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M e s s a g e

I would like to thank the Disciples Escoffier 
International, Singapore, especially 
Edmund Toh (President) and Jessica Prevost 
(Secretary General), for collaborating with 
the French Embassy to actively promote 
French producers and French products 
in Singapore. That said, our collaboration 
would not have been possible without 
the strong support from e2i and its CEO, 
Gilbert Tan.

We can’t talk about French food without 
mentioning Auguste Escoffier, a renowned 
French chef who eventually rose to become 
the ambassador of French cuisine and was 
eventually knighted for it. To quote the last 
German emperor Kaiser Wilhelm II, “I am 
the emperor of Germany, but you are the 
emperor of chefs.” 

Escoffier was not only an outstanding 
chef who created amazing recipes such 
as pêche melba, but he simplified French 
food, came up with modern management 
methods, such as the famous 'culinary 
brigade', and brought French gastronomy 
to a whole new level, inspiring chefs from 
all around the world. Many would agree 
that Escoffier played a key role in building 
and shaping French cuisine to where it 
is today—French gastronomy now holds 
such an undeniable inf luence on world 
cuisine that traditions that it was inscribed 
on UNESCO’s list of Intangible Cultural 
Heritage of Humanity in 2010. His Excellency, Marc Abensour 

This book, prepared by the Disciples 
Escoffier International, Singapore with 
support from the French Embassy, provides 
a great insight into the world of French 
produce and the different terroirs and 
how it affects the quality. I am pleased 
to share that recently, in July 2019, 
Singapore officially recognised 36 French 
geographical indications. Those official 
geographical indications highlight the 
quality of the various French products. 
It also protects them against fraud, false 
and wrong utilisation of their name and 
brand. Among those 36 French products 
recognised by Singapore, some are already 
very well known such as Champagne, 
Cognac and Camembert, but many more 
such as Calvados (Apple spirit) or Pruneaux 
d’Agen (dry plum) are still in the midst of 
being discovered by discerning foodies. 

In this book you’ll find some of the top 
French producers in the country and the 
range of products they offer in Singapore. I 
hope you have a delicious time reading all 
about it, Bon appétit! 
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M e s s a g e

Dear Partners and Fellow Culinarians, 

Bonjour! 
French gastronomy and produce are points 
of national pride in France, where travelling 
through the regions of France will introduce 
you to the diversity of produce within 
each French territory. In fact, UNESCO 
has declared French cuisine as a “world 
intangible heritage”.

While we can’t bring you to France, 
we can bring the knowledge of French 
gastronomy to you, brought to you by our 
knowledgeable partners—Disciples Escoffier 
International, Singapore, and the Embassy 
of France in Singapore.

We had the honour of meeting Wilfrid 
Fousse, agriculture counsellor for South East 
Asia, Embassy of France in Singapore, and 
His Excellency Marc Abensour, ambassador 
of France to Singapore, at the Disciples 
Escoffier International, Singapore Black 
Tie Dinner this year, organised by Jessica 
Prevost, secretary general of Disciples 
d 'Escoffier. 

The creation of the publication A 
Journey to France came about with a focus 
to allow individuals to think out of the box 
and encourage learning across countries. 
Learners will have the rare chance to learn 
about the French culinary history and food 
produce from the various local and overseas 
master chefs, food scientists, producers and 
professors. This publication is one of the 
many projects under e2i’s Chef 4.0 initiative 
to upskill and deepskill chefs, owners and 
F&B professionals in the F&B industry. Gilbert Tan, CEO of e2i

Besides the publication, you can look 
forward to exciting and relevant training and 
courses brought in from France to Singapore; 
focusing on the Food Presentation, Menu 
Planning and Development, Food Nutrition 
and Science. These are the skills that 
have been identified as part of the critical 
Technical Skills which our chefs need to 
transform to adapt to the dynamic and 
ever-changing F&B industry. The Singapore 
delegates comprising members from 
Disciples Escoffier International, Singapore, 
e2i, the Embassy of France in Singapore and 
our F&B partners are also in discussions 
on Journey to France in 2020 to explore 
more possible collaborations and learning 
experiences. 

With all these initiatives that we 
continue to drive, we hope more of you 
will come on board this journey to help 
us drive Chef 4.0 together to create more 
opportunities in training, developing and 
unleashing the potential of our future chefs. 
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M e s s a g e

A Journey Through France
I never get tired of travelling to France. It’s 
a magical place where excitement awaits in 
every corner. If you ask anyone who’s been 
to France, they’d likely sing praises of the 
country’s high-end fashion, architecture, 
art, music, and most importantly—food. 

That was why we decided to make a 12-
day ‘Tour de France’ of the country’s best 
regional producers to get a good sense of 
how France’s marvellous food is produced 
and to compile our findings in our little 
book called A Journey to France. 

We started in Paris, dubbed the City of 
Light. Anticipation and excitement filled me 
as I prepared to take the plunge into this 
beautiful city to learn more about its food 
culture. The bright colours of the patisserie, 
the smell of freshly baked bread from the 
boulangeries, the aroma of coffee and hot 
chocolate from corner bistros, dazzling 
cheese displays and affordable wines were 
all seeds for a certain joy of life or joie de 
vivre, as they say in French.

With the taste of what we sampled 
in Paris fresh on our minds, we set off on 
our journey through 11 regions, getting to 
know the land and its terroir. We spent time 
with producers as varied as cheese artisan 
Mons Fromages in the Loire, to Rougié 
foie gras in the Perigord region, and Pierre 
Oteiza, a producer of Jambon Kintoa in 
the Basque Country. The various types of 
fresh produce we saw over 12 days covered 
every course of a meal, ranging from meats, 
poultry, seafood, cheeses and chocolates to 
wines, champagnes and more. (Scan the QR 
code on the front page to access a video 
documentation of our trip.)   

One of my personal highlights was 
visiting butter producer, Le Beurre Bordier. 
French dairy enjoys world fame, from their 
milk and cheese products to butter, so 
visiting a dairy producer on our journey 
was certainly a must. We got to see Bordier’s 
butter-making process from their stringent 
selection process of ingredients, to the way 
they f lavoured the butter by combining red, 
green and brown seaweed bits into it, and 
finally the way they stamped completed 
butter blocks to be served. Every step 
was meticulously carried out. Particularly 
intriguing was the way the chefs skilfully 
used the metal paddles to shape the butter.

Another memorable visit was to the 
bubbliest region of France—Champagne. We 
learnt that the making of this joyful drink 
begins in the vineyard where grapes are 
carefully grown and harvested. After that, 
they go through various processes such 
as fermentation and pressing before the 
vigneron assembles the vintage.
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Jessica Prevost, Secretary General

Disciples Escoffier International,  Singapore 

While traipsing across the country, we 
found that one of the many attractions around 
France was its farmers’ markets—they’re so 
different depending on whether you are 
above the Loire river or down south. Once 
or twice a week, artisanal owners would set 
up their tents to sell their gorgeous, unique 
products at a fair, reasonable price. The shop 
owners are kind and friendly, always willing 
to share more about their products, which 
is definitely a benefit for curious foodies. 
Although the products sold can sometimes 
be available in regular supermarkets, the 
experience at a farmers’ market is not to 
be missed. You’ll always leave knowing 
something more about your food and maybe 
even appreciate it more. Adjourning to one 
of their local restaurants is also a good idea 
as you will be able to savour their specialities 
at their freshest.

Back in Paris, we ventured to the Rungis 
International Market for seafood, fresh and 
dried produce, and horticultural products. 
Taking up about 232 hectares in space, it 
is the largest wholesale food market in the 
world, providing a unique experience to 
anyone who visits it. We gained an even 
deeper connection to the producers we 
visited after seeing how farmers' produce 
moves through the supply chain. We think 
we will be back to explore more of France’s 
wonders. 

But for now, I'd like to say a big thank you 
to the French Embassy for their unconditional 
support for A Journey to France, to Wine & 
Dine for the meticulous attention they paid 
to putting the book together, and to Classic 
Fine Foods for planning and co-ordinating 
our journey.

Above all, many thanks to e2i for their 
generous support, without which all this 
would not be possible. 
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Q u a l i t y  P r o d u c t s

Official Quality and Origin Signs

A GUARANTEE OF QUALITY 
LINKED TO ORIGIN

AOC (Appellation d’Origine Contrôlée) and 
AOP (PDO for Protected Designations 
of Origin) schemes guarantee a quality 
attached to a terroir: agricultural and 
food products are recognised for being 
produced with know-how, and in a specific 
geographical area.

PGI (Protected Geographical 
Indication) identifies food products and 
wines associated to a given geographical 
area. At least its production or processing 
has to be in this area, with specific 
conditions.

A GUARANTEE OF QUALITY 
LINKED TO ENVIRONMENT 

PROTECTION AND ANIMAL WELFARE
Organic Farming is a mode of production 
that respects the environment and 
guarantees high levels of animal welfare. 
Products with this quality sign are made 
without any synthetic pesticides and are 
GMO-free.

For animal products, this label is linked 
to their feeding but also their breeding 
conditions.

A GUARANTEE OF QUALITY 
LINKED TO TRADITION

The Traditional Speciality Guaranteed 
(TSG / STG in French) protects registered 
products obtained from traditional 
process, but without any link to a 
geographical area.

A GUARANTEE OF 
SUPERIOR QUALITY

Label Rouge LR is a French sign which 
identifies products offering premium 
quality, compared to other similar 
products. The difference in quality is 
due to stricter specifications that are 
elaborated and defined.
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GEOGRAPHICAL INDICATIONS RECOGNISED IN SINGAPORE
Singapore has set up a GI Registry for the protection of such 
products, which would be used by companies in order to protect 
their know-how. Once registered in Singapore, such GIs will 
enjoy enhanced protection to strengthen consumers’ recognition 
of authentic, high quality EU food products, wines and spirits in 
Singapore.

WINE
Beaujolais
Bordeaux 
Bourgogne 
Chablis 
Champagne 
Graves (Graves de Vayres) 
Médoc  
Saint-Emilion 
Sauternes 
Haut-Médoc 
Côtes du Rhône 
Languedoc 

(coteaux du Languedoc)
Côtes du Roussillon
Châteauneuf-du-Pape
Côtes de Provence
Margaux
Touraine
Anjou
Pays d’Oc
Val de Loire

SPIRITS
Cognac
Armagnac
Calvados

CHEESES
Comté
Reblochon /

Reblochon de Savoie
Roquefort
Camembert de Normandie
Brie de Meaux
Emmental de Savoie

DRIED COOKED PLUMS
Pruneaux d’Agen

OYSTER
Huîtres de Marennes Oléron

MEAT
Canards à Foie Gras

du Sud-Ouest (Ducks)
Jambon de Bayonne (Hams)

OLIVE OIL
Huile d’olive de Haute-Provence

ESSENTIAL OIL – LAVENDER
Huile essentielle de lavande 
de Haute-Provence

LIST OF GI (RECOGNISED IN SINGAPORE)

Maintain 
economic 
activity in rural 
areas

Checked by 
independent 
and approved 
organisations

Validated by 
government 
agencies

Create value for 
the producer 
and for the 
consumer
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French wines
Arguably the world’s most important wine producing country, France produces a 
wide variety of wines, all different from each other. The diversity of French wine 

can be attributed to different soil and grape varieties, as well as the country’s 
wide range of climates—Champagne, its most northerly region, has one of the 
coolest climates in the wine-growing world, a stark contrast to the warm, dry 
Rhône Valley, located 560 kilometres away in the southeast. Bordeaux, on the 

other hand, located in the southwest, features a maritime climate that is heavily 
influenced by the Atlantic ocean, while the eastern regions such as Burgundy and 

Alsace, boast a continental climate, with warm, dry summers and cold winters. 
Here’s a closer look at some of the wine regions.

ALSACE 
Located in northeast of France, on the 
foothills of the Vosges mountains, 
Alsace often experiences hot and 
sometimes extremely dry summers. 
Despite some occasional heavy storms 
in summer, Alsace is the driest region 
in France. This region is known for its 
aromatic, floral and spicy white wines. 

