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A STRONG 
AGRICULTURE 
ECONOMY 
IS A RESILIENT 
ONE. 
Mahalo to Hawai‘i’s hard-working farmers 
and food producers for sustaining our local 
communities through challenging times

We invest, educate and 
advocate in support of locally 
produced food, renewable 
energy, clean transportation, 
and better management of 
freshwater and waste

Read more about our 
commitment to sustainability 
at ulupono.com  

Committed to a more self-sufficient 
and resilient Hawai‘i



Aloha HFIA Team,

The past 3 months have been the 
most challenging ones for all of us 
to date. The COVID-19 pandemic 
has reached a point of uncertainty 
in our state. There are unanswered 
questions about how and when our 
tourism will reopen and what the 
new normal will look like when this is 
all over. As this situation progresses, 
we are also gaining some important 
insights. While we know that visitors 
will always be an important part of 
our state’s future, it is increasingly 
clear that a fi nancially strong Hawaii 
must be built on a foundation of a 
strong local economy. 
 As Chair of HFIA, it’s an honor to 
work with our local companies that 
have been economic drivers in Hawaii 
for decades. Now, in the face of un-
precedented challenges, these com-
panies have found innovative ways to 

continue to feed our local economy, to 
create local jobs, to grow, make, man-
ufacture, and add value to local prod-
ucts. With the launch of HFIA’s Made in 
Hawaii Festival Online Marketplace, we 
are also creating new ways to buy and 
sell local.
 We have all seen that the fi nancial 
impacts of COVID-19 in Hawaii have 
been extreme, even compared to 
other places in the U.S. HFIA mem-
ber businesses have responded with 
amazing creativity, resiliency, and 
cooperation. While we may not be 
sure of what the next few months 
will bring, I have great confi dence our 
member companies will continue to 
feed our state and feed our economy.
 I look forward to one day being 
able to enjoy a LIVE meeting with all 
of you. Once COVID-19 comes to an 
end, the Hawaii Food Industry will 
be much stronger than ever before. 
Be safe, take care of your family and 
know, we are all in this together.

Aloha, 

Joe Carter
VP-GM Coca-Cola Bottling 
of Hawaii
The Odom Corporation 

CHAIR'S MESSAGE
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The COVID-19 pandemic 
has created so many chal-
lenges for families on our 
islands. Increased food in-
security is one of the most 

daunting. Many people have been 
laid off  and furloughed or had pay 
and hours cut. As essential business-
es, many HFIA members have kept 
employees on staff  and have even 
added jobs to combat the rising tide 
of unemployment in our state. 
 Unfortunately, several of our mem-
bers noticed that while their staff  
was still working, spouses and fam-
ily members of employees had lost 
jobs. As a result, staff  members’ fam-
ilies were still struggling. Some HFIA 
companies organized their own food 
distributions to help. The success of 

these programs showed that working 
through these businesses was an ef-
fi cient way to get food to families that 
need it. 
 This summer, Aloha Harvest 
reached out to HFIA and off ered to 
partner to organize distributions of 
their ‘Ohana Packs to employees at 
our member companies. We knew 
this would be a great partnership to 
serve families in need in our state. Alo-
ha Harvest’s model of collecting and 
redistributing food was well-situated 
to ramp up during the COVID crisis, as 
eating habits have changed and food 
supply chains have adjusted rapidly. 
Their hard-working team and logisti-
cal expertise have made it possible for 
them to intercept food that would go 
to waste and instead direct it to those 

who need it, at a time when there is so 
much need. 
 Aloha Harvest is off ering their ‘Oha-
na Packs with support from the USDA, 
City & County of Honolulu, and The 
First Hawaiian Bank Foundation. The 
packs contain enough food to provide 
several meals throughout the week for 
a family of 4-6 people. They include 
produce, protein, milk, eggs, and bread 
– much of which is locally sourced. 
‘Ohana Packs can also be customized 
with add-ons like snacks, canned or 
dry goods, MREs, and even PPE. 
 Several HFIA members have al-
ready organized distributions at 
their locations with great success, 
and we’re looking at hosting others 
throughout the fall. Together, HFIA 
and Aloha Harvest have been able to 
distribute hundreds of 'Ohana Packs 
to families so far.  
 We’re very proud to partner with 
Aloha Harvest on this initiative. We en-
courage any members to contact us at 
info@HawaiiFood.com if they would 
like to organize a food distribution or 
donate food.

ʻOHANA PACKS FROM ALOHA HARVEST 
HELP FEED FAMILIES DURING COVID-19
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COUNTY
HFIA is working with other stakehold-
ers in our business community, includ-
ing Chamber of Commerce Hawaii, 
Hawaii Restaurant Association, Retail 
Merchants of Hawaii, and the Hawaii 
Lodging and Tourism Association, on 
a plan for the City and County of Ho-
nolulu to allocate some of the feder-
al COVID-19 aid money to business 
landlords and tenants. The business 
closures and other economic impacts 
of COVID-19 are leading to many busi-
nesses being unable to pay rent, which 
in turn leaves landlords unable to pay 
property taxes. Distributing a portion 
of the federal aid in the form of grant 
money to those impacted by this as-
pect of the pandemic, will help reduce 
some of the negative impacts for our 
business community and state bud-
get. We’re also advocating for a second 
round of PPP loans with fl exibility in 
how they can be used. Keep an eye out 
for additional information on these 

8   |   HAWAII RETAIL GROCER   |   SPRING 2020

  Photo: Kalohi Channel by William Renio

FREQUENT, AFFORDABLE 
INTER-ISLAND SERVICE SINCE 1900

www.YoungBrothersHawaii.com
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LEGISLATIVE UPDATE
BY LAUREN ZIRBEL

OUR SECRET

INGREDIENT?

OUR PEOPLE.

#COCACOLARENEW

W E  A R E  C O C A - C O L A  B O T T L I N G  O F  H A W A I I  -  1  O F  6 8  I N D E P E N D E N T  
B O T T L E R S  K E E P I N G  T H E  C O C A - C O L A  C O M P A N Y  L O C A L  A C R O S S 

N E A R LY  E V E R Y  C O R N E R  O F  T H E  C O U N T R Y.  W E ’ R E  P R O U D
T O  B E  P A R T  O F  T H E  C O M M U N I T I E S  W E  S E R V E .



programs in our Weekly Updates.
 At the county level, most legislation 
throughout the islands has been fo-
cused on reacting to COVID-19. At the 
Honolulu Council, HFIA has supported 
a resolution to create a plan to safely 
reopen to visitors. In Hawaii County 
we’ve supported a measure to obtain 
funding for the Foodbank and another 
to fund the Hawaii Technology Devel-
opment Corporation. Kauai Council 
is advancing a polystyrene ban. HFIA 
testified in opposition to a draft of the 
measure that would have also banned 
plastic and the measure was revised. 
We will continue to provide updates in 
the WU. 

