips that are made just
a few minutes down the road and jams
with interesting flavors from The Essen-
tial Table. “It’s really kind of fun; we’re the
first retailer to carry it,” Dolinar says of
The Essential Table jams. “Virginia’s big
on buying local.” GN

Stonewall Kitchen Store
Within a Store Added 
to Macy’s in 
Burlington, Mass. 
Maine based specialty food manufacturer and
retailer, Stonewall Kitchen recently created a
store within a store at the Macy’s location in
Burlington, Mass.

“This is a wonderful partnership and
opportunity,” said Natalie King, Executive Vice
President of Stonewall Kitchen. “We have
partnered on smaller presentation displays in
Macy’s across the country and have received
positive feedback from guests. This particular
build-out is our largest at 18 feet. Replicating
our retail company stores, the build-out is
beautiful, branded and maximizes floor space for
increased brand and product visibility. Each build-
out and presentation is thoughtfully crafted and
custom designed, making it easy to merchandise
while providing easy access for guests.”

In the fall of 2012, Macy’s repurposed a
portion of its foodservice space and expanded
its gourmet food department by adding a
Stonewall Kitchen shop and full window display
in its State Street location in Chicago. Macy’s
also updated a section of its downtown
Minnesota store and featured Stonewall Kitchen
with two prominent holiday window displays. In
2013, Macy’s and Stonewall Kitchen expanded
the gourmet food business department by adding
four Stonewall Kitchen branded cabinetry units
in stores in Portland, Maine, Pittsburgh, Pa,
Memphis, Tenn. and Peabody, Mass. 

“We look forward to continuing our
partnership with Macy’s,” King said. “They have
been wonderful to work with and have a strong
passion for making specialty food a part of
their guest culinary shopping experience.”

Kings Food Markets Tees
Off for Hunger Relief
Kings Food Markets announced that its Third
Annual Charity Golf Classic, which benefits its
“Act Against Hunger” initiative, will be held
Thursday, August 15. The tournament brings
together Kings and its industry partners to raise
support for programs that provide hunger relief
services in communities throughout New
Jersey, New York and Connecticut.

“We are so proud to host our Annual Golf
Classic in support of our ‘Act Against Hunger’
initiative,” said Judy Spires, President and CEO,
Kings Food Markets. “As a company dedicated
to feeding families, we and our partners are
serious about our role in ending hunger, and
this Golf Classic helps us do just that.”

Kings’ Annual Charity Golf Classic will take
place at the distinguished Crystal Springs
Resort in Vernon Valley, N.J., and will include
a delicious brunch menu, cocktail hour, buffet
dinner and an award presentation highlighting
leaders in the community and their dedicated
efforts supporting hunger relief. Attendees will
also enjoy complimentary green fees and use
of a power cart. 

All proceeds from the Annual Charity Golf
Classic will be donated to help increase hunger
relief awareness and education throughout the
year. Past organizations that have benefited
from the annual event include Community
FoodBank of New Jersey, Community Hunger
Outreach Warehouse, Center for Food Action,
Table to Table and Neighbor to Neighbor.
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Designed to meet the increasing demand
for healthy food products at a great price,
Target is introducing Simply Balanced, a
new food collection within its owned brand
portfolio.

The Simply Balanced collection is
crafted to be free of artificial flavors, col-
ors and preservatives, and avoids high
fructose corn syrup. The collection never
uses trans fats, is mindful about the
amount of sodium in each product, and
40 percent of the products are organic.
The product line gives guests more of the
simple, recognizable ingredients they
know and want, as well as a food label
they can understand.

As a wellness brand built on purity
and simplicity, Simply Balanced products

exclude 105 common food additive in-
gredients, and the vast majority of the
items within the collection are made
without GMOs. As part of Target’s com-
mitment to wellness, the Simply Bal-
anced collection will eliminate all GMOs
by the end of 2014.

The Simply Balanced collection offers
nearly 250 products across snacks, pasta,
beverages, frozen seafood, dairy and ce-
real. The collection ranges in price from
$1 for water to $14.99 for seafood. Key
nutrition attributes are highlighted on
the front of Simply Balanced packages to
help guests find the products that meet
their individual nutrition goals and well-
ness lifestyle needs.

The new Simply Balanced collection is

replacing two subsets of the Archer
Farms brand: Archer Farms Simply 
Balanced and Archer Farms Organic.
Many of Target guests’ favorite products
from those labels will now be included
in the Simply Balanced collection, along
with delicious new food products. With
many consumers increasingly seeking 
to add wholesome and organic food 
options to their wellness lifestyle, 
Target hopes to offer a unified collection
where guests can find these attributes in
one place.

Simply Balanced products are available
now in Target’s grocery aisles, with the
full collection rolling-out over the next
several months. For additional informa-
tion, visit www.target.com. GN

Target Introduces New Grocery 
Wellness Brand, Simply Balanced

Walmart is rolling out a 100 percent
money-back guarantee and making
changes across produce sourcing, training
and operations that will ensure the quality
and freshness of the fruits and vegetables
that it offers customers. 

“We’re listening to our customers and
delivering on our promise to offer great
produce at the most affordable price,” said
Jack Sinclair, Executive Vice President of
the Food Business for Walmart U.S. “We
are so sure our customers will be pleased
with the fruits and vegetables they buy in
our stores, they can receive a full refund if
they aren’t completely happy.”

The retailer’s initiative includes several
new commitments. First, Walmart is
committed to delivering produce from

farms to store shelves faster by purchas-
ing fruits and vegetables directly from
growers and leveraging Walmart’s pro-
duce experts, distribution centers and
trucking systems. Second, the company
will conduct independent weekly checks
in its more than 3,400 Supercenters,
Neighborhood Markets and Express
Stores that sell produce. Finally, Walmart
is launching Fresh Produce Schools and
other expanded training programs to ed-
ucate its 70,000 associates about how
best to merchandise fruits and vegetables.

To improve quality and freshness, Wal-
mart has hired produce experts to work di-
rectly with farmers in the key growing
regions where the company has produce-
buying offices. Building long-term partner-

ships with farmers while having Walmart
associates in the regions where produce is
grown has made it possible for the com-
pany to select farmers who grow the best
fruits and vegetables. As part of this pro-
gram, Walmart works closely with local
growers in the United States to fulfill its
commitment to double the company’s sales
of locally grown produce by December
2015.

“Empowering our associates with the
tools to guarantee our produce quality is a
critical component to our 100 percent
money-back guarantee,” Sinclair said.
“These efforts, combined with the weekly
produce checks and operational changes,
will ensure our customers bring home the
freshest fruits and vegetables.” GN

Walmart Launches Fresh Produce 
Guarantee in U.S. Stores

Meijer recently opened two new 190,000-
sq.-ft. supercenters in Northern Indiana.
The Portage and Warsaw stores will create
more than 500 new jobs and provide local
residents high quality products, fresh pro-
duce and a full-service pharmacy.

With 32 stores throughout Indiana,
the new locations are built to Leadership
in Energy and Environmental Design
standards and are the latest in a $200
million investment this year that in-
cludes the construction of six new Mei-
jer supercenters, extensive remodel
projects for five additional stores in
Michigan and Illinois and major up-
grades to two distribution complexes.
The Grand Rapids, Mich.-based family-
owned retailer, which opened its first

store in 1934, now has more than 200
stores throughout the Midwest.

“Our team has worked very hard to get
these supercenters ready and we’re ex-
cited to bring the Meijer experience to
our new neighbors in Portage and War-
saw and the surrounding communities,”
said Meijer Co-Chairman Hank Meijer.
“We feel at home here, and we believe it’s
important to continue to focus on the
communities where we’re located.
Whether it’s through donations to local
organizations or in supporting farmers
across the Midwest, we’re focused on
growing together with our customers.”

Meijer says the new supercenters will
offer more than 600 high quality varieties
of fresh produce, a meat department that

offers neighborhood butcher shop service
with custom cuts of high quality meats and
a bakery that carries fresh bread baked four
times a day.

“As a pioneer of one-stop shopping,
we’ve always strived to offer easy, afford-
able solutions to our neighbors and look
forward to bringing value to all of North-
ern Indiana,” Meijer said. “Whether it’s
a quick meal for the family, getting your
yard ready for summer or seeking an-
swers about a nagging health concern,
these supercenters represent our ongoing
commitment to help provide a healthier
balanced lifestyle for anyone who steps
through our door.”

Learn more about Meijer at
www.meijer.com. GN

Meijer Opens New Supercenters in Northern Indiana

United Supermarkets
Debuts New Look, 
Logo at Snyder, 
Texas Location
Guests of United Supermarkets’ Snyder, Texas
location will soon be the first to see the company’s
fresh new logo and redesigned look, as the store
completes its remodeling efforts.

Guests at the United Supermarkets location in
Snyder will notice a brand-new décor package
featuring vivid colors that are “active and
engaging,” according to Monica Schierbaum,
Senior Director of Marketing for United
Supermarkets, LLC. Snyder will be the first store
to receive the new décor as well as a new
company logo. “We are excited about the new
look we are introducing this year for our United
brand, and we are thrilled to be rolling it out first
in our Snyder store,” Schierbaum said. 

The most noticeable change to the new logo
is the addition of a single star at the center,
emblematic of the Lone Star State. “We are a
Texas company, and we’ve always been inspired
by the spirit, independence and self-sufficiency
of Texans,” Schierbaum said.

Tops Friendly Markets
Completes Acquisition
Of Four Big M Stores
Tops Friendly Markets, a leading full-service
grocery retailer in upstate New York, northern
Pennsylvania and western Vermont, completed
the acquisition of four Big M supermarkets.

In March, Tops entered into an agreement with
the Bonisteel family to acquire four Big M
Supermarkets located in Boonville, Watertown,
Sandy Creek and Adams, N.Y. This acquisition
expands Tops’ footprint further into areas of
northern and central New York State and follows
Tops’ previous acquisition of three Big M
supermarkets located in Elbridge, Mexico, and
Jordan, N.Y. earlier this year.

Tops Markets, LLC, is headquartered in
Williamsville, N.Y. and operates 159 full-service
supermarkets. With more than 15,000 associates,
Tops is a leading full-service grocery retailer in
the region in which it operates. For more
information about Tops Markets, visit the
company’s website at www.topsmarkets.com. 

NYC’s Fairway Market
Opens Patio Grill Now
through End of Summer
Guests at the Fairway Market located at 450-500
Van Brunt St. in Brooklyn, N.Y., can choose
barbecue chicken, burgers, baby back ribs, fried
shrimp, lobster, lamb sausage, chicken sandwiches
and more every weekend from now through the
end of the summer. The supermarket’s waterfront
patio grill is now open and ready for business.

The Fairway Patio Grill is located on the
waterfront overlooking the Statue of Liberty in
Red Hook, featuring a delicious menu of classic
barbecue fair, expertly prepared by Chef Mitchel
London and his staff. A special bonus for guests
visiting a grill that is also a market, customers at
Fairway Patio Grill have the option to buy any type
of meat in the store and at retail price and then
have London and other Fairway employees cook
it on the grill for no additional cost. 

The grill is open every Saturday and Sunday
from noon to 8 p.m. For more information, visit
www.fairwaymarket.com or call 718.694.6868.
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BRIEFSRobert Rothschild Farm Acquires Certain 
Assets and Brands of Tulocay & Co.
Robert Rothschild Farm has acquired the
sauce, dipping oil, marinade, condiments
and rub business of Tulocay & Co., an
award-winning premium food manufac-
turer located in Napa Valley, Calif. Tulocay
& Co. consists of a family of brands and
products that allow everyone to enjoy
meals created with flavorful and all-natural
ingredients. The brands include “Made In
Napa Valley,” “Vineyard Pantry,” and vari-
ous other products.

“This is consistent with our plan to
grow both organically and by acquisi-
tion,” said Jim Gordon, President of
Robert Rothschild Farm. “We look for-
ward to continuing to bring our cus-
tomers the finest in gourmet, open and

serve products that they have come to ex-
pect from Robert Rothschild Farm.”

Robert Rothschild Farm will have the
opportunity to enhance their production
capabilities with the acquisition of these as-
sets and brands of Tulocay & Co. Gordon
anticipates growth into new categories of
foods and expanded product offerings.

With the completion of this transac-
tion, Tulocay & Co. will devote all its at-
tention to the growth of its Nature’s
Habit branded and Private Label granola
and healthy snacking and cereal busi-
ness. “This is a growing market in which
Tulocay is well positioned in a number
of channels including grocery, conven-
ience, specialty and export,” said

Richard Long, President and Owner of
Tulocay & Co.

Robert Rothschild Farm, a family-
founded company in Urbana, Ohio, is the
manufacturer of award-winning specialty
foods including dips, preserves, mustards,
salsas, gourmet sauces, spreads, condi-
ments, dry mixes, syrups, oils, vinegars,
fruit spreads, coffees and dessert toppings.
Recognized for bold flavors and expert
blending, Robert Rothschild Farm’s open
and serve products are ideal for busy, yet
discerning hosts and cooks. Robert Roth-
schild Farm products are available in more
than 5,000 specialty food stores nationwide
and at www.robertrothschild.com or by
phone at 800.356.8933. GN

Jelly Belly Announces Front-of-Package Labeling
Jelly Belly Candy Company announced it
will implement voluntary front-of-package
nutrition labeling on its most popular
packaged products. Front-labeled packages
will begin appearing on shelves in fall
2013. The company is committed to taking
steps to provide nutrition information in a
manner that is easily understandable for
the consumer.

The new front label will highlight infor-
mation such as calories and fat content. By
providing the information up front, Jelly
Belly joins the National Confectioners As-
sociation and other manufacturers in sup-
port of adopting a method that helps

consumers easily access information nec-
essary to make decisions about their diets.

“Front-of-package labeling is the future
of our industry, and Jelly Belly Candy
Company is committed to being an early
adopter of this movement,” said Bob
Simpson, President and COO of Jelly
Belly and Chairman of the National Con-
fectioners Association. “Transparency and
clear communication on the part of the
manufacturer allow consumers to make
informed choices when the moment for a
sweet treat strikes.”

Jelly Belly beans are four calories per
bean, with an average 40 grams serving

size of approximately 140 calories. In ad-
dition to their low calorie count, Jelly
Belly jelly beans are fat free, peanut free,
dairy free, gluten free, vegetarian and OU
Kosher certified.

Retailers can expect updated packages to
ship with regular orders beginning later in
the year. For more information about 
Jelly Belly jelly beans and other confections
by Jelly Belly, retailers can call 800.323.9380.
Find Jelly Belly online at www.jellybelly
.com, on YouTube at www.youtube
.com/jellybelly, on Facebook at www.face-
book.com/jellybelly and on Pinterest at
www.pinterest.com/jellybelly. GN

Alef Sausage: All-Natural, 
European-Style Sausage in America
BY HANNAH HOLLINS
Thirteen years ago, Alef Sausage company
was created with the aspiration to pro-
duce European-style sausage in the
United States. “We couldn’t find it be-
fore,” says Alec Mikhaylov, Owner of Alef
Sausage. Mikhaylov came from Donetsk,
Ukraine in 1992, where he was a con-
struction engineer. “All my life in
Ukraine, I loved to cook things, to cre-
ate.” Upon his arrival to the United States,
Mikhaylov longed for an authentic taste
of Europe—one he knew he could create.
He switched professions in order to “do
something about making a product that
[he] couldn’t find in the stores.”

Initially, the brand operated production
in a 2,000-sq. ft., USDA-inspected plant in
Mundelein, Ill. It was at this location that
Alef Sausage got permission to sell through
other retailers. The retail connection even-
tually led to a relationship with a New Jer-
sey distributor that brought Alef Sausage

products to customers in New York and to
customers on the West Coast. In 2005, Alef
Sausage moved to a bigger, 16,000-sq. ft.
plant, and renovated it with new equip-
ment, including some of the best technol-
ogy in the world. In 2010, Mikhaylov
bought another acre of space to build out
an additional 20,000 square feet. Today, the
plant is about 36,000-sq. ft. 

With every step, the company’s goal re-
mains the same: to make a very good prod-
uct, of the best quality, with authentic
spiciness and without any fillers or artificial
products. Alef Sausage’s commitment to the
all-natural label satisfies a current demand.
“People don’t want to eat chemical preser-
vatives, sodium nitrate, sodium phosphate
or sorbates,” Mikhaylov says. The com-
pany’s product line uses no additional
fillers or artificial colors, no chemical prod-
ucts or preservatives and no liquid smoke.
The meats are smoked with wood chips in
an all-natural process.

