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From the

Dear Fellow Chefs, Ladies, and Gentlemen,
Welcome to the May issue of Gulf Gourmet. First let 

me thank everyone who came for our charity blood 
donation event. We saw a great response and showed 
once again that the team is there when help is needed. 
Please do put Sunday, October 14 in your diary, the 
Radisson Hotel, Dubai Deira Creek and the Emirates 
Culinary Guild will host the next event with hopefully even 
more of us supporting.

I would like to thank the Texas Beef Council and the 
U.S. Meat Export Federation for hosting the hands-on 
workshop; I believe we all had a good time.

Look forward to many of you at the next workshop 
on May 13-14, 2012 at the Palm Grill Restaurant at the 
Radisson Blu Hotel, Dubai Deira Creek. After the US 
Beef Workshop we go Irish, the Emirates Culinary Guild 
is supporting the Green Box Event on May 24 at the 
Movenpick Ibn Batuta Gate Hotel. 

A big mabrouk to Chef Cameron and the team who 
came back from Singapore with a Silver in the team 

event and several Gold, Silver and Bronze medals in the 
individual classes. Great work again and well-done team!

Meanwhile our team for the IKA in Erfurt is working in 
full swing with the preparation. We do work on a Dubai 
Summer Surprise event in Bur Juman Centre on June 
13-14, 2012. Mrs. Josephine will send the info soon. Chef 
Christian Gradnitzer is working with team on a possible 
participation at the competition in Beijing, China. Will keep 
you updated.

Please do look at the Friends pages to check out our 
supporters and make sure to support them when you can. 
All contact details are on the back of the magazine.

Finally, I would like to thank the team from the Media One 
Hotel and Chef Girish for hosting the April Meeting.

Culinary regards, 
Uwe Micheel 
President of Emirates Culinary Guild 
Director of Kitchens 
Radisson Blu Hotel, Dubai Deira Creek
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Key

In an exclusive interview with Raphael Saxod, Managing Director, Restofair RAK, 
we find out what it takes to be on top in a highly competitive market place

Supplier Story

Service is the 

Tell us a bit about Restofair and Restofair RAK?
Restofair is a French brand that belongs to Ecotel 
Chomette Favor (ECF), one of the biggest hotel sup-
plies group in Europe. It has 50 cash and carry shops 
in France catering to hotels and restaurants; and 
around 200 sales people in France, Belgium, Luxem-
burg, Italy and other countries.

Restofair RAK is a 50-50 joint venture between ECF 
France and RAK Porcelain and sells both chinaware as 
well as Restofair products such as cutlery, glassware, 
table accessories and soon full kitchen solutions, all 
under one roof.

How did the idea of Restofair RAK come about?
Eight years ago, a famous UAE personality named Dr. 
Khater Massaad had just started the RAK Porcelain 
factory. Soon after, he came to Restofair in France 
to study the market and the design possibilities. He 
suggested an idea whereby the two companies could 
collaborate and cross-sell products across Europe and 
the Middle East. That’s how Restofair RAK was born.

How was business in the early days?
It was never easy. The factory was very young and 
we had just one range to offer. We took one step at 
a time and extended our offerings with each passing 
year. Now, people realise the quality of RAK porcelain 
is fantastic, fast and reliable. But yes, eight years ago it 
was much more complicated.

What is the range you had started with?
We started with a basic, simple banquets range and it 
remains a very successful range for us even today. 

What is your biggest challenge currently?
The biggest challenge is to maintain our market leader 
position and to continue developing our market share. 
To ensure that, we are opening our first Cash & Carry 

My philosophy is making 
your base strong and being 
thoroughly organised before 
doing something else. We still 
have a lot to do in the UAE

shop. It will have nearly 5,000 items spread across 
1,000 square metres and will cater to hotels and res-
taurants. Hotels can buy locally produced chinaware, 
glassware, cutlery, kitchen utensils and more.

What sets Restofair RAK apart from its competitors?
Many of our competitors are just catalogue compa-
nies. They forget that the customer expects good 
service. If you have a fancy catalogue but deliver after 
3 months, then you are not providing the right solution. 
Our focus is on service and that’s the secret of our 
success. 

What kind of market share do you have?
When it comes to chinaware, we have close to one 
third of the market and this number is growing each 
year. 

What is your most successful range?
Five star hotels buy a lot of our fine dining range, which 
does amazingly well. Then we have our banquets with 
which we had started. This remains one of our best 
sellers and is very economical. We even have Rondo, 
which is similar to banquet but with a different design. 
It’s a little bit more expensive but very successful as 
well.

What is your USP?
When I started roughly 17 years ago, I worked in the 
French market followed by Africa and the Caribbean. 
While you have 500-1,000 room hotels here in the 
UAE, in France you have a thousand small hotels. In 
Paris we delivered approximately 5000 parcels each 
day across France. So when I came to the UAE eight 
years ago, I maintained that interest in small orders 
and deliveries and this is our USP. Most others do not 
care for small orders. However, we do understand that 
these small orders give us high penetration into the 
market.

How did you enter into this business?
It’s my family business. My father, a baker, started 
this business in 1969. He and my mother began by 
selling bakery supplies and later hotel and restaurant 
supplies. My two brothers and sister are in the same 
business in France. 

Any plans to expand Restofair RAK operations 
beyond UAE?
My philosophy is making your base strong and being 
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thoroughly organised before doing something else. 
We still have a lot to do in the UAE. Our next step is 
Cash & Carry followed by kitchen solutions. That said 
we will expand for sure in the future.

How has the growth graph looked like?
We have never had any drop in growth. There has 
always been a two-figure growth except for one year 
during the recession. During that year we stabilised. 
This was possible only because we had all the small 
orders. Without these small orders we would have 
dropped like all the others in the market. Like I said, I 
love the small orders as much as I love the big ones.

How do you service an industry in which each hotel 
wants to stand out?
Some customers like to keep it simple and will choose 
everything from the same range.

Those that want to be different mix and match their 
ware from our various ranges. And then there are 
customers who push it a little further with their own 
designs and colours. For them, our design department 
in the factory at RAK can customise any item within a 
short time span. 

How has the Emirates Culinary Guild helped 
business? 
It’s a very good platform to meet with a lot of great 
people. You can save a lot of time here, especially if 
you have new products to showcase and you can 
catch up with most of your clients in a single after-
noon. You are able to build relationships with so many 
people in so less time. It is therefore vital for us to be 
close to the Guild.

Since we have a local factory and we are supported 
by local customers, we realise the importance of giv-
ing back to the community by supporting our local 
customers. For example, we sponsor the plates for the 
Gulfood competition. 

