














FOR MORE INFORMATION ABOUT FIRE WIRE* PLEASE CONTACT US OR VISIT BOOTH #53665 IN THE GOHO DISTRICT.
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THE TODAY SHOW - 1}
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IN PARTNERSHIP WITH
LIRBAN ACCENTS
FIRE WIRE" IS PLEASED TO
ANNOUNCE THE LAUNCH OF

OUR ALL NATURAL, 5PICY HERB
SKEWER MARINATING KIT.

INNO-LABS » 2016 EAST 19TH AVE. » WINFIELD, K5 67156 = P 620 229 9800 = F 620 221 0258 » SALES@FIREWIREGRILLING.COM

cheeky & fun elegant yet tough modern & versatile

DS
.
™
@
~O
.
52,
0p)
=)
Z
il
f—
o
o
o0

CHURCHiLL




gt

GREENCLEAN'

Odor free - Antibacterial properties -
ECO friendly and recyclable

MASTER WEAVERS SINCE L6FT
International Home Houswares Show
Booth S-1222
www.ekelundweavers.com
Phone: 763 383-1118
e-mail: trygves@aol.com

Modern textiles made in Sweden for the last
300 years, in the most ecological manufacturing
plant using only natural raw material.
We make exclusive products for the formal table as
well as interior textiles. Qur GREEN

products are made from natural cotton
and bamboo viscose. The bamboo viscose
fiber inherently reduces bacterial growth.

So save the forest, stop using paper towels.

unbeam. )
TrashRac

BASIC SYSTEM
Off the floor and out of sight!

A

PRIME WAY

Group of Companies

SEE US AT BOOTH \@&114k] ‘

& 2010 Sunbeam Products, Inc. doing business as Jarden Consumer Solutions. All rights reserved.
SUNBEAM & is a registered trademark of Sunbeam Products Inc. Used under license,

TrashRac™ |s a trademark of Prime Way Corporation. Manufacured for Prime Way Corporation,
313-2315 Whirlpool St., Niagara Falls, NY 14305 USA » 1-877-792-5831 & FAX 905-732-3789
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The Pro Master iron features
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soleplite with 400 micro-holes for ;
ultimate steam distribution. The in Bﬂ-“lbﬂﬂ?

soleplate ig made of highly polished '
stainless steel for excellent glide and w
serateh resistance, The Faltae a

designed iron is more than an
everyday tool;
it's a beautiful work of art.
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www.lotallybamboo.com
phone: T60-471-6600

Dine like royalty or enjoy home style-fare.
India House serves the sophisticated fare of
Indian Royal family as well as regional and

ethnic specialties from throughout India.

Lunch Buffet: Monday-Friday 11:00am-2:30pm
Saturday-Sunday 11:00am-3:00pm

Booth 53601
WWW.COWEn aUsa. com
1-800 ROWENTA

Dinner: Sunday-Thursday 5:00pm-10:00pm
Friday-Saturday 5:00pm-11:00pm

. [:EMPU%E HT#STI’.A
HICKEN TIKKAM :
FOR ALL SHOW ATTENDEES, Booth # S-957
GUESTS AND EXHIBITORS Come see all of our exciting

NEW Introductions, including

ICED PITCHER"

BEVERAGES S5TAY CHILLED FOR HOURSE

Naturally Unigue...By Design

J

59 W GRAND AVE. CHICAGO IL 60654
312-645-9500

Ly

Booth #5-1366
REMOVABLE ICE CORE Enrico Products LLC (866)566-9876
tel. (300} 8224778 info@prodyne.com  www.prodyna.com www.EnricoProducts.com

Handbag Hooks G

Hand-cr "j'fl“ e CHURCHILL

BOOTH NO. S1336-51337

CONTACT US TODAY

800-893-9893 (677) 929-1414
www.Isarts.com

www.petrageousdesigns.com — _____ info@lsarts.com




DISCOVER THE WINEMAKER IN

—

Award-Winning*
Artful Winemaker-

The Personal Winemaking Systern that offers a
new and innovative winemaking exparence

Artful Winemaker is the fun, easy and convenient way
to craft 12 bottles of premiurm guality wine in just 28
days. It can be used again and again, reguiring minirmal
space and time Investrment. Research shows that
custormers are highly satisfied with the experience and
quality of wine they've crafted.

Choose from five different wine varietals: Chardonnay,
Meriot, Cab/Shiraz, White Zinfandel and Pinot Grigio

Makes a great gift!

For more information visit us at
Booth #53571 (South Building)
Demonstrations & sampling daily at 11:00am.

Contact us at 1-800-263-4790, exl. 5445

WINEI@C”/ KER"

PERSONAL WINEMAKING SYSTEM

* 20089 Canadian Design Exchange
Sold Medal Winnsr artfulwinemaker.com

3-Minute Popcorn PO[)[)E’)

Follow your nose to Booth 4010
fOJ some hot, fresh & incredibly
l r e @ delicious popcorn!

VALLEY |8 » M oy . N Visitus at Booth $4010

FARMS _ i ' l » e L 877-888-7077 www.wfarms.com
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Fissler USA (Con’t. from p. 1)

2009 was a year of growth due to new
product introductions and a more focused
approach to sales and marketing. While
many people were quick to blame the
economy, we saw it as an opportunity to
be proactive and aggressive with our
sales approach. We quickly cut money
out of what we felt was less productive
and increased our efforts with strategies
that result in consumer awareness and
ultimately, sales.

SD: How does being a buyer for your
own retail store serve as an advantage
when dealing with other buyers for
Fissler and Goodbye Detergent?

FR: When we started Fissler USA a
couple years ago, the first thing I did
was make a list of ‘buyer gripes.” This
list was long and included things such
as high freight charges, lack of vendor
support, lack of rep support, lack of
marketing materials and valuable
information, lack of merchandising
help and lack of training. We have
tried our best to address each of these
concerns in order to help our accounts
be successful with our lines. This has

resulted in stronger relationships with
buyers where their feedback matters, a
solid and active rep team who go far
beyond the norm, and programs, con-
tests and promos that actually work.