Main grape varieties
Gewurztraminer*, Muscat*, 
Pinot Blanc*, Pinot Gris*, 
Riesling*, Pinot Noir** 

BORDEAUX 
Spanning over 120,000 
hectares of grape vines, 
Bordeaux is the largest 
wine growing area in France. 
Almost 90 per cent of the 
wines produced in Bordeaux are reds, 
predominately made from Cabernet 
Sauvignon,Cabernet Franc and Merlot 

blends. This region is also famed for its 
Sauternes wines, which are regarded 
one of the best sweet wines or dessert 
wines in the world. 

Bordeaux’s wines have a strong 
tannic structure (tannins can feel fry 
in the mouth or cause a puckering 
sensation).

Main grape varieties
Sauvignon Blanc*, Sémillon*, 

Cabernet Franc**, Cabernet 
Sauvignon**, Merlot** 

BURGUNDY
Also known as Bourgogne, 

this vast agricultural 
region encompasses 

very disparate regions, 
the Morvan being one of the 

rainiest and coldest areas of 
France, while Côte Chalonnaise wine 
growing area is a sunny haven with hot 
summers. While there are a bunch of 

10%
French wineyards 

represents 10 per cent of 
the world’s surface 

used for wine
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LANGUEDOC-ROUSSILLON 
Languedoc-Roussillon is a large and 
diverse wine region located in the 

grape varieties grown in this region 
including Aligoté, Pinot Gris, Gamay, and 
Sauvignon Blanc, the primary focus of 
Burgundy’s production is Pinot Noir for 
Bourgogne Rouge and Chardonnay for 
Bourgogne Blanc.

Main grape varieties
Chardonnay*, Aligoté*, Pinot Noir**, 
Gamay**

CHAMPAGNE 
Around the world, only sparkling 
wines produced in Champagne can be 
designated and sold under the name 
‘Champagne’. While there are many 
different types of sparkling wines 
produced in France and around the 
world, only those produced in the 
Champagne region can be labelled as 
Champagne. The sparkling wine was 

said to have been “invented” by a 
Benedictine monk called Dom Pérignon. 
He was said to have discovered how 
to achieve a second fermentation in 
the bottle, which gives Champagne its 
characteristic sparkle. 

Situated close to Belgium and 
Luxembourg, Champagne, which is 
centred around the towns of Reims 
and Épernay, is the most northern and 
coldest of all French wine regions. 
This cool climate gives rise to wines 
with a very high natural acidity. 
The composition of the subsoil 
is predominantly limestone. The 
outcropping sediments are 75 per cent 
limestone (chalk, marl and limestone 
proper). This type of subsoil promotes 
soil drainage. This also explains 
why some Champagne wines have a 
typically mineral taste. 

Main grape varieties
Pinot Noir, Pinot Meunier, Chardonnay 

Beaujolais Nouveau 
is a red wine made 

from Gamay grapes 
and produced in the 

Beaujolais region. The 
new campaign of wine 
launches on the third 

Thursday of November of 
each year. 

% of non-sparkling French wines

RED
55%

WHITE
26%

ROSÉ
19%
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south of France. This region stretches 
from Nîmes and Montpellier in the 
east, around the Mediterranean to the 
Spanish border where soils are very 
diversified. In this particular region, it 
is all about blends and the vineyards 
here often feature many different 
grape varieties. Most producers make 
blends instead of single varietal wines. 
Red blends from Languedoc Roussillon 
tend to be more full-bodied with Syrah, 
Grenache, Carignan and Mourvedre as 
the major components. 

There are many grape varieties in 
this region, without a main one. 

LOIRE-VALLEY (VALLÉE LA LOIRE) 
A key wine region located in western 
France, the Loire Valley wine region 
follows the course of the Loire river  
through the heart of France, from the 

10,000
cellars are open to the 

public and tourists in France 
for tour and tasting

inland hills of Auvergne to the plains on 
the French Atlantic coast near Nantes.

As a whole, the Loire is very 
diverse in terms of wine styles, 
climate, geography, and geology—the 
landscapes and climatic zones varies 
a lot from Nantes to Roanne, with a 
very oceanic regime at the seaside and 
notable continental influences within 
land. Some famous names produced 
in this region include Muscadet, Anjou, 
Touraine and Sancerre. 

Home to over 4,0000 wineries 
that produce a wide variety of elegant, 
high quality wines, one can expect 
to find racy whites, refreshing rosés, 
fruity reds, and sumptuous sweet and 
sparkling wines that are said to be able 
to rival those produced in Champagne.

Main grape varieties
Sauvignon Blanc*, Chenin Blanc*, 
Muscadet*, Gamay**, Carbernet 
Franc**, Pinot Noir** P
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PROVENCE 
Located in the far southeastern corner 
of France, Provence is a stunning wine 
region best known for its warm, mild 
climate, and for producing quality rosé 
wines. This historic region sits along 
the Mediterranean coast of France, 
bordered by the Rhone River to the 
west and the Côte d’Azur on the east. 
The climate here is hot, sunny and dry 
with little rain, and the brisk mistral 
wind helps to ripen the grapes quickly. 
The primary grapes used for the 
production of rosé and red wines are 
Mourvèdre, Syrah, Grenache, Cinsault, 
Carignan and Cabernet Sauvignon, while 
Ugni Blanc, Rolle, Semillon and Clairette 
are used for white wines. 

Main grape varieties
Clairette*, Ugni Blanc*, Carignan†, 
Cinsault†, Grenache** Noir†, Mourvèdre† 

Did you know?

149
litres of wine per second are 

produced in France

RHÔNE-VALLEY (VALLÉE DU RHÔNE) 
A key wine-producing region located in 
the southeast of France, the Rhône Valley 
follows the north-south course of the 
Rhône river for almost 240 kilometres, 
from Lyon to the Rhône Delta, near the 
Mediterranean coast. 

One of the important things to note 
about the Rhône Valley is that it is divided 
into two parts: the northern Rhône is 
home to dark, powerful, spicy reds made 
with the Syrah grape (and a few luscious 
whites made from Viognier, Marsanne 
and Roussanne), while the warmer 
southern Rhône grows some Syrah, but its 
signature red wines—softer and riper—
are blends, typically with Grenache as the 
dominant variety. 

Main grape varieties
Viognier*, Marsanne*, Roussanne*, 
Muscat*, Grenache*, Clairette*, 
Bourboulenc*, Syrah**, Grenache**, 
Carignan**, Mourvèdre**, Cinsault** 

*White wine grape varieties **Red wine grape varieties 
†Rosé wine grape varieties
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1.3 to 
1.5kg

It takes about

of grapes to get 
1 litre of wineWinemaking

Vinification is the process of turning grapes into wine. There are 
several key steps involved including destemming, pressing, maceration 

and fermentation, and the sequence depends on whether the 
winemaker is producing red, white, rosé or sparkling wine. 

GENERAL SCHEME OF THE VINIFICATION PROCESS

DESTEMMING
Separate berries and stalks

PRESSING
Extract juice from the grapes with either a wine press or by hand 

MACERATION
Extracting colour and aroma as well as tannins from the skin of grapes— 

this step is usually not applicable when producing white wines

FERMENTATION
Yeast transforms sugar into alcohol 

BOTTLING
The wine is filtered and bottled 

ECOULAGE AND PRESSURING
Wine is separated from the marc via gravity after being pressed

*For rosé wines, the more it’s pressed, the darker the wine will appear

CLARIFICATION AND STABILISATION 
After being clarified and stabilised, wine could be aged 
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C h e e s e s

Cheeses
Camembert, Brie, Comté, 

Roquefort… France is home to 
almost 1,200 different types 
of cheeses, a result of each 
region’s specificities. French 
cheeses can be categorised 
into three groups: pressed 

cheeses, soft cheeses and blue 
cheeses. These cheeses are 

traditionally made from three 
different types of milk: cow, 

goat and sheep. 
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MAIN CHEESE FAMILIES

FRESH CHEESES
Fresh cheese is simply 
cheese in its youngest 
and purest form—the 
fresh cheese family 
includes white curd, smooth cheeses 
such as petits-suisses and unripened 
cheeses. Faisselle and Petit-Suisse 
are some examples of French fresh 
cheese. The Brousse du Rove is 
another popular fresh cheese, made 
from fresh, unnamed goat’s milk. 

SOFT CHEESES
These are classics of 
the French cheese 
range. The most famous 
one is Camembert, mades with cow’s 
milk and left to ripen for at least three 
weeks. It can be eaten cold or baked, 
perfect with a slice of bread. The Brie 
de Meaux, a soft-ripened cheese with a 
bloomy rind, is also a very soft cheese 
exclusively made  from raw, whole 
cow’s milk. 

BLUE CHEESES
Blue cheese 
encompasses a broad 
spectrum of cheese and 
are characterised by 
the growth of blue mould and veining 
in air spaces inside the cheese. Blue 
cheeses are usually pierced with thin 
metal skewers to allow air to circulate, 
which is necessary for proper mould 
growth. Some popular types of French 
blue cheeses include Roquefort, which 
is made from sheep’s milk, and Bleu 
d’Auvergne, made from cow’s milk. 

PRESSED CHEESES
Pressed cheeses are 
hard cheeses that have 
undergone an extended 
draining and are pressed to give it a 
very compact, dense texture. Except 
Roquefort, most of sheep’s cheeses 
are pressed such as Ossau Iraty. Cantal 
and Tomme des Pyrénées are pressed 
cheeses made of cow’s milk. 

PRESSED 
COOKED CHEESES
Cooked, pressed cheeses 
has its curds heated 
before being pressed. The most 
famous ones are Emmental, Comté 
and Beaufort.

GOAT CHEESES
Goat cheese,  also 
known as chèvre, 
comes in many different 
flavours and textures—
from crumbly to creamy, young to 
mature, mild to tangy. A very versatile 
cheese available in a wide variety of 
shapes, depending on the region, it can 
be white, coated with ash or herbs, or 
wrapped in grape leaves. There are also 
pressed goat’s cheeses like Chevrotin, 
or creamy like the Banon. P
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Mieral

A FAMILY-RUN BUSINESS 
OFFERING THE FINEST POULTRY 
In 1919, Claude Eugene Mieral took over the 
butter, eggs cheese and poultry company that 
employed him at Montrevel en Bresse. 100 
years and four generations later, his great 
grandchildren Valery and Florent took over 
this productive family-run company supplying 
some of the top restaurants around the world, 
as well as specialised retailers and butchers 
serving exceptional poultry. 

Currently helmed by fourth generation 
owner Valery Mieral, he shares that some of 
their secrets to ensuring the quality of their 
products include a solid partnership formed 
with farmers; staying true to free range 
farming practices; using only 100 per cent 
natural feed; upholding of traditions; respect 
for the lands; and having passion for what 
they do. 

Mieral is one of the last remaining family-
run Bresse chicken business in France.

WHAT IS A BRESSE CHICKEN? 
Often referred to as the wagyu of all poultry, 
the Bresse chicken is truly quite a unique bird. 

Apart from its distinctive features like its 
red crests, untainted white feathers and blue 
feet, the Bresse chicken, which is the only 
poultry in France to be granted the illustrious 
AOC (Appellation d’Origine Contrôlée) status, 
can be identified by looking out for the seal, 
ring or label. The corn that the birds feed on 
grow especially well on Bressan soil, which is 
rich in clay.

WHAT DOES AOC MEAN?
A certificated chicken must be reared 
in the Bresse region and farmers 
have to adhere to strict conditions as 
defined by AOC certification such as: 

• Raised free-range (open air  
        and minimum 10m2 of space  
        must be allocated per bird) 

• Maximum 2 batches of  
        poultry per year/plot

• Farmers must offer a large  
        building for the birds to  
        retreat to at night

Clearly the amount of care, respect 
and dedication that goes into rearing 
these Bresse chickens have resulted 
in an unrivalled product that is well 
loved by top chefs and foodies 
around the world.

