






























I t feels like these past 
six months have been the 
peak season for cooking. 
Between prepping for 
holiday spreads, 
keeping my New 
Year’s resolutions 
afloat, birthdays, 

you name it…I have been 
constantly engaged in perfecting, 
refining, and diversifying my cooking 
fundamentals, as well as my diet. The 
nice part of  working in the trade is access. For 
every recipe I search for, whether it’s slow-
cooked stocks, steaming, roasting, puréeing, 
or pickling creations...there is one thing that 
is consistent throughout: the rise of  fresh 
produce. Fruits and vegetables are not just 
another filler or a lingering counterpart to add 
texture—but the focus of  a plate. 

This leads me to the 23rd issue of  The Snack 
Magazine—which addresses the versatility 
of  fresh produce and the excitement around 
its evolution, as well as our own as a trade 
news publication. From the transformation of  
produce as the heart of  a dish, to the progress 
of  value-added packaged salads becoming 
the center of  a meal, we’ve got the latest and 
greatest in the industry for you this month. 

Just ask Ready Pac Foods CEO Tony Sarsam, 
who joins us in this edition of  The Snack to 
discuss Bonduelle’s recent acquisition of  the 
company, the macrotrends driving its program 
forward, and what strategies the produce 
giant has in store for the next five years  
and beyond. 

Check out Naturipe Berry Growers, a long 
lineage of  growers and marketers that grew 
to encompass the four companies that make 
up Naturipe Farms today. The family is 
celebrating its 100th anniversary this year, 
as one of  the most innovative and grower-
centric companies in our industry. As CEO 
and President Rich Amirsehhi, and CEO 
and President of  Naturipe Farms Dwight 

Ferguson, share with us, it is only with 
incredible partnerships and people that 
amazing quality berries can be cultivated.

Additionally in this issue, we highlight 
the journey of  Pacific Trellis/Dulcinea 

Farms, and map the two companies’ 
evolution together, as well as the 
road ahead of  these pioneers 
bringing their fruit to the forefront of  

the industry. As General Manager Josh 
Leichter shares, melons are top-of-mind. 

Reggie Griffin also joins us in Part 2 of  his 
conversation on Words of  Wisdom: Creating 
Better Relationships Between the Buy-side 
and the Supply-side to take the dialogue a 
step further and work on cultivating and 
understanding the buy-sell relationship in 
different, but beneficial, ways.

And as we continue to value and promote 
history and legacy at the forefront of  our 
stories, we bring you Giumarra Companies, 
whose grower-partner Agrícola Santa 
Teresa S.A., has reached its much-awaited 
centennial milestone.

There is also much, much more you will find 
in these pages, from Monterey Mushrooms’ 
Mike O’Brien to Calavo’s Joe Nava.

Looking toward the warmer months, you 
may be looking for a great way to bring 
spring into the produce fold. So, try out a 
recipe from our kitchen to yours, or rather 
our bar–the Easy Being Green Gin Cocktail–
and let’s tip a cup to cucumber and apples.

Enjoy the issue, and we will see you in May!

Cheers,

Jordan Okumura
Senior Editor
AndNowUKnow and The Snack

EDITOR’S LETTER
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WHAT’S THE VALUE OF A RESUME?
process. Our writers have taken all of this information 
and incorporated it into our resume writing strategy.

QUESTION:  I’ve heard that certain elements can 
confuse the software that processes resumes, such 
as using too many different fonts or using the wrong 
fonts. Is this true?

ANSWER:  In our experience, these issues have 
never been a problem because our resumes only use 
two fonts, and it’s completely fine to use one font for 
the heading areas and another for the content. As 
for “good” vs. “bad” fonts on a resume, you can find 
all kinds of opinions online regarding which font is 
easiest to read—serif vs. sans serif, easy-on-the-eyes vs. 
distracting, etc. We use a few basic fonts that we think 
present a professional resume that is easy to read.

QUESTION:  What type of resume makes the best 
impression? Basic and clean, bold and beautiful, 
formal and professional, or creative and colorful?

ANSWER: It depends! We think a resume should 
reflect both the personality of the candidate and the 
type of position for which the resume is intended. 
We’ve created all types of resumes for a wide variety of 
personalities and professions. Some candidates prefer 
a clean, formal format, while others prefer to make 

Joe Pro Resumes has come a long way 
since it began in 2013. As we’ve grown, 
our formats and strategies have evolved, 
our services have expanded, and we now 
provide resumes for people in all sectors of 

the workforce outside of the produce industry. But 
over the years, we’ve noticed that the same questions 
keep coming up—questions asked by clients who 
just want to make sure they have the best resume 
possible. We thought we would address some of these 
questions we receive, since so many of our clients look 
for answers on the internet and receive widely varying 
results, some of which are contradictory.

QUESTION:  Does Joe Pro Resumes use a specific 
strategy or approach that is different from other 
resume writing services?

ANSWER: Yes. Joe Pro Resumes offers a unique 
approach to resume writing. Our team consists 
of industry-specific recruiters, executive search 
consultants, sourcing specialists, resume screeners, 
technical writers, and industry experts. Our resume 
writers collaborate with these knowledgeable team 
members to create resumes that appeal to the client’s 
target job or company. Since we screen hundreds of 
resumes each week, we’re able to instantly recognize 
what does and does not work in the resume screening 
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a bold statement with their resume. The final decision 
is made by taking into consideration a combination of 
factors, including the client’s preference, our recruiting 
team’s recommendation, type of position, and professional 
level of the candidate. 