Alef Sausage offers a number of differ-
ent varieties of fully cooked sausages,
dried shelf-stable salamis and bolognas
made from pork, chicken and veal, as
well as well as several other deli meats.
All of the company’s products are ready-
to-eat. “We were the first in the U.S. to
make an all-natural, cooked, dried
salami,” Mikhaylov says. 

Today, the Alef Sausages brand is ship-
ping 300,000 pounds a month to cus-
tomers across the country. Alef Sausages
directly ships its products to 40 states
throughout the United States, and it also
ships to distributors who then ship to
stores outside that area, including to
Canada. “I decided to create something
new for my new country,” Mikhaylov says,
“And so far, it’s working.”

For more information on Alef 
Sausage and the company’s product line,
visit www.alefsausage.com or call
847.867.2402. GN

Funky Monkey Snacks
to Appear on Walmart
Shelves Nationally 
Funky Monkey® Snacks, the Fruit That
Crunches®, has gained distribution at nearly
all Walmart Supercenters and Walmart Discount
Stores in the United States. Funky Monkey
Snack lovers can now find the 1-oz. varieties
of Bananamon® and Carnaval Mix™ in the
dried fruit section of the Walmart snack food
aisle at more than 3,700 locations nationwide.

Funky Monkey Snacks turn 100 percent real
fruit into crunchy snacks that are nutritionally
equivalent to their fresh counterparts. Ideal for
kids and adults alike, Funky Monkey Snacks
contain no added sugar, preservatives, colors
or flavors.

“Our introduction at Walmart is exciting
news for Funky Monkey,” said Matt Herzog,
President of Funky Monkey Snacks. “This really
demonstrates the growing popularity of our
brand as well as the appeal of healthy,
nutritious snacks.”

Follow Funky Monkey on Twitter and
Facebook, or to learn more, visit the company
online at www.FunkyMonkeySnacks.com.

Frontier Soups Expands
Availability in the
Western United States

Frontier Soups™ has added two new
brokers to represent its all-natural gourmet
soup mixes in the western United States. The
Sell Group of Elizabeth, Colo., and TNT Natural
Sales of Huntington Beach, Calif., have been
added to service placements, particularly in
the growing natural foods arena. The new
brokers will represent the full line of 34 Frontier
Soups soup mixes in its Hearty Meal™ and
Homemade-In-Minutes™ lines, including the
new Arizona Sunset Enchilada Soup. 

The soup mixes are all-natural with no added
salt, preservatives or MSG. Twenty-eight
varieties are certified gluten free, while 14 are
vegetarian or can be prepared vegetarian with
simple ingredient adaptations or omissions. 

Based in Waukegan, Ill., Frontier Soups’
gourmet soup mixes are available in U.S. and
Canadian specialty stores, such as A Southern
Season, Whole Foods, Central Market, Great
Harvest Bread Company, Omaha Steak stores
and independent specialty retailers, as well as
online at www.FrontierSoups.com. For more
information, call 800.300.7687.

Manitou Trading Co.
Debuts Line of Dried, All
Natural, Gourmet Foods
Providing some of the world’s finest, natural
ingredients directly from farmers, Manitou Trading
Company debuted a new product line, which will
be offered at select gourmet retail locations. The
product line features a number of high quality
dried products that are all-natural and completely
free from additives, artificial flavors and coloring.

The Manitou Trading Company line includes
rice, sacred grains, legumes, pastas and gourmet
rice blends, as well as Naturally Seasoned
Fusions™ such as paella-spiced rice with peas,
funghi porcini risotto, butternut squash risotto,
Florentine risotto and coconut curry rice.

Learn more about Manitou at
www.manitoutradingcompany.com.
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BY LUCAS WITMAN
Although many wait the whole year for the
holiday season to begin, there are unde-
niable pressures that come hand-in-hand
with this time of family festivity. There are
decorations to be hung, gifts to be pur-
chased, greeting cards to be mailed and,
of course, holiday gatherings to be
planned. For the host or hostess tasked
with gathering friends and family together
to celebrate, finding simple, but gourmet,
ready-to-serve hors d’oeuvres, desserts
and meal accompaniments can be a
tremendous help in easing the pressures
of the occasion. However, today’s holiday
entertainer is not likely to be satisfied with
presenting her or his guests with a simple
pre-cut cheese or crudités platter from the
local deli or a dish of bland, dry sugar
cookies out of the box. 

For hosts and hostesses choosing to
serve their guests simple-to-prepare,
ready-made menu offerings, it is impor-
tant that these items taste neither simple
nor ready-made. Standards are high, es-

wines—I’m a big pairing person, so I keep
that in mind. The rule of thumb is get a
fresh cheese, get a bleu cheese, get a hard
cheese. And try to mix the milk. So, try to
do a goat cheese, a cow cheese and a
sheep cheese. That way you get a really
nice variance of cheese across the board.”

Best Cheese Corporation offers a num-
ber of cheeses that would fit seamlessly
into any holiday gathering. Chief among
these is perhaps Melkbus Winter, a truly re-
markable raw milk young Gouda from Hol-
land that is studded with nutmeg, clove,
cinnamon, mace and pepper, all the flavors
one associates with this time of year. Kirch
recommends pairing Melkbus Winter with
one of the company’s harder aged cheeses
like their Vintage 3-Year Gouda or
Uniekaas Reserve 18-Month Gouda.

“The reason why I [recommend] the
aged goudas is that they just stand up to
the heartier meals that you’re going to
have during that time of year,” Kirch said.

pecially during the holiday season, and
today’s consumer will only place items on
their holiday table that are unique and ar-
tisanal and which they are truly proud to
present to their fellow revelers. However,
the good news is that an ever increasing
number of companies are doing their best
to create ready-to-serve holiday foods
that are truly gourmet.

When it comes to the sheer diversity of
products offered that will fit perfectly on
any holiday table, it is hard to beat the
product portfolio of Robert Rothschild
Farm. The Gourmet Cranberry Sauce
from Robert Rothschild Farm is the ideal
side dish for Thanksgiving dinner. Or
serve Cranberry Pomegranate Chutney
with a Christmas ham, expertly prepared
using the company’s Maple Brown Sugar
Ham Glaze. For a sweet treat, the com-
pany offers such holiday favorites as
Spiced Maple Pumpkin Dip, Pumpkin
Curd, Buttery Cookie Caramel Sauce and
Peppermint Candy Cane Dip. Or cus-
tomers can opt for something savory, like

the company’s Artichoke and Aged
Parmesan Spread, served with Olive Oil
and Sea Salt Crackers. 

“It’s really nice a lot of pairings that we
do. We really thought ahead about what
we can do that goes with other products,”
said Kim Maalouf, Director of Marketing
for Robert Rothschild Farm. “So we did
shortbread cookies which are great with
our new preserves that we just launched.
We did pretzel bread, and the pretzel
bread is delicious…It’s great, because you
can just dip it into our new cheese dips.”

When it comes to end-of-year gather-
ings, perhaps the most common party
food is the cheese plate. Even here,
though, today’s consumer seeks perfec-
tion. Tara Kirch, Director of Marketing for
Best Cheese Corporation, a leading im-
porter of specialty European cheeses,
shared her advice for putting together the
perfect cheese plate.

“I try to stick with the flavors of the sea-
son,” Kirch said. “Knowing that we’re going
to be drinking heavier beers and heavier

Consumers Looking to Celebrate
the Holidays in Style with Gourmet
Ready-to-Serve Party Offerings

Continued on PAGE 26
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Halladays Harvest Barn Dip Mixes
Halladays Harvest Barn Dip Mixes are the
perfect fourth quarter go-to item for your
customers. Reasonable price points, great
taste and ease of preparation all make
these tasty mixes fly off the shelf. Stores
that sample often order hundreds of Hal-
ladays products, which are all hand
blended and packaged. 

The team at Halladays uses simple nat-
ural ingredients that are GMO free and low
in salt. 

Halladays has more than 70 delicious
mixes. Some of Halladays best selling

herb dips include: Lobster Bisque Dip Mix,
Crab and Spinach Cheeseball and the
company’s delicious new Cheddar Ale
Dip. For Customers on the go, Halladays
scampi mix, burger and chili blends are
great sellers. 

For great holiday sales, cross merchan-
dise dips with serving bowls, chillers, holi-
day crackers and pretzels. Bundle, package
together with ribbon and sell, sell, sell!

Call Halladays today at 804.463.3471
for a free sample and to get started with
the company’s great selling line.

Antichi Sapori’s Italian Delicacies
With considerable experience in all
cuisines, Antichi Sapori is well known for
its traditional Italian recipes, prepared
with a contemporary twist. The company
continues to strengthen its reputation as
an outstanding supplier that under-
stands the ingredients used in its
recipes, and this is reflected in the qual-
ity of the final products.

Antichi Sapori started off in 2006, mak-
ing arancini for some small lunch bars and
delicatessens. The outcome was magnifi-

cent, and as more and more shops and
restaurants began requesting Antichi
Sapori products, the company was forced
to move to larger premises.

Now, Antichi Sapori brings you tradi-
tional Italian flavors, crafted using the best
imported ingredients from Western Aus-
tralia in combination with 14 different
shapes of authentic pastas.

For more information, visit www
.antichisapori.com.au, or email antichi
saporius@gmail.com. 

American Vintage Wine and 
Beer Biscuits: Cheese’s Great Partner
American Vintage has been making crack-
ers by hand with real wine for 24 years.
The company recently added a line of
crackers made with American beer, as well
as a smaller 2-oz. hexagon box in a festive
POP display box, perfect for customers
who entertain. 

The first cracker company with a liquor
license, American Vintage’s culinary cre-
ations include wine or beer as the main in-
gredient. American Vintage Wine and Beer
Biscuits are popular with consumers who
entertain, who love wine or beer and who
seek new taste experiences.

American Vintage’s offerings come with
no preservatives, no cholesterol and no
trans fats. They are ideal quick impulse
item to place on counters near registers or
in a hotel amenity bar. 

The six flavors of wine and beer biscuits,
packed in 4.05-oz. bags, include red wine
and black pepper; white wine, shallot and
cayenne; chianti, oregano and crushed red
pepper; pizza and beer; and smoky 
chipotle, lime and beer (available in both
mild and hot).

For more information, visit www
.americanvintage.com. 

Viola Imports: Authentic Foods, 
Uncompromised Quality
Located in the Puglia region of Italy, and dat-
ing back to the year 1600, De Carlo is one
oldest and most established producers of
premium extra virgin olive oil. The De Carlo
family has received many prestigious
awards—dating back as far back as 1900.
Most recently, the company was awarded
“The Best Oil in the World” by Flos Olei 2013.
Viola Imports is proud to bring a fantastic se-
lection of some of the finest products from
the De Carlo family to the U.S. market.

In addition to their extra virgin olive oil, the
De Carlo family produces an exquisite line of
preserved vegetables using only fresh raw in-
gredients and their extra virgin olive oil. The
entire line of preserved vegetables is pre-
pared on site, and all within a maximum of
24 hours of harvesting in order to maintain
the freshness and flavor of each product.

Among the selection of preserved veg-
etables are grilled artichokes, a typical va-
riety from Puglia called “Violetto di
Brindisi,” a name that is derived from the
purple leaves. These artichokes are per-
fect for tasty pizzas, sandwiches, appe-
tizer plates or as an accompaniment to

meat or fish. De Carlo also offers some of
the world’s most sought after Sun Kissed
Pomodorini tomatoes. These preserved
tomatoes have been ranked among the
best for use in the world’s top cuisines. De
Carlo premium extra virgin olive oil is used
to preserve the best semi-dried vine cherry
tomatoes. These Sun Kissed Pomodorini
tomatoes inspire creativity and can be
used in a number of ways—on pizzas, fo-
caccias, salads, appetizers, pasta dishes,
risottos or simply served alongside fresh
cheese, like mozzarella or burrata.   

In addition, De Carlo offers flavorful
spreads. A black olive spread made exclu-
sively with olives from the De Carlo olive
groves offers a distinctive aroma and strong
flavor. De Carlo also offers a spread made
with cherry tomatoes, called Red Passion. It
is made from an exclusive family recipe, and
is extremely tasty, with a unique flavor. Both
of these spreads make a great bruschetta!

For more information or to order,
please contact Viola Imports by 
calling 847.690.0790 or visiting www
.violaimports.com.

http://www.tortugarumcakes.com
http://www.javafrost.com
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Crunchies Adds to its Grab-n-Go 
Fruit and Vegetable Lines
Crunchies®, the leading producer of all-
natural freeze-dried vegetable and fruit
snacks in the country, has a tasty an-
nouncement: This September, the com-
pany is introducing all natural Red Grapes
to its popular Grab-n-Go 1.5-oz. fruit line.
Delectable grapes, long a favorite of
young and old alike, are now easily
packed into even the fullest backpack,
perfect for school, play, sports or a hike.

In addition, this September, Crunchies
will also introduce five new veggies to its
Grab-n-Go family: Buttered Sweet Corn,
BBQ Roasted Veggies, Sugar Snap Peas,
Buttered Power Veggies and Herbed
Spiced Power Veggies. Both Power Veg-
gies feature flavorful blends of corn,

edamame, peas and carrots seasoned
with natural spices, flavorings and sea salt.
With such a palette-pleasing variety sure
to match every taste, consumers can now
crunch all their favorite vegetables in sin-
gle snacks every bit as healthy and con-
venient as they are delicious.

Like all fruit products from Crunchies,
Red Grapes Grab-n-Go is made in the
United States through a unique freeze-dry-
ing process in which individually frozen
grapes are placed in a refrigerated vacuum
chamber that removes up to 97 percent of
their moisture. This special process gives
Crunchies their namesake crunchy texture
and allows them to retain a high percent-
age of the nutritious enzymes that are in-

variably lost through traditional heat drying.
Veggie Crunchies are not only incredibly

wholesome, but they are also rich in fiber,
protein and isoflavones. Each delicious fla-
vor contains relatively little fat, while provid-
ing a nutritional burst of energy that is
available anywhere, anytime, thanks to
Crunchies’ convenient re-sealable pouches.

“The tasty new additions to Crunchies’
best-selling Grab-n-Go lines represent an
integral facet of the company’s 2013 prod-
uct expansion,” says Jim Lacey, President
and CEO of Crunchies Food Company. 

Having enjoyed a tripling of sales na-
tionwide over the past year, Crunchies is
in the midst of its greatest period of
growth to date in terms of new product
launches, expanded distribution, new
strategic alliances and widespread event
sponsorships.

For more information, visit
www.crunchiesfood.com.

Frontier Soups Updates 
Packaging for the Holidays
Frontier Soups recently added to the
packaging of its all-natural gourmet
soup mixes in an effort to help retailers
gain incremental sales with cross-mer-
chandising opportunities from the cen-
ter aisles to the perimeter. The
packaging now displays a sticker telling
consumers when added chicken or beef
are needed, reminding them not only to
pick up the meat, but also to shop for
the broth, canned tomatoes and fresh
produce that transform the easy mix
recipes into a family meal. This is ac-
cording to Trisha Anderson, founder of
Frontier Soups. 

Even though at holiday time retailers

focus primarily on capturing consumer
spending on the all-important feasts,
providing über-busy home cooks with
easy meal solutions to answer the daily
“What’s for dinner?” question can prove
just as beneficial.

“Based on the consumer feedback we
receive, this is even more important at
holiday time when consumers are jug-
gling added food preparation and gift
shopping along with school vacations
and house guests,” Anderson said.
“Soup is the perfect between-the-feasts
meal, because it’s a great way to use up
leftovers, can easily be made ahead and
frozen or refrigerated, and it reheats

beautifully so it is ready whenever hungry
people show up at the table.”

Frontier Soups also now offers a variety
of displays to make it easy for retailers to
promote and cross merchandise the com-
pany’s soup mixes. These include sturdy,
free-standing shippers for its Hearty
Meal™ and Homemade-In-Minutes™
lines, as well as a black metal clip strip or
stand alone spinner display, which can
spur added sales in the broth, meat or pro-
duce sections.

“As hard as we’ve worked to make our
packaging eye-catching, passing con-
sumers’ scrutiny of the nutrition panel is as
important,” Anderson said. “That’s why
our mixes are all natural with no added
salt, preservatives or MSG.” 

More information is available at
www.frontiersoups.com or by calling
800.300.SOUP. 

