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FOOD SHOW PLUS!™ SERVICES

Food Export’s Food Show PLUSI™ concept was conceived over twenty years ago to * The Evolution of

help U.S. Supplier’s attending international tradeshows get the best of their tradeshow Food Show PLUS!™ Services
experience. The service has truly evolved over the years because of expressed needs

from our suppliers and because of the changing international audience of buyers and .. Market Focus:

distributors encountered in different markets. The show enhancement package was “ The Middle East

always designed to help participants amplify their experience by becoming confident
exhibitors with services to assist them before, during and after the show.

-

& Food Export Helpline Q/A
Food Show PLUS!™ makes you a better exhibitor as our services put you in the best i
position to make the most of your investment in an overseas trade show, whether that
means increasing your booth traffic, translating materials into a different language, or
helping you identify your strongest leads. All assistance is provided by Food Export's
In-Market Representatives who are knowledgeable about the country’s food industry.

2020 Activity Calendar

Included Inside

Food Show Plus!™ offers:

e Market Briefings: Pre-show intelligence covering regulations, trends, key players
and more.

e Retail Tour: Get first-hand knowledge of the competitors, positioning, pricing and
packaging of products that are on the store shelves now.

e Invitations: Stand out before the show even starts! Qualified buyers will receive
invitations including your profile, contact information, product details and booth
number.

e Introductions: Food Export’s In-Market Representative will personally bring buyers
to your booth whenever possible.

® On-Site Assistance: In-Market Representatives offer ongoing support during the
show and answer any questions.

¢ Post-Show Lead Analysis: The In-Market Representative will check on participants
to review and qualify leads, helping execute follow up more efficiently and effectively.

Register for an Online
foodexport.org Account!

Be sure to create an online account at
www.foodexport.org to make the most
of your customized online experience—
it's quick and easy! Just click on Create
An Account at the top right corner of
our homepage.

(continued on back page)



MARKET EOCUS: THE MIDDLE EAST

The Middle East market covers the Gulf Cooperation Council
(GCC-6) members [Bahrain, Kuwait, Oman, Qatar and the United
Arab Emirates (UAE), and Saudi Arabia]. Middle East countries
marked a turning point in 2018 as their economies overcome two
difficult years of a low oil price environment and various austerity
measures, according to economists and analysts. While the
combined Gross Domestic Product (GDP) of the GCC-6 hit 2.3%
in 2018, up from 1.7% in 2017, expanding at the fastest rate since
2015, and the forecast is for growth of 2.7% in 2019.

Private consumption has been weighed down by the 5% Value
Added tax (VAT) and rising living costs as a result of higher
electricity tariffs and gasoline prices introduced in January. Saudi
inflation is expected to reach 4% in 2018, up from -0.3% in 2017.
For businesses, levies on expat labor and rising input costs pose
additional challenges. While on the monetary policy side, the
expected three rate hikes in the U.S. this year will translate into
higher interest rates in Saudi given the U.S. dollar peg — this would
raise the cost of borrowing for businesses and consumers alike.

U.S. exports of consumer food products to the GCC-6 members

decreased 3% to nearly US$1.7 billion in 2018. This partner group
is a solid importer of U.S. processed foods, totaling $1.1 billion, a

decline of 1% from the prior year.

2018 TOP U.S. PROCESSED FOOD EXPORTS TO THE REGION

¢ Food preparations ¢ Fats and oils

e Condiments and sauces ¢ Processed/prepared dairy products
® Snack foods

¢ Chocolate and confectionery

® Processed vegetables and pulses
¢ Non-alcoholic beverages

The UAE and Saudi Arabia are now the 16th and 20th largest
markets respectively from the U.S. for consumer foods and are
frequently in the top 10 of most major processed food export
categories. Their import share is well over 75% of the region’s total,
although food products may be transiting through the Emirates
into other GCC and/or Middle Eastern markets.

The U.S. has Free Trade Agreements (FTAs) with two of the

six GCC-6 countries. The U.S.-Bahrain FTA entered into force

on August 1, 2006. Bahrain is the first U.S. FTA partner on the
Arabian Peninsula and the third FTA partner among Arab countries
(Jordan and Morocco are the others). The U.S.-Oman FTA, which
went into force on January 1, 2009, significantly opened U.S.
trade with Oman in goods and services by eliminating most tariff
and nontariff barriers. Under the market access provisions of the
FTA, almost all consumer and industrial goods and 87% of all
agricultural tariff lines were given duty-free access. Both countries
agreed to phase out all tariffs on the remaining eligible goods by
the end of 2019.

