
Each year the Branded Program, made 
possible through Market Access Program 
(MAP) funding from the USDA, Foreign 
Agricultural Service (FAS), helps thousands 
of small U.S. food and beverage companies 
market their products internationally and 
increase export sales. In 2011, companies 
who participated in the program made 
$639 million in actual export sales through 
Branded Program assistance and $860 
million in projected export sales. More 
than 700 new distributor relationships 
were formed, 201 companies made their 

companies increased their export sales by 
20% or more!

Just ask Stonewall Kitchen, located in York, 
Maine, who took advantage of the Branded 
Program to advertise its specialty food 
products in print ads throughout Germany 

last May and November. As a result, 
the company expanded its export sales 

two years. 

“The Branded Program allows us to 
offer increased marketing support to 
our distributors.  Without this funding, 
we wouldn’t have the money needed to 
promote and advertise our products abroad. 
The Branded Program helps stretch our 
international marketing dollars and allows 
for increased brand awareness, which 
is critical when entering new markets,”
explained Carol Deeney, International 
Sales Manager for Stonewall Kitchen. 
“The Branded Program has helped us 
position our brand as a premium import 
in the German market, where we have 
promoted our products in the most notable 
culinary magazine.” 
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Thanks to new regulations, U.S. companies may now be eligible for the following 
reimbursements through the Branded Program:

 foreign audience

 eligible for reimbursement for up to two company representatives, which are now 

 contracted by the company

 about your products can now be conducted in the U.S.



Visit our website at www.foodexport.org

India is the world’s second most populated 
country after China, reports the USDA, 
Foreign Agricultural Service. India is also 
one of the youngest countries in the world 

percent of the population under the age of 
30. However, declining birth rates suggest 
that the population will age over the next 
ten years with the fastest growth occurring 
among those aged 30 and above, a group 
that comprises the highest earners. 

India is a small but growing market for 
imported consumer food products. Food 
exporters face high tariffs, effective bans on 
some products and strong competition from 
domestic producers, but opportunities are 
emerging for certain products. Young and 
higher income consumers are becoming 
increasingly open to consuming processed 
food products, eating out, and trying 
foreign cuisines. In addition, India’s small 
modern retail sector is expanding. 

Furthermore, India has one of the world’s 
fastest growing large economies and, by 
some estimates, is projected to become 

India’s agricultural imports jumped from 
$7.2 billion in 2007 to $17.3 billion in 2011. 
Imports of consumer-ready foods, led by 
nuts and fresh and dried fruits have doubled 
since 2008 to $2.0 billion

Food Purchasing Behaviors
Food purchasing behaviors, particularly for 
upper income consumers, are beginning to 
change with the emergence of cafes, fast 
food restaurants, supermarkets, processed 
foods, larger refrigerators, 24-hour 
television food channels, easier access 
to imported foods, women working 
outside the home, rising numbers of 
nuclear families, and the introduction of 

small but growing numbers of India’s 
consumers have started to eat out more, try 
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new cuisines and ingredients, buy more 
convenience and processed foods, focus 
more on health and nutrition, and shop at 
supermarkets and other modern food 
retail platforms.

Total spending on food and non-alcoholic 
beverages increased 94 percent between 
2006 and 2011 to an estimated $280 billion. 
Demand for specialty and high value foods 
such as chocolates, nuts and dried fruits, 
cakes, fresh fruits and fruit juices peaks 
during the fall festive season, especially 
at Diwali—the Hindu festival of lights 
which occurs during October or November 
depending on the lunar calendar. This is 
also the best time to introduce new-to-
market food products in India.

Consumer Food Preferences
The acceptance of packaged, convenience, 
and ready-to-eat food products is increasing, 
especially among younger consumers 
and the urban middle class. Typical 
imported food items that can be spotted 
in retail stores in major cities include dry 
fruits and nuts, cakes and cake mixes, 
pastries, chocolates and chocolate syrups, 

seasonings, biscuits, canned fruit juices, 
canned soups, pastas, noodles, popcorn, 

ketchup, breakfast cereals, and fresh fruits 
such as apples, pears, grapes, and kiwis.

Doing Business in India
Indian importers often attend major 
international food shows in search of new 
products. In addition, the USDA, Foreign 
Agricultural Service has endorsed two 
annual food shows in India—AAHAR and 
Annapoorna. Exporters looking to establish 

if your product has market access and then 
be prepared to be patient, start small, and 
comply with special labeling requirements. 

