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INTRODUCTION
 

AgEnt's Business Information Center has freely available a wide
 
range of information pertaining to export markets/prospects etc;
 
and the project's Agro-Business Advisor (Mr. Gamini Kumarage) and
 
domestic Marketing/Agro-processing Advisor (Mr. Anton Wijeratne)
 
can help women entrepreneurs in the agro-enterprise sector to
 
determine whether an opportunity exists for their concept/product;
 
and whether AgEnt is in a position to offer appropriate
 
advice/assistance.
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SIMPLIFIED OUTLINE OF
 
AgEnt'S CLIENT APPLICATION/
 

APPROVAL PROCESS
 

1. 	 CLIENT COMPLETES
 
"AgEnt" COMPANY
 
INDIVIDUAL
 
PROFILE FORM
 
SUPPORTED BY 


2. 	 AgEnt APPRAISES 

CLIENT SUBMISSION
 
TO ESTABLISH 

WHETHER
 
APPLICATION
 
MEETS BROADBASE
 
ASSISTANCE
 
CRITERIA
 

3. 	 IF "YES" TO 2., 
AgEnt SEEKS 
INDEPTH MEETING 
WITH CLIENT, 
IDEALLY AT OWN 
OFFICE/PRODUCTION 
POINT .... 

4. 	 IF AgEnt AGREES 

TO ASSIST AND/OR 

MAKE AVAILABLE A
 
"SHARED INVESTMENT
 
GRANT" TO A CLIENT,
 
THIS WILL BE
 
OFFICIALLY
 
FORMALISED IN
 
WRITING BETWEEN
 
BOTH-PARTIES
 
(WITH ANY SPECIAL
 
CONDITIONS
 
WHICH MAY APPLY)
 

COVERING REQUEST FOR
 
POSSIBLE ASSISTANCE
 
LETTER
 

MARKETING PLAN
 

FINANCIAL HISTORY
 

ETC
 

AgEnt MAY WELL REQUEST
 
MORE INFORMATION/CLIENT
 
MEETINGS TO DETERMINE
 
VIABILITY OF CLIENT
 
APPLICATION
 



2. 

Wednesday 24th November, 1993 Registered in Sri Lanka as a Newspaper Vol. 13 No. 278 PRICERs. 7.0 

.... ECONIOMY 
-- AN BUSINESS 

Business Editor:E q Dewanarayana 

Adynamic company wins export
 
hcoHiraneCo-ness

dials Co.. ot 
iMoratuwa, a 

small privatcly own-
ed foods manufac-
turer and distributor, 
has recently secured 
its first export orders 
valued in excess ol 
Rs.350.000 for their 
"all natural" tropical 

dried fruits range, 

supported by a sub-

stantial number of 
export enquiries fol-

lowing overseas 
promotional trips in 
recent months, 

The company, 
which is jointly own-

ed by Mr. & Mrs. 
Henricus and Helen 

Fernando. strongly 
believed a few years 
back that Sri Lanka's 
abundance of quality 
tropical fruitscould 
represent an out-
standing C;J fru;!sexanding dmaretin 

export markefino 

opportunity. 
Mrs. Fernando, 

who heads the corn-
pany's research arid 
development depart-
ment. was specifi-
callyresponsible for 
developing the com-

pany's quality dried 
fruits range via small 

scale/low risk batch 

production, to en-

sure that the com-
pany's products 
could firstly be3t 
competitors from 
Thailand at a quality/ 
price performance 
level, as ths country 
is widely recognized 

as the No. 1 

producer/exporler of 

many tropic31 dried 
fruits. The company 
then sent issamples 
and pricing t, over-
seas buyers in target 
export markets to 
establish "whether 

they truly had a qual-
Ity. price competiive 
product range". 

As a result of high
ly favourable over
seas buyer re
spor res. USAID's 
priva.e sector Agent 
-g ,gro-enterprLse pro

ject assisted the 
company to identity 
and purchase via a 
"shared technology 
investment grant", 
an ultra modern 
overseas fruit dryer 
capable of produc
ing a volume, uni
form quality export 
product. 

Agent's interna
tional marketing/ 

agro-processing 
advisor - Anthony 
Dalgleish - has also 
assisted the com-
pany at a marketing/ 
promotional advice 
level, and to travel 
overseas to study 

competitive truit 
drying technology 
and make sales at 
the recent malor 
German Anuga 
World Food Fair. 

Richard Hurel-
brink, Agent's Chief 
of Party, stated that 

the Hran Cordials 
Co's dynamic hus-
band and wife bus-

W(-OUt 

partnership. 
illustrates that even a 
small Sri Lankan 
company can "make 

it happen" in the 
highly competitive 
international export 
arena, by adopting 
from the outset a 
professional and de
termined export 

marketing develop
ment approach. 

USAID's Agent 
prolect is working 
alongside many 
other Sri Lankan pri
vate sector agro

enterprises in a simi
larmanner to help 
them to develop and 
sucessfully launch 
expcrl products. 

C---7O l% 


- 0r1'
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AcEt ATWORK 

PROCESSED FOODS EXPO)RT 

MARKETING CLIENT "A" 

BACKGROUND 

CUENT HAD DEVELOPED A 

NEW (FOR SRI LANKA) "HIGHER 

ADDED VALUE PRODUCT 

AgEnt + CUENT EVALUATIVE/ 
DEVELOPMENT PROCESS TODATE 

JOINTLY VISITED THAILAND MADE AVAILABLE AgEnt ONGOING "HANDS 
TO. ASSESS COMPETITIVE "SHARED INVESTMENT ON CUT 

GRANT TO PUJRCHASE ASSISTANCE 
NEW PRODUCTION 

* PRODUCTION TECHNIQUES TECHNOLOGY 

* PRODUCT QUAUTY/VAR:ANiS 

* PACKAGING /PRESENTATION 

* PRICING MIX 

ETC
 

2. 4. 

IDENTIFIED APPROPRIATE ASSISTING CLIENT TO 
PRODUCT EXPORT PROCESSING PARTICIPATE IN MAJOR 
TECHNOLOGY GERMAN ANUGA FOOD 

FAIR TO "TEST 
MARKET' PRODUCT 

SOME IMPORTANT AgEnt 

PERCEPTION BENEFITS 

* NEW TECHNOLOGY TO 

SRI .LANKA 

* NEW EXPORT PRODUCT 

SECTOR
 



Asia's Consumer Markets 
(Per capita spending and relative market sizes, 1990 & 1995) 
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7. 

5 - THEN THE COMETITORS
 

NOTICED HER - HER CAKES
 

WERE SEThLING FAST AND AT
 

A PREMIIJM!
 

WHY - BECAUSE SHE KNEW
 

WHAT T-IE CONSUMER WANrTED
 

AND WHA'2' THEY WERE
 

PREPARED TO PAY FOR !
 

6 	. THEN CAME PvIE INVESITOR 

WHO BOUGHT 50% OF HER 

BUS INESS AND INCREASED
 

DI STRI BUTION/PENETRATION
 

OF 	 HER FRODUCT RANGE !
 

7. 	 THEN SHE SOLID OUT FOR $ 

750 , 000 - AND SARTED 

ONCE AGAIN . . BUT ON A 

BIGGER SCAIhE ! 

AND YOU CAN DO IT TOO 




AN ILLUSTRATION OF
 
A TYPICAL "ON PACK" PROMOTION
 
FOR A SPECIALITY FOOD PRODUCT
 

FOR THE GOURMETS OF THE WORLD - ORIGINAL 
STONE JAR COOKIES AND CANDIES 

John Aulsebrook first commenced baking his fine cookies 
(biscuits) in 1863. His bakehouse was a double fronted shop in 

Colombo Sti-ret, Christchurch, New Zealand. Shortly 
thereafter he expanded to include the manufacture of 

confectionery (candies) and chocolate, and which quickly 
became known as 'The perfection in prepared confectionery. 

His motto in 1863, 115 years later, still stands today -

Our biscuits and confectionery combine every quality inican 
unequalled degree. They are a blend of some of the choicest
 
ingredients, accurately mixed in the proper proportions so as
 

~ 	 Today, the House of Aulsebrooks still remain fastidious 
master bakers and confectioners in the finest tradition. Their 
articles, which have been tested by public approbation over 
many years, are your guaranteo that you will wish to try our 
lines too. 

