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An introduction to

ALLERGENS IN THE 
SUPPLY CHAIN
Importance
The United Kingdom has one of the highest 
incidences of people with at least one 
allergy in the world1. Research by the Foods 
Standards Agency has revealed that in the 
UK, 1-2% of adults and 5-8% of children are 
living with a diagnosed food allergy. This 
equates to about 2 million people. This figure 
does not include those with food intolerances 
or undiagnosed allergies to food. This means 
the actual number of affected people living 
with food allergy and/or food intolerance is 
considerably more2. 

The consequences of a diagnosis are 
significant: food allergy does not just mean 
dietary restrictions and increased food costs 
but can also impact on social activities 
and cause anxiety due to fear of potential 
reactions. The unpredictable, but rare, 
possibility of a very sudden death from food 
anaphylaxis can understandably contribute to 
anxiety about food allergy4.

Research has found that, between 1998 and 
2018, over 30,700 people were admitted to 
hospital in the UK with anaphylaxis triggered 
by food5. This represented an annual increase 
of over 5%. In addition to food allergies, 
around 600,000 (1 in 100) people in the UK 
have coeliac disease3.

Allergy is the most common 
chronic disease in Europe. Up 

to 20% of patients with allergies 
struggle daily with the fear of a 
possible asthma attack, anaphylactic 
shock, or even death from an allergic 
reaction.

European Academy of Allergy and 
Clinical Immunology (EAACI)7, 2016

Rates of food allergy and intolerance vary 
across the world. Around 11-26 million 
members of the European population are 
estimated to suffer from food allergy. Across 
the world it is estimated that there are 240-
550 million potential food-allergic people6.  
The potential exists for food allergies to 
become a huge global health burden.

As a result of this, the demand for allergen-
free foods and the legislation regarding 
allergens vary significantly. Whether you are 
manufacturing, distributing, selling, creating 
menus, or serving food, the need to have 
in-depth knowledge of products is increasing 
and becoming more complex.
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What makes an allergen?
Food and drink allergens are naturally occurring substances that are safe for most people. 
In some consumers, however, they can cause an abnormal response triggered by the 
immune system. Although almost all consumables can provoke an allergic reaction, there 
are 14 main ingredients that cause 90% of allergic reactions.

The Hit List
The 14 allergens that must be labelled 
under EU law (as listed in Annex II of 
the EU Food Information for Consumers 
Regulation) are:

• Cereals containing gluten, namely: 
wheat (such as spelt and Khorasan 
wheat), rye, barley, oats

• Crustaceans, for example: prawns, 
crabs, lobster, crayfish

• Eggs

• Fish

• Peanuts

• Soybeans

• Milk (including lactose)

• Nuts, namely: almonds, hazelnuts, 
walnuts, cashews, pecan nuts, Brazil 
nuts, pistachio nuts, macadamia (or 
Queensland) nuts

• Celery (including celeriac)

• Mustard

• Sesame

• Sulphur dioxide/sulphites, where 
added and at a level above 10mg/kg or 
10mg/l in the finished product

• Lupin, which includes lupin seeds and 
flour

• Molluscs, for example: mussels, 
whelks, oysters, snails and squid

Impact for food allergy 
sufferers
Research has found the following in the UK:

• Allergies of all kinds are on the increase10 

• Around 10-20 die each year due to 
anaphylaxis, caused by both food and non-
food allergens10

• Between 1998 and 2018 152 deaths 
were identified where the fatal event 
was probably caused by food induced 
anaphylaxis5

• An annual increase of 6.6% in the number 
of children under the age of 15 admitted 
to hospital with food related anaphylaxis. 
This represents an increase from 2.1 to 9.2 
admissions per 100,000

• 1 in 50 children in the UK has a nut allergy10

•  Peanut allergy cases have tripled in the last 
decade10

• At least 46% of deaths were triggered by 
peanut or tree nut5

•  Cow’s milk was responsible for 26% deaths 
in school aged children5

• Between 1998 and 2018 prescriptions 
for adrenaline autoinjectors increased by 
336%5

Food related anaphylaxis is a universal 
problem affecting all ages and those 

who care for them.

Anaphylaxis Campaign
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Legislation
In the UK, food businesses must inform 
customers if any products they provide 
contain any of the 14 allergens as an 
ingredient.