Is India the Right Market for You? 
Food Export–Midwest and Food Export–
Northeast provide the services and 
activities you need to help determine if 
India is the right market for your product. 
If you’re interested in developing potential 
sales, market education, meeting global 
buyers, or qualifying for funding assistance 
in marketing your products overseas, 
contact us.

U P C O M I N G  A C T I V I T Y  
I N  I N D I A

Focused Trade Mission to India 
22 26 201



Visit our website at www.foodexport.org

S U C C E S S  S T O R Y

M A I N E  S E A F O O D  C O M P A N Y  E X P O R T I N G  T O  H O N G  K O N G 
T H A N K S  T O  B U Y E R S  M I S S I O N

Look’s Gourmet Food Company, Inc. d.b.a. 

in Congressional District 2, participated in 
the Food Export-sponsored Specialty Foods 

Food Show and landed a first-time sale to 
Hong Kong. According to Cynthia Fisher, Vice 
President of Marketing and Quality Assurance, 
“Through one-on-one meetings with qualified 
buyers arranged through the Buyers Mission, 

we met with a new buyer from Hong Kong who ordered a half container of our 

these sales to grow and become regular business for our company providing an 

During the event the company also met a distributor from Germany. “The new 
contact we made in Germany looks promising and could open up the United 
Kingdom for our products,” explained Cynthia. “Food Export-sponsored Buyers 
Missions are beneficial for U.S. suppliers because for a small investment, they bring 
qualified buyers to you that are interested in your products.” As a new participant to 

cost-effective method of meeting with potential international customers since all 
parties came prepared, knowing exactly what to expect during these meetings,” 
added Cynthia.
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We are non-profit organizations comprised of state 
agricultural promotion agencies that use federal, state, and 
industry resources to promote the export of Midwestern 
and Northeastern food and agricultural products.
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Food Export–Northeast and Midwest do not tolerate fraud 
and are vigilant in preventing fraud in any of our programs. 
Food Export does not discriminate, and we reserve the sole 
right to accept or deny companies into our programs. For 
complete participation policies and our code of ethics, visit: 
www.foodexport.org/termsandconditions. 
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AND FOOD EXPORT USA–NORTHEAST

Midwestern States
Illinois–Kim Hamilton 
217.782.5809

Indiana–Jill Pritchard 
317.232.8770

Iowa–Lisa Mason-Longman 
515.725.3139

Kansas–JJ Jones 

785.215.5114 

Michigan–Jamie Zmitko-

Somers 

517.241.3628

Minnesota–Christina Connelly 
651.201.6384

Missouri–Melissa Campbell 

573.751.5611

Nebraska–Stan Garbacz 
402.471.4876

North Dakota–Kathryn L. Pinke  
701.328.4759

Ohio–Tim Sword 

614.728.3120

South Dakota–Alison Kiesz 

605.626.3272

Wisconsin–Jen Pino-Gallagher 
608.224.5125

Northeastern States
Connecticut–Jamie Lizee-Smith 
860.713.2559

Delaware–David Smith  
302.698.4520

Maine–Jeff Bennett 

207.990.3161

Massachusetts–Bonita Oehlke 

617.626.1753

New Hampshire–Gail 

McWilliam-Jellie 

603.271.3788

Ellie White 
603.271.2591

New Jersey–Logan Brown 

609.292.8856

New York–Kathryn Bamberger 

518.457.7076

Pennsylvania–Frank Jurbala  

717.787.4737

Rhode Island–Katherine 

Therieau 

401.278.9100

Vermont–Chelsea Lewis 

802.828.3360

S T A T E  A G R I C U L T U R A L  P R O M O T I O N  A G E N C Y  C O N T A C T S

I N  T H E  N E W S

For U.S. agriculture to continue to thrive, access to foreign markets must continue to 

That’s why the USDA, Foreign Agricultural Service (FAS) works around the globe to 
build new markets, sustain and expand existing ones, improve the competitive position 
of U.S. agriculture, and ensure food security and build agricultural capacity in the 
developing markets of tomorrow.

In support of the USDA Strategic Plan and the Administration’s top economic priority 
of job creation, the FAS Strategic Plan for 2012-2016 has one goal: to help generate 
an additional $89 billion worth of U.S. economic activity by the end of FY 2016. This 

resolution of market access issues, trade capacity building, and market-expanding trade 
agreements—all of which benefit U.S. exporters. 