Ariston Specialties Brings the Best of Greece 
Ariston Specialties are importers, produc-
ers and distributors of the finest Greek and
Italian specialties. The company started in
the spring of 1997 as a small family-owned
business, first bringing into Connecticut
cold press extra virgin olive oil produced
in the Kalamata region of Greece. The
company later began adding balsamic
vinegars from Modena, Italy, as well as
olives, honey and fruit preserves from
Greece. Ariston Specialties’ mission from
the very beginning was to provide the
North American Market and the world with
premium oils, vinegars and other specialty
foods at an affordable price.

Since 1997, Ariston’s products have

been greatly received by the public. Aris-
ton’s products have been featured numer-
ous times on NPR’s Faith Middleton Show
“Food Schmooze,” The Hartford Currant,
National Public Television, The Boston
Globe and the Westchester County Mag-
azine in New York. In the winter of 2007,
Ariston was featured on PBS WGBY’s
“Making it Here in America.” Ariston’s olive
oil and balsamic have received several
Best in Connecticut Awards from 2001 to
2011. Ariston’s olive oil also received a sil-
ver medal at the 2012 International Olive
Oil Competition in Los Angeles, and it was
recently awarded “Most Favourite” Olive
Oil at SIAL CANADA’s 2012 OLIVE d’OR

Competition in Montreal.
Ariston Specialties has slowly begun

adding other all-natural specialty food
items from Greece, including fruit pre-
serves that are gluten free and corn syrup
free, as well as olives and honey.

Ariston Honey is sourced from local bee-
keepers in the Messenia region of Greece
where wildflowers are truly wild and nature
has been left untouched by man. The vari-
ety of the wildflowers and climate of the
southern Greece makes this a truly prized
honey. The hives are transported to differ-
ent areas of the Messenia region to give the
bees access to a larger variety of wildflow-
ers. Ariston Honey is available with or with-
out the honeycomb piece inside the jar!

For more information on Ariston Spe-
cialties, visit www.aristonoliveoil.com.

Holiday Fare from Mediterranean Snacks
As the holiday season approaches, con-
sumers are on the lookout for snacks to
serve at gatherings where guests are in-
creasingly conscious of what they eat,
whether due to a desire to eat a healthful
diet or because of dietary restrictions or
allergies. Mediterranean Snacks® offers
several varieties of gluten free certified,
non-GMO verified legume-based snacks,
which are low in fat and rich in protein,
two key trends dominating consumer
snacking today.

Lentil Crackers are the first cracker
made with protein-rich lentils. Mediter-
ranean Snacks now features Lentil Crack-
ers in a new Tomato Basil flavor, in addition

to Sea Salt, Cracked Pepper and Rose-
mary Herb varieties. For health-conscious
consumers looking for a pleasing crunch,
Lentil Crackers partner perfectly with
cheese or dips, giving your shoppers a
healthful and smart addition to any holiday
hors d’oeuvre table. A 14-cracker serving
of Lentil Crackers has five grams of protein
and is only 120 calories. Lentil Crackers are
available in 4.5-oz. boxes at a suggested
retail price of $3.99 and also in grab-n-go
0.75-oz. pouches for $0.99-$1.09.

Perfect for travel season and to get
through busy holiday shopping is Mediter-
ranean Snacks’ new tapaz2go, a conven-
ient, mini-meal solution that combines a

single-serve pouch of Lentil Crackers with
a substantial portion of roasted garlic, red
pepper or classic hummus—all in one
portable package for healthy on-the-go
snacking. This gluten free certified snack
is ideal for consumers to take on quick
shopping errands, on long drives and on
flights. Tapaz2go are just 250 calories or
less and contain seven grams of protein.
The 3.6-oz. individual package has a sug-
gested retail price of $2.99 to $3.49, with
shelf life of 300 days. These new shelf sta-
ble packages provide a helpful solution for
retailers, as they can be merchandised
chilled or at room temperature.

For more information or to contact
Mediterranean Snacks, call 973.402.2644,
or email sales@mediterranean
snackfoods.com.

http://www.adamtea.com
http://www.torturedorchard.com
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Chicago Coffee Roastery Offers 
Holiday-Themed Hot Cocoa Assortment 
The Holiday Cocoa Variety Pack from
Chicago Coffee Roastery gives coffee and
tea retailers a ready-made assortment of
holiday cheer. The combo pack includes
10 individual servings of Chicago Coffee
Roastery’s four most popular holiday
cocoa blends.

Distinctive, friendly artwork calls atten-
tion to each special holiday flavor. The
Chocolate Snowball package portrays a
cheerful snowman in a top hat, holding a
cup of steamy cocoa. Gingerbread fla-
vored cocoa is contained in single-serving

packs depicting gingerbread cookies and
a candy cane, surrounding a mug of hot
cocoa. Hollyday Fudge packs show a hol-
iday wreath braided with a gold ribbon on
a white pinstriped background. And packs
of Satin Sleighbell cocoa feature a festive
sleigh overflowing with gifts.

Chicago Coffee Roastery also offers spe-
cial Holiday Cocoa Royale-themed display
racks for its holiday cocoa assortment.

Get more information and order online
at www.chicagocoffee.com, or call toll free
at 800.762.5402.

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 Garlic, Monsoon Chinese,
Volcano Italian and Wildfire Hot Sauce.
Whimsical, disaster-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.

Beano’s Deli Condiments from Conroy Foods
Conroy Foods is proud to be the makers
of top selling deli condiment, Beano’s. The
company’s mission is to do one thing and
one thing only: make the best deli condi-
ments and sauces that exceed the con-
sumer’s expectations.

As an originator and innovator of the deli
condiment category since 1986, Conroy
Foods takes great pride in being a leader
in developing great tasting, high quality
deli condiments with unique, easy-to-use
packaging.

Every year, the Conroy team of culinary
professionals works hard to develop
uniquely flavored condiments. In 2012, the
company introduced Beano’s Smokey
Bacon Sandwich Sauce and Beano’s Cran-
berry Honey Mustard. In 2013, the company

is shaking up the deli condiment market
once again, with the introduction of Beano’s
Peach Habanera Sauce, Jalapeno Mustard,
Cranberry Honey Mustard, Pineapple
Honey Mustard and Sandwich Shakers™.

Beano’s new Sandwich Shakers are in-
credibly versatile. In addition to sand-
wiches, they can be added to oil to make
a dipping oil, or they can be used as a rub
for chicken or fish. The possibilities are
endless! Other suggested uses include
sprinkling on baked potatoes, garden sal-
ads, pasta salads, french fries, chicken,
pizza, seafood, wings or soups. You can
even mix them with cream cheese to
spread on a toasted bagel. 

For more information, visit www.conroy-
foods.com. 

Fine Flavorings from Wild Forest Products
Wild Forest Products is all about great taste,
great prices, convenience and consistency.
The company imports the finest olive oil and
truffle flavoring from Italy to create its highly
regarded and sought-after truffle products. 

The Italian olive oil blended with truffle
flavor from Italy creates Wild Forest’s sig-
nature Black & White Truffle Olive Oils.
Using this same flavor along with truffle
pieces, they create the great-tasting and
aromatic Truffle Honey made with Tupelo
Honey. By combining the best sea salt
from Sicily with truffle pieces and flavor,
Wild Forest creates its highly preferred
Black and White Truffle Sea Salts. 

One of the goals at Wild Forest Products
is to bring truffles into an everyday dining
experience. The company is constantly
adding new products to its line. Some re-
cent additions include the new Truffle
Mustard and Porcini Mustard, as well as

the new Truffle Mayonnaise.
Wild Forest Products has received high

praise for its imported Balsamic Condi-
menti from Modena. Wild Forest proudly
imports its Extra Virgin Olive Oil from Apu-
lia. This is an exquisite olive oil, great for
cooking and ideal when used as a finishing
olive oil. For the porcini lovers, the com-
pany offers a wonderful Porcini Olive Oil
with real porcini pieces. Then there is the
Garlic Infused Pure Italian Olive Oil. Wild
Forest is proud to say that its garlic oil is
very strong and bold and tastes like garlic.

Wild Forest Products believes in mak-
ing a quality product with quality ingredi-
ents. Its mission is to bring to the
American people the best in quality truf-
fle and non-truffle products at the most
reasonable prices possible. For more 
information call 855.645.7772 or visit
www.truffleoilsandmore.com.

http://www.stickyfingersbakeries.com
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‘Ohana Harbor Invites Consumers 
to Make Its Coffee Part of Their Family
Nothing is quite as exotic as Hawaii.
‘Ohana Harbor Coffee Company offers a
variety of Hawaiian Island-inspired Kona
Coffees that will provide you and your
customers a vacation for your palates.
The perfect holiday gift for family,
friends and customers alike, ‘Ohana
Harbor products allow those you value
to experience some of the finest coffees
in the world.

‘Ohana Harbor Coffee Company’s 100
percent Kona coffee is grown exclusively
in the Kailua-Kona region on the Big Island
of Hawaii, where rich volcanic soil and an
ideal climate produce a unique and robust

coffee cherry. Harvested from September
through February, ‘Ohana’s 100 percent
Kona coffee is award winning. It has
earned the “Cream of the Crop” designa-
tion for six consecutive years.

A favorite among coffee aficionados for
its low acidity and full-bodied flavor,
‘Ohana’s 100 percent Kona coffee is of-
fered in medium and dark roasts. The
company’s most popular Kona coffee is
Ali’i Premium, a hand-picked, sun-dried,
single-origin Kona coffee that is small
batch roasted to bring out its sugars while
preserving the nutty flavors for which Kona
coffees are traditionally known.

While ‘Ohana Harbor specializes in 100
percent Kona Coffee, the company also
offers small batch-roasted, hand-crafted
Kona blends that fit into any budget.
Whether a seasonal product or a faithful
stand by, ‘Ohana Harbor offers island-in-
spired packaging and taste that is guaran-
teed to be fresh and smooth.

Founded on traditional values and
sustainability, ‘Ohana Harbor is a family-
owned operation emphasizing tradi-
tional Hawaiian culture, fairness and
environmentally mindful practices.
‘Ohana does this by staying involved
with its coffee “from tree to cup.”
‘Ohana Harbor is honored to offer the
great-tasting coffee from the company’s
‘Ohana to yours. ‘‘Ohana” means family,
and ‘Ohana Harbor invites you to make
its coffee part of yours.

Simmer and Pizza Sauces 
from Lizbeth Lane Cuisine
Lizbeth Lane Cuisine’s gourmet simmer
sauces and unique new pizza sauces
are in a delicious category all their own.
That is because when the company was
created in 2010, the focus was on cre-
ating healthy, all natural sauces that
truly captured the made-from-scratch
taste and texture. Lizbeth Lane has
achieved that goal.

Lizbeth Lane’s four simmer sauces are
all natural, as well as gluten free and 
provide consumers with a convenient
way to prepare a gourmet quality entree
in about 15 minutes. The company’s 

simmer sauces are simply added to
cooked chicken, meat or seafood near
the end of the cooking cycle. After a slow
simmer of just three or four minutes, you
are ready to enjoy! 

Flavors include Lemon Piccata,
Marsala and Tarragon, Mediterranean
Tomato and Roasted Red Pepper and
Basil Cream. Simmer sauces come in 16-
oz. jars which will serve four and have a
two-year shelf life.

Lizbeth Lane has also recently launched
a new line of three, all natural and gluten
free pizza sauces. There are no other

sauces like these on the market. Again,
Lizbeth Lane has produced a winning line
that is all natural and gluten free, with fla-
vors like Tomatillo Cilantro, Roasted Veg-
etable and Tomato Pepper & Basil. 

With the make-your-own pizza market
exploding with new and creative recipes,
these sauces fit the bill. Consumers now
have a whole new world of pizza making
possibilities thanks to these unique and
delicious pizza sauces. Lizbeth Lane Pizza
Sauces come in 15-oz. jars, which can
make three to four 12-in. pizzas. 

Learn more about Lizbeth Lane 
on the company’s website, www
.lizbethlanecuisine.com, or email 
contactus@lizbethlanecuisine.com or
contact Michael Dernoga at
215.480.2710 for more information.

Holiday Gift Collections from Stonewall Kitchen
It may still be late summer but Stonewall
Kitchen has been busy preparing new
special packaging, gift collections and
new custom-designed confections for
this holiday season. To grab the atten-
tion of potential customers and help gift
givers everywhere, the creative in-house
designers developed elegant and festive
holiday packaging designs, featuring
metallic papers and intricate, yet subtle
patterns, using silver and gold foils.
Each of the 13 boxed collections are ex-
ceptionally beautiful and ready to give. 

Stonewall Kitchen’s holiday gift col-
lections include the popular Blueberry
Breakfast gift set that has a 16-oz.
Farmhouse Pancake & Waffle Mix, 8-oz.
Wild Maine Blueberry Syrup, 12.5-oz.

Wild Maine Blueberry Jam and a Holiday
Tea Towel. The Sampler Collection fea-
tures a 3.75-oz. Raspberry Peach
Champagne Jam, 3.75-oz. Wild Maine
Blueberry Jam, 4-oz. Red Pepper Jelly,
4-oz. Holiday Jam, 3.5-oz. Roasted Gar-
lic Mustard and a 3.5-oz. Maine Maple
Champagne Mustard. 

There are also two new holiday gift
collections available: The Chocolate
Jam Tree gift set includes a 3.5-oz.
Chocolate Strawberry Jam, a 3.5-oz.
Chocolate Raspberry Jam and a 3.5-oz.
Chocolate Banana Jam. The new Cham-
pagne Jam Collection includes an 11.5-
oz. Wild Maine Blueberry Champagne
Jam and a 11.5-oz. Strawberry Cham-
pagne Jam.

Stonewall Kitchen also has six new
ready-to-give holiday confections. Each is
handmade, premium quality and, of
course, delicious. This gift selection in-
cludes chocolate covered pretzels, sea
salt caramel, milk chocolate pecan
caramel terrapins, peanut toffee, pepper-
mint bark and snowflake peppermint bark.
New individually wrapped and labeled
bulk confections are also available and in-
clude chocolate covered marshmallows,
chocolate covered pretzels, snowflake
peppermint bark and chocolate covered
gingerbread boys.

As a leading purveyor of quality, spe-
cialty foods since 1991, Stonewall
Kitchen’s products are always in demand,
eagerly received and are perfect for the
holiday gift-giving season.

For more information, visit
www.stonewallkitchen.com. 

Manitou Trading Company: 
Traveling To Meet The “All Natural” Challenge 
Traveling through the back roads and
fields of Grenada might not seem like
the most fun in the world, but for the
team at Manitou Trading Company, it is
one of their favorite destinations.
Grenada, which supplies 60 percent of
the world’s nutmeg, is just one stop for
the Manitou Trading Company team, as
they scour the earth for the freshest,
most unique, all-natural ingredients for
their product line, which was recently
launched at the 2013 Summer Fancy
Food Show in New York.

Manitou Trading Company prides it-
self on not just shipping spices and in-
gredients in from mass packagers in

China, dumping the product into boxes
with their name on it and selling it. They
are not content with the mundane. Man-
itou takes exquisite care of each ingre-
dient, ensuring every step of the
process is up to the highest standards
of the industry.

By visiting producers in person, Mani-
tou Trading Company has the unique
ability to source and offer ingredients
from every corner of the globe. Teams
from Manitou visit the farmers and pro-
ducers individually to not only see 
where things are grown but also to 
ensure the manner in which products 
are produced meets fair trade guide-

lines. Manitou Trading Company seeks to
ensure that the company is utilizing 
the most up-to-date methods for 
producing high-quality, all-natural 
ingredients.

Manitou’s products have been scruti-
nized and given the highest rating from
the British Retail Consortium. BRC is the
authoritative voice of retail, recognized
for its powerful campaigning and influ-
ence as a provider of excellent retail in-
formation. Few companies receive as
high a rating as that bestowed upon
Manitou. Ingredients are watched every
step of the way, from farmer to the table,
ensuring consistency in flavor, color and
texture and making sure the consumer is
getting good, safe, healthy products that
also are convenient.

For more information, visit www
.facebook.com/manitoutrading. 

http://www.sierrasoups.com
http://www.vanillabeanchefs.com
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Jelly Belly Candy Company Introduces New
Sweets and Gifts for the 2013 Holiday Season
A host of new gifts and time-honored
gourmet confections from Jelly Belly
Candy Company are ready to bring merri-
ment to the holidays, all designed with the
specialty retailer in mind.

The new Classic Jelly Belly® Glass Jar
was designed with contemporary lines
and a timeless design and is filled with
14.5 oz. of Jelly Belly jelly beans. The glass
jar is an elegant and generous gift for cor-
porate giving, family, friends and just
about anyone on the holiday list—all at an
excellent price point. The Jelly Belly Clas-
sic Jar includes a hangtag to guide fans
through their discovery of all 49 flavors
packed inside.