The GCC confers special trade and investment privileges to
member countries. Processed food products manufactured in any
of these countries can be exported to other GCC countries duty-
free. The GCC formally instituted its Customs Union over a decade
ago. A 5% across-the-board common external tariff now applies
to most imported food and agricultural products that enter from
non-GCC suppliers.

The Gulf Cooperation Council-5, (the aforementioned less Saudi
Arabia), countries covered by USDA's Office of Agricultural Affairs,
OAA, in Dubai, hereinafter referred to as “Post” are a relatively
homogeneous group of small nations with a total population of
just over 22 million. Energy is the main source of revenue and per
capita income levels are high. All GCC 5 countries experienced
economic growth in 2018.

Euromonitor reports that the UAE economy is picking up steam in
2019. The recovery in oil prices is the main driver; however growth
is also aided by an increase in government spending — especially on
large investments in infrastructure as part of the preparations for
the 2020 World Expo.

Among the GCC-5 countries, the UAE with its larger population,
larger influx of tourists and businessmen coupled with its vibrant
re-export activities is the largest market for food products, followed
by Kuwait. Within the UAE, Dubai is the country’s commercial center
and the region's trade hub. Efficient infrastructure (sea, land and



FOOD EXPORT ASSOCIATION OF THE MIDWEST USA®
AND FOOD EXPORT USA®-NORTHEAST

We are non-profit organizations comprised of state
agricultural promotion agencies that use federal,
state, and industry resources to promote the
export of Midwestern and Northeastern food and
agricultural products.

EXPORTING U.S. CONSUMER-READY FOODS

TO THE MIDDLE EAST ADVANTAGES

CHALLENGES

Significant competition from producers in
EU, Asia, Australia, New Zealand and from Program (MAP) funding from the Foreign Agricultural
local and regional processors Service (FAS) of the USDA.

High regional per capita incomes Tim Hamilton

Large Indian subcontinent population with Executive Director

easy access to “home grown"” products and thamiltongfoodexport.org

modest income Greg Cohen
Communications Manager

gcohen@foodexport.org

ADVANTAGES

. T Food Export-Midwest and Food Export-Northeast
A high-quality image of U.S. products o L Ry

administer many services through Market Access

Broad familiarity with U.S. culture

U.S. goods viewed as higher price, partly
because freight rates for U.S. foods are high
compared to other regional suppliers

Adolfo Montelongo
Communications Coordinator — Content

amontelongo@foodexport.org

Increasing interest in U.S. products;
increasing number of tourists to Bahrain,

Oman and the U.A.E. in particular; and a Laura Buske

U.S. military presence in Kuwait and Qatar Importers want to start with small quantities Communications Coordinator - Publications
and consolidate shipments, and often find Ibuske@foodexport.org
there is a lack of interest from some U.S. Sarah Larson

Communications Associate - Social Media

exporters, unwilling to entertain small
slarson@foodexport.org

Consistently low tariffs and relatively
orders or meet local labeling requirements

transparent import procedures

FOOD EXPORT-MIDWEST
tel: 312.334.9200 - www.foodexport.org

. . . . . . Michelle Rogowski
air ports), large free trade zones and a strong business orientation make Dubai an important Deputy Director

commercial center in the Middle East. Dubai derives sizable revenue from the re-export business mrogowski@foodexport.org
and invests heavily in infrastructure, while luring foreign investment and buyers. Other countries in L ey :

. . . ; K ) X . International Marketing Program Manager
the region and other Emirates in the UAE, particularly Abu Dhabi, the capital, are following Dubai'’s tmiller@foodexport.org

lead and model to improve their infrastructure and attract business interests. Molly Burns
Branded Program Manager

The standard of living in the UAE is one of the highest in the world. A liberal, business friendly mburns@foodexport.org
and market-oriented growth strategy has reshaped the economy. The non-oil sector steadily
expanded as diversification of the economy has proceeded. However, greater diversification
meant that the UAE was hit more severely by the global financial crisis than its neighbors. The
economy continued to struggle in later years as low oil prices persisted and the fiscal deficit

widened (despite significant reforms).