Distributed by
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WHAT MIERAL DOES?

• Support the farmers
Mieral currently works with about 40 
breeders—the company’s expertise lies 
in selection and slaughter, which means 
the team regularly visit farmers to provide 
support, discuss breeding methods, 
anticipate issues and find solutions for the 
poultry. 

• Poultry collection 
A key point of the poultry selection process. 
Mieral’s poultry pickers collect each poultry 
manually and individually at farms and they 
can easily and quickly identify poultry at 
maturity. 

• Slaughter 
Poultry are manually slaughtered by skilled 
workers who carefully follow AOP rules. They 
handle poultry with care and respect. 

• Folding 
Another key point of the poultry selection 
process, each poultry is checked, classified, 
folded and calibrated by a skilled worker who 
will decide whether or not to assign a poultry 
the AOP classification. 

• Drying and storing 
Poultry are then placed in a drying room 
(~1h) to allow them to cool down. The 
poultry continues to slowly cool down (~2h) 
before they are stored in the chiller. Poultry 
are stored by type and by size in the chiller. 
They are laid out on trays which are marked 
with breeders’ name and the slaughtering 
date. 

• Packing and delivery 
Before the poultry can be delivered, poultry 
are wrapped in food paper then carefully 
packed in boxes.
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SOME OF THE PRODUCT RANGE 

AOP Male Bresse Chicken
Weight: 2.1kg to 3kg 

Available: Eviscerated and oven ready

Slaughtered at around 5 to 6 months

UBD: 14 days

Free Range Black Legs 
Chicken “Label Rouge” 
“Prince de Dombes”
Weight eviscerated: 1.6kg to 2.6kg

Slaughtered at around 3 months

UBD : 10 days

AOP Young Female Bresse 
Chicken ‘’Poulette’’
Weight: 1.5kg to 1.8kg

Available: Eviscerated and oven ready 

Slaughtered at around 4 to 5 months 

UBD: 14 days 

Free Range Guinea Fawl 
“Label Rouge” 
“Prince de Dombes”
Weight eviscerated: 1.6kg to 2kg 

Slaughtered at around 3 months

UBD : 11 days

AOP Bresse Turkey
Weight : 3kg to 4.5kg 

Available:Eviscerated and oven ready 

Slaughtered at around 7 months

UBD : 21 days 

Barbarie Duck Female 
“Prince de Dombes”
Weight eviscerated: 2kg to 2.6Kg 

Slaughtered at around 3 months

UBD : 12 days

“’Princes de Dombes’’ Label Rouge poultry are farmed free range in 
Dombes region and mainly fed with cereals (corn, wheat, buckwheat), 
greens and natural proteins.
The Label Rouge certifies a rustic and high quality breed.
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1 Rue Lakanal, 
24200 Sarlat-la-Canéda, 
France
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Rougié

FOIE GRAS AND MOULARD 
DUCK SPECIALIST 
Based in the medieval town of Sarlat in the 
beautiful Perigord region of France, Rougie is 
the world’s number one producer of foie gras 
and Moulard duck specialties. Established 
in 1875 by founder Léonce Rougié, the 
company was subsequently succeeded by 
his son, Jean Rougié. 

While Rougie’s products were hugely 
popular and widely used by the people 
in France, the company became known 
internationally in the 1950s, and their 
products are now available in 120 countries 
around the world, easily available to chefs 
and gourmets wherever they go.

ROUGIÉ’S FARMING PROCESS 
Rougié breeds Moulard ducks that are 
predisposed to hand-feeding. The company 

prides itself on producing the highest quality 
foie gras by domesticating the natural ability 
of waterfowls to gorge and store energy in 
their livers before embarking on their long 
journeys. Each step of the growing and hand-
feeding process is closely supervised by the 
team at Rougié, who credit moderation and 
providing a stressless environment for their 
ducks as the cornerstones of their success. 

SECRETS TO SUCCESS 
Rougié claims that the secret to their 
success is a passionate team and a whole 
lot of pampered ducks. During the first 10 
weeks, Rougie’s ducks have permanent 
access to nutritious feed and water, to 
favor optimal growth. This is followed by 
two weeks of the ‘pre-gavage’ phase, which 
consists of fixed meal times to help develop 
the elasticity of the crop sac. During the 
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final phase lasting 10 to 12 days, the ducks 
are hand-fed twice a day with a 100 per 
cent corn diet to develop the weight and 
fat content of the liver, a key factor for high 
quality foie gras. 

STRESS LEVELS OF DUCKS ARE 
FULLY MONITORED 
Hand-feeding is performed twice a day. 
Meals are deposited in the crop sac, 
an expandable pouch connected to the 
oesophagus, through a soft tube. There is 
no gagging reflex and no pain or stress when 
performed by trained farmers: by developing 
an intimate relationship with each duck, 
observing and feeling the crop sac, the 
caretaker determines the optimal meal size 
for each duck. Each meal lasts about five 
seconds.

HEALTH BENEFITS OF FOIE GRAS 
Foie gras is an excellent source of essential 
fatty acids and vitamins. Poly-unsaturated 
fats, also called oleic acid, play an important 
role in the prevention of heart disease. 
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PRODUCT RANGE

Rougié’s products range from the delectable, smooth duck foie gras with Armagnac and the 
mousse of foie gras with truffles, to the unique tasting duck and pork paté with orange and 
Perigord duck rillettes.

Whole Duck Foie Gras

Whole Duck Foie Gras with 
Armagnac Brandy

Terrine of Duck Foie Gras

Mousse Royale of Duck Foie 
Gras with Truffles

Duck & Pork Pate with Orange

Duck Foie Gras Mousse

Duck Rillette

Duck Fat

Distributed by
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13400 Aubagne France
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Corsiglia

ARTISAN CANDIED CHESTNUTS
A sixth generation family business 
specialising in producing marron glacés, a 
delicious confection also known as candied 
chestnuts, Corsiglia was born at the end 
of the 19th century when Andre Corsiglia 
launched his own candied chestnut factory 
in France after picking up the know-how in 
New York. In addition to marron glacés, the 
company, which is currently helmed by sixth 
generation family member Alexandre Corsiglia, 
also produces exceptional chestnut paste 
made from the finest A.O.P chestnuts from 
Turin, and other candied fruits that are used by 
top pastry chefs around the world. 

key information

since 1896
Master confectioner for

six generations

2 years
The only brand in the world to offer 
vacuum packed marrons glacés with 

a 2 year shelf life

Distributed by
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• Selection of chestnuts 
Corsiglia’s expertise begins when they 
select the chestnuts—the harvesting 
season is in October and November. The 
chestnuts are handpicked in the most 
beautiful Italian forests. 

• Soaked in water 
After removing the husks, the chestnuts 
are soaked in water for nine days, during 
which, the damaged fruits will rise to the 
surface of the water and are discarded. 
The perfect chestnuts, on the other hand, 
are transferred to a cellar to dry for three 
weeks. 

• Removal of the outer peel 
Thereafter, the chestnuts are slit, then 
steamed to remove their outer peel. During 
this stage, each chestnut is inspected with 
great care, and any remaining piece of skin 
is removed manually from the grooves of the 
fruit. 

• Cooked and candied 
Afterwards, the chestnuts are manually 
wrapped in pairs with muslin before they 
are cooked in spring water. A tedious but 
essential step, this prevents excessive 

HOW CORSIGLIA’S MARRON GLACES ARE PRODUCED

absorption of sugar and breakage. The 
cooked chestnuts are then transferred to 
another tank for candying in a thick syrup 
prepared with sugar, glucose syrup and 
Madagascar Bourbon vanilla beans. Once the 
candying is complete, the muslin is carefully 
removed and the chestnuts are left to drain 
a little before they are sorted and sent for 
glazing. 

• Glazing 
The chestnuts are laid out neatly on a rack, 
ready to be coated with a thin layer of 
satin-like sugar glaze. After the chestnuts 
are glazed, they are placed in the oven for a 
few seconds to allow the glaze to solidify, 
protect its shine and retain the syrup deep 
in the marron glacés’ core. 

• Wrapping 
Finally, the marron glacés are sent for 
wrapping in the brand’s iconic golden foil.  

The special care given to the origin of 
selected products, the authenticity of the 
produce used, the respect of tradition and 
traditional methods of confection have 
made the Corsiglia house a quality reference 
for marron glacés.



31

SOME OF THE PRODUCT RANGE 

“Marron Glacé”
(wrapped and unwrapped)
Mellow texture.

The subtle note of Madagascar 

Bourbon vanilla beans enhances the 

flavour of the candied chestnuts.

Placed on a golden base card and 

wrapped in golden foil.

Origin of Fruit: Turin or Naples.

Size: 20 g or 22/23 g or 25/26g

Shelf life: Best within 3 months 

(October to April) to 2 months 

(May to September)

Store in a dry place at + 6 to + 8 

degrees C after opening.

Chestnut Paste
This confection has a firm consistency and smooth 

texture. It is made with pieces of candied chestnuts and 

lightly flavoured with Madagascar Bourbon vanilla beans.

Colour: light brown.

Intense chestnut flavour enhanced with the subtle note 

of Madagascar Bourbon vanilla beans.

It can be whisked into a smooth and subtle paste.

Origin of Fruit: Turin or Naples.

For professional use in pastries, ice cream or chocolate.

Shelf life: Best within 3 years.

Preservation: Use paste in confections after opening.

Whole Candied Chestnuts in Syrup
The chestnuts are candied in syrup. Mellow texture.

The subtle note of Madagascar Bourbon vanilla beans 

enhances the flavour of the candied chestnuts.

Origin of Fruit: Turin or Naples.

Size: 20 g or 22/23 g or 25/26 g.

Uses:

- For pastry chiefs and ice cream makers

- Sale in retail sale: drained chestnuts or Candied Chestnuts.

Shelf life: Best within 3 years.

Preservation: Glaze the chestnuts immediately after opening 

the can. Once the chestnuts are glazed, let them dry, wrap 

them in aluminium foil and store them in a dry place at 6 to 8 

degrees C for a maximum of 3 to 4 weeks.

Candied Chestnut,  
Pear Brandy Flavour

Candied Chestnut,  
Plum Brandy Flavour

Candied Chestnut,  
Rum Flavour

Candied Chestnut,  
Cognac Flavour

Candied Chestnut,  
Coated with dark 
chocolate

Whole baby 
chestnuts for 
decoration

Chestnut Puree Chestnut Cream

Broken pieces for 
pastry, bakery and 
ice cream
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Place Honoré Commeurec, 
35000 Rennes, France
contact@lebeurrebordier.com 
www.lebeurrebordier.com
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Le Beurre Bordier

HANDCRAFTED WITH CARE 
Born into a family of cheese and butter 
makers, Jean-Yves Bordier grew up between 
wheels of comté and farm-fresh cream. 

Monsieur Bordier made the decision to 
become an artisan butter maker in 1985 
when he took over the creamery La Maison 
du Beurre founded in 1927. It was then that 
he rediscovered the art of kneading butter. 
He eventually perfected his techniques of 
combining and shaping butter with wooden 
paddles and transmitted his know-how to his 
team. Soon, top chefs in France and around 
the world became his most loyal customers. 

key information

1927
Butters produced since then

33
countries that our products 

have been exported to

12
types of butter & 

tailor-made butter
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• Selecting organic, high quality and 
local raw materials 
At Le Beurre Bordier, the team works with 
various organic and sustainable dairy farms 
located in Brittany and Normandy who 
supply the creamery with premium quality 
milk. After the milk is collected from the 
farms, it is creamed, pasteurised and left 
to mature for two days. During this stage, 
the milk thickens and the flavours will start 
to develop. According to Bordier, different 
seasons impart different flavours, with 
floral notes in spring and a sweeter taste in 
summer. 