There are several ways in which 
allergen information can be provided to 
consumers under the law, the type of 
food bought and where from determines 
how the information must be provided.

The rules differ depending on whether 
the food they sell is:

• Prepacked (for example, labelled food 
sold at retail)

• Non-prepacked/loose food (for example 
food sold in restaurants and takeaways, 
or packed at the customer’s request, 
such as at an in-store bakery and 
delicatessen counters).

• Prepacked for direct sale (for example, 
sandwiches prepared and wrapped on-
site in a cafe)

All food for sale is covered under the 
EU Food Information to Consumers 
Regulation (EU) No. 1169/2011, 
commonly known as EU FIC Regulation. 
This EU legislation has been 
implemented into UK law, via the Food 
Information Regulations 2014.

In the USA, meanwhile, there are 
now nine major allergens that must 
be specifically highlighted on food 
packaging. In April 2021, Joe Biden 
signed legislation that declared sesame 
as a major food allergen, joining dairy, 
soy, wheat, peanuts, eggs, tree nuts, fish, 
and shellfish, meaning that it will have to 
be explicitly labelled after January 1st, 
2023.

Changes in Legislation
The new UK legislation, known as ‘Natasha’s 
Law’, covers foods that are prepared and 
packed on the same premises from which 
they are sold – such as a packaged sandwich 
or salad made by staff earlier in the day and 
placed on a shelf for purchase. The new law 
will require these products to carry a full list 
of ingredients with the 14 allergens, as listed 
in European Legislation, emphasised on the 
packaging.

Law applies to:

Prepacked for direct sale (PPDS) food: 
Food that is packed before being offered for 
sale by the same food business to the final 
consumer: 

i. on the same premises;  

ii.   on the same site; or 

In this instance ‘site’ refers to a building 
complex such as a shopping centre or airport 
terminal in which the same food business 
operates from more than one unit within the 
building complex. 

iii. on other premises if the food is offered 
for sale from a moveable and/or temporary 
premises (such as marquees, market stalls, 
mobile sales vehicles) if the food is offered for 
sale by the same food business who packed 
it. 
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Currently, food prepared on the premises 
in which it is sold is not required to display 
allergen information on the label, individuals 
suffering from allergies sometimes lack 
confidence buying food to eat whilst they are 
out.

The law will become effective 1st October 
2021, giving businesses a transition period 
to prepare for the implementation of the new 
rules. 

Failure to comply with the requirements 
of the provisions of the FIC set out in 
Regulation 10(2) of the FIR as amended 
by The Food Information (Amendment) 
(England) Regulations 2019 or corresponding 
Regulations in Wales, and Northern Ireland 
on the labelling of allergenic ingredients is a 
criminal offence and may result in a criminal 
prosecution being brought against a Food 
Based Operator. 

Non-legislative allergens
A recent survey by the FSA and Allergy 
UK found that 28% of those with an 
allergy were affected by a substance 
or ingredient outside of the core 14. 
Trigger ingredients are varied and 
can include kiwis, strawberries, stone 
fruits, bananas, coconut, garlic, peas, 
lentils, citrus, chicken, and many more. 
Although not required by law, it is 
increasingly important to monitor for 
these allergens based on consumer 
demand and satisfaction. A Trade 
Interchange survey, conducted in 2018, 
showed that industry decision makers 
are keen for legislation to match this 
demand, with nearly three quarters 
(74%) agreeing there should be an 
increase in the number of allergens that 
are included in compulsory reporting.
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Setting the bar: Allergens in 
alcoholic drinks
While awareness in the industry around 
food allergens has grown, allergens in the 
beverage sector have received far less 
press. An allergy to alcohol itself is rare, most 
people are allergic to the components of 
alcoholic drinks. Although alcoholic drinks 
containing more than 1.2% by volume of 
alcohol do not legally require an ingredients 
list, under the EU Food Information for 
Consumers Regulation, manufacturers and 
suppliers must make sure potential allergens 
are clearly labelled and accurate. Of the 
14 regulated allergens (see The Hit List on 
page 3), here are the most found allergens in 
alcoholic drinks:

Beers, lagers, and ciders: Cereals 
containing gluten (wheat, barley, rye and 
oats) and sulphur dioxide.

Wine: Fining agents can be made from egg 
and milk, typically egg whites are added to 
red wine and milk casein to white wine. Must 
be labelled if if present in quantities above 
0.25mg/l.