STATE
The State's 2020 Legislative Session 
was a year like no other. There were 
several stops and restarts, procedur-
al adjustments, and big changes to 
the state budget due to COVID-19. 
When session officially adjourned 
on July 10, the vast majority of bills 
that HFIA opposed were dead. A few 
of the bills we had supported were 
placed on hold due to COVID-19, but 
we look forward to advocating for 
these programs again next year. 

MINIMUM WAGE
No changes to minimum wage were 
made this year. Throughout session 
HFIA testified on a number of min-
imum wage bills. At the beginning 
of session there was overwhelming 
popular support for a large mini-
mum wage increase in the near fu-
ture. Our testimony focused on the 
need to keep any wage increase to 
a reasonable level and implement it 
over a timeframe that will minimize 
negative impacts on businesses and 
the economy. We believe that keep-
ing the minimum wage stable is the 
right choice at this time until we can 
better understand the full effects of 
COVID-19 on our economy.

LEAVE
House Bill 2148 passed and has been 
transmitted to the Governor; it will 
take effect when signed. It extends 
Hawaii family leave, to include care 

for employees’ grandchildren, and 
it defines ‘sibling.’ HFIA commented 
on this measure noting the potential 
issues of expanding leave this way. 
Senate Bill 2491 did not pass. It pro-
vided family leave insurance bene-
fits and extends the period of fami-
ly leave to 16 weeks for businesses 
that employ one or more employees 
who meet the hourly qualifications. 
HFIA testified in opposition.

TOBACCO
No tobacco bills passed this session, 
but several flavor bans made it very far 
in session this year and we expect this 
to a big issue again in 2021. HFIA com-
mented on the flavor bans, explaining 
why menthol should be excluded from 
the bans.

CONTINUED ON PAGE 10
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BOTTLES
All the bottle bills that HFIA opposed 
died. SB2720 would prohibit state agen-
cies from buying beverages in plastic 
bottles. SB2727 would change the ex-
emption distance between a beverage 
dealer and redemption center from 2 
miles to 1 mile. This would unnecessarily 
require many more beverage dealers to 
accept deposit containers in high den-
sity areas. Unfortunately, SB2750, in-
tending to remove an outdated and un-
necessary law that prevents some local 
water bottling, also failed to pass. We will 
be working to get this through next year. 

CBD AND HEMP
HB1819 passed with HFIA support. 
This measure legalizes the growth of 
hemp in the State through the Unit-
ed States Department of Agriculture 
hemp production program. It also al-
lows the processing and sale of hemp 
products in the State through State 

licensing, and expedites the substi-
tution of the USDA hemp production 
program for the existing industrial 
hemp pilot program as required by 
federal law. We are very glad to be 
supporting this growing local industry.

COFFEE LABELING
Another eff ort to place restriction on 
coff ee labeling came up this year; 
HFIA opposed and the measure died. 

CARBON TAX
HFIA opposed SB3150 to increase the 
tax rate to eff ectively set a price of an 
unspecifi ed amount per metric ton of 
carbon dioxide emissions in 2021; it 
did not pass. 

INTERISLAND 
SHIPPING
HFIA supported Senate Resolution 125 
to provide funding for water carriers 

to maintain routes and lines within 
the state, and the measure passed. 

APPOINTMENT TO 
THE DEPARTMENT 
OF AGRICULTURE
Finally, we were very pleased to sup-
port the Governor’s Message 641 
confi rming En Young to the Board of 
Agriculture. En has been a long-time 
member of HFIA, and we look forward 
to seeing his contributions to the DOA.

While we enjoyed overwhelming suc-
cess this year in many areas, we know 
that some of these battles have simply 
been placed on hold until next year. 
The COVID-19 pandemic has shown 
how essential our industry is, and we 
believe that now, more than ever, our 
industry must maintain a united voice 
to clearly advocate for our needs.
Feel free to reach out to us at 
info@HawaiiFood.com 
with any questions.

LEGISLATIVE UPDATE CONTINUED FROM PAGE 9

START SAVING AT HAWAIIENERGY.COM/BUSINESS

IN THE GROCERY 
BUSINESS, EVERY 
PENNY COUNTS.
Be an Energy Champion and save big 
with rebates on HVAC, refrigeration, 
metering, lighting and more.
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 Congress returned this August 
for session before adjourning 
for the recess break. Histori-
cally, after the August recess in 

a presidential election year, Congress 
returns only briefly to fundraise and 
finish off any outstanding legislative 
business. This year is different.
 At the time of this writing, Congress 
is widely expected to consider a large 
piece of legislation to address the on-
going public health and economic crisis 
before it adjourns. Important elements 
of the last economic stimulus bill, the 
CARES Act, expired at the end July, in-
cluding the increased unemployment 
compensation of $600 per week. 
 As independent grocers continue 
to experience both ongoing and un-
expected challenges in their tireless 
work to feed the American public 
during the pandemic, NGA is lobby-
ing Congress to address four major 
policy priorities for the independent 
supermarket industry. In a letter sent 
to Congressional leadership, NGA laid 
out the following four advocacy prior-
ities for independent grocers for the 
upcoming legislation:

REWARD ESSENTIAL 
FRONTLINE WORKERS
The grocery industry workforce is on 
the front lines of responding to the 
coronavirus crisis. Millions of Ameri-
cans rely on these employees to pro-
vide grocery and pharmacy services 
at great personal sacrifice, despite 
challenges related to childcare, trans-
portation interruptions, and health 
concerns. Congress should include 
legislation, like H.R. 6841, the AG 
CHAIN Act, that excludes frontline 
workers from paying income and pay-
roll taxes.

PROTECT ESSENTIAL 
BUSINESSES FROM 
FRIVOLOUS LAWSUITS
Despite the great lengths that inde-
pendent grocers have gone to protect 
their employees and customers, op-
portunistic trial attorneys are taking 
advantage of the crisis to file unfound-
ed lawsuits against essential busi-
nesses like grocery stores on behalf 
of clients who contracted COVID-19. 
Congress must include legislation like 
H.R. 7528, the Get America Back to 
Work Act, which protects businesses 
and their employees from frivolous 
lawsuits by providing protection for 
business that took reasonable steps 
to comply with public health guide-
lines from the CDC or other health 
authorities.

FIX UNEMPLOYMENT 
COMPENSATION
The increase in unemployment bene-
fits created a disincentive for employ-

ees to continue working or return to 
work. If Congress decides to extend 
the increase in unemployment com-
pensation beyond July 31, there must 
be a cap on total unemployment ben-
efits not to exceed a percentage of an 
applicant’s previous compensation.