75 Now Zealand Gourmet cook books to be wool 
-

LAND Or THE LONG WITE CLOUD 
New Zealand was iiscovered in 1642 by 
Abel Tasman, and first explored by 
Captain James Cook in 1769. We are a 3 
island country with a population of 3 
million, located in te south west corner 
of the'Pacif~c Ocean, and similar in sure to 
GI. Britain. New Zealand is a luxuriant 
country of magnificent mountains, forests, 
glaciers, lakes and richly grassed plains.., 
and is widely known throughout the world 
as the most efficient producer of quality 
dairy products, together with wool, sheep 
.. 'Id cattle meats. We are infact, the largest 

commercial exporter of dairy products and 
lamb. 

New Zealand is also known throughout 
the world among discerning gourmets for 
its fine uaditional cooking, together with 
a considerable respect for its superlative 
range of gourmet export products. 

The foregoing have developed over many. 
years from a 'pot pourri' of native (The 
Manris) and immigrant influences. 

As the House of Aulsebrooks has always 
believed in creating a greater aware iess of 
our fine traditional gourmet cooking, we 
offer each year the opportunity for a large 
number of our international gourmet 
buyers to enter a simple competition
(overleaf) whereby they may w,,in one of 75 

beautiful New Zealand gourmet 
cookbooks. 

The assortments may change from time to time. CookiesCJ'J1 NJ. presentation contain - Rich Ch .. late Chip, Fruit Delight, 
Golden Oatmeal, Butter Royal. Candies presentation contin 
- Old Malt, Mint Delight, Rum & Butter, Toffee Supreme, 

Dairy Delight, Devonshire Cream, Coconut. 

The House of Aulsebrooks P.O. Box 357 Christchurch New Zealand 

6 

i 
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STRENGTHS OF THE THAI CANNED VEGETABLES/
 
FRUITS EXPORT SECTOR
 

(SEE OVERLEAF)
 

1. 	 Evaluate Markets In-Depth and
 
Invest for the Longer Term
 

2. 	 Adoption of Aggressive Marketing
 
Strategies
 

3. 	 Commitment to Product Quality,
 
Sound Packaging-and Brand
 
Presentation
 

4. 	 Fast, On-time Order Deliveries
 

5. 	 Wideness of Product Mix
 

6. 	 Competitive Can Costs
 

7. 	 Competitive Pricing, Trade Terms and
 
Promotional Support
 

8. 	 New Product [evelopment
 

9. 	 Internal/External Sub-Contract
 
Manufacture
 



STREngTHS OF TUE TPn= CANIZD VEGETABLES/ 

FRUITS ETIORT SECTOR 

1. 

2. 

Evaluate Markets In-Depth and 
Invest for the Longer Term 
Most Thai c.-=anies soundly eval-
uate/determine whether exort 
market prospects truely exist be-
Fore taking an investrent decis-
ion; and if " yes " they invest
for the longer term i.e. few 
comenies are interested in short 
term gains 

Adoption of Aggresssive Marketing
StrateiesUnderpining 

4. 

5. 

Fast, On-time Order Deliveries 

Because of the sheer size of the 
Thui processed foods sector/product
mix/overseas import-distiibution 
net.crk, the majority of exporters 
can offer fast delivery of export
orders on both a full/mixed orpart container lot basis through 
an efficient system of consolid-
ators/deconsolidators if required 

Wideness of Product m 
strengths in this sec-

6. 

7. 

Competitive Can Costs 

Many of the larger Thai food process
ors manufacture their cans i.e. This 
is a major .eakness area in a Sri Lan
kan food industry context 

Cmpetitive Pricing, Trade Terns and 
PromotionAl Support 
Besides highly Competitive pricing,
exporters often offer extended/delayed 
payment terms to their major import
customers, including wide ranging bel-

Most com-panies chase export bus-
iness in a highly determined manner 

tor include - ow the line promotional support 
tioned elsehere in this report 

men-

Because of the size/number 
processed food canraies ( 

of Thai 
over 

a. Ability to deliver volume linesto the large, continuously ex-
panding Chiese/Thai restaurant 

8. New Product Develounent 

110 participated in the 1993 FoodExporters Fair alone ), competition 
to win over/hold major volume im-
porters/retailers in the export
markets that count can be very
fierce 

Profit wargoins tend to be sound/ 

b. 

trade i.e. bamboo shoots, babycorn, variety of mushrooms, wide 
range of pineapple Varients 

Grow.ing appeal among retail buy-
ers/consum-,ers for products under 
a. category 

The very competitive nature of thecathad processed vegetables/fruits sec
tor is driving many Thai companies du,.m
the new product developMent track; and 
Particularly in the sauce mixes, prep
ared meals sectors ( i.e. such as ret
ort/pouch technology ) etc 

average c. Strength/loyalty of the Chinese 9. Internal/External Sub-Contract Manu

3. Conmitunent to Product Quality,
Sound Packaging and Brand Presen-
tation d. 

impor-t-distribution structure 
around the .orld ( notwithstanding
clan conflictsti 
Due to a., many food processorsare able to successfully export 

facture 

Many Thai food processors sub-contractout production of lines they do notproduce themselves, whilst others subcontract manufacture for well kn.,mn 
Thai processed food companies are 
growing in strength in this sector, 
particularly in a product quality 

many 10'.. volume/but growing canned 
fruit lines on the back of volume 
sellers 

international brand names 

context 
0 
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THAIAND FRESH FRUITS/VEGETABLES CROP PDUCrION/AVAIIABIITY CALENDAR 

J F M A M J J A S 0 N D 

1. Durian 

2. Mangosteen 

3. Mango
 

4. Litchi 

5. Longan 

6. Guava 

7. Jackfruit 

8. Pineapple 

9. Papaya 

10. Young Coconut 

11. Strawberry 

12. Puinlo 

13. P abutan 

14. :-mpaagus 

15. Baby Corn --------------- 

16. Baby Carrot -------

17. Egg Plant- -- ------------------------

18. Radish ---------

19. Okra 

20. Straw Nushrom--- ------------------------------

21. Tu-iip -----

22. BIush Bezn -----

23. B,2et 

24. Sov Bean 

25. Potato 

26. DIarngrass ----------

27. Pepprmint -- -----

28. rJx)o Shcot 

Celt : 



12. 

cont: 
J F M A M J J A S 0 N D 

29. Pea Pod ------

30. Waterchestnut 

31. Onion 

32. Ginger 

33. Fennel 

34. Java Apple 

35. Rambutan 

36. Sapodilla 

37. Sugar Apple
 

38. Waterme lon 

39. Cabbage 

40. Sweet Corn 

41. Sweet Pepper --------------

42. Sweet Potato 

43. Yard Long Beans 

44. Baby Banana 

45. Jujube 

46. Langsat
 

47. Passionfruit 

48. Ramb 

49. Salak
 

50. Santol
 

51. Tamarind 

etc.
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SM D THAI PROESSED FRUITS/VEETABLES EXPORTS 

12 MONTHS ENDING DECEMBER 1991 

Product Sector Tons Number of export 
ountries 

1. 	 Vegetable/Gherkins, prepared 4,634 38
 
or preserved by vinegar etc
 

2. 	 Tomatoes whole or in purees, 8,510 23
 
prepared or preserved other
wise than by vinegar etc
 

2. 	 Other forms of Tcmatoes, pre- 4,571 18 
pared or preserved otherwise
 
than by vinegar ctc
 

4. 	Mushrooms prepared or pre- 6,940 50
 
served othexwide than by 
vinegar etc
 

5. 	Bamboo Shots prepared or 66,960 56+
 
preserved otherwise than by
 
vinegar
 

6. 	Young Corn prepared or pre- 41,145 62+
 
served otherwise than by 
vinegar etc
 

7. 	Pineapples prcserved by sugar 7,647 26
 

8. 	 Uananas preservd by sug:r 92 17 

9. 	Js, Fruit Jellies, Marml-- 1,255 30
 
ades etc
 

10. 	Pineapples in airtight con- 417,670 
 59+
 
tainers, otherwise prepared 
or preserved
 

11. 	Pinezipples not ii airtight 3,278 16+
 
containers, otherwise prepared
 
or preserved
 

12. 	PFmbutan with Pineam.le in 4,603 43+
 
syrup
 

13. 	PR.-butan prepared or pre- 1,707 45+ 
served in airtight containers 

14. 	Lichee prepared or preserved 4,371 46+ 
in airtight containers 

15. 	 Longans prepared or preserved 4,073 44 
in airtight containers 

16. 	 Papava prepared or preserved 2,702 26 
in airtight containers 

Cont: 

http:Pineam.le


14 

cont: 

