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INTRODUCTION AND QUALIFICATIONS 

The AgEnt project has for the last two years been assisting many Sri Lankan 

medium/small size agro-enterprises ( in particular ) to develop and launch products 

into the highly competitive international marketplace. 

On page 11. we have reproduced a recent promotional advertisement which 

describes the typical assistance components the project can offer clients with a 

viable business/marketing plan in the export development arena. 

An important part of AgEnt's assistance is helping exporters participate in key 

overseas trade fairs to either promote/sell their products or identify new marketing 

opportunities; and this is where AgEnt's international marketing/agro-processing 

and agri-business advisors have often been able to assist at an all important 

"hands on " level. 

It is against this brief background that this report has been produced. It is designed 

to very briefly/simply highlight to both existing/potential Sri Lankan exporters 

what the AgEnt team learned/noted at the French SIAL '94 International Food 

Products Exhibition i.e. 

* 	 How a country such as India strongly promotes both country 

image/individual exporters at trade fairs 

* 	 Collection by the AgEnt team of much competitive country and exporters 

marketing/promotional/new products data of likely interest to existing/ 

potential Sri Lankan exporters. 

etc. 
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If existing/potential Sri Lankan exporters are interested in obtaining more 

information about any of the product sectors covered in this report they should 

initially make contact with -

Mrs. Gayatri Abeydeera 

AgEnt Business Information Center Manager 

Telephone: 446447/446420 Fax: 446428 

As much of the competitive country/exporters products data was printed in colour, 

many of the reproduced items in this report naturally do not reflect the 

presentation quality of the original material. 

At SIAL '94 AgEnt successfully joined forces with the EDB ( Export 

Development Board ) - refer Annexes A1/2 newspaper stories - in a determination 

to maximise both the country's and individual exporters promotional impact at a 

trade fair of such importance. 

WHAT THE AgEnt TEAM
 

LEARNED/NOTED AT SIAL '94
 

2. 	 INDIA'S STRONG COUNTRY IMAGE/EXPORTER PROFILES 

PROMOTIONAL MATERIAL PACKAGE DISTRIBUTED 

FREELY/WIDELY AT SIAL '94 

As Sri Lanka often competes " head on " with many Indian product sectors, we 

were particularly impressed via the manner in which this country's fresh/processed 

products etc food resource/quality/capability were strongly promoted by a number 

of agencies ( linked to parallel support promotion of participating event exporters ) 

through widely distributed " on target " promotional/marketing material, typified 

under Annexes B/C. 
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Sri Lanka was particularly weak in this critically important export promotional/ 

marketing mix arena. 

AgEnt has collected over the last two years many calibre other country/exporter 

brochures etc. These can be freely sighted in the project's Business Information 

Center. 

3. SRI LANKAN FINE/EXTRA FINE BEANS 

AgEnt has been actively involved for sometime in the pro-active development ( 

crop trialling/export test marketing ) with a number of hill country tea estates and 

a major Sri Lankan fresh produce exporter of this potential new export crop 

targeted at selected European markets. 

We have reproduced under Annex A3, a combined free editorial story/promotional 

advertisement which AgEnt had placed in the October edition of the leading 

EUROFRUIT monthly fresh produce trade magazine to coincide with the SIAL 

'94 event, at which the Sri Lankan test marketing exporter strongly 

featured/promoted this potential new fresh product line. 

4. CASHEWS 

Under Annexes DI: 10 we have reproduced extracts from the latest high 

quality/highly informative Cashew Export Promotional Council of India 

promotional brochure. Talking to a number of mainline European and other 

fruits/nuts importers at SIAL '94 they stated that the Indian cashews promotional 

material clearly reinforced India's strong quality/marketing stance in this very 

significant/continuously growing export sector. No importer could recall having 

sighted a similar Sri Lankan product sector promotional publication ( although the 

AgEnt team is aware that such material is available ), whilst a number of 

importers were not aware that Sri Lanka produced cashew nuts. 
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The few Indian exporters of Cashcw nuts spoken to at SIAL '94 reconfirmed the 

difficulty aligned with trying to penetrate/sustain a profitable export marketing 

business in the highly competitive sn;all pack/brand name sector for a wide range 

of marketing inhibitors. 

Brazil is the other major producer/exporter of Cashews, hence we have reproduced 

under Annexes D11: 14 a recent most interesting article ex the 1/95 edition of 

"The Clipper " trade magazine highlighting this country's developments aligned 

with seeking to produce new higher yielding cashew varieties which are also 

resistant to drought and most diseases/insects. 

5. THAILAND AND COSTA RICAN DRIED FRUITS 

AgEnt has played a key assistance role in helping to develop and get this new 

export sector " up and running "; albeit in still a small way. 

Therefore we sought at SIAL '94 to collect the latest competitive countries 

products/pricing data per Annexes E1:2 Thailand and E3:7 Costa Rica. 

Whilst Thailand appears to be maintaining its leadership in the " lower cost/ 

sugared and the like dried tropical fruits sector ", Costa Rica (a relatively new 

entrant to the dried fruits sector ) is seeking to develop/build ( and with some 

initial success ) an " all natural/premium priced market niche 

6. NATO DE COCO 

AgEnt has already collected/disseminated much Philippines production/processing/ 

marketing etc data and samples to interested potential Sri Lankan exporters 

relating to this fast growth new export product sector, pioneered and still 

dominated by the Philippines. 
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Under Appendices Fl:3 and F4:7 we have reproduced a leading Philippines 

exporter's latest Nato de Coco price list/product mix together with a recipes leaflet 

typifying how Nato de Coco is being promoted/consumed in export markets. 

Annexes F16:20 is an excellent write-up ex the Philippines on the Nato de Coco 

export product sector and success story ( bearing in mind that AgEnt has at hand 

more updated Philippines export performance data ). 

Under Annexes F8:15 we have reproduced as a matter of interest to existing/ 

potential Sri Lankan exporters how many Philippines food processing companies 

have sought to simply/clearly present their story in a " company profile/export 

supply capability'export experience/business plan forecast " context. 

AgEnt's marketing and agri-business advisors would be most happy to explain to 

both existing/potential exporters the importance of presenting their export 

capability etc story in this near self-same format. 

7. HEARTS OF PALM 

Costa Rica has succeeded in producing a hybrid palm tree suitable for commercial 

food processing production linked to the building of an already sizeable/very 

profitable export niche. AgEnt first sighted this product at the 1993 major 

ANUGA German International Food Trade Fair. Since that date we have sought 

to secure as much competitive production/processing/marketing intelligence as 

possible at a Phase 1 evaluation level to determine whether it makes sense for Sri 

Lanka to seriously look at this sector as a potentially viable new export sector. 

Under Annexes Gi:6 we have reproduced one leading Costa Rica producer/ 

exporters product specifications and background brochure, whilst below we have 

given the latest FOB US$ price illustrations for 1st quarter 1995 i.e. 
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Product variant/ 	 FOB US$ per Drained weight 

size/packaging 	 carton per, -an/jar 

Whole Hearts of Palm
 

12/850ml cans 22.00 500g
 

24/425ml cans 25.00 220g
 

12/450ml jars 18.00 250g
 

Halves of Hearts of Palms
 

12/850ml cans 16.00 500g
 

12/450ml jars 14.00 250g
 

When the above prices were faxed to the international marketing/agro-processing 

advisor during his December '94 home leave the following qualification was made 

in the exporter's communication i.e. Presently and until July 1995 we are 

completely sold out. New plantations will be starting to produce in mid 1996. 

Depending on availability, we would be able to of4'er you a container in the second 

half of 1995 (!). 

8. 	 MALAYSIAN EXPORTER PRICING ETC FOR FRUIT JUICES/DRINKS, 

COCONUT WATER AND COCONUT CREAM MILK 

As Sri Lanka has a number of exporters trading/marketing coconut cream/milk
 

products in particular, linked to AgEnt frequently being asked for illustrative
 

prices in the fruit juices/drinks and coconut water sectors, we have secured/
 

reproduced the latest price list of a leading Malaysian exporter in the
 

aforementioned product sectors ( refer Annexes HI :2 ).
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However, potential exporters should note 

* 	 On mixed FCLs ( full container loads ) shipment purchases can be 

negotiated at a 7.0-10.0% discount off the standard price list. 

* 	 Tetra Pak/Combibloc long life packaging presentations - even though often 

more expensive than their canned equivalents on a price per ml basis - are 

steadily increasing export market share around the world. 

Also reproduced under Annex H3 are illustrative multi-lingual labels for two 

Malaysian canned coconut milk brands; under Annexes H3:4 product specifications 

for high/low fat desiccated coconut products; under annexes H6:12 we have 

reproduced the export promotion brochure of a leading Malaysian coconut based 

products manufacturer. 

9. 	 INDIAN (ETHNIC) PREPARED BOTTLED AND CANNED PASTES/ 

SAUCES/PICKLES/CHUTNEYS ETC 

We have reproduced under Annexes 11:2 Patak ( Spices ) Ltd's simple export 

promotional leaflet. This is a long estaolished UK based Indian manufacturer of 

Indian Ethnic Foods with a rapidly increasing UK market share and export 

business. 

AgEnt continues to believe that an untapped volume export marketing opportunity 

exists for a simi:ar range of correctly formulated/positioned/packaged Sri Lankan 

products in this sector, bearing in mind that a number of Sri Lankan producers/ 

exporters have already successfully entered this sector albeit in a very small way. 
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AgEnt has in the Business Information Center a selected range of Patak's products 

and is currently working with a number of Sri Lankan enterprises to develop/test 

market new ranges of prepared spice products targeted at a much wider/potentially 

very profitable audience than the limited Sri Lankan overseas communities sector. 

Annex 13 typifies the wideness of the Indian product ranges offered in the UK by 

Sharwoods ( the brand leader ) and Veeraswamy's ( a much smaller, quality 

products company ). 

10. KOREAN POWDERED SQUASH (PUMPKIN) SOUP 

The Korean "Q Foods "brand of newly introduced powdered export soup is 

understood to have achieved excellent sell-in results at SIAL '94. AgEnt has been 

trialling for sometime a high quality Japanese varieties of squash which could well 

have the potential to be converted profitably to powdered soup form and sold 

within both the domestic and export markets under a proper umbrella foods brand 

name. 

Under annexes Ji:6 we have reproduced this company's opening price sheet offer 

at SIAL '94, product specifications and illustrative multi-language packaging. 

AgEnt is holding in the Business Information Center samples of the " Q Foods 

powdered squash soup product. 

11. SPECIALITY " HIGH VALUE/PREMIUM PRICED " COFFEES 

Whilst AgEnt has todate not looked closely at the small Sri Lankan coffee 

production/marketing sector, there continues to be a growing world market in 

many developed countries for speciality "high value/premium priced " coffees 

typified by the Brazilian regional estate grown coffees illustrated under annexes 

Ml -4. 
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12. 	 EUROPEAN MARKET SURVEY/EXOTIC FOODS: " LICENCE TO 

INDULGE" 

Refer annexes P1:5. This most interesting article appeared in the European 

Supermarkets " autumn 1994 edition coinciding with SIAL '94". It highlights 

* 	 That at end 1994 the UK market for ethnic food ingredients/ready made 

meals/snacks will grow to a gigantic Stg 430M ( a 128% increase over 

1989 ) !; but where is Sri Lanka ? 

* 	 It discusses the fast growth Indian ethnic foods sector and how both 

Sharwoods and Patak's are really making the running ! 

13. 	 PRESERVING QUALITY - THE BENEFITS OF GLASS JAR PACKAGING/ 

PRESENTATION MAGAZINE ARTICLE 

AgEnt has frequently stated to existing/potential Sri Lankan ethnic foods exporters 

the benefits which can accrue from the continued use of glass jar packaging versus 

more modem forms of packaging/presentation technology in appropriate product 

sectors. 

This article very much supports this philosophy i.e. the article states " In a climate 

where an extremely discerning customer expects quality, wholesomeness and value 

for money, the glass Jar shows them they are buying all three " (refer annexes 

S1:3) 

Interestingly, two of the conserve products featured under annex Si are made from 

apple base and with banana and passionfruit inputs. 

:10 



:10: 

14. OTHER ANNEXES (REFER INDEX OVERLEAF) 

The balance of annexes have not been commented on i.e. they have been included 

as a matter of updatement interest etc to existing/potential exporters relating to 

existing Sri Lankan product sectors and a number of new product sectors noted at 

SIAL '94. 
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AgEnt ISADYNAMIC USAID FUNDED PRIVATE SECTOR AGRO-

ENTERPRISE DEVELOPMENT INITIATIVE SUCCESSFULLY
 

ASSISTING COMPANIES AND ENTREPRENEURS WITH VIABLE
 
BUSINESS/MARKETING PLANS TO EXPAND EXISTING
 

OPERATIONS OR START-UP NEW VENTURES TARGETED AT
 
BOTH.DOMESTICEXPORT MARKETS!
 

Over the past 20 months AgEnt has assisted many Sri Lmkan agro-enterprises and entrepreneurs through the 

project's unique "50% SHARED INVESTMENT GRANTS" program inthe following export sectors -
I. 	 To visit overseas markets to assess/acquire new higher added value processing and packaging
 

technologies.
 

2. 	 To conduct "first hand" export markets research to determine whetlier existing or hew concepts/products 
have the potential to achieve success, linked to the development/fmplementation of expot marketing 
strategies which are most likely to work inthe highly competitive international market place. 

*Toparticipate in trade fairs to help them promote their products and find new buyers. 

4. 	 To produce "on target" export promotional material such as product information/sales brochures. 

5. 	 To send samples to potential buyers for initial evaluation. 
6. 	 To develop new export manufacturing processes. 

- and much, much more. 

Next, AgEnt's freely accessible Business Information Center maintains an up-to-date collecibn of hard back 
publications, international trade magazines, product sector trend/pnce reports, linked to an international network 
capable of accessing awide range of production, post harvest handling, processing, marketing and agri-busihess 
topics., 

For more information on how AgEnt can possibly assist your agro-enterprise inthe export marketing 
development arena, please send abrief one page letter outlining the nature of your business and possible 
assistance sought to-

Richard Hurelbrink,
 
Managing Director -AgEnt Project,
 

5th Floor, Deutsche Bank, P.O. Box 389,
 
86 Galle Road, Colombo 3,Sri Lnka.
 

Tel: 94-1-44(A47, 446420 Fax: 94-1-446-428
 

We will then send to you our AgEnt info-nation brochure and an agro-enterprise profile form which needs to be 
completed to forn the basis for holding our firstexploratory meeting with apotential client. 

L 	 ( 



APPENDIX ITEM 

Al Island newspaper press story 
to ten new markets " 

- "Lanka at SIAL '94 gains entry 

A2 Sunday Observer press 
Lanka's vegetables " 

story - ' Europe - new market for 

A3 Eurofruit magazine press story and promotional advertisement -
"Sri Lanka targets Europe for vegetable exports 

B1:14 India's SIAL '94 export promotion 
exporters produced by the Ministry 
Industries 

bochure/participating 
of Food Processing 

C1:8 Another Indian SIAL '94 export promotion brochure i.e. 
"The produce of India - abundance, diversity and opportunity" 
produced by APEDA/Agricultural and Processed Food 
Products Development Authority 

DI: 10 Indian SIAL '94 Cashews export promotion brochure produced 
by the Cashew Export Promotion Council of India (selected 
extracts) 

D11:14 Latest Brazilian new cashew varieties/marketing developments 

E1:2 Major Thai dried 
promotional leaflet 

fruits exporter's latest price list and 

E3:7 Product price list/labelling etc promoting 
exporter's line of "natural " dried fruits 

a major Costa Rica 

F1:3 Major Philippine exporter's price list, company profile/ supply 
capability/export experience/business plan data promoting their 
main Nato de Coco product line 

F4:7 Philippines Nato de Coco recipes brochure produced by the 
Center for International Trade Expositions and Missions 

F8:15 Selected Philippine exporters company profiles/supply 
capabilities/export experience/business plans covering a range 
of product sectors i.e. 

e Dessicated coconut •Coconut milk powder * Asceptic Coco 
cream * Asceptic coco water • Coconut gel * Coconut spread 
* Coco spread caramel * Papaya relish * Coco/Tamarind 
candies a Banana chips * Fruit preserves * Oriental gourmet 
mixes °Noodles 

contd: 
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APPENDIX ITEM 

F16:20 Major internal Philippines market report on the success of Nato 
de Coco - " Going loco over Nato de Coco " December 1993 
(AgEnt also has more updated marketing information) 

GI:6 Promotional literature/product specifications from one of the 
leading Costa Rica growers/processors of " Hearts of Palm " 

H1: 12 Product pricing/specifications/brochure from a leading 
Malaysian exporter of fruit juices/coconut cream/milk; and 
illustrations of 2 Malaysian multi-language labels for coconut 
milk 

11:3 Selected promotional brochure extracts from the UK's most 
successful producer/exporter of Indian foods ( Patak's ); 
selected UK Grocer Magazine " Cash 'n Carry prices for 
Indian foods and spices/herbs etc 

Jl:6 Korean ( South ) exporter's product specifications/labelling/ 
price list for a new " Squash (pumpkin) soup powder "product 

-:hsold well at SIAL '94 

K Indian " Food Talk " publication (SIAL '94 edition) promoting 
the success of the country's pepper exports 

L1:4 Indian exporter's gherkins promotional brochure 

MI :4 Brazilian speciality coffee export promotional leaflets 

N 1:2 A range of successfully introduced real fruit snacks by a South 
African exporter at SIAL '94 

01:2 A new/successfully introduced apple crisp product by a Dutch 
company at SIAL '94 

P1:5 Brief " Exotic foods market survey 
Supermarkets publication 

" article by the European 

QI:3 Brief European trade article on increasing tropical exotic fruits 
consumption 

RI:2 Product promotional literature relating to Hawaii's 
successful Papaya " Solo " variety export line 

highly 

S1:3 Brief European trade article on the benefits 
packaging/promotion of preserves/vegetables etc 

of glass jar 

contd: 
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Ti:3 Brief European trade article on the developing fresh pineapple 
sector 

UI:10 Brief European trade article on the tea sector; SIAL '94 
promotional leaflet from Celestial Seasonings, the most 
successful international marketer of premium priced herbal 
teas; UK Grocer magazine " Cash 'n Carry " prices for teas 

V1:5 Brochure promoting China's 
SIAL '94 

" Green food project " at 
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Lanka at SIAL '94 gains entry to ten new markets
 
The Agent initia- at the French SIAL around. 100,000 I.nkan.exporters at pavillion and Indi- workshops based on 

tive to. develop a '94 international buyers visiting 3500 ho.trade far or 'in vidual exporter experiences gained 
highly competitive 'food products ex- exhibitors -from .77 the pipelinei for plan- -name/product through participation 
agricultural export hibition. countries displaying red launch in 1995". mix signage level. 3t trade fairs such e.s 
sector in the counlry Theexhibitionheld more, than 35.000 Sri Lanka's stand 0 A strong "on SIAL '94 to illustrait. 
has resulted in seven inParis between the products, was manned by stand".promotion the wide range of Sd 
selected -exporters 23rd through 27th The seven Sri EDB's'Deputy direc- offering existing/ Lankan export 
being assisted to ex- October is said to lankanexporterslhad tor of ExportAgdcul- potential buyers marketing opportu
hibit their products have attracted been selected under ture and. AgEnt's the opportunity nities which the pri

the director of EDS Agri-Business and to win dally a vate agro-enterprise 
and were given dis- In t e r na t Ion a I number of collec- sector should be 
play booths at the Marketing/Agro- tor's "devil aware of and seek 
exhibition. Processing Advi- masks' (which in (where appropriate)' 

Five other expor- sors. turn had been to seriously evaJuate 
tors had their pro- The Impact of Sid promoted In pre- and test market. " 
ducts - gherkins. Lanka.'s stand at trade fair cata- Sri Lanka's new 
pickles. cashew, dn- SIAL '94 scored very logue advertis- export development 
hydrated fruits and highly versus the Ing). initiatives in the high 
confectionary dis.. majority of other de- value "hill country' 
played within th6 veloping country Both the EDB and export vegetables 
EDB booth area. stands as a result of .AgEnt team also sector secured veir 

These exporters - rpent considerable wide coverage Inthe 
were assisted.by time at SLAL'94 visit- October SIAL '04 
USAID funded AgEnt D;,elopment of a Ing 'competitive edition of Eurokrpi"
with airfrelght of Sri L..-kan coun- country and Indi- magazine. This pub
samples and assist- try.. image posi- vidual exporter stand icaton Is the leading 
ance towards air tloning based to identity new ex- European fresh pp
travel. around a "Sri port marketing duce journal cove-, 

Exporters who Lanka - Isle of opportunities for Sri Ing the tmpor7
participated at SIAL Paradise* con- Lanka. In eariy 1995 wholesale/retail dis.'. 
'94 covered the fol- cept end strong the EDB/AgEnt plan tbution trade In "": 
lowing product sec- use of an environ- to run a number of Euroaa Commun
tors: fresh produce mentally friendly major export market- Ity and Nordic m': 
0 spices 0 herbal colour at the. Ing development kets. 
products 0 fine 
foods 0 essential 
oils 0 oleoresins 
* dessicated coco
nut and coconutpro
ducts and food ing
redients. 

Orders taken/ 
potential orders on a 
consolidated basis 
among participating
'exporters have 
already been con
firmed as topping
the RPS 40 million 
mark linked to 10 
(ten) new export
markets being
opened by exporters 
on a consolidated' 
basis. 

Extensive interest 
was also raised by
potential buyers
from many countries 
rlating to a number 
of now export pro
ducts displayed for 
the first time by Sn. 
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Europe - new market for Lanka's vegetables 
Sri Lanka's vegetable ex, project isto iddntifyinlrs " house and cooling facilities.ports have been highlighted trs and etiers'ln"F.. Project advisors Anthony basis among parttipating ing/potential buyct tlein the October (1994) meng p1ershavealrcadyvbe:n ,,'inissue opportunity 0 daily ithe UK; the Netherlands, Dalgleish and . Gaminiof Eurefrait magazine. Ti- GcmnanySwitserland, De-; Kumarage will beavailable 

r- confirmed astopping tle. numberofcoectors-devil
tied, Sri Lanka .targets nrmirk'asni Nordlc)rftsrxets* on thiSri Lankan stand at Rs 40 million mark linked masks" (which in turnhadEurope for vegetable ex- who could be seriously in- theSIAL food fair in Paris to 0 (tenl new port been promoted
ports, and subtitled Vmarkets- teres ed in high qualityex- this month to discuss the being opened by pre-trade fair catalogqe 
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Diversification and expan- port vegetables exorters on a consolidatedfrom Sri project. adve arising)sion of hill country agricul- Lanka. After interested im- 'At themoment we ad basis. Sri Lakasnpolt ntsiture, the aticle reads: porters are found, - the aing the mxket and I t iste iAn initiative to diversify project then aims .." l'ensiveto iden- am reasnably positive interest was development imtiats ii
Lanka's lifythe individual quality about the project so'far" hagriculture in Sri 'also raised by potential 

central highland region is standards, packaging buyers from many coun- tryexpor vecgetablre- said Mr. Brandon. -if the vciseeking customers in trierelatingtoanumberofquirements and .import Ieveloflnterestwehave had - coverage in the OctobarEuropean markts for its timing of each potential keepsup, Ithinktheprojct new export products disrange of high value vcgeta- customer. can go commercial next played for the first tine by S itAL94 edition Tf
mai Sri Lankan exporters at tte Eurofrui mas ine. Thisbles. were"The first trial export year.. grantAt the recent signing of a 50% "shared In'restment trade fairor 'inthe pipeline1At present tea isthe main shipments were in May and European freshprodu*

crop in Meanwhile, a press re- grant" to te eairthis area of the samples went to the Neth- help Koffes Exotique, a small dynamiclease, from AgEnt, says that women a n ero-$ntrprlae for planned launch in EuroenfreIndian Ocean island to Introduce a new place purand crlands, France, Germany, Sri Lanka' exporter of 1995." jouoal coverigtheilpotsome~~~beplneahvwteladadteU ," of food processing technology are (L)AgEnt's Man- r I w holesaleiotadi some planers have been Switzerland vegetables Sri Lanka' trn was trtbuttonencouraged by the and theUK," achieved ex- trade in 15~AgEnt David Brandon aging Director Richard Hurelbrlnk and AgrI-Bual-of High ceene nea manned byEDBs Deputy Europein Community ashProject to puttheir gowing Value Horticulture,. the tgiouaFrench SIAL94 
Advisor Charmarle MaDge, Koee Exotuque'i
 

skillsandexperiencein po-
Proprietor Rushlta Weerathungs and AgEnt'snter- .Prktor of Export Agriu"' Nordic markets.
UK-based consultancy to intemationalfoc~dproducts nalonal Marketing I Agro- Processing AdvlAort-hrvest handling to use the project, tod Eurofruit exhibition, concluded in lure and, AgEnt's

in producing fine Anthony Dalglelth.beans, Magazine. "These were the Pars. The press national MarketingeAgrorelease ween then23rd-27th'Oc- * 5 other eporters had Pro kessing -Advisors. 
mangetout, snow peas and products of the first round adds: tober 1994 and was under-round bean of trial. drilling on threethis their products gherki The impact of Sri Lan-The AgEnt initiative in iee pickle cashew ae- ka'sEropen food and allied stand at SIAL '94Sri Lanka, which is funded year around 100,000 buyers' hydrated fruit and confec-project Covert 2.5 hectares 'prnducts trade scored very highly versusfair held visiting '3.500.by the United States on eight sites." Samples exhibitors tlion .r ;-displayed within the majority of other debi-annuatty at the giant from 77 countries (display-Agency for International from the second round or Paris 
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Sri Lanka targets Europe for vegetable exports
 
Diversification and expansion of hill country agriculture . 

A N INITIATIVE to diversify agri- Germany, Switzerland, 
culture in Sri Lanka's central Denmark and Nordic markets 

highland region is seeking cus- who could be seriously inter
tomers in European markets for its ested in high quality export 
range of high value vegetables, vegetables from Sri Lanka. 
At present tea is the main crop in After interested importers are 

this area of the Indian Ocean islard found, the project then aims to 
and some planters have been encour- identify the individual quality 
aged by the AgEnt Project to put standards, packaging require
their growing skills and experience ments and import timing of 
in post-harvest handling to use in each potential customer. 
producing fine beans, mangetout, "Tie first trial export ship- T 
snow peas and round beans. ments were in May and sam- To pickers re-direct theirskillsto nangetout 

The AgEnt initiative in Sri Lanka, pies went to the Netherlands, France, growing anrpacking which conform 
which is funded by the United States Germany, Switzerland and the UK," with all EU legislation $Ind super-
Agency for International David Brandon of High Value market specifications. The growers
Development (USAID), started in Horticulture, the UK-based consul- will use this information to establish 
early 1993 to help the private agro- tancy to the project, told Eurofruit packhouse and cooling facilities. 
enterprise sector expand by develop- Magazine. "These were the products Project advisors Anthony Dalgleish 
ing and marketing new export crops. of the first round of trial drillings on and Gamini Kuniarage will be avail-
AgEnt saw huge potential for temper- three sites in March. In total the pro- able on the Sri Lankan stand at the 
ate vegetable cultivation in the ject covers 2.5 hectares on eight SIAL food fair in Paris this month to 
favourable soil and climate condi- sites." Samples from the second discuss the project. 
tions of the Nuwara Eliya area and round of trials were due in "At the moment we are assessing 
implemented small scale trials at the September and these will find their the market and I am reasonably posi
end of 1993. way onto the commercial market. tive about the project so far," said Mr 

The second phase of the project is Mr Brandon has provided the Sri Brandon. "If the level of interest we 
to identify importers and retailers in Lankan growers with all the neces- have had keeps up, I think the pro-
France, the UK, the Netherlands, sary information for standards in ject can go commercial next year." U 

Sri Lanka. Thepjew, quality source for fine beans 
mangetoutsnow peas, round beans and much, much more! 

ATHEY HAVE 
SUPERB DEVIL TO BE 
MASK AT SIAt. GOOD! 

Visitthe . Colombo (Sri Lanka)
Sri Lankan stand "•t" 5 star hotel chefs 

(2H/j64, Hall 2) ~ i"(pictured left) with 
and enter the AgEnt Advisors 

daily competition endorsing the quality 
to possibly win a . . of first trialled high 

superb collectors value export
 
Devil Mask! vegetables
 

The centralhill country massif ofSri Lankahas long been To find outmore about how this unique USAID funded I I-/i 71
 
renowned for the magnificent quality of de teas grown in AgEnt (agro.enterprise development) private sector i- I J
 
thhs region of the island and enpor-ted to the world. Now project can help you tncrease toles of these product 3
 
some ol Eie couitiy'sfinesttea planters have enibarked lies, please contact AgEnt's Anthony DalgiIshI
h _
 
on a pr o t raof intense export ct-op diversiication, wheie c
 
hen long sta' ., i;giowig skills / post harvest handling (internationol Marketing I Agro-Processing Adviser) or
 

, 

experencc combined with the hill country's most Gamini Kumoroge (AgriBusiness Advisor) on the Sri
 
ayomta'We sol I cli'ttnc conditions a'e ptoing just iight Lankan stand at SIAL AgEnt's ColottLo (Sri Lanka)
 
togI. - a whole ,aiir ol top qu.lity I competivcly pie. III.ING SRI ANKA
 
e.po,,Ieger.,h'is contact fax number: +94 I 446428 OGROW'
 

Eurofruit Maaazine O,'rlh lqq4
CES TA V1LAPLE COPY 



YA-1 I 


iit 



B2 

Treasure-Trove Of Nature's Best 1
 

Your Perfect G 3
 

e a icip 5
 

G a 6
 

worth (India)Ltd. 7
 

hodaya.EnterPrises Ltd. 7
 

8
 

eAmira 9
 

9
 

___________101eadyFoods Lt 

__________________10 

fimachal Prdh orticulturalProduce,
 
A kcting& oc ingCo . Ltd.________1
BCSA,LA oroo rV" 
Melzta so te E rises _____1 

~ BES7AVA/LAPIE COPY 



B3 

- A 

.& -' I,

~( 
N 

N 

-, F 
, 

--- *1 
-I 

A r 
a

/ &/ r' 
I 

PFQ AI/A!I i~ '?I F COPY 



"J4
 

1984 miles long. 1860 miles wide. And The pick of cashew nuts. Exotic pickles, papads 

Ifilled with opportunities at every corner... (curry biscuits), spices and masala pastes. Tasthful 

chikoo (sapota) and banana chips...You name it, 
Come, let's show you around the Great 

we've got it. 
Indian Bazaar. A bustling, thriving marketplace. 

Replete with the choicest fare from across the Whether raw or processed, our agro

length and breadth produce carries a mark 

of India. of pride, reliability and 

India's rich quality: the "Produce of 

geography creates the India". It's a mark that 

ideal conditions for guarantees the highest 

every kind of crop. international quality 

Which is then grown to standards. It signifies 

perfection by the skills an uncompromising 

of half a billion people attitude to hygiene and 

who work the land., quality of produce. 