Passage To Europe
Cooking Sauces
Passage Foods keeps cooking with the
launch of Creamy Beef Stroganoff Simmer
Sauce, Spanish Chicken Casserole Sim-
mer Sauce and French Beef Burgundy
Simmer Sauce.  Each of these European
classic dishes is made with all fresh ingre-
dients to ensure the full flavors are cap-
tured for a true restaurant quality meal
served at home. Originating in the haute
cuisine of the 19th century, these Passage
to Europe™ simmer sauces are certified
gluten-free, all-natural and preservative-
free. Each sauce is added to a choice of
meat or vegetables and simmered to be
ready in less than twenty minutes. 

There has been such a focus on nou-
velle and fusion cuisine that sometimes we
fail to give justice to traditional dishes pre-
pared in traditional ways, but they are al-
ways a huge success at the dinner table.
Restaurant trends tend to dictate what
consumers want at home and traditional,
comfort foods have stepped out as one of
the leading food growth areas of the last
few years.

More than 74 percent of American con-
sumers believe comfort foods are a rising
trend, outdistancing health food (61 per-
cent) and organic food (59 percent) ac-
cording to a recent Bon Appetit survey.
Overall retail sales of comfort foods have
been rising since 2008 and show no signs
of slowing as consumers have rediscov-
ered cooking more at home and look to
find indulgence in products that are known
and less complicated. The Passage to Eu-
rope Simmer Sauce recipes start with the
very best stocks and are blended with
simple quality ingredients for perfect
everyday meals.

All Passage Foods cooking sauces are
part of a simple, timesaving, three-step
meal solution that satisfies the needs of
the time-starved consumer. Each sauce is
added to meat, seafood or vegetables and
simmered for 15 to 20 minutes. Passage
Foods also produces Passage to India,
Passage to Mexico, Passage to Thailand,
Passage to China and Passage to Mo-
rocco cooking sauces. Passage Foods
USA is an affiliate of Flavour Makers Pty.
Ltd., the second largest seasoning manu-
facturer in Australia. 

For additional product and consumer
market information, call 800.860.1045 
or visit Passage Foods online at www
.passagefoods.com.

Also debuting this season is the whim-
sical Jelly Belly Countdown to Christmas
Calendar, filled with Jelly Belly jelly beans
in the flavors kids love most, packed into
24 small bags, one for each day leading
up to Christmas. The generous 14.5-in. tall
Advent calendar is poised to be a very
popular gift for the holidays.

Jelly Belly also makes a large array of
gourmet confections specifically for the
holiday season, available in bulk or pack-
aged in beautiful shimmering gift bags.
New Gummi Christmas Lights, for exam-
ple, are reminiscent of old-fashioned tree
lights. The shape alone makes these gum-
mies stand out among other holiday can-

dies. Gummi Christmas Lights come in a
mix of four fun flavors: blueberry, cherry,
green apple and orange. The colorful con-
fections will brighten parties and holiday
gifts this winter. 

Additional seasonal sweets from Jelly
Belly include Reindeer Corn, a seasonal
take on traditional candy corn, one of the
most popular confections in the line, as
well as the highly sought-after Sugar
Plums, plump and chewy jells made in an
elegant and fragrant plum flavor. Also,
Sour Gummi Santas have the perfect
blend of sweet and tangy cherry flavor. 

The perfect gifting options, seasonal
confections from Jelly Belly are packaged
in Christmas Gift Bags, and Jelly Belly
beans are packaged in holiday wrap that
brings Christmas pizzazz to the 10-Flavor,
20-Flavor and 40-Flavor Gift Boxes. The
gift boxes even include a space to write a

personal greeting. 
And don’t forget to hit all the Christ-

mas bases with stocking stuffers from
Jelly Belly. These small gifts have been
top seasonal sellers for the company for
the last few years. The Jelly Belly
TABASCO® Jelly Bean Bottles are the
perfect way for customers to add a kick
to stockings come Christmas morning
and the new Jelly Belly Buttered Pop-
corn Jelly Bean Box makes filling stock-
ings a breeze. 

Jelly Belly Candy Company makes more
than 100 flavors of Jelly Belly jelly beans,
the largest selection on the market, plus
70 other gourmet candies, including jells,
gummies, chocolate-covered treats and
seasonal sweets for major holidays. For
additional information, contact Jelly Belly
Candy Customer Service at 800.323.9380,
or email specialty.sales@jellybelly.com.

http://www.browniecrunch.com
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Unique Uncle Bunk’s Gifts to 
Kick up the Holiday Season
Do you want to entice your holiday cus-
tomer with a new product line? Try Uncle
Bunk’s award-winning condiments.
Crafted in small batches using locally
grown produce and old-fashioned Ap-
palachian recipes, these products are
handmade in West Virginia by Uncle Bunk
himself. And Uncle Bunk’s has four fantas-
tic products ready for gift giving.

The company’s Mustard Relish (avail-
able in medium and hot) is a sweet and
spicy mustard, better known in West Vir-
ginia as Hot Pepper Butter. This product
was a 2011 sofi Silver Finalist for Out-
standing Condiment. This recognition tops
off an impressive list of wins that include
Scovie Awards, Fiery Food Challenge
awards and a Bronze at the World Wide
Mustard Festival.

Made with six different kinds of hot pep-
pers, Uncle Bunk’s Rustic Pepper Sauce
(available in medium and hot) is a unique
cross between a salsa and a spicy
ketchup that has also claimed both Scovie
and Fiery Food Challenge awards. 

Uncle Bunk’s 14 Day Sweet Pickles, the
crispiest pickle you will ever eat, are made
across 14 days using a 100-year-old family
recipe. Country Living Magazine called
them the best regional pickle in 2010. If
you like things hot, the company’s 14 Day
Hot Sweet Pickles, a fiery version of the
classic Sweet Pickles will heat you up!
They are a 2013 Fiery Food Challenge win-
ner and First Place Scovie Award winner.

For more information, visit www
.unclebunks.com, call 304.652.1920, or
email bunk@unclebunks.com.

Lindsay Farms: The Source 
for Southern Specialties
Lindsay Farms Gourmet Foods is a fam-
ily-owned business committed to creating
high quality and unique Southern Gourmet
specialty items that are rich in tradition,
naturally nutritious and delicious. 

Lindsay Farms products feature the
finest ingredients available, including
South Georgia’s internationally famous Vi-
dalia Onion, as well as many other vegeta-
bles and spices indigenous to the South.
All Lindsay Farms products are inspired by
beloved, time-honored recipes, reflecting a

special ambiance of a bygone age. How-
ever, they have been adapted for today’s
gourmet contemporary cooks, forming ex-
ceptional 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. Products
can also be ordered by phone at
800.243.4608. 

ADAM Tea Offers Holiday 
Specialties for Tea Lovers
A great addition to any holiday drink as-
sortment, ADAM Tea offers an extensive
selection 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 at
gourmetnews@adamtea.com. Also, visit
the company online at www.adamtea.com.

Java Frost Holiday Drink Mixes 
in Seasonal Gift Canisters
Looking for the happiest holiday gift? Look
no further than Java Frost’s seasonal gift
canisters filled with gourmet holiday drink
mixes. There are three delicious flavors to
choose from, or one can simply try them all!

Usher in the fall season with a perennial
favorite: pumpkin cheesecake. Made with
real pumpkin and aromatic spices, this ulti-
mate indulgence is sure to please. Your cus-
tomer will enjoy this rich and creamy cup.

Then, capture the nostalgia of the holi-
day season with Candy Cane Crème. Ex-
perience the delight of your first candy
cane in a cup. Candy Cane Crème delivers
real mouthwatering candy cane bits with
every sip.

Finally, spice up your Christmas sales
with Red Hot Cinnamon. Real Cinnamon

Imperials make this wonderful cinnamon
smoothie more fun than Santa’s reindeer
prancing on the roof.

Each flavor from Java Frost is packaged
in a case of eight enchanting 8-oz. gift
canisters. These flavors are designed to
delight. Java Frost canisters are the per-
fect addition to corporate or holiday gift
baskets. And foodservice packaging is
also available for your café or restaurant.
Java Frost’s seasonal gift canisters ship
August 1 through December 1.

All Java Frost products are carefully
crafted with quality and value in mind. 
Call Java Frost today for sales, samples
and product information at 800.676.3661,
or visit the company online at
www.javafrost.com.

http://www.kanecandy.com
http://www.widmerscheese.com
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Wolfgang’s Bavarian Pretzels 
Offers Authentic Gifts from Munich
Add a continental touch to a holiday food
gift with original German desserts from
Wolfgang’s Bavarian Pretzels. These sweets
are made from traditional recipes, using in-
gredients simply unavailable elsewhere, in-
cluding pure, chemical-free Munich water
and tart cold-weather Bavarian apples.

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

Wolfgang’s Apple Rings are coated in a
feather-light egg white batter. They are de-
licious eaten by themselves as a snack but

can also be used as an eye-catching com-
ponent in original desserts.

Of course, Wolfgang’s does not stop at
dessert. Original German Potato Pan-
cakes are a company specialty. Enjoy
them as a side dish with jam or apple-
sauce, or serve them with shrimp for a
lovely main course. A memorable Euro-
pean-themed gift basket might include
these Original German 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.wolfgangspretzels.com
or call 209.295.4664. Taste the difference
that only Munich-baked can make!

Manuka Honey Nuggets from Pacific Resources
The perfect holiday gift for those who want
to tame the tummy rumble from too many
holiday treats, Manuka Honey from New
Zealand is renowned for helping with diges-
tive issues and building the immune system.
Manuka Honey Nuggets come in a great
easy-to-use pouch that works as a small gift
basket addition or stocking stuffer for that
special someone. It is also a great energy
booster for over-active holiday snacking.

Manuka Honey Nuggets are available in
three popular flavors: plain, lemon & honey
and ginger. They are the ultimate treat for
children of all ages. With more and more
consumers looking for healthy sweet 

alternatives, Manuka Honey Nuggets are
the perfect retail quick turn, available in a
convenient stand up pouch for the shelf or
impulse area.

The growth in demand for Manuka
Honey products will guarantee a quick
turn with a good profit margin to help
boost holiday sales. Buy direct and get 20
percent off every day, free shipping and no
minimums. Treat your customers to a
healthy unique choice for this holiday sea-
son, and be their special retailer.

Check out all the great New Zealand
products at www.shoppri.com, call
805.684.0624, or email info@pri-nz.com.

Holiday Entertaining Starts 
with Rubschlager Breads
Be sure your customers do not have to
go somewhere else to find these sought
after breads from Rubschlager. Rub-
schlager’s cocktail breads are the ones
people associate most with entertaining,
but European-style Rye-Olas® and
Squares work equally well for hors
d’oeuvres and provide a change of flavor
and texture for the appetizer tray. All
Rubschlager breads are made with
whole grain, with the Rye-Olas® and
Squares being 100 percent whole grain.
Further, the Rye-Olas are 100 percent
whole rye. No wheat added means that
these breads will satisfy those persons
looking for products without wheat, as

well as those who simply appreciate the
true taste of old-world rye bread. All
Rubschlager products are OU Pareve.

From beautifully garnished elegant hors
d’oeuvres prepared with caviar, smoked
salmon and artisan cheeses, to the do-it-
yourself tray featuring two or three vari-
eties of Rubschlager bread, a crock of
cheese and a bowl of spinach dip, there is
a Rubschlager variety to fill every need
and to satisfy every appetite. 

Rubschlager Baking is proud to be cel-
ebrating its 100th year in 2013. For more
information, contact Rubschlager Baking
Corporation at 773.826.1245, or email
sales@rubschlagerbaking.com.

Tortured Orchard: Memorable 
Seasoning Sauces, Memorable Gifts
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. Br-
uschetta never had it so good!

For wholesale inquires, call
413.528.1119, or visit www.tortured
orchard.com for more information.

http://www.conroyfoods.com
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Seth Greenberg’s Authentic Brownie Crunch
Struggling for a great hostess gift or
stocking stuffer?  Imagine the very best
part of the brownie, the crispy edges.
Now imagine this indulgence is an all-
natural snack that’s only 120 calories
per 1-oz. serving. It’s real. It’s the per-
fect addition to any holiday gift list. It’s
Seth Greenberg’s Authentic New York
Brownie Crunch. 

Santa Fe, N.M. is a magical place dur-
ing the holidays, full of colorfully deco-
rated adobe, snow-dusted pine trees,
luminarias and joy. Now, the new South-
west Brownie Crunch line captures that
spirit and brings together the flavor of
rich chocolate with the spicy tastes of
jalapeño, chile and chipotle peppers—
just like the confections leading choco-
latiers are creating.

Inspired by the way chocolate and
spices from all over the world are being
melded into sumptuous flavors, South-
west Brownie Crunch brings together
the sweet and the spicy with the piquant
tastes of jalapeño, chile pepper and
smoky chipotle. The result is the very
best part of the all-American brownie in

a sweet, spicy, crispy treat that is per-
fect for holiday parties and gifting.

Of course, Seth Greenberg’s Authentic
Brownie Crunch is a delicious, grown-up
treat paired with a glass of milk. How-
ever, it is also ideal as a unique party
treat, paired, for example, with a micro-
brew like a malty dopplebock or dry bar-
rel-aged stout. Imagine a footed bowl full
of festive peppermint ice cream topped
with the rich crunch of Mint Chocolate
Chip Brownie Crunch—a perfect ending
to any celebratory gathering. 

In addition to being 100 percent all
natural, Seth Greenberg’s Authentic
Brownie Crunch is a certified kosher treat
that is made in the U.S.A. In addition to
the Southwest line, the product is also
available in a number of additional
tempting flavors, including chocolate
chip, mint chocolate chip, toffee caramel,
orange and cinnamon cappuccino.

For serving suggestions, availability or
to learn more about the company, visit
www.browniecrunch.com. Seth Green-
berg’s Authentic Brownie Crunch: It’s
the brownie reinvented!

Le Parfait: The Perfect Packaging 
for Your Gift Products
First impressions are as important in
presenting products as they are in life,
and there is no better way to make that
impression than with quality specialty
glass containers that allow the con-
sumer 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 so-
phisticated 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 Par-
fait 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 con-

tents. The inert nature of glass provides
safety and comfort.

Products packed in Le Parfait will ap-
peal to consumers who are concerned
about the environmental value of pack-
aging. 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 initiative as they are
embracing top-quality foods and spe-
cialty 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 the company by email
at sales@bannex.com.

Bakto Flavors Brings Variety to 
Your Kitchen This Holiday Season
With the holidays quickly approaching,
your kitchen will be grateful for this de-
licious collection from Bakto Flavors.
With all of your holiday favorites in mind,
these natural, kosher, GMO-free, and
gluten free flavors are the perfect addi-
tion to make your cakes and cookies
ring in the holiday spirit like never be-

fore. In addition, the product offerings
from Bakto Flavors make the perfect gift
for the baker in your life. Choose from
more than 50 flavors to make your own
set of 3, 6 or 12!

For more information on Bakto 
Flavors, visit the company online at
www.baktoflavors.com. 

House of Caviar & Fine Foods’ 
American Caviar Holiday Gifts
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
selection of caviars chosen for their
quality and uniqueness. It would make a
perfect holiday gift. In this basket, caviar

lovers can indulge with the ultimate do-
mestic delicacies. Caviar is accompa-
nied by traditional blinis, as well as a
beautiful mother of pearl dish and serv-
ing spoon. 

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

http://www.gourmetnews.com
http://www.purelyamerican.com
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Boyajian Spices up the Holidays 
with Herb-Infused Olive Oils
Add Old World elegance to gifts this 
holiday season with dipping oils from
Boyajian, Inc. Handcrafted in small
batches, 100 percent pure olive oil and
extra virgin olive oil are packed with
fresh herbs and spices. Three 
offerings from Boyajian include Moroc-
can Blend, Herbes de Provence and 
Italian Herb. Arrange any of these dip-
ping oils in a festive basket with a 
crusty loaf or flatbread and a shallow
dish, and you have 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 at top retailers
throughout the United States, as well as
in several other countries. Boyajian
products have long been a favorite of
foodservice professionals, cookbook
authors and consumers.

For more information, visit www
.boyajianinc.com. 

Buddy Squirrel Satisfying 
Snackers for Generations
Buddy Squirrel combines the best of
both worlds when it comes to satisfying
your sweet tooth or craving for salt. The
company offers award-winning confec-
tions, boxed chocolates, stylish gift tins,
premier nuts from around the world,
snacks and award-winning gourmet
popcorns.