FAS SETS GOAL TO INCREASE U.S. ECONOMIC ACTIVITY $89 BILLION BY 2016
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C O V E R  S T O R Y  C O N T I N U E D
How Does the Program Work?
Through exporter education, market entry, and market promotion 
strategies, Food Export-Midwest and Food Export-Northeast help 
companies understand and discover new exporting opportunities by 

promotional activities. These activities include:

 (e.g., advertising, in-store promotions, public relations, product 
 literature, freight costs for samples, package and label 

 domestic tradeshows with international attendance)

Food Export-Midwest and Food Export-Northeast hold events 
throughout the year that may qualify for Branded Program 
reimbursement. If you’re interested in growing sales internationally, 
go to the Programs & Activities page on our website to view our 
2013 Activity Calendar.

1-2-3 Gluten Free, Inc, located in Cleveland, Ohio, used Branded 
Program support to exhibit at the 2012 SIAL Canada tradeshow and 
promote their line of gluten free, wheat free, nut free, and peanut 
free baking mixes.

“The Branded Program funds helped us with travel and booth 
costs, translating and printing our company yer, and bilingual 
label changes. During the tradeshow we met new distributors in 
the region and, to date, have grown our export sales to Canada by 
$80,000,” explained Kimberlee Ullner, Founder and President of 
1-2-3 Gluten Free, Inc. The company expects this number to grow 
each year by 30% for the next few years. Kimberlee continued, 
“We would not have been able to concentrate both manpower and 
funds to developing foreign markets to the extent we have without 
the support of Food Export through funding programs such as the 
Branded Program.”

Who Is Eligible?
To be eligible for the Branded Program, companies must:

 Administration (SBA) guidelines or an agricultural producer 
 cooperative, which is exempt from size restrictions

 weight (excluding added water and packaging)

Visit our website at www.foodexport.org to start the application 
process to see if your company is eligible.

RIBUS, located in St. Louis, Missouri, is using Branded Program 
funding to become a global supplier of their food and dietary 
supplement ingredients. According to Steve Peirce, President 
of RIBUS, “The 50 percent cost-share reimbursement through 
the Branded Program has allowed us to exhibit at international 
tradeshows in Mexico, Australia, Singapore, Thailand, and several 
countries in Europe. With this support, we’ve built a team of nine 
distributors covering more than 22 countries, and today export sales 
account for approximately 30 percent of our business. The Branded 
Program and the associated matching funds made it possible for 
our company to become a global supplier in a short period of 
time.” In February 2012, Governor Jay Nixon named RIBUS as the 
Agriculture Exporter of the Year for the State of Missouri.

Enroll in the Branded Program Today!
The 2013 Branded Program year is currently open for enrollment. 

value-added agricultural products ready for export (i.e., food 

products, foodservice products, seafood, and feed ingredients), 
visit the Branded Program page on our website today to see if you 
pre-qualify.



Q: Thanks for the information on preparing for the upcoming “Triple Trade Missions” to Colombia, Costa Rica, and Guate-

mentioned some points on other market research including regulations, as well as Free Trade Agreements the U.S. has with these 
countries.  Since these would close the loop on our trade event preparation, can you walk us through them as well? Remember 
this is for U.S. grown potatoes from which me make frozen French and cottage fries and hash browns.  

A: The overriding theme of the last 
article was that despite the type of 
trade event you are preparing for, 
whether it is a Focused Trade Mission, 
Tradeshow, Rep Finder, or Buyers 
Mission, it is best to hit the ground 
running with advance information. 
The importance of preparation and 
export readiness for any given market 
is crucial to success. To complement 
the initial steps, let’s begin with 
market research sources, including 
regulation and documentation. 
Then we can cover the Free Trade 
Agreement (FTA) issues including 
qualifying your product, rules of 
origin, and duties and taxes.