QUESTION: Is it a good idea to tailor my resume to 
specific job opportunities?

ANSWER: Yes. Whenever possible, we think it’s helpful 
to optimize your resume for the specific position or 
company. You can accomplish this by emphasizing the 
skills, experience, and accomplishments that best match 
the requirements of the position or company culture. Read 
the job description carefully, then showcase the strongest 
areas where you and the employer match up.

QUESTION: What happens to my resume after I apply for a 
job online?

ANSWER: When you apply for a job online, you are most 
likely uploading your resume to a database. Most online 
job portals, recruiting agencies, and executive search 
companies use Applicant Tracking System (ATS) databases 
to collect, store, and retrieve resumes for current and 
future job opportunities. At Joe Produce Search, the 
Executive Search division of Joe Produce, we use our 
own private, confidential database for this purpose. Our 
database is continuously updated and searched for 
potential matches between open positions and candidates.

QUESTION: Why did you remove my street address 
from my resume?

ANSWER: For confidentiality, we prefer to list only 
your city and state. If your street address is listed, 
anyone who reviews your resume can easily search 
online to find information about your residence. A quick 
Google search can reveal private, unnecessary details 
to a potential employer, such as your neighborhood 
type, rent vs own status, home value, date of purchase, 
for sale, etc. Unfortunately, it’s possible that any of 
these details could influence an employer when making 
decisions related to compensation, relocation, etc.

Rex Lawrence,
Founder & President of Joe 
Produce® was born & raised in 

Salinas, CA. His 30 years in the 

produce industry include positions 

in senior sales, marketing & 

management for some of the 

industry’s leaders. Rex and his 

team truly understand that finding the perfect “fit” is about 

more than matching a skill set with specific job requirements. 
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3 My son (and 
shopping partner). 

6

2

MIMI CORSARO
VP Marketing & Director Export Sales,

Giumarra Vineyards

MY FAVORITE THINGS

Specializing in sales to export markets for Giumarra’s domestic grape crop, 
while overseeing marketing for Giumarra Vineyards and the ARRA grape 

breeding program, this exec is helping to raise the bar on quality and flavor 
at one of  the most well-known and respected table grape companies in our 

industry. With all that responsibility, we had to know, what does she do in her off 
time, and what are a few of  her favorite things?

1

7 Grapes

6 Bike Riding4 Music

1 Zumba

8 9Eating

5 Game of Thrones

Ridgely32 Dolly

Equal parts 
awe, fear, and 

exhiliration. Yes, I’ve read the books. 
Twice. Don’t judge me. 

”
“Dancing 

takes me to 
my happy 
place.  

From street cart, 
to fine dining, to 
cooking at home, 

I’m all about 
experiencing new 

dishes, flavors, 
and techniques. 

87

5

I have to make her look 
tough to counteract the 

name...

Mystic Dream 
Black Seedless 

(ARRA 32) – 
Delish!

4

Listen or play 
favorites, including 
Radiohead, Muse, 
and Coldplay. 

Either for work or 
pleasure, so many places 
to discover! Next on the 
list–Spain and Peru.   

“

Travel

”
9

”
“
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elationships are key in 
this industry. And that 
doesn’t stop when growers/
shippers/processors hand 
over product at the end 
of the supply chain and 
the retailer takes the ball. 
It is to the benefit of each 
side of this relationship 

to invest more in the time, patience, and 
understanding it takes to build a partnership 
and allow the expertise each party brings to the 
table to help fill in the blanks. This is a two-way 
street, and both sides need to invest in the future 
together. In part one of this two-part series, we 
discussed the healthy tension that resides, in any 
negotiation; how contracts or “commit to grow 
agreements” for key categories allow both sides 
to work collaboratively; and how, as consolidation 
continues, both buy-side and supply-side 
companies should have both a long-term 
strategy, along with short-term buy-sell tactics. 
In this section, we take it a step further and work 
on cultivating and understanding the buy-sell 
relationship in a different, but beneficial, way.

R 1

WORDS OF WISDOM
Creating Better Relationships Between the 
Buy-side and the Supply-side

By The Snack Contributor 

Reggie Griffin
Founder of Reggie  
Griffin Strategies

PART 2

WHILE SHORT-TERM, BUY-SELL TACTICS ARE 
NECESSARY, FIND WAYS TO MOVE MORE TOWARDS A 
COLLABORATIVE PARTNERSHIP

Yes, I know, easier said than done. A program based on a 
partnership can offer more benefits and advantages than not 
these days. Collaborative partners can achieve differentiation 
this way—but only by working in cooperation. Sometimes, it 
even takes the retailer being open to the fact that the supply-
side may be able to help them solve some of their problems 
when addressing the needs of the Ultimate Customer. I use 
the term “Ultimate Customer” to refer to the person who 
buys at retail or orders at foodservice. This distinguishes 
between the Ultimate Customer and the supplier’s retail 
customer. Every step in the supply chain of fresh produce 
needs to have a laser focus on the Ultimate Customer as that 
will drive all the decisions that retailers make. If they can help 
the retailer make better decisions, they are one step closer to 
being the proverbial Collaborative Partner.
 