SD: What are some of the things you do
to drive end-consumer sales?

FR: We have found that consumer
advertising is not as helpful to our
retailers as we initially had thought.
Instead, events in shops such as our
Fissler Chef Tours offered much more
local interest, increased brand aware-
ness in the area and in-depth sales
training that resulted in long-term and
continuous growth for those retailers.
We are also very focused on public rela-
tions, through both conventional and
unconventional channels, which get our
products featured in numerous major
media each month. The younger gener-
ation of consumers are one of our main
targets, and we have found that the best
way to reach them is online, through
discussions, videos, viral marketing and
developing relationships with respected
chefs to create a local buzz. In the end,
consumers are talking and seeking out
our products.

Kitchenware News & Housewares Review Show Daily

SD: What are your plans
for this year in terms of
supporting the independ-
ent retailers?

FR: For Fissler, we are
doubling our Chef Tour
event schedule due to the
success last year. In 2009
we worked primarily with
award-winning  Lorna
Sass, Helen Chen and our
very own German chef
Lars Liebisch. We will
add another full-time chef who can han-
dle more of our West Coast events. We
are also developing new videos, both
conventional product demos and uncon-
ventional short films directed by local
respected artists, to further boost con-
sumer awareness especially among the
younger generation. Finally, our
improved POS materials will help our
retailers attract, inform and sell.

SD: What are some of the new products
for this year?

FR: Fissler’s new Solea line (pic-
tured) is a head-turner that has already
been highly successful around the

world. The award-
winning line is fully
oven- and dishwasher-
safe, and is equipped
with innovative fea-
tures such as a glass
lid that clips up to
keep countertops
clean, a pouring/
straining function in
the lid and a conical
shape that allows for
space-saving stacka-
bility. The CookStar
Induction Pro, which continues to be
one of the best-selling items, will also
now feature an improved Schott Zwiesel
glass top. In the Goodbye Detergent
line, which has grown exponentially
since its August launch, we are intro-
ducing two highly-requested gift sets.
Make sure to see all the exciting new
products at booth S3012.

For more information about Roland
Products Inc. and Fissler USA, call 800-
321-2226 or 323-731-1111, e-mail
sales@goodbyedetergent.com or sales@
fisslerusa.com,  visit www.goodbye
detergent.com and www.fisslerusa.com
or stop by booth S3012.

Arrow Plastic (Con’t. from p. 1)

BR: Arrow Plastic has been in business
since 1961. We are injection molders and
blow molders specializing in proprietary
housewares products, although we do a
limited amount of custom molding. 98
percent of what we sell is made in Elk
Grove Village, Ill., which results in 300
American jobs. We are proud of that. We
sell primarily to mass, grocery, drug and
hardware retailers and distributors.

SD: What would you say makes your
company unique?

BR: What makes our company unique is
the diversity of our product line, our con-
centration on continually introducing
new products and the reliability and flex-
ibility we bring to our customers. Many
of the new products that we introduce are
the result of collaborative efforts with our
customers to design and bring innovative
items to the market. Additionally, we
reinvest all of our profits in the company

during both strong and lean periods.

SD: What was the most significant event
in your company’s recent history?

BR: The most significant event in recent
years for Arrow Plastic is the expansion
of our blow-molding capability which
enables us to make available low cost and
high value products to consumers. Our
H20 on the GO series of beverage con-
tainers has been remarkably successful,
with well over 50 million units sold. The
unique combination of clarity, impact
resistance and molded-in handles are
made possible by the use of specialized
resin and a high-tech extrusion blow-
molding process.

SD: What is your company’s marketing
strategy?

BR: Our marketing strategy is very sim-
ple. Design and bring to market cost
effective high value products that address
basic consumer needs. Our emphasis is

on ‘MADE IN USA”

SD:  Are
new products?

you introducing any

BR: We are introducing a number of new
products at this year’s show along with a
new color palette. Most notable are dry
storage containers, several new tabletop
lines, and we continue to enhance our
hydration offering.

SD: What are your objectives for the
show?

BR: Our objectives at the IHA show
remain pretty consistent:

» Exhibit the depth and breadth of our
line to both existing and new customers
in dramatic fashion.

» Highlight new products and new colors
throughout our entire booth.

* Merchandise the booth in an open and
inviting manner that catches the eye of
both long-time customers and potential
new customers.

* Exhibit merchandising options that
work for the retailer and the consumer,
like pallet programs, counter display units,
pdgs, clip strips, floor displays and more.

SD: To what do you attribute your
company’s success?

BR: We are very proud of our company’s
success. Aside from just being in busi-
ness for 49 years throughout many chal-
lenging times, my partners Bob
Kleckauskas, John Coursey and I take
great pride in the fact that in the 10 years
that we have owned the company we
have maintained and actually added to
our American workforce. In addition,
over 90 percent of our revenue comes
from new products introduced in the last
10 years. We are committed to staying on
the same course.

For more information, call 847-595-
9000, e-mail info@arrowplastic.com,
visit www.arrowplastic.com or stop by
booth 1000 South.

TeleBrands (Con’t. from p. 1)

leadership have created some of the
country’s biggest blockbuster direct
response television products, including
AmberVision sunglasses, PedEgg foot
care products, EZ Combs and many oth-
ers. A regular guest on the reality televi-
sion show ‘Pitchmen,’ he has captivated
people around the world with his story of
hard work, creativity and persistence.

SD: It’s been a tough time for many
companies, but TeleBrands has contin-
ued to thrive. To what do you credit
that success?