FOOD EXPORT-NORTHEAST
tel: 215.829.9111 - www.foodexport.org

Suzanne Milshaw

Acting Deputy Director / International Marketing
Program Manager

smilshaw@foodexport.org

Howard Gordon
Branded Program Manager

hgordon@foodexport.org

Food Export-Midwest and Food Export-Northeast prohibits
discrimination in all its programs and activities on the basis of
race, color, national origin, religion, sex, gender identity (including
gender expression), sexual orientation, disability, age, marital
status, familial/parental status, income derived from a public
assistance program, political beliefs, reprisal or retaliation for prior
civil rights activity. Persons with disabilities who require alternate
means of communication of program information should contact
us. Food Export Midwest and Northeast do not tolerate fraud
and are vigilant in preventing fraud in any of our programs.
Food Export reserves the sole right to accept or deny companies
into our programs. For complete participation policies and our
code of ethics, visit: www.foodexport.org/termsandconditions. To
file a program discrimination complaint, go to www.ascr.usda.
gov/filing-program-discrimination-complaint-usda-customer.
Food Export-Midwest and Food Export-Northeast are equal
opportunity employers and providers.

Abu Dhabi and Dubai together contribute about 80% of the UAE's income. Abu Dhabi'’s
diversification program has made impressive progress. Its non-oil industries now account for
close to 50% of GDP. Dubai's diversification efforts have been side-tracked by problems in the
financial industry and the real estate market. However, both sectors now appear to be on the
way to recovery.

The UAE is the second largest foreign direct investment (FDI) recipient among Arab countries
after Saudi Arabia. As the UAE's economy has developed into a major services hub in the Middle
East, its dependency on oil exports has declined.

U.S. exports of consumer ready food products totaled $778.6 million in 2018, down 6% from
2017. Through June of 2019, U.S. exports of consumer ready products are up 12% to $433.2
million and on track for a new record high. The UAE imported $400.7 million of U.S. processed
foods in 2018, a decline of 5%. Through June of 2019 U.S. exports of processed food to the UAE
totaled $205.2 million, a decline of 6%.

STATE AGRICULTURAL PROMOTION AGEN CON

Global Food Marketer © is published by
Food Export-Midwest and Food Export-Northeast.

Missouri - Brenda Verslues

MIDWESTERN STATES

lllinois - Kim Hamilton
217.782.5809

Indiana - Connie Neininger
317.607.9797

lowa — Mark Fischer
515.348.6241

Kansas — Suzanne Ryan-Numrich
785.564.6704

Michigan - Jamie Zmitko-Somers
517.281.5738

Minnesota - Jeffrey Phillips
651.201.6220

573.522.9560

Nebraska - Jordan Schlake
402.471.4876

North Dakota — Simon Wilson
701.231.1150

Ohio - Wendi Howell
614.466.6811

Oklahoma - Jamie Cummings
405.593.2119

South Dakota — Dani Hanson
605.773.2036

Wisconsin - Lisa Stout
608.224.5126

NORTHEASTERN STATES

Connecticut - Erin Windham
860.713.2500

Delaware - Stacey Hofmann
302.698.4542

Maine - Jeff Bennett
207.541.7400

Massachusetts — Bonita Oehlke
617.626.1753

New Hampshire — Gail McWilliam-Jellie

603.271.3788

New Jersey — Christine Fries
609.292.5537

New York — Sue Santamarina
518.457.7229

Pennsylvania - Thomas Mainzer IlI
717.783.1394

Rhode Island — Katherine Therieau
401.278.9100 ext. 139

Vermont - Lauren Masseria
802.505.5413



¢/ FOOD EXPORT

HELPLINE"™

Q: Our Company produces a line of carbonated beverages.

We have been researching export opportunities and have

done some statistical research we heard aboutin webinars. We
learned how to operate The Global Agricultural Trade System or
"GATS." It classifies soft drinks as a processed food. What is the
global market like for small beverage makers new to export?