But, it also means that both sides need to be more 
transparent and honest with each other. Looking at the 
negotiation as “I have to win” versus “we both can win” is 
not conducive to solving the real problem, which is: What 
are the needs of the dynamic Ultimate Customer and how 
do we solve them?  So, let’s touch on a couple areas where 
collaboration is key and where it works.
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2
A

B

3

EXCLUSIVITY

REMEMBER, YOU ARE ONLY 
ONE SIDE OF THE EQUATION

LET’S TALK ABOUT SOMETHING CALLED 
“LABEL CLUTTER”

EVERY RETAILER KNOWS THAT TO WIN WITH 
THE ULTIMATE CUSTOMER TODAY, THEY HAVE 
TO “OWN” FRESH AND THAT MEANS THAT YOU 
MUST ALSO OWN THE “SPEED OF FRESH”

Let’s talk about proprietary varieties or 
club varieties as a model. There are several 
companies that have done fantastic work in 
developing better-tasting products. You’re 
familiar with Driscoll’s, who has been a leader 
in not only proprietary varieties but also has 
nurtured exclusive relationships as well. If you 
want that berry in your store, whether you are 
Kroger, Wegmans, or Gelson’s, you are going 
to need to build a partnership with them. But, 
let’s take this out of the produce world and 
look at the supermarket in general. Take the 
Boar’s Head model. Boar’s Head is a premium 
deli-style lunch meat company. Anyone at 
retail knows that at this level of exclusivity, if 
you want Boar’s Head meat in your deli, there 
are virtually no negotiations. Retailers pay the 
company’s price, will train grocery staff the 
way that Boar’s Head wants them trained, and 
the retailer is going to do it exactly how the 
company wants it–or Boar’s Head will pull the 
plug. The company is protecting its consumer 
brand. This same model and partnerships are 
virtually the same with Starbucks and other 
consumer brands that retailers feel they must 
have to satisfy the wants and needs of their 
Ultimate Customers. But, you must relinquish 
a bit of power in order to reach this level of 
exclusivity. You have to create mutual value. As 
a retailer you can help them better understand 
the Ultimate Customer and as a supplier, they 
can better help the retailer with a multitude  
of things.

The retailer is not always the smartest person in 
a meeting. And vice versa! There are things that 
the supply-side can bring to the table that have 
nothing to do with the price of a box of anything. 
That might be category management, it might 
be market studies, or consumer insights…there 
are many areas that a supplier can identify that 
increase or decrease the bottom line. Today, many 

This might be my own personal bias, but 
it used to drive me crazy to walk into a 
store and see multiple labels on the same 
commodity. From the customer point 
of view, this is label clutter and sends a 
message you might not want. No matter 
who your collaborative supplier is, there 
will always be a time when you might 
have more than one label due to growing 
conditions, etc. But do you really want 
four to five labels in your berry case or 
grape display just because you are bidding 
out your needs? What message do you 
send to the Ultimate Customer?

To own the speed of fresh, you need to have a 
supply-chain that supports you, and grower/
shipper/marketers that support you. And that 
comes from building better buyer-supplier 
relationships. Many retailers today do not 
have a full understanding about the planting 
and harvest cycles, cooling times, or “cut to 
cool and ship” cycles of their key partners. 
It is not their specialty. If both sides open up 
and begin to create a dialogue about what 
is needed to give the Ultimate Customer 
fresh product (branded or not) and listen to 
each other, this collaboration will help you 
own fresh. Take it from someone who was a 
produce buyer and worked with buyers for 
most of his career, the key to creating better 
buy-side and supply-side relationships is to 
listen and collaborate, to promote growth and 
not stasis.

Reggie Griffin has over 40 
years of experience in the 
retail grocery business, both in 
Merchandising and Operations 
with the last 10 years as the 
Corporate Vice President of 
Produce & Floral Merchandising 
and Procurement at Kroger. 
Kroger’s team was responsible 
for both produce and floral sales 
for one of the largest traditional 

supermarket chains in the U.S., 
with a floral operation that is still 
one of the largest in the world. 
Reggie has been active in the 
produce industry, serving as the 
2011-2012 Chairman of the United 
Fresh Produce Association (UFPA), 
past Board Member of Produce 
Marketing Association (PMA), 
and past Chairman of Produce 
for Better Health Foundation in 

addition to serving on several 
industry-advisory panels. He now 
owns Reggie Griffin Strategies 
LLC, a business committed to 
“Growing the Ultimate Customer” 
and working with clients both 
nationally and internationally. 
Reggie’s dedication and passion 
is to drive positive growth for his 
clients, coupled with long-term 
marketing insights.

retailers have an infinite amount of customer 
data from their loyalty cards. Do you share 
any of this to help your suppliers help you? Or 
is this just another income stream?
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MENTORS IN 
THE MAKING

The mentors

Joe Nava
By Eva Roethler

Here is what they 
have to say about 
Joe Nava…

F YOU HAVEN’T MET JOE NAVA, 
you want to meet Joe Nava.

That’s the sentiment I took away from my first 
phone conversation with the Senior Account 
Manager at Calavo. Joe exudes charisma; he’s 
the kind of friendly, humble, happy-go-lucky 
person who is effortless to talk to. And, having 
had his first foray into the world of produce as a 
student attending a PMA Fresh Summit alongside 
a produce heavy-hitter like Dick Spezzano, 
President of Spezzano Consulting Services, you 
can clearly see the good fortune he’s started a 
notable career on.