"ProduceofIndia"marks 
What this 

2' the best Indian agro 

means to you is that we 
products- the treasures 

can provide you with 
of our great Bazaar. 

whatever you need, whenever you want it.
 

Processed fruits and vegetables. The world's finest If that whets your business appetite, read
 

long grained rice. The i-arest of teas. The choicest on. And discover the easiest way to access the vast
 

mushrooms. Savoury, ready-to-eat snacks, potential of the Great Indian Bazaar.
 

BES7 AVAILABLE COPY 
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That's us. APEDA. The Agricultural and and service. Through infrastructure inputs, 

Processed Food Products Export Development assistance in terms of technology and training. 

kuthority of India. We're an autonomous body, What's more, we can even assist you to set 

ffiliated to the Ministry of Commerce, Govt. 
up joint ventures or collaborations, brief you on 

)f India. 
government policies and 

And we are procedures, and guide you 

ledicated to bu,,d and through all necessai-y 

,trengthen links between paperwork (in association 

he world food ma:ket and with Ministry of Food 

:ndian exporters. As an Processing Industries; 

mporter, you'll find our Govt. of India). 

;ervice of great help when 
Our efforts in these 

rou explore the Great 
areas have already helped 

adian Bazaar. 
importers across the 

For a start, we can globe. Who have come to 

'ut you in touch with just rely on us for quick, 

he right people. Our vast database includes over responsive service. 

'000 manufacturers and exporters of agro and 
Now you too can benefit from our 

rocessed food products. 
comprehensive knowledge of products and the 

In addition, we organise regular buyer- world food markets. Just call or write us. And we'll 

eller meets. Further, we ensure you get the quality help you find your way easily,.and profitably, in the 

ou're looking for. In terms of product, packaging Great Indian Bazaar. 
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GUIDE MAP 

19 13 7 

14 8 

18 12 

9 

1-6 

17 15 11 10 

16 

1-7 India Trade Promotion Organisation 

8. Maxworth Orchards (India) Ltd. 

9. 	 Ushodaya Enterprises Ltd. 

10. 	 Misha Exports 

11. 	 Wimco Ltd. 

12. 	 The Amira Group 

13. 	 L.T. Overseas Ltd. 

14. 	 Ready Foods Ltd. 

15. 	 Agricultural and Processed Food Products 
Export Development Authority 

16. 	 Sachdeva & Sons 

17. 	 Aimachal Pradesh Horticultural Produce, 
Marketing & Processing Corp. Ltd. 

18. 	 Allanasons Ltd. 

19. 	 Mehta Associate Enterprises 
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BOOTH NO. 8 

MAXWORTH ORCHARDS (I) LTD. 
PRODUCTS: FRESH FRUITS: THOMPSON SEEDLESS GRAPES, 

INDIAN MANGOES, PROCESSED GHERKINS FRESH VEGETABLES: CARROTS.MAX ' QTH CABBAGE, BEETROOT, CAULIFLOWERS. TOMATOES. 
. ORCHARDS(INDIA)LTD. 

Maworth Orchards,with thetechnic'alexpertise ofAgrecotecofisrael,isengagedin the scientificcultivation offallow land It uses advancedtechnology
like drip irrigation,andhigh-quality,high-yiddstrainstoproduce lusciousfruitsandvegetablesforthe globalmarkets. 

498. Anna Salai, Karumuttu Centre. Madras-600 035. INDIATel. :91-44-455906. 454727. 458410 
Fax: 9144-4348254 Executive Head : Mr.Asoka lyer 

BOOTH NO. 9 

USHODAYA
 
ENTERPRISES LIMITED
 

PRODUCTS: PICKLES, SWEET MANGO CHUTNEY,

CULINARY PASTES, MASALA PASTES,SPICE POWDERS,
 
FRUIT BARS, MANGO PULP. MANGO SLICES IN JUICE,
 
SYRUP, AND BRINE, FRUIT BITS (PAPAYA) AND RICE.
 

PartoftheUS$95Million Eenadu Margadarsigroup,UshodayaEnterprisesLtd.manufacturesavastarray

offoodproductsfortheglobalmarket.Theprocessedfoodbasketincludespickles(24 varieties),culinarypastes

(4 vzrieties), masalapastes (3 varieties),spicepowdersandfruitbats (4 varieties)andsweetmangochutney.

Besides,the companymanufacturesvariousftruitpulpsjamsandjuiceagainstspecflcrequirementsafclients.

The productshave carveda nichefor themselves in the Middle-East, USA and Singapore. ., ,
 

Eenadu Complex. Somajiguda, Hyderabad-500 482 A.P.. INDIA Tel. : 9140-228717, 228727 Fax: 91-40-223638 
Telex : 425 6804 PRIA IN. Executive Head: Mr. M. Narmslmhulu 

7 
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BOOTH NO. 10 

MISHA EXPORTS 
MIS H A PRODUCTS: RICE AND OTHER FOOD PRODUCTS 
EXPORTS 

PdishaErportsisa Govt. ofIndiarecognisedexporthouse, engagedin the manufactureandexport ofa diverse 
range ofBasmatiand nnn-Basmatirice. Professionallymanaged,f/e otganisationhasgrown rapidly and 
today, has a turnoverof US$ 5 million. 

318. Ansal Chambers-lI, 6, Bhikaji Cama Place. New Delhi-110066, INDIA. Tel.: 91-11-6882252 
Fax: 91-11-6888249 Tlx. :0183-227871 Executive Head: Mr. Sandeep Singh. 

BOOTH NO.11 

WIMC7IMCO IEMiTED 
PRODUCTS: FRUITJUICES, PULPS.
 

CONCENTRATES, JAMS, KETCHUPS.
 

FimcoLimited is theworld'slargestproducerofmango products.Besidesmango, thecompany's widearray
ffood products includes banana,papaya,guava,tomato and tamarind. The company also produces jams 
ind ketchups in consumer packs. . '. 

Indian Mercantile Chambers. Ramjibhal Kamanl Marg. Ballard Estate. Bombay 400 038. INDIA 
Tel. :91-22-2612583/8 Fax :91-22-2613407 Executive Head : Mr. Arvind Sinha 

), -AiL~itLL COPY 
8 
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BOOTH NO. 12' 

THE AMIERA GROUP 
PRODUCTS: RICE, PULSES 

rieAmiraGroup hasput world-classtechnology to work, to bringIndialsfinestrice andpulses to the world
Fse organisationalso tradesinternationallyin commoditieslike chickpeas,kidney beansandothergrains. 

4067. Naya Bazaar. Delhi-110006. INDIA Tel.: 91-11-4697157. 4610274, 2911252,2930960
Fax :9 1-11-4697539. 2930960. 2916676 Telex: 3178257 UNME IN Executive Head: Mr.Anil Chanimna 

BOOTH NO. 13 

L,.T. OVERSEA-S LTD.-
PRODUCT: RICE. 

!companyhascreatedasigyificantpresencewith its 'Daawat'Basmgti ¢cc.Ithastwo highlymodernised
'ts at Amritsarin Punjab, andSonepat in Haryana, where premium grade rice is graduallygraded,
ienicallysortedahdattractivelypackaged.The producthas madeits way to the advancedmarkets ofthe 
Idle East, Europe,New Zealandandproudly in the USA. 

107, Indra Prakah, Barakhamba Road. Connaught Place. New Delhl-ll0 001. INDIA
Tel.: 91-11-3327618,3718252 Fax: 91-11-3314440 Executive Head: Mr. Vijay Kumar Arora 

9 
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BOOTH NO. 14 

READY FOODS LIMITED 
R E A D Y PRODUCTS: FROZEN VEGETABLES & DELICACIES 

FOODS 
I I M I T E 0 

India's largestfrozenfoodscompany,ReadyFoodsLimitedhasaninstalled capacityofprocessing30,O00 tonnes offoodproducts perannum. Thisincludes
24,000 tonnes offruits andvegetables,and6,000tonnes of ready-to-eat,microwave-abledelicacies. The company'splant was erectedby M/s Rhienhold
&Mahla ofGermanyandconfomns to the stringentqualiftystandardsofthe EC.The company's infrastructure includes a chilledstore, to contain2000 
tons of raw material,and a coldstore to contain 3,000 tonsoffinishedgoods. 

1332, Double Road. Indiranagar. 11Stage, Bangalore-560038. INDIA. Tel. : 91-80-5593605 
Fax :91-80-5584255 Telex :8452013 Executive Head: Mr.T.V. Raja Reddy. 

BOOTH NO. 16 

SACHDEVA & SONS 
PRODUCTS: RICE BASMATI, RICE NON-BASMATI 

4chdeva &Sons havebeen in the business ofricemillingforover25oyean. The presentorganisationwas 
d up in 1968, andstartederportsin 1980. The companys ricemillingunit,oneof the biggest of itskind in 
iecountry,hasa capacityof421MTperday. The companyhas won numerous nationalexport awards. 

JLO :17. Cantonment,Amrtaar-143001. INDIATeL :91-183-226099. 226199. 226299. 226399.Fax: 91-183-226499. 227399
 
Tlx.:0384-293 PAR! IN. BaO:'4115.Naya Bazaar. Delhl-110006. INDIATeL :91-11-2519438 2524113


Fax : 91-11-2525099. 2935090 Executive Head: Mr. Ashok KumarSachdeva 
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BOOTH NO. 17 

HIMACHAL PRADESH HORTICULTURAL 
PRODUCE, MARKETING & PROCESSING 

CORPORATION LIMITED 
h p m c PRODUCTS: APPLE JUICE CONCENTRATE, PRESERVES OF APPLE,
 

PLUM, PEACHES, PEARS AND FRESH FRUIT & VEGETABLES
 

Popularlyknown as hpmc, the Corporationhasprovided vital manufact*ring, marketingandinfrustrctureinputs to smallfarmers in Himachal 
Pradesh.Two fruitprocessingplant(capacity25000MTperannum),variouscold storage units andfresh,naturallygrown produce go towardsmaking 
bpmc productstruly of internationalquality. 

Nigam VIhar, Shlimla-2. Himachal Pradesh. INDIA. Tel. : 91-177-5183, 6463,72642-44
 
Fax: 91-177-203044 Telex: 0391-224-HPMC IN Executive Head: Mr. K.K Gupta
 

BOOTH NO. 18 

allana MD 
PRODUCTS: FROZEN MANGO AND OTHER
 

TROPICAL FRUIT PULPS, FROZEN SEA FOODS,
 
FROZEN MEAT, CANNED MEAT, COFFEE, TEA,
 

RICE. EDIBLE NUTS, SPICES, CEREALS.
 

The House ofAllanas has been engagedit: tradingofagriculturalcommoditiessince 1865. It was the 
pioneerand remainsthe largest exporter offrozen meat, canned meat,frozen marine productsand 
fia-zen fruit pulp from the country. The first private export house to achieve a turnoverof US$ 334 
million, the companywasawardedthe distinctionofbeinga StarTradingHouse by the Govt. ofIndia. 

Allana House, 4. Allana Road. Colaba. Bombay.-400 001. INDIA TeL :91-22-285474,2874455
 
F= :91-22-2044821,2047002 DLx.:1186342,1183317 ALNA IN Executive Head: Mr. Irfan Allana
 

BOOTH NO. 19 

MEHTA ASSOCIATE 
ENTERPRISES 

PRODUCTS: PICKLFS,, CHUTNEYS & PAPPADAMS 

Mffta's unique range of delicious pickles, chutneysandpappadamsa madefrom thefinest fruitsand 
vegetablesfrom the company'sown orchards.They arethen blendedwi :"4ndpicked, exotic herbsandspices 
to createa truly worldclassproduct.Mehta'spickles andchutneys can accompany both vegetarianand non
vegeta-ian dishes. 

20. McNlchols Road. Chetput, Madras600 031, INDIATel. : 9144-8262169.8264585 
Fax: 91-44-8264016 Exrcutlve Heads: Mr. Dilrp Mehta. Mrs. Chick Mehta. 

11 
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The An Abundance
 
Elements 

S ND, water, earth and 

sun.And half a
bilio peoplebillion people who 
work the land. 

Let us take you on a passage to the 
sub-continent that grows every-
thing- India. Discover on what 
magnificent scale the productive 
power of nature can operate. 

Evergreen woods. Tropical Jungles. 
Scrubland deserts. Snowy, towering 
peaks. Thick deciduous forests. Vast 

river plains-every clime and so every 
crop has its place in India. Gently 
sunned, well-drained regions for 
vineyards to the great Ganges plains 

suited for grains. 
In every area of agro-produce-

fruits vegetables, grains, meat, 
packaged agro-products-.even 

flowers--India is blessed with abun-
dance and diversity. A partnership 
between nature and man, Indian 
traditional farming practices have 
always placed less dependence on 
chemical methods, and more on 
natural, environment-friendly 

methods. Today a growing organic 

farming movement isabsorbing newtechnorentasous paciIndaxtures,
technology as India takes its place in 
global markets as a major source of 
food products. 

You'll find opportunity at every 
comer of India, whatever 109 
your area of interest. 95 

Fruit and vegetable exports 

InS millon 

5 


46unrivalled 

1988 1s9
 

As a large volume producer with 
tremendous diversity, we now have a 
pronounced emphasis on exporting 
our produce, capitalising on our huge 
domestic base. 

of Fruit
 

HE SECOND largest 

J fruit grower (after 
Brazil), India's fruit ex 
port is a success story 

that has begun to be written, with 
exports swiftly rising every year. 
They've been growing 37% annually 
and touched $ 27 million in 1993 . 

nlfu I..Powerful mltil 

I 

Mangifera Indica, Mango from India 
We were the first, and we're still the 

best and the biggest-two-thirds of 
world production. Lavishly praised by 
Sultans and philosophems alike as the 
King of fruits, the Mango has been a 
4000 year old passion in India. In our 
mango groves you will find more than 

a thousand varieties of this delicious 

fruit, with different colours, textures,with 

tastes, sizes and shapes. (Every mango 
variety has its genetic parent in 

India). 

India's best-known mango, the 
Alphonso (bred by the Portuguese in 
the 16th century) is a firm favourite. 
But a dozen other varieties have 
p ul por poten beexport potential, being 

universally known to connoisseurs for 
their firm, smooth, fibre-free flesh and 

flavour and aroma. Kesar, 
Chausa, Langda, Dasehri, Totapuri, 
Banganpalli-these names represent 
the finest in the world. 



India, a Grape Country 
Sunny southern and western lpdia 
abound with flourishing vineyards 
that compare with the best in the 
world. India's Thompson seedless and 

Sonaka Long varieties already enjoy a 
world presence. Some of these go into 

India's sparkling and champagne-type 
wines, which have drawn favourable 
attention from French and English 
markets. Improved cold chain 
implementation and refrigerated 

transport means that India now 

routinely executes bulk shipments. 
Other international favourites 

include lichees (known for their flesh 

content and small stones), apples 
from Himalayan orchards (the 
heights we go to for that flavour!), 
the popular Indian pomegranate and 
the sapodilla. Juice-soaked water 
melons from great river plains, 
ripened by ascorching summer sun. 
There are also custard apples, straw
berries, guava ... 
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The World's Kitchen Garden 
shows. We're the world's second 

ECOND ONLY tO China million tonnes) India is pidly A 

{!, for sheer volume of transforming itself into a vegetable 

S vegetable production, exporting giant. Tomato production 

India offers for export is swelling fast (we now export 0 E 
an astonishingly wide choice of aseptically packed tomato paste to 

vegetables, many with tremendous 

export potential to foreign markets. 

Producing 12% of the world's 

onions (a massive 3.5 million tonnes) 

Japan and the USA). 

Other major exported items include 

okra, bitter gourd and western 
favourites like asparagus, broccoli and 

mushrooms, from the cultivated 

White Button and Oyster types, to" 

the high-value, wild-growing Hima
layan Morels that end up on gourmet OT " 

and 6% of the world's potatoes (15.5 celery. India exports a range of tables in France. Talk about climatic $ g. \ 

variety! 
Late Flowering 

India is also becoming a growing 

source for the flower trade. Its 

T-' 



Diversity
 

long floral tradition, seen from its 
giant domestic market (flowers are 
part of everyday religious ritual) 
ensures a high place for flowers in the 
popular mind. Roses of many popular 
varieties, chrysanthemum, gladioli, 
anthurium, carnations and dry flowers 
are the mainstay of this business. Rare 

plants and tropical ornamentals. New" 
floriculture projects are being set up 
with foreign collaboration 

Grown to Order 
Our agro-climatic diversity means that 
we can grow, on order, virtuaily any 
vegetable to your specs and quantiiy 

ITH THE DOUBLING of 
iiexports of processed 

fruits and vegetables in 
just two years, and a 

similar sharp rise in the exports of 
meat and poultry products, India is on 
its way to becoming a major long-
term player for the world's food trade, 

Meat 
India enjoys the world's second 
largest cattle population. An im
mense resource-but now, with 
integrated and advanced slaughter
houses, equipped with disease-free 

zones, we are ready to make a dramat
ic impact on the world meat scene. 

orchids, natural to India, are begin-
ning to fly overseas along with potted 

needs. We sell gherkins to Switzerland 
and mushrooms to the USA. Try us! 

through the sheer diversity of its 
produce. 

. ..... 
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Cereals: Ingrained Quality machines, which grade individual 
India is a prime supplier of the world's grains for colour, shape and size. 
finest long-grained rice, with fragrant We also now export processed 
Basmati as the leading variety. Our cereal such as muesli and other 
rice gets the highest prices in the breakfast foods. Good morning world!
 
world-and we salute the wisdom of
 
the marketplace! 
 Rum from the East Indies! 

As with some of our products, India's alcohol exports are also on the 
excellence is traditional and the agro- rise. Indian dark rum, made from cane 
climatic setting perfect. But we're alcohol, is of superior quality and 
now using technology in the form of boasts unique flavour and smooth
automatic milling and separating ness. (Only West Indian Rum is also 

V 
, ,I 



made this way). There's also a 

thriving neutral alcohol industry. We 

also export whisky, vodka and gin. 


A Taste for India 


Indian pickles, papads (poppadums), 


chutneys, savouries and other ready to 


eat foods cater to well defined markets, 

with traditional tastes and critical 


palates. A strong fruit base means that 

you will soon hear more about our jams, 


juices and jellies. Candy, confectionery, 


It 

cocoa products fill in the sweet end of 
the spectrum. 

From Source to Supermarket 
Fresh fruit and vegetables, ready-to-

eat products, tropical fruit juices and 

pulp, packaged mushrooms and 

hygienically packed meat and poultry 
and a host of other products from 

India have started filling supermarket 
shelves. There's hardly an area of the 

industry we aren't in. 

LEM 

The food processing and packaging 
revolution has arrived in India. It's 

been made possible by massive 

investments in infrastructure. Effi
cient grading and sorting, precooling, 

cold storage, refrigerated transporta

tion, and quality packaging are now 

widespread. With increasing emphasis 
on international standards, many 

producers are in the process of quality 
certification. Little wonder then, that 

Indian products have been winning 

II 

.):. L 

, 

i 
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coveted awards and certificates in 

quality conscious Europe. 
It all comes back to the assistance of 

nature. Or is it the assistance of man? 
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W here there's a ball, there's 
Indian Cashewnut, all over the world. 
Even teapartiesare home for a bowlful oj 
this crunchy cracker. It's an all time, all 
place snack, Indian Cashewnut. The 
tingling taste with a tinge of sweet 
mingled with salty crispnessmake Indian 
Cashewnuts the favourite muncher for 
cocktailsessions.And what's more, it's a 
downer!No wonder people preferIndian 
Cashewnutseven when there are a lot of 
othernuts hangingaround. 

It's the richestnut in the world. And 
it'sa craze everywhere. So set the tables 
readyfor the most exotic treenutin the 
world! 
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F our centuries ago the 

Portugese came sailing to the 

•..... . sunny sands of the West 

- -:r"-. Coast of India and 
landed at Cochin, the 

, .- commercial centre of 

Kerala, bringing with 

them a culture 

and cashew. 
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That's how it all began. Cashew crop to other parts of the South B razil is considered to be the -. . ' -i 
came, cashew conquered and Western and South Eastern fertile home of cashew. It is a short, The cashewnut seed has within 
cashew; took roots in the hearts of crescents of India and its usufruct stocky, low-spreading, ever-green itself a whole kernel and this 
the people nf coastal Kerala. Later the cashewnut became a popular tropical tree. It blooms once a year delicate kernel iscovered by atesta 
it spread as a popular wasteland delicacy. Cashew cultivation now between the months of November membrane and a thick outer shell 

and January. The fruit ripens fully which effectively protects the tasty 
within 2months. kernel from the ravages of nature 

The nuttiest feature of cashew- from the time of harvesting to 
nut is that it is attached to the processing. 
lower portionof the cashew apple In its raw forrm the cashew 
which looks like a fruit but in kernel is soft, white and meaty. 

reality is the enlarged stem of the 
cashew tree. The cashewnut can 

When roasted it changes colour 
and taste. The cashew kernel turns 

I be seen sitting smugly under the from a creamy white into agolden 
soft belly oft.e cashew apple. hue and the mellow pu!p becomes 

Together, it is one of the crisp. Salted, it appeals to the 

fascinating sights of Nature. palate as the most delicious nut. 

covers a total area of 0.53 million ........;...̂  
hectares of land producing about 
0.25 million tonnes of cashewnuts 

(in shell) annually. 

The Portugese would have never . : ' 

dreamt then that this dainty, deli- .. 

cate little nut they introdiced 

U C GwgTree-nut. 
would be the world's favourite 

Now people all around -

the world say,'INDIA"whenever 
they see cashewnuts. 
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The objective of cashew processing isto extract this tasty kernel C kernels undergo Oashew0 L 
from the raw nut and as aresult of thorough inspection to ensure high 

____ 0_CESSING___ processing it comes to you in quality standards. Every consign-
PR CESSING 

different sizes and shades. ment for export is inspected and 

India was the first countr " to hit The cashew kernels are graded labelled by the Export Inspection 

the world market 	 with cashew according to the size, colour and Agency of the Government of 

kernels and it was she who other characteristics. 26 Indian India. Any consignment failing to 
pioneered castrp o anIpio eerd.cs..p•siasan 	 grades of cashew kernels are availa- meet the standards isrejected. 

ble inthe international market. - Not only the product, but alsoi"'4 	 The cashew kernels which are the raw materials and processing 

- ~ Thexo 	 cashew r keIndia areh"." apte provndiabe processedni equipments (down to the cooking 
iif~i : ".at units approved by the Export.A Iutensils) 	 are subject to checks. 

. Inspection Agency of the Govern- The Export Inspection Agency 
4.jffient of India. undertakes regular in-house train

;,! ' V- ing programmes to educate the 
f.M-. 

",'~ ~ /1 '~2~4~~'factory 	 workers at the grass-root
We .. • level in good 	 manufacturing 

practices and personal hygiene. 
-.':,--Training programmes for manage-

rial and supervisory 	personnel for(-:up-datingtheir knowledge in new 
and improved processing tech-

niques are also held regularly. 
r In a technologists

.:;:, .,- ~Inaddition, thetehogis 

"~. employed incashew processing 
... j• . " 	 unitsare trained in the in-process 

quality control. The Agency also 

extends technical consultancy 

.e 

" 

-" 

services to the processing units b 

rendering necessary advices in 
anti-infestation and dis-infestation 

measures 

"/:G "- ' -
!, -: A. - .,:. ;, !..,PAGE g 



Nuts ruled the eating habits of 

", ,pre-historic people. Along with 

berries and brook water, nuts ASH 
Cashewnut is a craze in the followed humanity to civilisation. 

I United States which isby far the Then, after a rather long spell of 
India earns over 200 million largest buyer of this wonder nut, neglect, nuts again sprouted forth 
dollars ayear by exporting forty to The other major buyers are the into the healthy, sophisticated 

EEC countries, Japan, Australia, scenario of eating habits. Nowa- Cashewnuts pack proteins, fats 

Canada, HongKong, Singapore, days, these little pieces of nutrients and vitamins to a high degree. 

and the Middle East countries, are a part of every munching Proteins, the tissue builders in our 
session.. system, steal a large dividend of 

cashew contents. Cashew kernels 

contain 21% of vegetable proteins. 

Nutritionally they stand at par 

with milk, eggs and meat. It also 
contains a high concentration of 
much needed amino acids in right 

proportions which is very rare in 

...,,,:~ ~ ~ ut..*. .;::5: 

Buyers of Indian Cashewnuts 

kernels. Her trade links are spread ,r,,... 
over 40 countries, which means '..: 

that she has the lion's share in the . , -... ,:." 

world cashew market. I ," 

PAGE 10 
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OF HEALTH BUFFS 

C A S H E W N U T 
The mostprominentvitaminsin T H E D R E A M D I E T 

C I C S Ncashew are Vitamin A, D and E. 0 F H E A L T H 8 U F F S 
CASHEW KERNELS These vitamins help assimilate the 

fats and increase the immunity about excess calories. Cashew 

Constituents Percentage level, 	 keeps your waist trim and mouth 

Proteins 21.0 Cashew kernel isarich source of busy. Cashewnuts do not add 
Fat 47.0 minerals like calcium, phosphorus to obesity and help control 
Moisture 5.9 
Carbohydrates 22.0 and iron. They protect the human diabetes. It is a good appetizer, an 
Fibre 1.3 nervous system. excellent nerve tonic, a steady 
Phosphorus 0.45 Cashew kernel has a very low stimulant and abody builder. All
Calcium 0.05i m 5.0 rg/1 content of carbohydrates, almost this in addition to an exotic taste.Io 	 as low as I%ofsoluble sugar which Tasting is believing - Take a 

A cashew kernel contains 47% a saturated fat packet to anyone means that you are privileged to a cashewnut break now, before you 

fat, but 82% of this fat isunsatu-	 due to its high cholesterol content. sweet taste without worrying go on! 

rated fatty acids. This isimportant 	 Unsaturated fat eliminates the pos

because no dietician will prescribe 	 sibility of and actually lowers the 
cholesterol level in blood. 

PHCHALCEI CAS W A
 AMINO - ACIDS COMPOSITON OF 
GLOBUUNSCASHEW KERNEL 

Amino-acids Percentage 	 Particulars Percentage 
Saturated adds 18Arginine 	 10.3 
Unsaturated acids 82Histidine 1.8 

Lysine 3.3 
Oleic acid 59.60Tyrosine 	 3.2 

Phenylalanine 4.4 	 Linoleic acid 19.62Cystine 1.0 Palmitic acid 11.14 
Methinonine 1.3 Stearic acid 8.75 

2.8 Palmitin acid 	 0.89Threonine 

Valine 4.5
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O F H E A L T H 	 B U F F S 

Computation of contribution of 
the nutritive factors by 100 gmsof 

cashew kernels related to the dailyrequirements of the nutrients of an 
requi t: soost 

Particulars 	 Requirementsfor 
daily dietof a 
normaladult 

Calories 	 3000-3500 
Proteins 60- 75 gm. 
Carbohydrates 375gm. 
Fats 68gm. 
Phosphorus 1.44 gm. 
Calcium 0.68 gm.Iron 0.015gin.

Vitamin A 40001.U. 

Vitamin B, 400 I.U. 
Vitamin E 

Contribution by 
100 gm.of cashew 
kernels 

600 

2 1 gmW.
22gm. 

47gm. 


0.45gm. 
0.05gm..5Mg.
3221.U. 

I	ll I.U. 
46 mg. 

i.NK thcnumrso 

of the consumers of 
cashewnuts are not familiar with 

their grades. The followingpassage 
will enlighten you on the grading 

of cashews and the uses of various 

grades of cashews. 

WHITE WHOLES: White 
Wholes or Count Wholesare the 


raw, just-out-of- the-shell nuts. 
They are white and unbroken. 
White Wholes are graded as below: 

",___ 


S 

WHOLES 180: These are the 
"kings"of cashewnuts. Available in 

small quantities, the 180's are 
derived from the biggest and highly 

PAGE 14 


matured rawnuts. They are quite a 

mouthful as only about 40 nuts 
account for 100 gms. by weight. 

180's are very large and make 
impressive gifts. As the availability 

is restricted, 180's are highly 

priced, specially at retail points. 
Hence, they have an aura of 
exclusivity and are prized by con
noisseurs as the best among
 

cashewnuts. 

'.
 

_ __",_ 

WHOLES 210: Wholes 210's 

are popularly called "Jumbo 

Cashewnuts". The name is apt 
when it isconsidered that as little 

as 46 nuts make up 100 gms. by 
weight. It improves in taste and 

PAGE 15
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appearance when roasted and 

salted. Even when eaten plain it 
has an excellent taste. 

-
WHOLES 240: Wholes 240's 

contain around 53 nuts/100 gm. It 

is an attractive grade which is 

reasonably priced. Roasters who 

prepare premium packs prefer 
W 240 grade. 

WHOLES 320: Wholes 320 is 

the most popular grade of cashew 

kernels and is highest in terms of 

availability, world-wide. It is a 

PAGE 16 

medium grade which is suitable 
for mass consumption. It can also 

be sliced and diced and used in 

various forms ofdishes. 

" . "make 

~'Athles.especially 

WHOLES 450: Wholes 450 is 
the smallest and hence the 
cheapest of Whole grades. 

Those who cannot afford higher 

priced grades, can well use this 

grade invarious cuisines. 

SCORCHED WHOLES: SW 
are a grade 'of cashew kernels 
which have a slight change in 

colour due to the processing 

methods. 

SW have all the characteristics 
of white cashew kernels and have 

the same nutrition levels, but are 

dull in appearance. However, they 

are mostly roasted and salted or 

honey coated or used in cooking 

and hence their colour doesn't 

any difference. They are 
priced lower than the White 

N 

N 

_"_"____"III [1 11II II 1 1! l q lt Ill 
JIU ..,. . 

.-,.*'*i.. 44;. 

SPLITS AND BUTTS: Splits 

are cashew kernels which are slit 

lengthwise into two halves. The 

inner half of the split is white in 

colour and has a smooth surface 

and therefore offers a very good 

appearance. Splits and Butts [ker-

nels broken cross-wise.1 are availa-
ble in both versions, white and 
scorched. They have the same 

nutritional value as that of the 

Whole kernels. 

The quantity of splits available 

in 100 gms. is twice the count of 

Wholes. Eg. 320 size splits will 
have about 140 nos. for 100 gins. 

Therefore, they can be substituted 
forWhole kernels in cooking and 

in decoration of the 
dishes. 

LARGE WHITE PIECES: 

LWP isideal for cooking. They are
 

a favourite addition to all kinds of
 

sweets and savouries. Roasted
 

LWP's are mostly used for top

pings on variety of food items like
 

ice-creams, pizzas, hamburgers,
 
pan'cakes etc.
 
They are delicious when dry
 

roasted with salt and pepper.
 

LWP's are a quarter of the whole
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cashewnut. The nutrient content 
of LWP's is the same as that of 
wholes. Broken cashewnuts are 
priced at lower levels. 