AK: Our products each effectively
solve a common problem and save
people time and money. My team and I
travel all over the world and meet with
inventors to find the next hot item to

add to our lineup. We host Inventor’s
Days at our offices and other locations,
when we invite inventors to pitch their
products. By delivering innovative
solutions at an exceptional value, we
have earned us the trust and respect of
our customers, who return again
and again.

SD: Has that brand awareness led to any
changes in how you market your products?

AK: Yes, it has. When you buy a prod-
uct from TeleBrands, you know that it’s
going to work well and solve a common
problem. This year, we’re making the
TeleBrands brand more visible on all of
our products, and I’ll be speaking
directly to customers in our advertising.
I believe strongly in our products, so I
want to be the one who is pitching them
and standing by them—Tliterally.

SD: What are some of the hot products
well see from TeleBrands at the show?

AK: Well, of course, we’ll have our
blockbusters—the PedEgg, which has
sold more than 30 million units, Jupiter
Jack and EZ Combs. But we also have
some exciting newer offerings. Heel-
Tastic is one of the most effective callus
remedies available. The Perfect Fit
Button is a product everyone can
use—it helps people get more wear out
of their clothes by adjusting the waist-
bands. Our new Bottle Tops let con-
sumers close the top on open cans,
avoiding waste. Dog owners will love
our new Crazy Critters, which are
durable, long-lasting dog toys.

SD: In addition to your vast presence in
DRTYV, TeleBrands products are also widely
available in retail stores, aren’t they?

AK: Yes. At the retail level, we’re able to
reach even more customers with our solu-
tions. We work with most major retail out-
lets in the United States, and we’ve gained
a reputation as a reliable manufacturer and
distributor with our retail partners.

SD: Why is helping inventors so
important to you?

AK: I’'m constantly amazed by the
inspired ideas people have. Inventors find
ways to solve common problems through
sheer creativity. With our decades of expe-
rience, TeleBrands can help these people
bring their products to market and make
life better for millions of people. There are
few things more exciting than that.

For more information, visit www.tele
brands.com or stop by booth L12147 in
the Lakeside building.
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Kyocera (Con’t. from p. 1)

ER: The name ‘Kyocera’ comes from
‘Kyoto Ceramics.” After years of manu-
facturing hi-tech ceramics for the semi-
conductor, aerospace, automotive and
medical industries, Kyocera wanted to
apply this amazingly durable, corrosion-
free material to the kitchen. Now, home
chefs couldn’t be happier.

SD: What makes a ceramic knife or prod-
uct so special?

ER: Our ceramic is made from zirconi-
um oxide, a material second in hardness
only to diamond. This means greater
wear retention, a blade that will stay 10
times sharper than metal, will never-rust
or transfer metal ions causing food
browning, and a tool that is literally ' the
weight of it’s metal counterpart—it has a
real “WOW’ factor. Add to that our free
resharpening service and incredible war-
ranty, our customers are completely

thrilled with the product line.

SD: How do ceramic knives compete
with the metal knives in retail?

ER: Kitchen stores that carry Kyocera
understand that they are specialty knives
or ‘tools’ used for special tasks. They are
ideal for cutting fruits, vegetables and
boneless fish and meats. They are not
meant to replace metal knives. In fact, a
complete kitchen—and a complete
kitchen store is one that has metal and
ceramic knives.

SD: Who is your biggest ceramic
competitor?

ER: When it comes to ceramic, Kyocera
has no rival. Aside from using the most
superior zirconium oxide available,
Kyocera has a three-step process in hon-
ing the ceramic into a durable, sharp
blade. Actually, the third step is propri-
etary, and to our knowledge, no one else
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in the world, China specifically, can
duplicate the process. That’s incredible!
In Newsweek, September ‘09, an article
on cutlery review quoted Kyocera
knives, ‘The iPod of ceramic knives.” A
compliment and standard we stand up to!

SD: Describe your current distribution
and marketing strategy?

ER: Kyocera Advanced Ceramics have
been distributed in the United States for
the past eight years and we’ve experi-
enced double-digit growth for the past
five years that I’ve been with the compa-
ny. However, I'm excited that this year
we’ve strategized a major retail reduction
that will enable us to get these ultimate
kitchen prep and cutting tools into every
household in the United States! For
instance, the best selling 5.5" santoku
that has been priced at $79.95 will now
be sold for $59.95 at all retail locations—
a 25 percent price reduction. Other
knives and sets will have a 20-34 percent

reduction. We believe that a price-point
driven commodity is the way to really
accelerate our product line in this
challenging economy.

SD: What final call to action would you
like to leave with our readers?

ER: With prices reduced and demand
growing, now is the time for every
account to complete their cutlery and tool
assortment with Kyocera. We know it’s
the preferred ceramic line by countless
chefs, including Ming Tsai, who uses
them daily and was one of our earliest
supporters. With our independent rep net-
work, customer service and resharpening
guarantee, it’s an unmatched formula for
more sales for accounts and ultimately an
incredible culinary experience for home
chefs alike.

For more information, stop by booth
S1745, call 800-537-0294 or visit
www.kyoceraadvancedceramics.com.

Verilux (Con’t. from p. 1)

NH: Verilux is positioned at the center of
the confluence between the consumer’s
desire to find more healthy alternatives
for home and personal care, the scientific
advancements being made around light
and the ecological movement to greener
technologies. We have the brand, the
products and are quickly developing the
reach that is providing us with access to a
growing consumer base.

SD: You and your company often speak
about innovation. Expand on what inno-
vating in the healthy lighting/light therapy
market means to Verilux and its customers.

NH: Verilux made the strategic decision
to invest in and grow our U.S.-based
research and development team. While
the majority of our competition is relying
on Asian manufacturing partners to
develop their products, we have been
innovating at home. This has improved
our understanding of our products, the
science behind them, and allows us to
incorporate the functions and features
our market research has identified as crit-
ical to product adoption.