• Churning 
During this step, the cream is beaten in the 
churn, a cylindrical mixer which turns slowly, 
separating the solids (the curds) and the 
liquids (the whey or the buttermilk). The 
whey is then replaced with iced water before 
a second churning. 

This traditional, artisanal technique 
allows more of the cream molecules to 

be preserved, resulting in a high quality 
product. After resting for 24 hours, the 
butter is ready to go through kneading, 
salting and flavouring. 

• Kneading 
Jean-Yves Bordier selects the finest quality 
churned butter made in Brittany. The butter 
is left for 24 hours before being brought 
back to the Border workshop for kneading.  

Kneading is a technique that dates from 
the end of the 19th century and served 
the purpose of both homogenising and 
reworking butters coming from different 
production sites.  Almost phased out 
in 1975, Jean-Yves Bordier wanted to 
perpetuate and refine this know-how in his 
first creamery in the rue de l’Orme in St. 
Malo to give the butter back its original 
sensuality.

The butter is worked on by a man, the 
kneader, who acts as one with his wooden 
tool—also called a kneader—whose teak 
frame and wheel turn together slowly in 

BORDIER’S BUTTER MAKING PROCESS
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opposite direction. This open air kneading 
process lets the butter take on its own 
flavour through oxidation as well as 
softening its texture. The process is only 
considered complete when the kneader 
touches the butter and is satisfied with the 
consistency—something that a machine 
would not be able to do. 

Kneading times differ according to 
the quality of the butter, the temperature, 
the weather, the feed given to the cattle 
(silage in winter, grass and fresh flowers 
in summer), and the seasons: around 25 
minutes during winter compared to only 
15 minutes during summer.  It is only at 
traditional manufacturers’ can one still 
find a seasonal difference in production 
techniques. 

• Salting 
During the kneading process, the butter 
is salted to taste with fine salt.  The fat 
molecules in the butter react and release 
the butter water.  It is said that the butter 
begins “to cry”—during this stage, the 
butter develops aromatic qualities, a depth 
and a complexity of incredible aromas as 
well as an elegant texture.

• Flavouring 
After the butter is rendered silky and 
smooth, it is transferred to be flavoured. 
Monsieur Bordier developed some unique 
flavours to be used in dishes, like a seaweed 
butter to be used in fish recipes. Other 
notable flavours include the smoked salt, 
espelette chilli, and buckwheat and fennel. 
There are now more than 10 flavoured 
butters in Bordier’s repertoire. 

• Shaping 
Once flavoured, the butters are brought 
to the shaping corner, where workers, also 
known as the butter shapers, will shape 
them into elegant portions. With paddles in 
hand, working side by side around islands of 
wooden tables, the patters skilfully sculpts 
knobs of butter into small discs, pyramids, 
cubes, logs and bars with rapid-fire speed. 
This method of shaping butter by hand is 
another traditional technique that Bordier 
has kept. Chefs have the option of choosing 
their preferred shape, weight, recipe and the 
amount of salt that he/she wishes. 

• Stamping 
Some chefs have a seal or the name of their 
restaurant stamped on their butter, either 
for service or to welcome their guests.

Distributed by
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Mons Fromager

In the 1950s, Hubert Mons worked as a 
delivery driver and trucked food across 
the whole of France. With the knowledge 
accrued from such travel and an eye for 
farms worth stopping off at for lunch, 
Hubert decided to go into business for 
himself. In the early 1960s, he began to 
source artisanal cheeses from his native 
region of Auvergne and with his wife, sold 
them at local markets. 

Shortly after, Hubert realised that 
‘affinage de camion’ (van maturing) was not 
viable and having moved over the border 
from Auvergne to St Haon-le-Chatel on the 
Cote Roannaise, they constructed their 
first purpose built maturing room which 
was insulated by two metres of earth. As 
success in their maturing rooms grew, 
they went on to occupy a shop in Roanne 
and called it ‘L’Auvergnat’. As the shop 
continued to flourish, they expanded their 
maturing rooms and were also able to begin 
a wholesale operation. 

In the 1980s, Hubert’s two sons Laurent 
and Hervé joined the family business. 
Laurent took over the family shop while 
Hervé oversaw the cheese ripening, 
adding another large maturing room to the 
premises, which was designed to keep slow 
ripening, cooked recipe mountain cheeses. 
In 2007, an opportunity to expand into a 
disused railway tunnel in nearby Ambierle 
presented itself. Experiments began to test 
its potential for maturing tommes and other 
uncooked, hard cheeses like Salers, Cantal 
and Laguiole. The results were successful 
and in 2010, the tunnel was fully covered 
and put to use. 

Hervé was elected Meilleur Ouvrier de 
France in 2000 and Laurent Mons. 

Over the years, Mons has established a 
strong reputation for producing exceptional 
ripened cheeses—they age over 200 types 
of cheese in their facility—instead of just 
making their own cheeses, they source for 
excellent French and Swiss cheeses from 
specialist regional producers, then matures 
them in their cheese caves before putting 
them out in the market for sale. 

key information

2000
The year Hervé Mons obtained the 

title of Best Craftsman of France

200
References cheeses, 

depending on seasonal changes
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WHAT IS L’AFFINAGE?
Affinage is the careful practice of ripening or 
maturing cheeses to allow them to develop 
flavour and texture. The ripening process 
is an essential step to reveal the quality 
of a cheese and its features. It allows the 
texture, the flavours and the rind to develop. 
It is the result of a complex alchemy 
between the atmosphere, the place, time 
and specific care that are brought to each 
cheese. During this process, the cheeses 
are cared for in the caves—they are 
brushed, scrubbed, washed, turned and 
returned—these steps affect the taste, the 
colour and the texture. An affineur like Hervé 
is a person who ages or matures cheeses. 
Mons’ cheese facility comprises four large 
aging caves and an old railway tunnel which 
has been converted into an aging cave. 

Most of Mons cheeses are made 
with raw milk and come essentially from 
farmstead or small-scale production. The 
cheese selection available depends on the 
seasons, and on the aging process that is 
necessary for them to reach maturity and 
develop their aromas. 

COMMITMENT TO QUALITY 
Ripening cheeses is hard work. Every 
week, nearly 100 tonnes of cheese must 
be turned, washed and brushed, and unlike 
larger and more mechanised maturing caves, 
the hard cheeses in Mons’ tunnel cave are 
turned by hand. The affineurs will examine 
each cheese thoroughly before brushing 
and washing them with a water and vinegar 
solution. Thereafter, he/she will turn them 
quickly and methodically—each hard cheese 
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weighs between 30 and 40kg and are stored on 
heavy spruce boards which reach to the tunnel’s 
ceiling, so the work is without a doubt, intensely 
physical. 

METICULOUS ATTENTION TO DETAIL 
Diligence and hard work aside, an affineur 
also needs a great depth of knowledge about 
cheese production, cave dynamics and the 
characteristics of different cheese types, so 
they’ll know how to treat each cheese—whether 
laying them on paper, spruce wood or straw would 
aid it’s development best, if it needs drying, or 
more moisture, and which cave would be best 
suited for it. 

Every cave varies in humidity, temperature, 
and air flow to cater to the needs of individual 
cheeses. The ‘washed rinds’ cheeses are 
more suited to higher humidity and warmer 
environments, which are necessary conditions 
for the sticky orange rind to grow and flourish, 
while cheddars and cloth-bound cheese require 
frequent brushing to limit mould and 
cheese-mite growth.

Distributed by
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France
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The Parcs Saint-Kerber

For some of the best oysters in France, visit 
the picturesque village of Cancale, also 
known as Brittany’s oyster capital, a title 
earned thanks to the high quality plankton 
that grows in the bay, feeding the oysters 
and aiding in their reproduction. Once here, 
visit renowned oyster producer The Parcs 
Saint Kerber, run by Joseph Pichot. 

To allow members of the public to better 
understand what oyster farming is all about, 
the family decided to set up the La Ferme 
Marine (The Marine Farm), which conducts 
oyster farm tours and takes visitors through 
an exhibition area that comprises a wide 
collection of oysters and shellfish planted 
by the company.  

In 2003, Joseph Pichot handed 
the running of the business to his son 
François-Joseph Pichot, who now runs the 
day-to-day operation with his brother-in-
law Stéphan Alleaume.

COMMITMENT TO QUALITY 
Boasting the perfect temperature for 
the oyster fields to thrive, not using 
thermal shock during the production 
chain, and having a meticulous checking 
and selection process for every single 
one of their oysters during packaging, are 
just some of the factors that guarantee 
the quality of  The Parcs Saint Kerber’s 
products. 
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HUGE EMPHASIS ON 
SUSTAINABILITY 
Apart from quality, The Parcs Saint Kerber also 
places great emphasis on sustainability and, 
to this extent, has put in place a production 
system that enables them to be respectful to 
the coastal environment while still producing 
some of the best oysters in the country. 

In 2000, the company was again nominated 
for the award of Best Site Integration with 
the Environment, by the Mécenet Bretagne 
(an association that sponsors Brittany’s 
patronage). Not one to rest on their laurels, the 
company is currently working on an advanced 
project involving solar panels, and it has already 
received planning permission from the chief 
government architect in France. Additionally, 
the company, through its subsidiary, Les Viviers 
d’Armor, has also adopted a ‘sustainable fishing’ 
approach for its scallops, which are caught by 
hand by divers, and a similar approach has been 
adopted for urchins and razor clams. 

NUTRITIONAL VALUE OF OYSTERS
A low-calorie food and a good source of vitamins 
B2, B12, B3, A, B5, as well as copper, iron and 
zinc, oysters offer consumers a slew of health 
benefits. Furthermore, the lipid content of the 
oyster is a good source of vitamins A and D.

Oysters also contain Omega 3 (AEP and 
ADH), acting as a precursor to chemicals that 
benefit the immune system, circulation and 
hormones. 

Distributed by
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PRODUCT RANGE 

BELON 
Native to the Atlantic Coast, this oyster is 
noted for its taste of iodine as well as its 
firm flesh, offering light, and nutty flavours. 

PIED DE CHEVAL
This rare oyster was given its unique name 
of Pied de Cheval, which means horse’s hoof, 
because of the way it leaves a trace—the 
shape of a hoof on the sand. A wild and 
old (between 10 and 20 years) oyster, it 
is farmed at the traditional “Caravane” of 
Cancale, and has all the characteristics 
of the oyster from the bay of Mont Saint 
Michel. Perfect for those who appreciate 
large oysters, the quality of its flesh is 
outstanding.

CREUSE 
Boasting a consistent flesh and a strong 
taste of iodine that lingers on the palette, 
the Creuse oyster from Cancale has all the 
typical characteristics of an oyster from 
the bay of Mont Saint Michel. With different 
sizes (classed from 0-4), it is the perfect 
addition to a seafood platter and lends itself 
well to a variety of recipes. be it grilled or 
roasted. 

TSARSKAYA 
Named after the Tsars of Russia who were 
avid consumers of oysters, the award-
winning Tsarskaya is farmed for three to 
four years at the heart of the farm, and is 
nurtured in a very specific and careful way. 
This breed of oyster is well-loved for its 
incredibly smooth and silky flesh and milky, 
almond-like flavour. 

SPÉCIALE SAINT-KERBER
Farmed and refined on vast farms based at 
the east of the bay of Cancale where the 
quantity of oysters is are less dense, the 
Spéciale Saint Kerber lives in the water in 
oyster pockets that are regularly turned 
over and where the number of oysters has 
been steadily reduced in order to produce 
more congruent shells and a remarkable 
thick flesh.

This breed of oyster has a salty flavour 
with a hint of iodine that is typical of the 
bay, with round and sweet undertones. The 
Spéciale Saint Kerber is very meaty, while 
having a firm consistency, a characteristic 
that is much appreciated by connoisseurs.