Product Sector Tons Number of export 
countries 

17. Mangoes prepared or Eeserved 
in airtight containers 

6,270 44 

18. Pineapple Juice unfern-nted 
and not containing added 
spirit etc 

75,161 65 
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TYPICAL APRIL 1993 EXPORT PRICE LIST OF A MAJOR
 

THAI FOOD CANNING COMPANY
 

This 	ccrapany is able to offer 

* 	A 20 product line-up
 

* 	36 varients
 

* 	57 pack sizes ( including large pack sizes for volume offtzake
 

lines/institutional users
 

An importer could buy fran this Thai exporter on a one stop basis
 
and have little difficulty in filling a 20' ( foot) dy container.
 

Normal Thai exporter terms would be through a " 100% irrevocable letter
 
of credit at sight "; and a 5-10% discount can often be negotiated with
 
Thai e-porters off published export price lists provided full container
 
lots 	are purchased.
 

Product Description 	 Packing-si7,, i.W. N.W. US$ Ctn - FOB 
:can X g" (gr) (gr) Bangkok 

* 	 Tropical Fruit Cocktail 24 X 565 340 565 9.00 - 12.50 

in Syrup 

* 	 Papaya in Syrup 24 X 565 250 565 10.50 

* 	 Mango in Syrup 24 X 425 225 425 8.50 

* 	 Jack Fruit in Syrup 24 X 565 250 565 15.00 

Toddy Palm in Syrup 24 	X 565 250 565 15.00
 

* 	 Lychee in Syrup ( Fancy) 24 X 565 250 565 23.50 

* 	 Lychee in Syrup 24 X 565 250 565 22.50 

( Choice ) 

* 	 Lychee in Syrup 24 X 565 230 365 19.75 

* 	 Lychee in Syrup 24 X 565 230 565 18.50 

( Sub Standard ) 

* 	 Lyche in Syrup 24 X 565 230 565 14.75 

Crushed 

* 	 Rambutan in Syrup 24 X 565 250 565 16.00 

* 	 Rambutan with 24 X 565 283 565 18.75 

Pineapple in Syrup 

* 	 Longan in Syrup 24 X 565 250 565 23.50 

Fancy 

* 	 Longan in Syrup 24 X 565 250 565 22.50 

( C-oice ) 
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cont: 

Product Description Packing size D.W. N.W. US$ Ctn - FOB 
:can X gr gr gr) Bangkok 

* Iongan in Syrup 24 X 565 230 565 19.75 

Standard 

* Longan in Syrup 24 X 565 230 565 18.50 

( Sub Standard 

Longan in Syrup 24 X 565 230 565 14.75 

Crushed 

Baby Corn in Brine 24 X 425 230 425 11.75 

Size SS 6 X 2,950 1,500 2,950 17.25 

* Baby Corn in Brine 24 X 425 230 425 11.00 

Size S 6 X 2,950 1,500 2,950 16.00 

" Baby Corn in Brine 24 X 425 230 425 9.75 

Size M 6 X 2,950 1,500 2,950 15.00 

" Baby Corn in Brine 24 X 425 230 425 6.95 

cut 6 X 2,950 1,500 2,950 11.00 

Bamboo Shoots in Water 24 X 227 140 227 6.50 

Slice/Strip/Diced 24 X 565 300 565 10.50 

6 X 2,950 2,000 2,950 12.75 

Bamioo Shoot in Water 24 X 565 300 565 9.25 

Whole/l~alves 6 X 2,950 2,000 2,950 11.25 

Waterchestnut in Water 24 X 227 140 227 6.95 

Slice 24 X 425 300 425 10.95 

6 X 2,950 1,800 2,950 12.50 

Waterchestnut in Water 24 X 425 300 425 9.50 

Whole 6 X 2,950 1,800 2,950 11.25 

Whole Kernel Corn in 24 X 425 255 425 9.00 

Brine 24 X 565 330 565 10.00 

6 X 2,950 1,800 2,950 12.00 

Red Kidney Bean in Brine 24 X 425 230 425 8.50 

6 X 2,950 1,800 2,950 11.50 

Bean Sprout in Brine 24 X 425 230 425 6.75 

6 X 2,950 1,500 2,950 9.50 

Green Bean in Brine 24 X 425 220 425 8.75 

Whole 6 X 2,950 1,500 2,950 12.50 
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SWEEi SLCE-D MANGO CGUTNEY ) C8,g bot 9 f(16.50 par dozen. I dozen. 
HOr SLIUE MAPnO CHUTMElY ) 3542g bot P ' 10.50 per dozen. 2 dozen. 
MAJOR GEY'S MANGO CHUTICY ) 200g bet 0 g 7.40 par dozen. 2 dozen. 
COLsSKIIER'S MiANGO CHUTVY ) ICOg bet @ ' 5.80 poar dozen. 4 dozen. 
BENGAL CLUB MANGO CHUTNEY. ) ,SOg bet @ ' 12.50 par dozcn. 2 dozn. 
C ASIIRU M ANGO CUT EY ) 

MMD MrT CIUTIY ) 342g bet 0 g -1.00 par dozon. 2 dozen.
 
MANIGO LIMB CHUTNEY ) -350g bot 3 ' 13.00 per dozen. 
 2 do'zn. 

BENGAL CHUTNEY SAUTE -	 255g baor' $' 6.45 per dozen. 2 dozen. 

LA:-CIE:,T SAU2E 	 - 255g bot 9 . 6.50 par dozen. 2 dozen. 

CURRY SALE -	 255g bae @ 6.70 pr dozen. 2 dozen. 

CHILLI SAUE ? 200g bot @ 8.80 par dozen. dozen.' 	 2 
lO~g .bet @ ' 6.00 por dozen. 4 dozen. 

SOYA SALLE -	 17?Og bot 6@ 8.60 par dozen. 2 dozen. 

WarSFST-HJ}{IRE SALCE 7- 1 0g bot 0 ' 4.65 per dozen. 2 dozen. 

111 MANGO FICKLE IN OIL
 
IOl LIME FiCKIF IN OiL
 
Lia CHILLI PICKLE IN OIL
 
HOT LIME & CHILLI PICKLE 
 W,g bet @ 12.70 per dozen. 2 dozen.
 
HOT MLX-D PICKLE IN OIL ) 250g ot 0 10.50 par dozen. 2 dozen.
 
HOT BRIIJAL PICKLE IN OIL
 
HOT MANGO KASOLDIE IN OIL.
 

CUrRY PGQDER ) 	 4S4g tin Q ' 20.30 per dozen. 2 dozen.
 
350g bat Q $ 18.55 per dozen. 1 dozcn.
 
20 0 g baY: 0 % 13.80 per dozen. 2 dozen.
 
1C Og bot 0 ' 9.90 per dozen. 2 dozen. 
50g bat G / 7.55 par dozen. 4 dozen. 

*225g bat G / 14ig0 per dozen. - 2 dozen., 

CrUJRY PtSTE ) 
VIIDALO0 PASTE 
BIRYANtI P/STE 
TAJDOCII PASTE 	 ) ''0Og bot 9 a 16.50 par dozen. 2 dozen. 
TIK A P/STE ) 280g bot @ 13.50 per dozen. 2 dozen. 
KED3A PtSTE 
K A RlIIRI MAS AL PSTE ) 
MULIGAT1N4Y PASTE 

C & F. AUSTRALIAN Mll PORTS. 

Torins IC vqlid for 3 month,, thragh ADI-NJIO Bank N.V., Cslcutta. 