STRENGTHEN  
FEDERAL NUTRITION 
PROGRAMS
Congress must make the Online SNAP 
program more accessible to indepen-
dent grocers. Legislation like the Ex-
panding SNAP Options Act would go a 
long way in tackling the technical and 
capacity challenges in offering SNAP 
over e-commerce platforms. The pop-
ular Gus Schumacher Nutrition In-
centive Program (or “Double Up Food 
Bucks”) should get an emergency 
funding boost due to shrinking state 
and fundraising budgets.

NGA’s Government Relations team re-
mains committed to pushing for the inclu-
sion of all four of these priorities in the next 
coronavirus relief package. We appreciate 
our members record-setting engagement 
(over 4,000 letters!) on these issues by 
penning letters and making phone calls 
to your elected representatives. Please 
visit grocerstakeaction.org to help NGA’s 
lobbying team accomplish these prior-
ities. To learn more about these issues 
and way you can lend your voice, visit   
visit www.grocerstakeaction.org. 

NGA’S GROCERY LIST  
FOR CONGRESS

BY THE NATIONAL GROCERS ASSOCIATION
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F or over a quarter of a century, 
Hawaii has celebrated State-
hood Day Weekend with the 
Made in Hawaii Festival, the 
premier venue for our state’s 

talented community of artists, arti-
sans, chefs, and musical entertainers. 
In the face of serious logistical chal-
lenges presented by the COVID-19 
pandemic, this year HFIA decided 
to take the festival virtual. The new 
Made in Hawaii Festival Marketplace 
went live for the Festival weekend 
Aug. 21-23, 2020, and shopping will be 

 A NEW WAY TO 
SHOP LOCAL
THE MADE IN HAWAII FESTIVAL GOES VIRTUAL
BY KEITH DEMELLO AND ERIN ROH
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 “Our supporters have been vocal 
about requesting an online Made in 
Hawaii Festival for years,” said Lau-
ren Zirbel, Executive Director, Hawaii 
Food Industry Association. “This was 
the obvious year to make the invest-
ment and develop the online market-
place. As Hawaii’s largest trade show 
we take our responsibility to promote 
Made in Hawaii products and busi-
nesses seriously, and we are happy to 
help keep our vendors afl oat during 
this crisis by promoting their products 
online and in social media. We are so 
grateful to our two new presenting 
co-sponsors the Central Pacifi c Bank 
Foundation and Mahi Pono, and to 
all our supporting sponsors Ulupono 
Initiative; Hawaii State Department of 
Agriculture, Buy Local, It Matters; In-
novate Hawaii; Hawaiian Airlines; and 
Hawaiian Air Cargo for their support 
of Made in Hawaii Festival. These are 
companies and organizations that 

 A NEW WAY TO 
SHOP LOCAL
THE MADE IN HAWAII FESTIVAL GOES VIRTUAL
BY KEITH DEMELLO AND ERIN ROH

Opposite page: Zachary peruses this year's 
Made in Hawaii's online marketplace; 
Above: Uncle Lani's poi mochi; Below: 
1-Treehouse teas; 2-Huff n' Puff Macadamia 
Nut Delights; 3-Li Hing Skittle Bombs from 
Ohana Style Snacks Co.; 4-Noni FruitLeather 
from Hawaiian Organic Noni LLC.

virtual event in real-time during the 
Festival weekend. In addition to near-
ly 200 Made-in-Hawaii vendors, Na 
Hoku Hanohano Award-winning mu-
sicians, and Hale Aina Award-winning 
chefs highlighted locally grown talent 
and fare for all those attending. 

available on the platform year-round. 
 The online showcase and shop-
ping experience for all things “Made 
in Hawaii” came through with more 
of everyone’s favorite products for 
purchase, including food, books, art, 
gifts, fashions, plants, crafts, produce 
and more — all available without hav-
ing to break quarantine. The online 
format means lovers of all things lo-
cal can continue to enjoy shopping at 
the Made in Hawaii Festival anytime 
from anywhere. Just like the tradi-
tional Made in Hawaii Festival there 
were plenty of reasons to attend the 
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have been supporting local business-
es for decades and that truly embody 
this year’s theme of ‘standing togeth-
er with Aloha.’ We know that if we all 
stick together and support local, we 
can survive this crisis and come out 
the other side stronger than ever!”
 Representing multiple islands 
throughout the state, chefs brought 
their expertise to attendees’ screens 
via a variety of cooking demonstra-
tions. Participating chefs included 
Chai Chaowasaree of Chef Chai at Pa-
cifi ca Honolulu, Jason Ichiki of Roy’s 
Waikiki, Lance Kosaka of 53 by the 
Sea, Russell Siu of 3660 on the Rise, 
Andrew Recca of Koko Head Cafe, 
and Lee Anne Wong of Papaaina at 
the Pioneer Inn, Maui. Those familiar 
with the Sam Choy’s in the Kitchen on 
KHON2 were happy to see a segment 
off ered by the show mainstays, Chef 
Sam Choy and John Veneri.
 In keeping with the theme, the 
music was likewise home-grown. 

Outrigger Resorts continued its tra-
dition of supporting local island mu-
sicians through its 12th Annual Kani 
Ka Pila Grille Talent Search, with the 
fi nal showdown taking place virtual-
ly on the second day of the festival.  
“Live Hawaiian music sincerely sets 
the stage for the inimitable feeling 
of warmth and aloha at our Waiki-
ki properties – whether it’s at Kani 
Ka Pila Grille, Blue Note Hawaii or 
Duke’s, we are grateful to all of the 
talented artists who share their me-
lodic gifts with our guests and hosts,” 
said Kelly Hoen, area general man-
ager of Outrigger Reef Waikiki Beach 
Resort, Outrigger Waikiki Beach Re-
sort and Waikiki Beachcomber by 
Outrigger. “Outrigger’s commitment 
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Above: LeAnn Wong; Below: Made in Hawaii vendors include 
1-Medium Dark Roast by Aikane Plantation Coffee Company; 
2-White Kiawe Honey by Akaka Falls Farm; 3-Assorted spices by Salty Wahine; 
4-Pink Hawaiian sea salt and chili pepper water by Hawaii Pantry; 
5-Raw all natural Hawaiian honey by Kona Gold; 6-Caramel by Sweet Brown Hawaii; 
7-Sweet potato and taro chips by Hawaiian Chip Company
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to Hawaiian arts and culture remains 
steadfast and we’re honored to off er 
opportunities for Hawaii’s rising mu-
sicians.” The panel of judges included 
renowned Hawaiian music industry 
professionals such as Na Hoku Ha-
nohano award-winners Bobby Mode-
row and Kawika Kahiapo and cultural 
specialist Luana Maitland.
 The local emphasis brought in fresh 
support from Hawaii organizations, 
such as fi rst-time sponsor Ulupono 
Initiative. “By featuring locally grown 
and raised ingredients, the hope 
was to highlight Hawaii’s agricultural 
producers as the state’s greatest de-
fense against food insecurity, and its 
greatest hope for future resiliency,” 
said Jesse Cooke, vice president of in-
vestments and analytics at Ulupono, 
which is committed to a more sus-

allows festival devotees to shop all 
their favorite vendors and products, 
in one convenient location through-
out the year. Whatever customers 
choose to buy at the Made in Hawaii 
Festival Marketplace they’re support-
ing local companies and local people, 
and helping Hawaii move toward a 
more self-suffi  cient and sustainable 
future.