Buddy Squirrel’s history began more
than 96 years ago when immigrants
founded a confectionery company in
Milwaukee, Wis. The company was
given a name that echoes its consistent
freshness and excellence: Quality
Candy. In the 1960s, Quality Candy pur-
chased a nut roasting, gourmet popcorn
and snack mix operation called Buddy
Squirrel. In 2010 the newly renamed,
Buddy Squirrel LLC, began revitalizing
bulk sales with new kosher confections,
the creation of chocolate and granola
bar lines, private labeling and re-
designed packaging.

Buddy Squirrel aims to continue culti-
vating a tradition of excellence as the
company celebrates the launch of new
products that appeal to consumers of all
ages. Buddy Squirrel now offers delec-
table candy bars in bulk, made from the

company’s original 1916 Quality Candy
recipes. The company’s new collection of
Buddy Bars come individually wrapped
and include flavors such as Sea Salt
Caramel, Milk Chocolate Butter Almond
Toffee, Mint Meltaway, Pecan Tad and
more. Delightful for birthdays, showing ap-
preciation or offering congratulations,
Buddy Bars are a terrific accent for any
gift-giving occasion and are also a great
snack on-the-go. Each bite is a celebra-
tion in itself.

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 pre-
mium chocolate, nuts and popcorn. From
the company’s beginnings selling confec-
tions on the cobblestone streets of Mil-
waukee, Buddy Squirrel has used pure
Swiss-style chocolate and traditional
home-style recipes that have pleased gen-
erations of customers. The team at Buddy
Squirrel stands by its commitment to pro-
vide exceptional products for its friends
around the world.

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

Bella Lucia All Natural Gluten Free Pizzelle
Bella Lucia All Natural Gluten Free
Pizzelle are ready for all your holiday
needs. Anise, the traditional flavor for
the holidays, is continually the com-
pany’s biggest seller. Other available fla-
vors include the company’s newest,
Lemon Love, as well as Saigon Cinna-
mon, and Vanilla.

The company’s products are hand-
made two at a time, which adds to their

uniqueness. And, as always, the com-
pany promises that “you’ll never know
they are gluten free.”

Don’t forget to come and visit the
Bella Lucia stand at Expo East, Septem-
ber 26-28 at the Baltimore Convention
Center. Bella Lucia will showcase 
their All Natural Gluten Free Pizzelle 
in the New Products Pavilion at the
Upper Hall.

Spice up Your Holidays with Bhakti Chai
Available in concentrate and ready-to-
drink varieties, Bhakti Chai is a dis-
tinctly flavorful addition to holiday
celebrations and libations. This year,
Bhakti, the fiery, warming chai, is
pleased to announce its first-ever holi-
day gift set. Enjoy one quart of Bhakti
Chai concentrate (to be mixed with your
milk of choice) and two beautiful tradi-
tional teacups for just $28. Available
through the Bhakti Chai website, this is
the perfect uplifting and conscious gift
for the socially engaged consumer.

Whether warmed on the stove and
served to guests in place of mulled cider,
used as a mixer in a holiday cocktail or
added to baked goods, Bhakti Chai adds
a fiery and exotic spice flavor to the holi-
day season. Made with 100 percent or-
ganic fresh-pressed ginger, Fair Trade
Certified Assam black tea and a unique
Masala spice blend direct from India,
Bhakti Chai has already earned a cult fol-
lowing across the country.

For more information, visit www.
bhaktichai.com.

http://www.mardonaspecialtyfoods.com
http://www.houseofcaviarandfinefoods.com
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Beano’s Sandwich Shakers: 
Live, Love, Get Sauced
New from Conroy Foods, the producer of
Beano’s Deli Condiments™ and Sauces,
comes Beano’s Sandwich Shakers™ with
Roasted Garlic and Parmesan Cheese.
Beano’s has not been this excited about
launching a new product to America’s
delis since the introduction of Beano’s
Original Submarine Dressing™ back in
1989.

Beano’s Sandwich Shakers introduces
a totally new concept that will enhance the
flavor of food without adding fat, choles-
terol or carbohydrates. Made with roasted
garlic, parmesan cheese and spices,
Sandwich Shakers allow the consumer to

“Just Shake the Taste”™ onto their fa-
vorite creations.

In addition to sandwiches, Beano’s
Sandwich Shakers can be added to oil to
make a dipping oil, or they can be used as
a rub for chicken or fish. The possibilities
are endless. Other suggested uses include
sprinkling on baked potatoes, garden sal-
ads, pasta salads, french fries, chicken,
pizza, seafood, wings or soups. You can
even mix them with cream cheese to
spread on a toasted bagel.

Each case of Beano’s Sandwich
Shakers comes packed with six 2.25-
oz. bottles in a convenient tear away

display case that can sit easily on the
deli counter to create incremental im-
pulse sales.

In addition to Beano’s Sandwich Shak-
ers, three new sauces are being added to
the already extensive line of Beano’s Deli
Condiments. On the spicy side are
Beano’s Jalapeno Mustard, which really
gives a wonderful kick to a hot dog, adds
zest to any sandwich and serves as a ter-
rific dip for soft or hard pretzels. Beano’s
Peach Habanera Sauce is a great com-
bination of sweet and heat and compli-
ments a variety of foods. On the sweet
size, Beano’s Pineapple Honey Mustard
adds flavor and spice to a ham or turkey
sandwich or makes a great sauce for
baked brie.

For more information, visit www
.conroyfoods.com.

There Is Only One Le Gruyère AOP
In 1115 A.D., a cheese was discovered in
western Switzerland, a region with rolling
fields, scenic mountains and a majestic
castle. This place, Gruyères, is the origin
of the inimitable Le Gruyère AOP.

Gruyère soon became famous for its
unique flavor, and, as happens with most
exceptional things, fame begat imitation.
Cheese makers from other countries
tried to make their own Gruyère, even
calling it by the same name, but they al-
ways produced a cheese with a different
flavor. This became confusing. Gruyère

had become not only popular, with a
worldwide demand, but this growing
popularity made the cheese important to
the region’s overall economy as well.
Something had to be done!

Since 2001, the most consumed cheese
in Switzerland is now protected with an
“AOP” designation, which in English
means “Protected Designation of Origin.”
This guarantees a clear origin, a level of
quality and a complete traceability back to
the region of production. There is only one
Gruyère AOP—the “Gruyère AOP” mark

on the side of the wheel proves it. 
The one true Gruyère AOP is made

with raw milk and no additives or preser-
vatives. It is 100 percent natural. The
same recipe is used today that has been
used for centuries, since before addi-
tives and synthetic feed and ingredients
became ubiquitous. Le Gruyère AOP is
still tightly linked with the local, long-
held traditions and the landscape of
Switzerland. This makes each taste of Le
Gruyère AOP a special experience, cen-
turies in the making.

For more information, recipes and pho-
tos of the only region that can produce 
Le Gruyère AOP, visit www.gruyere.com.

Fire & Flavor’s John Wayne Spice Rub Gift Set: 
The Perfect Gift for Grillers
Fire & Flavor has created the perfect
gift for grillers with the new John
Wayne Spice Rub gift set. The set in-
cludes four all-natural rubs, including
barbecue, beef, pork and chicken sea-

soning. 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 generously
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.fireandflavor.com. 
For questions or assistance, 
call 866.728.8332.

Chocolate Party Cups from Kane Candy
Kane Candy continues to offer chef-in-
spired, premium quality chocolate party
cups, now available in nine award-winning
varieties. All Kane Candy products are
proudly made in the United States and are
also kosher.

New retail varieties include White
Chocolate Cordial & Toasting Cups, Pink
Magnolia Chocolate Dessert Cups, White
& Pink Chocolate Scrolled Celebration
Cups and Ltd Edition Winter Wonderland
White Chocolate Party Cups with red and
white chocolate swirl (deco sticks in-

cluded). 
Chocolate party cups from Kane Candy

are quick and easy—simply fill and serve.
Impress your guests and create fabulous
chocolate desserts at home for your next
dinner party or celebration.

Retailers can cross-merchandise
Kane Candy Dark Chocolate or White
Chocolate Cordial & Toasting Cups
alongside port and dessert wines or with
fine liqueurs. The products also fit well
in the baking aisles, within better baking
chocolates sections, in the floral and gift

areas, in the bakery, at the deli, in wine
and spirits sections or in seasonal holi-
day displays.

Kane Candy offers world-class taste
and style for the at-home chef or party
planner. The company options fantastic
sellers for kitchenware and culinary stores
as well as gourmet shops, wine and
cheese stores, premium quality grocers,
party stores, chocolate shops, gift bas-
kets, floral/gift shops and bridal stores.

For more information, visit
www.KaneCandy.com, email Info
@KaneCandy.com or order by calling
800.875.5557. Life should be a party, so
celebrate in style with Kane Candy. 

Gourmet Holiday-Themed Kits 
from eSutras Organics 
eSutras Organics supplies unique and
gourmet holiday-themed kits for a wide
variety of customers. These delightful
combinations not only bring retailers new
and exciting products for their businesses,
but eSutras Organics also offers very com-
petitive prices.

eSutras Organics provides an extensive
range of gourmet and seasonal organic
specialty foods, like the company’s Holi-
day Spirits Kit. This kit comes with an ex-
clusive Herbal Medley Tea, Mint Finishing

Sugar, Wine Mulling Spice Blend, Pepper-
mint Cocoa and a tea strainer. All items are
certified organic and use only natural fla-
vors from Mother Nature. Made in
Chicago, this Holiday Spirits Kit is perfect
for your foodie, mixologist, hostess and
organic loving customers. They can mix
and match all of these unique products to
make a delicious mulled wine, a refreshing
teatini, a festive Peppermint Hot Cocoa or
just a warm herbal tea for a cold night.

The Holiday Spirits Kit is just one exam-

ple of the countless holiday kits eSutras
Organics provides. The company also has
a full line of certified organic herbal teas,
finishing sugars, hot cocoas and choco-
lates, as well as the company’s own
unique spice blends that are delicious by
themselves or serve as a terrific compo-
nent in holiday gift baskets. All of the com-
pany’s offerings are guaranteed to bring
holiday cheer to your customers! 

To find out more about the Holiday 
Spirits Kit, or to explore all the other count-
less unique seasonal possibilities, call 
the eSutras store at 773.583.4850, or
email questions to help@esutras.com. To
order wholesale online, go to www
.eswholesale.com.

http://www.mediterraneansnackfoods.com
http://www.aristonspecialties.com
http://www.fireandflavor.com
http://www.fireandflavor.com
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Sticky Fingers Scones and Spreads
Put together the perfect holiday food gift
with Sticky Fingers scones and spreads.
Whether you need a quick gift for a
neighbor or you are looking for some-
thing fun and festive for friends and fam-
ily, Sticky Fingers Bakeries has got you
covered this holiday season. The com-
pany’s extensive line of all-natural scone
mixes and spreads makes putting to-
gether the perfect gift easy.

“You can match scone mixes with our
Northwest jams or English curds to 
create all sorts of fun combinations,”
said Tom Owens, CEO of Sticky Fingers
Bakeries. “There is definitely something
for everyone.”

The company’s holiday line-up in-
cludes Pumpkin Spice, Pumpkin Cran-

berry, Peppermint Chocolate Chip and
Spiced Egg Nog scone mixes. The fes-
tive scones pair perfectly with a fruit
butter such as Pumpkin Spice or the
Cranberry Orange Curd, creating a gift
that will delight anyone.

The best part about Sticky Fingers
Bakeries’ products is that they are all-
natural and free of any artificial colors or
flavors, preservatives and trans and sat-
urated 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.

For more information call 800.458.5826
or head to www.stickyfingersbakeries.com. 

Chocolate Pizzas and Mini Pizzas 
from Sensational Sweets
For hot sales, add the delicious Chocolate
Pizzas and new Mini Pizzas from Sensa-
tional Sweets to your store’s shelves. Sen-
sational Sweets offers the 10-in. dessert
pizzas in six varieties: original, decorated
(with lots of choices), Oreo, combo, gluten
free and gluten free decorated. The com-
pany’s 6-in. Mini Pizzas come in five vari-
eties: original, decorated, Oreo, gluten free
and gluten free decorated.

Each Chocolate Pizza and Mini Pizza is
made fresh to order and comes shrink-
wrapped in a colorful pizza box. The
“crust” is made of popcorn lace, topped
with popcorn and pretzels and then driz-

zled with white chocolate to look like
cheese. The company then adds decora-
tions, Oreos or both. The gluten free vari-
ety is made without the pretzels and is
drizzled with our dark milk chocolate to
make an attractive design. Delicious and
fun, it really is the taste that sets Sensa-
tional Sweets apart from its competition.
Sensational Sweets is kosher certified and
nut free.

For more information, call
570.524.4361, email info@sensational
sweets.com, or visit www.sensational
sweets.com. “Let Sensational Sweets
make your life sweeter!”

The Invisible Chef’s Holiday Collection
Celebrate the joy of the holiday season
surrounded by friends and family with The
Invisible Chef’s Holiday Collection. The
collection features flavors steeped in tra-
dition, designed to save time while creat-
ing new family memories. While the fire is
roaring and the snow is falling, just add a
few ingredients to the mixes from The In-
visible Chef, and your holiday baking is
complete. The mixes make a perfect gift
and are sure to delight everyone, making
the holidays sparkle with love.

Featured flavors include chocolate pep-
permint muffins, cranberry pecan coffee
and tea cake and Christmas sugar cook-

ies. Each mix is blended with all natural in-
gredients and needs just a few items from
your kitchen to bake and enjoy.

Other favorites from The Invisible Chef’s
lineup include coffee and tea cakes,
blondies and brownies, frosted and fabulous
cupcake kits, Bake It Quick breads, sweet
muffin cakes and cookie jar classics, as well
as bed and breakfast favorites like scones,
pancakes and waffles. With so many cate-
gories and flavors to choose from, your cus-
tomers are sure to find a favorite.

To learn more about setting up a whole-
sale account, email contactus@the
invisiblechef.com, or call 800.456.7115.

Wicked Jack’s Tavern True 
Jamaican Rum Cakes from Aroma Ridge
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 gen-
erations of Jamaican tradition have pro-
duced a rum cake so flavorful and so
powerful that it has quickly gained a repu-
tation as the best tasting rum cake available
anywhere. Moist, buttery texture and a rum-
soaked glaze add delicious detail that make
all other rum cakes walk the plank. And it’s
perfect for the holiday season!

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 
Jamaican 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.

http://www.lindsayfarms.com
http://www.fireandflavor.com
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The 2013 Holiday Collection 
from Robert Rothschild Farm
The Robert Rothschild Farm 2013 Holiday
Collection offers a variety of fresh and so-
phisticated products that make exceptional
gifts for everyone. Whether it is a holiday
exchange, hostess gift or something for a
food-lover, Robert Rothschild Farm has the
right gift for all occasions to make your cus-
tomers’ shopping trip a breeze.

Robert Rothschild Farm has amazing
stocking stuffers and gift basket items. The
company’s Holiday Grab & Go Snack Sets
are a small gift that leaves a big impression.

With flavors like Raspberry Honey Mustard
Pretzel Dip and Chocolate S’mores Dip,
there is something for everyone.

It is often the simple things that make
the biggest statement, which is why
Robert Rothschild Farm’s Perfect Pair Gift
Sets are so popular. Their best-selling dips
and seasonal favorites are paired with
gourmet pretzels for a beautiful, flavorful
combination. The Entertaining Trio Gift
Sets also make big statements with their
sweet preserves and savory dip options,

perfect for any customer.
The largest gift sets offer finely crafted

combinations for foodies at a great
value. The Holiday Celebrate Gift Set in-
cludes three of Robert Rothschild
Farm’s most popular dips plus one deli-
cious dessert topping and a large bag of
pretzel twists. The Breakfast at the Farm
Gift Set includes Red Raspberry Cream
Cheese Muffin Mix and four delectable
preserves and fruit spreads. Lastly, the
Italian Dinner Gift Set includes the Italian
Herb Focaccia Bread Mix with an array
of spreads to make the customer’s next
Italian dinner delicious.

Other holiday gifts in the collection 
include Holiday Dip Set, Farm Favorites

Holiday Gift Set, Gourmet Sauce Duo Gift
Set, Gourmet Dip Duo Gift Set and 
Breakfast Pair Gift Sets.

Items from Robert Rothschild Farm’s
2013 Holiday Collection offer exceptional
quality and high perceived value to cus-
tomers. Retail prices range from $5 to $25,
and there is no need for gift wrapping as
the items are beautifully packaged in
reusable boxes. The holidays are simpler
and tastier with Robert Rothschild Farm’s
2013 Holiday Collection. 