P , I_4r. 	 ' T .1. 	 . 
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PATAK'S ARE BRAND LEADERS INTHE 
ETHNIC FOOD MARKET 

Your customers can now enjoy tie delights 
and true taste of exotic foods from around the 
world that offer mouth watering delicacies created 
from ethnic recipes, lovingly handed down from 
generation to generation. 

PATAK'S have captured theirue Taste' of these 
authentic recipes, tastes guaranteed to satisfy the 
most discerning palate. 

The PATAK family have, for three 
generations, produced some of the finest quality 
ethnic cuisine on the market. 

PATAK'S success isbased upon faithful 
adherence to the very best haditional recipes and 
intimate knowlecdge of exotic spices, fruits and 
vegetables. 

Our integrity has earned us an international 
reputation for consistently producing superb 
qualit-y products and for maintaining the highest 
of manufacturing standards. 

PATAK'S test kitchens are continually 
developing new products as part of our 
commitment to giving consumers a greater choice 
of'hue tasting exotic foods from.around tie world. 

PATAK'S offer you the 'hue taste' to satisfy 
your customers demands. 

REMEMBER! HALF THE SECRET IS IN THE 
RECIPE ...THE OTHER HALF IS IN 

- _ :THE PATAK'S JAR. 
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Indian Pastes, 
Pickles & Chutneys 

CATERING RANGE 

PATAK'S range of catering products provide you with the opportunity to consistently reproduce the" True Taste of India".
 
The products have been developed specifically for the caterer, based on authentic Indian recipes which have been passed down
 
from generation to generation of the Patak family. For extra safety and convenience, the range is packed in 2.5kg tamper - evident
 
I ..T. plastic jars.

PATAK'S - The No.I sopplierof Indian Pastes, Pickles and Chutneys to the U.K. catering trade. 

TI IERANGE 
PASTES: 	 Quick curry (Extra hot) Tikka Madras
 

Quick curry (Mild) Tandoori Kashimiri Masala
 
Vilidaloo Biryani Kebab
 

PICKLES: Mano (Extra hot) Lime (Extra hot) Chilli
 
Mango (Nild, Lime (Mild) Mixed
 

CIIUTNEY: Sweet Mango chutiley
 

PA IAK S Sorttmtie ourdo, ,itbtiI tingcx',vrbV hielet Ilt ten die Nlglichkeit. stets gleicihwertig den "Echten Geschmack Indiens" 
zt rtpiodtl/itt iii/It PIrodilk tc snd spti'.' fscli for dell Castwirt auf der Basis aLttheVitisclher id echer Rezepte entwickelt 

%;ord tl, 'le .chon -i't ( t'cr,11t t i Ill der Fan ilie 'atak 'eittrtw reicht wurdeti. Zur zusatzlichen Sicherhet urind[leq lenllichkeit
 

,.rdt di, S,riient III 2.ik I'P 1: 1t K n,tstolibelhaltern SrsVelpaCkt, thiLSuInbrehuter I irgriff deutlich sichtbar wird.
 

I'Al AK S , Viiisitx S, (x l Iief anlt indischir Pickles Lind Chutl's airndas Gastsaittengewerbe it G15.
 

I),,t\ ',5 . II IENT
 
IAl FWN Shlh;1 C'urIv W\1,,1 'Ch.11) lkka Madras
 

.;xliilhr CuI (MIM) I an d.. it Kashmiri \risala
 
itt rui Itritmni Xebab
 

'ItK.LES Min ,oi i tirWt tr il otiiMi Chilli
' (litrr scharr0 

I M C'hld) W ild) C.ixnirscht
i Irirronxe 


C11 1 N 'ir 'st'l il' tlictit'y
Suger ,Manl 

l.a ,rdoii i P, 	 ir produlls d retartur., t loll Volt Ioiurilit ia posibilit' Lie reproduire Achaqiue fois et avec coirsistanice la 
-Siavor Verit able tI iIrLde". I's produil.s ont eto sptcialcenit iis air point pour Ie restaurateur, errse basant stir des recettes
 
,tiththcrritx'c. xit' l'tlndt, trittiit~t ,~xl uic'u ;nte ratitn a 'autre dals lI failrille 'atak. Potur des raisonrs praliques et tic s&uriti,
 

la l nttiti 1', I crrr1rrttit rtr vii rcipi 'ts anti-adulte'ation iplastiquei' l .T, de2, 5kg.
 
VATlAK - 1.0 Ill-cirtr fouittx't d satict' n ntr s, pickIl's et ClUtll's iiliCIIs darts1le doraineri e la restauratio all 

LA (AXIME
COM N { I R,: 	 (till%- ralpio (*rr{,,fml) "likka Madras 

Crr raipdx (Moytxn) lando...iri Kashmiri Mrsala 
V11r,1,1lo" lBovan Kebab 

'ICgI-.I. ;tMa xgui' Ires ort) Litte (lri's fiort) Chili
 
1,ttg.;tc (N oye nl) Li mex
(M oyen l) M ixte
 

CI ITINE't C liit ,)' tIe, ii'lrrgi ledo tce
 

'AIA para IaLi scri tie pit101t4i; AK lhotstleria y servicio tie comidas le brinda Iaoportunidad de reproducir de forma 
pintit'ri'lle ".,ixxir xit, Ii httl". Esrits pitductis tart creado para el servicio de comidas, bas~indosx en geuritas recetas 

htidtie , qt' e5'hu I l srt IraPatak de genreiaci6n err gencracitin. Para mayor seguridad y cousodid d, todalliicido Ia feaii t 

Ii st1i tic priixl xii~ts V,:Iasadaionfrascws de plit ico P.E.T. de 2,5 kg. que evidenciari si hair sido abiertos.
 

PATAK - El pr'erc pivocdoi tlx prtixlt dti'. , el pata, conser/a y cltilney para el coniercio britinicr.
 

LxASERIF 
EN I'Asq A: Cuir y ripido (extitapriane) l ikka MadrAs
 

Cutriv ripido (sive) TIdoori Masala de Cachemira
 
V'itdalo, Birya ii Kebab
 

CONSERVAS ,Man ('xtrapicaitc) Chile
r,,o Litialextrapicante) 

Mango (suave) Lima suIave) Combinado
 

CIIINEY: Mango chutney dulce
 

..- j1xUE TA6, 

. - OF INDIA 
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Indian
 
Cooking Sauces
 

:Pataks Cooking Sauces in Glass deliver the ultimate combination of authenticity and convenience
Eich product provides four ample servings, all that is ne2ded in ,ddition to the sauce is meat ..... 

poultry or vegetables, vitchever is preferred.'...-. , 
.2iaTraiditionally seredwwitli Basiniati Rice and Naan Bread."' , ' .. 

S;.KABUL" A medium spiced recipe onginally from Afghansan,
 
:MAKHAhNI AX iedium'spiced sauce from Central Indi 

,. -DOPIAZA ,A mildly spced recipe from Northern India..,.*,..-',.:.
 

.JALFTEZI 'A Kashmiri preparation of sweet peppers and coconut.
 

Patak's Koclsogen im Glas liefern die endgnltige Kombination von EcLitheit und Bequeilichkeit.
 
Jedes Prodtikt ergibt vier reichliche Portionen, auger der Soge brauchen Sic nur noch Fleisch,
 
Getf'igel oder Gemuise, was Sic jcweils vorzieien. Es ist 'radition, dazu Baismiati Reis und Naan
 
Brot Zu reichen.
 

KABUL : Ein nittelscharf gewfirztes Rezept, ursprfinglich aus Afghanistan.
 
MAKHANI: Biine mittelscliarf gewuirzte Soe atis Zentralindien.
 
DOI'IAZA Ein mild gewtirztes Rezept aus Nordindien.
 
JALFIZEZI Eine Kashmiri Zubereitung aus Gemiisepaprika und Kokosnug.
 

Les sauces do cuisson Patak en verres apportent la combinaison absolue de l'authenticit6 et de la
 
pratique. Chaque produit est prvu pour quatre portions gcn6retises, il suffit d'y ajouter la
 
viande, la volili ou Slsl.1gumes i votre choix.
 
Par tradition, les plats sont servis avec du riz Basmati et du pain Naan.
 

KABULI : Une recette inoyeineiment dpicequi a son origine en Afghanistan.
 

MAKHANI : Une sauce movenneinont dpice qui a son origine en Inde Centrale.
 