www.madeinhawaiifestival.com

tainable Hawaii. “In Hawaii, we should 
be striving to raise and grow our own 
food.” In 2016, Gov. David Ige opened 
the International Union for Conser-
vation of Nature World Conservation 
Congress with the announcement 
that Hawaii was setting the goal of 
double local food production by 2020 
(later revised to 2030). Cooke said 
that while the state’s food production 
goal is ambitious, it’s not implausible.
 When consumers support Made in 
Hawaii and purchase locally grown 
and made products they’re getting a 
lot of value for their money; local food 
is delicious, local crafts are made with 
care and character, and local art re-
fl ects the beauty of our islands. The 
Made in Hawaii Festival Marketplace 
online store gives local vendors a 
valuable eCommerce platform and 
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Below: 8-Okinawan sweet potato and 
Papaya baby food by Punahele Provisions; 
9-Cookies by Ono Kuki; 10-Assorted spices 
by Ka'iulani Spices; 11-Assorted spices by 
HI Spice; 12-Hawaiian sea salt Espresso 
Bites by Big Island Coffee Roasters; 
13-Exotic fruit jellies by Maui Fruit Jewels
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HAWAII’S AgTech 
FUTURE HAS BEGUN

BY ALEXIS CHAPMAN
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 HFIA members are at the 
forefront of the glob-
al movement to advance 
farming with technological 
innovation. Sensei Ag and 

Kauai Coffee Company are using cut-
ting-edge technology to create agricul-
tural operations that meet the unique 
challenges of Hawaiian farming, add 
value, and advance their positive com-
pany missions. 

Kauai Coffee Company
Kauai Coffee Company considers 
themselves to be stewards of the 
land, and strongly believes it’s their 
kuleana to care for the future of our 
land and our resources through en-
vironmentally sound farming prac-
tices. They are deeply committed to 
sustainability, their people, and their 
community. Their farm is triple-certi-
fied by Fair Trade USA, Rainforest Alli-
ance, and Non-GMO Project Verified. 
 When it comes to what makes Kau-
ai Coffee different from other coffee 
farms, Dawna Haze, Area Business 
Manager says, “The most significant 
difference between us and a tradi-
tional farming operation is that by 
utilizing technology, we are able to 
maximize efficiencies around the 
core competencies of farming, free-
ing up precious labor resources for 
the efforts that only humans can do.”
 Kauai Coffee utilizes agricultural 
drone technology to monitor tree 
health, collect information, and make 
data-driven decisions that help keep 
yields high. This enables the team to 
expand their efforts on other priori-
ties such as quality control, compost-
ing and sustainability, small-batch/ar-
tisan coffee processing, as well as the 
customer service/hospitality aspects 
of the Visitor Center and Farm Tour.
 Dawna explained some of the big-
gest impacts from technology come 
from using mechanization and data 
collection, “We’re beginning to gather 
information quickly for more timely 
decision-making, based on feedback 
from the farm. By introducing sen-
sors throughout the farm as well as 
data from our drone, we’ll soon be 
doing things like applying water and 
fertilizer more efficiently, fixing irri-
gation issues, identifying weeds, and 
deciding which fields might be ready 

for harvest prior to sending a team to 
investigate. We can better adapt to the 
varied conditions that nature gives us 
to work within, maximizing our output 
efforts to maintain consistent supply.”
 Quality is paramount for Kauai Cof-
fee, and they ensure it by managing 
every aspect of coffee production 
from growing and harvest, to process-

ing, to roasting and packaging, all on 
the estate, with two Specialty Coffee 
Association Licensed Q-Graders on 
staff to oversee quality control. For 
Kauai Coffee customers, the drones, 
sensors, and rigorous commitment 
to quality means that they can enjoy 
delicious, perfectly consistent, local 
Hawaiian coffee every day. 
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Opposite page: Tomatoes in the greenhouse at Sensei Ag



Sensei Ag
Sensei Ag is a pioneer in the fi eld of 
controlled environment agriculture. 
Their vision is to transform health 
by using data to redesign how food 
is grown. In 100,000 sq. feet of state-
of-the-art greenhouses on Lāna’i, the 
farm is already producing a variety of 
produce including cherry tomatoes, 
basil, and butter lettuce for local 
customers and will start selling un-
der the Sensei Farms’ brand name in 
September. More products will also 
be grown soon. 
 Farming in the controlled green-
house environment shields plants 
from damaging outside forces like ex-
cessive wind, too much sun, or harm-
ful pests. Indoor farming also allows 
for maximum yield on a much small-
er plots of land than traditional out-
door farming. In addition, Sensei Ag’s 
greenhouses use 90-95% less water 
per plant than a traditional farm re-
quires. 
 Sensei Ag CEO Sonia Lo, who had 
previously built the world’s largest 

Call Archie McCoy • 561-1617 • archie.micro@gmail.com • micronesiaimports.com

Expand your market reach to the growing 
Pacific Islander communities! 

Supplying Over 120 

Stores Islandwide!