Spirits and liqueurs: If ingredients are 
added to the drink in their natural form 
such as the cream in Baileys or the eggs 
in Advocaat, they will be clearly labelled. 
However, those allergens that are used for 
alcohol distillates, such as the almonds 
used to flavour popular gin brands, such 
as Beefeater and Bombay Sapphire, do not 
have to be labelled by law as the allergen is 
considered denatured.

Reactions to the various ingredients 
contained in alcoholic drinks vary.

Trade Interchange’s ARCUS® Supplier 
Management Software provides cloud-
based solutions that:

• Allow suppliers to upload allergen 
policies and provide all necessary 
compliance data instantly for pubs, 
bars and breweries to review 

• Set up automated email alerts and 
reminder prompts to the suppliers 
to ensure allergen information and 
policies remain up-to-date and 
accurate

• Allow pubs, bars and breweries to 
collect allergen information from 
approved suppliers before selecting 
the products to stock

• Put the onus on suppliers to upload 
allergen information through tailored, 
online questionnaires to find out 
exactly what they need to know

• Save time and money through an easy, 
comprehensive, digitised platform

A person allergic to histamines may 
experience nasal swelling and congestion. An 
intolerance to sulphites can cause unpleasant 
symptoms, including lung irritation and 
asthma.

Breweries, pubs, bars, alcohol wholesalers, 
and wine & spirits merchants must all 
navigate the complexity of allergen labelling 
and compliance in often complicated supply 
chains.
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Changes in Lifestyle choices
Awareness of food and drink allergies has 
increased massively over the past two 
decades, with allergen labelling on menus 
now commonplace, along with ‘free-from’ 
aisles in supermarkets. This has been 
accompanied by development of in-depth 
knowledge and expertise in the foodservice 
and hospitality sector around the handling 
and labelling of potential allergens.

• Research conducted in 2019 estimated that 
the value of free-from food in the UK market 
was £470m. The study8 also found that 71% 
of respondents would consider buying free-
from foods in the future even though there 
were no allergy sufferers in the household.

• Research conducted by the Grocer9 in 2019 
found that the free-from market continues 
grew by 36% in comparison to overall 
growth of 2.3% in the grocery market. 

In the United Kingdom, soy-milk is one 

of the most popular alternatives to dairy 
milk9. However, with the rise in incidences 
of soy allergies and availability of healthy 
alternatives, manufacturers are introducing 
other non-dairy options, such as pea, 
cashew, and oats.

In the United Kingdom, the ‘free-from’ 
claims are regulated in accordance with 
the provisions of the General Food Law 
(Regulation (EC) No 178/2002). There are 
growing concerns of the marketing of ‘free-
from’ foods. In 2019 one leading food seller 
came under fire as its own-brand vegan 
range carried warnings across its product 
range of over 60 products. Despite labelling 
the products as ‘free-from’ it also included 
a warning stating ‘not suitable for milk or 
egg allergy sufferers’. This was due to the 
manufacturing facilities handling animal-
derived allergens such as eggs and milk. 

The FDF vegan labelling guidance further 
explains the difference between vegan and 
allergen labelling.
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Product Recalls
The negative impact of allergens in the 
supply chain remains significant. The sheer 
volume of suppliers in the food and drink 
industry makes the administrative burden that 
comes with tracking and monitoring of all the 
procedures a weighty one, but necessary.

A quick glance over the UK’s Food Standards 
Agency’s allergy news reveals the number of 
product recalls is high. Each month a long list 
of announcements reveals everything from 
undeclared milk to egg and pistachio being 
discovered in products.

As well as being highly dangerous for allergy 
sufferers, these incidents are expensive 
and wasteful. The process of recalling and 
destroying vast volumes of goods can cost 
millions. A recent survey conducted in the 
US by the Food Marketing Institute and the 
Grocery Manufacturers Association revealed 
that the average cost of a product recall was 
$10 million in direct costs alone.

The UK’s largest independent popcorn 
manufacturer, for example, had to be rescued 
from administration after a food safety recall 
contributed to a significant cash shortfall. At 
one time, this company supplied 90% of the 
cinema industry with popcorn.