DOPIAZA Une recette doucement 6pic~e venant du nord do l'Inde.
 

JALFIE'ZI Une preparation originaire du Cachemire contenant des poivrons doux et de la noix
 

de Coco. 

Las Salsas de Cocinar en Cristal Patak son autcnticas y convenientes a la vez.
 
Cada producto contiene cantidades suficientos para servir a cuatro personas con amplitud, s6lo se
 
necesita afladir came, polio o verduras, segcin so prefiera.
 
Es tradicional servirla con arroz basmati y pan naan.
 

KABULI : Receta originaria de Afganistin, medio picante.
 
MAKIIANI Salsa mcdio picante de la regi6n central de la India.
 
DOPIAZA Recuta poco picante de ]a regi5n norte do la India.
 
JALFREZI Preparado do coco y pimientos, originario de Cachemira.
 

0 OF INDIA o 
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Indian Cooking
 
Curry Sauces
 

PAA CANNED CURRYSAUCE r th c SIMplestinatrocio Ior your 'custmrtoteTu Tacl f 4~
 
.. .PATAK is a range of flavours and pungencies to sut allp
famly expertse ensures thereare'mild medium or hot. Thieisa recipe on the label of each can a ) ,A"*(Eac cn is enough-sauce for a dish fo'four js oil 

',"'All tlhit is needed indditii'oto the can is meat, poult, or vegetables: To complete the meal serve PATAKS PILAU BASM TI'" 
RICE 6i a PATAKS INDIAN BREAD MIX with PA'IAKS CHUTNEY or PICKLE ;and the'eish b aia iutheit idi . . . 

From Kashmir in thi North by those new toh inc" ' '' 

De.hi .. Also mild from North Cenrl India. " - ,- . , , ' -'l 
,orma" ". mild and delicate in'taste; especially liked t6,diai' 4

' ,<_ 

::.. . . containing fennel and the fabulous .saffron a dish of Emperors of medium pngency .., ,' ;" . Mogli -..'vAromatic 

' Rogan Josh : tomato and cuimin nfor Josh hich means lamb. :-...''.., . .''A medium sanciwatll . , '.':. ':.' 
'-Tikka Masala Class cNorth Indin dish, flavoured with ginger and tureric, of medum pungency ,--.." iS,'c , $ 
. ,Madras':. Hot from the South Eastern cityof isadris '.. *.' ' '.. * ,.a , .' ,, ,, .'r 
" Vindaloo: Very hi, froithe coastal stiate of Goa.':" ' ' ; ; ; 

:''%.a" .- " :...:,":.a, .................................................................. ;.
, .x.. 

PATAKSCUIRY-SOSSILN IN DOSEN siht fur lire Kunden dieeinfachste Einfuhrung in den echten Geshimack Indiens.
 
Die Faclikeintnisse Sortimentan Geschmacks-und Schirfestun
der Famile PATAK gewihrleisen,d6 fur jedien Gaumen ein 

bereitstehi. Sic brauchen aiurdieEiketteniazushen um festzustellen, welche mild, nitteilscharf oder sehr scharf sind.
 
At jeier cii Rezeptangeeen.(Die Mtene in jeder aus foreinGericht fir
Doe ist Dose reicht vier Personen.) Neben der
 
Dose brauchen Sic nur fciisch, ( el ugeloder Gemuse. Zur Beigabe servieren Sic PATAK SI ILAU 13ASMATI RIEISodor ee
 
INDISCIIE BROTMISCI-IUNG von PATAK zusammeni mitPATAK'S CHUTNEYoder PICKLE und schon wird es eine echies
 
indisches
Gerichi.
 
Kornia: Von Kasclrunir ii Nerden, mild uiid delikat imGeschmack, gebillt besonders denjciigen, di',en die indische Kiche
 

lllH ist. 

Delii: Ebenfalls milde,aus deii nrdlictien Zentralindien.
 
Ntoglai: Aromatisch, enthalt Fenchel und das fabelhafte Safran, einGericht fuir Kaiser, miittlere Schiirfe.
 
Rogs i Josh: Eiie mittlere
Soge mutTomaten,Kuinmel (Cummin) fiur 'Josh', was Lamm heift.
 
Tika INasala: Klassische nordindisches Gericht, roilIngwer und Geibwurz (Curkurna) gevwrzt, mittelsciarf.
 
'Madras Scharf. aus der sudosilichen StadtI Madras.
 
Visdaloo: Selir scharf, aus dei Kusenslaat Goa.
 

La waniere laplus simple d'iiitier vos clients ] Ia saveur authentique de I'nde estpar t'intermimiaire DES SAUCES AU CURRY
 
DE l'ATAK: 'expertise CIeLi amille PATAK assure une ganme de parfums rt de piquants propre Asatisfaire 1ous lespalais.
 
Vrifiez sirplement les ,CiqIettes pour choisir cc quivous convient: doux, moyen ou fort. Vous trouverez une recette sur
 
edtiquette zdo sauce pour uniplat de quatre personnes.) 11suffit d'ajouterde chaque boite. (Chaciie contient ass au contenu
 

de laviande, Lie lavolaille on des ligunies. En complinent, servez LE PIIAF ASMATI DE PATAK ou une preparation PATAK
 
pour PAIN INDIEN avcc IA SAUCE CI IUTNEYou des PICKILES I'ITAK, etvous obiiendrez ainsi un repas authentiquement
 
indiin.
 
Koinia: Ei provenance du Cachemire dlansIeNord,au goit dcux etdilicat, particulircient apprcci, par lesnouveaux
 

,IIn,i en rs de Cuisie imdienii.
 
Delhi: SaVeur douce t,,aiecmen,originaire de larctgion :iuNord de liinde centrale.
 
Mogll: Aroniatiqitta,ssisiniiiii'nt iiloyen, cuntient le Uil digne d'ui
dn feinOUit et inerveilleux safran,plat lipereur.

Lian loh Une sauce assai
sonneient niovei,ie ctomiate c mUnuini, quiconvieilt au 'Joshc. i.d.a t'ag.neau.

1lIklNasaI Un lilt classique di nord de I'Ide, picc de 'inqembre ctdo curcuma,i assaisonieinert ilnyoli.
 
Mad ras. Un plat for ie Ia yilede Madras an sut-est oI lIde.
 
Viiidaloo Plat tr~s fort, c6tier do Goa.
de ILtat 

consiste en uilizar 

PATAK. Los conociiuentos y hiabilidad de ta fainili I'ATAK garanltizan una anplia gama de sabores ycondimentos poco o
 
Iiuy picantes para poder salistacer todos Iosgustos. L.s eliquetas indican si elcontemdo es suave (mild), medio picante

(niedinm), o picante (hotl). nitplaio para cuatro
 

La mejortfornia do presenltar verdaderos sabores hindis a sn dientela 1a.is do salsa CURRY MARCA 

Ilayuna receta en eada etiueta. Cui lata contiene sufitiente salsa para hacer 

personas). L, iinico tte se reqtuiere adeinds do lasalsa es rte, polio o legumbres. Para que laconiida est6coipleta, y que sea
 
aulCntiicamene tiiiu, si-vaA ROZ BASMATI DE PATAK o ui pan iind6i hecho con el BREAD MIX DE VAIAK acompafiado

tie ii de los CHUTNEYS o ENCULTIDOS MiiALCA I'ATAK.
 
Koria: Do Cochenira, cn elnote de sabor suave y delicado, especialmente reconendada para quienes todavia no hayan
 

rtiobado lacocina htii.
 
Delhi a mbiin suave. te I central del de ]aIndia.
parte norte 

Moglai: Salsa aromilica, condientada can hinojo y azafrn; pita hacer platos dignos de reyes,
poco picantes.
 
RLo'sn Joh Salsa no inuy picante con tomate y comino para 'Josh, que signi icacordero.
 

a auktarsala:'ilsa clisica (lel nortedo Ia India, condiieniada con jengibre v circuia, poco picante.
 
Mahdls. Picante, provoniente do la ciudad de Madras en el sudestde a India.
 