SD: In regards to the HappyLight line,
what is driving the growth in this area?

NH: Verilux has been the category leader
in bright light therapy since the late *90s
with our HappyLight product line and we
have seen increased consumer awareness
around the benefits of using light
therapy to combat the winter blues, sea-
sonal change and sleeplessness. Within
our line we have price points that fit var-
ious retail channels and we are the most
recognized brand. Furthermore, con-
sumer insights have driven innovation
and refinements for our HappyLight
products, which deliver unsurpassed
user satisfaction and reliability.

SD: You also suggest that brand and
product superiority is driving your lead-
ership in the sanitizing with light catego-
ry. How does this translate into real
benefits for the retailer and consumer?

NH: Sanitizing with light, as found in the
CleanWave suite of products, is the latest
technology offering consumers the oppor-
tunity to improve the health and wellness
in their homes. As this is a new paradigm
in sanitizing and cleaning, our research has
shown that consumer adoption requires a
well-known and trusted brand. Product
credibility with our U.S.-developed inno-
vations enables Verilux to offer highly
effective products that are vastly superior
with regards to efficacy and usability

when compared to anyone else in this cat-
egory. The end result is a cohesive and
efficacious offering to the consumer
which retailers can count on to protect
their integrity and demonstrate confi-
dence and commitment to consumers.

SD: Verilux has just introduced two
new models of Rise & Shine Wake to
Light products. Where do you see this
category growing and what are the driv-
ers for this growth?

NH: Verilux has been in the Wake to
Light business since 1999 when we first
introduced the Rise & Shine Natural
Alarm Clock. Over the past 10 years we
have innovated and refined our patented
technology to improve the sleeping and
waking experience. Consumers are seek-
ing natural alternatives to improve their
health and well-being and our research
has shown that one of the best ways to
alleviate stress is by recreating natural
sleeping and waking patterns. Unlike tra-
ditional alarm waking, the Rise & Shine
products gradually and gently wake the
user up with a variety of natural sound-
scapes and sunrise simulations. We
believe this category is becoming main-
stream and we expect that every major
retailer will have a Wake to Light product
offering in the near-future. This is a

well-established category in Europe and
Verilux is well-positioned to lead this
category in the United States with
multi-level price points, features, strong
intellectual property and technology.

SD: What can we expect to see from
Verilux in the coming year?

NH: Verilux is quickly gaining placement
of these exciting new products and tech-
nologies across the broad spectrum of
retail throughout North America. We will
continue to innovate and maximize the
consumer experience through value, relia-
bility, usability and efficacy. We will con-
tinue to foster our brand building activities
adding more Verilux loyal customers
through our community, messaging, qual-
ity product offerings and social media
activities. We will move further into the
over-the-counter medical device arena and
provide broader reaching applications for
UV-C sanitizing. We believe our 24-
month product road map will provide us
even more tools for bringing light-based
wellness products into the mainstream.

For more information, please visit
www.verilux.com or stop by booth
L12526. For sales information, please
contact Jim Carr, Vice President of Sales,
at jearr@verilux.com.

Open-Fire Pop (Con’t. from p. 1)

taste...there just isn’t anything that
tastes better than popcorn popped over
an open flame.

So follow your nose to booth S4010
for a taste of the best popcorn in the
world and while you’re visiting, Wabash
Valley Farms will introduce you to the
hottest new outdoor cookware item—the
Open-Fire Popcorn Popper.

From the makers of the Original
Whirley Pop comes an Outdoor
Popcorn Popper like none other. It was
introduced for the first time last year at
the Outdoor Retailer Show and was
welcomed with open arms. Based on
the response it received, it’s something
that every store should be taking a
closer look at.

The Open-Fire Pop allows cus-

tomers to rediscover outdoor fun and
transform any open fire event into the
perfect gathering at home, on the beach
or wherever their travels take them. Just
pour in the kernels, a tablespoon of oil
and take turns shaking over the fire.

The Open-Fire Pop has been
designed to be taken outdoors. Weighing
in at only 1.5 Ibs, combined with the
quick-release, telescoping handle, it
makes packing and storing a breeze.

It is all about convenience. The
popper is safe and easy to use. By
extending the sturdy two-foot handle,
you are sure to keep your hands away
from the heat. The comfortable rubber
grip handle stays cool while offering a
slip-resistant hold during popping using
the old-time shake and pop method.

Not only is the popper convenient, but
now they’ve even made the ingredients a

breeze with their pre-measured, con-
venient popping kits. Every Open-Fire
Pop comes packaged with three Real
Theater All-Inclusive Popping Kits.
These are made for outdoor cooking.
No measuring, no oily mess. Just cut,
pour and pop—and they are delicious.

The outdoors is all about fun and
spending time together. Wabash Valley
Farms understands that. In only 4-5
minutes you will be enjoying four full
quarts of hot, mouthwatering, perfect
popcorn. The best part is that the
cleanup takes half that time. Just wipe
with a paper towel and get back to
having fun!

Retailing for under $30, it has been
designed and priced to sell. Once again,
Wabash Valley Farms has put a new
meaning to powerful packaging. Except
this time they took it one step further and

made the packaging interactive! The
interactive handle invites customers to
pick it up; combined with the exquisite
photography, customers are sure to make
a purchase.

This is a product that people will be
talking about for years to come. They
will be buying one for themselves, then
giving it as the perfect gift to the fisher-
man, hiker, camper or tailgating fan on
their list. It is the perfect addition to any
store that has a camping, tailgating or
barbecue section.

Stop by their booth, S4010, and try
some hot, buttery, delicious popcorn and
experience firsthand the care crafted into
every Open-Fire Pop Popcorn Popper.

For more information, write to
Monon, IN 47959, call 877-888-7077,
visit www.wfarms.com or stop by
booth S4010.
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The Eco-Friendly
Drycleaning Laundry System

It's a hamper. It's a duffel bag. It's a garment bag. It's neat.