Indeed GATS does consider cabonated beverages a processed
food. GATS refer to what you and others typically call soft drinks
as “non-alcoholic beverages.” Readers can locate GATS at https:/
apps.fas.usda.gov/gats/default.aspx

SOFT DRINK MARKET INFORMATION FROM EUROMONITOR
You may have also heard of Euromonitor, a global research firm that
produces marketing studies by category. Following is an a summary
of their “Soft Drinks” study by category.

Retail sales (both on and off trade) will reach $892.1 billion in
2019, representing growth of 19% from 2015. With only 5% of the
world's population, the U.S. will have sales of $201.4 billion (about
22.5% of the world total). Other top markets for soft drink retail
sales include: China ($91.4 billion), Japan ($66.9), Mexico ($39.4),
Germany ($37.4), Brazil ($32.7), France ($21.4), U.K. ($20.7), Spain
($20), Italy ($19.3) and Argentina ($17.4).

Between 2019 and 2023 the forecast for growth of global sales in
soft drinks is $1.1 trillion, representing growth of 22.6% or 5.2%
CAGR and $202.8 billion.

Carbonates (including cola and non-cola, but excluding energy and
bottled water carbonates) are the leading category of soft drinks
globally. 2019 retail sales are forecast to reach $326.1 billion, about
37% of the soft drink total. The leading global markets are Mexico,
China, Brazil, Japan, Germany and Argentina.

Bottled waters (an aggregation of still bottled water — spring,
mineral and purified, carbonated bottled water — spring, mineral and
purified, flavored bottled water and functional bottled water) are the
2nd highest retail value of soft drinks with sales of $238.9 billion in
2019, representing growth of 33.4% or $60.1 billion since 2015.

Juices covers all still packaged juice obtained from fruits or
vegetables by mechanical processes, reconstituted or fresh, often
including pulp or fruit/vegetable puree. Retail sales are forecast to
reach $143.2 billion by the end of this year, representing growth of
nearly 10% or $12.9 billion.

Ready to Drink (RTD) Tea includes all packaged products
based on brewed tea or tea extract. It may be sweetened or

VISIT

x

s

OUR WEBSITE AT WW\

unsweetened, carbonated or still, with a wide variety of different
flavorings. Retail sales of RTD teas are forecast to reach $69.6
billion in 2019, growth of 13.7% or $18.4 billion.

Energy Drinks are functional drinks designed to boost energy
levels. Often lightly carbonated, these contain high levels of caffeine
and a number of added water-soluble vitamins, most often a
selection of B vitamins including niacin, pantothenic acid, vitamin B6,
and vitamin B12. Retail sales of these drinks may reach $53.6 billion
by year's end, growth of 28.7% and almost $12 billion since 2015.

RTD Coffee includes packaged ready-to-drink coffee, consumed
either hot or cold, made using a base of either brewed coffee or
coffee extract. The 2019 forecast for retail sales from Euromonitor
is $22.5 billion, growth of 11% or $2.2 billion from 2015.

Sports Drinks include isotonic, hypotonic and hypertonic sports
drinks. Retail sales of sports drinks should reach $19.6 billion by the
end of 2019, growth of 4.3% and $806.5 million. This is by far the
lowest historical growth rate of all the soft drink categories.

Concentrates are the aggregation of liquid and powder
concentrates. Liquid Concentrates and syrups are diluted with
water before consumption. Dilution ratios vary from country to
country, due to local preferences and available brands. Powder
concentrates are also diluted with water before consumption. Retail
sales of concentrates are expected to reach $17.5 billion by the end
of 2019, growth of 16.3% or $2.4 billion since 2015.

Asian Specialty Drinks includes all traditional Asian drinks not
included in RTD tea or juice drinks, including products such as
Bandung (rose syrup with milk), bird’s nest, tamarind juice, ginger,
lemongrass, Roselle, zalaka, jelly drinks including grass jelly (cincau),
sugar cane, and vinegar drinks and lactic acid drinks, such as Calpis.
2019 sales are forecast to reach $3.4 billion, by far the lowest value
of any soft drink. Growth was a modest 14.6% or $433 million.

Many of the current top markets are mature, highly competitive,
require constant promotion and attention and are a challenge for
small businesses. In some cases, the markets depend on what type
of soft drink you have, as there are many local cultural tastes and
preferences to deal with. Growth in most categories is quite strong.