Are Chefs really the decision makers?
More often than not, it is the Chef who decides the 
products and the purchasing manager simply fulfils his 
requirements. So you have to be close to all.

Have you tried the distributor model?
We prefer selling directly to the end user, which in our 
case are the hotels and restaurants. 

Could you tell us about yourself and your family?
My wife and I are both French. We both come from a 
small city called Annecy, which is just 45 minutes from 
the Mont Blanc and 15 minutes from Geneva. I have a 
10-year-old daughter and an eight-year-old son. I have 
enrolled them in an international schooling system 
here in the UAE as I want them to take advantage 
of the opportunity to mingle with kids from various 
nationalities.
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Culinaire
Aquin George catches up with Chef Osama El-Sayed 
to find out about his culinary route to global success

cover Story

Celeb brewed coffee, he asks me, what is the story angle I 
am looking for? He’s obviously referring to the multiple 
roles he plays in his professional life. I tell him I have 
none, just needed to know why he is so famous.

He smiles and tells me his story. Born and raised in 
Cairo, Egypt, Chef Osama graduated from the Hotel 
Technical Institute in Cairo.  “The reason I joined the 
hotel institute was because I knew I could be any 
place in the world and have the opportunity to get a 
job,” he says.

He then did his apprenticeship at the El-Nile Hilton 
International Hotel. It was here that he discovered 

C
hef Osama El-Sayed is the most popular 
Arab Chef in the world. Period. He publishes 
cook books, produces cookery shows, runs 
a culinary consultancy firm, is the ambas-

sador for many food products, is a columnist in many 
magazines and, of course, is the face most Arabic 
speaking people associate with when you mention the 
word ‘chef’. The best part is that he manages all of the 
above roles simultaneously.

I meet him at the DMI television studio in Garhoud, 
Dubai, on a bright April morning and instantly notice 
he has that star-like quality. As I sip on some freshly 



www.mla.com.au
cover Story

the nature of various hotel departments and had the 
opportunity to work at the front desk, reception and 
many other areas. “Somehow I always felt that the 
kitchen was most attractive. I wanted to enhance that 
experience, to learn more, experience more and add 
to my understanding on different cuisines,” he says.

To accomplish that dream, he travelled to the United 
States and joined L'Academie de Cuisine in Maryland, 
which is regarded as one of the top culinary schools 
in the world. “The school was started by the Pastry 
Chef who had worked 25 years at the White House. I 
got to learn about food from different perspectives 
and gained knowledge on various styles and 
cuisines including French cooking, pastry, 
chocolates, the works,” says he.

As Chef Osama was paying for his own 
education, it gave him the opportunity 
to work 25 hours each week to support 
himself. “I took up a lot of part time jobs 
at different restaurants. I even juggled 2-3 
jobs a day!” says Chef Osama. He worked 
different places on weekdays and differ-
ent places on weekends. “I learnt so much 
from all my jobs,” he admits. 

What many do not know is that Chef Osa-
ma has always juggled about 3-4 jobs since 
then. If there is no fourth opportunity, he will 

create it by volunteering to assist travelling celebrity 
chefs for free. “It was not always for money, it was 
for knowledge,” he says.

Being in and around Washington DC allowed him to 
work at influential restaurants with high standards. In 
Washington DC, he worked at the renowned Serbian 
Crown restaurant. “I had to live up to their expecta-
tions and therefore started to learn Russian and 
French cuisines,” he says.

He gradually picked up enough knowledge to be 
able to correct others in the kitchen. At the Serbian 

I took up a lot of part 
time jobs at different 
restaurants. I even 
juggled 2-3 jobs a 
day! I learnt so much 
from all my jobs 
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Crown he began by assisting other chefs. When the 
main chef left and the replacement – an Italian chef – 
also left soon after, Chef Osama managed the show 
by himself. Having noticed his exceptional talent, the 
owner promoted him to Executive Chef. Chef Osama 
was then just 21 years old. 

He then later joined a French restaurant and then a 
catering company Braun’s Fine Caterers in Lanham, 
again one of the leaders in the catering business. At 
that time most of their clients were dignitaries in the 
political and diplomatic communities. During this time 
he also orchestrated banquet presentations for Presi-
dent Bill Clinton and for Vice President Al Gore.

He even worked as a corporate executive chef for 
one of the largest social caterers in America Martin’s. 
“It had eight locations and we were cooking for a mil-
lion people in a year!” he says.

Talking about his constant yearning for knowledge, 
he says, “I have always had the opportunity to work 
with someone of a higher rank than me. It is great 
when your knowledge is derived from the best in the 
business. If I wanted to learn about a cuisine I did not 
know much about, I would get the best Chefs in the 
cuisine and learn from them.”

“Knowledge is something nobody can take away 
from you. In order to be respected as a chef you have 
to be able to replace anybody in the kitchen including 
a dishwasher; you should be able to do the job equally 
well if not better than him. As a chef you should not 
only be able to tell someone what to do, you should 
be able to push him aside and show it. Anybody can 
gain knowledge through reading and the internet but 
training others and sharing what you have learnt is the 
most vital role for any chef,” he says.

Explaining further the difference between a cook 
and chef, he says, “Chef is not a fancy name for a 
cook. A cook is someone who does what a chef tells 
him to. A Chef has many cooks doing what he wants 
to because he cannot do all of it at once. And in order 

cover Story

As a non-American living in 
the US, I have been asked this 
question many a time. When I 
would interview people for a job, 
they would say, ‘My credentials 
are higher than yours. How can 
you hire me? Aren’t you scared?



23Gulf Gourmet  |  May 2012

to be a chef you have to know what all the cooks do.”
Since Chef Osama reached the top spot at such a 

young age, how did he manage to gain and maintain 
the respect of his colleagues? Did he ever find himself 
in a situation where someone walked up to him and 
ask ‘how can you be a chef at such a young age’? 

Says Chef Osama, “As a non-American living 
in the US, I have been asked this question many 
a time. When I would interview people for a job, 
they would say, ‘My credentials are higher than 
yours. How can you hire me? Aren’t you scared?’ 
And I would say ‘No. It’s going to be more chal-
lenging for me, because for me to be your boss all 
the time I am going to ensure that you will always 
come to me for guidance.”

Till date his position at Martin’s is to be filled. “I was 
asked to run the largest location and I said no I want to 
run the whole company. In 5 months I was running the 
whole company,” he says. 

Some years later, he felt the urge to share his 
knowledge with others. He created a kitchen studio 
at home and started a cooking show for Arabic 
viewers in the States. 