The FSA recall, which focused on products 
containing milk – thus making them a health 
risk to those to those who are allergic or 
intolerant to milk or milk constituents – meant 
that the popcorn manufacturer had to be 
saved from collapse by a former director. The 

manufacturer had to recall 57 product lines 
due to concerns over undeclared milk in the 
products.

However, its creditors are expected to receive 
only 4p for every pound owed, and 43 of the 
once 97-strong workforce have been made 
redundant.

The costs associated with a product recall 
include: notification of regulatory bodies, 
supply chain and consumers; storage; 
destruction; unsaleable products; and 
additional labour costs from these activities 
plus investigations of the root cause. The 
reputational damage is another significant 
cost, which can knock value off the share 
price of a business.

Over 50% of procurement and technical 
staff surveyed think the main threat to 
brand reputation within the foodservice 
/ hospitality sector is food scares 
(allergens, antibiotics or bacteria)11. 
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The impact on the bottom line is substantial. 
According to another recent survey, from 
insurer Allianz’s Global Corporate & Specialty 
division, product liability and recall are the 
main drivers for business liability losses in the 
UK’s food and drink sector.

Food recalls relating to allergens, however, 
seem to be decreasing. There were only 
70 recalls in 2020, a significant drop when 
compared to 122 in 2019. Additionally, there 
have only been 30 recalls so far in 2021.

38% of respondents to our research 
conducted by 3GEM in 2019, think 

Transparency of ingredients is the best 
way of protecting brand reputation. 

When questioned on the most important 
thing to fall back on during a supply 
chain reputation crisis, 

86% of Head of Technical 

61.5% of Procurement Managers

54.5% of Legal department employees 

Answered: Up-to-date, reliable, and 
compliant data 
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The

CHALLENGES
What is holding the industry 
back?  
Research from Mintel has found that almost 
half (48%) of Brits are unsure whether or not 
allergen labels are clear, and a further 15% 
have no confidence in them at all. 

Trade Interchange’s research, conducted 
in 2018, confirms that foodservice and 
hospitality businesses are meeting this 
challenge head on, with the huge majority 
(84%) already working to improve visibility 
in the supply chain, a task which includes 
enhanced supplier management.

However, the risk of contamination from 
allergens is one area of concern. Nearly nine 
in ten (88%) of respondents to our survey 
believe more should be done to mitigate the 
risks of allergen contamination in the supply 
chain.

Perhaps this is because despite heightened 
awareness of risks around allergens, and 
clear lines of responsibility when it comes 
to controlling allergy sufferers’ exposure to 
them, there remains a startling number of 
instances where supply chains are negatively 
impacted.

Trade Interchange’s survey, conducted by 
3Gem, reveals a high awareness of the 
problems around allergens and the food and 
drink supply chain. A quarter of respondents 

(25%) think allergens are the most pressing 
issue in the foodservice and hospitality 
supply chain.

Our research also suggests that this 
heightened awareness isn’t limited to those 
who work in foodservice and hospitality, 
with 80% of respondents saying that their 
customers are requesting more information 
about allergens in the supply chain.

Why is this the case? As well as better 
knowledge of rare but high-risk allergies such 
as peanuts, clinical evidence suggests the 
number of people suffering from allergies is 
on the rise, referred to by many as an allergy 
‘epidemic’.

Allergic disease has also been linked to the 
modern lifestyle, including changing dietary 
patterns. The interest in ‘free-from’ products 
isn’t only driven by allergy sufferers, however, 
but also by those looking to make lifestyle 
choices in their diet. According to Nielsen, 
the free-from sector gained £33.8 million 
(+17.6%) in early 2020 when compared to the 
same period the previous year.

Why is this happening? Current thinking 
points to numerous factors, prime among 
them being that there are less suppliers and 
more complex operations.
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Supply of food and drink ingredients is 
concentrated among fewer but larger 
suppliers, sourcing through global supply 
chains. This means that when one supplier 
has a problem, it can affect many more 
consumers than in the past.

The increased complexity of today’s supply 
chain means effective management of risks 
related to allergens is crucial if businesses 
are to retain the trust of their customers and a 
positive brand image. Effective management, 
however, is getting ever harder to achieve.

Trade Interchange has developed its ARCUS® 
Product Information Management (PIM) 
module specifically for use in the food and 
beverage industry. The solution enables 
professionals to collect product specifications 
directly from their suppliers with tailored 
questionnaires, including allergens, 
ingredients, and nutritional information. 