• Exclusive Products
• Competitive Pricing
• Same-Day Delivery 
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vertical indoor farming company, of-
fered some insight into what makes 
the Sensei’s growing structures dif-
ferent from greenhouses of the past, 
“In our greenhouses, sophisticated 
software tools can pinpoint pests and 
disease before they’re even visible to 
the naked eye. This gives us a very 
accurate view of what we’re growing 
and allows our farmers to determine 
potential problems for our produce 
before they become real issues.”
 While Sensei Ag is getting national 
attention for being at the forefront 
of controlled environment agricul-
ture, their current farm’s focus is 
providing produce for local Hawaiian 
customers, including grocery stores, 
restaurants, and hotels. Being able to 
pick and pack delicate fruits and veg-
etables just miles away from where 
they’re to be sold or served, reduces 
transport time to a fraction of what it 
takes food to get here from the main-
land. Growing local also drastically 
reduces damage and loss of crops, 
which helps keep costs down for re-
tailers. Most importantly, Sensei Ag’s 
proximity to consumers means their 
plants are picked when they are nu-
tritionally at their peak. Sensei Ag, 
along with its innovative founders – a 
leading physician and software entre-
preneur -, is firmly focused on wellbe-
ing and maximizing the nutrient con-
tent of their plants to help people live 
healthier, longer lives. 
Sensei Ag is also working to improve 
the health of the soil on which their 
greenhouses reside. The plants in the 
greenhouse are grown hydroponi-
cally – without soil – but the soil the 
farm sits on is a former pineapple 
plantation and as a result has a lot 
of debris left over from those prior 
days. Sensei Ag is working on reha-
bilitating the soil so that eventually 
more plants can be grown outside 
the indoor farm, reusing water from 
the greenhouses. 
 This is just the beginning for Sensei 
Ag. New advancements, new prod-
ucts, and new innovations will contin-
ue to take shape at the Lāna’i farm. In 
concluding our discussion, Sonia talk-
ed about Sensei Ag’s vision for the fu-
ture, “Our goal is to feed the state. We 
are committed to growing local food 
for Hawaii, diminishing Hawaii’s reli-
ance on imported food, and looking 

at things holistically and adaptively 
to ensure all have access to delicious, 
nutritious food.”
 
Sensei Ag and Kauai Coffee Company 
are demonstrating how technology in 
local ag can utilize resources efficient-
ly, thoughtfully, and with great effect. 
But their technologies aren’t just 
about efficiency. These HFIA mem-
bers have created systems to reduce 

environmental impact, maximize the 
potential of their agricultural employ-
ees, and a create more valuable Ha-
waiian agricultural products for all of 
their customers. 

PAPER SHOPPING BAGS
STRONG ENOUGH TO CARRY A BOWLING BALL

Reusable and 100% Recyclable 
 with strong reinforced handles 

Environmentally friendly. Made 
 with 90% post-consumer waste

Price: 25 cents per bag

Volume Discounts available

Up to 5 color Custom 
 Printing available

Reinforced 
loop handle

Our bags used 
at City Mill 

Contact Wayne at 808 485-2222  or  wayne@global-packaging.biz  
to inquire about volume discounts and custom printing

Visit us at Global-Packaging.biz

Global Packaging
99-1410 Koaha Place 
Unit D
Aiea, HI 96701
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MADE IN 
HAWAII FESTIVAL 
SPONSORSHIP
As a co-presenting sponsor of the 
Made in Hawaii Festival’s new Online 
Marketplace, the Central Pacifi c Bank 
Foundation is continuing their long-
standing tradition of going beyond 
for our community. The Made in Ha-
waii Festival is an important small 
business incubator for local Hawaii 
artists, cooks, crafts people, and oth-
er makers and HFIA is very excited to 
be partnering with the Central Pacifi c 
Bank Foundation to launch the On-
line Marketplace platform. This new 

way to buy and sell local will give our 
Hawaii businesses a chance to reach 
new customers and continue to thrive 
in the new economic environment. 
We know that the Central Pacifi c Bank 
Foundation is the ideal partner in this 
endeavor because of their multifac-
eted commitment to making positive 
contributions in our communities.

TOGETHER WE 
ARE STRONG
The COVID-19 pandemic has had a 
complex and wide-reaching impact 
on our community, especially on the 

small businesses that are so vital to 
our economy. Among the hardest 
hit are restaurants, many of whom 
continue to employ Hawaii residents 
and feed our community despite los-
ing most of their business. In March, 
the Central Pacifi c Bank Foundation 
launched the #KeepHawaiiCooking 
initiative with a commitment to reim-
burse 50% of the cost of takeout and 
delivery meals from participating local 
restaurants, up to $100,000. There 
was an incredibly positive response 
to this program and after the initial 
goal was reached in a matter of days, 
the Central Pacifi c Bank Foundation 
created a new goal of sharing 10,000 
meals. These fi rst two phases were a 
tremendous success; 10,400 meals 
were shared, $615,000 was spent at 
local restaurants, and local diners had 
almost $310,000 reimbursed to them. 
 The Central Pacifi c Bank Founda-
tion continued to power #KeepHa-
waiiCooking and in April, introduced 
the Mahalo Meals phase of the pro-
gram, which was designed to refuel 
Hawaii’s frontline heroes with restau-
rant deliveries sponsored by the Cen-
tral Pacifi c Bank Foundation. Over 500 
nominations of frontline heroes were 
submitted, with 50 restaurants each 
receiving a $1,000 grant to sponsor 30 
nutritious, grab and go meals, which 
ended up feeding more than 1,500 
frontline heroes. Today, the #KeepHa-
waiiCooking channels on social media 
continue to profi le local eateries, and 
the Central Pacifi c Bank Foundation 
continues to provide investment, 
leadership, and people power to get 
through the current challenges – to-
gether.

ALWAYS GOING 
BEYOND
Supporting those in need in their 
communities and creating opportuni-
ties for success is nothing new for the 
Central Pacifi c Bank Foundation. In 
2019 they provided grants to 41 diff er-
ent organizations totaling $790,000. 
These numbers are impressive, but 
what is even more impressive is what 
they refl ect: a true commitment to be-
ing a positive force and going beyond, 
not just for their customers but for the 
whole community. 

INVESTING IN THE 
COMMUNITY

How the Central Pacifi c Bank Foundation goes above and beyond
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GROWING FOR HAWAII
How Mahi Pono is growing a lot of local food, and local opportunities

MAHI PONO FARMING
Mahi Pono is a unique farming com-
pany transforming vacant sugar cane 
land on Maui into a thriving hub of di-
versifi ed agriculture. The name Mahi 
Pono means "to farm or cultivate 
morally and properly." At Mahi Pono, 
they are committed to practicing sus-
tainable agriculture, growing food for 
local consumption, responsible use 
of the natural resources entrusted to 
us, and to providing high-quality ag-
ricultural products and employment 
for generations to come. 
 From onions to potatoes, non-
GMO papaya, coff ee, avocado, and 
hundreds of thousands of citrus 
trees the Maui farm boasts an im-
pressive variety of plants at diff erent 
stages of growth. In June Mahi Pono, 

in partnership with the Hawaii Agri-
cultural Foundation and the Depart-
ment of Education, launched its fi rst 
internship program for high school 
and college students. Interns planted 
cabbage, orange sweet potato, citrus, 
kale, pumpkins, melons, and lettuces, 
as well as native milo, coconut, and 
bamboo trees to serve as natural 
windbreaks for the company's 40-
acre Chef's Corner project. The paid 
internship program exposes interns 
to a broad spectrum of agricultural 
careers and is part of their mission to 
provide a valuable real-world educa-
tional experience and long-term ca-
reer paths and job opportunities for 
Maui residents. 
 "We are committed to realizing a 
thriving agricultural economy in Ha-
waii," said Shan Tsutsui, Senior Vice 