OTHER GRADES: The other 
grades of cashew kernels viz., nutrition content isthe same. 
Scorched Wl±oles Seconds, Dessert Since they are more reasonably 
Wholes, Scorched Pieces etc., differ priced they can be used inavariety 
in colour and t2ste though the of applications. 

KILOGRAM/COUNT RATIO OF 

EAC HGRADE ;l . [ : : . 

Wholes2180 1kg. ' 462kernl 
Wholes 240 1kg.. . 528kerels -
Wholes320 1kg. 705 kernels 

Wholes450 1kg. 990kemels 

PAGE 18 
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The New Cashew 
"ifwe go on like this, the industry in Brazil will decline into 
insignificance again and we'll be leaving the market to the 
competition." This is how Henrique Sergio Abreu, director of 
the farm, food and trading group J. Macedo, Fortaleza, 
summed up the future of the cashew sector. And to head off 
those fears the group, whose mills, breweries and auto busi-
ness registered sales of US$650 million in1994, has gone into 
cashew production. "Because," says Abreu, "that's where the 
problem is." 
Cashew farming has been part of the Macbdo Food Division's 
activities for 20 years. Cashew "apples" and nuts are culti-
vated on 7,000 hectares (17,000 acres). "So far, we've planted
cashew trees the way they grow in the wild," says Abreu. This 
gave pretty good results in the first five years, but yields have 
shrunk since. As an example, productivity stood at 600 kg/
hectare (540 Ib/acre) for the first five years, but then fell to 200 
kg/ha (180 lb/acre). Macbdo invested in new varieties with 
great thoroughness. His efforts have been crowned with 
success in the form of four new strains so far: Copan 221,
Copan 265, Copan 299 and Copan 244. These new cultivars 
from the three experimental fields run by Macdo subsidiary 
Companhia de Produtos Alimenticios do Nordeste (Copan) 
are resistant to drought, most diseases and insects. Above all, 
the small trees are distinguished by constancy Zf yield and 
larger, better-quality kernels. 
With a kernel component of 
85 % for the total nut weight 
(formerly 55%; Indian pro-
duction boasts 750%), more 
cost-effective cultivation is 
assured. The cashew tree of 
the future is the fruit of a 
joint venture with the Cen-
tro Nacional de Pesquisa de 
Agroindustria Tropical (CN-
PAT/Embrapa). Its director 
JoJo Pratagil Pereira de 
Araujo recapitulated the key 
features of the new tree: 
"kernel weight, pith weight, 
easier opening, easier skin-
ning." Abreu says the pro-
ductivity level of 800 to 1,000 
kg/ha (720-900 lb/acre) re-
mains constant over an ex-
tended period of time. And 
the chaotic mix of 340 differ-
ent varieties will be brought 
to an end. "We're getting
close to a situation of regu-
lated, predictable, more reli-
able cashew production." 
Other governments and 
companies from the north-
ern states of Brazil - Cois, 

El nuevo anacardo 
,Si seguimos asi, el ramo brasilerio volvei a hundirse en la 
insignilicancia y abandonaremos el mercado a la competencia.v
Asi resume Henrique Srgio Abreu, Director del Grupo 1.Ma
cbdo, de los sectores agricola, de productos alimenticios y del 
comercio, Fortaleza, el futuro del anacardo. Ypara impedirlo, el 
Grupo, que en 1994 obtuvo un volumen de negocios de 650 
mio, de US$ con molinos, cervecerias yPl comercio del autom6
vii, se ha comprometido en el cultivo. ,Pues - seg~n dice Abreu 
- aqui estj el problema.- El anacardo es, desde hace 20 aios, 
parte de la Food Division del Grupo Macec'o. En 7000 ha se 
cullivan peras y almendras de anacardo. 'Hasta ahora hemos 
plantado anacardos tal como se encuentran en la naturaleza, 
dice Abreu. Asi se obtuvieron an en los primeros cinco arios 
resultados bastante buenos que, al correr de los arios, han ye
nido amenos. He aqui un ejemplo: En los primeros cinco argos,
la productividad eera de 600 kg/ha; despu6s.disminuy6 hasta 
200 kg/ha. Macbdo invirti6, pero lundamentalmente en lo 
nuevo, es decir, en la cria de nuevas variedades. to rue de ello se 
ha obtenido hasta ahora son cuatro variedades, asaber: Copan
221, Copan 265, Copan 299 y Copan 244. Estas nuevas varieda
des de anacardo, de los campos experimentales de la lilialde 
Macbdo Companhia de Productos Alimenticios do Nordeste 
(Copan), no son sensibles a la sequia y son resistentes a la 
mayoria de las enlermedades y a los insectos. Ante todo, los 

Jrboles pequehos tienen un 
rendimiento invariable y pro
ducen almendras ags gruesas 
y de mejor calidad. Con una 
semilla que representa e185% 
del peso total de /aalmendra 
(hasta ahora ei55%, y el 75% 
en /a producci6n india), se 
asegura un cultivo m~s renta
ble. El anacardo del futuro es 
dIruto, de una empresa mixta 
con elCentro Nacionalde Pes
quisa de Agroindustria Tropi
cal (CNPAT/Embrapa), cuyo 
director, Joo Pratagil de 
Araujo, resumi6 una vez ms, 
de la manera siguiente, las pe
culiaridades de los nuevos ti
pos de Arboles: 'Peso de la se
milla, peso de la came de /a 
truta, mAs fAcil de cascar y de 
pelar., Abreu dice que la pro
ductividad de 8C0 a 1000 kg! 
ha se mantiene durante mAs 
tiempo. Adem~s, termina la 
conlusi6n de las numerosas 
variedades (340 distintas). 
'Nos acercamos a una pro
ducci6n de anacardo orde
nada, previsible y m~s segura.
Entre tanto, gobiernos y em-

Acre, Rondbnia and Piaui- enrque Srgio Abreu, 1.Macdc) group, rortaleza: "We can"t go on lkare also interested in the presas de otros Estados hantis We need new cashew varieties with a higher yield or we'll lose out on manifestado interds por el 
new cashew. .t the world market." nuevo anacardo., to; 
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El anacardo:gran futuro 
Al igual que en los vielos tiempos, los productos de lamo
derna industria brasileha del anacardo se siguen exportando 
en latas de unos 12 kg de contenido (25 libras), que no 
siempre satislacen todas las exigencias higinicas. El precio de 
este envase es bastante elevado. No obstante, los exportadores 
brasiletios siguen estando ahi. iPorqua? La pregunta va dirigida 
a Jodo Hudson Carneiro Sadaiva, Director de Sindicaju (Sindi-

A, cato da Industria da Castanha do Cajd do Estado de Ceari. 'Los 
Estados Unidos son nuestro mayor mercado. Los importadores 
estadounidenses piden este envase en latas" Por /o demis, 
tambi~n tiene sus ventaias, pues asi latasa de almendras 
enterasque se quiebran es mucho ms baja que en el envase 

I al vacio en bolsas de aluminio. En lalata se conserva me/or la 
1' calidad del anacardo. Por Iodemis, est, prohibido utilizar 

plomo en lasoldadura de lalata.m 
if" ,N El nordeste es laregi6n de cultivo del anacardo mis impor

'1 ' tante. Las plantaciones ocupan una extensi6n de 750.000 ha, 
* 'il..situindose el centro de gravedad en el Estado de Ceari. Antes 

se podia contar con una cosecha de un mill6n de toneladas de 
.. peras de anacardo, de las que se obtenfan 160.000 t de semillas 

en bruto. Pero los rendimientos han disminuido y laproduc
cidn de semillas en bruto apenas supera las 4000 t.Debido a 
ello, se deben importar almendras de anacardo del centro de 
Africa. El ario pasado se tuvieron que importar 270.000 t. 

1oo Hudson Carneiro Sadaiva, Director, Normalmente se importan 100.000 t. Sindicaju es una asocia-Sindicaju, Fortaleza. 
ci6n que existe desde 1974. Sus 24 miembros son todos ellos 
procesadores. Como destaca Hudson, el Gobierno no ejerce 
ninguna influencia en las decisiones de la asociaci6n. aNo seCashews: A Great Future ocpa de nosotros', dice. El Director de Sindicaju aprueba las 
iniciativas como ladel Grupo Macedo: -Se tiene que rejuvene

It's just like the old days: even the products of Brazil's new, cer las plantaciones para obtener el rendimiento necesario. 
modern cashew industry are still exported in approximately La demanda aumenta, veo para el anacardo un luturo bri
12 kg (26.5 Ib) llante.,metal cans, which have not always been up to 
the mark hygienically. This form of packaging is quite expen
sive, yet Brazil's exporters still stick to it. Why? Jojo Hudson 
CarneiroSadaiva, director of Sindicaju (Sindicato da Industria 
da Castanha do Caiu do Estado de Cear): "The USA is our 
biggest market. Importers there want this kind of can. And it 
has its good points: the breakage rate is much lower than in 
aluminum foil vacuum packs. Cashew kernels keep their 
quality much better in cans, and the use of lead in seam 
soldering isbanned now." 
The Northeast is the country's chief cashew production re
gion with a total planned area of 750,000 hectares (1.8 million 
acres), mainly in Ceara state. In the past it was customary to 
reckon with a crop of one million tonnes of cashew "apples," 
yielding 160,000 t of raw kernels, but production has declined 
to little more than 4,000 t of raw kernels. As a result, Brazil 
now depends on imports from Central Africa. Last year im
ports came to 270,000 t, compared to the usual level of
100,000 t. 
The Sindicaju association was founded in 1974. Its 24 mem
bers are all processing firms. As Hudson emphasizes, the 
government has no influence on the association's decisions. 
"They don't bother us," he says. Sindicaju's director wel
comes initiatives like the Macedo Group: "Orchards have to 
be renewed to produce the necessary amounts. Because Tinplate cans are used for packaging.US customers like them, and theystill 

demand is rising. Isee a brilliant future for cashews." I, retain the quality better. 

Th'eCly,pl..1-1-M5.
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Crading cashew nuts prior to
shelling at Irnrnos Fontanele, 
Fortaleza. 

A Typical Tipica empresaProcessing Plant de procesamiento 
The Humberto Fontanele company on the western edge of La empresa de Humberto Fontanele,en la parte occidentalde lathe city of Fortaleza isone of the many factories in the area perilera de Fortaleza, es una de/as muchas ibricasdel mismo tipoengaged in the business of extracting edible kernels from rawcashew 	 flue existen en los alrededores, que se dedican a sacar de lanuts. Conventional 
processing methods pro- almendra del anacardo la semi-

Ila comestible. Este trabajoperduce 1 kg (2.2 lb) of kernel 
content from 	 mite obtener 1 kg de semilas5 kg of raw 
nuts. Director Ant6nio F.Fi-	 de 5kg de almendras, emple

and5 los canocdos pracediuza Neto says that wholes 
anientos.La parte deldatals abaccount for about 60 %oof htenida par Fontanele viene aproduction at Fontanele - aevel that isprobably typical ser de un 60%, segn explicael Director Ant6nio F. Fiuza)f other firms in Northeast 

Irazil. 85 
0% of production is Neto. Este es tambizn el rendi

.xported, and 80% of ex- miento de atras empresas en el 
nordeste de Brasil. El 65% de la)orts go to importers, roast-	 od e se de si. l e x

ng plants, packers andvholesalers in the United portacin,yde esta cantidad el
tates. Export manager Tar- 80,%va a los Estadas Unidas, a 
iso Fa/cjo, Jr: "The price los importadores, lostadares, 
wel is lower now (Septem- envasadores y mayoristas. E 
er). The market is paying lefe de exportaci n Tarciso Fal
S$2.25-2.30 per eOUnd 	 to, Jr.dice: Elniveldelpreciofob 

ha bajado ahora, en e/mes de

r$20-2, nomaend tseptiembre. 

n . nMa 	 El mercado pagainl." n 

M 	 per e/320 entre 2,25 yZ30 US$ e family firm 	 la libra lob. En mayo y junio,developed '.'pagaba

it of a leather-prces a. g de 2,40 a 2,45 US$. La 
ant in the mid-1970pand - , 

. empresa familiar se form6 en 
w employs 1,400 	 los atros setenta de una tenerlapee-

C. 	 .. yda Irabajo ahora a1400 obre. .Il ('1le pi t maarglwpr (IaIinltani , lim rI('r, I(rt leza (Irij r0s. l'l 

http:S$2.25-2.30
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Brazil
 

Asupply of raw cashews 
in from the orchards. 

Cashew Profile 
First of all, the cashew is an attractive, exotic-looking fruit 
with its suspended nut. Secondly, Brazil is the world's biggest 
cashew-producing country with 109,000 tonnes, followed by 
India, Mozambique and Tanzania. 
The tree likes tropical surroundings, and in fact has its origins 
in the tropics. Which is why cashew production is concen-
trated in the Northeast of Brazil, specifically in the states of 
CearA (48 0/a), Piaui (22%) and Rio Grande do Norte (21 %).
Cashew production occupies something like 500,000 people. 
Cashew kernel exports amount to US115-150 million. 
The nutritional value of cashews is well documented. The 
kernel contains more proteins than meat o, fish. The nut 
protein contains more essential amino acids than rice protein 
and is in fact on a par with high-grada vegetables. 100 g of 
cashew nuts contain 50 g of fat. As in meat and eggs, these 
consist mainly of unsaturated fatty acids and as such meet 
the recommendations of American nutrition scientists to 
include in one's diet one-third of all fatty acids in the form of 
saturated acids and two-thirds as unsaturated fatty acids. 
Fats contained in cashews are most definitely not a health 
hazard. Healthy foodstuffs should contain sufficient vitamins, 
minerals and other trace elements. Here too, cashew kernels 
provide a rich range including such elements as potassium, 
calcium, magnesium, phosphor, iron, coppe'r, zinc, man-

, 1~ 

Asi es elanakcardo 
En primer lugar hay que decir que el anacardo es un fruta 
hermosa, de aspecto ex6tico, con la almendra que cuelga. 
Segunda observaci6n: Con 109.000 t, el Brasil es el mayor 
productor de anacardos del mundo. Le siguen la India, Mo
zambique y Tanzania. A este &rbol le gusta el ambiente tropi
cal, yen 61 tiene su origen. En consecuencia, la producci6n se 
concentra en el nordeste del Brasil, es decir en los Estados 
federales de Cear, (48OW), Piaui(2201o) y Rio Grande do Norte 
(21 %). La producci6n de anacardo da trabajo a unas 500.000 
personas. El valor de exportaci6n de las semillas de anacardo 
se sitba entre 115 y 150 mio. de US$. 
Se ha demostrado que el anacardo es un alimento sano. La 
semilla contiene m~s proteinas que la came y que elpercado. 
La proteina de la almendra contene mJs aminoicidos esencia
les que la proteina del arroz y cantos como las hortalizas con el 
mayor "ontenidode los mismos. 100 g de semillas de ana
cardo contienen 50 g de materia grasa. Al igual que en Ia came 
y en los huevos, se Irata principalmente de icidos grasos no 
saturados, con lo cual se salislace la recomendacidn de los 
cienlificos americanos de Ianutricidn, de absorber 1/3 del total 
de calarias en fornia de ,iidos grasos saturados y dos lercios 
en forma de ,icidosgrasos no salurados. Las materias grasas 
contenidas en el anacardo no constiluyen en absoluto peligro 
alguno para la salud de nadie. Un produclo alimenticio nutri

ganese, chlorium and selenium - more than all other nuts. ltivo deberia contener suiicientes vilaminas, minerales y otros 
Worldwide cashew consumption stands at 611,000 tonnes. elemenlos de traza. El consunio de anacardos en el mundo 
Estimates indicate a con ,mption potential of 200,000 entero asciende a 68.000 1.Segbn una estimacidn, existe un 
tonnes. i * potencial de consumo de 200.000 t. 

Ih, (hlllq -iJ)r 
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PATIB COMPANY LIMI D 
53-65 DITSAMAK RO0AD. SUANMIALI. JSNKOK 10100, THAILAND.

P..TEL : 221-1783. 221-3069 ,.TLX: 2? 089 PATIO TH , FAX: (0021 225-5214 
PATIO COMPANY LIMITED THAILAND LEADING EXP "TER/MANUFACTUREJR OF CANNED EAFOQO, 

- " CANNED FRUIT, DEHYDRArED1 FRUIT & VEGETALE AND FR)ZEN FOOD 

OAT": NOVEMBER 2,1994. pF.-: I/IT
FAX T:F: owAT-RX ATTN: OUR FAX: (6682) 225.5214 

YR FAX: REF: 

RE SIAL FAIR'94,
 

Thank you for visiting our booth at the fair this year. 

We aie pleased to confirm oui beat price of dried fruits for
 
December shipment as followst 

PINEAPPLE RINGS/DICE/I0MM US$1.75/ G. FOB BANGKOK
 
PAPAYA SPEAR/DICE 10MM US$I.70/(G.
 
MANGO SLICE/DICE 10MM US$4.20/G. "
 
JACKFRUIT WHOLE/DICE 10MM US$3.00/iG.
 
GUAVA SLICE US$2.50/(. "
 

PACKING: 5KGS X 4BAGS/CTN. , 850 CTNS/20'FCL.
 
SHIPMENT: IN DECEMBER'94.
 
PAYMENT: BY L/C AT SIGHT.
 

The above price iG valid till 18/11/94.
 

Hoping that our price is workable in you market and look forward
 
to serving yoLur first trial order shortl.
 

Your prompt and favorable reply would be highly appreciated.
 

BEST REGARDS/SUWAr. 

S.,$ 0 
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DEHYDRATED AND FROZEN 
FRUIT & VEGETABLE
 

PATIB COMPANY LIMITED PATIB COMPANY LIMITED 
53-55 DITSAMAK ROAD, SUANMALI, BANGKOK 10100, THAILAND.
 
TEL. 2211783, 2213069. 2216022, 2236556 TLX 21089 PATIB TH. FAX (662) 2255214
 

* 1'' 

Dehydrated Fruit Dehydrated Vegetable Frozen Fruit & Vegetable 

PRODUCT STYLE STYLEPRODUCT PRODUCT STYLE 
Pineapple Slice/Tidbit/Dice DiceGreen Chive Baby Okra Whole 
Papaya Spear/Chunk/Dice Carrot Dice Long Bean Cut 
Mango Slice/Dice Bell Pepper Dice Baby Corn Whole 
Ginger Slice/Chunk/Dice Garlic Slice. Flake, Powder Snow pea Whole 
Banana Whole/Dice Onion Slice. Powder Pineapple Tidbit 
Guava Dice Seasonal Tropical As Requested 
Coconut Dice Fruit 

Packing: 5 KGS x 4 BAGS/ Packing: 1OKGSxlBAG/CARTON PaL;(ing: 50OG x 20 BAGS/ 
CARTON 200 CARTONS/20'FCL CARTON.OR 
800 CARTONS/20FCL 1 KG x 10 BAGS/ 

CARTON,
 

800 CARTONS/20FCL 
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APEX 
AGRO INDUSTRIAL S.A. 

QUOTATION 

DRIED TROPICAL FRUITS 

RETAIL PACK 

Prices arc F.O.B. Costa Rican port. 

PRODUCTDESCRIPTION 
UNITS 

PER BOX 
WEIGHT 
PER UNIT 

PRICE 
PER UNIT 

PRICE 
PER BOX 

DRIED TROPICAL MIX 24 100 gr US$0.85 US$20.40 

SLICESDRIEDDRIED PINEAPPLEPINEAPPLE CHUNKS 
DRIED MAN!GO 
DRIED PAPAYA 

2424 
24 
24 

100100 grgr 
100 gr 
100 gr 

US$0.90US,$0.90 
US$1.00 
US$0.90 

US$21.60US$21i.60 
US,$24.00 
US$21.60 

DIeD MELON 
DRIED BANANA 
DRIED BANANA BRICK 

24 
24 
24 

100 gr 
175 gr 
250 g 

USSO.90 
US$0.70 
US$0.80 

US$21.60 
US$16.80 
US$19.20 

ADDITIONAL DATA, 
Boxes per pallet

Pallets per container 20 feet 
259 

8 
Mango and melon are available February trough June or upon request 

BULK 

UNITS WEIGHT PRICE PRICEPRODUCT DESCRIPTION PER BOX PER UNIT PER UNIT PER BOX 

DRIED MANGO 10 KG USS6.85 US$68.50DRIED PINEAPPLE 10 KG US$5.20 USS52.00DRIED PAPAYA 10 KG US$5.60 US$56.00DRIED MELON 10 KG US$5.20 US$52.00DRIED BANANA 15 KG US$2.85 US$42.75DRIED BANANA T E 15 KG US$2.20 US$33.00 

ADDITIONAL DATA: 
Cases per pallet • Aprox 90 
Palletr per container 20 feet: 10 
Mango and melon are available February trough June or upon request
T E :Cuality similar that the product fronm Ecuador or Colombia. 

TEL: (506) 441-9271 FAX: (506) 441-9307 P.O. BOX 917-4050 ALAJUELA -COSTA RICA 

http:US$33.00
http:US$42.75
http:US$52.00
http:US$56.00
http:USS52.00
http:US$68.50
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La banane de Santa Marta est
consid&& comme la meilleurc 
du monde. Les conditions 
remaquables d'ensoleillement 
donnent en effet au fruit unc 
couleur, un arome et une saveur 
exceptionelles, qui permettent, A 
La Samaria, de produire une 
banane s6chde de tres hautes 
qualites gustative ccnutritive. 

Garantf 100% naturel, cc produit 
est iche en fibres, en proteines, 
en hydrates de carbone ct en 
mineraux. 11reste stable grace A 
sa faible humidit6 ct sa forte 
concentration en saccharose 
naturel. 

1 

. 

I 

4 
I 

X I1. 

Compositrln par 100 gs. 

Proteines 6.21 
Procn 6.21g.
Humiditt 15.45S. 
Graisse 3.87 g. 
Hydrates deCarbone 68.87 g. 
Fibre crue 1.95 g. 
Cendre 3.95 g. 
Phosphore 91.48 Mgs.
Calcium 4.00 Mgs. 

a u9Magnesium 11.90 Mgs. 
For 6.50 Mgs. 

Sodium 93.00 Mgs. 
Et Calories 333 

a!qtuojoD ap apaoduiI a!q lo ap I!npoid 

uU luiA, 
aauazajaid ap ,awosuoa V 'S12 O z :I1N spod 

"aasiasmuoj I!oipua un suep 
1U0 8 J ouzosuo39 W 

a didflS/1)t Sans cq. r r 

/NES lE COL II 
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NO SUGAR ADDED NO PRESERVATIVES 
INGEDIENTS: BANANO,PIWIE. MANGO. PAPAYA. 

I I EDF! PAPAYA,E&MP.MANO, BANANO. 
ApxAgrndAsha SAP.O.Bm t-4M Auita. Costma

l'TW"6OZ. Pld r P.NE0T lOOg 

..o NoP TeL 232602 Lod-dos250 Gr. Santa Maria 

La S'maria 

tSF.0013S0292 
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BASIC FRUITS CORPORATION
 

"OTrLED CANNED 
(12 OZ) (1 GAL) (250 ML) 

PACKING 24/CASE 6/CASE 30/CASE

NO OF CASES/CONTAINER 1,200 950 
 1,800

*************** **************** 

1. Nata de Cc-' in Syrup 18.50 28.00 
2. Nata de Pina 20.00 28.50 
3. Nata.de Calamansi 20.00 28.50 On 1 X 20' 

box will discount
 
- by 5%; on 2 X 20'
4. Two-Fruit Mixes 
 bs will discount
 

a. Nata/Mango 24.00 36.50 by 10%
 
b. Nata/Melon 24.00 36.50 
c. Nata/Papaya 22.00 31.50 
d. Nata/Pineapple 21.00 30.00 

5. Three-Fruit Mixes 
a. Nata/Pineapple/Mango 23.00 34.50 
b. Nata/Pineapple/Melon 22.00 33.50 

6. Melon Balls 24.00 40.50 
7. Mango Balls 30.00 49.50 

8. Crushed Nata in Juices 
a. Nata in Mango Juice 22.00 
b. Nata in Guyabano Juice 21.50 

9. Fruit Juices 
a. Mango Nectar 10.50 
b. Calamansi Juice Drink 9.00 
c. Tropical Fruit Juice Drink 9.00 
d. Guava Juice Drink 9.00 
e. Guyabano Nectar 10.50 

** above prices are all based on FOB 
** above prices are subject to change 

VA'
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COMPANY IDENTIFICATION: 

Name of Company :Basic Fruits Corporation 

Contact Person :Judith V. Manangu 

Position :General Manager 

Type of Business : Manufacturer/Exporter 

Legal Status : Corporation 

Year Established : 1989 

Capital Equity (P = ) : 1,000,000.00 
Subscribed : 1,000,000.00 
Paid-Up : 1,000,000.00 
Major Shareholders : 	Vivian N. Hultman 

Anders G. Hultman 
Judith V. Manangu 

No. of Employees : 220 
Permanent Staff : 220 
Contractual Staff : 

Telephone No(s).
Fax No(s). 

Factory Address 

Telephone No(s). 
Fax No(s). 
Government 
Registration 

Professional 
Membership(s) 

Bank References 

Office Address : 5/F SEDCCO t Bldg., 
Rada Cor. Legaspi St.,HALLvLegaspi Village, Makati, 
Metro Manila 

•8161992/8161994 
(632) 8162158/8138537 

•Brgy Baan, Kmn.4, 
Butuan City
 
Brgy. Cabugao Sur,
 
Pavia, Ibibo
 

:(63 33) 74161 
: (632) 8162158/8138537 
: Securities and Exchange 

Commission
 
Board of Investments
 

:Phil. Food Processors and 
Exporters Org., Inc. 
(Philfoodex) 
Philippine Exporters 
Confederation (Phitexport) 

: 	Hongkong Bank 
Union Bank of the Phils. 
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SUPPLY CAPABILITY: 

MAJOR 
PRODUCT LINES 

PRODUCED 

PRODUCTION 
CAPACITY 

Products per Year 

STANDARDS 
COMPLIED WITH 

PATENTS/ 
COPYRIGHT/

LICENSE 
Banana chips 
Nata de Coco 

3,456 MT 
72 FCL 

N/A 
N/A 

N/A 
N/A 

EXPORT EXPERIENCE: 
SALES 1990 1991 1992 1993 Major Raw Materials/Intermediate Goods/

Components Used: 
Tot. Sales -- 360.000 1,130,000 3,190.000 
(US$ p a.) Domestic 

% Domestic - 0 0 0 (Item & %) : Banana 65% 
Coco oil 17.5%

% .-- t, eo 100 100 Sugar 17.5% 
Major Export U.S.A, Japan, Korea,
 
Markets United Kingdom, Sweden, Imported
 

Holland (Item & %) : None 
Major Export : Banana Chips
Products Nata de Coco Major Origin of : N/A 
Minimum Order : 1X 20' container Imports 
Terms of Payment : LC 
Delivery Time : 4 weeks after receipt of Sourcing Experience 

UC in Asia (countries) : None 
Packaging : Banana Chips - Bulk 
Capability Nata de Coco -As req'd. Main Technical : Slicing Machine 
Quality Control : BFC has 3 food technicians Equipment 
Performed Nala de coco - Mandatory 

Testing Availability of own 
Banana Chips -Client's Design/Engineering 
specifications Personnel : No 

BUSINESS PLAN: 

Sales Expansion : Utilization of Free Capacities 

Diversification : Penetration of new market with present products InEU particularly Germany 

Cooperation : Agent 
Sought Importer/Distributor 

Description of : We would like to expand our export trade to Europe particularly inGermany as 
Project or Project this market has not yet been fully developed. Our main aim isat the central 
idea for joint-venture food industry and the snack food manufacturers. 



/PASTRIES with NATA DE COCO Special thanks to: 

Ingredients 

Pastries 

Nata de Coco cubes
 

Procedure 

1. Top pastrieswith natade coco. 

comePHILFOODEc 
Bureau of Expoit Trade Promotion savor 

Century Park Sheraton\ 

Published by: 

Department of Trade and Industry 

thr ugh 

Center for International Trade 
__Expositions and Missions 

Internationa Trke C'enter, Roxas Boulev rd 
1300 Pasay City, .Philipp-ines 

Tel. (632) 832 1282 
Fax.(632) 832 3965 

HURDIMTHE 
PnIUJPI 



/AANIIA ROLL /ATA DE COCO KIMPURA 

Ingredients Ingredients 

Nalade Coco .Nata de CocoUome and savor SasuhaageMNdae!co 
Mayonnaise Carrots
THE ORIGINAL NATA DE COCO SushiRoll Konyaku
 

from Nori Soy sauce, dashi. mirin,. sesame seed. togarashi 

THE PHILIPPINES---

Proicdurd Procedure 

A naturalhighfiberfood 1. Get 112 nori andputon a maki mat. 1. oil nata de coco, satsum4ag, carrots,
2. Put sushi rice allover nori. and konyaku.with a unique texture, 3.. Add mayonnaise, mango, natade coco 2. Put a littlesesame oil, soy sauce, mirin, 

nata makes a versatileingredient androll the maki mat slowly sesame seed andalittle toRarashi 
and slice intosix pieces.

-main dishes, juices, ice cream, yoghfirt, 

salads, desserts, bakery items 
and whatever else 

the creative mind can concoct! 



rRUIT JUICE with NATA DE COCO /VATA AND GELATIN DELIGHT 

Ingredients z Ingredients 

Nato de Coco, shredded or cubelets 1 112 cups Nata de Coco 
Fruit juice 8 cups water 

2 barsgelain, red 
2 cup sugar 

4-5 tbsp. cherrysyrup 
Procedure I cup coconut cream 

11. Add nata de coco tofruitjuice Toqplngfgrnishing2. Add ice and mix. I 112cup Nala de Coco cubes 

6 ie.whdt cherries 

.-Procedure 


1. 	 ina saucepan, combine gelatih, sugarand water. 
Heat untilgelatindissolves. 

2. Cool a little. Pourin coconut cream andmix. 
3. 	 Using a cake molder with a hole atthe center, 

". . put the naa de coco 

at the bottom, -pour-thegelatinand cool untilfirm. 
4. 	 Irert in roundcontainer. Putthe nalade coco, 

cherriesandcherry syrup on top. 

A"ALO-HALO with NATA DE COCO 

Ingredients 

Nata de Coco
 
Red mung bean
 

White kidney beans
 
Chicpeas
 

Purpleyam
 

Macapuno
 

Sugarpalmfruit 
Jacfruit 
C~rueite
Crashed ice 

Milk 

Procedure
 

1.Put allthe ingredients ina tallglass.
 
