
Promujemy polskie produkty 
na całym świecie

Jesteśmy na rynku 
od 2009 roku



informacje
•	 �Jako jedyne fachowe i merytoryczne pismo z Polski podczas międzynarodowych 

targów reprezentuje rodzimy rynek FMCG wśród tysięcy wystawców z całego świata

•	 �Dzięki obecności magazynu na targach, wiedza na temat polskich produktów 

szybkozbywalnych jest w jeszcze większym stopniu wspierana i upowszechniana 

na arenie międzynarodowej

•	 �Treści przygotowywane na każdą z edycji targów zagranicznych przekonują jej uczestników, 

jak ogromne znaczenie dla sektora spożywczego na świecie mają produkty z Polski

•	 �Food from Poland jest właściwym miejscem dla promocji polskich przedsiębiorstw, 

zainteresowanych współpracą z odbiorcami z całego świata.

Anglojęzyczny magazyn ekspertów branży FMCG!

Food from Poland
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profil
Cykl wydawniczy: periodyk – magazyn targowy

Zasięg: międzynarodowy

Format: 210x297 mm

Nakład: 10 000 egz.

Język: angielski

periodyk

Birch Juice – natural product

We bring you a very rare natural product – Birch Juice. It is unique fresh juice known in Europe 

for decades but still very little popularized. To drink birch sap in the pure state is a incomparable 

pleasure. It is a pleasant, freshening immunity strengthening drink. It has been famous for the 

curative properties – it is ecologically pure, tasty, freshening soft drink. Since it helps eliminating 

excessive water from organism it can help in getting rid of toxins and naturally lose weight. Women 

have benefi ts from using birch because it helps eliminate cellulite. It is well known that birch has 

good eff ect on skin especially scalp. Try it and you will love it. HKF Polska, Stand s4912 Drinks.

www.hkfdrinks.eu

High Fibre Oat Brans 

Oat brans are the best source 

of dietary fi ber which helps to 

reduce weight by absorbing  

water and swelling in stomach.

On the contrary to wheat 

brans they consist of soluble 

vegetable fi bre rich in beta 

glucans – the main factor 

keeping the right cholesterol 

and lipids level s in human 

organism. 

For their high fi bre content oat brans are recommended for 

all those who watch their weight. www.sante.pl

Export news

In March 2011 SERTOP has extended 

its export assortment by new fl avours 

line – processed cheese in 100 g cups. 

New fl avours are:

• processed cheese creamy.

• processed cheese with ham.

•  processed cheese with spring 

onion.

New line is characterized by light 

and smooth consistency and by 

applying of the new packaging ,in 

the form of a cup, it allows you to convenient and economical 

use of the packed cheese. Products do not contain preservatives 

and have an exceptional and refi ned fl avour obtained by using 

only natural additives.

A well proven manufacturing technology, traditional recipes, the 

best raw materials and strict control at each production stage 

guarantee high production quality.

We hope that the new line of cheese in cups will broaden and 

gain recognition of our customers.

export-info@sertop.com.pl

www.sertop.com.pl

Beskidzkie Salt Sticks

The traditional taste of Beskidzkie Salt Sticks 

gently baked and covered with salt crystals 

is well known to every snack lover. Their 

main characteristics is an extraordinary 

crispness.They are a perfect snack for family 

reunions and meetings with friends.

www.aksam.pl

Bacon Sticks

Bacon Sticks have a very intensive taste of 

well-fried aromatic fl avour. They are one of 

the most delicious and original snacks. They 

bring back the memories of summer night 

grilling.
www.aksam.pl

Sweet chilli Sauce

This Tokyoto Sweet chilli sauce is an 

exceptionally aromatic and tasty addition to 

sandwiches, salads, meat and fi sh. It enriches 

the taste and adds hot fl avor to other sauces. 

It perfectly complements dishes with onion, 

caulifl ower or corn. It makes a wonderful dip 

and is a perfect substitute of ketchup.