President of Mahi Pono. Through 
partnerships that provide local resi-
dents with the highest quality Hawaii 
grown products and connecting with 
our keiki through education and in-
ternships, we don't seek to do this 
alone. By working together to con-
nect local sustainably sourced Hawaii 
ingredients to domestic and global 
demand, we are helping to lay the 
cornerstone of a diversifi ed and resil-
ient food future for Hawaii, a future 
we very much believe in."
 Just before hurricane Douglas was 
supposed to hit, we were once again 
reminded of Hawaii's food security 
vulnerabilities as crews worked to 
harvest as many potatoes as possi-
ble. A crucial local food source that 
would have been even more vital had 
the storm hit and interrupted ship-
ping from the mainland. Mahi Pono’s 
planned abundance of delicious pro-
duce doesn’t just help the state to 
be less reliant on imports and more 
resilient; it means all these fruits and 
vegetables will be more accessible 
and fresher when they get to Ha-
waii consumers. While many will be 
enjoyed fresh, some of these fruits 
will be processed here in Hawaii and 
turned into things like potato chips.

GROWN IN HAWAII 
AND MADE IN HAWAII
As a co-presenting sponsor of the 
new Made in Hawaii Festival Online 
Marketplace, Mahi Pono is continu-
ing their commitment to growing 
opportunities for Made in Hawaii 
products. Like the Made in Hawaii 
Festival, Mahi Pono has made signif-
icant investments in local companies 
like Maui Cattle Company and Shaka 
Tea to meet increased domestic and 
global demand, helping to keep these 
companies locally run and their prod-
ucts Made in Hawaii. Creating a local 
agricultural sector that is strong, con-
nected, resilient, and provides for the 
state, means creating partnerships 
among local companies to innovate 
ways to use local produce. We’re very 
excited to be working with Mahi Pono 
to write the next chapter in Hawaii 
agriculture and the Made in Hawaii 
Festival together. 

Planting a native 
milo tree.
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The underlying incentive for 
local farming is to grow food 
locally in order to make Ha-
waii self-sustainable. In Ha-

waii, local ranchers’ cattle inventory 
is more than 140,000 head state-
wide. Yet only between 9,000 to 
13,000 cattle are processed here for 
local consumption each year. Of the 
50,000 to 70,000 calves born in Ha-
waii annually, approximately 80 per-
cent are exported to the mainland 
for processing. That is not necessar-
ily by choice, but by economics and 
economies of scale. Consequently, 
most of the beef we consume locally 
continues to be imported from out 
of state, despite the signifi cant size 
of the local cattle industry. 
 The current COVID-19 pandemic 
and its eff ect on our nation’s meat sup-
ply chain are sobering illustrations of 

the dangers of depending on imported 
meat. Supplies have fallen and prices 
have risen, not just in Hawaii but across 
the country, as processing plants have 
been hit by the spread of the corona-
virus. Between January and June 2020, 
the price of 100% beef ground chuck 
spiked by 30% from $4.10 to $5.33 per 
pound, according to data from the U.S. 
Bureau of Labor Statistics.
 But there has also been a silver lin-
ing — at least locally. Like farmers, 
local ranchers have adapted to the 
changing market conditions and the 
new reality. The price of calves has col-
lapsed in the North American market, 
and COVID-19 restrictions placed on 
exported cattle have been stifl ing. Be-
cause of the pandemic, it is now more 
expensive to ship cattle to the main-
land for processing, putting the option 
of local meat processing on a more 

equal cost footing with its out-of-state 
counterpart. Finishing meat produc-
tion locally has become a more fi nan-
cially viable option for local ranchers.
 But it remains an expensive propo-
sition without help. Over the past 12 
months, several entities with ample 
fi nancial resources have begun invest-
ing in local ranches and in state com-
mercial meat production. In February, 
Mahi Pono, a partnership between 
California-based Pomona Farming and 
Public Sector Pension (Canada’s larg-
est pension investment managers), ac-
quired majority ownership of Maui Cat-
tle Company and its meat processing 
plant on the Valley Isle. Frank Vander-
Sloot, a mainland investor worth $2.7 
billion, according to Forbes magazine, 
purchased Kunoa Cattle Company’s 
meat processing plant on Oahu, which 
recently went out of business. In the 

WHERE’S THE BEEF?
A timely update on Hawaii’s meat industry

BY JESSE COOKE
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second quarter of 2020, VanderSloot 
followed up that acquisition by buy-
ing the largest meat processing plant 
in the state, Hawaii Beef Producers, 
located on the Big Island. These few 
examples are evidence that serious 
business minds believe that local 
beef production is not just feasible 
but financially attractive. For better 
or worse, the pandemic has forced 
all concerned to look for solutions to 
problems the local ranching industry 
has faced for decades.
 Many in the industry see a once-

in-a-lifetime opportunity to restruc-
ture the networks that support local 
meat — to refocus the supply chain 
and processing locally and, simulta-
neously, raise the state’s level of food 
self-sufficiency. The entrance of these 
new investors could be a game chang-
er, not just for ranchers but for the en-
tire state. There remain many obsta-
cles to this transformation of the local 
cattle industry, not the least of them 
being the high cost of feed. When the 
pandemic forced the sudden closure 
of restaurants and hotels in March, 
critical and immediate financial capital 
was needed to help Hawaii’s hog farm-
ers, which relied largely on restaurant 
food scraps as animal feed. An initial 
$20,000 grant provided through the 
Ulupono Fund at the Hawaii Commu-
nity Foundation, in coordination with 
the Hawaii Department of Agriculture, 
helped purchase feed to sustain their 
operations at a time when it was most 
needed.
 The industry will need to overcome 
the high cost of imported cattle feed 
in order to expand and strengthen 
Hawaii’s food resiliency. This problem 
is being tackled by Hartung Brothers 

in Kekaha, Kauai. The company has 
started to scale alfalfa production in 
partnership with the County of Kau-
ai. With the cost of imported alfalfa 
ranging from $700 to $900 per ton 
(compared to $250 to $400 on the 
mainland), a local source for the feed 
would be a very appealing alternative 
to out-of-state products. 
 Many believe the pasture-raised 
model provides a recipe for success. 
It’s a growing trend in which cattle ro-
tate between fields grazing on grass 
as their primary source of feed. In ad-
dition to the grass-fed process keep-
ing the cows lean and beefy, it reduc-
es dependence on costly imported 
feed and results in a better quality of 
life for cattle — all while producing 
beef higher in omega-3s and antiox-
idants. Paniolo Cattle Company sells 
local pasture-raised beef in Safeway 
stores statewide.
 For the local meat industry, there 
are finally many eyes now focused 
squarely on the ball. And for local 
ranchers, that is good news buried 
under so much bad news. Where’s the 
beef? The answer is clear: it could and 
should be right here in the islands.