2. Top with ice andpourmilk as desired 

Add ice creamfor variety. 
3. Gently mix the ingredients 

" and enjoy the delicious concoction offlavors. 

ii
 



STUFFED CHICKEN LEG SEAWEED with,NATA DE COCO /ATA DE KARUPISU 
(Lactic aciddrink like yakurto) 

ingredients, !ngriditst Ingredients 
)0 pcs. leg ofchicken 

-50gis. chopped onions112 kilo groundpork 
1 /20gs. carrots,finely chopped 

3 pcs. eggs 
pcs. heg 

100 gins. ham, coarsely chopped 
2pcs. cheese, coarsely chopped 

Nata de Coco cubes 

112 kilo 
112 kilo seaweed 

I kilo mussels, blanchedandshelled 
114 kilo tomato, wedged 

1 cup coconut milk 
1 bottle Nata de Cococubes 
10 gins. redlgre*en pepper 

10 gins. onions, coarselychopped 

5pctucepcs. Natade Coco cubes 
I tbs.Karupisu 

5 pcs.fresh mangocube-t 
5 pcs. freshpineapple cubes 

Gelatin 

Procedure 

Procedure 
2 cups vinegar 

70 gms. ginger,finely chopped 1. Melt gelatin.2. Mix with karupisu. Cool. 
1. Debone chicken leg. Season.withsalt andpepper. 

2. Mix together onions, groundpork.
carrots, eggs, ham, cheese andnatade coco. 

3. Stuff the mixed ingredientsinto chicken legs. 
Roll in flour. Dip in beaten egg andfinally in 

breadcrumbs. Deepfry. Serve hot.-

Procedure 

1. Combine natade coco 
with redgreenpepper andonions. 

2. Blendvinegarandcoconut milk anduse as dressing.
3 Arrangeseaweeds, musselsand tomato wedges 

3. Place natade coco, mango andpineapple 
on top of thegelatin. 

on lettuceleaves. Serve with chilled dressing. 
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COMPANY IDENTIFICATION: 

Name of Company Fresh Fruit Drinks, Inc. Office Address EDSA 1052, Magallanes 
Viil., Makati, Metro Manila 

Contact Person Wilfredo R. Olager Telephone No(s). 8040730-41 
Fax No(s). (632) 8040748-49 

Position : Sales Manager Factory Address Medina, Misamis Oriental 
Telephone No(s). 

Type of Business Manufacturer/Exporter Fax No(s). (632) 8040748-49 
Government Securities and Exchange 

Legal Status Corporation Registration Commission 
Dept. of Trade & Industry 

Year Established : 1989 Board of Investments 
Capital Equity (P) : 50,000,000.00 Professional Phil. Food Processors and 
Subscribed : 35,000,000.00 Membership(s) Exporters Org., Inc. 
Paid-Up 35.000,000.00 (Philfoodex) 
Major Shareholders: Fiesta Equities, Inc. Philippine Exporters 

Dr. Jose S. Sandejas Confederation, Inc. 
Leonardo S. Gambao Philippine Chamber of 
Abelardo S. Termulo Commerce & Industry 
Preciosa D. Castillo Bank References : Union Bank of the Phils. 
Romeo I. Chan Consolidated Bank &Trust 

No. of Employees : 800 Corp (SOLIDBANK) 
Permanent Staff : 800 United Coconut Planters 
Contractual Staff Bank (UCPB) 
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SUPPLY CAPABILITY: 

MAJOR PRODUCTION STANDARDS ": ." PATENTS/
PRODUCT LINES CAPACITY COMPLIED WITH i"COPYRIGHT/
PRODUCED Products per Year ;'. . LICENSE 

Desiccated Coconut N/A N/A
 
Coconut Milk Powdpr 150 MT N/A N/A

Aseptic Coco Cream 
 N/A . N/A

Aseptic Coco Water 450,000 N/A N/A
 

Liters/Month " 

EXPORT EXPERIENCE: 
SALES 1990 1991 1992 1993 Major Raw Materialsllntermediate Goods/ 

* .* Components Used:
 
Tot. Sales 9,800,000 8,700.000 10,400.000 10.00.000

(US$ p.a.) . Domestic 

%Domestic 0 0 0 0 (Item & %) : Coconut 95% 
% Export 100 100 100 '01 Packing mat'Is. 95% 

Major Export U.S.A., Japan, Canada, Imported 
Markets Europe, N.Zealand, (Item & %) : Stabilizers 5% 

Taiwan, Australia 
Major Export Coconut Milk Powder Major Origin of : U.S.A., Europe 
Products Aseptic Coconut Cream Imports 

Aseptic Coconut WLter
 
Minimum Order :1 FCL Sourcing Experience
 
Terms of Payment : Irrevocable UC in Asia (countries) : None
 
Delivery Time : 45-60 days after receipt of
 

L/C Main Technical : Spray Dryer 
Packaging : Aluminum Foil - Pouches Equipment Aseptic Processing
Capability Multiwall craft paper bag, Line, Tetra Pack 

Inner paper liner, Tetra- Aseptic Machine 
brick aseptic pack

Quality Control : Statistical Quality Control Availability of own 
Performed Quality Audit - consultants Design/Engineering 

QA by major buyers, Personnel : No 
Good sanitation 

BUSINESS PLAN: 

Sales Expansion : Utilization of Free Capacities 

Diversification : Penetration of new market with present products In EU - Germany, U.K., France 

Cooperation Agent 
Sought Importer/Distributor 

Description of Needs an agent, importer/distributor to market our products to EU. 
Project or Project 
idea for joint-venture 
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"
COO M ANIA FOOD CO 11 

COMPANY IDENTIFICATION: 

Name of Company Coca Manila Food Corp. 

Contact Person Pablo Sy Tian King 

Position President 

Type of Business :Trader 

Legal Status Corporation 

Year Established :1993 

Capital Equity (P) :125,000.000.00 
Subscribed :61,300,000.00 
Paid-Up :61,300,000.00 

Major Shareholders 	 Jo Bun Hua 
Pablo Sy Tian King 

YearEstblihed

No. of Employees : 860 
Permanent Staff 800 
Contractual Staff 60 

Office Address Rm. 601, Tytana Plaza, 
Oriente St. Cor. Plaza 
L. Ruiz, Binondo, Manila 

Telephone No(s). :2410269/2410278 
Fax No(s). (632) 2424857 
Factory Address Bo. Oogong, Sta. Cruz, 

Laguna 
Telephone No(s). 
Fax No(s). 

(090) 202748 
(632)2424857 

Government 
Registration 

:Securities and Exchange 
Commission 
Dept. of Trade & Industry 
Board of Investments 

Professional :Phil. Food Processors and 
Membership(s) Exporters Org., Inc. 

(Philfoodex) 
193Gverment Philippine Chamber of:ScurtiesandExcang

Commerce &IndustryRegstrtio
Comisio
 

Bank References 	 Consolidated Banking 
Corp. (SOLIBANK) 
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SUPPLY CAPABILITY: 

MAJOR PRODUCTION STANDARDS PATENTS/
PRODUCT LINES CAPACITY COMPLIED WITH COPYRIGHT/

PRODUCED Products per Year LICENSE 

Desiccated Coconut 7.000 MT Export Standard N/A
Aseptic Coco Water 4,000 MT Export Standad N/A
Aseptic Coco Cream 11,800 MT Export Stardard N/A 

EXPORT EXPERIENCE: 
SALES 1990 1991 1992 1993 Major Raw Materials/intermediate Goods/

Components Used: 
TeL Sales - - - 10.600.000 

(US$ P.O.) Domestic 
%Domestic . 9 (Item & %) : Raw matured coconuts

Packaging materials 

Major Export : Germany, Switzerland, Imported 
Markets U.S.A., Taiwan, Japan, (Item & %) : Tetra paper 

Egypt, Australia, Israel, Starasept bags 
United Kingdom Major Origin of : Singapore 

Major Export 
Products 

: Desiccated Coconut 
Aseptic Coconut Cream 

Imports Sweden 

Aseptic Coconut Water Sourcing Experience 

Minimum Order 
Terms of Payment 
Delivery Time 

: 1X20' FCL 
: irrevocable L/C at sight 
: I month lead time 

InAsia (countries) 
Main Technical 
Equipment 

: Singapore 
Proctor Dryer Sys. 
Alfa Laval 
Tetra UHT 

Packaging : Export Standard Aseptic Filling Sys. 
Capability 
Quality Control 
Performed 

: Physical, Chemical, 
Micro/Bacto, Sterility & 

Availability of own 
Design/Engineering 

Organopoliptic Analysis Personnel : Yes 

BUSINESS PLAN: 

Sales Expansion : Utilization of Free Capacities 

Diversification : Penetration of new market with present products inU.S.A., China, Australia, Japan 
Installation of capacities for new product line for traditional and new markets 

Cooperation : Agent, Impoter/Distributor 
Sought Joint-Venture Production 

Technology Transfer 

Description of : Nata de coco commercial production: target market -Japan, foreign partner to 
Project or Project supply processing equipment and packaging.
idea for joint-venture Canning of coco-based products: Japan, Taiwan, China, foreign partner to 

supply packaging materials (pull tab cans) 
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COMPANY IDENTIFICATION: 

Name of Company San Pablo Choice Foods, 
Inc. 

Office Address 2/F, Executive Bldg. Ctr., 
Makati Ave. Cor. Gil Puyat
Ave., Makati, Metro Manila 

Contact Person Claudette A. Cordon Telephone No(s). 
Fax No(s). 

8182929 
:(63~2) 8153359 

Position :Vice President 
Factory Address Lake Side arl Subd., 

Type of Business Manufacturer/Exporter F.Marino St., San Pablo 
City 

Legal Status : Corporation Telephone No(s). 
Fax No(s). 

: 5620691 
: (63 93) 5620591 

Year Established :1985 
Government Securities & Exchange 

Capital Equity (P') 
Subscribed 
Paid-Up 

125,000.00 
:125,000.00 

81,250.00 

Registration 

Professional 
Membership(s) 

Commission 

: Phil. Food Processors and 
Exporters Org., Inc. 

Major Shareholders: Annabeile Cordon (Philfoodex) 
Jesus Cordon 

Bank References Bank of the Phil. Islands 

No. of Employees : 103 
Permanent Staff v100 
Contractual Staff 



P13 

SUPPLY CAPABILITY: 

MAJOR PRODUCTION*,- STANDARDS PATENTS/PRODUCT LINES CAPACITY COMPLIED WITH COPYRIGHT/
PRODUCED Products per Year LICENSE 

Coconut gel Total Plant US B.F.A.D. N/A
Coconut spread 2X 20'FCL US B.F.A.D. N/A

Coco spread caramel US B.F.A.D. N/A
Papaya relish US B.F.A.D. N/A

Coco/Tamarind candies - US B.F.A.D. N/A 

EXPORT EXPERIENCE: 
SALES 1990 1991 - 1992 1993. Major Raw Materials/Intermediate Goods/

Components Used: 
(US$ P.a.) "Domestic. 

%Oomestic 80 50 30 20 (Item &%) : Cocunut 100% 
% Export 

Major Export 
Markets 

20 

: Japan 

50 

U.S.A. 

70 80 Imported 

(Item & %) : None 

Major Origin of N/A 
Major Export Coconut gel Imports 
Products Coconut spread 

Sourcing Experience 
Minimum Order : Negotiable in Asia (countries) : None 
Terms of Payment : COD/Irrevocable L/C
Delivery Time : 30 - 45 days after receipt Main Technical : Grinder 

of UC Equipment Jacketed kettle 

Packaging : In bottle and in plastic Availability of own 
Capability bags Design/Engineering 

Personnel : No 
Quality Control : From raw materials to 
Performed finished products 

BUSINESS PLAN: 

Sales Expansion : Utilization of Free Capacities 

Diversification Penetration of new market with present products in EU - Germany and France 

Cooperation : Joint-Venture/Contract Packaging 
Sought
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COMPANY IDENTIFICATION: 

Name of Company Jo-na's Int'l. Phils., Inc. Office Address : Clemente St., Brgy San 
Agustin, Novaliches, 

Contact Person Philip C.Young Quezon City 
Telephone No(s). 9367239-41/9364427 

Position President Fax No(s). : (632) 9367245/905828 
Factory Address same as office address 

Type of Business Manufacturer/Exporter Government : Securities and Exchange 
Registration Commission 

Legal Status Corporation Board of Investments 
Professional : Phil. Food Processors and 

Year Established :1976 Membership(s) Exporters Org., Inc. 
(Philfoodex)

Capital Equity (P) : 10,000,000.00 Philippine Exporters 
Subscribed : 8,000,000.00 Contederation, Inc. 
Paid-Up : 7,000,000.00 	 Philippine Chamber of 

Commerce & Industry
Major Shareholders: 	Ramona C. Young Bank References : Allied Banking Corp. 

Johnny C.Young Far East Bank & Trust Co. 
Philip C.Young Metropolitan Bank & 
Nancy Y.Young 	 Trust Co. (METROBANK)

No. of Employees :1.000 Overseas Office : Global Produce Corp. 
Permanent Staff : 300 3144 East Slauson Ave., 
Contractual Staff : 700 Vernon, California, U.S.A. 

http:7,000,000.00
http:8,000,000.00
http:10,000,000.00
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SUPPLY CAPABILITY: 

MAJOR PRODUCTION 
PRODUCT LINES CAPACITY 

PRODUCED Products per Year 

Banana chips 120.000 cases 
Fruit Preserves 200,000 cases 

Oriental gourmet mixes 20,000 cases 
Noodles 50,000 cases 

EXPORT EXPERIENCE: 
SALES 1SI0 1991 1992 1993 

Tot. Sales 1,990,000 2.500.000 2.600.000 4,500.000 
(us$ p a.) . 

%Domestic 24 29 42 31 
.. 	 .
 

%Export 70 71 58 69 

Major Export U.S.A., Japan, Canada, 
Markets Europe, Middle East 

Major Export Tropical Fruit Preseives 
Products Banana Chips 

Minimum Order : 1X20' container 
Terms of Payment : Irrevocable LC at sight -
Delivery Time : 3-4 weeks after receipt of 

L/C 

Packaging : Export Standard 
Capability Packaging 

Quality Control 	 From raw materials to 
Performed 	 finished products. 

Performance evaluation 
and stetic consideration 

STANDARDS PATENTS/ 
COMPLIED WITH COPYRIGHT/ 

LICENSE 

N/A N/A
 
N/A N/A

N/A N/A

N/A N/A
 

Major Raw Materials/Intermediate Goods/
Components Used: 

Domestic 
(item &%) : Nala de Coco 70% 

ERaw banana 20% 
Others 10% 

Imported 
(Item & %) :.Sugar 7.7% 

Flavoring 2% 
. Major Origin of Australia 

Imports
Sourcing Experience 
in Asia (countries) : Hongkong, Taiwan, 

Korea, Singapore 
Main Technical Steam boiler, Can 
Eqjipment seamer, Vacuum 

fryer, Retort equip., 
Bottle capping mach., 
Flexible packing mach. 
for snack products 

Availability of own
 
Design/Engineering
 
Personnel No
 

BUSINESS PLAN: 

Sales Expansion Utilization of Free Capacities - vacuum fried banana chips,'fruit preserves 

Diversification Penetration of new market with present products InEU -Germany. U.K., France 

Cooperation 
Sought 

: Subcontracts for the manufacture of the product 

/I 
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acid, sugar, and starter called mother liquor. It was 
introduced in the early '40s by Maria Y. Orosa, a 
pharmaceutical chemist and home economist with 
her mixture of coconut water and acetic acid. In the 
early '70s, Dr. Priscilla SanchczofUPLB-Institute of 
Food Science and Technology develop.-d a better 

O V E R way of prodL-;,g nata using coconut milk instead of 
coconut wa-te. 

Nata de coco has become a permanent
Philippineix-. ture in the 

/ik~~~ I CT "ae " fcE C"O1 Ipalengke since its commer. 
cial production several decades 

ago. Itiswidely used as an ingredi
ent inhalo-halo. 

H a last In the early '80s, the product was ex
no Ppuarprported Sthe to the United States and sold primarily in 

areas where there were abig number of Filipinos. It 
even found its way inCanada, Australia and Africa. 

_ _ _ _ _In 1985, Jo-na's International, a food producer and 
By DAVID GOLLA VI and VET VITUG marketing outfit, market tested the product in Japan. 

Ile reaction ofthe Japanese delighted Philip Young, 
president ofJo-na's International.T he country is going loco over nata de.. . "Theylikethetextureandvieleanedthat

the Japanese love the chewy, less sweet coco. Any symposium on how to 
nata," says Philip Young.produce it will fill the venue to the 

ik Soon thereafter; the Japaneserafters. In fact, nata training courses at 
began filling out purchase orders.the Food Science and Technology In-

-The75 metric tons (MT) ofstitute in Los Bahios, Laguna are 
nata de coco (PSSC Code.booked l January next year. 
0589612) exported in 1986InLos Bafilos, Laguna, virtu-
grew in the succeedingyearsally all households have gone into 
that the volume of exportsa frenzy with nata de coco pro-
rose to 341 MT worthduction. A women's coopera- t 


tive engaged in nata production , ' $542,000 in 1992 an in
... crease of 355% in a matterhere startedwith 22 members in 

of five years.early September. Today, it has 
300 members. The year 1993 saw a 

With a rata de coco pro- dramatic and spectacular 
ducerbeingbom each day, many rise in the Japanese im
compare the phenomenon to the porters' demand for nata. 
Filipino's penchant for "gaya- During the period January
gaya." What is happening to nata September 1993,thcvolume 
occurred, to a lesser extent, in the of exports to Japan grew at a 
case of hot pan de sal and lechon whopping 982%compared to. 
manokwhen many people plunged into the same period last year. From 
those businesses after seeing the initial 222 MT, the volume swelled to 
success of their neighbors. 2,403 M*i'. The value of exports 

The nata frenzy has been an offshoot of N soared from S344,000 to S4,244,000. 
a realmarketdemandorwhen this mixture o. The huge demand saw local proces
coconut milk and acetic gel gained popular- sors/exporters scampering for supply, cre
ity as a food item in Japan last year. Intro- ating ovemightan armyofbackyardnatade 
duced by a restaurant chain in Tokyo as a International president Jesus Tanchanco. coco producers. 
dessert, the Japanese found nata quite sini- The product, cut in 1.5-cm. cubes (plus- With just.P5,000, a nata de coco pro
lar to their traditional food called konAyaku minus 0.2"cm) and prepared in syrup is ducercanearnbetweenP8,000andPl3,000 
which has a jelly texture, shipped incans, bottles, or retort pouches. monthly, more than themonthlytake-home-

Aside from pleasing the palate, nata de Shops in Japan mix the nata with ba- pay of an ordinary government employee 
cdco isalso being promoted as a health food. nanas, kiwi and plumis. Itsold for $1.26 per here. 
Infact, one Japanese journal described it as' ,kilo in the world market in 1992, and was Among the thril'ed entrepreneurs are 
a "healthy dessert from the Philippines." retailed in Japan at 300 yen for every 100 Rico Villareal and I-rankie Araneta, both 
Others even claim that nata prevents cancer grams, 23-year old UPLB senior agricultural eco
of the colon. A white gelatinous substance, nata de nomic students, who got a 10-ton order 

"Nata de coco has taken Japan by storm. coco is the accumulated slimne secreted by from San Miguel Corp. recently.. 
The Japanese nowadays call their coffee the aerobic acetobacter Aceti xylinum cul- The students took out a P250,000 loan 
break as natade coco break," says KAREXX tured indiluted coconut milk, glacial acetic forcapital, hired eight school dropouts, and 

MARI DECEMBER 1993 
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put up shop behind the mand of 600 MT per 
Villareal home. month but hopes to meet 

The young entrepre- the demand by the first 
ncurs have sold five tons of quarter of 1994 through 
nata to SMC for P12/kilo. the contract growing 
Nata here sells from P10 to scheme. 
PIS/kg. Universal Food Cor-

At the rate they are pro- poration, another firm 
ducing, the students project engaged in nata export, is 
net monthly earnings of at considering the contract 
least P40,000 each. Their growing scheme. Com
workers get as much as K panyofficials believethat 
P4,900 monthly, more than the arrangement ismutu
the salary of an average . ally beneficial as it as-
UPLB employee: sures the processor with 

Another entrepreneur supply while the grower 
who saw agood opportu- isassured ofamarket. 
nity in nata production is Villaraza says inde-Emi Catacutan. With thest na pendent growers may beatgo tanWithther ent y r oeingat the 
help of her family, Emi earning more at the mo
startedgrowing nata in their by seligt h-ment 

house at Odelco Subdivi- highest bidder. He asserts 
sion in Novaliches, Quezon howeverthat this bonanza 
City last September. With is short term. "When the 
only P20,000 as capital market demand starts to 
investment, she produced 7 . level off,they would find 
MTin two months. She sold difficulty marketing their 
her raw nata at P1 5per kilo nata," Villaraza asserts. 
raking ingrosssales ofsome There are indications 
P100,000. Her initial suc- Xthe prevailing seller's 
cess inspired other households in their area. market situation is turning into a buyer's 
"As of early November, there were already market. With the ever-increasingnumberof 
about 20 other families in our subdivision nata producers, today's growers - with 
growing nata," she says. their hundreds of thousands of nata trays 

Nata growers like Emi sell their produce being fermented - are already apprehen-
It various processors. They call up as many sire about how they could efficientlymarket 
processors as possible and canvass for the their produce. 
highest buying 1:6 e. Others have contract U Fearofdownswing in prices dueto over
growing schemes !;,h individuals. supplyalready looms. Froman all-time high 

Universal Food Corporation export of- - of'Pl 6-20 per kilo last September and Octo
ficer Giancarlo Villaraza says that when- ber, the processors' buying price started 
ever their subcontractors fail to meet their inching down at about one peso per week. 
requirement, they open the market and deal ' * By the end ofNovember the price range has 
with the household growers. Henotes though slid to P12-14/kg. 
that household-growers offer fluctuating To arrest fluctuating prices and get as- "With an army of growers, th proces
prices. sumance on the quality and quantityofsupply sors no longer seek out supply in the open 

Nata ispriced according to quality. Class ofraw nata, some processors have started to marketpaving the way for traders to enterthe 
A (export quality) nata fetches P12-16 per go into contract growing. marketing scene," observes Eni Catacutan. 
kilo, the maximum quote being paid during Instafood, a subsidiary of San Miguel "These traders are buying our nata at P2-4 
production shortfalls. Corporation, which still relies on the open cheaper thar the prevailing price. We're 

The softer Class B or domestic quality marketforsupplytoaugmentitsownproduc- forcedtodealwiththemsincetheprocessors 
nata commands P1-2 lower than the Class A. tion is looking for contract growers. It has do not come to us anymore.".
The trading arrangement (whether the pro- temporarilystoppedacceptingcontract grow- Another grower in a subdivision in 
duce isdelivered to the processor's plant or ingapplications afterthe figureshave reached Novaliches laments that the processors now 
to be collected from the grower's place) is more than 200. deal only with their barangay captain who 
another consideration inpricing. Francisco Pascua, Insta food plant opera- serves asassembler/traddr. Whilethe proces

"Going door-to-door is a good altema- tions manager, says their firm, under the sorsbuyatPi4-16/kilo, thebarangayaptain 
tive but we cannot be certain on the quality contract growing scheme, will supply the buys the nata from growers at only P12/kilo. 
and volume we can gather. He cites in- grower all the ingredients - coco creme, ButthensomearegetdngonlyPl0/kiloafter 
stances when asale isabout to be closed but sugar, ascetic acid, the initial mother liquor being told that their nata isofpoor quality.
the seller would change his mind and wait - and the container trays. The contract Many small and medium-scale produc
forother buyers who nmayoffer abetter price. grower will only shoulder the operating ex- ers inLos Bafios had attempted to go direct 

"I cannot blame them because a one- apenses, provide the growing area and labor. to the Japanese market but found the doors 
peso-per-kilo difference isimportantto these Pascua says lnstafood iscurrently meet- closed to them. Jetro,.a Japanese business 
small growers," Villaraza says. ing only 10% of their Japanese buyers' de- organization which has Cqmered the supply 

DECEMBER 1993 MARDID [D
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ofnata it. the Philippines, told one producer "They are usingadditives which may not nata prematurely, hence are soft; some don't 
that only registered companies like San beharmfiltothehealthofheconsunersbut use the proper ingredients; sometimes their 
Miguel will be entertained, results insoft, prematurely grown nata, and operations are not sanitary; some do not use 

Dr. Ricardo del Rosario, food chemist at which chemicalcomposition would not pass sharp cutters thereby producing different 
UPLB's lnsttute ofFood Science and Tech- the stringent Japanese standard ofzero pre- sizes; others mix the trimmings with the 
nology (IFS'1) and consultant to the Nata servative and zeroadditivecontent,"Sanchez good cuts." 
Committee of the Philippine Food Export explains. Consequently, these growers who KAREXX still buys in the open market, 
Manufacturers, says competing nata grow- try to increase their eamings the wrong way but is now getting 50% of its requirements 
ers should organize and maintain good qual- by shortening the gestation period, end up from its own production. The firm also has 
ity to make the Philippine product competi- losing more. expansion plans. Still, Tanclanco claims 
tive in the world market. Another malpractice has been observed they want backyard growers to continue 

"If they are organized, the nata growers among repackers ofglacial acetic acid. Atest supplying them. "I always tell the suppliers: 
can help bring down artificially high prices on samples of the acid from Divisoria and Don't force us to do this all by ourselves. Be 
of raw materials and enable them to our partners. Just give us fix priced 
penetrate markets better," says del quality nata and we'll make it to-
Rosario. gether in the world market," says 

Prices of raw materials such as Tanchanco. 
plastic molds, coconut, sugar and ThePhilippinesis thecurrent 
even insect repellants have gradu- market leaderinnatainJapan whch 
ally increased over the last two absorbs 87% of our total exports. 
months because ofhuge demand. In But local industry players are appre-
Laguna, for example, plastic molds, hensive that we cannot maintain that 
a monopoly of some traders, now . edge for long. They have historical 
sell as high as P22 from only P7 in ' . lessons to fear: we pioneered and 
August. Price ofacetic acid has also initally dominated the exports of 
risen from P500 per 20-kilogram coconut milk, young corn, prawns 
container to P520-P550. and tuna but have allowed other coun-

Del Rosario notes that "jealous- tries to get a bigger share of the 

ing producers in three major nata- * One ofthe country's distinct ad
growing areas: Laguna and adjacent vantages isthat it holds the key to the 
towns, Novaliches in Quezon City production ofmother liquor, themost 
and Malvar inBatangas. essential ingredient to grow nata. 

So nasty has the competition Fhims linked to large Japanese con
become that rumors are being spread ,. glomerates, including Mitsubishi and 
about the poor quality of the nata Marubeni, are after the formula to 
that comes from acertain area, produce mother liquor. Local scien-

With or without the "vord war" tists,however, areguarding the tech
processors/exporters likeJona'sand nique. Failing to acquire t, some 
KAREXX say alotofraw nata nowa- foreign entities areresorting to othcr 
days do not pass the Class A stand- approaches.An Indonesian firmplan
ards. Officials of the two firms add ning to manufacture nata, for exam

"that only 50%oftlte raw nata offered pie, has asked Sanchez to work for 
to them by backyard growers is of them as consultant. She turned down 
acceptable quality. tie offer. 

"There isnow an oversupply of However, Sanchez's formula ir 
poorqualitynata,"notes Dr. Sanchez, already known to other local scien
who isnow known as the "nata de tists. One corporation isreportedly 
coco queen" for de-,eloping a technique that Bulacan sold in20-kilogram containers re- using a modified version of the Sanchez 
improved the nata's commercial production. vealed that the acid is diluted. "Instead of formula obtained through former traine.s of 
A holder of Ph.D. inapplied microbiology having a concentration of 991/, tie acid has Sanchez.There areunconfirmed repor.s that 
from the University ofTokyo, she nowworks been weakened with water down to 90%," say our coconut producing neighbors, Thai
as a food fermentation specialist at the Uni- Sanchez says. A foreign-brand acetic acid land and.IndQnesia, have gotten hold of the 
versity of the Philippines Institute of Food was even found to have only 75%concentra- nata technologyand are gearing tocreep into 
Science and Technology. tion. the market. 

Sanchez attributes the poor q.;ality to But a more devastatihg.,nalpractice is Had Thailand and Indonesia succeeded 
weather changes which result insoft (lusak) selling spentmother liquor. Any growerwho inacquiring the entire technologyto produce 
nata and, worse, to the malpractices commit- has unsuspectingly used adulterated acetic nata, the Philippine competitive edge would 
ted by the growers themselves. Site says acid or spent mother liquor ends up with certainly be blunted. The two countries can 
some growers try to hasten the growing lusak nata. oferalowersellingpricesincetheypay30%
period of the nata from the regular 8-12 days Jesus Tanchanco of KAREXX says a less for theircans, 40% lower for bottles, and 
to as short as 4-5 days which interferes with number ofrawnata growers fail to meet their their sugar ispriced 50% lower than ours. 
the nata organism's natural growth. standards because "sonic are harvesting the But even in the absence ofacompetitor, 

W-fl M&AR1D DECEMBER 1993 

http:approaches.An


F19 

MARKET SITUATIONER 

Nata's darkproduction side
 
PRODUCING nata de coco isnot allpe- tershould be mixed with line or asl beforesos and cents. It is also about the huge it is thrown away. pl/ 'l~ :. 

amount of acids used in its production. Acetic acid fumes can cause eye prob-

And many producers have not yet prob-

'['
 

lems including blindness, respiratory dis- , ,"
ably realized that nata de coco production eases and skin burns, the experts ,..-l, j 
pose potential dangers to health and tie also warned. It isusual to feel ,. 
environment, dizzy afler mixing chemi- ",.:'.. Dr. Cuevas said Los

Dr. Priscilla Sanchez, a food fermen- cats, said apanicipant Baflos must reject the experi
tation specialist from the UP Institute of who has been produZ-.: -' ence of San Jose town in
Food Science and Technology and Dr. ing mother liquor and " ' " Batangas, which went into
Rudy Cuevas, assistant professor of the isastlunatic. swine production without 
.UP Institute of Environment,.l Science Fumes may affect members ensuringproperwastewaterdis
andManagement, said nata'swastewater, of households engaged in posal. They dumped theirwaste into
with a 2.4 to 2.5 pH, is too acidic for a backyard production. Lung and heart disor- the rivers and earned the ire of their 
normal environment. Grass stops growing ders similar to thosecaused by acid rain or neighbors downstream.
and leaves turn brown, it was pointed out. intense air pollution may be expected. Cuevas also warned that uncontrolled
And with tte big number ofnata producers Workers are advised to wear protective production of nata de coco will eventually
in the Laguna area, the toxic water may masks and rubber gloves when mixing gla- strain Los Baos' water resources. Nata
reach Laguna Lake and further pollute it, cialaceticacid into the coconut mix. Itisalso requires clean water; most residents inLos
said another, suggested that production as well as incuba- Baflos simply draw water front artesian

The scientistssuggested that acidic wa- tion be done away from living quarters. wells. (PNF) 

the country still stands to lose by default. To help protect the quality and image of tent; zero to 25% sugar concentration; with
This would Iappen if producers fail to ad- thePhilippinenata, thePhilippineFood Proc- less than one microbial count on yeast and
here to quality standards. essors and Exporters Organization (Philfoo- mold; less than one total plate count; nega.