 

www.tan-viet.com.pl

Rice stick Noodle

Tokyoto Rice stick noodles have a form of 

thin,  semitransparent threads. Produced 

exclusively from rice fl our and water, they 

contain no gluten. Delicate rice noodles 

perfectly fi t every dish, since they easily 

absorb the fl avor of added sauce. Rice 

stick noodles are recommended for soups, 

vegetable dishes and salads. During deep-frying the noodles 

expand and create a tangled, light and crunchy bands, which are 

a great addition to chicken salad. 
www.tan-viet.com.pl
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Foreign trade 

in the Polish 

edition
Production lines with state-of-the-art 

technology, modern packaging, quality 

certi cates and traditional recipes – they all go 

together to make Polish products that are not 

only trustworthy but also popular brands in 

international markets. Irre
spective of whether 

we are talking about Polish sweets, cured meat, 

beverages or dairy products, each of them is safe, 

price competitive and most of all tasty. Let us take 

a look at what the balance of Polish foreign trade 

in the agricultural and food sector looked like.

and agricultural goods as well as the most 

important supplier of these goods to Poland 

improved. The balance in the agricultural 

and food trade with the European Union 

improved by 15% mainly due to the higher 

value of exports to EU-27. In the  rst si
x 

months of 2010, the balance of agricultural 

and food products exchange was posi-

tive and amounted to EUR 1.56 billion as 

compared to EUR 1.35 billion in the same 

period of 2009. Therefore, the value of 

agricultural products exported in 2010 was 

7% higher (EUR 4.91 billion), meanwhile 

the value of imports increased by 9% and 

totalled EUR 3.35 billion. 

RECIPIENTS

OF POLISH PRODUCTS

For many years, Germany has been 

the major customer for Polish agricultural 

and food products. In the  rst h
alf of the 

year of 2010, this country imported food 

to a value of approx. EUR 1.28 billion 

from Poland, which represented 20% of 

the Polish exportation of agricultural and 

food goods in general and 26% of the total 

Polish exportation to all European Union 

member states. By comparison, in 2009 

the value of goods delivered to Germany 

totalled EUR 1.25 billion (an increase of 

2%). Poland mainly exported processed 

In the Polish agricultural and food export 

 gures in the  rst h
alf of 2010, low-proc-

essed goods dominated and represented 

59% of the total value, followed by highly 

processed goods (24%) and unprocessed 

goods (17%). The value of exported low 

processed goods increased by 12%, where-

as in the case of highly processed products 

– by 18%. Supplies of unprocessed goods 

to external markets fell by 10%. For many 

years, European Union member states have 

been Poland's most important partners in 

the agricultural and food trade. In the  rst 

half of 2010, the position of the Commu-

nity as both the main market for Polish food 
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Your journey with “Beskidzkie Sticks“ 

began more than 17 years ago. 

You started from a small room and 

now you have a large and modern 

production plant. Please tell us more 

about the company's development?

The company has been operating for 

eighteen years – it was set up in 1993 as a 

private partnership. In the beginning, we 

only hired four employees, then eight and 

when we reached twelve we thought it was 

a great success. At that time, we had an 

enormous old machine; I remember us jok-

ing that if it d
idn’t break down at least once 

a day, it w
ould be a big surprise. We had to 

deal with dif cult situations in many ways. 

We were facing many challenges, but now I 

can say it was all worth it. We could not af-

ford maintenance, or to employ a commer-

cial director or sales representatives. After 

two years, we were able to buy a new ma-

chine. Of course we did not dispose of the 

old one, but repaired it and let it continue 

to work for us. After six or seven years, we 

Six years earlier, before we started the 

production of sticks, my wife and I set 

up our  rst b
usiness – a small catering 

establishment. We started with chips. In 

1987, we could not afford the  rst b
ag of 

potatoes. I got it fro
m my grandmother. We 

were peeling them ourselves... Slowly, the 

establishment was growing and we were 

able to start producing French bread pizzas. 