Above: Local Paniolo beef at Safeway;
Opposite page: Beef cattle in Hawaii 
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DRINKS ALL AROUND! 
 

Beverage manufacturing in Hawaii has a rich past and is an important part of our economic future. 

BY ALEXIS CHAPMAN

1920s era delivery fleet with horses.  PHOTO COURTESY MAUI SODA AND ICE WORKS LTD
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  FF or decades local beverage 
manufacturing has created lo-
cal jobs, created opportunities 
for local entrepreneurs, and 

reduced our need to ship in drinks. 
Hundreds of different beverages 
are bottled and canned right here in 
Hawaii at facilities around the state. 
 Many people would not be sur-
prised to learn that Hawaiian Sun 
drinks are canned in Kapolei at Ball 
Corp. It also makes sense that many 
local water brands are bottled close 
to home. Diamond Head Water is 
bottled in Kapolei at Pacific Allied 
Products, along with Hawaii Volcanic 
Water, which is bottled in the same 
facility using water brought over 
from the Big Island. But what people 
may not know is that some of our 
favorite globally recognized brands 
have also been bottled and canned 
in Hawaii for close to a century.  
 Maui Soda and Ice works began bot-
tling Coke on Maui in 1924. And while 
they don’t use the old style glass bot-
tles, or deliver with horses anymore, 

they still manufacture Coke products 
on Maui now, 96 years later. Another 
Coca-Cola distributor, the Odom Cor-
poration was founded in 1934 and 
currently operates locations and pro-
vides jobs around the state including 
in Mapunapuna, Hilo, Kona, Lihue, 
and even on Molokai. Beverages by 
Ito En, Pepsi Co., and other globally 
recognized refreshment brands are 
also manufactured here at home, 
including some adult beverages.  
 In the last few years we’ve seen 
amazing growth in the premium local 
beer market. Local brewers are creat-
ing delicious craft brews right here and 
using local ingredients like coconut, 
lilikoi, and mango to enhance the fla-
vors. In order to make a product that 
is as local as possible, companies like 
Maui Brewing buy cans made on Oahu 
by Ball Corp, and then use them to can 
their product at their brewery on Maui.  
 A new generation of local distill-
ers like Ko’Olau Distillery is also driv-
ing a Hawaiian spirits renaissance. 
The islands have been associated 

with rum for some time, but if you 
ask a connoisseur these days what 
their favorite local drink is they may 
tell you it’s Ko’Olau’s Old Pali High-
way whiskey, maybe even with a 
splash of locally canned Coca-Cola.  
 Bottling and canning drinks locally 
isn’t just a matter of local pride and 
good local business. Shipping in raw 
materials for cans and bottles takes 
up less space than shipping in finished 
products, which means a smaller car-
bon footprint. The aluminum shipped 
in for Hawaii cans is usually about 
70% recycled. Bottling and canning 
drinks here also helps make Hawaii 
more resilient and less reliant on im-
ported supplies in case of a disaster.  
 Our local and national beverage 
brands are always innovating with 
new flavors, new ways to bring drinks 
to you (keep an eye out for water 
canned in Hawaii in 2021!), and meth-
ods to be more sustainable. We’re 
looking forward to seeing - and espe-
cially tasting - what the future of bev-
erage manufacturing in Hawaii holds.



MEMBER NEWS

Hawaii Jerky Shop
This summer DE.HI Foods completed 
an exciting rebrand and is now Ha-
waii Jerky Shop. They haven’t changed 
their delicious crispy beef jerky and 
crispy pork jerky, they’re still available 
in all the tasty fl avors we love. As of 
this July, Hawaii Jerky Shop products 
will be available in many more places. 
In addition to being sold at hundreds 
of our favorite retailers around the is-
lands, Hawaii Jerky Shop products are 
now carried at all 2,464 Rite Aid loca-
tions in the continental US!

Foodland Farms
In July Foodland Farms opened their 
newest location at Ka Makana Ali’i in 
Kapolei. The new store will feature 
Foodland’s largest-ever selection of 
organic groceries, stocked alongside a 
vast array of Hawaii-grown, raised and 
made products and ingredients. There 
will also be exclusive eats just for the 
West Side, curbside pickup, delivery, 
and their fi rst ever in store restaurant!

Long’s Drugs
Long’s Drugs, which is owned by CVS 
health, in late July announced that 
they would undertake an acceler-
ated hiring program in Hawaii. The 
program will mean hundreds of new 
permanent full-time and part-time 
positions in the state including phar-
macy technicians, managers, and 
store associates. To fi ll the positions 
quickly and get the right candidates 
to work Long’s is using new tools like 
virtual interviews and immersive job 
experiences. 

Five Star Transportation
In June Five Star Transportation 
launched their brand new web site 
FiveStarTrans.com. This new site 
highlights the current scope of ser-
vices and range of capabilities avail-
able to their clients.

Hawaii Pantry
In June Hawaii Pantry launched sev-
eral new items including a new line 
of Sea Salts from the Island of Molo-
kai, plus a new hot sauce called LAVA, 
Kiawe Wood Smoked Hawaiian Hot 
Chili Sauce. Their locally made prod-
ucts have been a staple at the Made 
In Hawaii Festival for years, and can 
be found at US Military Commisary's, 
Down to Earth locations and Aloha 
Farm Lovers Farmers Markets.

Hawaii Volcanic Water
Hawaii Volcanic Water is pleased to 
announce that the two Seabins they 
sponsored were successfully installed 
in the Honolulu Harbor on August 1. A 
Seabin, invented by Pete Ceglinski and 
Andrew Turton of Australian clean tech 
start up, Seabin Project, is a cross be-
tween a trash bin and a pool skimmer. 
Hawaii Volcanic Water CEO Jason Don-
ovan said, “We are proud to be a part 
of this amazing project contributing 
to a cleaner and greener Hawaii. Visit 
www.seabinsforhawaii.com to donate 
or volunteer.
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MEMBER NEWS
This Summer our HFIA members continued to innovate and 

fi nd new ways to grow and feed our local economy. 