MUIRGEN 
A shallow oyster from Ireland, Muirgen, 
which is the Gaelic translation for “Born from 
the sea”, is delivered to Cancale for the last 
stages of its farming. This oyster features 
a beige-coloured flesh which is meaty and 
sweet. 
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Pierre Oteiza

THE GRAND CRU OF  HAMS 
The son of a farmer, Pierre Oteiza is a 
breeder and artisan producer established in 
his native village of ‘Les Aldudes’, located 
50 kilometres from Bayonne, in the heart 
of the Basque Country in the Pyrenees 
mountainside. 

At the age of 15, as part of his 
preparation for his CAP (vocation training 
certification) in the butchering trade, Pierre 
went to Paris as his uncle’s apprentice. He 
obtained his diploma and worked with him for 
five years. At the end of his work experience 
in Paris, Pierre returned to Les Aldudes 
to manage his family-owned farm which 
included 200 dairy sheep of ‘Manech tete 
noire’ breed, 10 ‘Blonde d’Aquitaine’ and 30 
free-range Large-White.

In addition to running his family’s farm, 
Pierre also worked in a nearby artisanal 
butchers’ shop. A firm believer in the 
assets of his native valley, Pierre, in 1987, 
created a company with his wife called 
“Gastronomie de la Vallee des Aldudes”, to 
work with local breeder including pig and 
sheep farmers, trout breeders and cheese 
producers. Pierre’s company started with a 
site for producing cured ham and salt meat, 
completed by a canning factory and a shop in 
Saint-Jean-Pied-de-Port. 

The year after, he discovered, during 
the Salon de l’Agriculture in Paris, the last 
remaining specimens of a local breed of 
pig—the “Pie Noir” Basque pig. He bought 
two of them and brought them back to Les 
Aldudes, with the intention of observing 
their behaviour in a mountainside setting 
and to breathe new life into the local 
production. 

Distributed by
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In 1990, alongside fellow passionate 
breeders, he set up an association of 
Basque pig breeders, ‘le porc basque en 
vallee des Aldudes’ (Basque pork in the 
Aldudes Valley). 

In 2000, Pierre Oteiza founded a 
partnership with four artisan charcutiers 
from the Basque country to create a drying 
room (sechoir) for cured ham: ‘le Sector 
Collectif de la Vallee des Aldudes’. This 
drying room is also available for individual 
customers, restaurants and local farmers.

Currently, Pierre Oteiza sells his hams, 
cured meats and ready-cooked dishes in his 
shops, located around France. 
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THE BASQUE PIG 
Also called ‘Pie Noir’, the Basque pig is a 
breed of Iberic pig and is one of the six 
acknowledged local races along with the 
Gascon, Limousin, the Corse, the Western 
White and the Bayeux. 

Easily distinguished by its black and 
white bicoloured skin, black head and hind 
legs, a well as its long ears crossed at the 
muzzle, the Basque pig, which was originally 
from the Basque country, in the Bearn and 
Hautes Pyrenees regions of south west 
France, nearly became extinct in the early 
1980s. Today, the population of the Basque 
pig has increased tremendously thanks to 
the perseverance and commitment of a 
handful of local breeders. 

In 2001, the Basque chain association 
was created, and the instruction for further 
registration as protected designation of 
origin (PDO) was initiated. The Basque 
pork sector has progressively developed, 
based on the production of traditional and 
high-quality pork products. In 2016 the 
“Kintoa” fresh pork and Kintoa dry-cured 
ham (Jambon du Kintoa), produced from 
Basque pigs, obtained the French AOC 
(Appellation d’Origine Contrôlée) label. In 
October 2017, this national recognition was 
further translated at European level into the 
“Kintoa” PDO registration.

HAPPY PIGS TRANSLATE TO 
EXCELLENT QUALITY MEAT 
According to Pierre Oteiza, the Basque pigs 
are happy pigs, and the quality of their life 
reflects in the end product. These pigs roam 
free, in the forest, in the mountainside, and 
they feed mainly on herbs and seasonal 
fruits like chestnuts, acorns, beechnuts 
(from September to the first snow) and on a 
food supplement of GMO-free cereals, given 
daily to ensure its food balance.

BREEDING STEPS 
The breeding cycle of a Basque pig is 
between 12 to 14 months. From birth to 
two months of age, these pigs are raised in 
fern huts and suckle until they reach two 
months. During this time, the piglets weight 
around 20 kilogrammes. During the second 
to 14th month, the pigs are vaccinated, 
identified and tattooed, and they live on the 
mountainside within enclosures of more 
than a hectare (there will never be more 
than 40 animals within one enclosure). For 
traceability of the finished product, every 
pig is tattooed on its gammons and loins. 
A matured pig weighs between 140 and 
160kg.  
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102 Route de beaurval, 
33450 Saint-Sulpice-et-
Cameyrac, France
Tel : +33 (0)5 57 34 45 40 – 
Fax : +33 (0)5 57 34 45 49
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Sturia

Sturia is the flagship brand of Sturgeon, a 
leading French producer. The company was 
established near Bordeaux more than 30 
years ago and pioneered sturgeon farming 
in France. It produces 18 tonnes of caviar 
a year—both Baerii and Oscietra—which is 
sold all over the world. 

CAVIAR OF AQUITAINE 
France pioneered sturgeon farming and has 
emerged as a major producer on the world 
caviar market. Some 38 tonnes of caviar 
are produced in France every year—the 
Aquitaine region, which produces almost 
36 tonnes a year, is at the centre of this 
production. Six of the eight French caviar 

producers—including Sturia—are located in 
this region. 

Delicious, refined and produced with 
genuine expertise, Aquitaine caviar’s 
reputation grows every year. In the face of 
growing international competition (especially 
from China), the region’s producers joined 
forces to set up the Association Caviar 
d’Aquitaine (an organisation to manage and 
promote the origin of their products) in July 
2013. 

In November 2013, the association 
officially registered the ‘Caviar d’Aquitaine’ 
collective trademark with a view to obtaining 
PGI (Protected Geographical Indication) 
status, just like Marennes d’Oléron oysters 
and Côtes d’Armor scallops.
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STURGEON FARMING: A LONG, 
PAINSTAKING PROCESS
After obtaining fry from their best spawners, 
the farming team has to wait three years 
before they can use ultrasound techniques 
to determine the sturgeon’s sex. Females 
are then farmed in ponds for approximately 
eight years until they reach maturity. 

Further ultrasounds and a biopsy (to 
taste the caviar and check its quality) 
help the team to decide when to fish the 
sturgeon. Caviar is a seasonal produce and 
sturgeon are fished between September and 
March. 

An eight-year-old female sturgeon 
weights about 10kg and yields 
approximately 10 per cent of her weight 
in eggs. 

STRICT FARMING CONDITIONS 
The fish environment complies with high 
quality standards (saturation, pH, flow, 
density). Sturgeon are fed on granules 
(containing plant and fish proteins). Their 
feed must not contain any GMOs or PAPs 
(Processed Animal Proteins).

CAVIAR IS PRODUCED USING 
TRADITIONAL METHODS 
Sturia’s caviar is made in accordance 
with traditional expertise—the grains are 
carefully hand-sieved, washed in clean 
water, mixed with salt and tinned. The caviar 
is then matured naturally in a maturation 
room. 

This traditional expertise releases all 
of caviar’s balanced, hazelnut flavours. The 
crunchy eggs are lightly salted using the 
Malossol method, which brings out their 
unrivalled flavour and length on the palate. 
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CHOOSING THE RIGHT CAVIAR 

• Discover Caviar 
If you are new to the world of caviar, you 
may prefer young caviars that offer sweet 
flavours like the Christmas caviar (seasonal) 
or the Primeur caviar. 

• Regular Consumption 
For those who consume caviar regularly 
(once a year or more), choose a mature 
caviar such as the Vintage or Oscietra. 

• Full-Bodied Flavour 
If you like strong flavours, try the Origin 
selection. 

• Complex Flavours 
For those who appreciate complex flavours 
or want to discover new taste horizons, 
treat yourself to Sturia’s rare selections: 
Grand Chef, Prestige or Oscietra Grand Cpu.

HOW TO ENJOY CAVIAR?
Caviar is very sensitive to temperature 
variations. The box must be kept 
closed and stored at the boron of your 
refrigerator until the time of tasting. 

Spoon tasting is the simplest and 
most convivial way to enjoy caviar 
because it is the only way to appreciate 
its subtle flavours. Serve with teaspoons 
of mother-of-pearl, porcelain, nylon 
or wood, but avoid metal that oxidises 
caviar. Although caviar is sufficient 
on its own, it can also be served with 
crème fraîche, blinis, soft-boiled eggs, or 
chunks of ratte potato. 

Distributed by
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1, rue Eugène Weiss
42000 Saint-Etienne
France
commercial@weiss.fr
www.weiss.fr
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Weiss

FROM BEAN TO BAR 
One of the oldest chocolate brands in 
France, Weiss was started by Eugène 
Weiss, a young confectioner from Alsace 
in 1882. As the first confectioner back 
then to blend beans from different 
origins, Eugène Weiss redefined 
chocolate, creating unique flavours and 
inventing the brand’s hallmark, Le Haut 
Chocolat®. 

Today, although Weiss is no longer 
owned by the Weiss family, it has not 
departed from its founder’s principles, 
and they continue to select and blend 
beans from different regions in a 
single country in order to capture the 
authenticity, enhance the aromatic profile 
and reveal the individual potential of each 
origin. From roasting fine cocoa beans to 
the creation of Le Haut Chocolat®, Weiss 
has mastered the entire production chain. 
In addition to inventing Le Haut Chocolat®, 
Weiss has also established itself as the 
international benchmark for praliné, with 
its inimitable signature flavour of lightly 
toasted fresh hazelnuts and almonds 
with balanced caramel notes. 

BEST QUALITY INGREDIENTS, 
NATURAL FLAVOUR WITH 
NO ADDITIVES
To ensure the best quality chocolates, Weiss 
has selected the best terroir around the 
world to source its fruits, nuts, spices and 
cocoa beans. All Weiss pralinés are made 
exclusively from Valencia and Marcona 
almonds from Spain, and Roman and 
Piedmont PDO* hazelnuts from Italy. The 
brand’s commitment to high standards, and 
constant quest for excellence, recently 
achieved national recognition, as Chocolat 
Weiss was awarded the “Entreprise 
du Patrimoine Vivant” (Living Heritage 
Company) label by the French state, which 
recognises French companies for their 
traditional expertise and craftsmanship.P
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Here are some of the regions where Weiss 
source their raw materials: 

Cocoa Beans
• African beans for tannin and intense 

aromas
• Equatorial beans for bitterness and floral 

notes
• Venezuelan beans for rounded, honeyed 

and nutty flavours 
• Madagascan beans for subtle acidity and 

hints of red berries 
• Cocoa from Trinidad and Tobago beans for 

spicy notes and a powerful cocoa taste 
• Papua New Guinea beans for intensity and 

raw, smoky notes

Spices 
• Madagascan black bourbon vanilla for its 

powerful aroma and rounded flavour 
• Indian white sesame for its time-honoured 

smoky intensity 

Flowers 
• Chinese tea with delicate jasmine notes 
• Forez honey with its heady mountain 

mountain wildflower aromas 

Fruits and Nuts 
• Spanish lemons and navel oranges for 

concentrated fruitiness and sweetness 
• Chinese ginger for intense spicy flavours 

and unrivalled quality 
• Italian chestnuts with a richness and 

colour typical of the Turin region 
• Whole marcona and Valencia almonds 

from Spain, offering a beautiful rounded 
shape and unique fragrance 

• Whole Piedmont or Roman hazelnuts from 
Italy—large nuts with an intense flavour 
for optimum cooking 

The brand also prides itself on keeping 
its ingredients as natural as possible. 
They do not add any vegetable fat to their 
chocolates other than cocoa butter. P
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LI CHU 64% (VIETNAM)
Li Chu reveals light reddish tints that make 
it stand out from other covertures. Its 
forthright chocolate taste offers notes 
of vanilla and nut with a touch of licorice. 
These then give way to fresh and acidulated 
notes ensuring length in the mouth. 