For more information about Robert
Rothschild Farm products and gift sets,
call 800.356.8933, email info@robertroth-
schild.com, or visit the company’s website
at www.robertrothschild.com.

Meadow Lakes Dressings from Sierra Nut House
Meadow Lakes Dressings from Sierra
Nut House are all natural, fat free and
low calorie fruit-based dressings with
four inviting varieties from which to
choose: pear dressing, pomegranate
pear dressing, strawberry dressing and
elderberry vinaigrette. 

“The goal of the Meadow Lakes Dress-
ings line is to offer an all-natural, fat-free,
low-calorie dressing that tastes fabulous,”
said Jo Ann Sorrenti, President of Sierra
Nut House. 

The ingredients in Meadow Lakes’ all

natural dressings are few, but they create
a unique and alluring flavor. It is truly
amazing what a tasty alternative to every-
day dressings Sorrenti has fashioned, from
luscious California fruits and just a few
added ingredients.

Meadow Lakes Dressings come in 12-
oz. glass bottles. Recipe ideas are avail-
able for your customers on separate
cards, which double as shelf-talkers. The
dressings are also available in plastic
half-gallon jugs for foodservice cus-
tomers and restaurants.

The award-winning pear dressing is a
Sierra Nut House best-seller. With its
own semi-sweet flavor and unique 
texture, the pear blends well with spices
and flavorings, lending the dressing its
award-winning flavor. With chunks of
pear throughout, this delectable dress-
ing will be a big hit with your store’s cus-
tomers.

The company’s strawberry dressing ex-
udes the undeniable allure of one of Cali-
fornia’s most popular fruits. With their
vibrant color and juicy sweetness, straw-
berries are hard to resist, and the straw-
berry dressing is no different.

Made from the concentrate of elder-

berries, the zesty elderberry vinaigrette
is a favorite. This tangy vinaigrette can
be used as you would any balsamic
vinegar. 

The newest addition to the Meadow
Lakes Dressings line is the pomegranate
pear dressing. The tanginess of pome-
granates mixed with the sweetness of
pears creates the perfect blend, lending
customers a tasty alternative to everyday,
run-of-the-mill dressings. 

For more information about Meadow
Lakes Dressings, Inc. or to order these
dressings, please visit www.sierranut-
house.com, or call 800.397.6887, Monday
through Friday from 9 a.m. to 5:30 p.m.

Party
Continued from PAGE 14

“The food shifts. It’s a little bit creamier. It’s
a little bit heartier. And those really stand
up to the flavors of the season.”

When it comes to dessert, it can be a
little more difficult to plan something un-
expected for a holiday party, since the
expectations are so high that certain
sweet treats will be available. However,
one can still stick with the flavors of the
season while thinking slightly outside-
the-box.

Susanne Witte Settineri, President

and CEO of Carl Brandt, Inc., recom-
mends looking to German holiday sta-
ples in order to find desserts that will
impress, but still satisfy holiday crav-
ings. Stollen, for example, is a uniquely
German Christmas tradition that will not
taste unfamiliar to American palates. “[It
is] not to be mistaken with the American
fruitcake, although it does have fruit,”
she said. “If you have to explain it to
someone who has never experienced it,
it’s more in the direction of a panet-
tone—panettone being more bread-like
and stollen being more cake-like. It is
quite delicious.” Witte Settineri also rec-
ommends checking out lebkuchen, a

German version of gingerbread.
Of course no end-of-year fete would be

complete without the appropriate libation.
For party hosts wanting to incorporate the
latest trends in gourmet cocktails into their
events, the answer can be as simple as
pulling out the appropriate gourmet mixer.
Started in 2010 in Brooklyn, Emily Rose
Syrups offers artisanal small batch cocktail
syrups in flavors as unique as lavender
lemon, tamarind, three chili and rose.

“It makes entertaining really easy. Not
only are they really unique flavors, they
make your drink special, just by having it,”
said Emily Butters, co-founder of Emily
Rose Syrups. “Raspberry makes a really

festive red color drink for the holidays, and
the cardamom clove has that sort of spice
cookie flavor.”

The best thing about Emily Rose Syrups
is how they simplify the task of tending
bar. “If you’re having a crowd, you can just
mix up a pitcher of whatever cocktail
you’re going to serve, and then it takes all
of the work out of the drink mixing,” But-
ters said. In addition, these syrups are per-
fect for family gatherings where not
everyone is drinking alcohol. By combin-
ing these gourmet mixers with just a few
simple ingredients, one can craft a festive
non-alcoholic mocktail, perfect for toast-
ing in the New Year.

Tortuga Rum Cake Company 
Introduces Holiday Shipper Displays
Timed to spark holiday sales, Tortuga
Rum Cake Company is offering retailers
a festive, seasonal version of its popular
rum cake shipper displays. Maximizing
space and boosting retail sales, these
free standing, sturdy cardboard floor dis-
plays hold either 60 4-oz. or 30 16-oz.
original golden rum cakes or assorted
flavors. The company is also introducing
shipper floor displays for its newest

products—100 percent Jamaica Blue
Mountain Coffee and award-winning
Chocolate Rum Turtles with Sea Salt.
Each display holds 36 units and will be
available for fourth quarter shipments. 

“Because our rum cakes are so popular
at Christmas time, our retailers asked for
a holiday version of our shipper displays,”
said Monique Hamaty-Simmonds, Chief
Marketing Officer for Tortuga. “And the

success of our rum cake shipper program
has encouraged us to create similar dis-
plays for our 100 percent Jamaica Blue
Mountain Coffee and Tortuga Chocolate
Rum Turtles with Sea Salt.”

Tortuga rum cakes are baked in the
Cayman Islands, Barbados and Jamaica
from a generations old island family secret
recipe. Each cake is hand glazed with Tor-
tuga Gold Rum and vacuum sealed to lock
in the delicious freshness. The cakes are
available in three sizes—33-oz, 16-oz and
4-oz, as well as in eight tropical flavors.
Other products from Tortuga include hot
and savory Caribbean sauces, gourmet

coffees, chocolate rum treats and more.
Working off of the adage “When they try

it, they will buy it,” Tortuga has drawn
thousands of tourists to the company’s
Tortuga shops in the Caribbean. Today,
Tortuga offers sheet cakes to help retailers
facilitate their own sampling programs.
Point of purchase materials and colorful
yellow and red eco-friendly cloth totes
also are available.

For more information on Tortuga 
Rum Cake Company, call 305.378.6668 
or 877.486.7884, email sales@tortuga
imports.com, or visit www.tortuga
rumcakes.com.

Spice Up Your Brand: Private Label 
Opportunities from Vanns Spices
With brand image, loyalty and trust as on-
going priorities for retailers and restaura-
teurs, and with price on the minds of
buyers at all times, it is no surprise that de-
mand for house branded products and pri-
vate label manufacturing remains strong.

With private label solutions, brand own-
ers have the opportunity to enhance brand
image, offer quality that rivals national
brands and deliver ultimate value. In these
challenging economic times, it also pro-

vides the opportunity to regulate pricing
and increase margins.

For more than 30 years, and with more
than 350 of the finest spices, herbs,
unique blends, rubs, flavors and extracts
to choose from, Vanns Spices continues
to be the tastemaker for the private label
needs of the most selective retailers
throughout the country.

“It’s all about value and perform-
ance,” says Mick Whitlock, President of

Vanns Spices. “Whether you create your
own brand or rely on ours, your cus-
tomers will appreciate the intensity of
flavor, performance and overall quality
of Vanns Spices.”

When it comes to packaging, Vanns’ ex-
perienced label department works directly
with brand owners to develop eye catch-
ing labels and packaging presentations
that compliment existing graphic stan-
dards. With an array of containers includ-
ing round and square bottles in glass and
plastic, sifter and/or grinder closures,
form-filled and heat sealed bags and cus-
tom configured folding cartons, there are
countless packaging solutions to suit

every merchandising need.
For operators looking for something a

bit more distinctive, Vanns will create
custom-formulated spice blends that ei-
ther match existing signature recipes or
satisfy specific flavor objectives. For re-
tailers looking for quality without invest-
ing in private label, Vanns also offers a
comprehensive line of spices, blends,
flavors and extracts that carry the
Vanns label.

To learn more, see Vanns Spices at the
Natural Products Expo East in Baltimore
at booth 646. Alternately, contact Vanns
by email at orders@vannsspices.com or
by phone at 800.583.1693.
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Vinstrip Wine Carrier from Po Valley Foods
Vinstrip wine carrier is designed for stylish
wine and spirit gift-giving and everyday
use. Vinstrip is the most exciting product to
hit the wine accessory sector in many
years. Designed and crafted in Italy of eco-
pelle, Vinstrip’s ingenious pop-up design
transforms from a flat disc into a modern
wine carrier. Vinstrip is soft, reusable and
environmentally friendly. The product’s col-
orful eco-pelle is durable, recyclable, wa-
terproof, odorless and non-toxic.

Vinstrip is lightweight, affordable and
easy to ship via mail order. It is perfect for
all trendy retail stores, wine shops and
wineries, gift and card shops, modern art
shops, houseware and gadget retailers
and gourmet gift shops. Vinstrip also has
unlimited applications as a wedding favor.

The fun color palette makes an equally
beautiful gift bag whether for a fine Brunello

or a fun sparkling wine, the Vinstrip “Single”
is perfect for one 750-ml. bottle. Vinstrips’
brilliant range of colors include wine, brown,
orange, black, white, silver/gold/bright pink,
yellow, red, green, blue and lilac.

Beautifully packaged Vinstrip “Single”
will be available for sale on September 15
with a suggested retail price of $7.95. The
Vinstrip “Twin” bottle carrier will be intro-
duced in early 2014 with a SRP $9.95.

Since 2010, Po Valley Foods has estab-
lished itself a leader in all natural imported
gourmet specialties from Italy. In 2012 Po
Valley Foods expanded its Long Island
headquarters to facilitate the development
of private labels for some of the most dis-
cerning brands in the nation.

For more information, contact 
Carmen Bazzini at 516.801.4688, or email 
vinstripusa@gmail.com.

Dilettante TruffleCremes 
from Seattle Gourmet Foods
In 2006, Dilettante joined Seattle Gourmet
Foods, a gourmet food manufacturer
based out of Kent, Wash., to answer their
needs for expansion. With this partner-
ship, Dilettante went from a successful Pa-
cific Northwest confections and bakery
company to a brand with national reach.
Over the years, Dilettante has become a
highly accomplished truffle and truffle
creme manufacturer.

Dilettante TruffleCremes consist of an all
natural truffle ganache enrobed in selected
blends of cacao and wrapped in brightly
colored foil. The newest edition to the al-
ready successful TruffleCreme line is the
candy cane flavor, perfect for the holidays.
Coated in premium milk chocolate, the

creamy milk chocolate ganache center is
full of flavor, containing bits of candy cane
and pure oil of peppermint to enhance the
taste experience. These individually
wrapped chocolates come in festive foil,
packaged in 10-oz. gift boxes with twelve
boxes coming in a case. 

Dilettante Candy Cane TruffleCremes as
well as the company’s other TruffleCreme
varieties are available in 5-oz. tent bags
and 10-oz. gift boxes. The candies contain
no hydrogenated or trans fats. All have a
12-month shelf life.

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

Ruby Bay Wild Salmon Jerky Line 
Extension for Holiday 
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.

Cholent—Kosher Meals Made Easy
Cholent is another creative series of salt-
free dinner kits from Purely American
Foods. What exactly is Cholent? It is a tra-
ditional Jewish meal that, for generations,
has been prepared on Friday before the
Sabbath begins. Slow cooked all night,
this savory stew is the main course at Sat-
urday’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 re-
tail customers.

The Cholent kits are just one among
many delicious and healthy meal solutions
offered from Purely American. The com-
pany’s healthy dinner kits are all salt and
gluten free, kosher certified and all natural
with no MSG and high fiber. 

Check out the company online at
www.purelyamerican.com, or contact
Ray Leard at 740.592.3800 for informa-
tion and orders.

http://www.greatpecans.com
http://www.aromaridge.com
http://www.baktoflavors.com
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Stock Your Shelves with Products 
from Rabbit Creek This Holiday Season
For the holiday season, look no further
than Rabbit Creek Products for scrump-
tious shelf stocking selections.

First, Rabbit Creek’s Merry Moose Holi-
day Cinnamon Pull-Apart bread is ex-
tremely easy and fun to make. Great for
kids, everyone will enjoy simply pulling
apart the hot and steaming bunches, while
the aroma of cinnamon wafts throughout
the kitchen.

Brownie Mix for the Reindeer is chock
full of chocolate, peanut butter, and white
chocolate chips, enough to satisfy every-
one’s sweet tooth. Santa’s Naughty
Brownie Mix is studded throughout with
chocolate chips, pushing the decadence
of this amazingly delicious brownie over
the edge. 

Rabbit Creek also has seven different
cocoa mixes, including a peppermint 

and Christmas hot cocoa, covering all 
the bases and ensuring the whole family 
is happy. 

Rabbit Creek Products makes all of its
products to order only. Therefore, there
are no bins of packets sitting around for
months on end. This means that when
ordered, your products are as fresh as
can be. Rabbit Creek also offers free 
private labeling for all of their products.
If not doing the private label option, 
customers can mix different flavors to
get a full case, helping to put variety on
the shelves.

For more information, contact Rabbit
Creek Products at 800.837.3073, or email
rcreek@mokancomm.net. You can also
peruse their website www.rabbitcreek
gourmet.com to see all of their amazing
products for yourselves. 

The Great San Saba River Pecan Co.
The Great San Saba River Pecan Co., lo-
cated on the beautiful San Saba River in
the Hill Country of central Texas, grows
pecans to produce the most fabulous
pecan pies ever. The company’s baked
pies are world renowned for outstanding
flavor and beauty, often shipped as ele-
gant gifts to the delight of thousands.

Building on that rich heritage, the com-
pany added its Pecan Pie In-a-Jar to en-
able anyone to bake a wonderful pecan
pie in their own oven. In addition, the
Chocolate Pecan Pie In-a-Jar makes a rich
decadent chocolate version of the Tradi-
tional Pecan Pie which has long been pop-
ular. Consumers need only add three eggs

to the contents of the jar and bake in their
own pie shell. The instructions are on the
lid. Convenience and ease of use are
strong selling points.

An in-store demo is sure to sell this
product, because the aroma of the pie
baking is irresistible. Sample units are
available at a discounted price for baking.
One pie will make 100 samples in small 1-
oz. nut cups. Include some Chocolate
along with the award-winning Traditional
Pecan Pie In-a-Jar this holiday season for
multiple sales.

For more information, call
800.621.9121, or email info@great
pecans.com.

Vanilla Bean Unique Cookies
Vanilla Bean Unique Cookies offers a vari-
ety of cookies that can be used to create
amazing gifts. The company’s Chocolate
Chilean cookie with its blend of special
spices is the perfect addition 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 com-
pany’s Margarita Sandwich cookie infused
with tequila is a fun cookie that can be in-
cluded in any party-themed gift basket.
The sweet and salty flavor combination of
the shortbread and lime buttercream filling

is unforgettable. When creating nostalgia
themed baskets, Vanilla Bean’s Cherry
Chip Cordial 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
inspired 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.vanilla
beanchefs.wordpress.com and www.face
book.com/vanillabeanuniquecookies.

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

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

Colby a more elastic texture than Cheddar. 
Best of all, says Wisconsin Master

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

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

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

mailto:kate_s@oser.com
http://www.unclebunks.com
http://www.shoppri.com
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BY LUCAS WITMAN
The 2013 Summer Fancy Food Show in
New York showcased its fair share of
companies marketing their own unique
selection of pastas and sauces. There
were dry pastas and frozen pastas,
filled pastas and flavored pastas, pas-
tas in every conceivable size and
shape, as well as sauces containing
everything from clams to wild mush-
rooms to butternut squash to vegetar-
ian soy crumbles.

The market for pastas and sauces is
clearly a flourishing one, and in order to
succeed companies must find their own
special way of differentiating them-
selves from the competition and prov-
ing that customers simply should not
miss their products.

Among the many exhibitors display-
ing their pasta wares at Summer Fancy
Food, one of the most successful com-
panies in the category was the incon-
spicuously named La Pasta. La Pasta
was a two time finalist at the 2013 sofi
Awards in the Outstanding Pasta Sauce
category, a distinction it earned for its
Pink Vodka Sauce and Eggplant Sauce.
Owner Alexis Konownitzine speaks
very matter-of-factly about his com-
pany’s success, attributing retailer and
consumer interest in La Pasta’s prod-
ucts to the simplicity and quality of the
ingredients that go into the products.