The year 2020 has mimicked 
an obstacle course: chal-
lenge after challenge pres-
ents itself with little respite 

and significant underlying uncer-
tainty. Just as we were feeling opti-
mistic about possibly reopening the 
state to some tourists, the second 
wave of the virus swelled. Prepar-
ing for a hurricane while maintain-
ing COVID-19 safety protocols was 
a new challenge, and while Hurri-
cane Douglas thankfully caused lit-
tle significant damage, we all know 
there are several months left in the 
hurricane season.
 Throughout the year HFIA mem-
bers have continued to rise tireless-
ly to meet each new challenge. Food 
retailers across the state made sure 
that shelves were stocked with ne-
cessities and continued to keep 
shoppers and staff safe in the days 
leading up to the storm. In the face 
of the ongoing pandemic crisis, 
our members are a major force for 
economic stability in our state, at a 
time when it is desperately needed. 
At HFIA we continue to work to live 
up to the example set by our mem-
bers and find the best ways to sup-
port our businesses, our industry, 
and our state’s economy. 
 The Made in Hawaii Festival is 
our signature event in the late sum-
mer, but of course having our usu-
al crowd of tens of thousands of 
people at the Blaisdell was not an 
option this year. Relinquishing our 
desire to promote Hawaiian busi-
nesses and products was also not 
an option, so we decided to create 
the Made In Hawaii Festival Mar-
ketplace online. Amy Hammond of 

Special Events Hawaii, HFIA’s Mem-
bership Services Director Desiree 
Rose, and the entire MIHF team 
have demonstrated an incredible 
effort to bring the Marketplace to 
life. Of course, it wouldn’t be possi-
ble without our sponsors, who see 
the great potential in this new plat-
form and have given us the support 
to make it happen. A huge Mahalo 
to our Presenting Sponsors, the 
Central Pacific Bank Foundation 
and Mahi Pono, as well as our 
Supporting Sponsors, Ulupono Ini-
tiative, Innovate Hawaii, Hawaiian 
Airlines, Hawaiian Air Cargo, and 
Hawaii State Department of Agri-
culture, Buy Local, It Matters. 
 The COVID-19 pandemic has en-
gendered unanticipated changes 
in many facets of our industry, and 
we know the importance of keeping 
members informed and up-to-date. 
To that end, HFIA has hosted a se-
ries of informational webinars this 
spring and summer. They included 
a briefing and Q&A on the pandem-
ic with Lieutenant Governor Josh 
Green and Congressman Ed Case; 
an update on childcare co-hosted 
with the Chamber of Commerce 
Hawaii; SNAP Changes and Up-
dates featuring experts from the 
Department of Human Services; 
the COVID-19 Crisis: Supermar-
ket Industry Impact and Response 
featuring President and CEO of the 
National Grocers Association, Greg 
Ferrera; and an Employer’s Guide 
to Reopening by HFIA Member At-
las Insurance.  
 HFIA has also been representing 
our industry in several task forces 
and working groups this year. We’d 

like to thank Edna Ching, Marketing 
Manager for 7-Eleven Hawaii, who 
represented HFIA in the Working 
Group for the administrative rules 
on Honolulu City Council Bill 40, 
Honolulu’s plastic ban. HFIA Grass-
roots Director Alexis Chapman and 
I have also been participating in 
the State Plastic Source Reduction 
working group convened under 
Senate Bill 522 last year. In this 
group we’ve been advocating for 
consumer and business-driven ini-
tiatives that promote responsible 
plastic use and disposal for our 
state. Alexis is working with leaders 
from Kamehameha Schools and 
other stakeholders as part of the 
’Ike ‘Ai Consortium on Sustainable 
Food Systems to use systems map-
ping to promote local food access, 
sustainability, and resiliency. 
 As we look ahead to the rest of 
2020, we are optimistic about the 
prospect of a flattening second 
wave, tentative reopening of the 
visitor industry, and even a vaccine 
by the end of the year. However, 
we are also braced for any new ob-
stacles 2020 might introduce. We’ll 
continue to be inspired by you, our 
members, and we’re ready to over-
come the next challenge as we sup-
port you so you can support Hawaii.
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Aloha!
Your meal was prepared by our Culinary Team 
and served with C.A.R.E. especially for you by:

Our goal is to provide 
wholesome, nutritious quality 
food to you throughout your stay 
at The Queen’s Medical Center.

PATIENT CARE BUNDLE

through

At Your Request 
Room Service Dining®

Menu
Place orders between 6:30 a.m. – 6:30 p.m.

Dial 4331, option 1 to place your order

NOW DIGITAL: 
THE SAVINGS 
PASSPORT
HUNDREDS OF DOLLARS IN SAVINGS 
RIGHT AT YOUR FINGERTIPS

VIP Members can access exclusive 
coupons, offers and deals right from 
their phones. 

Want to become a VIP Member and 
get the inside scoop on local events 
and deals from favorite brands? 
Visit premiumoutlets.com/vip or 
come into Simon Guest Services.

Wednesday, May 23rd, 2018
Two Classes Available:
9:15 AM – 11:30 AM
12:45 PM – 3:00 PM
Kauai Community College

Wednesday, May 23rd, 2018

ServSafe® Food Handler 
Certification Training

presents

1959-20191959-2019

BILLFISH
Tournament
BILLFISH
Tournament
BILLFISH

OFFICIAL PROGRAM $5.00OFFICIAL PROGRAM $5.00

KAILUA-KONA, HAWAII
JULY 27TH – AUGUST 4TH, 2019

MADEINHI

MadeInHawai iFest ival .com

2018

Made in Hawaii Festival
Cooking Demonstration 
Recipe Booklet

FOR HAWAII
BUY HAWAII
FOR HAWAII

Aloha!
Your meal was prepared by our Culinary Team 
and served with C.A.R.E. especially for you by:At Your Request 

Room Service Dining®

Menu
Place orders between 6:30 a.m. – 6:30 p.m.

Dial 4331, option 1 to place your order

NOW DIGITAL: 
THE SAVINGS 
PASSPORT

1959-20191959-2019

BILLFISH
Tournament
BILLFISH
Tournament
BILLFISH
60TH ANNUAL HAWAIIAN INTERNATIONAL

808-848-0711
TradePublishing.com

Show Your Stuff!

Publishers of Building Industry Magazine, 
Hawaii Hospitality, Building Management Hawaii

Locally Owned and Operated for 65 Years.

We print your product. You promote your business.

• FLYERS    • MAILERS
• BROCHURES     • POSTERS
• NEWSLETTERS
• RACK CARDS    • PROGRAMS

Large or small, you can count on us for quality 
service, fast turnaround and competitive pricing.

• OFFSET & DIGITAL PRINTING
• MAILING SERVICES
• CREATIVE DESIGN
• CONTENT DEVELOPMENT



Pasha Hawaii’s dynamic shipping network and  
knowledgeable professionals are here to serve your  
supply chain needs. Pasha offers the broadest range 
of container and roll-on/roll-off services between  
Hawaii and the Mainland, with connections to   
comprehensive intermodal services nationwide. 
Find out more at pashahawaii.com.

Serving Hawaii Is Our Business
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