Since that fateful trade show where he got “bit by 
the produce bug,” mentorship has been a crucial 

component of Joe’s professional path. Having come 
from outside the industry, that first Fresh Summit and 
the people he met there changed his life. As someone 
who benefited immensely from mentorship at the dawn 
of his career, it’s now a cause he’s passionate about 
passing along, speaking at every Center for Growing 
Talent event he gets invited to—of which there are many. 

“It’s my duty to share my experience and entice 
people to join this incredibly sincere and welcoming 
community,” he tells me. “People outside of produce 
may have an idea of what it might be like; but until you 
are actually in the industry, you don’t realize there is a 
whole world to explore, from agtech to accounting.”

And Joe has explored much of it. He has traversed a 
variety of roles from Famous Software, to Driscoll’s, to 
Mission Produce, to his current position with Calavo. 
Along the way he’s had many mentors. Alongside Dick 
Spezzano, Joe mentions Heather Hammack, President 
of Famous Software, and Rob Wedin, Vice President of 
Sales and Fresh Marketing of Calavo Growers.

“Dick is the quintessential ‘produce guy,’” Joe tells me. 
“At that first PMA Fresh Summit he took me to every 
single dinner, session, and event. It was incredible. He 
knew everybody, and wasn’t shy about introducing me 
to them. I made so many connections. To this day he 
checks in on me and shares his expertise freely. He’s  
like an encyclopedia. He made sure I was set up for a 
great career.”

Dick Spezzano

I’m proud to say I’ve had some influence 
in Joe’s life and career. Joe was my 
student at the 2005 Fresh Summit’s 
Career Pathways program. We spent a 
lot of time attending workshops, events, 
and on the convention floor. As we 
walked, I introduced him to Michael 
Hollister of Driscoll’s and Steve Barnard 
of Mission Produce, among many other 
leaders. We talked and talked about 
the opportunities in this industry, and 
I encouraged him to follow up with the 
great connections he’d made during the 
weekend. He did follow up, and soon 

President, Spezzano  
Consulting Services

"

"

he was an intern at Driscoll’s. He has 
been in the industry since, moving on 
to a full time sales position at Mission 
Produce, where he worked hard, and 
now to Calavo. When we see each 
other, we always catch up about his 
life and career. During a Center for 
Growing Talent by PMA event,  I asked 
him to speak to 12 students, and he 
did an outstanding job conveying the 
magic of this industry. I can say I’ve 
learned a lot from him too, about 
how millennials view work and life as 
consumers.

I

Sponsored By
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Joe Nava
Senior Account Manager,

Calavo Growers

When Joe talks about his experience with Heather 
Hammack, you can hear the reverence in his voice. 
As one of his earliest mentors after starting to work 
in produce, he clearly holds her in high esteem.

“Heather has been such a great mentor and sets 
the bar high for professionalism. The presence of 
women in leadership has grown in recent years, 
and she hasn’t let a single challenge ever stop 
her. Heather demonstrates what it means to do 
business with class,” Joe says. “She has been  
a great role model and has given me so  
many opportunities.”

Then we land on his current role at Calavo Growers. 
Rob Wedin comes up, and Joe smiles.

“I call him the Avocado Guru because he is such a 
legend!” Joe shares. “He groomed me to be a better 
person and sales professional. Thanks to him, I’ve 
evolved to understand the avocado industry so 
much more than I ever could have dreamed. He is 
unbelievably knowledgeable.”

While the industry notables Joe was fortunate to 
meet early on gave him a springboard for his career, 
his authenticity and attitude have clearly carried 
him this far—with no signs of stopping. 

And, in this industry full of genuine people, luck is 
really just about showing up.

"

"

Joe Nava is a great fit at Calavo—his words—
and they are quite true. Joe loves to sell, 
there is no doubt about that! Together, Joe 
and I are taking the time to help deepen 
his understanding of our avocado business 
and our team. It’s really working, and we’re 
having a lot of fun while we’re at it. His 
ambition and courage are key traits leading 
to his current success.

Rob Wedin
VP of Sales & Fresh Marketing,

Calavo Growers

Heather Hammack

Joe Nava is simply one of a kind.  His enthusiasm 
is contagious; he’s always wearing a smile, and is 
willing to go the extra mile. Watching his career 
over the last decade has made me very proud. I 
met him back when he was still attending Cal Poly 
at San Luis Obispo, and have known him through 
his summer internship with Famous Software to 
his current position as a produce professional 
with Calavo. He has such an amazing work ethic, 
and his future is limitless. He’s been a fantastic 
produce industry advocate, spreading enthusiasm 
everywhere he goes. He’s just fun to be around. I 
always look forward to catching up with him at 
industry events.

President, Famous Software

"

"
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up
close

A closer look at 
bako sweet’s sweet potatoes

T
hings are getting steamy this 
year, with a hot new addition 
from Bako Sweet. Showcasing 
both a convenient and nutrient-

packed produce innovation, Bako 
Sweet is delivering a heart-healthy 
and vitamin enriched ready-to-
eat item with the newly designed 
Microwaveable Steam Bag. Grown in 
the “sweet spot” of California, each 
24 oz steam bag is packed with four 
deliciously hand-selected Petite 
sweet potatoes ready to enjoy in just 
10 minutes. The precision ventilation 
allows each potato to cook thoroughly 
while preserving the great taste and 
texture these Petite sweet potatoes 
are known for. 
 