Once the show gained popularity, he published his 
first Arabic cook book (now in its seventh edition) 
and he says, “I never did it for money and thankfully 
I didn’t lose money either.” Since he always had a 
good job to support him, he continued to invest into 
his media business.

After leaving the job at Martin’s he continued as 
a consultant for them which later turned into a full-
fledged consulting firm, El Sage. His company has 
since helped top hospitality brands including the likes 
of St. Regis.

When we ask him about setbacks in his career, he 
says, “I never look at things as success or failures. It 
is just doing what you have to do. People may call it 
success but for me it is about doing the most I can.”

After 26 years of working in the US, Chef Osama 
settled down in Dubai nearly 6 years ago. “I came to 
Dubai to do the TV show for one season in Ramadan.”

While doing the show he felt like there was room 
for him to share Arabic food with the Arabs. “I 
wanted to set the standard for what a Chef should 
look like on Arabic television. I then started inviting 
other chefs on to the show to share their talent with 
me on air.”

So does he find time for leisure? To this Chef 
Osama says that he cooks and eats during his lei-
sure time. “I make a living out of my hobby,” he says 
and smiles. 

The man married with three kids, two of whom are 
in the States doing their Masters, says that he expects 
young chefs to stop asking for something in return. “I 
feel you just have to do what you have to and some-
body will appreciate it. To do well in this business, learn 
for your own self. Don’t go to learn something expect-
ing to get a raise or recognition. If you find yourself 
continually doing something to get returns, then you 
are in the wrong business.”

His advice to young chefs is, “Your knowledge is 
always yours and be sure you take the knowledge 
from the right sources and not from people who are ir-
relevant or not related to the business, it could be very 
misleading. If your boss says this is how it’s done, find 
out where he learnt it from and use it to try and get 
knowledge from the best. At the same time also learn 
from everybody; even from people who don’t know 
how to cook because they can teach you what you 
should not do.”

cover Story

I never look at things as success 
or failures. It is just doing what 
you have to do. People may call 
it success but for me it is about 
doing the most I can
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Trade Talk

Goodness
Could you tell us a bit about Pro Chile and its origin, 
mission, achievements?
ProChile, the Chilean Trade Commission, is part of the 
Directorate General for International Economic Affairs 
of the Ministry of Foreign Affairs. It is responsible for 
implementing and enhancing Chile's trade policy. 

ProChile strives to reinforce and project the coun-
try's trade policies under four fundamental concepts: 
supporting small and medium companies in their 
process of going international; taking advantage of the 
opportunities arising from the country's trade agree-
ments; association between public and private organ-
isations and positioning the country's brand image in 
other markets. For this, ProChile has a network of more 
than 50 offices and commercial representations, stra-
tegically located in the world's most important markets 
spread over more than 40 countries.

How strong is the bilateral trade between Chile and 
the UAE? Do you have any figures about Chilean 
food exports here is US$?
In 2011, 50% of total exports to the UAE were food 
products amounting to US$59.16 million (AED215.93 
million). Total Chilean exports to the UAE have in-
creased by 4.4% annually during the last five years, 
while total exports to the GCC reached to US$381 mil-
lion (AED1.39 billion), representing a dramatic increase 
of 62% compared to 2010.

In Chile’s exports to Middle East region, Turkey is 
highlighted with a 257% increase in prunes and a 29% 
in walnuts exports in 2011 compared to 2010; where-
as an increase of 573% of walnuts exports to United 
Arab Emirates positioned it as Chile’s 4th destination 
market after Turkey, Brazil and Italy.

Chilean walnuts exports to the UAE increased by 
a staggering 573% last year, amounting to US$15 
million (AED54.75 million), some of which were re-
exported during Ramadan to neighbouring countries 

Carlos Salas, the Trade Commissioner at the Embassy of Chile in United Arab Emirates, 
tells us about Chilean food, its advantages and its growing impact in the region

Natural

Total Chilean exports to the UAE 
have increased by 4.4% annually 

during the last five years

4.4%
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Trade Talk

such as Saudi Arabia and North Africa. The dried 
fruit sector has likewise been a huge market for 
Chile as it posted a whopping 433% growth in 2011. 
Other products exported from Chile to the UAE are 
fresh apples, fresh grapes, kiwifruit, plums, berries, 
almonds, raisins and wine. 

Chile’s presence at the Gulfood 2012 was quite 
impressive. Could you tell us more about it?
This was Chile’s fifth consecutive year at Gulfood, the 
largest annual trade show for the food and bever-
age industry in the region. As a demonstration of the 
country’s growing interest to strengthen its positioning 
in the market and generate greater presence among 
industry leader of the UAE and Middle East, Chile par-
ticipated as a platinum sponsor of the show.

Aiming to become a strong player in exporting 
food products in the region, 17 Chilean companies 
showcased the quality and variety of its offer during 
Gulfood. Along with seafood, olive oil, fruit preserves, 

non-alcoholic beverages, dairy and gourmet products, 
nuts, almonds, prunes, raisins and hazelnuts were 
among the main highlights at the Chile Pavilion. 

What are the biggest selling Chilean food products in 
the UAE?
Nuts and fresh fruit are the main sectors in UAE. 
Agriculture is an age-old cornerstone of the Chilean 
economy. In recent years, agriculture and its industrial 
derivatives have become the second-largest foreign 
currency earner, second only to mining. Food exports 
are worth over US$11 billion and should grow to 
US$20 billion by 2015.

Besides Gulfood, how do you promote the Chilean 
food industry in the UAE? 
We conduct Chilean wine and food tasting events, we 
prepare agendas for Chilean companies visiting UAE 
and we invite importers to Chile. In UAE and around 
the world we promote our industries in a sectorial way:

•	 9.8 million people drink a glass of Chilean wine daily
•	 7.4 million people eat Chilean seafood each day
•	 7.3 million people enjoy Chilean salmon a day
•	 6.4 million people drink a glass of Chilean juice each day
•	 4.7 million people eat Chilean canned fruit each day

How long have you been in Dubai and how is it 
compared to living in Chile?
I have been living in Dubai since August 2009. To live 
here is quite different mainly due to the weather. Nev-
ertheless I am very glad to be here because this is a 
region full of opportunities for Chilean products.

Tell us a bit about your family…
I came alone to Dubai. My family lives in Chile 200 km 
to south of Santiago. I have just one sister. She just got 
married a month ago.

Do you dine out a lot here? Do you have a favourite 
restaurant? 
I do not dine out a lot. When I do decide to go, it’s usu-
ally Toro Toro at Grosvenor House. They have the best 
Chilean wine list and Pisco from Chile.

Could you tell us a bit about the Chilean population 
here?
The population of Chileans in UAE are around 180. 
Most of them came here for real estate and some of 
them are pilots.