There are now 15 new brands ofPhilippine dex) recently cameup with quility standards tive microbial count on E.coll and Salmo
nata inte Japanese market obviously trying to for nata to guide the thousands ofgrowers, nella; and less than 4.6 PH. 
get apiece of the action. The proliferation of about 20 processors and about 50 exporters. The organization isalso working on the 
neophyteswhoseprimaryconcernisprofitmay Philfoodex says that Class A or export accreditation of quality producers of raw
altogether bring down the product. quality nata, based on the Japanese stand- nata. Philfoodex will soon start stamping theSPhilip Young ofJo-na's tells the story of ards and preferences, isfirm and chewy; has products of its members with "quality seal" 
aJapanese girl who, after tasting nata pio- smooth surface; colored white and translu- toassure importers that such product haveduced by one of the 15 new brands in the cent without discerning discoloration; clean met the association's standards.

Japanese nmarket, promised to herself not to odor without discernible acetic acid or the The Japanese market is still enormous.

touch oata again. This story illustrates the aroma.offermentedcoconut;withzero filth So huge isdemand that it isstill hardly met
importance ofquality, content; zero additive and preservative con- by local supply."he demandcould be dou-


Young explains ble or triple our coun
the Japanese Minis- , try's existing produc
try of tHealth and tion,"says Villarazaof
Consumer Welfare UFC. "For every con
only checks on the tainer, there are easilychemical contents of ED five orsix otherbuyers
the products but wanting to get it,"
doesn't pass judg- F -_ Tanchanco adds. 
ment on the taste. The growing de-
The taste test would mand can probably be
have to he done by .'-"-'1 attributed to nata's 
consumers. "It is im- ,growinguse.Theprod
perative therefore to ut is not only conmaintain the good sutmedasanexoticdes. 
quality and taste of sertbutisIikewisoused 
our products, other- asaningedientinft
wise, the interest or salad, ice cream, sher
curiosityoftheJapa- bet, or cold soup. Its 
nese on our nata popularity trascends 
would simply fade all
ages,especially af
away," Young says. ter being promoted as 
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a high-fiber dietand colon cancer-preventive
 
food that aids in cleansing the stomach. It is
 
likewise being recommended for pregnant WANT TO JOIN THE BA DWAGON?
 
women and the elderly.
 

Industrial uses of nata arealso being M
 
looked into. The fibrous nata,some quartnts i aOW
say, can be developed into cones or baffles 

for speakers in audio products. Researches
 
are ongoing on its NATA de c6co production generates labor, employment and money.
uses as aspecial thread for 
surgical operations and as fiber optics insu- This livelihood endeavor is ideal in the country's coconut producing areas like Laguna, 

Howevernala producers have alsolator for outer space equipment. Batangas, Cavite. Quezon, Cagayan de Oro, and Iloilo. 

Apart from its widening functions, there been sprouting in the non-polluted areas within or near Metro Manila like Novaliches and 

are also other new markets to conquer. Ilte Fairview in Quezon City,and Antipolo, Rizal. 

bulk of the nata exports in1992 %ventto Nala de coco can be produced using boiled coconut water or diluted coconut milk as the 
Japan (53%),reaching 30 other countries in 	 substrate. Use of the latter is, however, recommended. 'Using coconut milk is more 

economical and control of contamination is easier," according to Dr. Priscilla C. Sanchez
minimal volumes. "Th'e craze over nata de ofUPLB-Institute ofFood Science and Technology,who developed the new method.
 
coco in Japan is slowly spreading to other
 
countries," says Tanchanco."My son who i
in the US reports that the American market is Materials
 
growing. We may double our exports to the
 
US." Moreover, Tanchanco's firm isstarting Coconut grater Strainer
 
to receive inquiries from Singapore,Taiwan, Weighing scale Cheese cloth
 
and Ilong Kong. Basin Mixing container
 

Korea is another potential market while Ladle Fermenting jars
 
Saudi Arabian market can still be developed.
 
The product can also be a hitinEurope since Formulation:
 
Europeans have apenchant for exotic health
 
foods. 1.0 kilo grated coconut
 

The popularity of nata de coco has its 2.0 kilos refined sugar 
spillover. It is already pulling the relatively 400 ml. glacial acetic acid 
unknown nata de pifia into the picture. Thdt 5 liters mother liquor 
little more expensive nata de pifia (nata de 28 liters water 
coco commanded S1.26 per kilo in theworld 
market in 1992 while nala de pifia felched Procedure: 
$1.86 a kilo) was exported to some 27 crtit
tries in 1992. Major markets were USA 
(51%), Canada (13%), Saudi Arabia (7%).. 1.Ptace the grated coco-
Kuwait (5.9%), and Guam (5.6%). nut Ina basIn and add 2 Iters 

Amid the bright prospects of nala de of water. MIx and squ"eze 
coco loom gloomy questions: Is the demand grated coconut Inwater. FiI

ter through cheese cloth.herely brought about by a craze which is 
here today and gone tomorrow? Or will it 2.To the extracted coco

-nutmilk, add 26 liters of wabecome a permanent fixture in ilte foreign-
ers' diet? ~ter 	 to complete the 28 liters 

Sanchez says thatJapanese business-	 diluting water. Add the re
malnlnIhtgredle.'s In the 

uto ( efn nmen have projected that demand will con-
tinue to grow in the next five years before it l tlo(enesa 
plateaus. But even with this projection, no- Iquor. Use a wooden ladhe 
body can say with certainty that the demand enough to reach the bottom 
for nata will continue. It is probably rtis of the mixing container for 
uncertainty in nata's fate which drives eve- stirring. 
rybody tojoin the bandwagon and cash inon 3,Dispense the mixture 
the windfall. . ]Into fermenting containers 

Production ofnata is asensitive process. 	 monitoring the height of the 
The mixture selfdestructs with theonslaught liquid approximately 2 Inches (500 ml). For the standard square jars th s Is approximately 
of bad weather, when shaked, disturbed by 500 ml. Cove. the containers with paper fitted with rubber band. In case of more jars, 3 or 
noise and invaded by dust or dirt. It is tle more layers can be piled on top of the other to maximize space. 
same care and caution exercised in the pro- 4.The fermenting mixture isleft undisturbed for10 to 12days. When optimum conditlons 
duction process that should likewise be prac- are provided the thickness of nata ranges from 3/4 of an Inch to 1 Inch. 
tised in the marketing of nata.Only then can 
Filipinos reap profit from this trulyIhilip- The nata organisms p..,'warm ambient temperature (28-32C)andso thebesttime 
pine-made product fora long, long. long of the year to produce nata is from April to July. During cold months, Itmay be necessary 
time. - With additional reports rnom 	 to use an improvised heater to maintain a high level of productivity.Philippine 
Nrns and Features, 

DECEMBER 1993 
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~iq PLANTATION ARt 
S 

SITEDECUJLTUREHEARTS OF PALM 

Prior to 1970 hearts of palm was obtained from wild palm trees In Costa 
Rica. This method of harvesting hearts of palm caused irreparable
 
ecological damage due to deforestation.
 

In the early 70's "Demaso- Conservos Del Campo* initiated research for
 
tho development of a 'HYBRID* palm tree suitable for agricultural farming

The results of this research produced the variety" Bactris Gasipaes 
a very

high quality hearts of palm consistent in size, color and texture with a
 
calorie content of only 28 per 100 grams.
The " Bactris Gasipaes" variety requires little application of chemical
 
fertilization as 
 this is mainly provided by natural nutrients (Nitrogen). 

The continuos harvesting of wild palm trees in South America is a major CENTRAL ATLANTICOCEAN 
rcological concern as deforestation is accelerating at an ever increasing MENCA 

pace 

e at Demaso- Conservas Del Campo* are proud to have been the OCEANPACIFIC 
Innovalo,-s of agriculturally produced hearts of palm without causing 
damage to ihe environment. 

today more than 1000 hectares of our plantations are under cultivation, 
exporting high quality hearts of palm under the brand names la Cima',
;Irazu'. 'Del Campo* and many private labels to countries world wide. 

COEURS DE PALMIER PALMENHERZENUN PRODUJIT EXOTIQUE DU COSTA RICA
LD O Vor 1970 wurden Palmenherzen aus wildwachsenden Palmen in Costl chou-palmiste provenat des varitt6s souvages pou:sant dons la fordt Rica gewonnen. Dieser Ernlemethode von Palmerherzen fielon Tausend 

ropicole humide de a c6to atlantique du Costa Rica Ce type von Palmen zum Opfer und tkologische Schaden waren die Folge.
[exploitation, sans plan de gestion, representait le sacrifice do'arresparonprooqunt 

orbres par an. provoquant un impact Acologique important. Campo" mil der Forschung zur Entwicklung einer Hybrid-Polme for de,
°..istau dtbut des ann6es 70 que Conservas del Camp IDivisi6n do landwirlschafikichen 

n ipac eclogctu imortnt.Anfangmilliers der 70igor .lahre begann die Firmul "Demos-Conservas df 

emasa) a men e des recherches pour d6velopper une var litipermetant Voriettdt Anbou. Dos Ergebnis dieser Forschung war diBactris Gasipaes', aus der sehr hochwertige Palmenherzen. m 
Sculture du palmier 6 grande khelle pour la production du chou-plmiste, nur 28 Kolorien pro 100 g gewonnem werden. Die varietal "BactriGasipaes" benbligh nut geringe cemische Dingung, die hauptsochlich varFcaract6ristique principale de catte production est r'excellente qualit6 ntirlichen Nahrstoflen Nitrogen) stammt.
 
tenue du produit fini. 
 Dons les pays d'Amrique du Sud, les sites
 

exploitation s'61oignent des lieux de transformation. Die Frnte von wildwachsenden Polmen In Sudamerika ist ein gree

okologisches Problem, weil die Entlwaldung mit immer schnellerem Temp:c
 

pus les arbres sont coupes dans Io fort suivant une exploitation souvage varanschreitet. 

mnaceluilibro 6scologique. Wir, bei "Demaso'Cnservas del Compa" sind stolz darauf.als Innovatorer 

[,s coupeurs ant tendance 6 rcolter les a,bres les mains iloign6s, m Pnlmenherzcn ohno Schaden fur die Umwelt zu produzieren.
~is correspondent POs toulours oux Critros gorontissant la qualitsno Heute haben wir Plonlagen mit Plantagen mit mehr als 1.000 ha kuiliviertund oxportioren quolitotiv hochwertigo Palmenhorzen unter dor 

as coeurs de palmier de Conservas del Campo. cu;tivss dons nos propes MarkennamenLa Cima', oraz&'Do)Compo" und andere/Markonin die 
antalions, nous permettent de ma~iriser la producton Manz e I' oM 

d'une tendreesgraode finesse. rtguler el
produit fini ost d'une 

eprochable. IIs'agit d-un produit haut do gamme sous ls marques La 
lima. Irazu. Del Campo el d aulres marques prives 
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LAM
 

PRODUCT SPECIFICATIONS SPECIFICATION DU PRODUIT 6r kLAGIM -- C. 

Packages Cow Type Gross Unit Unit UNI 
Product Per Drnensiori of Weighf per Pockogingj Pockoge gross Pockoge Net 

Case In mm Packaging Cow [V9)  Dmenso~ns Weight IK9l Weig'.i IK91 

Pr'ocuot Condiricirnnemenfs D;';sionsI Recip~ent Poids P.," Dniensions Ponds B,"utdu Poids 
No UnIt du Carton IKgI du r"ecipient r'ecipient 1Kg) Net (KgI 

Wole I1 M 1 415 0315 TinCan 165 40 6x411 0.924 0.20 
EnhwrI Kio 130 Bot. 

Whoo 1/2Kilo 24 302232 TinCan 11.80 214410 0.47 .410 
Entier 1/2 Kilo 114) .,247 Bole__________E_____h______lase n1m6 Pacaig Csl~ l Dmn~os Wih ~l~ 2 

.'WhlePremiurn " 1..346-260 :'Glass Jar ..79 ! 4 d 063 " 040" 
Entier Pr'eilum (141 12xlk6 " Bocal 5d06 179 .1 
VMaloae 7ilo323 1/2 loca 4Ca5 22.8d0 0.47 0.210 
Wkoge Extroslp 259r173 GlassJar
 

Etes11!6 ro 16Bcl405 45 cl 0.63 0410 

Pc -NK:l 12 2188 ;Tl.aT83a217 50.92 0.20de3O"I0] e~
/v r n 28531 Glass Jar 
Murincid 1- 1 w209 63K0 3.8,0016'X8 
Pic- V7) Bocol4.2.3c0,2.0Nc Ewtafns 12x93 


Enonnte VI .930 Bacot 

Entr m/ed 478324 TinCanWhl12tahe251?3 Gos ar 45 45I1 0.63. 0.810 

ipsand Cus 34652W1 Gloss JarTronches ycen 12 6 7.95 0.63 0.410Pr el ux(I4' 0 Bacol 45 d 

Marinad ~ I478xs1 725 2287Ci 0320ipsand Cus I K,o 1241515 inCan1654Etce et McaI I 6o x130 Boae .11094080
 
Marnad -101 6ir e7~2on 63e0 2 0
i 05 

Tip and Cuts 4302n.232 TinCan 180 2G4a410 0.47 0.40n188 BolT ce 1 ,247
. NchesMo ( 2 . Bcole 

•.,..........
....
 
s188':.;,r. e ;S;'.,. ".-."" " ... ..... ;:,.'.WBa-s.tl 
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L~c~IMA 

igo arned 
i lkgi 

16(kgl 

0.500 

D Liqui 

IrigdrOis 
Compositon 
dv Iqd Ae 

Water, Salt,Citric Acid620-35Eau,SelAcide Cririque 

Nurmberof 
Pilces per 
Pock" 

No.de 
Morceau, 

60 

Dimensions 
ofpieces Inpackage 
10 lgkmhnm) 
Drensions dos Marceaux4( longuer mm) 

Cases 
Per Container 
20 Iet 
No.do Catonspar 
Container 20 

1545 

0220 Water. Salt. Citric Acid 
Eau.SaLAcide Clrlque 

4-10 15-28 
90 

1500 

0 . . 0E 

0250 

Waer. Sail, CiiricAcid 

on.Sl, Acid oC lr qu a 

Waler. Salt. Citric AcidEcru,Sl,Acide GClrque 

• 7 

5-7 

22-28 "2250 

BC") 

142!
8 

0.125 

0.140 

Water. Salt, Citric Acid 

Ea. Sal. Acido Gtriua 
EauSeL 

Water, Vinegar. Oi.Sall,CtlricAcid. SpicesEau.Vmagre. Huvle.Sal. Acide CIlriqu. Spices 

cidi 

8 

7.12 
Girquo60 

WeigI
Pods15-25 

21 

<21 

4235 

00 

3.250 

Water, Vinearr. Oil. Sal. Citic Acid. Spices
Eau.Vinaigre Hule. Sel. Acide Cilfique,Spices 
Water. Salt.Ciric Acid 
Eau.Sel.Acde Creu 

' Weihl 
Pads 

Weig2t
P'd 

15-25 

15-25 

900 

2250 

).500 Waler. Sal,Ciric Acd 
Eau.Sal. Acide Cltrque 

Water, Salt.Cilic Acid
Eau, Sal Acide afriquO 

Weqrhl
Pods 

WeighIoids 

15-25 

15-25 

2250 

+,. , ...,E o&S o Acid gCriqU I. . : . ..j ( .. :.4 :,- ... . , "-,: P a • -. 0t . 
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M & S FOOD INDUSTRIES SDN. BHD 

TARIF DES PRODUITS 
NO. 

A. 

1. 
2. 
3. 

4. 
5. 
6. 

PRODUIT 

JUS-DE FRUITS 

M & S JUS DE NOIX DE COCO 
M & S JUS DE NOIX DE COCO 
M & S BOISSON AVJUS DE 
NOIX DE COCO
M & S BOISSON COCOLIMOS, 
M & S BOISSON PINA COLADA 
M & S BOISSON AVJUS DE 
GOYAVE 

TYPE D'EMBALLAGE 

PAQUET 

PKLCOMBIBLOC 
PKLCOMBIBLOC 
PKLCOMBIBLOC 

PKLCOMBIBLOC 
PKLCOMBIBLOC 
PKLCOMBIBLOC 

F.O.B. 
PORT KLANG 

(US$/CARTON) 

4.80 
4.80 
4.80 

4.80 
4.80 
4.80 

EMBALLAGE 

250ML 24P0TS/CTN 
500ML * 12POTS/CTN 
250ML 24PQTS/CTN 

250ML 24- DTS/CTN 
250ML 24POTSiCTN 
250ML 24POTS/CTN 

POIDS 
BRUT 

(KG/CARTON) 

6.5 
6.5 
6.5 

6.5 
6.5 
6.5 

DIMENSION 
DE BOITE 

EXTERIEURE 

(Ms) 

0.0086 
0.0086 
0.0086 

0.0086 
0.0086 
0.0086 

CONTENEUR 
1 X 20 

(CARTONS) 

2800 
2800 
2800 

2800 
2800 
2800 

6. 
7. 

M & S JUS DE NOIX DE COCO 
M & S BOISSON AU JUS DE 

NO:X DE COCO 

BO!'TE
2G2 ° 504 BOITE 
202 * 504 BOITE 

6.50 
6.50 

250ML * 24 BOITES I CTN 
250ML ° 24 BOITES / CTN 

7.6 
7.6 

0.0109 
0.0109 

2500 
2500 

B. CREME/LAIT DE NOIX DE COCO 

8. 

9. 

10. 

11. 

12. 

13. 

JAYA CREME A LA NOIX DE
COCO 
M & S LAIT DE NOIX DE COCO 
M & S CREME A LA NOIX DE
COCO 
CREME A LA NOIX DE COCO 
EN GROS 
CREME A LA NOIX DE COCO 
EN GROS
NOI DI COCC SECH6E 
ALLEGE 

PKLCOMBIBLOC 
300 407 BOITE 

300 * 407 BOITE 
SAC DE PAPIER 
D'ALUMINIUM 
SAC DE PAPIER 
DALUMINIUM
SAC DE PAPIER KRAFT 
AVEC SAC P.E A 
LINTERIEUR 
(PRIX INDICATIF) 

8.50 
9.50 

11.00 
30.00 

7.50 

"13.00 

200ML 24 POTS I CTN 
400ML 24 BTE/CTN 

400ML " 24 BTE / CTN 
20KG " 1 SAC / CTN 

5KG * I SAC / CTN 

25KG 1 SAC I CTN 

5.5 
12.0 

12.0 
21.5 

5.0 

26.0 

0.00672 
0.0178 

0.0178 
0.0266 

0.0056 

-

2800 
150u 

1500 
900 

3300 

325 SACS 

PAIEMENT: PAR LElTRE DE CREDIT IRREVOCABLE A VUE 
VALIDITE DES PRIX : SIX MOIS A PARTIR DE CE DEVIS 
DATE : LE 23 OCTOBRE 1994 



M & S FOOD INDUSTRIMS SDN Bi) 

PRoDUcrs' RICE LIST 

.__._.__._.__._.__._.__._..... 
 .rrn......
 

A FRIU IUICES PACKET (USQICn,')
1. M & S COCONUT WATER 

(KGCTN) (M3) (CARTONS)PKL COMBIBLOC 4.80 250 ML * 24 PACKS/CTN 6.5 0.00862. M & S COCONUT WATER 2.800PKL COMBIBLOC 4.80 500 ML * 12 PACKS/CTN 6.5 0.0086 2,8003. M & S COCONUT JUICE DRINK PKL COMBIBLOC 4.80 250 ML * 24 PACKS/CTN4. M & S COCO LIMOS DRINK 6.5 0.0086 2,800PKL COMBIBLOC 4.80 250 ML * 24 PACKS/CIN 6.55. M & S FINA COLADA DRINK 0.0086 2,800FKL COMBIBLOC 4.80 250 ML * 24 PACKS/C'IN6. 6.5 0.0086 2,800M & SGUAVA JUICE DRINK PKL COMBrBLOC 4.80 250 ML * 24 PACKS/CTN 6.5 0.0086 2,800 

TN CAN6. M & S COCONUT WATER 2n2 * 504 CAN 6.50 250 ML * 24 CANS/CrN 7.6 0.01097. M & S COCONUT JUICE DRINK 2,500202 * 504 CAN 6.50 250 ML 0 24 CANS/CTN 7.6 0.0109 2.500 

B COCONUT CRaJftMiLK 
8. JAYA COCONUT CREAM PKL COMBIBLOC 8.50 200ML * 24 PACKS/CTN 5.59. 0.00672 2,800M & S COCONUTMILK 300 * 407 CAN 9.50 400 ML 0 24 CANS/CTN 12.0 0.017810. M & S COCONUT CREAM 1.500300 * 407 CAN 11.00 400 ML * 24 CANS /CrN 12.011. 0.0178 1,500BULK PACK COCONUT CREAM ALUMINIUM FOIL BAG 30.00 20 KG * 1 BAG /CIrN 21.5 0.0266 90012. BULK PACK COCONU7T CREAM ALUMINIUM FOIL BAG 

13. 
7.50 5 KG * I BAG /CrN 5.0 0.0056 3.300LOW FAT DESICCATED KRAFT PAPER BAG '13.00 25KGS ' 1 BAG/CTN 26.0 - 325BAGSCOCONUT WII INNER P.E. BAG * (INDICATIVE PRICE 

PAYMENT BY CONFIRMED IRREVOCABLE LETTER OF CREDIT AT SIGHT 
PRICE VAL.DITY :6 MONTHS FROM DATE OF THIS QUOTE. 
DATE :23RD OCTOBER 1994 

-34)o 
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M & S Coconut Milk Isextracted from qualitycoconut kernel. It is Ideal for making
dishes, cakes and cookies. Delicious eaProduced by: topping for ice-cream, fruits and dessets. 

M & S Food Industries Ingredients: Extract of fresh coconut kernelSdn.Bhd. and water.IpOh, Perak. Malaysia. n tE t r c t eS 

Fax: 60-5-5263119 Directions: Shake well before opening.Fax:60--526119Refrigerate af.'er op;2ninguse within adays. andand 

Best Befoe EndDate on Bass ofCan.PRODUCTkcelkast 

~ ~ 
CU 

LAt 

.u LryKM I 
DE NOWX DE COCO 
KOKOSMELK 

swi dygebruik. 

o~seki e xrc a odMaS kos et isee extract voo e e 
kwaliteit kokos. Hot is ideaal voor he Haken 
van kerrie gerechten cke oau koekes. Hte 
s OOkheer k ale saus over iis. fruit entoetjes. 

Ingredienlen: Extract van verse kokos(noot) 
en water. 

Gebruiksaanwijzing: Goed schudden voor 
na openen 

koel bewaren in de 
en binnen 5 

MALAYSIA 

_ _ 

-

D 

C~ 

Le lai de noix 0 coco M A S est extrait des 
meileures noix de coco mures. C'est idealb u e s e e t-pour les plats au curry. lea geteux et les 
b1scuitx. Delicieux sur tes glaces. les fruitset leaadesserts. 

Ingr drents: Pur lait de noix de coco. eau. 

dagen gebruiken. 
Gebruikhe voor de einodararaangegeven opde 
bodem van hat bhk 

--M & S M 

, li[ 1. 
M V": a . PK'n of 

_ _ _ _ 
o-
t0 

_______ 

CDN 

Instructions: Bien agiter avant douvrir. 
Garder au frais aprds ouverture 
at utiliser dans les 5 jours. 

Aoxrson-vnier rnt i daleMaiquie aur"sade I he. 40B
400 ml Net 14 FI. Oz.,,,,t mu 

fi f: R it-] 
iqi|i. 

9 

•. 1 , 
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M & S FOOD INDUSTRIES SDN BHD
 

.DESICCATED COCONUT 
LOW FAT 

SPEClFICATIO14S 

Moisture 3 % Max. 

Fat 4.5.% Max.
 

FFA (Free Fatty Acid) 0.15 % Max.
 

pH 

. 6 Max. 

S02 Absent
 

Total Bacteria Count 
 10,000/gram Max. 

E. Coliform Count Absent 

Coliform Count Absent 

Salmonella ' Absent 

Aflatoxine 
. Absent 

19 & 21 Longkok Rishah 7, Kawasan Perinduslrlan Silibin. 30100 lpoh. Perak, Malaysia.
Tel: 6-05-5263116 5263117, 5263118 Fax: 6-05.5263119 
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M & S FOOD INDUSTRIES SDN ID 

DESICCATED COCONUT 
HIGH FAT 

SPECIFICATIONS 

Moisture : 3 %Max. 

Fat 60%-70% 

FFA (Free Fatty Acid) 0.15 %Max 

pH 6 Max, 

S02 50 ppm (parts per million) Max. 

Total Bacteria Count 10,000/gram Max. 

E. Coliform Count Absent 

Coliform Count Absent 

Salmonella : Absent 

Aflatoxine . Absent 

19 & 21 Longkok Rishah 7, Kawasan Perifiduslfian Silihin, 30100 Ipoh, Porak, Malaysia. 
Tel: 6-05-5263116, 5263117, 5263118 Fax: 6-05-5263119 
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LOCA TION 

OUR COMPANY 

" j . , 
 Estabihed in 198. M & S Food Industries is the leding 
Produ-:of 0 t-ub~vdprodu-cs inMakyrda andthe Ask. 
Pcific nrgion. 7he comvn,, ,Loproduce a wie rangeof 

natural topl-f r u j ices.PE" K m al-ys has one of the fas est gwin g 

isconomieInthe w .he rns With are utati ofor honesty. inte rifYand nno tiom weo stat of pe k 