These specialty items are available 
year-round thanks to the newly-
renovated Bako Sweet facility 
in Arvin, California. Bako Sweet 
welcomes this expansion with 
sights set on supplying high-quality, 
flavorful product to retailers across 
the country.  
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BAKO SWEET SWEET POTATO NOODLES

3-4 medium Bako Sweet sweet  
potatoes, spiralized
2 tbsp virgin olive oil
½ tsp crushed red pepper flakes
2 cloves garlic, minced
½ tsp Kosher salt
1-2 small fresh basil leaves, for garnish
1 tbsp grated Parmesan, for garnish

For more delicious, healthy, & easy-to-prepare  
recipes visit www.bakosweet.com.

servings: 1

Wash and peel the sweet potato. 

Using a spiralizer, choose the blade that will create noodles 
closest to spaghetti or linguini. Now, have fun and spiralize your 
sweet potato! 

In a medium saucepan, heat olive oil over medium heat. Once 
the oil is thoroughly heated, add the garlic and pepper flakes. 

Sauté for 2-3 minutes, moving the garlic and pepper around to 
avoid burning. Add the sweet potato. Using tongs, toss together 
frequently; add the salt while tossing. 

Continue cooking until sweet potato noodles are softened to your 
liking, at least 5 minutes. For al dente texture, 5-6 minutes, for 
softer texture, 5-7 minutes. 

Transfer to a plate and sprinkle with Parmesan and basil. 

1
2

3

4

5

6

Bako Sweet
Sweet Potatoes

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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TAKING THE PULSE OF 
THE CONSUMER LANDSCAPE

“We are accelerating our 

growth with four key 

macro-trends: health, 

convenience, value, and 

indulgence.”

- tony sarsam

Tony Sarsam
CEO, Ready Pac Foods

READY PAC FOODS

by Jordan Okumura

A CONVERSATION WITH CEO TONY SARSAM

T he produce department 
is fresh food theatre at its 
finest. You have your drama, 
your intrigue, and your art. 
And even more so, you have 
your players striving for the 
spotlight. In the competitive 

landscape of fresh produce, the consumer 
basket is changing, and one of those categories 
bringing flavor, vibrancy, and excitement, to the 
stage is within fresh prepared meals, or as I like 
to put it–the “Band-Aid free zone.” Locate the 
value-added produce and salads section, and 
the wall of salad art will stop you in your tracks. 
Helping to lead the charge in this category,  
is Ready Pac Foods, U.S. producer of 
convenience fresh meal solutions, salads,  
and fresh-cut produce.

Having recently entered into an agreement to 
be acquired by France-based, global vegetable 
titan Bonduelle, Ready Pac Foods Chief 
Executive Officer Tony Sarsam joins me from 
his desk in Los Angeles, California, to dish on 
the company’s plans for growth, what tenets 
are driving the company forward, and how the 
recent acquisition provides more fuel for its fire.
 

“As we look to the rest of 2017 and beyond, 
we are accelerating our growth with four key 
macro-trends: health, convenience, value, and 
indulgence,” Tony shares with me. “Through an 
intense and dedicated focus on what is missing 
and needed in the market place, we found that 
these areas of distinction align with Ready Pac 
Foods’ vision for value-added offerings and 
fresh produce progress.”

These four macro-trends have played a central 
role in defining Ready Pac Foods’ strategy and 
innovation over the last several years. In fact, 
they played an integral role in establishing the 
company’s mission–Giving People the Freedom 
to Eat Healthier. The company’s vision and 

signature strength help them further differentiate 
from competitors, giving Ready Pac Foods a  
true purpose and identity.
 
HEALTH, CONVENIENCE, 
VALUE, AND INDULGENCE
 
So, what exactly do these macro-trends 
communicate about Ready Pac Foods’ focus 
over the next five years?  Are they fads for 
the short term, or points of differentiation 
that the company sees as long-term areas for 
increasing profitability for the company and their 
customers? I put these questions to Tony.

“The desire of consumers to have higher value, 
more complete eating experiences made us 
look at our evolution as a company and the 
need to reflect that desire,” he shares, adding 
that it was clear to the team that they all were 
more than a commodity chopped salad and 
produce company. “We shifted our strategy and 
focus as part of that evolution. We are a fresh 
food company. This opened up more options 
and possibilities for us to meet the needs of our 
consumers who want innovative fresh prepared 
meal and snacking options that are healthy, 
convenient, and accessible. These trends are 
not a fad, and we are not just looking for line 
extensions. We are focused on the macro-trends 
which is one major driver of our innovation.”

As consumers’ tastes change, Ready Pac Foods 
works hard to innovate and keep up with these 
trends—which is where convenience, healthy
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Tony engaging with the Ready Pac Foods team.

“this all points to the 

fact that consumer 

expectations around 

convenient meal 

solutions will continue 

to grow, and we will 

continue to leverage 

our expertise and 

history in fresh to 

fulfill this need.”