KOMÉLÉ 70% (VIETNAM, PAPUA NEW 
GUINEA, GHANA AND/OR IVORY COAST)
Co-developed with chef François Daubinet 
from Fauchon company, this creation is 
the result of a partnership between two 
artisanal producers that share exceptional 
expertise. One selects high-quality 
ingredients and transforms them into 
exceptional products; the other skilfully 
transforms them into outstanding creations.

A dark chocolate with 70% cocoa, made 
from a blend of three different origins, each 
contributes to the unique aromatic profile 
of the chocolate, for instance, its lovely 
aromatic length and smoky finish stem from 
the beans from Papua New Guinea, while a 
touch of acidity along with green, natural 
notes are characteristic of beans grown on 
the Mekong Delta in Vietnam.

Distributed by

SANTARÉM 65% (PAPUA NEW GUINEA, 
GHANA AND/OR IVORY COAST)
This surprising and unique chocolate 
features strong smoky notes, with dark 
tobacco flavours blending with botanic 
hints, reminiscent of certain powerful green 
teas. This couverture is recommended for 
red fruit ganaches but also for savoury 
chocolate recipes such as sauces to serve 
with game.

ORYOLA 30%
Weiss’s expertise in praline and chocolate 
came together in Oryola 30%, a velvety 
white chocolate that echoes childhood 
notes of caramelised milk with the intense 
flavour of freshly-shelled Italian hazelnuts. 
A touch of astringency is rounded out by 
brown sugar from Guadeloupe for a smooth, 
toasted finish. 

MAHOË LAIT 43% (GRENADA)
This not-too-sweet milk chocolate is not 
very different from a dark chocolate. It 
offers a surprisingly acidulated taste 
with notes of cooked yellow-fleshed fruit, 
followed by a lovely cocoa intensity and 
notes of French toast on the finish. Its dark 
chestnut color makes it stand out from 
other milk chocolates. Mahoë is perfect for 
ganaches, crémeux, ice-creams, moldings, 
and more.
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Perrier Museum
Vergèze in the Gard 
department on the
RN113 halfway between
Nîmes and Montpellier

Perrier

One of the best known sparkling mineral 
water brands in the world, Perrier began 
in 1863 with the bottling of the famous 
mineral water drawn from a remote source 
in Vergèze, located in the South of France. 
In 1898, Dr Louis Perrier became the owner 
of the spring, which was renamed after him, 
where he operated a commercial spa and 
bottled a small amount of the water for his 
guests and some for sale. 

In 1903, an Englishman St John 
Harmsworth took ownership of spring and 
went on to introduce the bottled water 
to the global market. In 2001, Perrier 
introduced the new convenient 50cl bottling 
format using 100 per cent recyclable 
PET. The unique taste of Perrier, fizzing 
with bubbles and providing the ultimate 
refreshment has since conquered the world. IN A NUTSHELL 

• A healthy and natural alternative to 
carbonated soft drinks which provides the 
ultimate refreshment, Perrier is a premium 
beverage that contains 0 per cent sugar 
and calories

• French origin natural mineral water 
• One of the highest carbonation at 7g of 

CO2/litre 
• A unique taste due to its very low 

bicarbonate and sodium content 

A VERSATILE BEVERAGE 
There are many ways to enjoy Perrier’s 
bottled water:
• Straight from the bottle 
• With a slice of citrus—the essential oils 

and flavours of the fruit will enhance 
the strength of the bubbles and the 
particularity of the minerals naturally 
present in Perrier

• As a mixer for cocktails
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120 MILLION YEARS: THE 
EXTRAORDINAIRE LOVE AFFAIRE 
BETWEEN WATER AND GAS
Do you know the story of how water met 
gas in Vergeze, France? Well, back when 
the world was younger and a little more 
rebellious, an underground love affair ignited 
between rainwater and gas of volcanic origin. 
In a series of several eruptions, they met, 
they mingled, and they fell in love making 
one of prehistory’s most extraordinaire 
power couples. 120 million years later and 
this passionate pairing is still going at it — 
seriously, they’ve been making bubbles since 
dinosaurs stomped the earth. With time, 
these two lovebirds dubbed Les Bouillens 
would become the legendary source of 
Perrier — spreading their bubbles all around 
the world.

THE TAMING OF 
THE WILD SPRING
Relax, take a deep breath and drink Perrier. 
By the mid 19th century well-to-do spa 
cities, aka ville d’eaux, were some real hot 
spots. With the spa craze at its hottest 
temperature, the fever eventually spread to 
Les Bouillens, thanks to a production decree 
granted by Napoleon III. Under the provision 
of Alphonse Garnier, out of gas clients 
looking to regenerate basked in a variety of 
types of baths, and of course drank to their 
hearts’ content, bottles of the carbonated 
mineral water.

Distributed by



58

F r e n c h  P r o d u c e

Andros

Andros is a family-owned company based 
in southwest France, specialising in the 
transformation of locally sourced tropical 
fruits. Building on its passion for quality fruit 
and on its long experience in jam making, the 
company has diversified to offer a complete 
range of finished products such as yoghurt, 
dairy-based desserts, confectionaries and 
frozen desserts. 

From fresh fruit sourcing to the final 
product, Andros manages every step of 
the manufacturing process to ensure the 
best quality. Andros has also developed a 
strong distribution network to cover the 
demand and maintain a wide and consistent 
availability of products in Asia. 

STRONG DISTRIBUTION 
NETWORK 
Andros’ strong distribution network 
throughout Asia enables them to import 

HQ - Dordogne Valley
Production in Vietnam
Mekong Delta
Tien Giang Province

www.andros-asia.com

their products from all over the world and 
bring them directly to customers with all the 
quality full preserved. Andros is currently 
operating 30 factories worldwide and owns 
brands like Bonne Maman, Andros, Pierrot 
Gourmand, Mamie Nova, and more. 

100% FRESH AND RIPE FRUITS 
Even when rigorously selected, a good fruit 
is only good when ripe. Thanks to maturation 
know-how and the company’s strategic 
proximity in the Mekong Delta, the team 
is able to access fruits immediately after 
they are harvested, meaning no time is lost 
to transportation. This allows the fruits to 
mature naturally on the tree until they are 
just right. Andros prides itself on processing 
their fresh fruits right after they are 
harvested, allowing them to reach optimal 
ripeness.
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Chunky
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Cafés Richard

Founded in 1892, Cafés Richard is a 
traditional French roaster, originally known 
as Maison Richard. Currently the No. 1 
coffee roaster in France, the company has 
remained a family business throughout the 
years and enjoyed much success in France’s 
hotel, restaurant and cafe industry. 

Every year, the company roasts 10,000 
tonnes of green beans, sourced from 
plantations in Kenya, Ethiopia, Brazil, Papua 
New Guinea, India, Colombia, Mexico and 
Guatemala, among others. The roasting 
process is tailored according to the blends 
and varieties of coffee, with computer-
coded recipes that are carefully guarded. 

106, rue du Fossé Blanc, 
92230 Gennevilliers, France
Tel: + 33 (0) 1 40 85 52 61
Fax: +33 (0) 1 47 94 05 58
www.cafesrichard.com
export_cafes@richard.fr 

 Cafés Richard-Officiel

With an 80 per cent market share in 
France and over 10,000 tons of green 
coffee roasted per year, the company’s 
goal is to remain at the cutting edge of 
technological advances, while maintaining 
the standards of “French-style” coffee 
roasting. The brand prides itself on blending 
the beans before roasting, which ensures a 
uniform and balanced final product.
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PRODUCT RANGEWHERE THE COFFEES 
COME FROM?
Cafés Richard selects its green 
coffees from the three continents 
that produce coffee: Africa, Asia-
Oceania, and the Americas. Among the 
huge varieties that exist, the brand 
has selected the best terroir and 
plantation in Brazil, Bolivia, Guatemala 
and Ethiopia in order to offer an 
exceptional range of products. 

Cafés Richard was one of the first 
coffee roasters to develop a selection 
of Grand Crus, and coffees that come 
from prestigious terroirs. This range 
offers a richer and more unusual 
selection of pure origin coffees that 
F&B establishments can offer to 
discerning customers or quite simply 
to those who love discovering new 
flavours.

Multi-purpose Capsules 
(F.A.P. Standards, box of 40 capsules)

Premium Capsules (Box of 24 capsules)

Espresso Pods (E.S.E Standards, Box of 20 pods)

Grand Crus (Bags of 500g or 250g)

Blends (Bags of 1kg or 500g oe 250g)

Distributed by
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Candia Professional

A brand of Sodiaal, Candia Professional 
is committed to providing premium dairy 
solutions for food service professionals. 
The brand’s authentic French butter, cream 
and cream cheese are a result of the 
company’s expertise, coupled with inputs 
from chefs and experts. Made with 100 
per cent French milk collected from the 
brand cooperative’s passionate farmers 
and exclusively produced in France, Candia 
Professional offers premium authentic dairy 
products with exceptional qualities and 
functionalities. 

Sodiaal
200-216 Rue Raymond 
Losserand CS 80027
75680 Paris Cedex 14
Tel: +33(0)144109010

FROM FARMERS TO CHEFS 
To ensure unrivalled quality, Candia 
controls the entire production process—
from farmers to chefs. The milk that is 
collected from Sodiaal farms located on 
the land of France provides the company 
with the essential ingredients to make 
their products. All the creams, butters and 
cream cheese are made using cutting-
edge technology in their plants located 
in the French cities of Quimper, Awoingt, 
Clermont-Ferrand and Annecy. The entire 
production process is overseen by a team 
of R&D experts who ensure the quality and 
reliability of every single Candia Professional 
product. Not one to rest on their laurels, the 
company continuously works hand-in-hand 
with chefs to improve their range, to better 
serve the needs and expectations of their 
customers.  
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Angliss Singapore is the exclusive distributor for 
Candia Professional products in Singapore.

ABOUT SODIAAL 
Boasting over 20,000 member-owners 
including 12,541 dairy farms located all over 
France, and 9,100 employees, Sodiaal is 
without. doubt, the largest dairy cooperative 
in France. The company attributes the 
unique quality and richness of their milk to 
the care and respect that they give to the 
animals and land. Through their specially 
tailored programme called “Route du Lait, 
Sodiaal is able to guarantee top quality and 
traceability from farm to table.

• Cream Cheese 

• Extra Taste 
Incorporation Butter 

• Brittany Incorporation 
Butter 

• Extra Puff Pastry 
Butter

• Brittany Puff Pastry 
Butter

• Traditional Unsalted 
Butter

• Traditional Salted 
Butter

• UHT Whipping Cream 

• UHT Cooking Cream
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Casino Ça Vient D’ici

A country filled with tons of gastronomic 
treats, France is no doubt a foodie’s 
paradise. The Ça vient d’Ici (translates to “It 
comes from here”) brand by Casino honours 
the best specialties of each region, offering 
discerning foodies and chefs scrumptious 
produce like Flammekueche from Alsace, 
Brioche vendéenne, Bleu d’Auvergne, 
Ravioles du Dauphiné, and plenty more. 

1, Cours Antoine Guichard
42008, SAINT-ETIENNE
FRANCE
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PRODUCT RANGEThere are more than 110 premium 
quality products covering groceries 
and fresh produce available under 
this brand. The items are from various 
French regions, with quite a number 
of them bearing official signs of 
quality like Label Rouge, and Protected 
Geographical Indication.

Every product under this brand is 
proudly made with ingredients from 
the region that it is from, and is made 
in accordance/respecting the know-
how and the traditional methods of 
production. There is a label on each 
product indicating the exact production 
location of the product. 
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The French Grocer 

PREMIUM QUALITY 
INGREDIENTS AT 
AFFORDABLE PRICES 
An online epicurean grocery store started 
by Guillaume Gallet, founder of Lomig, which 
specialises in the procurement of hotel 
amenities, resort equipment and logistics 
services for the hospitality industry, The 
French Grocer offers premium quality 
ingredients at pocket-friendly prices. 
According to Gallet, The French Grocer was 
a natural result of his close relationship 
with suppliers in Rungis—the cult place for 
gourmet food and the world’s biggest food 
market. 