Please visit booth N6819
to see the coolest thing since ice!
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Keep It Clean!

From ceilings to floors and in-between,
we help keep hnusehalds looking clean

SUPER

=\-blade design

* Conforms to curves Swivels f
= Swivels for

maximum flexibility
« Dversized
< B12" w17 head

furniture, curlos, etc,
= lise it over and over

@ - {shake to clean)

DYNAMIC RETAIL PACKAGING AND DISPLAYS

Don’t Just Move Dust...ﬂemave It!
‘7@ 7 9525 DeSoto Ave.

Chatsworth, CA 81311

GHlL lll'-ll.lli TV 800-282-8828

www.calcarduster. com
.l' www.walerblade.com

r technology
traps dirt and dust
= fireat Tor blinds,
furniture, ceiling fans
and more
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Emson USA (Con’t. from p. 1)

USA had expanded the line to five
kitchen appliances. They begin their
2010 launch with two new SKUs and by
year’s end the line will include 15
kitchenware products.

Starting the year with the launch of
The Sharper Image Super Grill and The
Sharper Image Super Wave Oven,
Emson aims to establish the Sharper

Image kitchen appliance line in all
major retail chains as a quality and
affordable brand. Emson will advertise
these products on TV starting March
2010. The TV campaign will educate
consumers with all of the benefits and
technology that the products have to
offer. The current products can be found
at such retailers as Macy’s, Bed Bath
and Beyond, Kitchen Collections and
various department stores.

Kitchenware News & Housewares Review Show Daily

About Emson USA

Emson USA is a leading importer/
manufacturer and infomercial marketer
in the United States and Canada. Since
1946, the family-owned company has
brought numerous products into
American homes through direct-
response television and major U.S.
retailers. For more information, visit
www.emsoninc.com or stop by booth
1462-1466 or 1562-1566.

neatfreak! (Con’t. from p. 52)

provides imaginative solutions that make
your life easier, keep things organized
and help you control chaos.

For more details about the everfresh
product line or other innovative home
organizing products, visit booth 7135 or
contact Eleni Kakoyianni, Marketing
Manager, Certified Professional Organizer
(CPO), at 905-624-6262, ext. 293.

Swissmar (Con’t. from p. 48)

Corporate headquarters is located
in Richmond Hill, Ontario, which is
also home to the Canadian showroom

and warehouse. A warchouse in
Niagara Falls, N.Y., and two sales
offices in the United States mandate an
extensive network of sales reps and
showrooms throughout the United

States and Canada.

Swissmar lets your culinary
creativity shine, and for more than 25
years has been providing quality
products at affordable prices.

For more information, write to 6391
Walmore Road, Niagara Falls, NY
14304, call 877-947-7627, fax 800-216-
3492, visit www.swissmar.com or stop
by booth S3628.

Sundance Co LLC (Con’t. from p. 48)

About and related products.

For more information, please
visit www.chilloutandabout.com, www
.housewares.about.com/od/bakeware
servingware/tp/buffetservingwr.htm and

www.housewares.about.com/od/giftideas
/tp/thankyouorhostessgift.htm.

Additional Information

The Chill Out and About stay-cool serv-
ing system is the perfect container com-
bination to keep food fresher, cooler and

safer for hours at any outdoor or indoor
function, at home or on the go. With this
incredibly easy-to-use system, you can
keep salads, hors d’oeuvres, dips, dress-
ings, desserts and more fresh, chilled and
delicious. Chill Out and About is a
smart, attractive addition to any picnic

table or tailgate spread! Fill the base
with water and freeze, or for last-minute
get-togethers, just add ice and water for
immediate use.

For more information, call 404-876-
5698, visit www.chilloutandabout.com or
stop by booth S4237.

Wilton Armetale (Con’t. from p. 49)

multifunctional. Its ability to withstand
temperatures to 1,000°F makes it ideal to
go from oven or stovetop to the table.
Made of a 100 percent food-safe recy-
cled metal alloy, it is also equally at

home with your cold foods—perfect for
chill and serve.

The Free Blown glass serveware is
also hand-crafted in Mexico. The
incredibly beautiful and functional
pieces are made entirely from recycled
glass products.

“Family gatherings around the
dinner table have been a long-time
tradition in my life. Cook, eat and have
fun. Create your own family tradition
and serve your loved ones with my
beautiful, functional serveware pieces.
Experience the flavor, aroma and

texture of a satisfying, healthy meal
and celebrate food every day!”
exclaimed Chef LaLa.

Stop by the Wilton Armetale
booth, S3440, to meet Chef LalLa and
experience her new serveware collec-
tion in action.

Eurofiex (Con’t. from p. 49)

bacteria on whatever it touches in just a
few seconds. With the Monster Steamjet,
there is no concern for the distance from
the target or the exposure time.

Ordinary “dry” steam cleaners require
you to hold the nozzle a half-inch from
the surface being cleaned and hold it
there for over one minute to just start
killing simple bacteria. While the clean-
ing power of steam is certainly a fact,
their technology developed in Italy will
save you from spending so much time
doing back-breaking cleaning.

The Monster Steamjet True Sanitizing

floor steamer is the first 2-in-1 floor
appliance that combines the cleaning
power of steam with on-demand disin-
fecting, sanitizing and mold/mildew
killing capabilities.

The Monster Superclean Family

Of Steam Cleaners:

* A new generation of steam cleaners
powered with Italian developed boilers
that generate super high-steam pressure.
+ Patented Steam Booster System to ensure
the high pressure remains constant, no mat-
ter how much water is left in the boiler.

* On-Demand steam activation that mixes
a safe and environmentally-friendly [EPA]

broad spectrum disinfectant with the steam.