-TONY SARSAM

foods, and value come in. For indulgence, 
consumers are seeking bolder flavors 
within convenient fresh meal solutions, 
salads, and fresh-cut produce, Tony notes.
 

“Their demand for flavorful experiences 
doesn’t stop at the chip aisle. We continue 
to see consumers who are variety-seeking, 
looking for ethnic and regional flavors, as 
well as seasonal and limited-time offerings. 
We have worked hard to provide this,”  
he says.
 
In the end, it is about delivering a 
consumer experience that fulfills a 
consumer’s wants and needs, while also 
creating value for the retailer, foodservice 
partner, or online buying community. 
Trends help guide Ready Pac Foods 
to where the pulse of the consumer 
landscape is, or is going. The growth of 
fresh foods in the perimeter of the store 
continues, and fresh vegetables have  
been a focus.
 

“Over the past five years, there has been a 
significant increase in fresh food offerings 
as there is more and more consumer 
demand,” Tony tells me.
 
Additionally, there has been significant 
growth in fresh prepared foods, driven 
most recently by the expansion of added-
value fruits and vegetables. 

Coupled with consumers looking for 
convenience in the foods they purchase, 
the demand for more prepared fresh 
food will just continue to grow. In fact, 
according to Nielsen, the prepared foods 

market is forecasted to grow at an annual 
pace of 4.5 percent through 2019.

“This all points to the fact that consumer 
expectations around convenient meal 
solutions will continue to grow,” Tony  
shares, “and we will continue to leverage  
our expertise and history in fresh to fulfill 
this need.”
 
2017 AND BEYOND

“As I mentioned before, we have a five-year 
plan that is designed for significant growth 
and it comes down to leveraging those 
macro-trend areas,” Tony shares, adding 
that currently the company’s fastest 
growing segment is the complete meal 
segment with it popular line the Bistro 
Bowl® opening the doorway for other  
such innovations.

There has been a lot of growth around 
the Bistro Bowl and the permutations that 

have since followed, including line extensions 
to the Bistro Bowl, different size portions, and 
flavor profiles.
 

“Looking ahead, we see our success dependent 
upon our efforts to get these items into 
locations and regions that are challenged by a 
lack of fresh options,” Tony mentions, noting 
that this means getting more alignment with 
quick-serve restaurants. “We believe we can 
help our customers find a way to get good 
fresh solutions for their consumers and  
not only fulfill the fresh need, but expand  
its presence.”
 
Ready Pac Foods is also looking to get its 
value-added fresh meals into more retailers 
that have struggled with these solutions as 
well, including dollar, drug, and convenience 
stores. These are all incredibly important key 
strategic places where Ready Pac Foods can 
play a very favorable role for consumers.

THE MAN AT THE HELM
Tony, who joined Ready Pac Foods in 2013, has 
led the company to significant growth and 
profitability through his focus on expanding 
and evolving fresh prepared meals and driving 
operational excellence. Strengthening the core 
of the organization around a mission of “giving 
people the freedom to eat healthier,” Tony has 
assembled an outstanding leadership team 
and a company set on a significant growth 
trajectory for the foreseeable future.
 
These strategies, and the know-how to execute 
Ready Pac Foods’ business model at such a 
highly effective level, did not just come to  
Tony overnight.
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Bringing a vast repertoire of food industry 
knowledge managing world-class 
operations and driving innovative product 
development, across the U.S., Tony has 
much experience to draw from.

Before his tenure with Ready Pac Foods, 
Tony was President of the Nestlé USA 
Direct Store Delivery Company, which 
serves Nestlé’s frozen pizza and ice cream 
businesses and is one of the world’s largest 
frozen DSD sales organizations. Tony joined 
the company as Executive Vice President 
of Operations and Supply Chain in 2006, 
after Nestlé acquired Dreyer’s Ice Cream. 
He was responsible for manufacturing, 
procurement, and managing the supply 
chain. Tony later served as the Executive 
Vice President of Sales and Operations with 
responsibility for sales, manufacturing,  
and distribution.

Prior to joining Dreyer’s, before this leg 
of his journey, Tony called the Frito-Lay 
business home, where he was brought into 
the titan’s fold as an Associate Engineer 
before progressing through a series of 
significant leadership roles including Plant 
Manager, Director of Finance, and Region 
Vice President for Sales and Distribution 
in the West. He also led the development of 
Frito-Lay’s and PepsiCo’s overall Sales and 
Supply Chain strategy as Vice President of 
Go-to-Market Strategy.

So, what is it about these leadership roles 
that truly drives Tony?

“Over time, I got into a rhythm where I 
was managing increasingly-large ‘people 

organizations’ and learning how to take the 
people part of the equation and leverage that 
for greater success and results,” Tony says.

And that has been really thematic in Tony’s 
career: investing in the people—this is a 
phrase Tony uses a lot, and with incredible 
passion.

“One of the overarching stories from my 
early career was that I found myself in a lot 
of ‘turnaround’ types of situations, like with 
Frito or Nestlé back during their respective 
challenging times,” Tony says. “And I really 
focused on how to get the team aligned to 
solve their problems, and the risks that I 
typically took were about investing in people 
and in accountability systems.”

THE READY PAC FOODS 
DIFFERENCE

“When I came to Ready Pac Foods, the 
company was eager for a turnaround, from 

the company culture and the value it 
brought to employees, to its profitability 
and diversification,” Tony tells me. 