There are many smaller markets with strong growth and value in

the forecast. About half are south of the U.S., including Argentina,
Mexico, Brazil, Peru, Guatemala, Dominican Republic and Colombia.
The U.S. has a Free Trade Agreement with all these markets except
for Argentina and Brazil. If you want to stay focused on a segment
for the next year or so Latin America could be a great place to start.

W.FOODEXPORT.ORG




FOOD EXPORT-MIDWEST AND FOOD EXPORT-NORTHEAST ACTIVITIES

Branded Program: Did you know that you might be eligible for up to 50% reimbursement on travel and exhibition fees for some
of these activities? Visit www.foodexport.org for more information. B8 Early Registration Deadline [ Registration Deadline

BUYERS MISSIONS

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

Private Label Buyers Mission at the 2019 Private Label
Manufacturers Association Show

Nov. 10-11, 2019 Rosemont, IL

B Sept. 30, 2019

Specialty Food Buyers Mission at the Winter Fancy Food Show
Jan. 18-20, 2020 SAn Francisco, CA
E® Nov. 15, 2019 [ Dec. 6, 2019

Value-Added Feed Ingredients Buyers Mission
at the 2020 IPPE

Jan. 29, 2020 Atlanta, GA

EB Nov. 20, 2019 [ Dec. 18, 2019

Northeast Buyers Mission
Feb. 3, Boston, MA; Feb. 5, New York, NY; Feb. 6, Philadelphia, PA
E® Nov. 22, 2019 [ Dec. 20, 2019

Pet Food Buyers Mission at the Global Pet Expo
February 25, 2020 Orlando, FL
E Dec. 20, 2019 [ Jan. 17, 2020

Frozen Food Buyers Mission at AFFI-CON 2020
Feb. 29 — March 2, 2020 Las Vegas, NV
EDB] Dec. 20, 2019 [ Jan. 20, 2020

Natural Products Buyers Mission at Natural Products
Expo West

March 4-5, 2020 Anaheim, CA

EDB Jan. 10, 2020 [ Jan. 22, 2020

Buyers Missions

Beer Ingredients Buyers Mission at Brew Expo America
April 20, 2020 San Antonio, TX
EDB) Feb. 17, 2020 [ March 9, 2020

SEAFOOD ACTIVITIES

Food Export-Northeast is widely known for the foreign market development
activities and cost-share assistance we provide to the region’s seafood industry.
We also provide a variety of support activities on behalf of the industry to
continuously uncover new market opportunities and to create greater foreign
market awareness and demand for the region’s seafood products along with
our Seafood Export Promotion Program that includes market briefs provided
by our in-market representatives in Brazil, France, Germany and China.
Seafood Buyers Mission at Seafood Expo North America
March 14, 2020 Boston, MA

EW Jan. 13,2020 [ Feb. 3, 2020

ASeafood Trade Show at Seafood Expo Global
April 21-23, 2020 Brussels, Belgium

AFood Show PLUS!™ at China Fisheries and Seafood Expo
Oct. 28-30, 2020 Qingdao, China
EB May 22, 2020 [ June 19, 2020

FIND EXPORT SUCCESS. CALL OR EMAIL US.

WE'RE HERE TO HELP.

FOCUSED TRADE MISSIONS

Focused Trade Missions bring small groups of U.S. suppliers to a country
with the goal of building participants’ export businesses. You're able to see
the market dynamics first-hand, meet and build relationships with interested
importers, and discover your products’ potential in that market.

Focused Trade Mission to Dubai
Dec. 4-6, 2019
B Sept. 20, 2019

Focused Trade Mission to Guatemala for Retail and
Food Service Products

Jan. 29-30, 2020 Guatemala City, Guatemala

E Oct. 2, 2019 & Nov. 18, 2019

Focused Trade Mission to South Korea for Pet Food Products
March 23-24, 2020 Seoul, South Korea
E Nov. 25, 2019 [ Jan. 3, 2020

Focused Trade Mission to Hong Kong for Pet Food Products
March 26-27, 2020 Hong Kong
EX Nov. 25, 2019 [ Jan. 3, 2020

Focused Trade Mission to New Zealand
June 21-23, 2020 Auckland, New Zealand
E Feb. 21, 2020 [ March 30, 2020

Focused Trade Mission to Australia
June 24-25, 2020 Sydney, Australia
[ Feb. 21, 2020 [ March 30, 2020

FOOD SHOW PLUS!™

Food Show PLUS!™ provides the logistical assistance you need to be a
more effective exhibitor. Services may include registration assistance,

pre-show product research, translations of booth and sales materials,

technical interpreters at your booth, local industry tours, on-site show
assistance from food marketing experts, and much more!