After two years, we transformed the small 

catering establishment into a grocery store 

where we used to sell bread, cured meat 

and vegetables. The change in the econom-

ic situation affected us like everyone else. 

In the meantime, I opened two wholesale 

outlets at the food market in Katowice.

decided to build a new production plant 

located about a mile from the  rst o
ne. 

We bought a plot of land and started from 

scratch – from the foundations. There was 

only one building in the beginning, now 

there is another one, much bigger. At the 

moment, we have twenty-four state-of-the-

art production lines equipped with a system 

for automatic packaging of goods; in the 

past, we used to pack everything manu-

ally. Currently, the company employs 385 

people. 

Why did you decide to start with 

sticks and not something else? 

What infl uenced your decision?

An interview with 

Adam Kleczar, 

owner of Aksam, about 

the phenomenon of 

“Beskidzkie Sticks“ as 

well as Aksam's position 

both in Poland and 

worldwide.

Author:  Tomasz Panczyk

t.panc
zyk@f

oodfr
ompolan

d.pl
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During the last three years of being the 

market leader, we have increased our share 

by 30% reaching the level of 42.5%.
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► review

SIAL Paris

►  report

Polish 

sweets market

► presentations

Maxpol Ltd.

Odra S.A.

►  Discover

polish sweets

►  interviews

Lider’S-K.G. 

Eurovita Ltd.

Pszczolka Ltd.

Sweet 

Cologne
Spread over an area of nearly 110,000 square 

metres, 1,494 exhibitors from 64 countries 

presented the latest trends in the confectionery 

industry during the 41st edition of the ISM 

international confectionery trade fair held 

in Cologne, Germany, in the period from 30 

January to 2 February this year. According to 

the organisers, approximately 32,000 guests 

connected with the confectionery industry 

from 150 countries visited the ISM trade fair in 

Cologne. More than 64% of the visitors came to 

Cologne from abroad. 

Polish companies (52) were also present at ISM 

and actively promoted their home products 

Polish producers of sweets either located their 

stands separately or within “zones“ bringing 

together several exhibitors. Having separate 

stands provided the opportunity to present their 

range of goods over substantially larger areas and 

in different covered halls. The most prominent 

Polish companies such as Solidarnosc from 

Lublin, Mieszko or Wawel decided to select such 

locations. Our editorial staff accompanied Polish 

exhibitors as usual and presented the latest edition 

of the “Food from Poland“ magazine in English 

compiled specially for the ISM trade fair. The 

magazine was distributed actively either directly to 

the hands of traders from all over the world who 

visited the halls as well as via other newspaper 

stands located outside the halls. Additionally, 

every Polish exhibitor was given a chance to get 

to know the main topics of the current edition. 

Our press stand situated in hall 11.1 also acted 

as a professional information centre on both 

Polish companies and the confectionery market in 

Poland for the people visiting ISM.

The next (42nd) edition of the ISM trade fair 

in Cologne will be held from 29 January to 01 

February 2012. 

4

www.
foodfr

ompolan
d.pl

REVIE
W

REVIE
W

FoodFromPoland2011_02 IFE.indd   4

2011-03-01   10:31:13

3Polish Magazine for FMCG Professionals



dystrybucja
•	 �Magazyn dostępny jest na prestiżowych targach spożywczych, 

które odbywają się poza granicami Polski (między innymi: ISM 

oraz ANUGA w Kolonii, IFE w Londynie, PLMA w Amsterdamie, 

PRODEXPO w Moskwie czy SIAL (w Paryżu) na stoisku firmowym 

wydawnictwa. 