Market Research From FAS      

The best resource for researching food 
export markets is at the website of the 
USDA, Foreign Agricultural Service 
(FAS). FAS provides a link between U.S. 
agriculture and the world to enhance 
export opportunities and has a global 

staffed by American agricultural attachés 
and locally hired staff that are the eyes, 
ears, and voice for U.S. agriculture 
around the world. FAS staff identify 
problems, provide practical solutions, 
and work to advance opportunities for 
U.S. agriculture. Most of their public 
reporting is published in GAIN Reports, 
which stands for Global Agriculture 
Information Network. The GAIN system 
is located at www.fas.usda.gov. On 
the top right column you will see the 

icon “Read Attaché Reports” (GAIN).  
Select this header and you are in the 
GAIN system.
The most practical start is by selecting 

“Search Reports.” Use the “Custom 
Date” to go back at least two years from 
the date you go in. Under Categories, 
select “Exporter Assistance” and then 
under the alphabetical list of countries, 
select Colombia. Available reports will 
include the most recent “FAIRS” report, 
which stands for Food & Agricultural 
Regulations & Standards, a report on 

their Food Service or “HRI” sector, 
which stands for Hotel Restaurant and 
Institutional, and a report on the Retail 
Food Sector. The FAIRS contains 
important information on labeling, 
product registration, documentary 
requirements, and import procedures. 
The HRI report contains information 
on market structure and trends, entry 

product prospects. The Retail Sector 
Report includes information on market 
structure and changes, an overview of 
importers and distributors, market entry 

product prospects.

Scroll down and select Costa Rica and 
run the same set of data. Their reports 
have been recently updated and are 
more populated. They include one on 
the Food Processing and Ingredients 
Sector, the HRI and Retail Sectors, an 

an Exporter Guide. Exporter Guides 
serve as an overview of the entire food 
market and provide details on business 
customs, tips and trade, economic and 
demographic details, and consumer tastes 
and preferences. The Food Processing 
report includes information on what food 

FOOD EXPORT HELPLINE™: PART II – PREPARING FOR FOCUSED TRADE MISSIONS

products they produce and what imported 
ingredients they use for certain products, 

entry, sector trends, and competition. 
Although all FAIRS reports provide 
documentary requirements, the added 

of required documents based on products, 
the reason for the requirement, attestations, 
and requesting ministry. 
If you scroll down to Guatemala, you 

reports, an Exporter Guide, and an HRI 
and Food Processing report. Food Export’s 
website has a recently recorded webinar 
on “Tapping into the Central American 
Market.” The webinar, conducted by an 
In-market Representative in the region, 
provides an overview of Central American 
market trends and procedures as well as a 
lengthy Q&A which could prove invaluable. 
The type of product, market, and end user 
will steer you toward the most appropriate 
reporting. For any country, if you want to 
capture more you can go back further, and 
if you make this a favorite you can check 
each day for new updates.       
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Navigating Free Trade Agreements 
It is also important to have some idea 
about the tariff and tax structure of 

countries the U.S. has a Free Trade 
Agreement (FTA) with, this is especially 
important. An exporter has extra steps to 
take in order to make sure the product 

buyer is able to take advantage of the 
preferential tariff treatment allowed 
by the FTA. The U.S. has two FTAs 
which cover the three countries in this 
Focused Trade Mission. Costa Rica 
and Guatemala are in the United States 
Central America Dominican Republic 
FTA, U.S. CAFTA-DR, and Colombia 
is in the United States Colombia Trade 
Promotion Agreement, CTPA. Details 
are available at www.export.gov. Select 

has two recorded webinars on FTAs, as 
well as a number of previous Global 
Food Marketer articles in 2012 on 
how to navigate them, located at www.
foodexport.org.

Colombian CTPA

step to take is to see if your product 

Step one says “Determine your products 

determined this in the previous article 
as 2004.10. For any other readers who 
need to accomplish this, you can open up 
the link and follow the instructions. Step 
two says “Determine whether there is an 
advantage to claiming preferential tariff 
treatment.” Open this and you see the 
Customs Info Database. Create a quick 
account with your email. Use the drop 
down for Colombia and enter 200410 
under Tariff Number. The tariff extends 
the HS code to 2004100000. Select 
the “Money” icon and then calculate. 
The duties come up and you will see 
the General (Most Favored Nations or 

“MFN”) rate is 20% and the CTPA rate 
is “Free,” which means, of course, you 
want to qualify the product. Note: there 
is also a Value Added Tax (VAT) of 
16% calculated on the (Cost Insurance 