“We just manufacture sauces, and
they are good. They are just a good
American product,” Konownitzine said.
“The tomatoes are good tomatoes.
They have a good sugar content natu-
rally. We just put fresh basil and fresh

herbs in there, and that’s basically it.
We don’t overdo it.”

Konownitzine’s plain speech in de-
scribing his company’s products fails,
however, to truly communicate how
special La Pasta’s product offerings
truly are. The company’s luxurious rib-
bon pastas and decadent filled raviolis
feature bright, colorful designs, made
possible by the addition of natural food
colorings like spinach and chipotle pep-
per. Meanwhile, La Pasta’s sauces are
Italian classics, elevated by the special
expertise of those crafting them. “Every-
thing is made with love and care,”
Konownitzine said.

For Francesca Lapiana, Sales Manager
for Italian Foods Corporation, being suc-
cessful in today’s über-competitive pasta
and sauce market requires originality and
high quality. Italian Foods Corporation
markets a number of Italian delicacies, in-
cluding the company’s signature shelf-
stable stuffed pastas.

“It’s a competitive industry, but when
you have something as unique and partic-
ular as we do, we don’t really have any
competition when it comes to stuffed
pasta,” Lapiana said. “It’s a product that
nobody else has. There are other shelf
stable stuffed pastas on the market, but
ours is 100 percent natural. The filling is
the main component of the pasta. Every
piece of pasta is 60 percent filling, and the
rest is pasta. So the flavor that you get
with our stuffed pasta is just something so
powerful compared to any other pasta on
the market.”

Italian Foods Corporation is attempting
to set itself apart from the pack when it

comes to its pasta
sauces as well, recently
unveiling its one-of-a-kind
La Piana Vegetarian Bolognese
Sauce, made with vegetarian soy crum-
bles in place of ground meat. “It tastes
great, and it’s a great option for the veg-
etarian, but also for whoever wants to be
healthy. I always say that it’s delicious,
but it just happens to be vegetarian,”
Lapiana said. 

Competition can also be fierce when
it comes to the market for frozen pastas
as well. Few know this better than
Sarah Pike, the founder of Good Tastes,
a company famous for its gourmet
frozen mac and cheese entrees. Since
founding the company in 2008, Pike has
worked hard to set Good Tastes apart
from the pack as a true paradigm within
the frozen pastas industry.

“Mac and cheese is such a great vehi-
cle for exploration. It’s sort of like tabula
rasa, and then we get to throw all these
really fun things in there,” Pike said. “I
tried not to be too heavy handed. I tried
to use really great sort of robust flavors,
but sparingly so they really shine
through…When I started this whole thing,
I tried to step away from mac and cheese.

I tried to think of flavor combinations that
I loved inherently on their own.”

With offerings like brie & fig, four
cheese, wild mushroom and bacon &
shallot, Good Tastes has gained a loyal
following in part because of the prod-
ucts’ signature gourmet flavor combina-
tions. However, Pike does not stop there
in positioning her company as a trend-
setter within the industry. Pike has made
it her goal to increase transparency for
her customers in regards to the ingredi-
ents her company uses. Pike created
Taste Trace, a consumer facing program
that provides a behind-the-scenes 
look at the special ingredients Good
Taste employs—ingredients like award-
winning Cheddar and Monterrey Jack
cheeses produced by Maine-based
creamery Pineland Farms. 

“People want to know what’s in their
food,” Pike said. “So through Taste Trace,
we’re kind of giving that transparency, so
people can see and learn about what
Pineland Farms is doing.” GN

On Planet Pasta, 
Originality is Key

Lizbeth Lane Cuisine Gourmet Pizza Sauces
Summer is here, and the parties are
moving outdoors! Celebrate this sum-
mer by offering your customers the line
of three, all natural and gluten free gour-
met pizza sauces from Lizbeth Lane.
There is nothing out there on the market
like them. The unique flavors include
Tomatillo Cilantro, Roasted Vegetable
and Tomato, Pepper & Basil. Their taste
is superb. Their texture says home-
made. And the 15-oz. jar will allow your
customers to make up to four 12-in. piz-
zas that are sure to be the hit of any get 
together. Lizbeth Lane Cuisine is open-

ing up a whole new world of pizza mak-
ing possibilities.

For more information, visit www.Lizbeth-
LaneCuisine.com, call 215.480.2710, or
email contactus@lizbethlanecuisine.com.

Romarsi LLC is the proud manufacturer of
all natural pesto sauces, including a tradi-
tional Basil Pesto as
well as a Kalamata
Olive or Tapenade
Pesto. Unlike most
pesto products on the
supermarket shelf,
Romarsi Pestos come
frozen. Most pestos
are refrigerated or
jarred. In order to give
these products an ex-
tended shelf life,
these pestos often include some type of
preservative. Romarsi, however, extends
the life of its pesto sauces naturally,
through freezing. When the customer de-

frosts Romarsi products, they get them at
their premium freshness—just like they

made it themselves
that very day. 

Romarsi’s cus-
tomers often comment
that the company’s
sauces taste remark-
ably fresh, very sum-
mer-like and very
homemade. In fact, a
growing number of
people are saying that
these are the very best

pestos on the market today!
For more information on Romarsi Pesto

Sauces, call 973.773.6040, or visit the
company online at www.romarsi.com.

Romarsi Pesto Sauces

http://www.povalleyfoods.com
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MarDona Black Truffle Marinara Sauce
The new Black Truffle Marinara
Sauce from MarDona is here.
MarDona uses only 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 truf-
fles. Then, that sauce 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 possible,
and it is, of course, gluten free!

MarDona prides itself on having
the finest in gourmet products, while
providing them at affordable prices.
And the team at MarDona is certain
that your next dinner party will be a
hit when you add the new MarDona
Black Truffle Marinara sauce to the
menu.

For more information, visit
www.mardonaspecialtyfoods.com or
www.mardonausa.com

Award-Winning Pasta Sauces 
from Dave’s Gourmet 
A two-time award winner as best pasta
sauce in the industry,
Dave’s Gourmet has been
creating quality food prod-
ucts for 20 years from hot
sauces to drink mixes and
snacks, to all natural,
gluten free pasta sauces.

Created with only the
finest all natural ingredi-
ents, these sauces from
Dave’s Gourmet will remind
you of homemade concoc-
tions created with love by

little Italian grannies. Filled with fresh flavor
and bursting with unique in-
gredient combinations, there
is sure to be a flavor that
everyone will love.

With three certified organic
red sauces made from certi-
fied non-GMO ingredients,
these award-winning sauces
are hard to beat. Find them at
your local grocers, and try
some today.

For more information, visit
www.davesgourmet.com.

Since 1868, Pastificio di Chiavenna has
produced indigenous “grano Saraceno”
buckwheat flour in the Chiavenna and Val-
tellina Valleys for use in pasta and polenta
products. Low temperature
drying of the pasta for long
periods (5 to 24 hours)
maintains the buckwheat’s
original nutritional values.
Buckwheat is rich in iron, vi-
tamins B and E and magne-
sium. It is high in fiber and
amino acids and has protein values similar
to that of meat and soy. Moro’s pasta,
made from buckwheat, has less carbohy-
drates and more fiber than regular pasta. 

It was Carlo Moro who gave life to the
pasta factory on the river Mera, where the
waters powered the grinding machines.

Today, the original location is an industrial
museum, and their new, state-of-the-art
factory, using 100 percent green energy,
resides at the main gates of Chiavenna, 10

km. from Switzerland, on the
road towards St. Moritz. 

Pastificio di Chiavenna
Pizzocheri is sold in 1.1-lb.
bags at a SRP of $3.95. Fi-
delin (thin spaghetti) is sold
in 1.1-lb bags at an SRP of
$3.95. And Gluten-Free Po-

lenta for Taragna (corn and buckwheat
flour polenta) is sold in 1.1-lb. bags at an
SRP of $4.75.

For more information, contact Carmen
Bazzini by email at povalleyfoods
@gmail.com or by phone at 516.801.4688,
or visit www.povalleyfoods.com.

Po Valley Foods’ Carlo Moro 
Pastificio di Chiavenna 

Robert Rothschild Farm recently launched
two new pasta sauces, perfect for any oc-
casion. Using only the finest ingredients
such as Kalamata olives, portabella mush-
rooms, roasted red peppers, vodka and
Roma tomatoes, these sauces are rich in
flavor and complement any pasta dish.
These versatile sauces also make great
soup starters or bruschetta toppings.

The new Roasted Red Pepper & Wal-
nut Pasta Sauce includes sweet bell
peppers, Romano cheese, walnuts and
flavorful spices that are blended to per-
fection to create a sweet and slightly
spicy pasta sauce. Kalamata olives and
tomatoes are combined to create their
sweet and tangy Puttanesca Pasta

Sauce. They
also have
four addi-
tional pasta
sauces that
make an
Italian dinner simple and delicious: Arti-
choke Pasta Sauce, Roasted Portabella
& Roma Tomato Pasta Sauce, Roma &
Sun-Dried Tomato Pasta Sauce and
Vodka Pasta Sauce.

Robert Rothschild Farm’s pasta sauces
are all natural, gluten free and kosher. The
SRP is $10.99.

For information, call 800.356.8933,
email info@robertrothschild.com, or visit
www.robertrothschild.com.

Gourmet Pasta Sauces 
from Robert Rothschild Farm

http://www.lindsayfarms.com
http://www.davesgourmet.com
mailto:antichisaporius@gmail.com
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A 22-oz. jar of pecan pie filling from The Great San Saba River Pecan Co. con-
tains all the pecans and all the syrup and flavoring needed to make the perfect
pecan pie. Simply stir in the eggs and butter, and pour into a pie shell for the
perfect dessert. The best part is that it is truly a homemade pie! For a quick
and easy dessert topping, the filling can be warmed and poured directly out
of the jar over a cake or a dessert waffle. Try drizzling it over a pan of warm
cinnamon rolls to make pecan sticky buns. Pecan Pie In-a-Jar from The Great
San Saba River Pecan Co. is a must have item for your pantry.
SRP: $15.95-$20.95 (Wholesale:  $6.99)
No of flavors offered: 2

The Great San Saba River Pecan Co.
800.621.9121
www.greatpecans.com

Pecan Pie In-a-JareSutras Organics Gourmet Finishing Sugars Line
eSutras Organics’ small-batch produced Finishing
Sugar line is the perfect dessert topping for cus-
tomers who are seeking a healthy alternative to re-
fined sugars. The varieties of sugars are made from
organic evaporated cane juice and real fruit, herbs
and spices. No artificial flavors, just pure goodness
from Mother Nature. Available in both 1-oz. and 6-
oz. sizes and packaged in unique glass jars, these
beautiful looking finishing sugars are sure to pop
from any store self.
SRP: $13.00-$13.75
No. of sugars offered: 8

eSutras Organics
773.583.4850
www.eswholesale.com

Chocolate Pizzas from Sensational Sweets
For hot sales, add Sensational Sweets’ delicious
chocolate pizzas. Sensational Sweets offers six va-
rieties of dessert pizzas: original, decorated, Oreo,
combo, gluten free and gluten free decorated.
Each is made fresh to order and comes shrink
wrapped in a colorful pizza box. The “crust” is
made from popcorn lace. The original variety fea-
tures popcorn and pretzels, drizzled with white
chocolate in order to look like cheese. Then, Sen-
sational Sweets add decorations, Oreos or both.
The gluten free variety is similar, but it skips the
pretzel toppings. Sensational Sweets: “It’s the
taste that sets us apart.”
No. of dessert pizzas offered: 6

Sensational Sweets
570.524.4361
www.sensationalsweets.com

Seth Greenberg’s Authentic New York Brownie Crunch
Seth Greenberg’s Authentic New York Brownie
Crunch is a delicious indulgence that is perfect for
a simple, no-fuss dessert by itself or as a crunchy
topping for ice cream. Imagine the very best part
of the brownie—the crispy edges. The new South-
west Brownie Crunch line melds the flavor of rich
chocolate with the spicy taste of jalapeño, chile
and chipotle. It is an all natural, kosher treat, per-
fect served by itself with a glass of milk or used
as the finishing touch on any dessert. Brownie
Crunch is also available in chocolate chip, mint
chocolate chip, toffee caramel, orange and cinnamon cappuccino. The brownie reinvented!

Seth Greenberg’s Authentic New York Brownie Crunch
212.878.6677
www.browniecrunch.com

Tahana Confections’ Caramels and Caramel Sauces
Fresh ingredients, no preservatives and a melt-in-
your-mouth consistency are the hallmarks of
Tahana Confections’ caramels and caramel sauce.
Classic flavors such as vanilla bean and Trapani sea
salt keep company with ganache with sea salt and
coconut flavors. Tahana’s rotating Seasonal Spice
line features ginger, cinnamon and pumpkin pie
spice. Available in individual 0.5-oz. caramels, as
well as 0.25-lb. and 0.5-lb. bags, Tahana’s
caramels are a treat for one or a gift for a crowd.
4- and 8-oz. caramel sauces shine in vanilla bean
and sea salt flavors and are so good, Tahana in-
cludes a spoon to eat it straight from the jar. 
SRP: $0.99-$15.50/$4.99-$7.99
No. of products: 21 SKUs

Tahana Confections LLC
603.498.6246
www.tahanaconfections.com

Tortured Orchard Sauces
Tortured Orchard Seasoning Sauces are a line of five distinct flavor
combinations will become a staple in your kitchen. Everybody has
a favorite. Tortured Orchard’s sweeter sauces include Sweet Apple
Blush, a New England compote, Lemon Ginger Twist, a reduction,
and Spiced Pineapple Zinger, a chutney. Tortured Orchard’s sauces
are chemical-free, containing no additives or preservatives, no
gluten, cholesterol or fat. They are diabetic-friendly, as they are low
in added sugar and carbohydrates, and they are also vegetarian,
vegan and kid-friendly. Tortured Orchard Seasoning Sauces are eas-
ily enjoyed as toppings and can be paired with fruits and baked
goods—or simply eaten with a spoon. 

Tortured Orchard
413.528.1119
www.torturedorchard.com

Vanilla Bean Unique Cookies realizes that everyone has
different tastes, and the company tries hard to satisfy all
of them. The company’s Clementine Sandwich Cookie is
just one of six unique cookies that Vanilla Bean offers. 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 exciting crisp sensation,
making this cookie an unforgettable experience. 

Vanilla Bean Unique Cookies
888.498.4502 
www.vanillabeanchefs.wordpress.com

Vanilla Bean Unique Cookies

Gourmands will love finishing off their desserts with the exquisite
balsamic glazes from MarDona. These sweet and tangy glazes are
the perfect accompaniment to a gourmet dessert or end-of-meal
cheese plate. MarDona offers eight different varieties of balsamic
glazes, including original balsamic, white balsamic, peach, red
apple, raspberry, fig, cherry and black truffle. Also offered by 
MarDona is a truly unique White Truffle Honey, made with Tupelo
honey, pieces of Italian white truffles and Italian white truffle 
flavoring. Pair White Truffle Honey with fruit and cheese for a ter-
rific sweet bite at the end of any great meal. 

Wild Forest Products, LLC
855.645.7772
www.truffleoilsandmore.com

MarDona Balsamic Glazes

DeNigris Balsamic Glaze
Balsamic Glaze by DeNigris is your essential time saving sauce for prepar-
ing extraordinary desserts. Used by the world’s most creative chefs, Bal-
samic Glaze is an extremely versatile, sweet and thick balsamic reduction
that can be used straight from the bottle with no further preparation. It is
ideal for decorating and flavoring any dessert. Sold in 250-ml. squeeze bot-
tles, DeNigris glaze is available in original, organic, raspberry and vanilla. 
SRP: $7.99/btl
No. of products: 5 varieties in 250-ml. squeeze bottles 

Food Specialties Trading, LLC.
201.746.6037
www.denigrisusa.com
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Nazareth Secret Dates & Halva Spread
Nazareth Secret, a family-owned and operated company with a growing line
of products from the ancient city of Nazareth Israel, is now expanding into
North America. Nazareth Secret Dates & Halva Spread is now available for
distribution to North American markets. Nazareth Secret Honey and Date &
Halva Spread is a unique product based on regional recipes, which have been
passed from generation to generation. Halva is a much-loved Middle Eastern
confection made with sesame seeds. Silan date syrup is traditionally thought
of as the source for the Biblical reference to Israel as the “land of milk and
honey.” Nazareth Secret Dates & Halva Spread is a 100 percent natural,
wholesome product that exemplifies the finest dates of the Nazareth region.
Packed with essential minerals, Dates & Halva Spread naturally contains iron,
magnesium, potassium and calcium.