•	 �Dystrybucja odbywa się podczas zagranicznych imprez targowych 

– bezpośrednio ze stoiska redakcyjnego zlokalizowanego pośród 

polskich wystawców oraz stoiska ze światową prasą branżową 

•	 �Food from Poland jest także wysyłany za pośrednictwem Poczty 

Polskiej do kupców największych sieci handlowych, agencji 

handlowych i firm dystrybucyjnych na całym świecie.

Imienna baza adresowa pisma powstała w wyniku dotychczasowej 

działalności Wydawnictwa i jest jego własnością. Lista dystrybucyjna 

jest na bieżąco weryfikowana i uaktualniana.

międzynarodowa
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czytelnicy
•	 �Zagraniczni kontrahenci, odwiedzający 

imprezy targowe, kupcy w zagranicznych 

sieciach handlowych zainteresowani 

polskim rynkiem FMCG i nawiązaniem 

kontaktów handlowych z polskimi 

producentami.

anglojęzyczny magazyn FMCG
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reklama
parametry

MODUŁ ROZMIAR (mm) CENA*
I okładka 137 x 197 12 000 PLN
II okładka 210 x 297 9 000 PLN
III okładka 210 x 297 9 000 PLN
IV okładka 210 x 297 10 000 PLN
Top Page 210 x 297 7 000 PLN
Cała strona 210 x 297 6 000 PLN
Prezentacja wystawcy 182 x 60 2 000 PLN
Rozkładówka, 2 x A4 420 x 297 10 000 PLN
Junior Page I 120 x 170 5 000 PLN
1/2 strony, poziom 182 x 125 4 000 PLN
1/2 strony, pion 89 x 260 4 000 PLN
1/3 strony, poziom 182 x 80 3 000 PLN
1/3 strony, pion 58 x 260 3 000 PLN

Dane techniczne reklam
•	�Kolory wyłącznie CMYK
•�	�Format plików: PDF, EPS, 
AI, TIFF, PSD, JPG, PS

•	�Rozdzielczość: 300 dpi
•	�Maksymalne całkowite	
pokrycie CMYK: 320%

•	�Reklamy przycinane:	
spady po 3 mm z każdej strony

• 	�Reklamy ramkowe: bez spadów
• 	�Pliki prosimy przesyłać na adres FTP
• 	�Na reklamach całostronicowych i roz-
kładówkach prosimy o nie umieszcza-
nie istotnych elementów graficznych 
w odległości poniżej 15 mm od środ-
kowych krawędzi – pismo jest klejone 
i nie zachowanie bezpiecznego pola 
może spowodować nieczytelność np. 
tekstu umieszczonego za blisko spadu 
wewnętrznego (od klejenia pisma). 

• 	�Tylko cromaliny z certyfikatem dają 
gwarancję poprawnego odwzorowa-
nia kolorów podczas druku. Innego 
typu podglądy wizualizacji reklam, 
przesyłane do Wydawnictwa, nie będą 
brane pod uwagę przy reklamacji.

Wydawnictwo nie ponosi odpowiedzial-
ności za treści i grafikę reklam, ani nie 
ingeruje w zawartość dostarczanych plików.

* Wszystkie ceny podane są w cenach netto.
Oferujemy rabaty za cykliczność reklam!
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kontakt
wydawnictwo

Reklama

Beata Kurp

Dyrektor Sprzedaży i Marketingu

kom. 509 336 022, b.kurp@foodfrompoland.pl

Katarzyna Kałczyńska

Account Manager

kom. 510 186 980, k.kalczynska@foodfrompoland.pl

Agnieszka Niewiadomska

Account Manager

kom. 510 186 970, a.niewiadomska@foodfrompoland.pl 

Marcin Michalski

Account Manager

kom. 509 347 600, m.michalski@foodfrompoland.pl

Redakcja

redakcja@foodfrompoland.pl,

www.foodfrompoland.pl,

ul. Bagno 2/218, 00-112 Warszawa

tel./fax: �(48-22) 847 93 67-68,	

(48-22) 828 93 65-66
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