If one wants to sample authentic Chilean food, which 
restaurants can people go to?
We don’t have a Chilean restaurant but at Toro 
Toro you can try Chilean seabass, salmon, wine 
and pisco sour.

Chefs new to the region are spoilt for choice when it 
comes to variety of products from around the globe. 
What is your message to them regarding why they 

We don’t have a Chilean 
restaurant but at Toro Toro 
you can try Chilean seabass, 
salmon, wine and pisco sour

should choose Chilean products?
They should choose Chilean products mainly be-
cause of quality. We are one of the few countries with 
Mediterranean weather. Our products grow under the 
best natural conditions and form a natural barrier that 
is impervious to foreign pests and disease.

Chile is sheltered by the Andes on the east and the 
Pacific Ocean on the west, Chile is all but impervious 
to foreign pests and disease. Chile borders on Peru to 
the north, Bolivia and Argentina to the east, the South 
Pole to the south and the Pacific Ocean to the west. 
While the north is rich in mining and marine resources, 
central Chile is a major agricultural and industrial hub. In 
the south, rich fisheries and forest resources are man-
aged under stringent conservation and environmental 
protection standards.

What are the challenges for Chilean companies here 
in the UAE?
The challenges for companies are to create aware-
ness about the quality of Chilean products and to be 
competitive in logistics.

Is there anything you would like chefs and hoteliers 
to know about Chile?
I would like to encourage them to try and use Chil-
ean products such as salmon, fresh fruit, nuts, dairy, 
olive oil etc. 



Innovation
As the General Manager of The Address Downtown Dubai, Philippe Zuber manages 
some of the finest culinary talent in the region. He speaks to Gulf Gourmet…

Pushing the 
envelope on 

Could you tell us a bit about your career before 
taking over your present position?
After acquiring my Masters in Finance and Manage-
ment in Hospitality from The Strasbourg Graduate 
School of Management, I joined the industry 16 years 
ago, and over the years worked with several interna-
tional five-star hotel chains in major cities including 
Seoul, Paris, Berlin, Casablanca, Los Angeles and Hong 
Kong, among others. 

As the General Manager of your property, how 
involved are you with the F&B operations?
With a strong background and personal interest in F&B 
operations, we strive to maximise our guests’ experi-
ence by researching on the latest as well as anticipat-
ed trends, focusing on ingredients, visual aesthetics, 
and quality.

F&B outlets must exude its individual ‘soul’, defined 
by a mix of its clientele, location, service, affordability, 
and of course, the food served. 

At The Address Downtown Dubai we work relent-

GM Interview

With a strong background 
and personal interest in 
F&B operations, we strive 
to maximise our guests’ 
experience by researching on 
the latest as well as anticipated 
trends, focusing on ingredients, 
visual aesthetics, and quality

lessly to ensure that our restaurants pay homage to 
this philosophy, which is the key to success. Like in any 
field, the General Manager plays a crucial role highlight-
ing and improving the operational aspects, without 
compromising on any key areas.

Can you tell us about the various F&B outlets in your 
hotel?
The Address Downtown Dubai houses an eclectic 
selection of global cuisine. Our award-winning line of 
culinary outlets comprise Hukama, offering contem-
porary Chinese food; The Cigar Lounge, a stylish new 
lounge offering delicacies from around the world; 
the vibrant Latin-inspired Calabar lounge; Fazaris - an 
all-day restaurant offering a blend of Japanese, Asian, 
Indian, Arabian and Mediterranean cuisine; Neos, the 
panoramic sky lounge, located on the 63rd floor; Ri-
sala, the inviting Lobby Lounge; Zeta, the outdoor pool 
restaurant; and Saha Cafe, a lake-side coffee shop 
serving Arabic mezze and shisha. 

Which among these do you like best and why?
One of my favourite outlets is The Cigar Lounge. 
Nowhere else in the city can you find a concept as 
exclusive or unique as our newest F&B offering. From 
tailor-made glasses, specialised cigar cutters, to the 
innovative selection of beverages, at The Cigar Lounge 
we ensure that every detail surpasses perfection and 
customer expectations.

Do you work closely with your Executive Chef in 
devising new concepts and promotions?
While it is important to constantly innovate new con-
cepts and promotions, we believe it is equally integral 
to uphold authenticity. In a market as competitive as 
Dubai, we must strive to embrace the latest trends and 
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GM Interview

to maintain our position as frontrunners in the culinary 
industry. We always encourage our Executive Chefs to 
experiment and create dishes, concepts, and promo-
tions that set us apart, and we work closely to come 
up with well-thought and perfectly executed concepts.

What is your brief to your Executive Chef?
That we must deliver on our commitment to provid-
ing our visitors with the ultimate dining experience. 
We advise our chefs to start the quality journey and 
commitment to excellence right from the products 
used; never compromise on quality, be generous with 
portions, maintain consistency overall, and ensure that 
there are no more than four flavours per plate.

How important is the relationship between the GM 
and his/her Executive Chef?
The relationship is crucial; Executive Chefs play an 
integral part in the overall performance of the restau-
rant and the hotel. Their passion and knowledge must 
be disseminated to the entire team to ensure that our 
outlets continue to provide world-class service and 
food. Between the General Manager and the Executive 
Chef they must be able to proactively identify trends 
in the culinary field to implement them effectively to 
stay ahead of competition and continuously offer the 
clients a distinctive experience. 

Is there a conceptual difference between F&B outlets 
in city hotels and resorts?
Absolutely; the type of F&B outlets in city hotels usually 
lean towards a more different genre than resorts, the 
main reason being that restaurants in city hotels are in 
direct competition with other independent restaurants. 
In fact, this distinction is visible even when comparing a 
MICE hotel, for instance, against a luxury hotel. 

Have you been so impressed with a concept in 
another hotel or resort that you would like to 
introduce in your present property?
One F&B trend that has really appealed to me is the 
organic food movement. With people becoming more 
and more conscious about the food they eat, the 
countries the ingredients come from, what methods 
are used to harvest them, etc, the organic food move-
ment serves as a quintessential re-look on culinary 
processes, and marks the arrival of a new era. 

Is there a novel F&B concept you would like to bring 
to your property?
We always strive to push the envelope on our innova-
tions to ensure that we are ahead of the game at all 
times. At the moment we will continue to work to im-
plement all aspects of the global fusion F&B concept, 
bringing all the tastes of the world under one roof.