ABooth Space Package Available

AFood Show PLUS!™ at Supermarket Trade Show (SMTS)
Feb. 11-14, 2020 Tokyo, Japan
[ Nov. 6, 2019

AFood Show PLUS!™ at Gulfood
Feb. 15-20, 2020 Dubai, United Arab Emirates
[ Nov. 20, 2019

AFood Show PLUS!™ at CHFA West
Feb. 21-23, 2020 Vancouver, Canada
EB Oct. 2, 2019 B Dec. 4, 2019

AFood Show PLUS!™ at VIV MEA
March 8-11, 2020 Abu Dhabi, United Arab Emirates
E Oct. 9, 2019 [ Dec. 11, 2019

Food Show PLUS!™ at FOODEX
March 9-13, 2020 Tokyo, Japan
B Nov. 20, 2019 [ Dec. 18, 2019

Food ‘
.| Export (
Association

of the Midwest s

Call: (312) 334-9200 or (215) 829-9111 E-mail: info@foodexport.org | www.foodexport.org

Make vour market.”

Please note: Dates and locations are subject to change and upcoming activities are pending funding from the Foreign Agricultural Service (FAS) of the USDA. Visit our website for more event information.
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More Back-to-Back Trade Missions

20+ Domestic Buyers Missions to Choose From
Booth + Food Show PLUS! Packages at Select Tradesho

_——7|

‘
t USA
Northest
., /

Learn more at: www.foodexport.org




Food Export-Midwest and Food Export—Northeast invite you to use our 2020 Activity Calendar.
Plan and select events and activities to maximize your exposure in key markets. These events represent
your best opportunities to increase sales in international markets.

Plan now and REGISTER EARLY! Register for all activities at www.foodexport.org.

SELECT ACTIVITIES TO GROW SALES.
FOOD PRODUCTS:

e RETAIL PRODUCTS e NATURAL PRODUCTS o SEAFOOD PRODUCTS
e FOOD SERVICE PRODUCTS SPECIALTY/GOURMET PRODUCTS e PET FOOD/FEED PRODUCTS
e INGREDIENT PRODUCTS e PRIVATE LABEL PRODUCTS
UNITED STATES OF AMERICA ‘ DATE ‘ LOCATION ‘ PRODUCTS
BUYERS MISSIONS
[ | Specialty Food Buyers Mission at the Winter Fancy Food Show Jan. 18-20 | San Francisco, California eo|o|o0 °
[ | Value-Added Feed Ingredients Buyers Mission at the International Production & Processing Expo | Jan. 29 Atlanta, Georgia °
[ | Northeast Buyers Mission Feb. 3-6 Boston, New York, Philadelphia (@ |® |®|® o|oe
[ | Pet Food Buyers Mission at the Global Pet Expo Feb. 25 Orlando, Florida [ ] [ ]
[ | Frozen Food Buyers Mission at AFFI - CON 2020 E/Tabr: 59 ) Las Vegas, Nevada eole ole
[ | Natural Products Buyers Mission at Natural Products Expo West Mar. 4-5 Anaheim, California o|® (]
[ | Seafood Buyers Mission at Seafood Expo North America Mar. 14 Boston, Massachusetts ®
[ | Beer Ingredients Buyers Mission at BrewExpo America Apr. 20 San Antonio, Texas [ ]
[ | Pet Food Ingredient Buyers Mission at Petfood Forum Apr. 27-28 | Kansas City, Missouri °
[ | Food Service Buyers Mission at the National Restaurant Association Show May 16-18 | Chicago, Illinois L] o
[ | Beer, Wine and Spirits Buyers Mission at BAR at the Show May 18 Chicago, Illinois [}
[J | Sweets and Snacks Buyers Mission at the Sweets and Snacks Expo May 18-20 | Chicago, lllinois ° L] o
[J | Dairy, Deli, Bakery Buyers Mission at IDDBA20 "}ﬁ?/e?)]] ) Indianapolis, Indiana eo|e
[ | Value-Added Feed Ingredients Buyers Mission at the World Pork Expo June 3 Des Moines, lowa °
[ | Caribbean and Latin American Buyers Mission for Retail and Food Service Products June 10-11 | Miami, Florida [ 2N J
[ | Specialty Food Buyers Mission at the Summer Fancy Food Show June 26-27 | New York, New York eo|o|o0 °
[ | Food Ingredients Buyers Mission at the Institute of Food Technologists Show July 12-13 | Chicago, lllinois (]
[ | Midwest Buyers Mission July 27-30 | Michigan, Ohio, lllinois o0 o °
[ | Natural Products Buyers Mission at Natural Products Expo East Sep. 23-24 | Philadelphia, Pennsylvania eole [
[ | Value-Added Feed Ingredients Buyers Mission at the World Dairy Expo Sep. 30 Madison, Wisconsin L]
[ | Private Label Buyers Mission at the Private Label Manufacturers Association Show Nov. 15-17 | Rosemont, Illinois ®
CANADA DATE LOCATION PRODUCTS
FOOD SHOW PLUS!™
15[ Food Show PLUS!™ at CHFA West Feb. 21-23 | Vancouver, Canada [ ]
Food Show PLUS!™ at SIAL Canada Apr. 14-17 Montreal, Canada o|o|0|0® [
TRADE MISSIONS
[ | Focused Trade Mission to Canada for Specialty and Natural Products | Sep. 2-3 | Toronto, Canada | | | |.| | | |
MEXICO ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!™
Food Show PLUS!™ at Expo ANTAD & Alimentaria ,’\A/l;rr 230 ) Guadalajara, Mexico eo|® [ °
[ | Food Show PLUS!™ at Food Tech Summit & Expo Sep. Mexico City, Mexico (]
[E]] | Food Show PLUSI™ at FIGAP — NEW! Oct. 20-23 | Guadalajara, Mexico o
TRADE MISSIONS
[ | Focused Trade Mission to Mexico for Private Label, Retail and Food Service Products July 14-17 mz:zz City & Monterrey, o0 ®
Booth Space Package Available
CONTACT OUR LIAISON TEAM. FIND EXPORT SUCCESS.
Food Export-Midwest
Lauren Kliethermes Enrique Rubio Paul Sorenson
Ikliethermes@foodexport.org, 312.334.9219 erubio@foodexport.org, 312.334.9229 psorenson@foodexport.org, 312.334.9217

lowa, Missouri, Minnesota, Nebraska lllinois, Indiana, North Dakota, Ohio, Oklahoma Kansas, Michigan, South Dakota, Wisconsin



2020 BRANDED PROGRAM—DON'T BE LEFT OUT. TAKE ADVANTAGE TODAY!

Enroll in Food Export’s 50% cost-share reimbursement program and learn how you can make the most of your
marketing budget. Qualifying companies can make their promotional efforts go even further. Funds are limited
each year so don't delay in applying! Submit your pre-qualification at www.foodexport.org/brandedprogram.

