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with the classic gold bar, through a

complex process in which gold is milled
into wafer-thin sheets, flakes or dust, using a
technique known as gold leafing.

It is odourless, tasteless. What it brings to
the table is colour, adding a highly exclusive
and singular touch to a variety of dishes, des-
serts and drinks. For Mamen Martinez Pérez
Sevilla, manager of OROGOURMET, “using
gold and silver in the kitchen instils an added
and exclusive value into the dish that is being
prepared. It is the distinguishing touch per
excellence”.

Golden International Distribution offers its
clients four OROGOURMET product lines:
the Gourmet Line, products prepared di-
rectly for the end client which can be found
in'select delicatessens; the Professional Line,
an increasingly requisite range of products
marketed towards catering and hotel industry
professionals; the Industrial Line, wholesale
orders for companies that produce their own
brand names; and lastly, the Personalised
Line, a highly exclusive line envisaged as a
gift, complete with corporate packaging.

Edible gold is currently experiencing its
golden age, despite the crisis. It is easy to
mould and doesnot change with the passing
of time. A safe bet!
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