88% of respondents to our survey believe more should be done to mitigate the risks of allergen 
contamination in the supply chain

Using ARCUS® Connect, the native API, 
product information can be pushed into 
downstream solutions, including recipe 
management solutions, ensuring that a 
single source of data is used throughout 
the entirety of the product information 
management process.

88% of respondents to our survey believe more 
should be done to mitigate the risks of 
allergen contamination in the supply chain

Connect
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The

FUTURE

The importance of access 
to data and how technology 
can help
According to a 2020 survey, 58% of 
restaurant operators who use technology to 
track allergens feel very confident about their 
food allergen management practices.

Since new EU-wide regulations came into 
force in December 2014, food and drink 
businesses have been required to provide 
information on the presence of 14 allergens 
(see The Hit List on page 3).

These new rules have been widely welcomed 
by foodservice and hospitality businesses, 
but it is generally accepted that more could 
be done. With growing awareness on the risks 
associated with the presence of allergens 
and increasing numbers of product recalls, 
regulations and compliance requirements 
around labelling of allergens and tracing of 
allergens is likely to increase.

We are already seeing this trend play out, 
with the UK’s Food Standards Agency’s (FSA) 
publication of a new report titled ‘Regulating 
Our Future: Why food regulations need to 
change and how we are going to do it’.

In it, the FSA talks about the UK’s ambition 
to continue to be a “strong, credible player 

in the global food economy”, and that to 
achieve this “the regulatory regime needs 
to keep pace with rapid changes in that 
economy”.

As well as changes to the way the 
industry operates – with more online 
activity, for example – leaving the EU will 
change patterns of production, trade and 
consumption. The regulatory system therefore 
needs to be flexible and responsive – both of 
which can only be achieved with visibility.

Of the 122 allergy recalls in 2019, 22% were 
due to undeclared milk, while 16% related to 
nuts that were not mentioned on the label. 

For this reason, clarity in the supply chain 
has never been so important – something 
our survey reveals as a view widely held by 
hospitality professionals. More than three 
quarters of those we asked (79%) believe 
supply chains in the food and hospitality 
industry should be more transparent.

As well as responding to the regulatory 
environment, providing more information 
for consumers just makes business sense. 
A 2017 study by the University of Bath on 
the preferences of those with allergies and 
intolerances when eating out found that 
the clearer labelling accompanying the EU 
regulations had a positive impact.

79% of respondents believe supply chains in 
the food and hospitality industry should 
be more transparent



13

For example, post legislation, 70% of food 
allergic and intolerant consumers feel 
more confident in asking staff for allergen 
information, while 44% of food allergic and 
intolerant consumers are more “adventurous” 
about eating out.

A 2017 study from the Centers for Disease 
Control (US) found that nearly 50 percent of 
food allergy-related fatalities occur in eating 
establishments.

Some 35% also reported an improvement 
in allergen information on menus. Overall, 
customers suffering from allergies and 
intolerances said that improved confidence 
in allergen information led them to eating 
out more frequently and that they were more 
likely to return to and recommend venues with 
staff that were helpful and attentive to their 
allergen needs.

Being able to guarantee food and drink 
options are allergen free is clearly a desire 
not only felt by consumers, but also many 
who work in the hospitality trade.

Delivering that guarantee is another matter, 
however, with high-risk posed by any 
mistakes, and the time it takes to deal with 
them is equally burdensome.

Collecting allergen policies before working 
with a supplier can give businesses the 
confidence that they have carried-out  
the correct due diligence, and that they 
can provide consumers with the level of 
information they so clearly desire.

Our new research shows that most operators 
surveyed use manual systems to manage 

such supplier information. Notoriously, these 
paper or spreadsheet based methods are 
difficult to manage and can be subject to 
human error.

Keeping supplier databases up to date 
manually requires significant investment in 
terms of the length of time it takes and the 
regularity with which it must occur – hence 
the supplier database is always at risk of 
becoming outdated or neglected.

Foodservice and hospitality businesses are 
increasingly judged on their ability to respond 
in a food or drink crisis. If a contamination 
in the supply chain occurs, it is paramount 
that an organisation has the relevant 
documentation quickly to hand to be able to 
prove its own due diligence. Without an up-to-
date supplier database this can be difficult to 
achieve.