Thanks to it being an online store, there 
is no manpower and rental costs, which is 
why the premium quality ingredients are 
priced affordably at wholesale prices. The 
French Grocer also prides itself on being 
able to deliver orders to their customers the 
very next day. 

thefrenchgrocer.com

Apart from sourcing from suppliers, 
The French Grocer also works with local 
and overseas partners such as Indoguna, 
Sunfresh and Paris Gastronomy to offer its 
customers with a wide selection of quality 
produce. 

QUALITY MATTERS 
The French Grocer takes great care in 
working with committed farmers who 
have a strong sense of environmental 
responsibility, hence most of the meats 
they offer are pasture-fed, hormone and 
antibiotic-free from Australia, Argentina and 
USA. The seafood that the store offers, too, 
are raised in cool, pristine and deep waters 
in New Zealand and Norway. In addition to 
that, The French Grocer also offers a great 
variety of gourmet produce like foie gras, 
terrines and artisanal cheeses. 

Some popular items offered by The 
French Grocer include the cote de boeuf 
and bone-in ribeye steak from New Zealand; 
scallops from Hokkaido, tiger prawns from 
Madagascar and King salmon from New 
Zealand. 

The French Grocer is an 
affiliate company under Lomig
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UNIQUE OFFERINGS 

Bourbon Vanilla 
Whether you’re looking for authentic vanilla 
powder, vanilla essence, vanilla extract or 
vanilla honey, The French Grocer carries a 
range of bourbon vanilla from the Loyaute 
Islands of New Caledonia. 

Carefully ripened on Reunion Island, 
Bourbon vanilla is a generic term for 
Planifolia vanilla and known as the best 
money can buy. Its slender, brown pods, 
sought after by the world’s greatest chefs, 
exude the sweetest of aromas. 

It was at the turn of the 19th century 
that the Mexican orchid vanilla planifolia 
was introduced to Reunion Island. Used by 
the Aztecs to flavour their cups of cocoa, 
Spanish conquistadors exported it to Europe 

which also fell under the spell of its delicate 
aroma. The French decided to grow it on 
Reunion Island, then known as Bourbon 
Island. In a nod to these origins, vanilla 
produced in the Indian Ocean has been 
known as Bourbon vanilla since 1964.

La Mauny Rum 
The French Grocer also retails less common 
items such as the La Mauny rum, produced 
by the largest distillery in the French West 
Indies. La Mauny is also the largest distiller 
of agricole rhum in the Caribbean. 

Unlike other rums which are made with 
molasses, La Mauny rum is distilled from 
pure sugarcane juice, thus retaining all the 
aroma in the rum. 
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Le Comptoir Colonial 

THE SPICE EXPERT 
Founded in 1970, Le Comptoir Colonial started 
with the opening of a shop in the 18th district 
in Paris selling raw materials (spices, peppers, 
salts, and more) sourced from all around the 
world. The Parisian shop was later bought over 
by Christophe Darcet in 2002, who set his sight 
on expanding the business. Two years later, a 
small dedicated workshop was established in 
Saint-Etienne du Rouvray, in the suburbs of 
Rouen, to meet a growing demand, and since the 
early 2016, the company has expanded their 
operations, and is now based in Isneauville, in a 
3,500 sqm factory. 

Offering a large selection of over 650 
different spices, vanillas, sugars and more, Le 
Comptoir Colonial supplies to delicatessen 
shops, department stores, caterers, and 
restaurants internationally. 

14 Zac Du Gros Chêne
76230 Isneauville – France
Tel : + 33 235 652 106
Fax : +33 235 648 470
info@lecomptoircolonial.com
www.lecomptoircolonial.com
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PEPPERS AND BERRIES 
We have a selection of more 
than 40 different peppers from 
different parts of the world. Some 
of them are carried exclusively 
by us. 

SPICES 
We have in our range the famous 
French Espelette pepper, and 
we also do our own unique spice 
blends. 

SALTS 
We stock a wide selection of salt 
from Guérande and from around 
the world including Himalayan pink 
salt, celery salt and more. 

CONDIMENTS, OILS 
AND VINEGARS 
We produce over 20 different 
types of mustards, and also oils 
and vinegards we infuse with the 
spices we import.
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18 avenue du Docteur 
Paul Durand
26600 Tain l’Hermitage
France



71

M. Chapoutier 

Maison M. Chapoutier is one of the most 
recognisable producers in the Rhône Valley, 
best known for its red and white Hermitage 
wines, made from Syrah and a blend of 
Marsanne and Roussanne, respectively.

The history of the Chapoutier family 
stretches back to the early nineteenth 
century when current owner Michel 
Chapoutier’s great-, great-, great-
grandfather Marius purchased an estate and 
some vineyards in the now famous village 
of Tain l’Hermitage in the Northern Rhône 
Valley. Marius Chapoutier made history 
in the region when he became the first 
grape grower there to vinify his own fruit. 
Marius had tasted wines other winemakers 
produced using his fruit and he realized that 
something was lost in translation, so to 

speak. He knew that he owned some of the 
best growing sites in the appellation and he 
believed — rightly — that the grapes grown 
in his vineyards could produce long-lived 
world-class wines. In a move unusual at 
the time, he decided that he should make 
the wine himself. Not only did the quality 
of the wines increase greatly, but this 
move provided the capital to expand the 
Chapoutiers’ already legendary estate.

AN ICON IN THE RHÔNE VALLEY
Expansion, improved vineyard management, 
and modernisation of the winery continued 
when Max Chapoutier took the reigns from 
his father Marius: over the last 200 years, 
the Chapoutier family has acquired what 
is arguably the most significant holding 
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of vineyard sites in the region and as the 
interest in Rhône Valley wines grew, so did 
the house’s reputation for world-class, 
long-lived wines — white and red. In many 
respects, the family is an element essential 
to Rhône-valley winemaking: an entry for 
their family name has appeared in the Oxford 
Companion to Wine since its first printing 
(1994) where it is called one of the region’s 
“great names.” 

Today, the famed M. Chapoutier sign in 
their signature vineyard on Hermitage hill is 
one of the region’s most recognisable icons.

Since he took over the estate in 1990, 
Michel—a wine icon in his own right—has 
revolutionised his family’s winery and the 
Rhône Valley wine industry. Innovations 
introduced by him have included: 100 per 
cent biodynamic viticulture, aggressive 
vineyard management, vintage dating for all 
the estate’s wines, and the elimination of 
fining and filtration.

Outside of the flagship vineyards in 
Hermitage, Chapoutier has vineyards across 
the Rhône, including plots in Côte Rôtie, 
Châteauneuf-du-Pape and Condrieu. These 
span both single-vineyard expressions and 
generic AOC-level wines. Chapoutier also 
makes regional Côtes du Rhône wines, 
and has viticultural interests in Australia 
(Domaine Tournon), Portugal and Alsace.

PARTNERSHIPS WITH CHEFS 
For M. Chapoutier, a wine must always be 
paired with food. Always. It never exists 
alone. It is therefore only natural that the 
winemaker decided to collaborate with 
renowned chefs including Anne-Sophie Pic, 
Yannick Alléno and Joseph Viola, with each 
of them working closely with Michel to 
combine a range of wines with their cuisine. 



73

ANNE-SOPHIE PIC AND 
M. CHAPOUTIER 
Anne-Sophie Pic and Michel Chapoutier have 
a great deal in common. One of the most 
obvious things they share is humility.

Michel’s humility towards Nature, 
his land, reflected by “Fac and 
Spera” (do and hope), the motto 
on the family coat of arms. Anne-
Sophie’s humility is obvious from 
the fact that she prefers to be 
referred to as a cook rather than 
a Michelin-starred chef. They 
also share a common quest for 
high standards, innovation and 
modernity. They instinctively 
look to other cultures, 
different ways of approaching 
wine or cuisine. They have 
built up real expertise, all of 
it self-taught. They share the 
conviction that taste is not, 

and can never be, an exact science. It is 
about being bold and interpreting things 
your own way. 

Then came the idea of working together. 
Together they would create a range of 
Anne-Sophie Pic & Michel Chapoutier wines. 

Creating the communion of a dish and a 
wine is a fascinating exercise. It results 
from a will, expectations and inspiration. 
The tastes draw a palette, then the 
flavours sketch themselves in.

The surprise comes when a wine is 
given a very different character by the 
dish it accompanies, or when a meat 
expresses itself superbly with an 
unexpected wine.

Distributed by
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Château Magondeau

Named after Maître Puiffe de Magondeau, 
the notary who built it at the end of the 
19th century, Château Magondeau has been 
owned by the Gouion family since 1933 
and is located in Saillans, a village in the 
heart of the Fronsac AOC, on the banks of 
the Isle River. First run by André and Dany 
Goujon, who developed direct sales and 
bottling at the château, their son Olivier 
joined the family-run business in 1989, and 
now manages the estate, developing new 
products such as the ‘Passion’ Cuvée or the 
Bordeaux Rosé and Blanc.

While most of the Bordeaux estates 
produce wines that combine different 
grape varieties, Château Magondeau’s star 
bottle—the Fronsac, is made using 100 per 
cent Merlot, with each parcel being vilified 
separately, guaranteeing authenticity in the 
final product.

1 le Port de Saillans
33141 Saillans 
France

key information

19
hectares of vines

100,000
bottles produced per year

40 years
The average age of the vine
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UNIQUE TERRIOR
The 18-hectare vineyard of Château Magondeau is 
planted in clayed-limestone soil on well-oriented 
slopes and plateaus in Saillans. The quality of 
the terroir and bountiful sunshine give pride of 
place to the Merlot variety. The average age of 
the vines (40 years), high planting density per 
hectare, stringent pruning at the beginning of the 
year, successive crop thinning and excess leaf 
removal, all contribute to reducing yields naturally, 
in order to obtain perfectly ripe and healthy grapes 
for the harvest. After destemming and sorting, 
the harvest undergoes thermo-regulated on-skin 
fermentation for a period of at least three weeks. 
The different wines crafted by the estate are 
then aged for 12 to 18 months in vats (for the 
traditional Château Magondeau) or in French oak 
barrels (for the Beau Site)), followed by estate-
bottling. 

Apart from producing great 
tasting wines, Château Magondeau 
places great emphasis on 
sustainability and the well-being of 
consumers too, ensuring that their 
vines are grown in a sustainable 
way, limiting treatments as much 
as possible. 

From grape to bottle, 
everything is done in the cellar, 
including packaging and labelling—
by doing everything in-house, it 
allows the winemakers to control 
every process and guarantee 
the regularity and quality of their 
products.
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Champagne Philippe Gonet

Founded in 1830, Champagne Phillippe 
Gonet is a historical vineyard located in 
the heart of Le Mesnil-sur-Oger, a stone’s 
throw away from Champagne Salon and 
Clos du Mesnil. Spanning 20 hectares, the 
Gonet family vineyard has been cultivated 
by the same family for almost two centuries 
now—today, the estate is run by seventh 
generation brother-and-sister team Pierre 
and Chantal Gonet, who have succeeded 
in continuing to elevate the house as a 
reference for Chardonnay from Les Mesnil. 
The house is known worldwide for its 
exceptional quality wines that express the 
rich, pure, nuanced and mineral character of 
the terroir.

A UNIQUE TERROIR 
The vineyard is divided into 32 parcels, all 
of which benefit from the terroir, boasting 
a 40-metre deep, fossil-rich chalky subsoil, 
formed over 100 million years ago by 
prehistoric ocean sediment. 