The resulting steam jet is an exception-
al mixture with much more sanitizing
power than hot steam. The steam
remains environmentally friendly and is
completely safe to use around children
and pets. The Monster Steamjet Floor
cleaner, with its exclusive and patented
on-demand front steam jets delivers
sanitizing power even before cleaning.

The Monster Steamjet Floor Steamer:
» Has the most powerful steam pressure
of any leading brand.

* Is the only floor steamer with patented

dual steam jets: bottom and front steam jets.
* Is the only floor steamer with Clean
Blast germ-killing steam fog.

* Is the only floor steamer with patented
Steam Boost technology.

Keep toxic labels out of your home and
let quick and sanitizing cleaning in.

Welcome home Euroflex. They’re mak-
ing housework revolutionarily simple.

For more information, write to Euroflex
Americas at 50 Broad Street, Suite 1911,
New York, NY, 10004, call 212-825-
1189, fax 212-825-0493, visit www.euro
flex.tv or stop by Lakeside booth L12757.

" WHEN ONE SIZE
DOESN'T FIT ALL...

The Yoiife Yogurt Maker conveniently makes

yagurt in large or small batches. 1t's perfect

whether you're making yogurt for just you,
or for your entire family at ong time,

Yogurt Maksr

TRIBEST

(inll-iree) BB8-254-T336 www.yolifeyoguri.com
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PRODYNE.
Booth # S-957

Come see all of our exciting
NEW Introductions, including

ICED PITCHER

BEVE CHILLED FOR HOURE

REMOVABLE ICE CORE
tel. [B00) 8224778 infof@prodyne.cam  www,prodyns.com
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Keep food warm with the right
level of moisture with this
patented food warmer. Folds flat
for storage, and also includes a car

adaptor for tailgating.

Taylor Precision Products, Inc.
www.taylorusa.com




LAURASTAR

~ IRONING SYSTEMS
| | — New, Innovative Products!
*-‘ Great Quality and
- -
™ Great Margins!
_3"

 Independent Sales Reps

e Distributors

Stop by booth #L11220.
We would love fo meet you!

" Mention this ad for a free gift!
(While they last!)

www.LauraStarUS.com « 1-800-428-2804
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Gourmet,

LISTARFRIT

Gourmet

Come visit us at International Housewares Show (Booth S462) \y

Innovative designs, gadgets and serveware

www.starfritgourmet.com

Ask about our 25th Anniversary Specials!



TFésh Bag Holders

Sl SO Simple Tired of Bugs and
istiliptiiis They Work Debris in your Blinds

= Installs in One Easy Step
» Stops bag slippage 100%
= Save on bags

* Use indoors or outside

« Reversible “"‘ ~

Camily Wand eastly
removes pesky critters

i . . _ ' and debris with its
» Made of long lasting materials Cﬂml{}f Wand uses: ] ; i S
» Washable and reusable BEnd rstar sticRy Camily Tip
- Eliminates cobwebs from
ceilings, fans, lighting fixtures $75.00
- Removes debris, paper VISA CARD
. Convenient Sizes ; ;
sui=  Fit A Variety Of Cans ﬁnm tnaccessible pﬂtfﬁs Daily

Drawing

BOOTH # N8740

Lynn Severson has been 1 ”'”*f‘ﬁf'm Toronto says,
designing interiors since 1971. 1 have tried Camily
She saw a need for a tool : Wand. : Works like

that would remove bugs and magic! I got rid of all the
debris from window shadings. creepy bugs that were

- ' ' [houettes.
That's how CamilyWand was  Stuck fnmy S v
Wt invented and patented. Quite a find, thank you, Lynn

Visit Us at Booth N8639 719-598-1018 CamilyWand.com Lynn@CamilyWand.com

can /s straps

127 Woodlawn Strest
Harmdern, Connecticut 06517
i 203) D15-5570

Lol (1)

www. canstraps.com

LLS. Palert No. 6,728,936
and patertsd in many forsgn couninies

express your
style

|
|
———
=
wTEL

g s
P T b d Bt

¥
ll h\ - "

{
=
sl

ﬂBLr:an BIOS —

over 200 fashionable designs

www.biesexactly.com "H.O Booth #6839 Designed for a lifetime of reuse.




Help the victims of the Haiti earthquake with the most important text message you'll

ever send. Text “Haiti” to 90999 and a $10 donation will be added to your

phone bill} Your contribution helps the Red Cross provide food, water and shelter.
Haiti is calling for help: Answer with a text.

American
Other ways to contribute: Red Cross
Visit redcross.org or call 1-800-RED CROSS

* Stendard meseage end data retes may Bpply



BOOTH: L11 842 info@miallegro.com

+1 305470 2414

INVENTHELP'S

AMERICA'S LARGEST #%
INVENTION SHOW ‘==

June 16-18, 2010 - Monroeville Convention Center « Pittsburgh, PA
O\ = o A [t T =

i~ _www.inpexicom

=‘J‘-"..._.' .__.-}:\.;:; “7""?

Ses aver 1,000 inventions ready for manufacturing, marketing, distribution or licensing!

Can't attend the show? INPEX's sister company Intromark, Ing. maintains an
inventory of 10,000+ inventions all available for review at no cost to qualified
campanies. Most of the inventions will not be on display at INPEX® and can anly be
seen by companies who register in the InventHelp® Databank.

InventHelp® is America’s leading inventor service
company. For mora information visit
www.Inventhelp.com

Call today o pre-register o attend INPEX® 2010 IMVER fIHIl'I“ ZZZ'I| | NTROMARK

1 ‘888-54-IHPEX Vigit us at booths N-6717 & 5-4473

MAGWEAR™ Magnetic Wristband

Featured on The Today Show, RealSimple, E! News, Rachael Ray
Come check out our other cool products!

New to the show!