One of my favourite 
outlets is The Cigar 
Lounge. Nowhere 
else in the city can 
you find a concept as 
exclusive or unique 
as our newest F&B 
offering
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Texas Beef

Texas
L

ast month, 64 chefs from across 21 hotels, 
restaurants and catering companies took part 
in the hands-on training and live beef cooking 
conducted at the Palm Grill Steakhouse, Radis-

son Blu Deira Creek Hotel. The two-day workshops 
were conducted under the mentorship of Chef Uwe 
Micheel and organised by Texas Beef Council (TBC) 
and the U.S. Meat Export Federation in collaboration 
with the Office of Agricultural Affairs – U.S. Consulate 
General in Dubai. 

The chefs were able to interact with 18 delegates 
from four leading U.S. beef local importers in the UAE, 
namely, ARAMTEC (suppliers of American Foods 
Group and Rastelli beef), TRANSMED (suppliers of 
SYSCO Int’l), ALL Fresh Co. (suppliers of Midamar) and 
Midamar Corporation. 

The entire event was planned and coordinated by 
USMEF Middle East representative Arab Marketing & 
Finance, Inc. (AMFI). Marketing Director, Bassam Bou-
saleh welcomed the participants and provided insights 
into the beef industry while the technical and culinary 
side of the workshops were handled by Chef Uwe. He 
passed on his experience as well as the know-how 
he got from Chef Jay McCarthy ever since the TBC 
program kicked off in the Middle East in 2002. 

Chefs learned about the quality and profitability at-
tributes of underutilised U.S. beef cuts and got to know 
more about the five different pieces of U.S. beef namely 
the Flank NAMP # 193, Top Butt Cap Peeled NAMP # 
184B, Flap Meat NAMP # 185 A, Tri Tip Peeled NAMP 
# 185 D and Top Sirloin Butt NAMP # 184. In addition 
to learning about muscle profiling and diverse cooking 
methods applicable to every U.S. beef cut, Chef Uwe 
presented the Profit Planner software program which 
enables chefs to choose the right beef cut and calcu-
late its cost of production per serving. In addition, par-
ticipants learned about planning Texas Theme Nights. 

Participating chefs were allowed three hours of ex-

Major turnout at Texas Beef Master Chef 
Seminars in Dubai 

Tasting

perimental work with five underutilized U.S. beef cuts 
and turn it into creative recipes with U.S. beef as cen-
tre of plate. Chefs shared with each other and with the 
local trade present what they have learned and com-
mented on the tenderness, flavour and applicability of 
each cut used. They discussed with the distributors 
about their interests, about profitability margin, ways to 
maintain quality and diversifying their menus. 

All attendants received an information kit which 
enclosed a booklet of beef cuts for foodservice, a 
bilingual TBC booklet entitled “When Quality Meets 
Profit”, fact sheets on underutilized U.S. beef cuts, a 
CD of Profit Planner program, as well as a chef apron. 

Chefs were handed a Certificate of Completion as 
a token of appreciation to their participation and in 
recognition of their efforts. The Master Chef seminars 
served the purpose of bringing together buyers and 
sellers in a professional and highly technical event 
where practicality is given priority. 

Two more Texas Beef Master Chef Seminars will be 
taking place this May 13 and 14, 2012 at Radisson Blu, 
Dubai Deira Creek. Interested chefs and foodservice 
buyers can contact Chef Uwe Micheel or The Guild 
office at theguild@eim.ae
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>> Chef Cameron and the Team are back  
from Singapore and they did great

Dedy Supriady Four Plate Dessert – Gold

Pastry Chocolate Show Piece Bronze

Daniel Edward Four Plated Main Course – Silver

Fish Live Cooking Silver

Tapas Silver

Asham Mohamed Fish Live Cooking – Bronze

Heru Purwanto Fish Live Cooking – Gold

Team Event Gourmet Table  for us Silver  

Singapore
I

n the last issue, we told you about seven of Dubai’s finest Chefs 
being in Singapore cooking up a storm at the FHA 2012 Culinary 
Challenge. Well, the results are in and we are proud to inform you 
that our boys have come home with their hands full!

The team led by Chef Cameron Ballendine competed against 10 
other teams from around the globe and won the Silver in the Gourmet 
Team Challenge. 

That apart, in the individual categories, the members collected 12 
medals (2 gold, 8 silver and 2 bronze). Dedy Supriady won the Gold for 
the Four Plate Dessert while Heru Purwanto won the Gold for Fish Live 
Cooking. Daniel Edward grabbed the Silver for the Four Plated Main 
Course while Asham Mohamed won the bronze for the Fish Live Cook-
ing. The team took home silvers for Fish Live Cooking as well as Tapas 
while Pastry Chocolate Show Piece got them a Bronze.

Congratulations to the team for making Dubai proud.

Success in Singapore

Success in 
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Meet
Green Box

Ireland Taste of

ECG 

in Dubai

T
he ingenuity and innovation of the region’s 
top chefs will be put to the test as they go 
head to head in the new Taste of Ireland 
Green Box competition this month. The 

launch of this exciting initiative, which will showcase 
some of the finest Irish products on the market, was 
announced in Dubai last month under the auspices 
of the Irish Embassy in the UAE and the Irish Business 
Network.

Open to all chefs working across the region, the 
green box contest is being arranged with the support 
of The Emirates Culinary Guild. This innovative format 
will see entrants being supplied with a box of premium 
ingredients which will include a wide selection of Irish 
foods, ranging from beef and seafood to oils, honey 
and dairy products.

The competing chefs must then use these ingredi-
ents to create the most inventive and mouthwatering 
menu, which will then be submitted for judging. A 
panel of expert judges will select the top 12 submis-
sions with the shortlisted culinary teams being invited 
to showcase their menus at a Gala Dinner at the Ibn 
Battuta Gate Hotel on May 24, 2012. 

This exciting occasion is expected to be attended by 
a combination of Irish and UAE dignitaries, food indus-
try opinion leaders, sponsors, members of the trade 
and consumer media and the general public.

Based on the performances of the 12 culinary teams, 

a winner will be announced at the Gala Dinner with the 
champions being awarded an all-expenses-paid trip to 
Ireland, to meet with the sponsoring producers of the 
key ingredients utilised in their winning dishes.

The Taste of Ireland Green Box competition is fully 
supported by the Embassy of Ireland, Bord Bia (the 
Irish Food Board) and Enterprise Ireland (the govern-
ment organisation responsible for the development 
and growth of Irish enterprises in world markets).

Irish Ambassador to the UAE, H.E. Ciaran Madden, 
pointed out the importance of food products within 
the Irish economy. “Ireland's agri-food industry remains 
a key component of our modern economy and it is 
very important that we promote our extensive range of 
food products to the UAE,” he said.  