Vindaloo: Muy picante, de Goa.
originaria delterritorio costero 
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Dhals & 
Vegetable Curries 

PATASAN DIL %S arecaned radymeals and meal accompaniments which combine authenticity with ovrene.VEETABE CURIE 

Each is made from a traditional Indian recipe and contains only the finest ingredients. Patak's Dhals contain a deliious assortment of pulses and . 
aromatic herbs and spices. Patak s Vegetable Cures combine the finest fresh vegetables with exotic herbs and spices. All the products are suitable 
for vegetarians and are ideal as a main meal or meal accompaniment. Serve with Patak's Pilau and Biryani Rice, Naan Bread, Pickles and Chutneys. 

Patak's Dhals
 
Loblia A spicy blackeyed bean recipe originating from Northem ndia
 
Kabli Chana A tangy dhal from South East India .ontaining chick peas, herbs and spices
 
Moong : A unique blend of mung beans and aromatic spices frmn Central India 

Iatak's Vegetable Curries
 
Aloo Mattar Sabzi: A mildly spiced potato and pea curry from Eastem India
 
Sabzi Tarkari : An aromatic, medium spiced vegetable curry orginating from Central India
 
Tikka Masala A unique vegetable curry from Northern India with a mild flavour
 

DIE DAIILS VON PATAK UND DIE GEMUSECURRY GERICHTE sind Bsichsenfertiggerichte und Beigerichte die Echtheit und Bequemlichkeit
 
verbinden. jedes Gericht ist genaess einein traditionnellen lndischen Rezept vorbereitet und enthalt nur die feinsten Zutaten. Die Dahls von Patak
 
enthalten eine leckere Auswahl yon t lilsenfruchten und aromatischen Krautem und Gewuirzen. Die Gemusecurrygerichte von Patak
 
veremigen diefeinsten Frischgemisen mit exotischen Kraetern undGewurzen. Samiliche Produkte sind fur Vegetariem geeignet und sind
 
ideal als Haupt-oder Beigericht. Mit Pilau und Biryani Reis von Patak, Naanbrot, Eingepokeltes und Chutney servieren.
 

Die Dahls vim Patak
 
Lobbia FinE urziges Rezept aus Adjukiibohnen mt lherkunft im Norden Indiens
 
Kabli Chana Fni scharfer Dhal aus dem Suedosten Indiens zusammengesetzt aus Kicheierbsc, Kraeutern und Gewuerzen
 
Moong Line einzigartigL Mischung aus Mungbonlen und iromaischen Gewuirzen aus Zentralindien
 

Gemiisecurrygerichte von Patak 
Aoo Mattar Sabzi Ein mild gewuerzies Kartofel-und Erbsencurrygeiicht aus dem Osten Indiens 
Sabz Tarkari Ein aromatisches, mittel gewurztes Currygericht mit Ilerkunfi aus Zentralindien 
Trkka Nlasala :Ein erizigartiges Geinuesecurrygericlrt aus den Norden Irdiens mit mildein Geschnack 

LES DIIALS DE PATAK ET L:S CAMlS AUX LEGUMES sont Lies repas prspariis d'vance et mis en conserves ainsi que des garniturer qui sont 
la fois asthentique et commode. Ciacsin est prepar selon sine recetie indiennne tradiionnelle et avec des ingr~dients de premiere qualite 

unIquCrient Les Dhals de Patak contiennent un assortiient delhcieu.x de l gumes i gousse, des herbes et des Epices aromatiques. Les Carls aux 
Il-eigumes dte Patak tmiss,ent des legurnes fraiches de premiere qualite avec des herbes et des Epices exotiques. Tous les produits sont convenables 
AIXvigtarrens et soue l'ideal come repas principal ou comine garniture. cervir avec les Riz Pilaf et Biryani de Patak, 
le Pain Naan, des Pickles ct des Condiments a base de fruits. 

Les I)hals de tatak 
L.obbia : Une recette Epicie d'haricots adjukii en provenance de Nord des IndsiC 
Kabli Chana : Un Dhal piquallt provenant Lu Sud Est ies ndes contenant des pois chicte, des herbes ei des .Apkes 
Moong : rnemlange uniqure d'haricots mnitin ei Spices aroiatiques provenant des lindes cerrrales 

Les Cans aux Lt gumes de latak 
Aoo Niattar Sibzli Un can de pomines ie terre et de pents pois leg remeni ,)pice en provenance des Indes de l'Est 
SabZLTarkarl Un cart aromahique, Epici movernenient en provenance des hides centrales 
"Ikkr Masala Un carl aux legumes unique avec une saveur pas trop piient,5 en provenance des Indes du Nord 

LOS D[ TAI.ES Y CURRIES VEGElALES DE PATAK son comiLas enlatadas ya preparadas y acompafiarrientos de platos principales que combinan 
1

artentlcidad cots Ia convrericra. Cada ina eM,i hecsa segfrn una receta tradicional sie la India y solo contiene los mejores ing-edientes. Los Diales
 
sie 'atak contimien sn dehcicoso suhs deLegI rmbres, hicibas aromfiticas y especias. Los Cirries Vegetales de Patak combinan las mejores
 
lguirbres frescas con hlerbas y especras ex6ticas. Todos los prodtrctos son apltos para vegeterianos y son ide ties corno plato principal 0 para
 
acoipaiar a itro plato Se sirven con el Arroz Pilau o him-yani tie Patak, Pan de Nan, EncurtLdos y Cliuneyes.
 

Los Dhales de Patak
 
Lobl a Una recci., picante con habicliilas "blickeve", original del Norte de la India.
 
KaLt Chia na Un dhal arormitico del Sreste de la India que contiene garbanzos, hierbas y especias.
 
Moosnsg Uria combiraci6n irica de habchuelas "muni" y especias aroinaticas de Il India Central
 

Los Curries Vegetales de Patak
 
Ahs Mattar Sa, ci Un curry de espeia suaves con patatas y guisantes, procedente del Este de Ia India.
 
Sabzi Tarkarj Un curry vegetal aromitico, mcxlio picante, original de la India Central.
 
Tikka Masala Un etraordiraro curry vegetal del Norte de la India con sabor suave.
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OF NEW ZEALANZE 
Purveyors of Traddiional 

Firle Foods 

Alexander Harvey Esq
1886 "From thle Heart of the Lanid and Sea" 

~OF NEW ZEAIANO 

Af-ii.nc., I ire" F~q Purveyot$ of Tiadinional 
I8S6 FineFoods 

Anthony J. Dalgleish 
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New Zealand - Land of the Long White Cloud
 
EW ZEALAND - population 3.1 million - is in country of magnificent mountains, forests, 

the south west section of the Pacific, that great glaciers, lakes and richly grassed plains ... 
ocean sn-etching across one third of the earth's surface. and widely known throughout the world as 
To the west, beyond the Tasman sea, isAustralia, 1600 the most efficient producer of quality dairy 
kilometres away: From its position on the rim of the products, together with wool, sheep and 
Pacific basin, New Zealand is a little over 10,000 cattle meats. We are the largest exporter 
kilometres from San Francisco and Panaima of dairy products and lamb. 
and a similar distance from Tokyo and Singapore. New Zealand is also known throughout 
In area 26.9 million hectares, it is similar in size to the world among discerning gourmets for its 
the British Isles and Japan. fine traditional cooking, together with considerable 

It was first discovered in 1642 by Abel respect for its superlative range of gourmet export
Tasman, and first explored by Captain products. 
,James Cook in 1769. It is a luxuriant 

Harvey's of New Zealand 
founded in 1886 

THE BUSINESS was originally founded in 1886 by 
I.Alexander Harvey Esq to make milk and cream chums 

for the dairy industry. The company has since grown into 
one of the regions most significant and diversified identities, 
embracing sizeable exports to many countries worldwide. 

Alexander Harvey Esq
 
1886
 

Strength of Umbrella
 
Range Packaging M
 

ESEARCHED AGAINST leading 'other country' com- '
 
petitive SF/Gourme' brands, Harvey's of New Zealand
 

scores high on the list related to across the board 'stand out' .
 

registration and propensity to purchase among SF/Gourmet
 
consumers when positioned at an instore shelf level or
 
featured among mass gourme, product floor displays.
 