r a V:see 

= "owntha 


~~~~Malaysia-Itt'-cpital,lok is known . the willoes Seive u , tbjig -- vwd ou 
tinbuit':ones. 
 A nticipate Change and adapt to it. 

13j .r Rich in naturlresounr and welconmvced M & S Food Indusris is committed to produce consislent 
.:. . ~ ~~by 1poh is ahihqltyroustmany of its' Infr-crucMce eeterebno for 

h i hu alo fr d ul d e et e r S U1 1 o u m e 


I--' - 'r7
r ap idly develop ing cities in Malays ia. 
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CANNING 
LINES 

TROPICAL FRUITS 

An ahundance of locally grown fruits enable Al S Food 

Industries to piroduce nt/ritious and wholesome products to 

cater 1o our " nIAIers,,eeds. 



ASEPTIC 
PACKAGING 

RESEARCH & DEVELOpMENT 

Researchand Development is a vital part ofM & S Food 
Industres. We are constantly tracking consumer tasteandneedt research and devlop new productsIn orde to meet 
our Cattomerr changig negds. 

Our Quality Control Department ensures that consistent
quality products ar produced. Prior to packaging, all tOwmaterials andprepared batches are thoroughlytested by QC 
technkla-. Once packaged. the finished product is taken 

from the I - and various testsare conducted. Hence, strict 
field-to-store quality control is maintained. 

UHT SYSTEM 



110 Foo0(d In(dustries. Sdi. llid. 
1I &21. 1e.ngkuk Rishah 7,Kaw. frlindustrian Sililin. 30100 Ip(h, Perak. Malaysia. 

TI : 60-5-52631161/11 Fax :61-5-5263119 



For.a taste of the tropics,
 

-~ Ait's M&S, naturally. 

19.)21. Lonqkok Fhshuh 7. K,m. Porindusluan Silitunl. 30100 lpo01.Perak. Malaysia.
rl TJ[-1x 60-5-5263H 19
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FRUIT JUICE DRINKS
 

DESCRIPTION PACKING OUTER CARTON GROSS APPROX. 
PER CTN MEASUREMENT WEIGHT OTY.PER 

(M3) (KG) 20 FT. CONTAINER 

A. 	 COMBIBLOC 

Coconut Water 24 X 250 ml 0.0086 6.5 2800 

Coconut Water 12 .<500 ml 0.0086 6.5 2800 

Coco Limos Drink 24 x 250 ml 0.0086 6.5 2800 

Pina Colada Drink 24 x 250 ml 0.0086 6.5 2800 

'Guava Juice-Drink .... . 24 x .250 ml 0.0086 - 6.5 2800 

B. 	TIN CAN 

Coconut Water .. , 24 x 250 ml 0.0109 7.6 L500 

C--oconut Juice Drink :24x250:ml .' 0.0109 -.7.6":' 2500 
24'.2 	 0- . 

gorange Juice' Drink ,. 	 0,0109.. '76 2500.. x2.., i 	 ' ..

.. 	 76 ".,-,Orange Juice Drink With, Sacs ., 24'.x.250 . . 0.0109 - : - 6. :7 2500
 

M.- 724..25. , -2500
IOlango Juice Drink.tSas , .- 0.0109..........7 


Sourop Juice Drink 24 x 5 l'., 0.0109 -- " 76". ....... •.2500
 

Calamansi Juice Drink 24 x 250 ml 0.0109 7.6 2500
 

, ...,.. - - .---- --. ,, -..-- '-,. -. -.-.-... :i • 2.:,- - '.. ;',..',-. --.

19 	 21. Lengkok Rishah 7 Kaw. Perinduslnan Silibin. 30100 poh,.Perak. Malaysia. 
Tel: 60-5-52631161718 Fax : 60.5-5263119 

q'
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Indian Food 	 THE GROCER 
SEPTlS I0Io rSmPaPRICE 30LS194 

CASH & CARRY DIRECTORY PAGES 85-90 

Spices, Herbs & BakingAids 
TRUSTIN TIE FOOPINOERS Ted. R.ad,

J.A. SHARWOOD &CO LTD TRUSTINNotf" TIlE FOODFINDERS N, rase_ Reuil ~ a Ppr- o . ...................per£Ecae7.FS each
Trade L-,edilr:N 230,;12........... 


"O lo)r c. l A " l.. v.nn ".v qQG Pa: 195g 6......................... 0 y L ..... 5.76
Cni.O , (C " Curry ...... £4,77 24..................................... 

s t fl te l. a)4 	 . .iw, m l 1 "ot 0. a 7 M dr c 9 g 6 ..................................... 477 Ct C , ch
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Q-FOODS, LTD. .Q-FOO 	 DS,LTD. 
NEAD OFFICE & PlANT 

,i.It11 	 220 I Hw- r01 (0 .f,,.q[L ,n . l.Da 0CT2,t 3 06)92 5 73 0 f , -(0 316)8 2 04,92 10.. 
Itho 111o ffl t 2S.OUL OFFICE82 3 5 ha: do A F 111597 

: (0356187- 5230 FAX 113%,82 0482 

ZL . (021 519-51'1.fli FAX : 02) 579 045 

OFFER SIEET 
NO :QO - M8 
DAIE : OCr 20, 1994 
RWFLNO : 210060S9 

Lo.en :eI 


We are pleased to.offer as follows on articles the term and conditions. 

O'igin Repubihc of Korea
 

Shill)ont 
 Within 20 clays after receipt of lour L/C
 

Shiling port : Busi port, KolreA 
 ON AN " OPENING
 

Plcking : lor't: Standard paucking BUY " OF 1 X'20'
 
CONTAINER THE PRICE
 
WOULD BE FOB
Payent : By hrrevcrxable L/C in favor- of Q-FOOS, LTD. US$ 28,000.00 BUSAN
 

Va idi t.y :Jlis offer is goxl only T(2) monthsl hereafte

Rooint'ls 

Very 'Iruly Yours 

Q 	- FOOD, LTD.
 

S.J.IL-E/Int'1 MatlteL Manger 

lsri.Oui.it Q"ty FB / lMOX Remavrks 
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IT:"1 NO (1, - 015
 
[\'I (3: NJ:iVAR (S81K! IF')
 

'Ofgi'(It,'' . X t Mj-tB
IBX 126w(11w-u; 118N$32,40 21) Fl*1250 OX 
($ 0. 90/canl) 

http:lsri.Oui.it
http:28,000.00


iA
 

4-
Iip 

, Head Office/Plants : ,i '- ,, 
1st ; 220 'EHwa.Hi, KaPyung.Eup, KaPyung-Kun, Kyung Ki.D~o, Korea
 

2nd; ,597 Jae Ryung.Hi, Buk-Myon, KaPyung.Kun, Kyung 1(1-Do, Korea
 
...TEL; 82356-825230 FAX; 82-356820482.-.
 

Seoul Office
 
92.6 Yang lae.Dong, Seo Cho-Ku, Seoul, Korea
 

TEL; 82-2-5795131 FAX; 82-2-5790457
 

http:Ryung.Hi
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sOUP 

This instant SQUASH soup powder is made from high quality fresh 
SQUASH which has a sweet taste and delicious flavour. 

One pack(15g) of SQUASH soup powder

requires only the addition of (80cc) clod or warm water.
 

No further cooking or preparation is required.
 
Just stir and serve immediately.
 

This product contains no artificial flavours, colors and preservativ s.
 

ID I 

Modified starch, sugar, One pack 15g(0.53oz) of SQUASH soup powder

SQUASH SO(JP Glucose, SQUASH powder, 
 requirles only the addition of 80cc(2.70fl oz) cold

Salt or warm water. 
Modifizierte starke, Zucker, Den Inhalt elnei packung(15g)in eine Tasse geben 

K~rbs Sppeund mit heissem oder kaltem wasser aufhWIen.Glukose, KirbIs pulver, salz Kurz urnriihren und fertig 

Amidon modifr6, Sucre, Mettez un sachet de ce produit (15g) dans un verre.Courgette SoupeSGlycose, potiron en poudre, Versez environ 80cc de leau et agiter doucement 

F6cula modificada, Az~icar, Vierta el contenido de un sobre (15g)en una taza.CUlabaza Sopa Glucosa, polvo de Calabaza, Despu6s anada el agua frfa o caliente y remueva hasta 
Sal su completa disoluc6n. Ya esti lista para tomar. 
Amido modificato, Mettere una Bustina(15g) Nellcqua(8Occ) Fredda o 

Zucca Zuppa Zucchero, Glucosio, Acqua calda. Sciogliere e Bore. 
Polvere di Zucca, Sale 
Gemodificeerd Zetmeel, Doe de inhoud van het Zakje(15g)in een kop, enPompoen Soep Suiker, Glucose, meng dit met 8cl warm of koud water. Even r~eren 
Pompoen poeder, Zout en klaar. 

Imit-VA, i, mm, *Nl ;5 15ZW,,34,0gALRf 

< 

I 0rMU-i gin kill 'A~*. 



Character POWDERED 
Ths r'star tSQUASH soup powder is m ade from high qualityfresh SQUASH w1 h has a sweet taste and delicious flavour. 
Jus: st: and serve mr-redately.
Th~s : .'-_j:ts c ,-ta ',s no artificial'flavours, colors and 

Ingredients Direction 
Modified Starch, sugar. One pack 15g(0.53oZ) of Squash souprGlucose. S-uash powder, powder requiries only the addition-ofsalt 80cc (2.70f oz) cold or warm water..Modifiz,erte starke, Zucker, Den Inhalt einer packung(15g) in eine 

" - sOUP " 

glukose. Kurbis pulvier, Tasse geben und mit heissem odersalz kaltem wasser aufh il/en. Kurz umruhren und fertig 
Amidon rnodifre, Sucre. Mettez un sachez de ce produit (15g)
Glycose otirmm en poudre. dans un verre Versez environ 80cc
Sel deleau et agitez doucement 
F~cula rodificadla Azficar, Vierza el contenido de un sobre(15 ) 

: F~codlarf c ad . Az c ar e n u na taza . De s p ufts a na da el a gua 

Glucosa -olvo de calabaza fria o caliente y remueva hasta su 
Sat complete disolucion. Ya estA lista para tomar. 

Amidi od f~cato Mettere una Bustira(15g) NellicquaZucchero. Glucosio. Farim a (80cc) Fredda 0 Acqua calda. Sciogliere
di sQuash. Sale e Bere. 
Gemodlceerd Zetmeel . Doe de inhoud van het Zakje(15g)in rSuiker. Glucose. Pompoen. een kop. en meng dit met 8cl warmpoeder. Zout of koud water Even roeren en klaar. 
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o f-srClag fron h.ta 
.ualt fresh SQUASH 

One beC~k lSg of SQUASH 
,op 0o- -eo,.re one 

or warm waler No further 
cooAn or peart,pn . 

Just etar an. serve ,ryre'Stcl "sy ofdutTh conr..et 
tans no 8C1rt,;al flaoura 

INGREDIENTS! 

Miodt~fj starch 
SQUASH powder
 

lucose. Sugar. Salt
 

PM PARPAllON
 
Qo.9- peck 1Sg(O 530.
 

SQUASH DoWe. ana 

Ciro 
'Add warm or cold water

8 .ml(2 l flo ) 

(lStm an ready to erva 

KEEP DRY & COOL PLACE 

See base of case 

aiO~icedby 

LTD Korea 
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- LII -- (PRODUCTS I1ONORMTONS) 

PRODUCTS SQUASH SOUP RICE NECTAR 

4 0I 

CHARAC -

TERISTICS 

Our products instant soup produced 

by methods of Selatinigation and 

freeze-dry with accurate quality 

control products and convenience 

food can be served adding hot or 

cold water anytime you need. 

Korean.traditional drink 

SIKHE is real natural 

4 times cold watre mixing 

type drink SIKHE to making 

dehydrated by extract 

Barley malt into rice and 

fermentation 

S 

INGREDIENT 

_J 

El 

3Uc.1 

(PUMPKIN POWDER) 27.0% 

NATURAL 61.0% 

(STARCH) 28.0% 

(SUGAR) 27.6% 

(GLUCOSE) 15.0% 

(SALT) 2.4% 

'(RICE) 18% 

_Y_ 2C ( BARLEY 

MALT EXTRACT) 35% 

AjEJ(SUGAR) 47% 

-4Ull11 

(4 times water mix) 

3 

PACKAGE 

5Sgr tea/pack 

(0.53 oz) 

300gr CAN 

(I0.58oz) 

TERM OF 

SUPPLY 

ALL SEASON ALL SEASON 

BAR-CODE NO 159r(O.53oz) 

8801125000126 

3009r(IO.58oz)CAN 

8801125002007 
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NEWS
 

Indian Pepper to Reign Supreme
 
ith Indications of It is to be recalled that are taking several tactics to against 81 to 82 cents 8.000 tonnes. However, 

favourable trend 
tickling in from 

international pepper mar-

during the January-March 
season last year, pepper 
producers rushed their pro-

avoid this loss, especially 
spreading of rumours that 
oiher pepper producing 

quoted for Indian popper 
which suggests that there 
would be no scope for un-

Vietnamese pepper cannot 
compete with the quality of 
Indian variety. 

ket that the Indian pepper duct to Kochi market fol- countries would rush large healthy competition be
would control the world lowing steep fall in prices quantities of stock to inter- tween the two. Similarly in As and when the U.S. 
market this year, the en- selling it at Rs 25 to Rs 30 national market. Minimis- Brazil, where the pepper importers are eagerly wait
thtralled pepper cultivators 
of Kerala are taking all care 

per kg. Later, when there 
was shortage and greater 

ing the present shortage of 
pepper stock in the interns-

harvest is in August, pro-
duction won't be more than 

ing to procure as many In
dian pepper as possible, 

and precaution not to rush demand for popper, the tional market will reduce 25,00 tonnes whose main commonly known as'Mala
their produce to the market 
so as to reap higher profits 
after waiting for some time. 

At present, pepper is 

middle-agents including 
government agencies 
reaped high profits by re-
selling it to make a profit of 
more than Rs 40 per kg. The 

the heavy demand for Indi-
an peppez and will auto-
matically lower the inter-
nal prices in India. Based 
upon this calculation, the 

target is European market, 

Besides India, the only 
country that reached the 
world market with popper 

bar popper', pepper grow. 
ers of Kerala expect the 
good old days of mid-g0s to 
be repeated this year by 
fetching price for their pro

available only in India. Its precautionary measure exporters spread rumours stock is Vietnam during the duce. 
stock in the other three ma- taken by the pepper pro- in order to terrorise the present season whose total 
Jor pepper producing coun-

itries, viz. Indonesia, Brazil 
ducers now is to avoid fac-
ing the same blunder this 

popper growers so as to 
force them to release their 

production Is loss, than 

and Malaysia, is almost year. Obviously, this had stocks at the Kochi tnrmin
al market. 

Indian pepper 
growers expect a 

good deal as the US 
Importers are 

eagerly waiting to 
procure as muchIndian pepper as 

possible. 
negligible to meet the inter- shocked the exporters who 
national demand. Produc- already entered into agree
tion of* pepper in these 
countries suffered heavily 
this year due to bad weath-
er conditions and plant dis- 

ment with foreign Impor
ters. After waiting helpless-
ly at the Kochi terminal 
market during the past 

Knowledgeable sources, 
however, point out that 
there was no basis for these 

eases. three months to witness rumours. Pepper cultiva
meagre arrival of pepper, tion in Malaysia, for exam-

Foreseeing the shortage they went to.the producing pie, will start only In May 
of pepper in international 
market this year. the U.S. 
importers entered into 
agreement with Indian ex-
porters in mid-1993. When 
the Indian pepper fetched 

centres like Idukkl district 
for procurement only to be 
refured empty-handed. 

On an average 25 to 30 
loads of pepper used t3 

and the total production 
there is expected to be 
around 18,000 tonnes this 
year as against their aver
age annual production of 
30,000 tonnes. Similarly, 

46 to 48 cents per pound in 
international market in 

reach Kochi market per day 
during January-March sea-

there is not much credibil
ity to the report suggesting 

mid-1993, agreements were 
made to supply it for 50 to 

son, which has been re-
duced to 4 to 5 loads during 

that Indonesia would rush 
to the international market 

60 cents per pound this the current season. As 60,000 tonnes. including 
year. The calculation of In- against 11,857 tonnes pep- 10,000 tonnes of last year's 
dian exporters to corner per exporter during Janu- buffer stock, in June this 
pepper stocks during the ary-March, 1993. it was year. At a time when there 
January-March season at a only 8,275 tonnes this year. was huge crisis for pepper 
low price of 40 cents per 
pound appears to have mis-
fired due to the clever 

Notably, this year's export 
was done upon the fresh 
prices fixed during the sea-

and increasing demand last 
year, Indonesia would not 
have held back 10.000 ton

move of pepper farmers, son, and not as, per the nes buffer stock which 
especially 
with hold 

in Kerala, to 
their produce 

agreenet reached in iid-
1993 between the exporters 

weighs heavily to counter 
this claii. Also, half of the 

and not to rush it to the and U.S. importers. it is total production of Indone
market. By November- feared that the exporters sis reaches the internation-
December, 1993, pepper are likely to face a loss of al market a white pepper. 
price rose in the interna-
tional market following the 

around Rs 15.000 per tonne 
to meet the orders as per 

Therefore, it is expected 
that arrivals from Indonesia 

limited stock available their agreement last year. this year will be only 
with the major pepper- around 25,000 tonnes. 1l' 
producing countries 
than India. 

other According to pepper 
producers, the exporters 

present Indonesia price 
quotation, is 85 cents as 
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One of the largest 
producers of Gherkins 
in India, Oceania 
Peninsula is totally 
managed by 
professionals with wide 
experience in 
Horticulture locally and 
abroad, supported 
technically by an 
overseas collaborator. 
Oceania Peninsula 
has developed 
intensive productive 
areas and scientific 
cultural packages to 
meet customers needs 
year round 
Quantitatively and 
Qualitatively. By virtue 
of inherent productve
soils, well distributed 
precipitation, opimum 
temperature all year 
round and disciplined 
progressive growers in 
the file, this company 
guarantees, quality, 
quantity and 
promptness in supply. 

The Company has a well 
laid out, hygienic 
mechanised factory on 
its own land in the 
heart of India's largest 
vegetable growing 
area. Additional 
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T Jfacilities for research 
and development in 
varietal plant culture 
and processing of 
various vegetables is 
also available. 

Oceania Peninsula is 
currently exporting 
Gherkins to North 
America, Europe, U.K., 
Australia and the far 
East. 

Further afield the 
company with its R & D 
arm has been 
experimenting with 
success growing and 
processing of pickle 
onions, pearl onions, 
garlic pearls, french 
beans, baby corn,
 
chillies (Pepper' and 
mixed vegetables all of 
which will be offered in 
the near future. 
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PRODUCT LIST 

"Gherkins in Brine (14% brine + Lactic acid min 0.60 %) 
"Gherkins in Acetic Acid (Acid min 3%,sait min 4 %) 
• Gherkins in natural Alcohol Vinegar
 
(Acid min 3 %, salt min 4 %)
 

All the above available in 5/10, 10/20, 20/30, 30/40, 
40/60, 60/80, 80/100, 100/120, 12.0/140, 140/160, 
160/200, 160/300 & 200/300, croukeds and Nubbins 
(numbers per kilo) 

* White onions in Acetic Acid (Acid mir13 %, salt min 4 %) 
* 20/25, 25/30, 30/35, 35/40, 40/45, 45/50 all in
 
millimeters
 

* Hot pepper in brine 
* Hot pepper in Acetic Acid 

PACKAGING 

Packed in HMHDPE Food grade drums of volume
 
150 litres, 220 litres and 240 litres.
 

I
 
OFFICE:. FACTORY: 
452/1, IV Main P.O. Box. 2, Third Mile,
 
Indiranagar, IIStage, Malur- Hosur Road, Malur
 
Bangalore - 560 038. Karnataka. INDIA Kolar Dist.
 
Tel: 91-60-5593324 Karnataka, INDIA
 

91-80-573629 Tel: 91-81512-2452 
fAX: 91-80-5593324 

91-80-562449 
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The Specialty Coffee Association of Brazil gathers the 
most prestigious coffee producing Estates in the country. 
These particular estates have maintained century old 
traditions in their careful production of the finest 
Brazilian coffees. Generations of proud farmers have 
refused to abandon the age-old practices for 
producin- and processing coffees even though they 
would not be rewarded for such devotion for a long 
time. 

Throughout decades of government control over the 
coffee trade, few exporters were granted export licences 
and the finest coffees were used to upgrade the lower 
quality product by blending. The resulting product was 
known as "Santos" typ: and consequently was never 
as consistent as the pure estate coffees. Now with 
deregulation of the coffee trade, these superior coffees 
are offered exclusively for the first time through the 
Specialty Coffee Association of Brazil. These 
producing estates can finally market the best of their 
production to the discerning Specialty consumers in 
the USA. 

While keeping to those cherished traditions, these 
estates have wisely chosen the best of modern 
technology for the selection and quality control of the 
superior lots produced on their plantations. These 
coffees are offered solely on a stocklot basis and not 
sold by description. Independent quality controllers 
carry out the certification of these exclusive coffees. 

The types available are:vlI6,,, 
- Washed South Minas: a complete coffee, with a well 
rounded sweet flavor, a full body and a mild acidity. 
- Natural Cerrado: ideally suited for espresso, this 
coffee is a must in any gourmet espresso blend in 

Italy. 
- Washed Bahia: on the rolling hills of coastal Bahia, our 
producers developed a very special method of selection 
that greatly improved these gentle coffees. 
- Washed Moglana: the oldest plantations in the region 
closer to Santos produce a sweeter, medium bodied coffee. 
- Semi-washed South Minas: asmild as anywashed Brazil 
can be, yet this very hare to produce coffee has a fuller 
body. 
- Natural South Minas: the best known fine Brazil, a 
full bodied coffee with mild acidity and characteristic 
sweet flavor, 
- Semi-washed Cerrado: for the espresso lover that 
wants a milder coffee, this Cerrado will be uniform 
and complete in itself, 

I BAHIA 

CERRADO 

1 SOUTH MINA 
. MA 

MOGIANA 

BAHIA 
STATE 

MINAS GERAIS 

STATE 

SAO PAUL0 

Pod.o o 

Estates in South Minas will normally produ 
two or three of these types. In the Cerrado region, al 
in Minas Gerais state, estates will produce usual 
natural coffees, and sometimes semi-washed Cerrac 
All Bahia specialties are washed coffees. 

Due to the special climatic conditions in the growi 
regions, the well defined seasons and the high latitude 
which they are grown, these coffees have a naturally 1 
caffeine content. Although they have a strong personal 
and cannot be mistaken for other origin,- they 
kinder on the health of the loving consumer! 
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EXPRINSUL COFFEES, ALWAYS SOMETHING SPECIAL
 

Brazil isthe world leader in producing superb character, Additionally EXPRINSUand exporting green coffee, and out can offer coffees cultivated and prepare
of that brazilian production, EXPRINSUL with extreme care from its own farm:customers always receive the finest FAZENDA SANTA ROSA and FAZEND,
coffee available from each crop. Vol
EXPRINSUL offers specialty coffee blends,,PROGRESSO. Contact your agent or th
such as MULATA, FAZENDA PLANICIE and EXPRINSUL offices direct with your questior
FAZENDA SANTANA, each with its own 

-

or your own special coffee need 

FAED N D A F AiTh

_WASHED 

COFFEE s 

PURECERRADOCOFFEE TA N E M W A S H ED C O F F 



GET TO KNOW EXPRINSUL'S SPECIALTY COFFEES BETTER.
 
FAZENDA i'FAZ EN.DA^ 

PLANICIEL 0-Ag 
EXPRINSUL'S 

SPECIALTY 
*05 

A*II I2o , 
COFFEES 

I D . I 1 0 H A L C 0 1 F I IF . _ 

KIND O NPREPARATION NATURALDRY NATURALDRY NATURALDRY WASHED SMWSE 

ORIGIN 

THEBEANS OF MULATA" 
GROWS IN THEBEST FARMS 
LOCATEDIN THESOUTHOF 
MINAS GERAIS. TRANGULO 

MINEIRO' AND HIGHOF MOGDANA 
REGION WHICH ARE2800 TO 

3003000 300FE _SVTHE SEALEVEL 

THE BEAMSOF "FAZENDAPLA4NCIE 
COFFEEGROWS IN THE BESTFARMS 
LOCATEDIN -TRLRNGULOMINEIRO 

REGION.WHICHARE 2500 TO 
3000 FEETABOVETHE SEALEVEL 

Th BEANSOF 'FAZENDA SANTANAT 
COFFEEARE IN THE BEST FARMS 

LOCATEDIN THE SOUTHOF 
MINASGERAIS. TRIANGULO 

MINEIRO AND HIGHOF MOGANA 
REGIONWHICH ARE 2BOOTO 

FELTAD THE SEA LEVEL .30 ETAOETESE EE 

I 
TH FZENDA S A RO IS ANFAENDA 
EXPRI;S:UL'SPROPERTY.LOCATED

AT9.00 MILES OFVIP.!PAA IN THE CITY 
OFELOIMENDES. ASA MATTEROFFACT. 

THISFARM WAS THERESPONSIBLE 
FOR THE FOUNDATION OF EXPRINSUL 

PRORESSO IS 
AN RINSULS PROPERTY.
LOCATEDAT3.10 MILES OF 

FAZENDASANTAROSA IN 

THE CITY OF ELOT MENOES. 

HARVEST 

THE HARVESTIS CARRIEDOUT BY HAND. 
USINGA CANVAS. IN SUNNY DAYS ONLY. 

AO AFTERASSURINGTHAT80% 
OF THECHERRIESARE RIPEN. 

THE HARVESTIS CARRIEDOUT BY HAND. 
USING A CANVAS. IN SUNNYDAYSONLY. 

ANDAFTERASSURINGTHAT 80% 
OF THE CHERRIES ARE RIPEN. 

THE HARVEST IS CARRIEDOUTBYHAND. 
USING A CANVAS, IN SUNNY DAYSONLY. 

AND AFTER AJSSURINGTHAT80% 
OF THE CHERRIES ARERIPEN. 

THE HARVEST IS CARRIEDOUTBYHAND. 
USING A CANVAS. IN SUNNY DAYSONLY. 

ANDAFTERASSURINGTHAT80% 
OF THE CHERRIESARERIPEN. 

THE HARVEST IS CARRIEDOUTBYHA 
USINGA CANVAS. IN SUNNY DAYS O0 

ANDAFTERASSURINGTHATSO% 
OFTHE CHERRIES ARE RIPEN. 

THE COFFEE IS SUBMITTEDTO THE THE COFFEEIS SUBMITTEDTO THE THE COFFEE IS SUBMITTED TO THE THE COFFEE IS SUBMITTEDTOTHE THE COFFEEIS SUBMITTEDTO THl 

HYGIENE 
CLEANINGPROCESSIN A WASHING 

MACHINE.THIS EQUIPMENTCLEANSTHE 
COFFEE AND SEPARATETHE BEANS BY 

DENSITY.AS A RESULT. EACHLOTIS 
UNIFORMAND READY FORGOOD DRYING. 

CLEANINGPROCESSINA WASHING 
MACHINE. THIS EQUIPMENT CLEANSTHE 

COFFEEAND SEPARATETHE BEANS BY 
D-NSTY. AS A RESULT. EACHLOT IS 

UNIFORMAND READY FOB GOODDRYING. 

CLEANINGPROCESSIN A WASHING 
MACHINE. THIS EQUIPMENT CLEANS THE 

COFFEEAND SEPARATETHE BEANS BY 
DENSITY.AS A RESULT. EACHLOTIS 

UNIFORMAND READY FORGOOD DRYING. 

CLEANINGPROCESSIN A WASHING 
MACHINE.THIS EQUIPMENTCLEANSTHE 
COFFEEANDSEPARATETHE BEANSBY 

DENSITY. AS A RESULT.EACH LOTIS 
UNIFORM AND READYFORGOODDRYING. 

CLEANINGPROCESSIN A WASHIN 
MACHINE.THIS EQUIPMENTCLEANS 

COFFEEAND SEPARATETHEBEANS 
DENSITY. AS A RESULT. EACHLOT 

UNIFORMAND READY FORGOODD8 

PUN_ _MACHINE. 
AFTERPASSINGTHROUGHTHE WASTING 

THE FULLYRIPEN CHERRIES GOTO 
AFTERPASSINGTHROUGHTHE WASY 

MACHINE.THE FULLY RIPEN CHERRIES 
THEPOLPING MACHINE.WH"ERETHE OUTER 

SKLNIS PEELED. UP TOTHIS PROCESS 
THE POLPING MACHINE. WHERE THE C

STUNIS PEELED. UPTO THIS PROCI 
THE COFFEEBEANKEEPSTHE MUCILAGE. THECOFFEEBEANKEEPSTHE MUCOL 

NEXT.THEBEANSARETAMEN 
FERMENTATIONTANK TO THE FERMENTATIONTANKWHER.ETHEY STAY FOR

APPROXIMATELY20 HCURS 
TO REMOVE THE MUCILAGE. 

TERRACES 

AFTERTHE COFFEE PASSES THROUGHTHE 
WASHINGMC INE. IT IS TAKEN TO THE 

PAVEDTERRACEFORAPRE-DRYING. 
ITTAKESANAVERAGEOF 3 TO 5 DAYS. 
THE BEANS MUST BE MOVED HOURLY 

TO AVOID COFFEEFERMENTATION. 

AFTER THE COFFEEPASSESTHROUGHTHE 
WASHINGMACHINE.IT IS TAKENTO THE 

PAVEDTERRACEFORA PRE-DRYING. 
IT TAKESAN AVERAGEOF 3 TO 5 DAYS. 
THE BEANSMUST BEMOVEDHOURLY 

TO AVOID COFFEE FERMENTATION. 

AFTERTHE COFFEE PASSES THROUGHTHE 
WASHING tACHINE.IT IS TAKEN TO THE 

PAVEDTERRACEFORA PRL-DRYING. 
IT TAKES AN AVERAGEOF 3 TO 5 DAYS. 
THE BEANS MUST BEMOVEDHOURLY 

TO AVOID COFFEE FERMENTATION. 

AFTER THE COFFEEPASSES THROL3H THE 
WASHINGMACHINE.ITIS TAKENTOA 

PAVEDTERRACEFORA STAGE OF 
PRE-DRYING. IT TAKES AN AVERAGEI DAY. 

THE BEANSMUST BE MOVEDHOURLY 
TO AVOID COFFEEFERMENTATION. 

AFTERTHE COFFEEPASSES THROUG. 
WASHINGMACHINE. IT IS TAKEN T 

PAVED TERRACE FORA STAGE01 
PRE-RYING. IT TAKES AN AVERAGE: 

THE BEANSMUST BE MOVED HOUI 
TO AVOID COFFEE FERMENTATIODI 

DRIER 
IN THISSTAGETHE BEANSARE 

ALMOSTDRY. FROM THE TERRACE 
THE PARTIALLYDRYBEANSARE TAKEN 

TO THE DRIER. THEDWELLTIME IS 
FROM30 TO 35 HOURS AT A CONSTANT 
TEMPERATUREOF 104 UF.THUS. COFFEE

HITS THE IDE;ALHUMIDITYOF 11$L 

INTHISSTAGETHE BEANSARE 
ALMOSTDRY. FROM THE TERRACE 

THEPARTIALLYDRY BEANS ARE TAKEN 
TO THE DRIER. THE DWELL TIME IS 

FROM30 TO 35 HOURSAT A CONSTANT 
TEMPERATUREOF 104 'F. THUS. COFFEE

HITS;THE IDEAL HUMIDITYOF 11%. 

IN THIS STAGETHE BEANSARE 
ALMOSTDRY. FROM THE TERRACE 

THE PARTIALLYDRYBEANSARE TAKEN 
TO THE DRIER. THE DWELL TIME IS 

FROM30 TO 35 HOURS AT A CONSTANT 
TEMPERATURE

HITSTHE IDEAL HUMIDITF1% 

IN THIS STAGE THE ,:'ANS ARE 
ALMOSTDRY. SO. ITS GOES 

TO THE DRYNG MACHINE. THE 
PERMANENCEOFTHE COFFEE 

HTTE D.HYOF 11O E1 

IN THIS STAGE T'IE BEANSARE 
ALMOSTDRY. SO. ITS GOES 

TOTHEDRYINGMACHINE.THE 
PERMANENCEOF THE COFFEE 

IS FROM 30 HOURS AT A CONSTAF 
OF 95 F. THUS. COTTERTUE" 95 IHU SrTCOF1 

AFTERGOING THROUGH THE DRIER. THE AFTERGOINGTHROUGHTHE DRIER. THE AFTER GOING THROUGH THE DRIER. THE AFTERGOING THROUGH THE DRYING MACHINE. AFTERGOINGTHROUGH THE DRYINGM 

STORAGE COFFEEHAS ITS OUTERSKIN DRIED.SO. IT ISSTORAGEDIN WOODEN BINSWHERE THE 
PROCESSOF DRYING 1S UNIFORMLYCOMPLETED. 

COFFEEHAS ITS OUTER SKJNDRIED. SO.IT ISSTORAGEDIN WOODENBINS WHERE THE 
PROCESSOF DRYING IS UNIFORMLYCOMPLETED 

COFFEEHAS ITS OUTERSTUNDRIED. SO, IT ISSTORAGEDIN WOODEN BINS WHERETHE 
PROCESSOF DRYING IS UNIFORMLYCOMPLETED. 

THECOFFEEISIN PARCHMENT. SO. IT IS STORAGEDIN WOODENBINS WHERE THE 
PROCESSOF DRYINGIS UNIFORMLYCOMPLETED. 

THE COFFEE IS IN PARCHMENT. SO.STORAGEDIN WOODEN BINSWERI 
PROCESSOFDRYINGIS UNIFORMLYCD'X 

ENHANCEMENT 

THE EMHANCEMENTOCCURS 
AFEW DAYS BEFORE SHIPMENT 

TO THE FINALDEINSTATION.
ATTHISPOINT THEBEANSARE 

TAKENFROMTHE HUSKS. 

THE ENHANCEMENTOCCURS 
A FEWDAYS BEFORE SHIPMENT 

AT THIS POINTTHE BEANSARE 
TAKEN FROM THE HUSKS. 

THE ENHANCEMENT OCCURS 
A FEW DAYS BEFORESHIPMENT 

TOTHE FINALDESTINATION.
AT THIS POINTTHE BEANSARE 

TAKEN FROM THE HUSKS. 

THE ENHANCEMENTOCCURS 
AFEW DAYSBEFORESHIPMENT 

TO THE FINAL DESTINATION. 
ATTHIS POINT THE BEANSARE 
TAKENFROMTHE PARCHMENT. 

THE ENHANCEMENTOCCURS 
A FEWDAYSBEFORE SHIPUENT 

T THE FINAL DESTINATION. 
AT THIS POINT THEBEANSAE 
TAKEN FROM THEPARCHMENT 

FINALLYAFTERUNDERGOING FINALLY.AFTERUNDERGOING FINALLY.AFTERUNDERGOING FINALLY.AFTERUNDERGOING FINALLY. AFTER UNDERGOING 
FINAL 

PROCESS 
TE PROCESSAROVE. THE COFFEE 

IS ELETROICALLY SELECTED 
I OROR TO PREVENT 

DTEFEIVE BEANS TO BE SHIPPED. 

THE PROCESS ABOVE.THE COFFEE 
IS ELSTRONICALLY SELECTED 

IN ORDERTO PREVENT 
DEFECTIVEBEANSTO BESHIPPED. 

THEPROCESSABOVE.THE COFFEE 
IS ELETRONICALLY SELECTED 

IN ORDER TO PREVENT 
DEFECTNVEBEANSTO BE SHIPPED. 

THE PROCESSABOVE.THE COFFEE 
IS ELTRONICALLYSELECTED 

IN ORDERTO PREVENT 
DEFECTIVE BEANS TO BE SHIPPED. 

THE PROCESS ABOVE.THECOFF1 
IS ELETRONICALLY SELECTED 

IN ORDER TO PREVENT 
DEFECTIVEBEANSTO BE SHIPPE! 
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Nestled in the mountainous region of 
the Western Cape, just an hour from
 
Cape Town, the town of Wellington has
 
become synonymous with the finest quality
 
fruit and wine grown and produced in South Africa.
 

It ishere, in Wellington, that SA Dried Fruit maintains a long tradition of producing 
some L;f the world's best dried fruit and dried fruit products. 

Now, one of these great South African products of that fine tradition, is available 
worldwide - Safari Real Fruit Snacks, an assortment of exciting and rhouthwatering snacks 
for adults and children alike. Made from the best quality wholesome, sun-dried fruits and 
fine sugar, these great tasting snacks are healthy and nutritious. 

For more information, contact the agent responsible for your area today. 

SAFARI REAL FRUIT SNACKS 

NE'T DIMENSIONS 
PRODUCT FLAVOUR EAN CODE CASE CASE 

600 1020- PACK WEIGHT MILLIMETRES CUBIC 
L W H METRES 

Sticks Peach 016051 24x250g 6kg 310 220 185 .0126
 

Sticks Apricot 016037 24x250g 6kg 
 310 220 185 .0126
 

Sticks Assorted 016044 24x250g 6kg 310 220 185 .0126
 

Cubes Assorted 016068 12x250g 3kg 310 220 185 .0126 

Flakes Assorted 016075 12xl50g 1.8kg 310 220 185 .0126 

U tedKngdor & Ireland BelgxJm.Holland. France, 1Inn 
Astria. SpainSwitzeulani, Germany nd~nav, 

Agrirnar Limited I3elfrudis NV E A Springer & Co GMBH Fruman BVBA
184 Ma Road 8,gn HIt Venstraat 157 Ste, arnrr87 Venstraam6
 

Westerha- KENT INI6 388 B.2900Scholn D -2099 'aWbrg B.2900 Schoen
 
Unled Kgdon Belg Jn Germany Belj.mn

P1rin1e9(959) 540 CDO Phone (0J)605 0166 Phore(40)241 366 Phone(03) 685 0645
Fax ( 59) 540 103 Fa (03)685 0307 Fax(40) 249 430 Fax(03) 685 1733 

Manufactured by SA Dried Fruit Co-op Ltd. I I Main Road, Wellington, South Africa 

PRODUCT OF SOUTH AFRICA 
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P1 
RKET SURVEY: EXOTIC FOODS
 

Licence to indulge
 
One man's meat is
 

another man's poison as
 
the popularsaying goes
 

and this is indeed an
 
apt analogy to mnake
 
when discussing the
 

F 

whims andfancies of
 
Europeanexotic food.
 
Simon Warburton.
 

or what the average Briton 

might regard as exotic or 
indulgent, (almost everything 

outside his shores actuallyl) might 
seem quite mundane and ordinary 
to a Frenchman, although the 
ancient prejudicial and chauvinistic Tempting oriental delights from Klmarmor ofFrance 
factor applies to food just as much 
as national politics and phenomenon. There are now has extended to the British kitch
characteristics, more Indian restaurants in Lon- en as well as restaurants with 
. People are farmore inclined to don for example, than in the whole more and more Britons experi
judge food on what they perceive of Bombay and Delhi combined, menting with spices, in particular 
to be international traits than they again as a direct result of British in their cooking.
would say, washing machines or involvement over a century in the According to the marketing intel
fridges. sub-continent. ligence agency, Mintel's, Ethnic 

The French, traditional and many The list goes on in Europe, with Food report, the UIK spent £366m 
would say, rightly self-appointed Moroccan cuisine present in on ethnic food ingredients, ready
guardians of European gastronomy, Spain, Indonesian dishes in Hol- meals and snacks last year. This 
would be somewhat incredulous land, Turkish food in Germany has nearly doubled from £196m in 
that anyone might think snails, frogs and so on. 1989 and Mintel estimates it will 
legs, or couscous, to be anything Economic purchasing power reach as much as £430m by the 
but commonplace. But put any of plays a major role in this area of end of 1994. 
those in front of a German or Brit- food too. Dramatically improved Indian and Chinese foods are the 