Booth S4367

Designer Duct Tape

This new line made quite a splash over the holidays. Now in 6 patterns!

vwww.fortisdesign.com

The guestion is not if you
gan afford ta own one.
The qguestion is if you can
afford to own none.

-
-
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YouCopia Products (Con’t. from p. 4)

10-piece set of professional stainless
steel measuring cups and spoons, as
well as a unique leveler for precise
measuring every time. Two more draw-
ers hold a total of 18 full-size or 36
half-size spice bottles. The multi-
functional organizer, which fits into
standard kitchen cabinets, puts a stop

to digging through cluttered cabinets
and drawers by placing spices and
measuring tools in a tidy location at
cooks’ fingertips.

Also on display at the show are two
never-before-seen SpiceStack models
made of 100 percent bamboo. The stun-
ning cabinet and countertop models,
holding 27 and 24 full-size spice bottles
respectively, are sure to be a hit with

Tuesday, March 16, 2010 69

high-end consumers seeking eco-friendly
materials and elegant design.

“Home cooks, editors and retailers
love the SpiceStack,” said Greenwood.
“The value, quality and functionality of
our products have boosted our incredible
growth. We have no plans of slowing
down in 2010.”

Most SpiceStacks are made in the
United States. The line is currently sold

through specialty retail, catalogs and
ecommerce. YouCopia Products Inc.,
maker of the SpiceStack, is dedicated to
designing and manufacturing ah-ha!
home products that help people cope with
life’s little problems. Please visit booth
S2671 for pricing and availability or e-
mail sales@youcopia.com for more
information. Please also call 773-252-
0710 or visit www.spicestack.com/retail.

Edgeware (Con’t. from p. 12)

virtually all slicing tasks, including a
high-performance V blade made from
German steel that neatly slices the most
delicate of foods.

Available at a suggested retail of
$179.99, the product is also equipped
with a six-pronged Safety Grip Food
Holder that ensures safe slicing, while

also offering greater freedom and
agility during slicing tasks with
360-degree angle control, and simpli-
fied clean-up with dishwasher-safe
construction. To see the new
Mandoline Slicer and the entire
line of Edgeware products, visit booth
S654 at the International Home +
Housewares Show.

“We are very excited about the

expansion of our product offering, and
the added value we believe the
Edgeware Mandoline Slicer will offer
our retail customers,” said Mark
Adkison, Vice President of Sales for
Smith’s and the Edgeware branded
products. Citing the Mandoline’s
patent-pending technology and advan-
tageous price point compared to other
high-end mandolines in the market, he

added, “Today’s price-conscious con-
sumers demand outstanding value in
their discretionary purchases, and
we’re confident the new Mandoline
Slicer will not only meet but exceed
that demand.”

For more information, call
501-321-2244, ext. 600, e-mail
sales@smithsedge.com or stop by booth
S654-S656.

Better Living Products (Con’t. from p. 13)

innovative installation methods, their
products can be mounted in areas that
consumers either don’t want to damage
or never thought were possible to use for
storage space.

What if a thin, transparent film could
bond to glass and allow you to hang a
heavy towel onto a shower door? Or what

if you can use the surface of a mirror to
create space for a toothbrush organizer,
freeing up valuable counter space? That’s
the power of GRIiiPA, the amazing new
suction technology!

Simple and practical, their B.Smart
product line offers storage solutions for
lightweight everyday items. Their Hair
Dryer Holder mounts easily and securely
with industrial strength double-faced

tape. Stick it to the inside of your cabinet
door for a neat and convenient spot that’s
out of the way.

Looking for a line of functional storage
items with an innovative twist? Then come
see their selection of the Twist ‘N’ Lock line
of bathroom organizational products. These
items are installed using superior suction for
surfaces like glass, mirror and high-gloss
tile. Just Twist ‘N’ Lock!

These new and exciting methods of
installation have opened new markets
with new storage and organizational solu-
tions, allowing them to expand the bound-
aries of the “no tools” product category.

These new products can be seen at
the Better Living Products booth
N7801 or for more information, please
contact them at 800-487-3300 or
www.betterlivingproducts.ca.

Dry Spice (Con’t. from p. 13)

for ‘advertising space’ if you know what I
mean, but it finally worked out that the two
worked together perfectly to really be able
to sell a product. The response has been
most impressive!

SD: Anything else you’d like to add?

KE: Absolutely. Please come visit us
in the Harold Import’s booth S1450,
so I can show you exactly what I’'m
talking about.

For more information, call 707-498-
9592, e-mail ken@dryspice.com, visit
www.dryspice.com or stop by the Harold
Import’s booth S1450.

TI-fal (Con’t. from p. 16)

Krieger said. “People think the words
‘delicious’ and ‘healthy’ can’t be used
in the same sentence, but you can have
it all—food that is bursting with flavor
and aroma, food that not only delights
your taste buds but also benefits the
rest of your body. T-fal can help bring

all that to your table with ease.”

For more information, please call
800-395-8325, visit www.tfalusa.com or
stop by booth S3601.

* Sources: T-fal Laboratory certified test
reports (March 2006) and manufacturer
data from Sept. 2005 to January 2006,
Frozen French fries

Full Circle (Con’t. from p. 24)

the need for bulky storage containers.
This year, Full Circle has launched
even more beautiful and sustainable tools
that get the job done. The highly antici-
pated Reach bottle brush is made with
100 percent recycled plastic and recycled

stainless steel and is incredibly versatile.
It’s great for reusable water bottles, long
enough to reach into even the deepest bot-
tles. The brush features two brush heads to
simultaneously clean inside and out and
offers a comfortable, flexible handle that
you can squeeze to really scrub out stains.
This makes it great for travel coffee mugs,

baby bottles and washing bottles and jars
before recycling. It also can easily be
stored by hanging on your faucet.