Under one brand name • pIL . 
one of the largest and most varied 2 y&S 
SF/Gourmet ranges in the world 

H ARVEYS OF New Zealand can proudly boast to be 
Hone of the few companies worldwide offering import- i 
distributors under a singular brand name over 70 superb r 

SF/Gourmet items embracing 7 burgeoning world foodstuffs A 
import scctors i.e. 

)k -- EY 
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-Plus a superlative -

New Zealand only range 
of exotic Gourmet items . Sok e ountt ~.nnso 

rl " NDER THE Harvey's of New Zealand umbrella brand 
U)we also offer import-distributors selling to the more 
discerning SF/Gourmet retail outlets a unique New Zealand 
only rance of exotic gourmet foodstuffs 
which include -

: 

,1 sne 

E r 

0 1[•as 

Fresh, natural, wholesome Our Import-Distributor 
ingredients linked to Marketing and Promotional 
New Zealand's outstanding culinary Support Programme 
reputation 

The vast percentage of range ingredients originate _ARVEV.S OF New Zealand takes pride in the level of 
fresh from the heart of New Zealand's rich, . ongoih'g support which we offer to the majority of our 
unspoiled farmlands; from unmatched hill country internatioial import-distributors i.e. 
still teeming in parts with magnificent wild game; 

i. Often we produce for individual markets specific point-of-purchasefrom unpolluted fast flowing rivers, clear lakes and 
display material such as product posters. shel"f talkers, instore banners;a vast surrounding ocean abundant with many of 
or contribute to the cost of a demonstrator programme.the most desireable fish species, 

Link the above to both New Zealand and i. Each year we develop a major international markeis 'on pack' 
Harvey's of New Zealand's culinary reputation and consumer promotion i.e. in late 1982 we will offer around 25 
skills - the finest traditional cooki.,4 Iveloped over consumers per markei the opportunity to win a fabulous range of 

New Zealand's fanrous "Manor House" non sick coated bake-ware. many years from a 'pot pourri' of British and native 
Maori influences - then in Harvey's of New iii. In appropriate markets we pay the major cost toward trade press 
Zealand one has a range of SF/Gourmet foodstuffs or selected impor-distributor catalogue advertising; or contribute to 
of almost unbeatable quality, the cosi of direct mail programmes directed at media food editors. 

key retail buyers etc' 

Finally our Export Manager seeks to visit each major 
market 2-3 times a year, during which period he calls on 

Over 70 range items makes selected key accounts with import-distributor sales personnel.
acontainers a Insummary, we wish to make the Harvey's of New 

buyig of 20 foot sea cZealand range one of the most important sales and profit 

sensible, economical decision 	 earners within each of our import-distributors stable of fine 
imported products. 

AMAJOR plus offered to Harvey's of New Zealand 
import -distributors worldwide lies in their ability to New Zealand's 

purchase 'hassle free' from one central source a unique total 
range of high quality SF/Gourmet products, culminating Frequent, Fast Worldwide 
in economical use of full 20' containers on a regular 
order/shipment basis. Shipping Service 

Price positioned to tap'the AS A major world exporter of c6Liry, meat. horticultural. 

p iodfishand prepared foods, New Zealand has developed 

lucrative worldwide Mid a frequent and highly competitive shipping service into the 

Premium Price Sector majority of key world markets. 

H ARVEY'S OF Nov Zeaiand seek to offer their inter
national irnipoit-distributors superior SF/Gourmet 

products price positioied to tak advantage of the rapidly 
increasing mid premtiuRn price s.Ttol i.Q. sound sales volume 
at a serisble plofit. 
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BARVI3YS
 
OF NE'V ZEALAND 

Purveyors of Traditional 
Fine Foods 

Alexander Harvey Esq1886 "From the Heart of the Land and Sea" 

HARVEY'S OF NEW ZEALAND NEW MARKETS' INTRODUCTION PHILOSOPHY
 

The company initially seeks to establish during the first 12
18 months in each new market the core product range described
 
in detail overleaf, covering the following foodstuffs sectors
 
i.e.
 

PRESERVES
 

SAUCES ( COOKING, ADD-ON
 

CHUTNEYS
 

PICKLES
 

JELLIES
 

SOUPS
 

Following successful establishment of the above core product
 
range, the company then seeks to introduce other mid premium
 
price sector items, plus a superlative New Zealand only range
 
of SF/Gourmet items described within our brochure.
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Ale OF NEW/ ZEALAND 
Purveyors ofTraditional 

0 - Fine Foods 

1886 "From the Heart of the Land and Sea" 

A SELECTION OF 48 ITEMS FROM THE HARVEY'S OF NEW ZEALAND RANGE OF SUPERIOR,
 
DELECTABLE SF/GOURMET FOODSTUFFS FROM THE HEART OF NEW ZEALAND'S MAGNIFICENT

LAND AND SEA
 

HARVEY'S OF NEW ZEALAND 

CORE PRODUCTS RANGE
 

JAMS, MARMALADES SAUCES, CHUTNEYS SOUPS 

PICKLESj JELLIES
 

JAI-IS COOKING-IN SAUCES SEAFOOD 

Strawberry Burgundy Wine Lobster Bisque
 
Apricot Madeira Wine Crab Bisque
 
Cherry White Wine Scampi Bisque
 
Plum Provencales Mussell
 
Boysenberry Lobster Bouillabaisse
 
Kiwifruit Hot Curry Oyster
 
Blackberry Mild Curry
 
Raspberry QUALITY
 

OTHER SAUCES
 

MARMALADES Clear Oxtail
 
Horseradish Thick Oxtail
 

Vintage Prawn Cocktail Vichysoisse
 
Grapefruit Steak Venison
 
Mixed Fruits Country Mustard Consomme
 
Orange & Lemon Cream of Asparagus
 
Mild Ginger CHUTNEYS Cream of Mushroom
 

Three Fruits COUNTRY
 
Peach
 
Hot Beef Broth
 

Vegetable Broth
 
PICKLES Pea & Ham
 

Country
 
Toma to
 
Mild Mustard
 

JELLIES
 
Supersedes list 
dated: Mi nt 

Boysenberry 
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OF NEW ZEALAND 
Purveyors of Traditional 

Fine Foods 
Alexander Harey Esq "From the Heart of the Land and Sea" 

1886 

HARVEY'S OF NEW ZEALAND PRICE LIST
 

Effective
 

Size 	 FOB. Kuwait USA USA Hong Sinc
 
$US Dubai W. Coast E. Coast Kong por
 

Jams & Preserves 425/450g 11.25 12.45 12.20 12.15 12.00 11.!
 

Marmalades 425/450g 10.50 .11.70 11.40 11.40 11.20 11.1
 

Soups 	 Seafood 425/450g 12.75 13.95 13.70 13.65 13.45 13.4
 
Quality 425/450g 11.00 12.20 11.95 11.90 1.1.70 I1.E
 
Country 425/450g '8.50 9.70 9.45 9.40 9.20 9.1
 

Cooking 	Sauces 350g 10.00 11.20 10.95 10.90 10.70 10.6
 

Chutneys 	 425/450g 11.20 12.40 12.15 12.10 11.90 11.8
 

Pickles 	 425/450g 9.50 10.70 10.45 10.40 10.20 10.1
 

Sauces 	 Horseradish 150/170g 8'.50 9.70 9.40 9.40 9.20 9.1
 
Prawn Cocktail 150/170g 7.75 8.90 8.65 8.65 8.45 8.4
 
Steak Sauce 150/170g 9.00 10.20 9.90 9.90 9.70 9.71
 
CountryMustard 150/170g 8.40 9.60 9.30 9.30 9.10 
 9.1(
 

Jellies 	 Mint 150/170g 6.75 7.90 7.65 7.65 7.45 7.4(
 
Boysenberry 150/170g 6.75 7.90 7.65 7.65 7.45 7.4(
 

HARVEY'S 	OF NEW ZEALAND PRICE LIST NOTES
 

(1) Prices effective from for six months subject to Exchange variation.
 

(2) Prices quoted are based upon the N.Z. Dollar remaining at 16% of the
 
U.S. Dollar.
 

(3) Prices quoted are per dozen.
 

(4) Case 	quantity is 2 dozen (24).
 