Uwe Micheel, President of the Emirates Culinary 
Guild  and Director of Kitchens at Radisson Blu Hotel, 
Dubai Deira Creek  said “We are honored to be part of 
this new and exciting enterprise which will encourage 
our chefs to be creative with recipes that are totally 
unique. This competition will also give them internation-
al exposure. We the Chefs are always in search of new 
products in the market, and are really looking forward 
to some great Irish products, the aim is not to recreate 
traditional Irish dishes but be really creative with the 
given products”

Tickets for the Taste of Ireland Green Box Competi-
tion Gala Evening cost AED 500 per person. 

Innovative contest showcases finest Irish food products in the UAE

Last month, members of the Emirates 
Culinary Guild converged at the Media 
One Hotel in Dubai Media City for their 
monthly meet. Chef Girish was the host 
for the evening which saw a huge turnout 
of Chefs and members of the food 
supplies industry. Here are moments 
captured at the event.

Guild Meeting
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Blood Donation

Blood Donation Day
On the 22nd of last month, a charity blood donation day was 
organised at the Radisson Blu Hotel Dubai Deira Creek. This event 
supported by the Radisson Blu Hotel Dubai Deira Creek and the 
Emirates Culinary Guild is to help Thalasaemia Children at Latifa 
Hospital. It was great to see the good turnout of people at the drive. 
And for those who missed it the last time around , a similar event will 
be held again on October 14, 2012.
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Caterer Conference

First Caterer forum
The first Caterer Middle East Conference held last March 
attracted nearly 180 delegates including executive chefs 
and F&B directors. Held at Jumeirah Beach Hotel Dubai the 
open forum was organised to address challenges facing the 
Middle East’s F&B professionals and to discuss opportunity for 
growth. The one-day interactive event involved panel sessions 
as well as practical workshops. Here are some of the images 
from the event.
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Salon Culinaire 2012

In the final of three series, Amaresh Bhaskaran brings you 
moments captured at the Salon Culinaire 2012 and the 
smiles of winners who made their mark at the biggest culinary 
competition seen in this part of the world.

MomentsSalon
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Farm fresh LLC commenced business in 1977 in 
the UAE and it’s one of the 12 companies under 
the GMG Group. We are one of the major business 
houses in UAE specialized in the imports, exports & 
distribution of quality products trusted by consum-
ers across the region.

Product range 
•	 Frozen Meats (Beef/Veal/Lamb/Mutton)
•	 Chilled Meats (Beef/Veal/Lamb)
•	 Frozen Poultry & Parts 
•	 Dairy products 
•	 Fresh Table Eggs
•	 Frozen Vegetables 
•	 Frozen Seafood 
•	 Meat Processing Ingredients 
•	 Dry Products 

Farm Fresh is a HACCP certified company. We import 
globally to satisfy the diverse requirement of UAE's multi 

faced population and serve to neighbouring countries 
through our distributors. With our vast range of prod-
ucts, widely distributed across the region, distribution 
operation has extensive coverage in the UAE spanning 
Food Service, Hypermarkets, Supermarkets, Grocer-
ies, Government institutions, Major catering companies, 
Flight caterers, Shipchandlers and Wholesale trade.

We strive to provide best services to our custom-
ers by employing the most advanced technologies 
in our operations to offer quality products. State-of-
the-art warehousing and storage facilities combined 
with fast, efficient distribution are the keys to the 
logistics operation at Farm Fresh. A cost-effective 
and efficient inventory management and stock 
replenishment system assures prompt attention for 
every customer and careful handling of order with 
utmost accuracy. 

Farm Fresh new facility at DIP is one of the biggest 
Cold Chain Facility in the region with full capacity of 
24,000 pallets or 1,000 containers with atomized rack-
ing system. 

To cater to the demand of hotels, restaurants & ca-
tering we have a HACCP certified in house meat pro-
cessing facility which provides customized, portioned 
– cuts of meat, poultry & value added products. 

We thank our current partners for their continued 
support and trust and assure that we will continue to 
provide the highest degree of customer satisfaction 
with current and new innovative product categories.

Golden Star International (LLC) Incorporated in the 
month of May 1999 with a vision of serving major 
trade segments such as the Hyper Markets, Super 
Markets, Hotels and Major Caterers in the United 
Arab Emirates. Golden Star International has spe-
cialized in the Food Trade industry and has been 
involved in several other activities i.e. Food Service, 
Distribution, Wholesale, Exports, Ship Chandelling 
and Retail areas of operation which remains signifi-
cant to our core business. 

During this short tenure of operations in the Emirates 
Golden Star International ranks today as one amongst 
the pioneer leaders in United Arab Emirates in the 

Food Trade Imports & Exports which caters to the local 
and global market. Our growth status over a decade 
is achieved on the principals of meeting our client's 
requirements to their utmost satisfaction. 

Anything, Anywhere, Anytime. 
Our Team Our professional sales team who are ex-
ceedingly dedicated and knowledgeable, having vast 
experience in the field of supply chain with a sturdy 
team of well trained merchandising and ground sup-
port teams are trained & certified to follow International 
Standard of Safety, Health & Hygiene. 

We are equally proud of our robust team and our 
distinct structure which is growing steadily in the exist-
ing market, which differentiates Us from the rest of the 
category that we sustain today. 

Assurance
Over a decade in Food trading business, our com-
pany has achieved a reputation for itself as one of 
the leading importers, exporters & distributors in 
the region. 

We reassure mutual growth and better positioning...! 

Vinay Gandhi with Emie Dimmeler 
receiving the membership certificate 
from Chef Uwe Micheel, President, 
Emirates Culinary Guild

Feeroz Hasan, Abdullah Abudullatif 
and Rasheed Mohammadali 
receiving the membership certificate 
from Chef Uwe Micheel, President, 
Emirates Culinary Guild

new members
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Tramontina was founded in 1911 in the Southern Bra-
zilian state of Rio Grande do Sul, in the city of Carlos 
Barbosa. The Italian origins of the founder helped to 
erect the very first of the pillars that sustain the com-
pany for over 100 years, which is the dedication to 
manufacture products with outstanding quality.

The company that started as a small blacksmith´s 
workshop has grown into a complex of 10 manufac-
turing plants responsible for a variety of more than 
17,000 products aimed at the segments of domestic 
utilities, hand and agricultural tools, electric materials, 
garden furniture and kitchen equipment. 

Present in more than 120 countries, the company 

has Distribution Centers and Sales Offices strategi-
cally located in every continent. Moreover, Tramon-
tina has a strong commitment to conscious and 
responsible management, not only in the quality of 
the products it manufactures, but through its actions 
for the preservation of the planet and the benefit of 
the future generations. 