Nazareth Secret
972.544.865.282 (in Nazareth, Israel)
www.nazarethsecret.com

Favorit Peach Mango Preserves
Favorit, a leading Swiss company, offers Peach Mango Preserves, a
unique, all natural product. These preserves are a delicious highlight
in the popular Favorit product line. Each 12.3-oz. jar contains 52 per-
cent natural fruit. All nine luscious jams in the Favorit line are pack-
aged in an eye-catching way, with the contents clearly visible through
attractive, clear labels. Additional flavors available within the Favorit
line include blueberry, orange marmalade, raspberry, strawberry, apri-
cot, red cherry, forest berries and strawberry rhubarb.
SRP: $4.19
Number  of Jams, Jellies and Preserves offered: 9  

Favorit Preserves, Imported by Carl Brandt Inc.
800.275.4326
www.carlbrandt.com

Beach Plum Jams and Jellies 
On the Mid-Atlantic Coast, the Beach Plum is a popular and tasty
sign of late summer, when the colorful shrubs pop up on the dunes
all along the shore from Maine to Maryland. Finding the best for-
aging spots is a local tradition. Now, people everywhere can enjoy
this distinctive regional fruit through the unique foodstuffs offered
by Beach Plum Specialties of Cape May. Beach Plum Specialties
proudly produces delicious jam and jelly from handpicked, local,
wild and cultivated Beach Plums. The taste is unique, reminiscent
of cherry and traditional plum, with just a hint of cinnamon. Contact
Michael Craig at Beach Plum Specialties to bring this distinctive
regional treat to your store.
No. of jams, jellies, preserves and chutneys offered: 2

Beach Plum Specialties of Cape May
609.425.9057
beachplumspecialties@gmail.com

Ariston Specialties
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 naturally ripened by nature as opposed to last
year’s frozen fruit. Current flavors include Apple and Cinnamon
(a.k.a Apple Pie in a Jar!), Strawberry, Peach, Apricot, Orange
Marmalade and Fig.
No. of varities: 6

Ariston Specialties
860.224.7184
www.aristonspecialties.com

Busha Browne’s Pepper Jellies
Busha Browne’s complement of award-winning
product offerings includes a trio of distinctive pep-
per jellies. This is a traditional spicy-sweet condi-
ment based on the hot and flavorful Jamaican
scotch bonnet pepper and combined with sweet
peppers and aromatic cane vinegar.  All Busha
Browne’s products are made utilizing the fresh
bounty of local fruits, vegetables and spices and
are prepared and bottled in small batches as they
were 200 years ago. Celebrate with the classic
Busha Browne taste enhancers, favored for enter-
taining and gifting. 
No. of varities: 3 (Original Hot Pepper, Lime Pepper and Ginger Pepper)

Busha Browne
www.bushabrowne.com

Sticky Fingers Bakeries 
Sticky Fingers has 12 varieties of jams, jellies, curds
and fruit butters in its line of spreads. All products con-
tain no artificial flavors and no corn syrup. Products
come in 8.2-oz. jars. In the curd category, Sticky 
Fingers’ product line includes Lemon Curd, Orange
Curd and Cranberry-Orange Curd. Sticky Fingers offers
four jams, including Wild Raspberry, Wild Blueberry,
Marion Blackberry and Chipotle Red Raspberry. There
are two jellies, which Sticky Fingers Bakeries sells:
Tomatillo Pepper Jelly with Fire Roasted Jalapeños and
Red Pepper Jelly. And finally, the company also offers
three fruit butters: Cranberry Apple Fruit Butter, Pear
Fruit Butter and Pumpkin Spice Fruit Butter
SRP: $5.99/$6.25
No. of jams and jellies offered: 12

Sticky Fingers Bakeries
800.458.5826
www.stickyfingersbakeries.com

Gourmet Fruit Salsas from Lindsay Farms
Lindsay Farms Specialties continues to expand its fruit salsa line to
include Wild Maine Blueberry Salsa. The new Blueberry Salsa
uniquely blends of Maine blueberries, California jalapeños, and lo-
cally grown tomatoes to form a tart but also sweet blend of flavor
delights. In addition to the new Wild Maine Blueberry Salsa, Lindsay
Farms offers a variety of gourmet salsas, including Georgia Peach,
Spicy Alabama Peach, Mango Lime, Strawberry, Raspberry Chipotle,
Mountain Apple, Mandarin Orange, Tropical Pineapple, and Blackeye
Pea. All of Lindsay Farms’ salsas are delightfully versatile served
over cream cheese with crackers, served over omelets or fish, or
simply served with tortilla chips.
No. of varieties offered: 10

Lindsay Farms
800.243.4608. 
www.lindsayfarms.com

Peach, Pecan & Amaretto Preserves from 
The Great San Saba River Pecan Co.
After 15 years with an excellent record selling to the
gourmet marketplace, the Peach, Pecan & Amaretto
Preserves from The Great San Saba River Pecan Co.
was a finalist for the 2013 Classic Best Seller Award
at the Summer Fancy Food Show in New York, chosen
from a field of hundreds of entries. The product is per-
fect for holiday entertaining, served over a baked brie,
in a mini tart shell or over ice cream. It is all natural,
still made by hand in small batches to maintain the in-
tegrity of the beautiful slices of fruit. The classic square
jar has only the outline of the logo fired into the jar so
that the product is elegantly showcased. It is also an
excellent item for gifts and gift baskets.
SRP: $8.99 (Wholesale $3.99)
No. of jams and jellies offered: 12 flavors available
in all 5 sizes

The Great San Saba River Pecan Co.
800.621.9121
www.greatpecans.com
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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, and Blondie flavor
Walnut  Chocolate Chip. Fudgy, Chocolatey & Chewy….Be Happy ~
Eat a Brownie!  Each 20 oz box will retail for $9.95. Blondies & 
Brownies will be available in August 2013.

e Invisible Chef
800.456.7115     contactus@theinvisiblechef.com

Crunchies freeze-dried all-natural fruits and veggies are nutritious and 
delicious with no added sugars or preservatives. Crunchies are Gluten 
Free, Kosher, vegan and made in the USA! Crunchies are a great on-the-go
snack or the perfect addition to any tasty recipe.  

Crunchies Food Company
888.997.1866     www.crunchiesfood.com

eSutras Organics is your one stop shop for organic herbal teas.
We carry 18 varieties of blends and single herb teas, so there’s

something for everyone! Each variety is our own unique blend,
small batch produced in Chicago, IL.

eSutras Organics
773.583.4850     www.eswholesale.com

The uniquely smooth, savory flavor you’ll find in the only cheese that
can call itself Le Gruyère AOP is a product of its Swiss heritage—where
the cows that supply the milk are grazed and where the way the cheese
is aged and cared for and the recipe itself have remained unchanged
for centuries.

Gruyère AOP Switzerland
+44.26.921.84.10     www.gruyere.com

Bella Lucia Gluten Free Italian Pizzelle Cookies, with authentic 
taste will delight your taste buds. Our cookies are all Natural, and 
Preservative free, in three delicious flavors. Anise, Vanilla and 
Saigon Cinnamon. You’ll Never Know They’re Gluten Free!

Bella Lucia Inc.
814.935.8115     www.bellaluciaglutenfree.com

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

Busha Browne
201.947.1000 www.bushabrowne.com

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

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

Carolyn Saucier is HOT! Five all-natural, gourmet sauces and 
marinades that are bold yet versatile: Wildfire Hot Sauce, Tornado
Dijon, Earthquake Garlic, Monsoon Chinese and Volcano Italian. 
12 oz/340 gram bottles. 

Carolyn Saucier
510.336.9403     www.carolynsaucier.com

Since 2002, Pastificio Lisa has provided all-natural pasta for a balanced
diet. Our authentic homemade Italian pasta comes in 14 unique shapes
and uses only completely natural ingredients. Whether durum,
semolina or egg pasta, our production follows Pastificio Lisa specifi-
cations: carefully selected, strictly controlled raw ingredients of the
highest quality. Now seeking distributors.

Antichi Sapori
201.438.7100 antichisaporius@hotmail.com

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

http://www.dilettante.com
http://www.browniecrunch.com
http://www.baktoflavors.com
http://www.lizbethlanecuisine.com
http://www.robertrothschildfarms.com
http://www.stickyfingersbakeries.com
http://www.abdallahcandies.com
http://www.abdallahcandies.com
http://www.javafrost.com
http://www.fireandflavor.com
http://www.marleycoffee.com
http://www.baybeyond.net
http://www.stonewallkitchen.com
mailto:antichisaporius@gmail.com
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CALENDAR
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

Sept. 7-9 
Dallas Total Home & Gift Market
Dallas, TX
www.dallasmarketcenter.com

Sept.17-19 
Atlanta Fall Gift & 
Home Furnishings Market and 
The Atlanta Gourmet Market®

Atlanta, GA
www.americasmart.com

Sept. 26-28
Natural Products Expo East
Baltimore, MD
www.expoeast.com

Oct. 15-17
Expoalimentaria 2013
Lima, Peru
www.expoalimentariaperu.com
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Chicago Coffee Roastery 9 www.chicagoroasters.com 800.762.5402

Crunchies 34 www.crunchiesfood.com 888.997.1866

eSutras Organics 34 www.eswholesale.com 773.583.4850

Halladays Harvest Barn 9 www.halladays.com 802.463.3471

Jelly Belly 3 www.jellybelly.com 800.323.9380

Le Gruyère AOP Switzerland 34 www.gruyere.com 44.26.921.84.10

New Hope Natural Media 5 www.expoeast.com

'Ohana Harbor Coffee 34 www.ohanaharbor.com 253.432.4508

Robert Rothschild Farm 36 www.robertrothschild.com 800.356.8933

Stonewall Kitchen 2 www.stonewallkitchen.com 888.326.5678

Tahana Confections 5 www.tahanaconfections.com 603.498.6246

The Invisible Chef 34 www.theinvisiblechef.com 800.456.7115

Woodland Foods 8 www.manitoutradingcompany.com 847.505.7801

HOLIDAY UPDATE

ADAM Tea 16 www.adamtea.usa.com 888.725.0365

Ariston Specialties 24 www.aristonspecialties.com 860.224.7184

Aroma Ridge 27 www.aromaridge.com 800.528.2123

Bakto Flavors 27 www.baktoflavors.com 732.354.4492

Bemka Corp. 23 www.houseofcaviarandfinefoods.com 954.462.0533

Conroy Foods 21 www.conroyfoods.com 800.317.8316

Fire & Flavor Grilling Co. 25 www.fireandflavor.com 866.728.8332

Java Frost 15 www.javafrost.com 800.676.3661

KBC Kane Candy 20 www.kanecandy.com 800.875.5557

Lindsay Farms Specialties 25 www.lindsayfarms.com 800.243.4608

Mediterranean Snack Foods 24 www.mediterraneansnackfoods.com 973.402.2644

Pacific Resources 28 www.shoppri.com 805.684.0624

Purely American 22 www.purelyamerica.com 800.359.7873

Seth Greenberg’s Brownie Crunch 19 www.browniecrunch.com 212.878.6677

Sierra Nut House 18 www.sierrasoups.com 800.397.6887

Sticky Fingers Bakery 17 www.stickyfingersbakeries.com 800.458.5826

The Great San Saba River Pecan Co. 27 info@greatpecans.com 800.621.9121

Tortuga Imports 15 www.tortugarumcakes.com 877.486.7884

Tortured Orchard 16 www.torturedorchard.com 413.528.1119

Uncle Bunk's 28 www.unclebunks.com 304.652.1920

Vanilla Bean Unique Cookies 18 www.vanillabeanchefs.com 260.415.4652

Widmer’s Cheese Cellars 20 www.widmerscheese.com 920.488.2503

Wild Forest Products 23 www.truffleoilsandmore.com 855.645.7772

PASTA AND SAUCES

Antichi Sapori 31, 34 antichisapori@gmail.com 201.438.7100

Dave’s Gourmet 31 www.davesgourmet.com 800.758.0372

Lizbeth Lane Cuisine 31 www.lizbethlanecuisine.com 215.480.2710

Po Valley Foods 30 www.povalleyfoods.com 516.803.4688
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AG Supermarket Holdings Names Matt Cozza Vice
President of Real Estate and Business Development
AG Supermarket Holdings hired Matt Cozza as Vice
President of Real Estate and Business Development.
In this new role, Cozza will oversee the Engineering
and Maintenance team while spearheading the com-
pany’s aggressive growth strategy, which focuses on
building and acquiring new stores, while also enhanc-
ing its existing stores.

“We are thrilled to welcome Matt to our team,” said
Judy Spires, President and CEO of AG Supermarket
Holdings. “The aggressive expansion plan for both our
Kings and Balducci’s brands is a top priority. With his
proven track record of success, Matt will be instru-
mental in not only continuing to evolve our unique
shopping experiences for our customers but also in
bringing them to new communities and new shoppers.
He brings a wealth of knowledge that will be incredibly
valuable to our brands as we continue to build, buy
and better our stores all along the East Coast.”

With more than 20 years of commercial real estate
experience, Cozza has proven success with opening
stores for companies in growth modes including
Blockbuster Video, Rite Aid, Family Dollar and Kinney
Drugs. Most recently, Cozza held the position of Direc-
tor of New Store Development with Fairway Markets.

Based in New York City, AG Supermarket Holdings
operates supermarkets under the King’s and Bal-
ducci’s brand names. 

Christopher Hlubb Promoted to President 
and COO of Marky’s Group, Inc.
Marky’s Group, Inc. promoted Christopher Hlubb to
President and Chief Operating Officer of the Miami-
based gourmet food conglomerate. 

“We made a strategic decision to expand our family
business to that of a larger corporation,” said Marky’s
Co-Founder Mark Zaslavsky. “We are thrilled to have
someone like Chris, with his business acumen and
high level of expertise and experience in the gourmet
food and wine categories, on our executive team.”

Hlubb’s busy schedule is focused on brand and
product development, as well as the management of
Marky’s Group’s rapidly expanding portfolio of sub-
sidiaries in manufacturing, distribution and retail, both
in the United States and abroad. Hlubb manages a
team of more than 100, and at just 38, he is quickly
emerging as a leader in the gourmet food industry.

“This is an exciting time to be working in the gour-
met food industry,” Hlubb said. “Our goal is to change
the face and structure of the gourmet industry by im-
plementing local manufacturing of a larger portfolio of
previously imported products while continuing to
source the highest quality products worldwide.”

Marky’s Group, Inc., founded in 1983, is the pri-
vately held parent company of all Marky’s branded dis-
tribution businesses, Sturgeon Aquafarms, Caviar &
More and Marky’s Gourmet Retail Store. With locations
in Miami, Panama and Europe, Marky’s manufactures,
imports, exports, distributes and retails more than
8,000 gourmet foods and caviar worldwide to restau-
rants, hotels, retailers and consumers.

Woodland Foods Promotes Aram Karapetian 
to Vice President of Sales and Marketing
Woodland Foods®, importer and supplier of specialty
natural ingredients, promoted Aram Karapetian to Vice
President of Sales and Marketing. Karapetian previ-
ously held the title Director of Sales for nearly two
years and has worked with Woodland Foods in various
capacities for the past nine years.

“Aram Karapetian has a keen understanding of food
service, marketing and sales,” said David Moore, Pres-
ident and CEO of Woodland Foods. “He is a tremen-
dous leader who has always been, and will continue
to be, a wonderful asset to our company.”

Prior to joining Woodland Foods, Karapetian spent
more than a decade in the independent restaurant in-
dustry, with an additional nine years of experience in
the hotel industry working for Hyatt Hotels and Resorts
and Ritz-Carlton as Director of Catering and Conven-
tion Services and Director of Food and Beverage,
among other roles. A graduate of the University of Wis-
consin-Stout, Karapetian holds a Bachelor of Science
degree in Hospitality and Tourism.

Woodland Foods is the premier importer and sup-
plier of more than 1,100 specialty natural ingredi-
ents. The company specializes in product innovation
and providing unique food choices through global
sourcing, custom blending, custom processing, vari-
ety and convenience. Ingredients in the Woodland
Foods portfolio include mushrooms, chiles, sun-dried
tomatoes, herbs and spices, grains, rices, flavored
couscous and orzo, beans, lentils, dried fruit, nuts,
truffle products, sea salts and more. For more infor-
mation, visit www.woodlandfoods.com.
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