CARIBBEAN, CENTRAL AMERICA & SOUTH AMERICA ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!™
1é-jr Food Show PLUS!™ at Alimentec | June 8-12 | Bogota, Colombia | [} | ® | | ° | | | [ | [}
TRADE MISSIONS
[ | Focused Trade Mission to Guatemala for Retail and Food Service Products — IT'S BACK! Jan. 29-30 | Guatemala City, Guatemala [ 2K ]
[ | Focused Trade Mission to Dominican Republic for Retail and Food Service Products - IT'S BACK! | Oct. 7-8 éaonnt'voiniz:ggp;blic o0
EUROPE ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!™
[ | Food Show PLUS!™ at SIAL Paris | Oct. 17-22 | Paris, France | ° | ° | ° | ° | | ° | ° |
SEAFOOD TRADE SHOWS
‘[é-jr Seafood Trade Show at Seafood Expo Global | Apr. 21-23 | Brussels, Belgium | | | | | | | L] |
MIDDLE EAST ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!™
Eﬁ Food Show PLUS!™ at Gulfood Feb. 15-20 | Dubai, UAE eole [ ] ®
'Ej. Food Show PLUS!™ at VIV MEA — NEW! Mar. 8-11 Abu Dhabi, UAE [ ]
[ | Food Show PLUS!™ at Saudi HORECA Nov. 23-26 | Saudi Arabia o0
TRADE MISSIONS
[ | Focused Trade Mission to the United Arab Emirates Dec. 5-7 Dubai, UAE (AN J [ ] ®
[0 | Focused Trade Mission to Saudi Arabia — IT'S BACK! Dec. 8-10 Jeddah, Saudi Arabia o0
ASIA ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!™
m Food Show PLUS!™ at SMTS (Supermarket Trade Show) Feb. 11-14 | Tokyo, Japan
[ | Food Show PLUS!™ at FOODEX Mar. 9-13 Tokyo, Japan o000 o
O | Food Show PLUS!™ at FHA (Food & Hotel Asia) - Food & Beverage X's: 230 " | singapore 0
[ | Food Show PLUS!™ at SIAL China May 12-15 | Shanghai, China o|e
[ | Food Show PLUS!™ at Seoul Food & Hotel May 18-22 | Seoul, South Korea [ ] oe
Food Show PLUS!I™ at Food Taipei June 16-20 | Taipei, Taiwan °
[ | Food Show PLUS!™ at Seafood Expo Asia Sep. 8-10 Hong Kong ° °
Food Show PLUS!™ at the China Fisheries and Seafood Expo Oct. 28-30 | Qingdao, China [ ] ®
TRADE MISSIONS
[0 | Focused Trade Mission to South Korea for Pet Food Products — NEW! Mar. 23-24 | Seoul, South Korea
[ | Focused Trade Mission to Hong Kong for Pet Food Products — NEW! Mar. 26-27 | Hong Kong
[ | Focused Trade Mission to China for Retail and Food Service Products Aug. 9-12 Shanghai & Wuhan, China o|e
[ | Focused Trade Mission to Vietnam — IT'S BACK! Aug. 13-14 | Ho Chi Minh City, Vietnam oe
[ | Focused Trade Mission to South Korea for Emerging Trends, Healthy and Convenience Foods | Nov. 9-10 Seoul, South Korea ole
[ | Focused Trade Mission to Japan for Emerging Trends, Healthy and Convenience Foods Nov. 12-13 | Tokyo, Japan ole
AUSTRALIA ‘ DATE ‘ LOCATION ‘ PRODUCTS
FOOD SHOW PLUS!I™
E Food Show PLUS!™ at Fine Food Australia | Sep. 6-10 | Melbourne, Australia | o | o | | | | | |
TRADE MISSIONS
O | Focused Trade Mission to New Zealand — IT'S BACK! June 21-23 | Auckland, New Zealand ( 2N ]
[ | Focused Trade Mission to Australia — IT'S BACK! June 24-25 | Sydney, Australia o0

Booth Space Package Available

CALL OR EMAIL US. WE'RE HERE TO HELP.

Food Export-Northeast

Deborah Ingravallo Apryl King Madison Smith
dingravallo@foodexport.org, 215-599-9747 aking@foodexport.org, 215.599.9753 msmith@foodexport.org, 215.599.9748
New Hampshire, New Jersey, Pennsylvania Connecticut, Maine, Massachusetts, Rhode Island, Vermont Delaware, New York



New Programs for 2020

VIRTUAL CONSULTATIONS

Tap into the expertise of our network of In-Market
Representatives with a virtual one-on-one
consultation. You'll have an opportunity to ask
questions about the market and get first-hand
feedback from our in-market expert.

LEAD QUALIFICATION SERVICE

=W ™  Get help qualifying foreign buyer leads from
trade shows or other sources. Our In-Market
Representatives will vet the buyer and provide
a report to help you determine if you want to

move forward with the lead.

X0

These programs will launch in 2020.
Visit www.foodexport.org/marketentry to learn more.

Food
. Export

Association
of the Midwest us

309 West Washington Street
Suite 600

Chicago, IL 60606 USA
T: 312.334.9200 F: 312.334.9230
www.foodexport.org

One Penn Center

1617 JFK Boulevard Suite 420
Philadelphia, PA 19103 USA

T: 215.829.9111 F: 215.829.9777
www.foodexport.org