Innovation, design, technology and human resources 
are the other pillars of this company. To Tramontina, 
people are by far the most important asset and it has 
always valued it by investing in them and therefore 
paving the road that led to its success over the years. 
The principles of trust, partnership and respect guide 
all of its business, generating positive results for its 
partners as well as its customers and consumers. 

This is Tramontina: over 100 years growing stron-
ger every day and with a lot of energy, aiming into 
the future.

The U.S. Dairy Export Council (USDEC) is a non-
profit, independent membership organization that 
represents the global trade interests of U.S. dairy 
producers, proprietary processors and coopera-
tives, ingredient suppliers and export traders. The 
Council was founded in 1995 by Dairy Management 
Inc. (DMI), the farmer-funded marketing, promotion 
and research organization.

Its mission is through analysis and collaboration, en-
hance demand for U.S. dairy products and ingredients 
by securing access and assisting suppliers to meet 
market needs that facilitate sales. USDEC accomplish-
es these goals through market development programs 
that seek to:
•	 Build overseas demand for U.S. dairy products
•	 Resolve market access barriers
•	 Advance the industry's trade policy goals

USDEC activities are supported by staff across the 
United States and overseas in Mexico, South America, 
Asia, Middle East and Europe. USDEC is funded 
primarily by the dairy promotion check-off program. It 
also receives export activity support from the U.S. De-
partment of Agriculture's Foreign Agricultural Service 
(FAS). Membership dues fund the trade policy and 
lobbying activities of the Council.

new members

Chef John Esser, Nina Bakht and 
Angelique Hollister receiving the 
membership certificate from Chef 
Uwe Micheel, President, Emirates 
Culinary Guild

Paulo Feyh, General Manager, 
Tramontina, receiving the 
membership certificate from Chef 
Uwe Micheel, President, Emirates 
Culinary Guild
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ECG Corporate 
member directory

Greenhouse
Mr. Petros Hadjipetrou
Mobile No: 050 6282642
Office No: 06 5332218/19
Email: greenhse@emirates.net.ae

Gulf Food Trade - UAE 
Charles.S.Sidawi
Food Service Department 
Tel: 04 - 3210055
Fax: 04 - 3435565
Mob: 050 - 8521470
E-mail: charles.sidawi@gftuae.com

Gulf Seafood LLC
Mr. Tarun Rao
Marketing Manager
PO Box 61115
Dubai- UAE
T: +9714 8817300 extn 103
F: +9714 8817274
Cell :  +971 50 5593121
tarun@gulfseafood.ae
Website : www.gulfseafood.ae

Horeca Trade
Mr. Hisham Jamil
Office No: 04 347 71 66
Email: hisham.jamil@horecatrade.ae

IFFCO  Foodservice
Mr. Syed Kazim Najam
Mobile No: 050 634 5481
Office No: 06 5029239
Email: Snajam@iffco.com

Iqdam International
Stefan Menzel
Business Development Manager
tel: 04 321 6003
Mobile: 050 4514593
stefan@iqdam.com

JM Metal Trading LLC
Mr. Bassam Yamout
+971-4-2946284

JohnsonDiversey Gulf
Mr. Marc Robitzkat
Mobile No: 050 459 4031
Office No: 04 8819470
marc.robitzkat@jonhnsondiversey.com

John Holt Foods
Mr. Alen Thong
Tel: 0097150 347 20 49
Email: jathong@emirates.net.ae

Lamb Weston
Mr. Sajju Balan
Mobile No: 050 4907980 
Email: sajjubalan@lambweston-nl.com

Masterbaker
Mr. Sagar Surti
General Manager – Operations
Mob:- 00971 50 5548389
Phone:- 04 3477086
Email :- sagars@uae.switzgroup.com

Meat Livestock Australia (MLA)
Rodney Sims
Office: +973 17223003
Mobile: +973 39965655
Email: rsims@mla.au

Mitras International
Trading LLC
Mr. Jagdish Menon
Mobile No: 050 6546661
Office No: 04 3523001
Email: jagdishm@eim.ae

MKN Maschinenfabrik  
Kurt Neubauer GmbH & Co
Mr. Stephan Kammel
Tel: +49 (5331) 89207
Email: km@mkn.de
Elias Rached
Business Development Manager
T: +97172041336
F: +97172041335
M:+971505587477
rac@mkn-middle-east.com

Ocean Fair International  
General Trading Co LLC.
Lorena Joseph
Tel: +971 4 8849555
Mobile: +971 50 4543681
Email: lorena@oceanfair.com  

Nestlé Professional ME
Mr. Vikram Subbiah
Vikram.Subbiah@ae.nestle.com

Pear Bureau Northwest
Bassam Bousaleh
(TEL) 961.1.740378
(FAX) 961.1.740393
Mobile: 050.358.9197
AMFI
Beirut Lebanon
E-mail: BassamB@amfime.com

Pro Chile
Carlos Salas
+971 4 3210700
carlos@chile-dubai.com

RAK Porcelain
Mr. Ravi
Email: ravi@fnbekfc.ae

Rational International [Middle East]
Khalid Kadi-Ameen 
Mobile: +971 50 915 3238 
k.kadi-ameen@rational-online.com
Simon Parke-Davis 
Mobile: +971 50 557 6553
s.parkedavis@rational-online.com

SADIA 
Mr Patricio
Email: patricio@sadia.ae
Mr. Daniele Machado
Email: Daniele.Machado@sadia.com.br

SAFCO
Mr. Ajit Sawhney
Tel: 009716 5339719
Email: ajit@sawhneyfoods.ae

Seascape Int’l 
General Trading
Mr. Ibrahim Al Ghafoor
Office No: 04 3378220
Email: ghafoor@seascape.ae

Steelite International
Mr. Gavin Dodd
Mobile: +971 50 6920151
Email: gavindodd@ronai.co.uk

Target Bakery & Pastry
Combination ME
Mr. Gerhard Debriacher
Mobile No: +965 682 5428
Email: gdebri@emirates.net.ae

TECHNOLUX
Zer Boy A. Rito, Sales Manager
P.O. Box 52530
Al Bada, Dubai UAE
Tel. No.: (04) 3448452
Fax No.: (04) 3448453
Mobile No.: 0555237218

Tramontina Dubai UAE LLC
Mr. Paulo Feyh, General Manager
TECOM C – Dubai Media City.
Tameem House, 5th Floor, Off. 501/502
Tel.: +971 (4) 450 4301 / 4302
Fax.: +971 (4) 450 4303

Transmed Overseas
Mr. Hani Kiwan
Office No: 04 334 9993 Ext 386
Email: hani.kiwan@transmed.com

