
BiRite Foodservice Distributors brings its Over-
seas Food Show back to Japan this year, and 
introduces a slightly revised format that in-

cludes enhanced training in which attendees work 
individually with participating executive and corpo-
rate chef instructors.

“A change this year is that our customers will be 
given an opportunity to schedule time as needed 
with our executive chef, Jim Benson, as well as other 
participating corporate chefs,” said Aaron Barulich, 
director of military/international sales, BiRite Food-
service Distributors. “We’ll take signups beforehand 
and the customer will be able to tailor their session 
to their needs.”

The individual training sessions with executive 
chefs are scheduled for an hour and a half, and are 
an opportunity for military foodservice attendees to 
discuss their menu layouts, new trends, adding items 
and new recipes. “We want to make this as produc-
tive as possible for them, and we feel this change 
might take it to the next level,” Barulich explained.

RETURN TO JAPAN
For 2012, BiRite scheduled 

the annual food show March 14 and 15 at Club Tril-
ogy, NAF Atsugi, Japan. The location was selected 
through a bidding process out of responses to re-
quests for proposals sent out to BiRite’s Joint Servic-
es Prime Vendor Program customers.

Last year’s food show was in Seoul, South Korea at 
the Dragon Hill Lodge, and came one week after the 
earthquake and tsunami in Japan. Still, it comprised 
between 100 and 120 attendees plus 40 booths with 
40 different vendors exhibiting.

TRAINING
Otherwise, the food show follows a two-day 

format that BiRite last revised about fi ve years 
ago in response to customer feedback and 
surveys. Since then, fi rst-day programming 
consists of training/workshops while the 
second day is devoted entirely to the trade 
show.

“I think the changes we made have gone 
well and we’ll continue with that similar for-
mat. The fi rst day is a training and workshop 
day and the second day is the food show. 

Most customers can cover the entire fl oor in a 
few hours, and we believe one day is suffi cient 
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BiRite Show Connects 
Attendees with Trends 

and Techniques
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techniques as well as establish relationships with 
vendors.

By holding the show at a military base, BiRite also 
gives participating suppliers fi rst-hand experience 
with how menus look and the meals being served 
through direct interaction with buyers.

 “Our customers continue to explore new ethnic 
and other market trends. They’re fi ghting for food 
dollars with the dining halls and the local area res-
taurants. Besides ethnic trends, we see our customers 
continuing to follow what’s popular in the mar-
kets. Our customers, like Atsugi, are opening more 
QSR [Quick Serve Restaurant] outlets based on the 
hottest and successful trends like Mexican cuisine, 
fresh baked deli, and Southeast Asian fl avors and fu-
sion,” Barulich said.

Also, military food programs not only want to at-
tract customers but keep costs under control to im-
prove profi tability. “Cost is always a driver and will 
always be a topic,” he continued. “We do our best to 
combat the ever continuing rise of food prices, but 
we try to stress as much as possible that the best way 
to combat food costs and the best way to be success-
ful is to drive sales, and at some point you need to 
realize by chasing the golden penny of food costs, 
you might drive away a lot more dollars in sales by 
putting out poor quality food.”

On the MWR side, profi tability is a greater con-
sideration compared with the appropriated side, and 
programs need to compete strongly for customers 
against other options. Another difference is popular 
taste trends are more infl uential to the MWR menu 
than nutritional concerns are on the appropriated 
side.

“In the MWR world, you need people to buy food. 
You can’t just give it away. We have a couple guys 
out there looking at healthy snacks, non-carbonated 
beverages, etc., but I’d be lying if I said nutrition was 
a big area of focus in our arena,” he explained.

INTERNET ORDERING 
BiRite also devotes a session to updating custom-

ers on progress with a planned software upgrade for 
its Internet ordering system. It enhances how users 
revise inventory lists. When BiRite deletes or adds 
items, customers have to adjust their lists to refl ect 
the revisions or risk ordering the wrong item. The 
goal is to be able to alert customers to changes BiRite 
makes and keep them up to date.

“That new upgrade to the BiRite online system is 
going live on March 1. We will have a nice block of 
time dedicated to training and trouble-shooting on 
the fully up and running new system,” he said.
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in terms of the actual food show exhibit,” Barulich 
said.

BiRite segments trade show hours with different 
customer segments in mind. “We plan to reserve the 
opening hours of our show for the MWR profession-
als that are customers of our program so they can 
have dedicated and quality time with our vendor 
partners. We’ll open up the food show later in the 
day to all hands,” he said.

With BiRite’s food program covering the Joint 
Services Prime Vendor Program, attendees to the 
Overseas Food Show are primarily from the Army, 
Navy and Marines.

The door is also open to the Air Force Non-Appro-
priated Fund (AFNAF) side. “We always welcome our 
good brothers and sisters from AFNAF and if they 
want to come and join the party, we’re happy to 
have them,” he said.

For military buyers in the Pacifi c Rim area, the 
BiRite Overseas Food Show in Japan is a convenient 
alternative to the expense and time of traveling 
thousands of miles to attend other large food shows 
in the continental United States.

“We hope more of the customers from Japan will 
show up since it is in their backyard. If they cannot 
go to Catersource or the NRA [the National Restau-
rant Association], this show might be one of their 
only chances this year to see new products and 
trends in the marketplace,” he said.

MILITARY FOOD TRENDS
Military foodservice professionals attending the 

annual BiRite Overseas Food Show have an oppor-
tunity to stay current with the latest supplies and 
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