“Ready Pac Foods already had a great 
history of innovation with products 
like the Bistro Bowl and had assets and 
liabilities I could easily identify and 
work with. How could I not accept the 
challenge?”

So, Tony invested in the people. In order 
to do this, Tony knew the company 
needed to spend the money to make the 
turnaround happen, and he needed to 
define a sense of purpose that was bigger 
than just pay and incentive programs, 
bringing more tools to the staff teams, 
and offering education in the workplace.

As a result, the team created the 
Ready Pac Foods Difference, and its 
mission, Giving People the Freedom to 
Eat Healthier. This became the team’s 
motivating battle cry and informs how 
the company chooses to go to market, 
how they decide what regions and 
retailers to begin to expand their reach, 
and to what end Ready Pac Foods’ vision 
hoped to execute.

“We have now distinguished ourselves 
with a vision as a company with a 
signature strength around great 
innovation, and we are really committed 
to providing more healthy options 
and access,” Tony says. “From the last 
hands that touch the product before it 
ships out to our customers, up to senior 
leadership.”

“we have now 

distinguished ourselves 

with a vision as a 

company with a signature 

strength around great 

innovation and we 

really are committed to 

providing more healthy 

options and access.”

- tony sarsam

Tony, at work and at play.
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When I say “team,” I mean team. Ready 
Pac Foods brought together approximately 
300 of its associates that were given the 
opportunity to voice their opinions and 
think about what the words “Giving People 
the Freedom to Eat Healthier,” meant to 
them. And these areas of insight have 
helped fuel Ready Pac Foods’ company 
culture and how it goes to market.

Tony saw a true need to elevate the people 
who were integral in the company’s success 
and so set out to create more opportunities 
to recognize their successes, stories, and 
milestones. For example, setting up a 
company newsletter that has stories about 
the associates that make the company 
thrive; new people that have been hired, 
employee anniversaries, babies…you  
name it.

Tony also conducts live “town hall 
meetings,” if you will, amongst many other 
employee initiatives, bringing employees 
together at each of the plants to discuss 
quarterly earnings, financial breakdowns 
on how the business is performing, and  
the goals for the company, as well as lots  
of recognition.

“If each employee is invested in Ready Pac 
Foods’ success and the vision then they 
will also feel ownership in that success and 
the great work that we do to get fresh meal 

solutions to consumers across North America,” 
he says. “We want to recognize our people on 
the front lines. We want to tell our employees, 

‘you matter.’”
 
A NEW FAMILY:
BONDUELLE’S 
ACQUISITION
 

“We had a number of energetic suitors,” Tony 
shares. “But, Bonduelle surfaced as an ideal 
company that Ready Pac Foods could align 
with because it was a team that was incredibly 
familiar with what we do, they have been in 
the food business for a long time, and have 
distinguished themselves as innovators 
in canned and frozen produce, with a very 
vibrant fresh produce business in Europe  
as well.”
 
As Bonduelle looked to globally expand 
in North America, Ready Pac Foods came 
into view. Similar values and goals further 
benefited the union and with a growth-
oriented philosophy, Bonduelle looked to be 
a better suitor than perhaps a private-equity 
ownership would be.
 

“I believe Bonduelle will be more expansive 
in their thinking about how investments are 
made in our business,” Tony notes, adding 
that Bonduelle’s acquisition of Ready Pac 
Foods will help fuel the growth of both entities 
in the fresh food space and will make the U.S. 
the largest country of operation for Bonduelle. 

Ready Pac Foods will benefit from a 
greater level of investment in its growth, 
innovation, and global reach.
 
Another benefit is that there will be no 
changes to Ready Pac Foods’ senior 
leadership team, and Tony will remain 
at the helm as Chief Executive Officer, 
reporting directly to Christophe Bonduelle.
 

“This is a fantastic new chapter for our  
3,500 associates and a great step forward,” 
Tony says.
 
And who is Bonduelle? Registered as 
Euronext: BON on the French stock market, 
this company is a world leader in healthy 
living through vegetables, with products 
across fresh, processed, canned, and frozen 
goods. While terms of the transaction have 
not yet been disclosed, it is expected to 
close by the end of March 2017 following 
routine regulatory reviews and approvals. 
Upon closing, Bonduelle, with more than $2 
billion in revenue, will acquire 100 percent 
of the common stock of Ready Pac Foods, 
and plans to run the business as a wholly-
owned subsidiary, becoming its largest 
business unit.

With a new family to help put Ready Pac 
Foods’ foot on the gas pedal of innovation, 
growth, and expansion, the road ahead 
looks fresh for the taking.

HEALTH. CONVENIENCE. VALUE. INDULGENCE.

romaine & iceberg
lettuce

celery

bleu cheese
dressing

walnut
pieces

red & green
cabbage

grape 
tomatoes

bacon crumbles

radishes
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LIBATIONS

by Robert Schaulis

FOR ALL OCCASIONS:
Easy Being Green Gin Cocktail

ooking for a perfectly-refreshing 
cocktail to accompany temperate 
spring evenings? The Easy Being 

Green Gin Cocktail is a welcome addition 
as we transition from winter weather to the 
season’s warmer days and balmier nights.  