Freight) CIF + Duty amount. In this case 
an additional 16% on CIF.  
Back up one page to the Rules of Origin 
link. Step three says “Identify the Rule 
of Origin under the U.S.-Colombia 
TPA.” Open this and it explains how you 
can claim preferential tariff treatment 
for your products if they qualify for the 
CTPA. Not all products do qualify, so 
this is a necessary step in order to assist 
the importer in their claim and save them 
the duty. Select the hyperlink that says 

“Annex 4.1 of the Agreement.” These are 

sorted again by HS code. 
Scroll down to chapter 20 of the rules and 
then to the heading of 2004. The rule of 
origin says, “A change to heading 20.04 
from any other chapter, except from 
heading 07.01, and provided that goods 
have been prepared by freezing (including 
processing incidental to freezing) shall 
be originating only if the fresh goods 
were goods wholly obtained or produced 
entirely in the territory of one or more of 
the parties.” Heading 07.01 is for fresh 
potatoes, so it means they can only be 
grown in and be processed in either the 
U.S. or Colombia. Your potatoes are 
grown in the U.S., so as long as you don’t 
process them in another country except 

the agreement. 
CAFTA-DR 
On the left side of the page, all the FTA 
countries are listed. Select CAFTA-DR so 
you can go through the same process for 
Costa Rica and Guatemala, although the 
pages and the process are a little different 
from Colombia. The Customs Info link 
is not present in this section, so you will 
need to access it from the Colombia 
page. Open it up and select Costa Rica 
and enter the HS code. It extends to 
200410090 and is under “Other.” The 
MFN duty rate is 41% and the CAFTA-
DR rate is Free. There is a VAT of 13% on 
CIF + Duty. Now just change the country 
to Guatemala and click again. The HS 
code extends to 20041000, “Potatoes.” 

DR rate is again Free. There is a VAT of 
12% on CIF + Duty. 
Not all CAFTA-DR countries entered the 
agreement into force at the same time, so 
you have to investigate them individually 
for tariff elimination. But the Rules of 
Origin are the same so this is the last step. 
Select “Rules of Origin” and then open 

Rules of Origin. Scroll down to chapter 

Rule of Origin is the same as Colombia 
and your products therefore qualify for all 
three trade agreements. Now you have all 
the information you need to document the 
origin for the importer, but you can wait on 
that until you have an order. 

Summary   
Between the two articles, you and 
hopefully many other U.S. food exporters 
will be able to accomplish a lot. You have…
 
  products and extended it to  
  Schedule B. 

  codes to your targeted export markets. 

  food exports are and what the overall  
  growth rate is. 

  Free Trade Agreements and is  
  extended differently into other  
  countries’ tariffs, where you have  
  learned how to access the duties and  
  taxes. 

  for an FTA and where all the resources  
  for that are located. 

  document origin, if necessary.   

  targets have FTAs with and who the  
  main competitors are. 

  your products including the overall size  
  and growth rate as well as that for the  
  top products, which happen to include  
  frozen processed potatoes. 

  Gain reports and how to navigate the  
  programming. 

  different types of reports there are  
  including retail, food service, food  
  ingredients, regulatory and export  

All of these steps add credibility to your 
company and value to the potential 
importer. You are now export ready for any 
trade event.  

For custom export assistance, 
including a report on your 

product’s top markets, contact Food 
Export–Midwest and Food-Export– 
Northeast at info@foodexport.org

F O O D  E X P O R T  H E L P L I N E T M 
F O R  Y O U

Visit our blog at 
www.blog.foodexport.org  

to read Part I of Preparing for 
Focused Trade Missions.



Please note: Dates and locations are subject to change and upcoming activities are pending funding from the USDA, 
Foreign Agricultural Service. Visit our website for more event information.

Customer Service to Serve You!
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Branded Program: Did you know that you might be eligible for up to 50% reimbursement on travel and exhibition fees for 
some of these activities? Visit www.foodexport.org or check the box below for more information.

Food Export–Midwest and Food Export–Northeast Activities

Buyers Missions—Bringing the World to You
Buyers Missions bring buyers from all over the globe to U.S. cities. U.S. food and beverage suppliers meet one-on-one with  
pre-qualified, international buyers to generate sales leads. Imagine meeting with numerous buyers from multiple  
countries all in one day. 