(5) Approximate Mix per Container: Value Case Size Case Weight
 

'$US
 
Jams/Marmalades 425 cases 10400 301x225x131nm 12.0kg

Soups 475 cases 11400 296x222x226mnn 12.0kg

Cooking Sauces 210 cases 4700 264x198x244mm 9.6kg

Chutney'/Pickles 135 cases 3000 301 x225xl 31mm 12.0kg
 
Other 80 cases 1500 Various
 

1325 cases US$31000
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Market channels 

PRODUCER EXPORTER 

I 
SAGENT 

IMPORTER WHOLESALER RIPENER PACKER DISTRIBUTOR 

MARKET WHOLESALER (SECONDARY WHOLESALER) 

INDEPENDENTS GREENGROCERS STALLHOLDERS CATERERS PROCESSOS 

ISUPERM-ARKET CHAINS/MULTIPLESI 



Mangetout 51. 

tow Market requirements 

Varieties: 	 Varietal choice is important, as 
harvest costs are minimised with 
multi-noded plant; growing 
conditions must be suited to the 
particular variety 

Standards: 	 The EEC has set common quality 
standards for beans, which include 
mangetout. All beans must be: 

* whole 
e sound 
* fresh in appearance 

clean, in particular free from 
residues, including traces of 
chemicals 

•'free from 	foreign smell or taste 
• free from abnormal external 

moisture 

To qualify as Class I, mangetout 
must be: 

" of good quality 
* characteristic of the variety in 

colour, shape and size 
" young and tender such that they 

can be easily broken in the hand 
" seeds must be small and tender 

and pods must be closed 
" stringless 
* free from blemish 

Traces of wind damage are allowed. 

To.qualify for Grade II, mangetout 
must be: 

* of marketable quality 
" reasonably young and tender 
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-Mangetout
 

* seeds may be-larger than in Class I, but the pod must be 
tender 

* free from disease and frost damage 

The following are allowed: 

" sligl wind damage 
* minor superficial blemish 
" strings 

Quality tolerances allowed are 10% by weight: for Class I not 
satisfying Class requirements, but within Class II; and for Class II 
not satisfying minimum requirements, but fit for human 
consumption. 

Size: 7-10 cm, 2 cm width 

Shape: Flat, with peas just showing. Straight, with very small stem. 

Colour: Pale green 

Ripeness: Should snap in hand 

Taste & 
Texture: Juicy, crunchy, sweet 

Getting to market 

Harvesting, Handling and Storage 

N'Iangetout must be hand-picked, leaving a short piece of stem on the pod. 
They must be picked at the particular size required by the buyer and so 
pickers usually carry a measuring stick for precision. They must be 
pre-cooled and are transported at 1-21C and at a relative hurmidity of 95
1000%. 

Packaging 

Mangetout are usually sold to the consumer in PVC overwrapped trays, 
either packaged at source or on arrival. If they are not pre-packed at source, 
then waxed 51b cardboard boxes, well ventilated, are the preferred type of 
packaging. 
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Mangetout"I 

Produce information must be presented on the labelling as follows: 

" country of origin 
" produce indication, if not visible 
" class 
" net weight 

It is also advisable to include: 

• packer and/or dispatcher 
* grower 
* date of packing 
* size 

Handling information can also be displayed, giving temperature guidance, 
fragile and side-up symbols. 

Branding and Promotion 

There is little branding in the mangetout market, but some developing 
country private sector growers have been promoting their produce in terms 
of its country of origin. Some multiples are open to considering in-store 
promotions. 

Import Regulations 

Mangetout come under tariff heading 0708 90 and tariffs in force are the 
following: 

Full rate: 14% 
GSP countries: Full rate 
ACP countries: Free 
Turkey: Free 

In order to receive preferential tariff treatment, produce must be 
accompanied by the appropriate forms: EUR 1 for ACP countries or Form A 
for GSP or LDDC. Certain hygienc standards must be met and all fresh 
produce entering the EEC must be accompanied by the original of a 
phytosanitory certificate 
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Mangetout 

When to sell 

Timing 

Kenya and Zambia, two of the major suppliers to the UK, ship all year round 
and Guatemala, another dominant supplier, ships outside the UK production 
months, from January to July and from September to December. Other 
supplies are available as follows: 

Ecuador: July-August 
France: May-June 
Nigeria: November-February 
Peru: August-September 
Spain: January-April 
Zimbabwe: June-October 

There isno significant gap in the market, though more difficulty is 
experienced in sourcing in winter months. 

Wholesal3 prices have averaged 260 pence per kg during 1989/90, with no 
marked seasonal variation, though prices were slightly lower in July/August. 

Market Trends 

The market for mangetout has shown fast development over the last few 
years and is now estimated to represent about £5 million at retail value. The 
trade expects growth to continue,.but at a slower pace. However, 
competition from existing market suppliers is strong, making this a difficult 
market for new entrants. 
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Packaging 
UAI]/7 

Packaging should be selected with the type of journey in mind, to make sure 
it is suitable. Neat, easy to handle and well labelled packaging is more likely 
to be carefully handled at the receiving end. There are a number of types of 
packaging and it is advisable for the exporter to consult with the importer on 
the preferred style. 

Upper part, blank 

Assembled upper part 

Lower part, blank 

Assembled lower part 
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TYPICAL ILLUSTRATION OF AN EXPORT MANAGER'S KEY
 
CUSTOMER MANAGEMENT
 

MARKETING AND SALES PLAN
 
( COMPONENTS )
 

1.0 COUNTRY : ...................... DATE: .....................
 

COMMERCIAL MANAGER ............PANELLIST NAME : ..........
 

PANELLIST COMMUNICATION DATA ( Address [Street + Box No.]; 
Telephone; Fax; Telex) : ................................... 

KEY PANELLIST CONTACTS & TITLES :...................... .....
 
...........................
.................................. 


2.0 SALES HISTORY - TARGETS - FORECASTS 

1990 +(-) 1991 +(-) 1992 +(-) 1993 +(-) (1) 

a. SLT trays equi
valent (000)
 

b. % share of total
 
country sales
 

c. Value (currency?)
 
d. Average SLT
 

equivalent tray
 
price (currency?)
 

(1) % +(-) over previous year
 

3.0 PROMOTIONAL SUPPORT (below-the-line)
 

Currency - ? 
1990 1991 1992 1993 

target frast 

a. Co-operative
 
advertising
 

b. Merchandising
 
c. Price dealing
 
d, Sales force
 

incentives
 
e. Special
 

promotions
 
f.Other (*)
 

Total
 
Average tray
 
tray cost
 

(*)describe Contd. .2/
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4.0 	 STRUCTURE OF PANELLIST ORGANISATTON AND KEY CUSTOMER BASE
 

a. 	Produce matrix of panellist organisation and key customer
 
base.
 

b. 	Support a. with company profile brochure, 

where available
 

5.0 	 PANELLIST MARKETING STRENGTHS & WEAKNESSES
 

a. 	Strengths
 

b. 	Weaknesses
 

6.0 	 KEY PANELLIST OBJECTIVES
 

a. 	Major problems and/or issues to be resolved
 

b. 	Strategy to increase panellist sales
 

annual report
 

7.0 	 EFFECTIVENESS OR OTHERWISE OF LAST SEASON'S PANELLIST
 

PROMOTIONAL SUPPORT
 

a. 	Overall
 

b. By major customer
 

Contd..3/
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8.0 THIS YEAR PANELLIST MARKETING/PROMOTIONAL SUPPORT PROGRAMME
 

a. Overall
 

b.'By major customer-


Customer % Our Sales objectives/ Cost per: 
Sales Promotional dupport Tray Total 

ingredients 

9.0 COMPETITIVE ACTIVITY ANALYSIS (MAINLINE COMPETITORS)
 

Observations should cover 

a. 	Trade terms/policies
 

b. 	Pricing
 

c. 	Promotional strategies and their
 
effectiveness or otherwise
 

d. 	Strength of their/your key customer relationships
 

e. 	Other
 

10. SCHEDULE OF PLANNED HiARKETPLACE VISITS AND OBJECTIVES
 

a. 	Panellists
 

b. 	Key customers
 

c. 	Wholesale/retail outlets
 

(PREPARED BY ANTHONY DALGLEISH - 24/8/1993)
 