Current developments in data and technology 
can make all the difference in a crisis. If an 
enhanced supplier management software 
system is in place, operators can easily 
maintain full visibility on where and how 
products are sourced, enabling them to limit 
the impact of any contamination and prove 
due diligence.

A growing number of businesses are looking 
for the ability to approve suppliers not only 
at an organisational level, but at a site level 
– for example by geography or accreditation 
levels. Responding to this demand, Trade 
Interchange’s technology has enhanced its 
software to achieve just this.

35% also reported an improvement in allergen 
information on menus
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Trade Interchange’s ARCUS® software

Trade Interchange’s proprietary ARCUS® 
Supplier Management Software enables 
professionals in the food and beverage 
sector to streamline their sourcing, supplier 
lifecycle, and product management activities 
through a single, cloud-based solution. All 
modules in the ARCUS® platform can be used 
standalone, in any combination, and in any 
order to match best working practices. 

ARCUS® Supplier Information Management 
(SIM) is a central platform for collecting, 
storing, and managing supplier data. This 
provides users with greater confidence in 
supplier approvals, greater levels of supplier 
compliance, and ultimately helps reduce 
supply chain risk to the brand.

Tailored questionnaires are sent to suppliers, 
who then directly enter information 
and upload corresponding documents 
themselves. This functionality allows suppliers 
to upload their allergen policies and any 
other required compliance data into the 
cloud-based system, allowing stakeholders 
to access these at any time and from any 
location. Configurable automated alerts 
and email reminders prompt suppliers to 
ensure these allergen policies, and other vital 
supplier information, remains accurate and 
up to date.

Additionally, ARCUS® Manufacturing Site 
Information (MSI) is a plug-in to ARCUS® 

SIM, and it allows users to collect, maintain, 
and manage manufacturing site-specific 
information for each of their suppliers’ sites. 

The plug-in enables detailed site-specific 
information, including the likes of allergen, 
halal, kosher, GFSI, organic, site insurance, 
and codes of conduct information of each 
site to be directly entered by the supplier. The 
automated scoring functionality can identify 
the suppliers and the sites which may provide 
the greatest supply chain risks. This process 
enables professionals with the responsibility 
for approving manufacturing sites to make 
calculated and accurate judgements when 
deciding which sites should be approved or 
approved with conditions, and which of those 
require an audit or should be rejected for use.

ARCUS® Product Information Management 
(PIM) is an innovative module that automates 
the process for collecting detailed, 
configurable product information directly 
from suppliers, while also providing a shared 
view and process for all relevant departments 
involved in the product on-boarding workflow.

The configurable, bi-directional workflows 
streamline product approvals by allowing 
users to approve batch products on a line-
by-line basis, and the comprehensive 360° 
dashboard provides complete transparency 
and a deeper level of understanding over the 
status of all products within the system.

DELIVERING SUPPLY BASE 
CONFIDENCE THROUGH A 
STREAMLINED SOLUTION
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For example, the quality and technical 
departments can collect allergen, 
nutrition, and ingredient information in the 
questionnaires, while the supply chain 
professionals can request information about 
packaging, pricing, and pack sizes.

Using the software’s native API, ARCUS® 
Connect, the system integrates directly with 
downstream systems that are commonly 
used in the food and beverage sector – this 
includes Fourth’s Recipe & Menu Engineering 
(RME) system and numerous ERP systems. 
This ensures that a single source of product 
data, that has been provided directly by 
the respective supplier, is used throughout 
the entire product information management 
process.

This document was published in collaboration 
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This document was published in 
collaboration with the Anaphylaxis 
Campaign, the only UK-wide charity 
focused on supporting those at risk of 
severe allergies. 

The Anaphylaxis Campaign has been 
providing information and support to 
patients and their families for over 25 
years, and their ultimate aim is to create 
a safe environment for all people with 
allergies by working with and educating 
the food industry, education facilities, 
and more.

The charity works with industry 
professionals to raise the profile of 
allergy and enable them to keep 
consumers safe. The corporate 
members give invaluable support for 
their work and in return the Anaphylaxis 
Campaign provides tailored information 
and advice. You can join as a Corporate 
Member of the Anaphylaxis Campaign 
today and receive information and 
advice to keep you and your business 
up to date with news and views in the 
world of allergy.



For more information, contact us:

www.tradeinterchange.com   

 +44(0)33 3320 9933
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