on and the reaction would be very living standards, despite the on- most popular, but in recent years,
different. slaught of the 90s recession, has British consumers have branched 

An obvious but important point to meant far more disposable in- out to use a wider variety of exotic 
make about the latter dish is that come to buy what was once foods and the demand for Mexi
couscous ir not indigenously thought frivolous and indulgent. can, Thai and Indonesian products
French. It is actually a by-product Greater exposure to 'foreign' has grown rapidly.
of France's colonial heritage, dat- influences, through the advent of Six out of ten respondents
ing from her days in Algeria and the packaged and tailored holi- claimed to have eaten some type
the strong influence of western day, has led to increased curios- of ethnic food, with Chinese the 
Africa in general. Any stroll around ity about overseas food, and the most popular with 42% saying they 
a French town will also usually net consumption of it domestically, had eaten this type at home. Indi
the observer a plethora of 'restau- adds to the memories enjoyed an varieties came second with 
rants indo-chines,' harking back to abroad. 37%, while Mexican food had a 
the days when gal!ic influence in British exofico British following of nearly 21%. 
the Far East was at 'ts height. Nearly one in ten had tried one 

Returning after what was often a of the more unusual ethnic foods 
considerable period of time in ei- Of all the European countries, it such as Thai, Malaysian or Afro
ther the Orient or Algeria, the is perhaps Britain that considers Caribbean. 
French 'pieds heirs' as they be- food to be exotic where others "People are becoming more ad
came known, wanted to experience might merely describe it as venturous in their use of ethnic 
in domestic cooking, the cuisine unusual. loods and many are taking the 
with which they had becoma famil- Long renowned and perhaps trouble to produce authentic dish
iar after so many years. unfairly so, for its tendency to es from scratch," said Mintel re-

The influx of settlers from ex-co- orientate towards conservatism, search analyst, Helen Ruddick. 
lonial countries also provided the the British palate has proved ex- "The complete ready made 
structure to supply that need, and tremely adept at welcoming influ- meals are popular as they require
it has by no means been a French ences from overseas. This trend no effort to prepare but our re

Eu,#ropean Supe) lls•A tmul1. 
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search shows that a fifth of ain and set up Balti hous
the adults made an Indian es, with many established 
or Chinese meal from Iin the early 1970s, espe
scratch in the three months cially in the Midlands. Balti 
before the survey, while one food was traditionally the 
in ten cooked a complete preserve of the wandering
Mexican meal." Indian nomads in the moun-

Those in the south of the tains, who would only have 
UK and in Scotland are the one utensil - the Balti pan 
keenest cooks of all types in which food was prepared
of ethnic food, while Mexi- and served to conserve 
can or Indian food is least fuel. 
likely to be cooked at home Today, in the UK, the tra
by those in the north west. dition is carried on with the 

Mintel tips Mexican, Thai pan being brought to the 
and Afro-Caribbean food as customers' table straight 
being the sectors which will Frozen classic Sushi from Benoist from the kitchen. 
show the most growth in the Indian food is increasing
next five years as people search Oriental food. ly being eaten in and taker, away, 
farther afield for new experiences. "Many of the connections go from a growing variety of restau-

Number one ethnic food produc- back to colonial routes - such as rants and this is filtering through 
er in the UK, Sharwood's, has Indonesian/Dutch or Vietnamese to home cooking.
market leading shares of 63% for and Cambodian/French. The re- Sharwood's is monitoring these 
Indian and 49% for Chinese in an cent success )f Mexican food changes in habits and believes it 
ethnic market worth £75m. across Europe has whetted the is where it can take the lead in 

According to Susan Millington, appetite for more spicy food and developing new products. Susan 
Sharwood's marketing director: we see Indian as the next trend." Millington added: 'We have found 
"There are an increasing number After the partition of the Indian European customers are becom
of European consumers interest- sub-continent in 1947, thousands ing more sophisticated in their 
ed in all types of Asian and of Pakistani Moslem's came to Brit- taste for spicy food with more 
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"The Sanchi range provides Brit
ish consumers with a range of 
specialist foods," said Lisa Math
ews for Western Isles' parent com
pany, Community Foods. "Tofu 

,, 	 is rapidly becoming one of the 
more popular new foods for the 
housewife, who is keen to exper
iment with this high protein, low
fat ingredient. 

X"', Swedish Blue is'one of several 
,,, cheeses being marketed in the UK.
 

by Aria Cheese, and Is already
selling in supermarkets such as 

. Sainsburys. The company intends 
to present the Swedish Blue van
ety to other supermarkets, afterSupply problems may lead tocountries ouside flussla producing Caviar its recent success at the Nantwich 
International Cheese Show, where 

variations being demanded on the of pickles, chutneys and rice as it was judged Reserve Supreme 
standard curry theme." well as plain, madras spiced, Bom- cheese. 

This would appear to reflect a bay spiced and green chilli and 
growing pan-European desire for garlic spiced poppadoms -all from Greece 
more authenticity in currier., with supermarkets. With the noticeable 
basic dishes giving way to speci- trend to eating in rather than out, Legend has it that after God had 
alities such as Tandoori, Tikka the large chains all stock a wide created the world, he decided to 
Masala, Kashmiri, Do-Piazza and variety of eastern products to ca- plant trees and plants to make it 
Balli. tar for this demand. beautiful, starting with Canada and 

Sharwood's also produces a From Singapore comes a range northem Europe and so on until 
range of products to encourage of eastern snacks from he was out of material. Suddenly
cross purchasing, such as poppa- Orlentalls, with its satay broad- he noticed a small place in the 
doms, chutneys and rice and In- beans and garlic/chilli flavoured Mediterranean, which was 'naked' 
deed, everything needed to create peanut crackers as well as Orien- and as he was out of trees and 
an entire Indian meal, is now tal mix and spicy prawn rclls. The plants, He decided to plant all 
available in supermarkets. range is available in packs from manner of herbs. 

Sharwood's curry powders are 40gm to 2kg and the company Well, it is a nice story, but the 
made from blends of 21 different claims retailer margins should be fact remains that Greece does 
spices, consisting of mild, medium in the region of 40%. possess a huge range of herbs, 
and hot powders. The company New products for the company, which it uses for myriad purposes, 
also supplies Tikka and Tandoori which imports into major Europe- including medicinal ones. They are 
spice mixtures as well as Naan an countries, include oriental cur- also often used in tea, from cham
bread mixes. ry mixes for Beef Rendang, Satay (mounomile, mint (diosmos), tilio 

With the number of Indian res- Marlanade and Satay Peanut tain tea) as well of course as mint 
taurants expected to increase to sauce as well as Nonya Chicken tea. 
10,000 in the UK from the present Curry, hot Prawn Sambal and del- The use of herbs and spices In 
7,500, supermarkets can expect to icate Fish Curry. the Greek Kouzina (kitchen) 
see a strong increase inbuying to Western Isles has announced the makes for a wide variety of tastes 
create eastern dishes at home. launch of a new range of Japa- and flavours. Herbs such as basil 
With this in mind, Patak's of nese foods under the Sanchi la- (vassilikos), bay laurel (dafni), cin-
Lancashire, has now taken a 20% bel. The range 
share of the Indian food ingredi- comprises 25 
ents market and recorded a mas- products including
sive 92% jump inmarket share to Miso, Seaweeds, 
December 1993. crackers, noodles, 

Meal accompaniments tofu, soy sauces 
Meal__acompaniments_ and an instant 

Miso soup. 
The current Patak's range now Sanchi Tofu is 
extends from pickles, pastes, and spearheading the 
chutneys through to sauces injars, launch and is al
ready-made meals and ready listed in 
poppadums. It was the first Tesco, Waitrose 
company to launch a Baiti curry and Safeway. This 
paste and has equally introduced ambient version af . . 
tikka and tandoori flaveired mini- Tofu is packed in ;. 
poppaddums to the market. 250q Tetrapaks . 

The true curry devotee can now and retails for . 
also choose from myriad ranges around 99p. Arange otEastern snacks from Orlentalls 
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namon (kanella), dill (anithos), three months on the shelves, al- ofnorth west Spain. in Galicia. 
oregano (rigani), and thyme (thi- though the salt levels have to be From these srnaI beginnings 
mar) flavour all sorts of dishes. right to maintain the product's developed one of the world's larg-

Cinnamon is widely used in the freshness. There is also a dried est fish carning industries, which 
Greek stew, stifado, madp 'itn seaweed version available in su- has since learned to specialise in 
rabbi t or hare and plenty of tiny permarkets, which simply requires a whole range of gastronomic del
onions, to lighten up the heavier the addition of water to rehydrate icacies. 
onion taste. Surprisingly, Greeks it. Among these are fresh fried 
also favour the use of garlic in Sodebo of Montaigu, France, is anchovies, bullet tuna, crawfish, 
cooking. an innovative food manufacturer, elvers, hake roe, octopus, razor 

Greek honey has many subt:e which started in the Superfresh clams, salt-cod, scallops, sea ur
varieties as Greek bees dine on and Superpork Cuisine product chins and squid, toname a few. 
wild flowers, pines, thyme, bios- lines and is now active incatering 
som and a cocktail of wild plants for new more demanding eating Italy 
and forest flowers. Greek honey habits. 
is exported, with a popular variant Under its subsidiary company, Ibis, based in Busseto, Parma,
being thick, Greek yoghurt covered Kimarmor, Sodebo, manufactures produces high-quality deli-meat 
with honey and walnuts, a range of exotic foods, with an products including Mortadella,

oriental flavour, including several Pancetteria (rolled bacon in the 
France varieties of spring roll, with chick- Parma style) raw ham, Paramec 

en, prawn.and crab filling, as well (pre-packed products) and Meat 
France is the seventh largest as sauces, rice, doughnuis and Masters (European deli-meat line)
producer of seaweed and the north nougat. Pascal Cadorel, director Last year the company's turno
western region of Brittany, battered of communication at Sodebo, ex- ver was Lire70bn with expansion 
by the Atlantic, accounts fur 90% plained that the company had re- already afoot in Europe and the 
of French production. cently branched out on to the US, where it is distributed under 

Despite being regarded the label, Meat Masters of 
with trepidation by many, Europe.
seaweed has actually been One of Ibis' latest prod
eaten for centuries ineast- ucts is Cuor di Paese, the 
ern cultures, typically Chi- new Mortadella that main
na and Japan and tains its original taste but 
possesses many attributes which also has a fat reduc
which make it a particular- tion of 33%, with each slice, 
ly healthy product such as 'signed' with a heart sym
20% proteins, 40% glu- bol in the centre. 
cides and 1% lipids. The Italian fish farming

The Conseil Supdrieur de company, Agroittlca, has 
I'Hygi~ne in France hasL .started to produce caviar, 
authorised the commercial- which it claims to be of the 
isation of 12 French sea- same quality as Beluga.
weeds, which the French trom S&AFoodsAuthent'c Indian recipes Based in the lower Po val
are apt to name somewhat ley at Calvisano near 
coyly at times as Idgumes de mer European scene, namely Spain, Brescia, Agroittica is distributing its 
or sea vegetables. Belgium, Germany, Holland and caviar in 50g tins, at LireC0,000 

Algues de Bretagne, based in Luxembourg. each (C26) throughout a hundred 
Rosporden, Brittany produces sea- In Holland, another subsidiary or so delicatessens and food spe
weed for the restaurant trade has been set up, trading under cialist stores in Italy. 
across Europe and also for French the name of Sodebo BV, inorder The company has 136 hectares 
supermarkets and health shops, as to provide a launching pad for the of fish tanks and 25,000 square
well as industrial salad manufac- markets of northern Europe. feet of processing plant, with an 
turers. "All our products are fresh," he annual turnover of Lirel3bn 

Christine Le Tennier, sales man- said, "and we are present inmost (£5.8m) and has made considera
ager for the company commented, of the big, French supermarkets ble investment in breeding stur
"Germany is our largest export like Carrefour, Mammouth and geon.
market but we are also involved in Systeme U.French people really Sturgeon were relatively common 
Holland, Belgium, Switzerland. the want to have a taste from else- in the salty waters of the Po estu-
UK, Italy and Spain. where more and more these days ary, but it has all but disappeared

"Some 20% of our product is and we are happy to supply that in the last 20 years. Agroittica
destined for the export inarke! out taste." claims to be the only fish farm in 
of an annual turnover of FFrlm the world to produce sturgeon in 
We are also working with an Eng- Spain captivity. 
ish firm at the moment to supply Current output is limited to a few 
high quality restaurants with our Fifty years after the Frenchman hundred pounds per year, but 
seaweed." Nicolas Apper found out how to Agroittica points to the crisis in the 

For French supermarkets, Algies conserve food in a glass jar, the Russian industry where severe 
de Bretagne supplies seaweed in first Spanish canning factories pollution -. the Caspian sea 
small packs, which car, last up to opened for threatens the stocks of sturgeonbusiness on the shores 
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with extinction. "If that happens, Standard retail prices are $67 for 
we can become a real alterna- 100g of Sevruga and $240 for 
tive source of supply," says corn- 100g of Beluga, but the largest
mercial director, Patrizia Moro proportion of caviar sales go to 
Tolettini. 	 the airlines, who give it away to 

their pampered first class passen-Russia 	 gers. 

Exotic to c'me is quite ordinary 
The ex-USSR, the world's largest to others, witness the old Russian 
producer of caviar in tandem with reaction to caviar as everyday 
Iran, which also borders the food. But increased international-
Caspian Sea where the majority isation of business, access to for
of the Sturgeoni fish are iound, is eign travel and increased 
facing something of a crisis as the spending power and not least his
relative stability of the old order torical and cultural legacies, have 
breaks down. all contributed to a curiosity about 

European dealers have signalled ioods that has and will persist. 
a note of worry as the former Supermarkets and producers 
Soviet Republics of Russia, Az- The Sanchl range of Japanese snacks have recognised this desire and 
erbaijan, Kazakhstan and Turk- provide in the main, extensive 
menistan now divide the spoils of ket ng caviar, which is damaging products as ready made meals or 
this, perhaps the world's most quality. The whole of the western to make up at home. 
exotically-perceived food, between market for caviar is worth around Such an increase in choice can 
themselves. $100m at 300 tonnes. only enrich the eating experience 

The problem appeais to lie in By far the largest importer in and bring a dash of colour to eve
the fact that these emergent Re- Europe is France, which takes ryday food. 
publics, desperate for hard, foreign some 30 tonnes per year. Next on Further Information regarding 
currency, are often inexperienced the list are Switzerland ana Ger- Mintel reports can be obtained 
individually at producing and mar- many. from Tel: +44 71 606 6000 
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the european crop
 
Formost Europeans, exotic fruits bring a few rays of 

edible sunshine into an otherwise bleak winter; they 

bring a taste Ofthc tropics rightonto the doorstep, 

However, as many ofthese exotics become more readily 
available, passions and preferencesforparticular 

tropical stylefruits are changing. So, just what are the 

best selling exotic fruits in the European market? 
W'hich varieties havefallen from theirformer glory, 

and what are the exotic newcomers? Anne Ager reports. 

G 	 ood as they are, home produced European 
fruits have, for some years now, been 

harvested. Once the EC countries recognised the 

importance and consumer potential of exotics, 
several countries had a go at growing them in 
their own back gardens. France, Italy and the 

Channel Islands, for example, have all been 
successful in cultivating the kiwifruit.
 
olIr spite of these local attempts, it isthe origins
 
f an exotic fruit that determine its label as 

exotic. If it comes from a land that is far away, 

where the climate is much warmer, and it has to 
travel a long way to reach the table, then it is 
frequently regarded as exotic. However, once 
tastes become accustomed to a particular exotic 
fruit, then the mystique quickly vanishes, and the 

supplemented by produce imported from the far product from a far-off land becomes familiar. 
corners of the earth. In recent years, increasing 
quantities of exotic fruits and vegetables have 
been appearing inshops right across Europe. 

Eoinfritare Improved transportation, using atmospherically-
rogutirly controlled containers, has made it possible to 

displayed in enjoy fresh tropical fruits, such as mangoes and 
European supentore, paw paw, within a few days of them being 

The avocado is a good example. As soon as it 
became an integral part of the European 
supermarket scene, it quickly installed itself as a 

regular item on most of Europe's shopping lists. 
The ,.iwifruit and mango have already followed 
in the avocado's footsteps, and many new exotic 
fruits will soon take the same route. 

So just what is it about exotics that attract us? 
The colours, the strange and magical-sounding 
names, the highly unusual shapes and textures? 

It is in the winter months, especially, that the 
desire for something exotic is at its strongest. 
Surrounded by the cold weather fruit staples, 

A 

such as apples, pears and oranges, thoughts of Oncecomidered 
warm seas and palm trees come to mind. The exotic, mangoa are 

luscious fruits from Caribbean islands and hot now an accepted 

at home. partofthefrehfnuitcontinents allow a taste of sunshine 

L*This i., a fact that many growers and importers mrket 

01are aware of when planning their consumer 
literature, and most product/recipe leaflets for-exotics are introduced into the supermarkets l 
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people are unsure as to how to use and eat this 
jolly, five-point, star-shaped fruit: Is it possible 
to peel it? Is it for sweet or savoury use? Is it 
eaten raw, or should it be cooked? The answer is 
quite simple: once the fruit is ripe, simply cut it 
into thin slices, either to eat on its own, with a 
little sugar and thick natural yoghurt, or add to 

- a salad as garnish. 
Rambutans: These unusual small fruits are 
sometimes referred to as hairy lychees. Like the 
traditional lychee, they originate from Asia. 
Underneath the outer hairy shell, the acidulous 
yet sweet flesh has adelicate rose flavour. These 
ace not to be confused with mangosteens.
Mangosteens: One of the best and most 
beautiful exotic fruits, but to date not easy to 
find in Europe. The snowy-white, delicately 
perfumed, juicy flesh is enclosed in a dark, 
reddish-brown skin. The apple-shaped fruit is 
copp-.d with an attractive, curved calyx, and, 
when sliced across, asurprise is in store - five far 
segments of white flesh, that turn pink when
exposed to the air. 

Cerimoya: This is the aristocrat of the custard 
apple family. The greenish-yellow, prickly
pebbled skin encloses a sweet white flesh, with 
an unusual flavour somewhere between that of a 
pineapple and a strawberry. The sieved pulp is 
ideal as the base for asauce, or as a convenient 
natural custard. 

Kiwifiuit i around Christmas-time or early in the new year. Passion fruit: Another important exotic famrn'y
,oJou.d So what have been the exotic successes of the is that of the Passion. There are 350 varieties of 

throughout Euopt 90s, so far as fruit is concerned? the passion fruit, ranging from pale yellow 

The list is quite a long one, but the products through to coral pink and differing shades of 
of principal importance include mangoes, fresh brown. The generally yellow-orange pulp is 
dates, lychees, persimmons, fresh figs and water- slightly gelatinous and peppered with tiny
melon. And, when it comes to exotic newcomers pipped fruits, like grapes. The question often is: 
for 1994 and beyond, the list becomes even to eat the pips, or not to eat the pips? 
more exciting. The grenadillo is a cross between a passion 
Carambola (or star fruit): Although this fruit and a pomegranate, and it is widely used in 
characteristically-shaped fruit has appeared in food processing in France, especially in the 
many European shops and supermarkets for production ofsirop de grenadine. 
some little time, it has not reached its full Guava: The guava is one of the most exutic of 
potential so far as consumer awareness and the exotics, with its rich, softly sweet and almost 
frequency of purchase are concerned. Many undefinable smell. Many of the European 

E 

Exont bring a tate 

ofitinihite to t/he 
European,patlue 
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emporiums of exotic fruit excellence, such as 
Fauchon in Place de la Madeleine, Paris, and 
Kaiffer in Munich, have the haunting smell of 
guava permeating the air. Once peeled, the 
whole fruit of the guava can be eaten, including 
the seeds. The Vitamin C-rich flesh, with its 
honeyed rough texture, goes well with soft 
cheeses. The feijoa, sometimes known as 
pineapple guava, is quite unlike its yellow cousin 
in appearance; it is reddish-green on the outside, 
with a heavy scent of pineapple. Both fruits 
come primarily from south America, California 
and Australia. 
Papaya: This yellow-skinned fruit, with its 
perfumed, semi-sweet orange flesh, has been 
seen in ethnic s'reet markets around Europe for "u 
many years, but it is still a newcomer to the E 
supermarkets. It makes an unusual start to the o 
day, at breakfast time: cut into wedges, sprinkle . 

with a good squeeze of lime juice, and eat as a 
they do in Cuba. 

" This is just a taste of some of the exotic fruits 
that we wll be seeing more of in 1994 in many tangy freshness of many of these fruits, for 
supermarkets, hypermarkets and good quality example, is a perfect foil to the richness and/or 
food stores. All of the above-mentioned fruits smoki.ise- of many of the new delicatessen 
lend themselves readily to linked promotions foods, such as smoked duck, smoked venison 
with other foods, a.id particular styles of eating. and marinated fillets ofoily fish. 
As European eating habits change, so the eating The sunshine fruits of a European winter are 
opportunities fbr many exotic fruits grow. The definitely here to stay! U 

Rambutanihavra 
iweetflhwitha 
de'caerowfLwvour 

Thefrhneuof 
xoickfri it a 

peifiafl ifor,ome 
ofthe new 
deiratruenf-eds 

o" 



RI 

PAPAYE- HAWAIIANISCHE PAPAYA-
Solo Kapoho Varikti d'Hawa' Hawaiis Solo Kapoho Art 

Commeitt la papaye " Was macht die 
d'Hawa' se distingue-t-
elle tant des autres? 

Elle a une jolie couleur 

hawaiianische Papaya 
so einzigartig? 

Sio hat eine tief 
dorce. C'est une variet6 
douce, ferme, charnue qui 
n'est pas juteuse. 

goldene Farbe, ist si.f, fest, 
fleischig und nicht waissrig. 
Das Aroma und der 

L'ar6me et le gofit de Geschmack der reifen 
cette papaye Papaya sind besonders 
exceptionnellement exotisch und 
exotique, ne se comparent 
Naucun autre fruit. 

La vari~t6 Hawaienne 
i 

unvergleichbar mit 
irgeneiner anderen 
Frucht. Die hawaiianische 

kapoho a &6 d~velopp~e 
pour mieux s'accommoder 
Ju sol poreux des iles 
jolcaniques HawaYennes et 

Kapoho Art wurde auf 
spezielle Weise gezilchtet, 
um in Hawaiis por6ser 
Vulkanerde und 

le leur doux climat 
ropical, et elle se cultive 

tropischem, mildem Klima 
gut zu wachsen. Sie kann 

oute I'ann~e. 
Zomment peut-on 
issurer la fraicheur et 

dort das ganze Jahr iber 
geemtet werden. 
Wie kann fur Frische 

a qualith des papayes und Qualitiit der 
iawaiennes? hawaiianischen 

Toutes les papayes 
I'Hawa'f sont expedites 

Papaya garantiert 
werden? 

I'Hawai vers l'Europe par Alle hawaiianishen 
,oix arienne. Les Papayas werden auf dem 
icheminements vers les 
)rincipales villes 

schnellsten Wege - per 
Luftpost - von Hawaii nach 

urop~ennes peuvent 
,fme s'effectuer dans les 
4 heures. 

Toutes les papayes 

Europa geflogen. 
Lieferungen erreichen jede 
gr6oere europaische Stadt 
innerhalb von 24 Stunden. 

xp~di6es d'Hawai sont 
onformes aux cril&es de 

PAPAYA- Alle Papayas, die von 
Hawaii aus versandt 

ualit6 exig~s par le Hawaii's Solo Kapoho Variety werden, missen die hohen 
)6partement d'Agriculture QualitatsmagstAbe des 
e lEtat d'Hawai. La What makes Hawaiian papayas so different from other papayas? hawaiianischen 
lupart des papayes It has a rich golden color. It is a sweet, firm, and meaty variety ' Landwirtschaftsministeriums 
lawadennes sont that is not watery. erftllen. Die meisten 
Kpediees au mois au The aroma and taste of this ripe papaya are uniquely exotic and Papayas werden erst dann 
uart mres afin de not comparable to any other fruit. veischickt, wenn sie 
itisfaire le client gourmet The Hawaiian Kapoho variety has been bred to grow best in mindestens ein Viertel 
land d'un fruit m~r Hawaii's porous, volcanic island soil and tropical balmy climate and ihrer Reife erlangt haben. 
oint. Les consommatcur is available year-round. Hierdurch wird dem 
oivent rechercher un fruit How can the freshness and quality of Hawaiian papayas be Feinschmecker eine 
;se et non tache. assured? perfekt gereifte Frucht 

All Hawaiian papayas are jet-air flown from Hawaii to Europe. garantiert. Der Konsurnent 
Shipments can arrive within as little as 24 hours to any major sollte nur makellose, 
European city. 

All papayas shipped from Hawaii must meet strict Hawaii weiche Papaya whlen. 
Department of Agriculture grading standards. Most Hawaiian 
papayas are shipped at least quarter-ripe to meet the gourmet 
consumer's demand for riper fruit. Consumers should look for 
unblemished and smooth fruit. 

[rodluced by the Hawaii Department of Agriculture, USA P.O. Box 22159 Honolulu, Hawaii 96823-2159 (808)973-9596 
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Comment doit-on manipuler les Wie soliten die hawaiianischen How should Hawaiian papayas be
papayes? Papayas gelagert werden? handled? 

Le fruit devrait mQrir Aune Die Frucht so:lte bei 20*-25' C ihre The fruit should be allowed to ripen
temperature de 20' 6 250 C. Les fruits voile Reife erlangen und dann bei 1 0°- fully at 200 C. Ripe fruit should be stored 
mOrs eux doivent tre entrepos~s entre 12,5' C gelagert werden. between 10' and 12.50 C.

10 et 12,50 C. Wie wird eine hawaiianische How is a Hawaiian papaya eaten?

Comment mange-t-on une papaye Papaya gegessen? 
 It can be simply cut in halves, seeded,
Hawa'ienne? Die Frucht wird einfach halbiert, and enjoyed by spooning it out as is or

Elle peut tre simplement coupe par entkernt und aus der Schale gel6ffelt served with a twist of lemon or lime.
lamoiti6, vidie de ses graines et d~gust&e oder mit etwas Zitrone oder Limone Hawaiian papaya can be served
Alapetite cuillre telle quelle, ou servie serviert. stuffed as amain course with meat, fish,
lgrement arros~e d'un jus de citron ou Die hawaiianische Papaya kann als fowl or vegetables or in a dessert or any
de citron vert. Hauptgericht mit Fleisch, Fisch, Geflogel endless variety of recipes either cold or

La papaye hawajenne peut dtre oder Gemuse gefullt oder als Nachtisch baked.
servie, comme plat principal, farcie avec in unendlich vielen verschiedenen How do Hawaiian papay)as compare
de laviande, du poisson, de lavolaille ou Gerichten serviert werden. nutritionally to apples and or
des legumes, en dessert ou en nombre Wie hoch ist der Nihrwert der anges?
infini et vari de recettes froides ou hawaiianischen Papayas im The chart below compares 100 gram
chaudes. 
 Vergleich zu Apflen und Orangen? samples of the following fruits: (1)
En nutrition comment comparer les Die anschliegende Tabelle vergleicht 
papayes Hawaiennes par rapport 100 Gramm der folgenden 
aux pommes et aux oranges? Fruchtarten: (1) 

Le tableau ci-dessous repr~sente la 
comparaison tablie pour 100 grammes 
des fruits suivants: (1) 

Papaye Pomme Orange Papaye Apfel Orange Papaya Apple Orange 

-alories 40 60 50 Kalorien 40 60 50 Calories 40 60 50-ydrates de 10 15 12 Kohlehy- 10 15 12 Carbohy- 10 15 12
carbone (g) drate (g) -drates (g)
3ras (g) 0 0 0 Fett (g) 0 0 0 Fat(g) 0 0 0
3odium (mg) 0 0 0 Natrium (mg) 0 0 0 Sodium (mg) 0 0 0otassium 260 115 180 Kalium 260 115 180 Potassium 260 115 180
(mg) (mg) (mg)
/itamine A, 40 1 4 Vitamin A, 40 1 4 Vitamin A, 40 1 4
/oUS RDA (2) % US RDA (2) % US RDA (2)
litamine C, 100 10 90 Vitamin C, 100 10 90 Vitamin C, 100 10 90 
6US RDA %US RDA % US RDA

;alciurm, 2 1 4 Kalzium, 2 1 4 Calcium, 2 1 4 
6USRDA 
 % US RDA %US RDA 
I Donnkes fournies parleMinistdre de LAgriculture des (1)Basiert autInformationen aus dem Handbuch, Nr. 8-9, (I)This isbasedon information from the United Stateslats.Unis (manuel no. 8-9.1982). 1982. des Landwirtschaftsministeriums der USA. Department of Agriculture Handbook Number 8-9,1982.!)Ration joumrnalidrerecommandee auxEtat.Unis. (2) Inden USA empfohlene Tagesmenge. (2)United States recomnsetded daily all'wancts. 

Tempsde r Reife- Ripeningl
:ouleur Stade mrissement I Farbe stadium Reifezeit II Color Stage Timelerte, avecde mreau 1/4 5A7jours Grin, mit 1/4 reif 5-7Tage Green, with 1/4ripe 5to7days
6giores nuances gelblicher Fabung slight yellow
iunes A1'extrmit am breiteren tinge at larger 
,plus large I I Ende. II end.II II
 
3jaune, rmotie mere 2A4jours 1/3 gelb, 1/2 reif 2-4 Tage 111/3 yellow 1/2 ripe 
 2 to 4days
3verte 2/3 green - I 2/3 green 

2 jaune metre aux 3/4 1a 2jours 1/2 gelb 3/4 reif 1-2 Tage 11/2 yellow 3/4 ripe Ito2 days 

esqu' entiere- conpltenment - grogtenteils red - II Mostly yellow- Fully ripe 
inljaune-orange m6re I gelb-orange II orange 

,-duced by the Hawaii Department of Agriculture, USA P.O. Box 22159 Honolulu, Hawaii 96823-2159 (8081 973-9596 
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Produceinglassjars makes a qualitystatement Melis, marketing manager of Jonker Fris, has no 
thatEuropeanconsumersobviously wantto hear. doubt about why this ishappening. "In a climate 

where an extremely discerning customer expects
Vegetables andfruit in glassare takingan ever- quality, wholesomeness and value for money, the 

increasingcut ofthe market. Marion Carter talks glass jar shows them that they are buying all 
to two majorplayers in the glass war. three.' Or as the advertising of HAK in Ireland 

puts it: 'What you see iswhat you get.'
B ottling fruit and vegetables is not a new While both companies sell on a conscious 

concept. A few generations ago many commitment to quality and purity - neither 
products were bottled. In Holland, it has been Jonker Fris nor HAK are prepared to add 