Other new products released this
year include the Crystal Clear glass
cleaner with a self-standing bamboo han-
dle and a biodegradable sponge. The
Come Clean natural cleaning set offers a

great way to start cleaning your entire
home with non-toxic ingredients. You
can save the planet and save money at the
same time.

For more information, e-mail
info@fullcirclehome.com, visit www
fullcirclehome.com or stop by booth
N6005 in the North Hall.

Churchill China (Con’t. from p. 25)

New for 2010 and exclusively
launched at the show—Cheeky coasters
for all your drips. Give your coffee table
character by adding this cheeky and cool
coaster, for fun with a bit more of an
edge. Great for catching any spills.

Making life easier in store, Cheeky

coasters are in a shelf-ready display
unit. Each unit is ready for action, sup-
plied with eight of each design. Don’t
worry if key gifting occasions such as
Father’s Day wipes out of stock of one
line faster than the others, as display-
ready fill packs of eight of one design
are available separately in an easy
insert holder.

What’s the bottom line? Send
cheeky messages to loved ones with
these fun mugs with attitude. Flip it over
to raise a laugh or two. Slogans include:
“Overworked...Underpaid,” “Dead
Handsome...And knows it,” “Bad
Hangover...Again,” plus many more.
These individual personalized gifts are
suitable for any occasion; give each one

of your friends a one-liner!

Jamie’s continued ability to relate to
and inspire the public, coupled with his
refreshingly honest and enthusiastic
approach, is a perfect fit with the
Churchill China brand values.

For more information, call 317-566-
1530, visit www.churchillchina.com or
stop by booth S1336-S1337.

AR.Y Inc. (Con’t. from p. 28)

piston grade pump. There is no other
product on the market quite like it!

The Pro160 is introduced by A.R.Y’s
brand of innovative home products
designed with commercial-grade materi-
als for the highest level of quality. The
Prol160 is available in a distinctive full
color package with owner’s manual,
quick start guide, registration card and
limited warranty. In addition, each
Pro160 includes an assortment of pre-cut
VacMaster vacuum packaging bags
featuring patented VacStip® technology
for increased vacuum dependability.

Easy-to-use vacuum storage canister
accessories are available for use with
those soft, delicate food items.

A.R.Y Inc. will be located in the
Dine & Design Expo in the South build-
ing, booth S2673, at the 2010
International Home + Housewares Show.
Product lines on display will include vac-
uum packaging, wine accessories, cutlery,
cutlery storage and other related items.

For further information, write to
10301 Hickman Mills Drive, Suite 110,
Kansas City, MO 64137, call
Robert Livergood at 800-821-7849,
fax 816-761-0055, visit  www
.aryinc.com or stop by booth S2673.

Fire Wire (Con’t. from p. 28)

SD: What is your favorite thing to grill
on Fire Wire?

SR: At my house we eat a lot of veg-
gies, so I would have to say that mush-
rooms, bell peppers and eggplant are at
the top of the charts for us. Grilling
brings such a great variety of flavors to
the table, we love to try new things all
the time on Fire Wire.

Company founder and CEO Todd
Gentry previously co-founded a region-
al internet service provider that was

ultimately acquired by EarthLink. Prior
to that, Gentry worked as a control
systems engineer at a Kansas-based
manufacturing firm.

Company COO Shawn Reniker was a
director of operations for Newell
Rubbermaid prior to joining Inno-Labs.
He has also held various leadership
positions with Werner, Honeywell and
Allied Signal.

Founded in 2001, Inno-Labs is a
privately held product development
company and is headquartered in
Winfield, Kan. For more information,
e-mail sales@firewiregrilling.com or
stop by booth S3665.
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Itroducing Twist N Lock™ superior

sutlon products. No tooks, no sorews,
L na glue!

¢ Wide sedection of bath and shower
organizational products

Come see us at Booth #N7801
or call B00.487.3300 for mare information
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SousVide

SUPREME™
The World's Finest Water Oven

Designed specifically to cook
restaurant gquality sous vide in
the home kitchen,

Visit us in the Gourmet Hall,

GOHO Booth #3667

E]:,' appaintmant |:J||I!,r:
appointment@sousvidesupreme., com

WY
L)
£, Direct Importer and Master Distributor
{‘\H af quality small kitchen appliances,

OO0NLIUILG

) www.brentwoodappliances.com
"\3 toll free # (888) g03-0060

Tabletop, Kitchen Essentials
& Accents

a }(}lll

is a must-have
for entertaining and a great giff
ideq. It keeps food fresher, safer
and within easy reach for hours
without a refrigerator or cooler,

VISIT US AT BOOTH

Thea Surdance Co., LLE
infoEchilowiancalou.com
404 875 5498 [phone,/Tax)
www.chilloutandabout.com
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www.felebrands.com

THE MOST POWERFUL
STEAM PRESSURE
OF ANY LEADING BRAND

2010 PRODUCT LINEUP

soninc.com

IHA BOOTH No. §1442

Visionary design
that sells itself:
Solea”
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Bmth $3012

SWISSMAR
WWwW.swissmar.com

Capiures Moisture.

Captivates Customers.

+ Mon toxic and ododess
+ Safe for chy

C N-u harsh of liquid mess

Visit us at

Booth L11958

1.877.382.3700,
or visit eva-dry.com




infroducing everfresh™
An innovative patented technology with
100% environmentally friendly enzymes
built into the fabric. These enzymes work
continuously to eliminate odor in baskets,
bags or hampers,

Result — always fresh, always clean.

CHECK US OUT AT
THE INTERNATIONAL HOME & HOUSEWARES SHOW
Clean & Contain

McCormick Place, Chicago

Booth # 7135 www.neatfreak.com
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= 2Tresn YOUr year
Stainless Steel Super Juicer
One in a series of our housewares lineup for 2010

Visit us at the 2010 International Home + Housewares Show
Booth No. S 1462-1469

Authorized Licensee

B00.423.4248 www.emsoninc.com



