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Four ethnic-food makers
branch out into mainstream

Pincow, co-owner of International
Gold Star, a Brooklyn-based manu-
facturer of smoked fish. “They tellus
what their needs and wants are.”

makes absolute sense they would
flourish here.”
Mostbegan by focusing on meet-

A fter success in their
communities, savvy

Arms add products
-0 broaden reach

BY ROSAMARIA MANCINI

N RECENT YEARS, food man-
ufacturing has become one of
the few bright spots in the
city’s beleaguered industrial
sector. Today, 900-odd food
mnakers generate $5 billion in rev-
:nues and pay out $700 million in
wages to nearly 20,000 workers
svery year, according to the New
York Industrial Retention Network.
The sector is getting its biggest
sush from some of the city’s newest
sitizens—immigrants who own or
»atronize these companies.
“These businesses are a natural
3t for New York City, due to the di-
rersity of the population,” says a
spokeswoman for the city’s Indus-
orial Development Agency. “It

ing the needs of their own commu-
nities, but many have now expanded
beyond classic ethnic enclaves, such
as the Russian area of Brighton
Beach in Brooklyn and the Chinese
community in Flushing, Queens.
Today, most reach a more main-
stream market across the city—and
in some cases, across the nation,
“Our food is not only about the
Middle Eastern customer; Ameri-
cans like this kind of food as well,”
says Fawzi Qasqas, owner of
Mediterranean Dove, a thriving
Brooklyn-based maker of hummus,
falafel and other dishes.
Like other manufacturers in the
city, the ethnic specialists are in-
creasingly hard-pressed by soaring
real estate costs. But the food mak-
ers are determined to stay close to
the markets that spawned them and
that still provide quick, valuable
feedback.
“Being here keeps us close to the
Russian community,” says Galina

TIRED OF HEARING his restaurant-own-

TMI FOOD GROUP

FOUNDED 1989
EMPLOYEES 120
BEST SELLER
Udon noodles,
about $1.00 a pound
NEWEST PRODUCT All-natural
dumplings, $4.95 10 $6.50 a
pound

er brother Joseph complain about
the quality of noodles available on
the market, Terry Tang decided todo
something. Nearly 20 years ago, the
young accountant teamed up with
his brother, and they went into the
noodle business under the name
Twin Marquis Inc.

The Tangs traveled to Japan and
Hong Kong, where they immersed
themselves in the study of noodle
making.

“We wanted to make genuine

products. We wanted to know what
varieties were out there and how to
make them correctly,” says Terry
Tang.

Recipes in hand, the Tangs re-
turned to Manhattan and added a
dash of American innovation to
their approach, wrapping their noo-
dles in clear plastic instead of the
traditional paper. The research, the

authentic recipes
to innovate have
“They are th
Bruce Reinstein,
ficer of Fresh Cin
based restaurant
noodles from the
Asian customers
By 1999, Twin
See ETHI