Rue de la breche d’Oger 
51190 Le Mesnil sur Oger

Chardonnay is the Gonet’s select 
grape variety, with parcels in the 
villages of Le Mesnil-sur-Oger, Over, 
Vertus, Rilly-la-Montagne, Ludes, 
Chigny-les-Roses, Fontaine-sur-Ay, 
Vindey and Montgueux. The unrivalled 
quality of Gonet’s Champagne can be 
attributed to the team’s unabated 
attention, relentless supervision, 
and detailed knowledge of each 
parcel. Apart from the quality, Pierre 
is also highly concerned about the 
environment, and is committed to 
sustainable viticulture, protecting 
his vines and cultivating his land 
environmentally. 
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PRODUCT RANGE

Distributed by

COMMITTED TO QUALITY 
Every year, when harvest season begins, 
the Gonet family and their team of 
harvesters will work together to vigorously 
select the grapes—handpicking enables 
them to choose only the best quality 
and to identify and separate each parcel, 
preserving a diverse palette, expressed 
when creating blends. For this reason, the 
house acquired a set of small volume tanks 
for quality parcel selection—the grapes are 
pressed in the house’s traditional vertical 
press. Unique in the Champagne region, the 
press enables a slow and precise extraction, 
respecting the juice and preserving the 
nuances of the terroir.
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Factory in Surgeres, 17700

Lescure

UNRIVALLED QUALITY 
In 1884, at the Chateau de Claix, Baron 
Lescure came up with an audacious project: to 
concentrate all the character of his land onto 
one unique product. He built a dairy, collected 
the best milk and created exceptional butter. A 
treasure to which he gave his name. 

A TERROIR WITH CHARACTER 
Produced uniquely in the Poitou-Charentes 
region, Lescure butter extracts its flavour from 
the land. Its geographical location, near the 
ocean and the natural resources of its land, 
makes it ideal for rearing dairy cows. Additionally, 
with its sunny ocean climate, mild winters, hot 
summers and regular rainfall, it provides herds 
with ideal rearing conditions.

The dry fodder and grains that the cows 
consume also contribute to the unique flavour of 
the milk, resulting in an exceptional end product. 
The Poitou-Charentes region was the first to be 
awarded AOC status for its butter in 1979, which 
became known as PDO in 2009. 

PDO: A HALLMARK 
OF QUALITY 
For a product to carry the round 
Protected Designation of Origin 
(PDO) label, strict conditions 
must be applied throughout the 
production process. From gates 
to plate, from fodder to finished 
product, a Charentes-Poitou PDO 
butter adheres to strict and very 
precise specifications, celebrating a 
unique terroir, history and expertise. 
For instance a PDO product must 
be produced in a specific terroir 
(production site, manufacturing and 
packaging), using longstanding local 
expertise. 

Formerly known as AOC 
(Appellation d’Origine Contrôlée), a 
French label guaranteeing the quality 
of French produce, the appellation 
has, since 1992, progressively 
been replaced by European PDO 
certification. 
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HOW LESCURE BUTTER 
IS MADE?
Lescure butter is produced in the 
Poitou-Charentes region by blending 
milk from its PDO area and a selection 
of specific lactic ferments, which 
guarantee its flavour and smoothness. 
It is made like a grand cru, with 
patience and respect. 16 hours of 
biological maturing are observed in 
order for the cream to develop its 
flavours, and churning in a very precise 
manner is then undertaken. After 
which it is sniffed, tasted, worked and 
even tested with croissants, under the 
watchful eye of the butter master. 

To ensure unrivalled quality, the 
butter undergoes regular organoleptic 
tests imposed by the Charentes-
Poitou PDO specifications, and only 
when it is deemed to be perfect 
will it be wrapped, just before being 
delivered. 

LESCURE PRODUCT RANGE

Lescure® Unsalted 1kg Butter Sheet 84% fat

Lescure® Unsalted 250g/ 500g Butter Roll 82% fat

Lescure® Salted 250g Butter Roll 80% fat

Microportions Lescure® Unsalted/ Salted 10g

Lescure® Unsalted 250g Butter Block 82% fat

Distributed by

Lescure® Unsalted 5kg Butter Lump 82% fat
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SINGAPORE 
64 Neil Road
Singapore 088834

KOT Selections

ERIC BORDELET 
(CHÂTEAU DE HAUTEVILLE)
After a long career as a well respected 
sommelier at Alain Passard’s three-star 
restaurant l’Arpège in Paris, Eric Bordelet 
returned to his family’s orchards in 
Normandy to embark on a new adventure as 
a cider producer. 

Taking over the 19-hectares family 
property of Château de Hauteville, Eric 
transitioned the family’s orchards into 
biodynamic practices, and planted seven 
hectares that had been fallow in terraced 
orchards. At present Eric works with 20 
varietals of apples, 14 varietals of pears, 
and the orchard is planted on fine silt and 
clay soils over a schist and granite bedrock. 

DOMAINE DES BERNARDINS 
This particular domaine was the property of 
the order of Cistercian monks; the French 
title of the order (Bernardin) borrows the 
first name of an influential member of the 
order, St Bernard of Clairvaux, and hence 
the name of the estate. Subsequently, the 
estate came into the hands of the Castaud 
family, who began making wines in the early 
19th century. Since then, the vines have 
been managed by five generations of the 
same family. 
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DOMAINE DU TRAPADIS
Vines are traditionally pruned close to the 
ground in the Southern Rhône to protect 
them against the fierce northerly wind 
known as the Mistral, which can exceed 
speeds of 100km/h. However, this method 
of vine training requires both skill and 
dedication, and makes machine harvesting 
complicated, so the trend in the region has 
been to train the vines on wire, especially at 
the larger estates.

That is not the case at Helen Durand’s 
Domaine du Trapadis, founded in 1850 
and still a traditionalist in a region which 
has changed rapidly. Helen prefers the 
old pruning systems, and eschews the aid 
of synthetic fertilisers, herbicides and 
pesticides, believing that his hard work pays 
off in terms of greater biodiversity in this 
vineyards.

CHATEAU DE TRINQUEVEDEL
Guillaume Demoulin is the fourth generation 
of his family to farm the beautiful 
vineyards of Château de Trinquevedel. 
His great-grandfather, Eugène, bought 
the 18th century château in 1936—an 
opportune decision that coincided with the 
establishment of Tavel’s A.O.C that same 
year.

Today, Guillaume, with the help of his 
wife, Céline, farms thirty-two hectares of 
vines that are situated in the hills of the 
Montagne Noire (Black Mountain). Their 
stony vineyards resemble those of the 
famous Châteauneuf, comprised of sand and 
quartzite galets roulés (rounded stones). 
The climate and sun exposure produce 
grapes with tremendous concentration and 
power. The rosés of Château de Trinquevedel 
consistently enjoy aromas of ripe, red 
berries with notes of the ubiquitous spicy, 
garrigue.
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Horizon Food Distribution  

Established in 2017, Horizon Food 
Distribution Pte Ltd (HFD) specialises in 
importing 100 per cent French meats and 
seafood into Singapore. Working directly 
with producers, the company ensures a 
consistent supply of quality products and 
complete traceability of the produce from 
farm to fork. 

HFD is the local branch of Worldwide 
Food Distribution (WFD), which is a meat 
importer and distributor that was founded 

in 2011 and based in Hong Kong. WFD 
currently operates in more than 40 
countries globally, offering a wide 
selection of 100 per cent made in France 
products ranging from prime beef, organic 
veal and poultry, free range and antibiotic 
free pork, traditional cold cuts, wild fish 
and more. 

As HFD do not have any intermediaries, 
they are able to offer customers with high 
quality products at the best prices. 
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Here’s a look at some of the products 
HFD carries:

Edmond Fallot Mustard 
The Fallot family has enjoyed a worldwide 
reputation for producing exceptional quality 
mustards since 1840. The mustards are 
made in Beaune, France, near Dijon, where 
seeds are selected for their high quality and 
then ground in a traditional stone mill. 

The paste for the brand’s classic Dijon 
mustard is obtained by mixing one-third 
either black (Brassica Nigra) or brown 
(Brassica Juncea) mustard seeds with two-
thirds verjuice. The mustard is then finished 
off with grape juice made with grapes 
harvested in the Burgundy region. The result 
is a smooth and tasty Dijon mustard with a 
characteristic bite. 

The tart, piquant taste of this classic 
mustard adds depth of flavour to marinades, 
sauces and salad dressings, especially a 
traditional French vinaigrette. 

A notable mustard to try from their 
range is the Burgundy mustard, exclusively 
made in Burgundy land with seeds grown in 
Burgundy and Burgundy white wine ‘Aligoté’. 
Since 2009, Edmond Fallot’s Burgundy 
Mustard has been accredited the Protected 
Geographical Indication (PGI), which is a 
guarantee of excellence recognised in 
France and in Europe. 
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Sobeval Veal 
Sobeval is an integral veal producer, 
slaughtering only calves from its own farm. 

Produced in France, Sobeval is able to 
offer consumers veal of French origin, each 
labelled with the ‘veaux nés et élevés en 
France’ label, which means calves born and 
reared in France. 

At Boulazac, near Perigueux, Sobeval 
produces a great range of quality products. 
It profiles itself as a specialist in prepared 
veal products marketed under the Finesse 
de Veau brand name.

Sobeval is part of Dutch-owned 
VanDrie Group, a world market leader in 
veal. Founded in the early 1960s when Jan 
van Drie bought his first calf for fattening, 
the VanDrie Group has since grown to 
incorporate more than 25 companies. 

Today, the group as a whole is the largest 
provider of veal, calf milk replacer and 
calf skins in the world, selling to over 60 
countries. 

Within the VanDrie Group all elements 
of the ‘veal chain’ are integrated: from the 
purchase and selection of young calves, 
the caring of the calves, the production 
of animal nutrition (‘feed’), slaughter and 
processing of the calves, the processing 
of calf skins and marketing and 
promotion. This extensive management of 
the supply chain keeps the VanDrie Group 
in control of the final product and its veal 
is guaranteed to be of impeccable quality. 
In addition, consumers can be confident 
that this veal is produced a socially 
responsible and safe manner.
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Isigny Sainte-Mere

The Isigny region used to be one of Europe’s 
largest wetlands until the sea retreated in 
the sixteenth century. It left behind a clay 
soil with rich alluvial sediments, upon which 
green grass grows abundantly. For centuries, 
the region’s dairy farmers have produced 
exceptionally fine milk, earning a well-
established reputation for quality. 

In fact, thanks to the salty seawater 
of the channel, combined with fresh water 
from the Cotentin peninsula and the Bessin 
marshes, the region’s climate is mild and 
damp. The cow which graze these pastures 
are eating grass which makes their milk rich 
in mineral salts and trace elements. 

TRADITIONAL KNOW-HOW 
The milk used at Isigny Sainte-Mère comes 
from Normandy and Prim Holstein cows. 
Their diet and production conditions 
illustrate the company’s commitment to 
quality. 

2 Rue Du Docteur Boutrois
CS 10099
14230 Isigny Sur Mer – France 
Tel : +33 2 31 51 33 33
www.isigny-ste-mere.com/
en/

Distributed by
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All the milk is collected within 48 hours 
and it is processed in a traditional way, from 
the intake until it is made into butter, cream, 
cheese or skimmed milk. 

Isigny Sainte-Mère’s skimmed milks 
meet the highest standards of food safety, 
quality and are fully traceable. This allows 
the brand to produce a wide range of infant 
formula milk, made to world class standards. 

UNRIVALLED QUALITY 
Since the Paris ‘Concours Général Agricole’ 
was founded, the Isigny Sainte-Mère 
cooperative has won more medals in the 
competition than any other dairy company. 
Isigny Sainte-Mère products are among the 

prize-winners every year. The award of a 
medal is a guarantee of quality, know-how 
and traceability and an  indisputable sign 
of excellence recognised in France and 
abroad.

PRODUCT RANGE 
Isigny butter has been famous throughout 
since the 16th century. It takes all its 
flavour from Isigny milk, which is naturally 
rich in trace elements and carotenes. Made 
in accordance with traditional methods 
and high standards of quality and food 
safety, the butter has been awarded the 
Appellation d’Origine Protégée (Protected 
Designation of Origin) status.
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