Food Service Buyers Mission at the NRA Show  
1 1 21 201

Sweets and Snacks Buyers Mission at the SWEETS AND 
SNACKS EXPO  20 22 201

Value-Added Feed Ingredients Buyers Mission at World 
Pork Expo  6 201

Caribbean/Central American Buyers Mission  1 21
201

Summer Fancy Foods Buyers Mission  2 1 201

Food Ingredients Buyers Mission at the Institute of Food 
Technologists Show  1 16 201

Focused Trade Missions—Experience a Market First-Hand. Build Your International Business.
Focused Trade Missions bring small groups of U.S. suppliers to a country with the goal of building participants’ export  
businesses. You’re able to see the market dynamics first-hand, meet and build relationships with interested importers, and dis-
cover your products’ potential in that market. 

Focused Trade Mission to Mexico for Food Service  
1 20 201  

Focused Trade Mission to Colombia for Value-Added 
Feed Ingredients  1 201

Focused Trade Mission to Brazil and Chile  
201

Focused Trade Mission to Mexico for Technical Food 
Ingredients  1 1 201

Focused Trade Mission to Hong Kong for “Better for You” 
Products  1 1 201

Focused Trade Mission to Japan for “Better for You”  
Products  20 2 201

Focused Trade Mission to Korea for “Better for You”  
Products  2 2 201

Food Show PLUS!™—Tradeshow Enhancement to Increase Your Potential for Success
Food Show PLUS!™ provides the logistical assistance you need to be a more effective exhibitor. Services may include  
registration assistance, pre-show product research, translations of booth and sales materials, technical interpreters at your booth, local 
industry tours, on-site show assistance from food marketing experts, and much more! 

Food Show PLUS!TM at SIAL Brazil  2 2 201

Food Show PLUS!TM at the Asian Seafood Expo 
  201

Food Show PLUS!TM at ANUGA  201

Food Show PLUS!TM at China Fisheries Show  
201

Food Show PLUS!TM at Food and Hotel China  
12 1 201

Food Show PLUS!TM at SIAL Middle East  
1 20 201

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

Food Export-Midwest Customer Service
Indiana, Minnesota, Missouri and Nebraska, Molly Burns 312.334.9219

Illinois, Iowa, Kansas and Ohio, Brian Fisher 312.334.9217

Michigan, North Dakota, South Dakota and Wisconsin, Paul Weiss 312.334.9221

Food Export-Northeast Customer Service
Delaware, New Hampshire and New York, Howard Gordon 215.599.9748

Connecticut, Maine, Massachusetts and Rhode Island, Marco Herbas 215.599.9749

New Jersey, Pennsylvania and Vermont, Jason Knudson 215.599.9747



Check this box if you no longer want to receive faxes or e-mails from Food Export–Midwest and Food Export–Northeast. Please provide your company name, fax number , and e-mail address and fax this form back to 312.334.9230.

For Additional Information

O N L I N E P R O D U C T C A T A L O G

Fax this back to 312.334.9230. (Note: This is not a registration form.)

ELTITEMAN TCATNOCYNAPMOC

YTICSSERDDA TEERTS STATE ZIP

PHONE FAX E-MAIL

PRODUCTS

Upload your product information and photo into the online product catalog within our Export Marketing 
Resource System. You can change or create a new posting if you introduce a new product, line extension, 

around the world. Buyers search the system based on product category, company name, brand name, 

Promote Your Products to International 
Buyers . . .Without Leaving Your Desk
By including your products in this virtual directory, overseas buyers  
can easily locate your company and learn about the products you have 
to o er. It’s targeted promotion to help build your export business.

Food Export Association of the Midwest USA and Food Export USA–Northeast are nonprofit organizations 
composed of state agricultural promotion agencies that use federal, state, and industry resources to promote the 
export of Midwestern and Northeastern food and agricultural products. Food Export–Midwest and Food Export–
Northeast administer many services through Market Access Program (MAP) funding from the USDA, Foreign  
Agricultural Service. 

Food Export Association of the Midwest USA

309 W. Washington St., Ste. 600 
Chicago, IL 60606 
P: 312.334.9200   F: 312.334.9230 
www.foodexport.org

Food Export USA–Northeast

One Penn Center 
1617 JFK Blvd., Ste 420 
Philadelphia, PA 19103 
P: 215.829.9111   F: 215.829.9777 
www.foodexport.org

Who We Are

The Online Product Catalog is an easy way for you to receive trade leads 
and expand your marketing reach. Don’t wait!

You can easily register online for the Online Product Catalog service on our Programs & Activities  
page at www.foodexport.org.

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