Truebell Marketing & Trading
Mr. Bhushant J. Ghandi
Mobile: +971 50 6460532
Email: fsd@truebell.org

Unilever Food Solutions
Mr. Hisham El Taraboulsy
Office No: 04 8815552

US Dairy
Nina Bakht El Halal 
Mobile: 050.358.9197
Beirut: 961-740378 
email: halal@cyberia.net.lb

US Meat
Lina Kanaan
050.358.9197 
Beirut: 961-1-741223
email: LinaK@amfime.com

US Poultry
Berta Bedrossian
(TEL) 961.1.740378
(FAX) 961.1.740393
Mobile: 050.358.9197
email: BettyB@amfime.com

Winterhalter  ME
Mr. Saju Abraham, Sales Manager
Mobile: +971 505215702
Email: sabraham@winterhalter.ae  

Advanced Baking Concept LLC  
(Probake)
Syed Masood
Mobile: +971.55.220.1475
Email: masood@abcbaking.com
Anna Petrova 
Mob 050-9121337   
email: anna@abcbaking.com
Vivek Jham 
Mob: 055-4498282 
email: vivek@abcbaking.com

Agthia Consumer Business Division
Ms. April McMahan
Food Service Manager
+971 50 8408 814
april.hendreschke@agthia.com

Al Ghurair – Foodservice Division
Mr. Sameer Khan
Mobile No: 050 4509141
Office No: 04 8852566
Email: SameerK@alghurairgroup.com

Al Seer
Mr. Himanshu Chotalia
Tel: 04 3725425/432
Mobile: 050 3561777
Email: himanshu.chotalia@alseer.com

ANGT LLC – NONIONS / SIPPY
Ashwin Ruchani 
Marketing Manager 
T: +9714 3523525,
M: +97155 8964874
Email: impex@angtnonions.com

Arab Market & Finance, Inc.
Ms. Lina Kanaan
Tel: +961-1-740378 / 741223 / 751262  
Email: linak@amfime.ae

Aramtec
Mr. Syed Iqbal Afaq
Email: syediqbal@aramtec.com

ASAAT  
(Al Sharq Al Aqsaa Trading Co)
Majid Ali
Business Development Manager
+97150 553 0997
majid@asaat.com

Atlantic Gulf Trading 
Andy Fernandes, Manager Admin & Sales
P.O.Box 2274, Dubai,U.A.E.
Tel: +971 4 3589250
Fax: +971 4 325 4961
Mobile:+971 50 5096594
andyfernandes@atlanticgulftrading.com
www.atlanticgulftrading.com

Bakemart International
Mr. K.Narayanan   
Manager - Operations  
Mob : 00971 505521849  
Phone : 00971 4 2675406  
Email - bakemart@eim.ae 
knarayanan@-bakemart.ae

Barakat Quality Plus
Mr. Jeyaraman Subramanian
Tel: 009714 8802121
Email: jr@barakat.com
Mr. Mike Wunsch
Tel: 009714 8802121
Email: mikwuuae@emirates.net.ae

Baqer Mohebi
Mr. Radwan Mousselli
Mobile No: 050 387 2121
Office No: 04 3417171
Email: radwan.bme@mohebi.com

Bocti Overseas
Eric Torchet
Office No: 04 3219391

Boecker Public Health Food Safety
Mr Antoine A Sater
Office No: +961 (3) 209 817
Email: ceo@boecker.com

Bragard LLC
Mr. Nicolas Dujardin
Mobile No: 050 1490535
Email: Nicolas.dujardin@bragard.com

Convotherm
Mr. Gerhard Eichhorn
Tel: +49 (0) 8847 67 815
Fax: +49 (0) 8847 414
Mobile: +49 (0) 176 17617252
UAE mobile: +971 (0) 56 6047411
Mail: g.eichhorn@convotherm.de

Custom Culinary –  
Griffith Laboratories
Mr. Khaled Hamza
Mobile No:  050 2880380
Office No: 04 8818525
Email: khamza@griffithlaboratories.com

Diamond Meat Processing Est.  
(Al Masa)
Suresh K.P
+971 4 2671868
+971 50 6554768
sureshkp@etazenath.com

Diversey
Peter K. George, Marketing Manager, 
Middle East North East Africa (MENEA)
Contact #+97155 2241368

DOFREEZE LLC
Mr. Aamer Fayyaz
Tel: 04 3476320
Email: afayyaz@emirates.net.ae

Ecolab Gulf FZE
Mr. Andrew Ashnell
Mobile No: 050 5543049
Office No: 04 88736 44
Email: andrew.ashwell@ecolab-gulf.ae

Electrolux
Mr. Mauro Zanchetta
Email: mauro.zanchetta@electrolux.it

Elfab Co.
Ms. Sabiha A. Masania
Executive Secretary
Elfab Co. L.L.C., P.O. Box 3352
Dubai Investments Park, Phase 2
Jebel Ali, Dubai, UAE
Tel.:  9714 8857575
Direct: 9714 8857787
Fax.: 9714 8857993
Mobile : 97150 8490250
Email: elfab@emirates.net.ae

EMF Emirates LLC
Mr. Pierre Feghali
Mobile No: 050 4533868
Office No: 04 2861166
Email: pierre@emf-emirates.ae

Emirates Snack Foods
Mr. Ron Pilnik
Mobile No: 050 6572702
Office No: 04 267 2424
Emai: rdpesf@emirates.net.ae

Faisal Al Nusif  Trading LLC
Mr. Thomas Das
Mobile No: 050 625 3225
Office No: 04 3391149
Email: fantco@emirates.net.ae

Fanar Al Khaleej Tr
Martin Mathew
Asst Sales Manager  
- Hotel and Catering Division
Mobile: +971 50 2638315
Phone: +971 6 5343870
E-mail: mmathew@fanargroup.ae

Fonterra
Mr. Amr W Farghal
Office No: 04 3388549
Email: amr.farghal@fonterra.com

Frisch & Frost
Mr. Hans Boettcher
Mobile No: 0049 1629069053
Email: h.boettcher@frisch-frost.at
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Junior Member:	 No fees (provided that they have joined two competitions within a year). Or AED 50 

joining fee.  Junior members will receive a certificate.

Senior Members:	 Above the rank of chef de partie (or senior chef de partie on executive chef’s 

reconmmendation). AED 350 joining.  Includes certificate; member-pin, member medal 

and ECG ceremonial collar. AED 150 per year thereafter.

Affiliate Member:	 AED 350 for the first year.  AED 300 per year thereafter.

Corporate Member:	 AED 20,000 per year

Fees:
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