carried out commercially for over 25 years and artificial colour or preservatives to their products 
today more preserved vegetables and fruit are and both tightly control the growing and 
sold in glass jars than in any other way. That is preserving processes - their approaches to the 
to say, more than frozen, dried or tinned put market are quite different. HAK sells its product 
together. Giessen-based HAK - that has 60 per exclusively in glass jars, Jonker Fris uses both 
cent of the vegetable-in-glass-market - was the glass and cans as a total concept. At HAK the 
pioneer in Holland. Others, such as Heusden's attack is two-pronged. "We make it easy for our 
Jonker Fris followed. Although it is still a customers to sell our products and we ensure a 
relatively small player in the glass market, it is good profit margin," explains marketing 
increasing its success in Europe largely under manager Henk van Ooyen. "First, we listen to 
private label, but also under its own. Today the what they want and we give them help with 
popularity of fruit and vegetables in glass is distribution and space management: experience 
growing throughout Europe, and Gerard van has shown that block displays according tom mm NI,
 

00 
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-Frisch von Feld in Glas - in Germany. "In 
re:essionery times, people are more cautious and 
day-to-day business is slower than it might be," 
,e states. "Even so, all through this difficult 

period in the international marketplace, we have 
continued to grow." 

Jonker Fris, meanwhile, is a totally modern, 
truly international institution allied with 
Coenen and Theeuwen of Holland. With sales 
offices in Holland, Germany, France, Belgium 
and the UK, van Melis feels that the whole 
group has benefited from the various unions 
both in terms of product range and local market 
experience, 

"In a marketplace that is reaching saturation 
point we believe it is vital to listen to the 
customers and give them what they want. As a 
result, we make every effort to be a perfect 
business partner. We give every support to 
suppliers who sell our products under their own 
name or ours, and supply value-added products 
that our research suggests will sell in their 
marketplaces. In fact," lie explains, "we place 
enormous emphasis on product development, 
based on what our customers tell us. We learn 

.so much from them by the high standards that 
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they set. The UK market, for example, demands 
a great deal in terms of quality. We feel that if 
you can sell well there you can sell all over 
Europe." 

The company's product range is impressive: it 
supplies an extensive range of fruits and 
vegetables in jars and cans, making it possible 
they say, to supply an entire canned section, 
single handedly. "Actually," states van Melis, "We 
are asked to do that quite a lot. One lorry from 
four companies from Jonker Fris is far simpler 
than four lorries from other sources" he states, 
"And it's cheaper." The company is also rather 
good with products such assoft fruits that some 
other companies would rather avoid. 
Furthermore, it has a couple of secret weapons 
such as the Dubbelmoe range, delicious mixtures 
of apple and raspberry or banana whipped into a 
mous.se. The company's Premium asparagus 
range, meanwhile, offers fresh produce all year 
round for lovers of traditional values and good, 
old-fashioned quality. 

Jonker Fris is highly conscious of 
environmental issues. Like HAK, it takes control 
of asmuch of the growing and processing phases 
as possible to ensure integrity. Both also work in 
co-operation with the packaging industry to find 
solutions to packaging problems, and are 
actively involved in the purification and 
recycling of their own waste water. 

With their top-quality fruit and vegetables in 
jars, plus some very sharp business-awareness, 
companies such as HAK and Jonker Fris have 
found in their own difftrent ways, , very 
lucrative and growing niche in the market. 
Grandma would have approved, but she would 
probably have preferred freshly-grown or self
preserved fare. On the other hand, if grandma 
had wanted (ie best for her family and time for 
acareer for herself, she could quite possibly have 
asked grandpa to buy a few of those smart glass 
jars from HAK or Jonker Fris. Who knows? M 

is it I 
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brand can increase product turnover. Then we 
help to create brand preference by means of 
intensive advertising with a strong theme, 
complemented by promotions, displays and 
brochures." Because it is used in all national 
media, most adults in Holland can quote HAK's 
Dutch slogan, U mer groenten van hak hebben, 
a clever word play that is lost in translation, 

The formula is a successful one. What began 

UMOII" 
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in 1952 as a tranquil family enterprise has now 
developed into Europe's leading manufacturer of 
vegetables in glass, producing more than 100 
million jars per year and selling to 25 countries 
in Europe and beyond. 

The range - both in terms of variety and 
packaging - caters well to customer preference, 
with the smallest of the three sizes offering a 
one-portion size to satisfy the growing number 

product range is broad but perhaps prosaic. 
indeed, ask van Ooyen what value-added 
combinations the company is considering and 
his gaze becomes blank. But tihe approachIn Germany, for example, the market
 
share of vegetables inglass
has reached 14 per

inBelgium 25 per cent. 

Elsewhere, market awareness continues togrow
 
sharply. HAK would put the success down to
 

good quality vegetables packed inglass,
neeas Ooy

hard and spend agreat 


popul van n lis whtalueddebacked by thorough multi-media promotion."We

deal of money to let
 

consumers know about our product. That way," 
van Ooyen continues, "they get the best, trade 
prBut who is buying what, and where? "While 
does well and we continue to grow bigger." 

f 

vegetables such as carrots and peas arc universally 
rest, each nationality takes from our range

products that suit itstraditions and 

his gaebecopreferences.In Italy,lomatoes, sweet corn,
 

Germany, pickled cabbage and bemtroot. Inand beans are particularly popular, ins~Hae ovegete isserved with many savoury 

dishes, apple puree goes down a storm  aswell
assimple brown beans particularlyin tle winterbakelonths.
The Frencl and tie Belgians like 
haricot beans ard salsify:a vegetable almost
 
completely unknown inotbr countries."
 
dos.Having
gone national in 1991 HAK isnow
 
involved inan intensive promotional campaign 
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Andrew Clayton looks at recent
 

developments in the European
 
pineapple market.
 

f ineapples have the potential to become one 
|of the biggest-selling fruit lines on the 

European retailing front providing they are 
perceived as representing good value to 
consumers. As recent price promotions amongst 
some of the bigger chains have shown, lower 
prices certainly spark interest. Thz aim of these 
has been to attract first time users as well as 
reward those who already purchase the fruit. 
Improved post-harvest methods and better 
shipping have been instrumental in helping 
pineapple become a more regular sight on the 
supermarket shelves and many believe the 
pineapple is capable of achieving much higher 
consumption levels. 

Pineapples occupy a strange position in the. 
fruit world through the eyes of the consumer. 
They are amongst the most recognisable of 
tropical fruits and yet they are still largely 
viewed as exotic and even luxurious. As is often 
the case with more unfamiliar exotic items, 
probably the biggest stumbling block to sales is 
that a large proportion of would-be buyers 
simply don't know how to prepare them. 

Nevertheless there are signs that wider and 
more regular availability, in combination with 
more competitive pricing, could be turning the 
tide - particularly since a lower price 
encourages experimentation which would not 
otherwise take place. 

Fresh pineapples are certainly on the up and 
up, however. As Charles Pratt-Yule of Dole 
Fresh Fruit Europe points out, sales into Europe 
have rocketed from 4,500 tonnes in 1988 to 
over 35,000 tonnes annually currently - this 
upsurge following Dole's decision to undertake 
continuous shipping. 

A considerable producer of Piineapples in its 
own right is Hawaii, Dole fruit destined fur 
Europe is sourced primarily from Honduras, 
Costa Rica and the l)ominican Republic. 
"Ittook European retislers and consumers a 

little time t appreciate the quality of the new 
Caribbean fruit, but the popularity of Dole 
pineapples has grown steadily," says Mr Pratt-
Yule, "Dole's plantations are located in climatic 
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zones with consistently mild weather that give 
the fruit its characteristically green colour and 

.-,the fruit flesh its distinctive full flavour. 
<41n Europe Dole's main markets for 
pples are currently located more in the 
north half of the Continent," he adds. "We 
are the established leader in Germany and the 

is rapidly developing sales in The 
Netherlands, Great Britain, France, Austria, 
Switzerland and Scandinavia. Distribution at 
retail level has been increasing gradually in all of 
these countries, which we attribute to regular 
supply and consistent quality. This has led to 
growing confidence on the part of both 
consumers and traders that their pineapple 
purchases will represent value for money." 

The value-for-money aspect brings out 
surprises when the results of a recent survey of 
consumer prices per kg of fruit, carried out in 
Germany (GFK Panel, third quarter 1993), are 
examined. Pineapples came out second only to 
bananas on this basis, at DM2.19 per kilo, ahead 
of apples (DM2.25) and oranges (2.38). This is 
hardly what one would expect of a fruit still held 
to be exotic and luxurious. However Dole's own 
research demonstrates the amount of work still to 
be done to bring consumption up generally. 

As Charles Pratt-Yule explains: "Pineapple 
penetration - the number of people who have 
bought the fruit within the past 12 months - is 
still very low in comparison with most other 
types of fruit. For example, bananas are regularly 
purchased by over 90 per cent of the population, 
whereas the comparable figure for fresh 
pineapple is less than 10 per cent in most 
markets. Extending the rate of product trial and
 
increasing the consumption frequency are
 
therefore the two main priorities of Dole's
 
marketing programmes."
 

He believes this adds up to great potential for
 
sales growth: "Consumer research shows that in
 
Germany nearly 60 per cent of all pineapples arc
 
bought by only 20 per cent of purchasing
 
households," he explains. "Of these 71 per cent
 
are small households with one or two persons."
 

Dole has also been looking to overcome the
 
'preparation factor' through the sale of
 
pineapple peelers to larger retail outlets - the
 
product being peeled, cored and bagged fresh
 
pineapple - and even organises demonstrations.
 
These events, conducted by experienced, well
trained staff, are extremely popular and the
 
opportunity of offering ready-peeled, added
value pineapple is not being lost on the part of
 
Germany's retailers.
The peeled pineapple approach has also been a 
feature of Del Monte, the world's largest 
producer of pineapples, with annual sales put at 
26.5 million 201bs boxes. As Del Monte Fresh 
Products (UK) Ltd's markeing manager Dickon 
Poole comments: "Pineapples have aquality and 
exotic image amongst consumers but 
consumption undoubtably is limited because of 
inconvenience in preparation. Del Monte's 
'freshly prepared' pineapples offer the consumer . 
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all tle freshness of a normal pineapple plus tise reflhcts newer plantings its tise latter bilhas also 
convensience of it having been peeled, cored and been influenced by a decline in denand for 
packed ready for everyday use." canned prodtuct from the Ivory Coast that has 

Mr Poole added that research conducted by brought agradual reduction in area and output.
Del Monte inthe form of a consumer survey Other factors have also played their part,
revealed that 70 per cent of respondents said however. The Compagnie Fruitiere Group wito 
they would try this line. Btttitis inthe svhole were involved inproduction inthe Ivory Coast 
fresh fruit thatthe bulk of sales lies at present entered into a relationship with Dole wlo acquired
and this will continue for the foreseeable futture. a 37 per cent share-holding in trse group's holding
And,says Mr Poole, there are encouraging signs. company in 1992, bringing central American fnsit 

Part of the background totIis view is intre very much into theequation.
varieties thenmselves and rie quality of supply. The managing director of Compagnic

Del Monte pineapples sent toEuropean outletsFruitiere
(UK) Ltd, Nigel Law, points. ott that 
are exclusively of Costa Rican origin and have exports to Europe from central America have
 
been based on the Ciampaka variety. Lately a 
 also increased substantially sitce the UK
 
lot of work has been put into developing the operation was set tsp in1991 and combined
 
new MD2 variety thatis sweeter, has a higher banasa/pinseapple shipping lines have expanded.

shell
colour assd also has three to four tires the "It can be expected that a leaner and meaner
 
vitamin C content of other varieties. MD2 is Ivory Coast will fight to regain of this
some 

currently being test-marketed throughout tie market share 
incoming years," lie comments. 
main European countries. "France is the main market for the Ivory Coast, 

With 50 per cent of tise UK market and a followed by Spain and Italy - Germany and the
 
substantial share inEurope, Del Monte is northern markets having ceded share 
 to tise 
confident recent big gains are an indication of central Americans. The trend is for the southern 
firthter, if less dramatic, growth. The company European countries to prefer Ivory Coast fruit 
also has a40 per cent world share intie line. since itsshell is more orange/yellow and it has a 

"Demn,.nd for pineapp!e throughout Europe is higher sugar content. On tise other hand, the 
probaby fairly static in general terms as aresult of stpermarket sector in the north has responded
the cutrrent economic recession and the pressure favourably to the greater size, availability and 
Ott ctistomers, expenditure," explained Mr Poole. increased shipping schedules offered by Costa 
"Nevertheless, figures for 1993 indicate a 7.7 per Rican fruit, though many remain concerned 
cent increase inexpenditure on pineapples, with a about the greenness of the shell colour." 
12.8 per cent rise involume - primarily through Mr Law believes that more effort should be 
heavy pronotional activity, extra space instores spent in promoting pineapples and educating
and generally increasing consumer awareness." consumers onstheir use, preparation and 

The years have seen a marked swing in the ripeness, perhaps on a generic basis, rather tItan 
sourcing pattern of pineapples into European participation in price-related promotions.
markets away fron the Ivory Coast and more "I believe consumer uncertainly is the biggest 
toward central American fruit. Inpart this barrier togreater sales," he added. N 

http:Demn,.nd
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Tea isno longer exclusive to Britain where '" 7
consumption has decreased. Throughout the . ,A T 

rest of Europe sales are on the increase,. 
Sonia Roberts samples some of the brews. } 

W henever the rest of the world wants to fi 
W know about the latest trends in tea it . 

turns first to the British, traditionally the heaviest 
consumers and therefore experts on the subject. -

In the 1990s however that's by no means a 
safe assumption. On a pure per capita basis the 
Irish drink more tea than the British. And while 
consumption is rising across most of Europe, 
particularly in France, The Netherlands and -
Italy, in Britain it has been losing ground for Netherlands that has over the past three years 
more than adecade, has put on business at an average rate of seven 
The Continentals are turning to tea as a more per cent a year by volume and 21 per cent in 

exotic drink than their traditional coffee. Dutch value terms. Incidentally, over 90 per cent of all 
distributors for instance often emphasise the Dutch tea issold in tea bags. 
Englishness of their products so that it makes its In Holland the market place is dominated 
appeal now both to the affluent and to the more currently by the food giant conglomerate Sara 
adventurous younger customer. Lee/Douwe Egberts who distribute approxi-

The fastest growing market in Europe is The mately seventy per cent of all the tea consumed 



U2 

by the Dutch with Pickwick and Van Ncllc 
their best-selling brands. 

In Italy the long-term best seller, Lipton's, 
also reflects the exotic Englishness of the tea-
drinking habit. Lipton was a turn-of-the-century 
grocer whose undoubted skill as a tea salesman 
made him a multi-millionaire and in the later 
stages of his life the favourite yachting 
companion of King Edward VII. 

Recent surveys however show Lipton's under 
heavy pressure from the Star and Te Ati brands 
and the English Twinings brand in fourth place 
with 14 per cent of theoverall market. 

Now however the German Tee Kanne brand, 
that claims to be the most widely distributed in 
Continental Europe, has been launched into 
Italy and by the mid-90s could constitute a real 
challenge to the market leaders who between 
them hold 80 per cent of all Italian tea sales. 

Ita!ians regard teas of all type - not just fruit 
and herb infusions - as healthy options, an 
approach that has helped the de-caff market to 
grow to 15 per cent of the total tea trade against 
amere one pcr cent inthe UK. 

As in most of developed Europe, Italian tea 
drinkers now prefer the convenience of bags to 
loose tea, their favourite pack size being 50 x 1.5 
gram, although some superstores are reporting a 
growing interest in smaller 10-or 20-bag boxes, 
particularly at the speciality end of the market, 
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The tea habit is most strongly established in 
the north cast, particularly in Lombardy where 
not only the market leaders but twenty or so 
'second deck' distributors have established their 
headquarters and where most of the super
stores are located. 

Currently it is calculated that 60 per cent of 
all Italian tea sales go through the big self-service 
multiples who over tiepast five years have made 
space on their shelves for tea. 

Supermarket sales are particularly important 
because in Italy all teaconsumption isin the home. 1 
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Over the past three years the rate of decline 
has slowed down - but only because of the 
strenuous efforts made by manufacturers who 
have been prepared to spend lavishly on the 
introduction of new technology, new types of 
packaging and, especially, television advertising. 

Premium Beverages, Lyons Tetley and Brooke 
Bond are the dominating forces in the British 
tea trade, holding 65 per cent of business overall 
and between them controlling all the best
selling, popularly priced brands of blended teas. 

The recession-blighted 1990s have seen a 
heavy UK swing in favour of own label that now 
holds a 15 per cent share ofthe market. 

Within this sector economy teas have been 
among the most successful recent introductions. 
These usually take tile form of unbranded tea 
bags selling at 50p or less for 80 bags. At this 

In France, on the other hand, tea drinking has level they are selling for approximately 60 per 
become fashionable along with the Anglophilia cent less than similar lines carrying a premium 
that makes le Marks and Spencer sandwich and brand name. 
Burberry trench coats the sophisticated choice The general feeling in the trade is that while 
for Parisian trendsctters. economy teas have served a very useful purpose 

Meanwhile for French holidaymakers using for both the superstores and their customers 
the Channel ferries or UK airports, or taking a during the depths of tile recession, once the 
weekend break oil tile English south coast, fancy economy gets a real lift consumers'will begin to 
packed teas top the list of souvenirs. uptrade to proprietary brands or select a better 

In Britain meanwhile tea has been steadily class own-label line. 
losing ground both to coffee and, -t the young To the purist herbal and fruit teas aren't teas 
end of the scale, to soft drinks, at all, but the average consumer - not just in 
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Britain but across the European Union - expects from Indonesia, reflecting the country's colonial 
to find such products sold side-by-side with past. Other popular sources for Dutch blenders 
conventional black or green tea. are Malawi and Argentina. 

Ironically although all tea drinking originated When assessing the future of the trade it is 
in China, today teas of the China type represent worth remembering that this still one-hundred
only a tiny part of the European trade. The per-cent natural crop is prone to climatic as well 
majority of blends drunk in the UK are put a, political instability. Typhoons can affect the 
together from teas originating in India, Ceyion price of Typhoo; rebellion and palace coups can 
and Kenya, while in The Netherlands the teas make monkeys out of those who try to plot the 
traditionally imported through Rotterdam come future price structure. N 



....
--.. ..

rr 

* Ci 

F-a! 

A riteIHI&b. Teas.
 



6 " he best way to cheer yourself is to try 

i to cheer someone else up. ",TrkwainH istoryl 


elestial Seasonings 
".	 had its beginnings in 

1969 inAspen, 

Colorado where 19-year-old 
Mo Siegel gathered 
wild herbs inthe 
forests and canyons 

of the Rocky Mountains 
and made them into 
healthful teas. 

In1970, Siegel and his friend 
Wyck Hay found a bounti-

ful harvest of wild 
herbs growing around 

Boulder, Colorado. 
With friends and 

wives helping, they 
picked the herbs and 
produced 500 pounds 

of their first blend, 
called MO's 36 Herb Tea®. It 

was packaged in hand-sewn 
muslin bags and sold to a local 
health food store. 

Hay's brother, John, joined 
the partnership in 1971. The 
entrepreneurs set up shop in an 

old barn outside of Boulder and 
they expanded their market to 
stores throughout Colorado, New 

Mexico and the East Coast. The 
partners also began buying herbs 
rather than picking everything 
themselves, and the dream of a 
national herb tea company slowly 
began to materialize. 

This dream was reinforced 
when Red ZingerOHerb Tea was 
introduced in January 1972 and 
was an immediate sensation. It 
remains one of the best-selling 

Celestial Seasonings teas. 
The company continued to grow 

and revolutionize the tea industry. 
Herb teas had previously been 
perceived as only of medicinal sig-
nificance, but Celestial Seasonings 
introduced herb teas as flavourful, 
healthy beverages, virtually creating 
the modem herb tea industry 

Celestial Seasonings solidified 
its source for obtaining ingredients, 
such as hibiscus flowers and 
chamomile, by working closely 

with herb farmers from the Pacific 
Northwest to the exotic
 
Far East. This forward
 

thinking attracted the 
attention of 
food 
industry 
giant Kraft, 
Inc., which bought 

ur products mu 
in quality, of go, 

artistic; and philosopi 
from 

Celestial Seasonings in1984. 
Krafts guidance brought Celestial 
Seasonings to the attention of new 
consumers, further strengthening 
its lead in the herb tea industry. 
while also introducing a gourmet 
line of traditional black teas. 

In1988, Kraft sold Celestial 
Seasonings back to its manage
ment, returning the tea company 

,.,7----...
 



CELESTIAL SEASONING ® 

C elestial Seasonings 
dsources its he, bs 
direc from the 

e"ti1 Igrow rs around the4' world purchasing 
the highest quality -

possible raw materials to E SI E N G 
make the world's best Herb 
cup of herb tea. lba 

.,/Allnatural herbal teas 

,ue,beaurifully with no artificial colourings,
flavourings, or preservatives, 

inspiring." and no nature-identical 

/ISeasoningsBelief Statement additives. t -L re. 

independent ownership. America's best 

Today Celestial Seasonings is selling herb tea. Serving over 

e largest herb tea manufacturer 1billion cups annually. 

the United States, boasting one 
the most highly automated Innovative, beautifully 

oduction operations inthe t artistic and philosophically 
dustr/. Celestial Seasonings is .inspiring packaging and 
omplete tea company offering merchandising 

ore than 40 varieties of herb materials, 
d black teas. * .o 

From raw products NN 
through formulation, milling, .:...::..
 

blending and packaging, Celestial 
conttols every aspect of the 

production process. 

Each box of Celestial Seasonings 
tea comes with a re-sealable Inner 
liner to keep the tea fresh from first 

delicious cup to the very last. 

Environmentally ! 

responsible packaging. 
100% recycled materials, 

oxygen-bleached tea bags 
and no strings, tags, _ 

staples or indMdual envelopes. 

i 
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"iC'u"i'vely" Biloutdcr ClrdoUSA 

The taste of sweet A natural blend 
almonds with with hibiscus and 
roasted carob. selected herbs. 

Almond Sunset A thunderbolt of Red Zlnger ® 

05313 zesty lemon flavour 
and citrusy herbs. 

00002 

Lemon Zinger0 
05317 

The classic taste A soothing blend of 
of exotic spice tea chamomile, mint and 

from India. The exotic taste of flavourful herbs. 
Bengal Spice05328 The xoticsoranges and spices Sleepytime0000 

from the orient. 00003 

Mandarin 
Orange Spice 

00031 .. " '. 

A recipe of crisp 
country apples and 

The succu]ent taste 
of fresh straiberries 

freshly ground A uand juicy kiwis. 
cinnamon. A flavorful 

Cinnamon Apple 
05310 

combination of 
peppermint andspearmint. 

Strawbery Kiwi 
05322 

iYnt Magic 

The orchard-sweet The savory taste 
taste of real peaches 

kissed with passionfnuit, 
zof fresh-picked 

wild berries. 
Country Peach A tangy burst of swect Wild Berry Zinger e 

Passion 
05324 

oranges and mangos 
straight from the grove. 

Orange Mango 
ZIngereOS110318 [. 

05335 

sEAON 

~H C 

MM Tub. 

A regal blend of The taste of luscious 
Chinese ginseng and I wild cherries 

real cinnamon, and blackberries. 
Emperor's Choice The invigorating flavour Wild Cherry 

00017 of raspberries.
Raspberry ZingerO 

Blackberry
05319 

05316 

CELESTIAL SEASONING ® l 
0 1994 Celestial Seasoni _s 

4600 Sleepytime Drive., Boulder, Cok, a, 30301 USA
 
Tel. 303.530.5300 FAX 303-.'1-1994
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China's Green Food Project 
REEN. the color of life, health and vitality, is the symbol of 
environmental protection and agriculture. Similarly, "Grecn 

Label" food is unpolluted, nutritious and of high quality. Thisrecent development of green food is the result of social progress
and economic development as living standards are raised 
and consumers become more health conscious,

The "Green Label* trade mark - the sun, plant leaves and 
bud - has been approved by the State Administration for
Industry and Commerce and is the first to be registered in 
China as a seal of food quality. The trade mark covers nearly
1,000 kinds of foods in five categories,

The Ministry of Agriculture requires that certain environ-
mental standards be met to produce green food products or 
to provide raw material for green food production. The region
for growing green food products or raw materials must be free
of industrial enterprises and not threatened by polluted water.
Moreover, air, soil and water quality must be in line with Min-
istry standards and environmental quality ensured during the 
production process. 

Operational rules must conform to standards for "Green 
Label* foods. This includes crop planting, livestock care, aquatic
breeding and food processing. For example, planting proce-
dures using chemicals, fertilizers and synthetic reagents should 
never adversely impact the environment, crop quality or peo-
pie's health. Strict rules are also in place for livestock hus-
bandry and the food processing industry,

Green food requires certain standards of quality and hy-
giene. Hygienic examination usually consists of tests for agri-
cultural chemicals, heavy metals and bacteria, thus ensuring
that the quality of green food is at least equal, if not superior,
to contemporary standards. The testing of whole milk with 
sugar is one example of the procedures used. It is tested for
lead, copper, mercury, arsenic, 666, DDT, bacteria count and 
coliform group. Such extensive testing clearly separates green
food from other ordinary food products.

The Ministry of Agriculture stipulates that green food la-
bels must be in line with the Standard Trade Mark Design for 
Green Label Food in order to easily manage distribution and 
enhance product recognition. 

Green food is a result of work in the sciences of agricul
ture, husbandry, environmental protection, food, hygiene and
nutrition and a combination of scientific research on raw material 
production, food processing and packaging, technical exami

nation, storage, transportation and marketing. It is a large
scale project linked to many units and industries and related 
to many branches of study.

The development of green food, beneficial to both con
sumers and the national economy, will gradually improve China's 
traditional pattern of agriculture and its food industry, the ecology,
farm techniques and use of fertilizer. In addition to quickening
the development and popularization of high quality crops and
better fe .ilizers, it will also push forward agricultural moderni
zation in a benign cycle of high efficiency and a balanced
ecology. The strict supervision and examination of green food 
will raise the overall quality of food products, enhance com
petition among international markets and promote develop
ment of an export-oriented agriculture and food processing 
industry. 

Initiated and supported by the Central Government, the
China Green Food Development Center was established in 
Beijing in February, 1993. Three months later, it was accepted 
as a member of the International Federation of Organic Agri
culture. This shows China's determination to further develop 
green food and the international organization's support for 
green food development in China. 

Today, 23 provinces, autonomous regions and municipali
ties in China directly under the Central Government have set 
up green food offices. There are seven supervisory institutions 
and six food quality centers. There are also 203 enterprises In 
28 provinces specializing in the development and production
of 387 green food products, including non-staple foods as 
well as foods from the four basic food groups - dairy, meat,
grains and vegetables. Current plans call for the establish
ment of green fod stores and storage and transport facilities 
in some cities. Moreover, three high-tech scientific research
bases for green food have been established in Beijing in or
der to better combine agricultural production, utilization of 
resources and environmental protection. Scientists are work
ing to develop biological chemicals, fertilizers and reagents to
keep food fresh. Today, a green food industry comprised of 
scientific research, production, supervision, storage and trans
portation and marketing Is taking place in China. 



V
3
 

a
 

• 

E
d 

'13K
=

 

L
L

. 

* 
0 c3

 



4.111 

lag 
nd, 

.1-
I 

_
_

 
_
 
.
.
_
 

.
.
.

_
_
 

'
"
"


 

.~...,. le 



-
-

IN
'C

 

•
 

rim
 

"
"T

 

•
V
 
,
 

r 
[
 

.1
6
. 

o
r0

 

-
-

o
r


 

I t
]
i
i


 