This herbaceous cocktail, with a pleasant 
tartness and cool green color, is loaded with 
crisp flavors and fresh ingredients. And with 
more fresh fruit and vegetable suppliers 
offering consumers and retailers alike a one-
stop shop for all their year-round produce 
needs, Easy Being Green can become a staple 
for months to come.

A sweet-and-sour drink with delicate botanical 
notes, Easy Being Green combines the grassy 
nip and subtle bittersweetness of cucumber, 
the bright tanginess of Granny Smith apples, 
and the pleasant acidity and effervescence of 
freshly-squeezed lemonade.

Counterbalanced by the piquant piney notes 
and subtle spice and floral overtones of gin, 
the cocktail conjures memories of spring 
rains, undulating green hills, cool grass, and 
exhilarating starlight.

And while the drink’s madcap Muppet-themed 
name might not inspire confidence in the 
connoisseur, a sip of the stuff should be 
enough to assure you that Easy Being Green 
is a serious spring cocktail. Besides, as Emily 
Dickinson once noted, “A little Madness in the 
Spring / Is wholesome even for the King.”

L

INGREDIENTS DIRECTIONS
1 Granny Smith apple, core removed
⅓ English cucumber
½ oz gin
½ oz simple syrup
1 Meyer lemon
1 sprig of mint
Ice

Juice apple and cucumber into a 
Collins glass or tumbler. 

Add gin, ice, simple syrup and a 
squeeze of Meyer lemon, and 
garnish with mint.

1

2
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Source |  IRI, Freshlook, Total U.S. Mulo, 2016 
(Food & Drug, Grocery, Mass, Walmart, Club Dollar, and Military DECA stores) 
Source |  IRI, Freshlook, Total U.S. Mulo, 2016 
(Food & Drug, Grocery, Mass, Walmart, Club Dollar, and Military DECA stores) 
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Based on total consumption of 
blueberries in raw forms (fresh, 

frozen, puréed, and dried) 

Source |  U.S. Highbush Blueberry Council 
(Hebert, 2013 Usage & Attitude Study) 38 / APR 2017



Source |  Highbush Blueberry Council 
(SMS Research, Opportunities Assessment Study 2016) 
Source |  U.S. Highbush Blueberry Council 
(SMS Research, Opportunities Assessment Study 2016) 
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Josh Leichter, General 
Manager, Dulcinea Farms
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or me, like many others, my 
memories of the arrival of spring and 
summer are inextricably tied with 
the rich flavors of a ripe melon. No 
matter how old I become, the warm 
weather never fails to pull me back 
into those lazy afternoons lying in 
the grass, the hum of the sprinklers 
in the background, and a juicy melon 
in hand. Little did I think back then 
about what it took to bring that 
melon to my mother’s shopping cart.

That’s where Dulcinea Farms comes 
onto the scene. The company tasked 
with delivering the premium melons 
so intricately woven into those fond 

memories takes that responsibility seriously. As the company embarks 
on a new strategic era of growth just three years after Pacific Trellis 
acquired Dulcinea Farms in the 2014 headline-grabbing deal, General 
Manager Josh Leichter is confident that the company has barely began 
to unveil its potential for innovation in the melon category.

“Dulcinea has been a category leader and well-respected brand for a 
number of years, beginning with the introduction of the PureHeart® 
mini seedless watermelon,” Josh explains to me as I delve deeper into 

F
“

”
what spurred one of the more notable acquisitions in the produce 
industry in recent years. “Pacific Trellis saw an opportunity to 
leverage and build on that brand while executing additional operating 
efficiencies on the back-end of the business. We feel that we have 
only scratched the surface in terms of capitalizing on strengths both 
companies brought to the table. You will be seeing more from us as we 
move through 2017 and beyond.”

From studying as an Ag Business major at Cal Poly San Luis Obispo 
and a summer internship with Turlock-based grower ATB Packing, to 
his decade-long stint at Oppy and valiant return to the west coast with 
Dulcinea—Josh knows melons. In fact, that’s one of the main points 
that drew him to the company, and what keeps him excited about his 
job every day.

“It’s really an honor to sell the Dulcinea brand,” Josh explains. “Working 
with the category leader for mini watermelons always keeps me on

We feel that we have only scratched the 
surface in terms of capitalizing on strengths 

both companies brought to the table.
-Josh Leichter
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my toes. Melons are a high volume item, so partnering with 
retailers to prepare big promotions, especially in the spring 
and summer months, is very rewarding.”

Given his tenure in produce, Josh’s enthusiasm when he 
says 2017 is just the beginning of what the newly-combined 
company is bringing to the table is contagious. From a major 
push in organics, expanding upon its proprietary varieties, 
and more, Dulcinea will have its hands full providing the 
spring and summertime melons that consumers already 
have begun to ask for by name.

Let’s start with organics. Josh tells me that this upcoming 
May, the company will harvest its largest production of 
Organic PureHeart® watermelons out of Sonora, Mexico. 
In response to a consistently growing demand for organic 
produce, Dulcinea has been continually bumping up its 
acreage for Organic PureHeart® mini seedless watermelons.

This year the company will also be ramping up production 
for its captivating SunnyGold® yellow flesh watermelons, 
starting with production in northern Mexico this spring.

“SunnyGold® yellow flesh watermelons are an excellent way 
to bring incremental sales to the melon category,” Josh 
tells me of the strikingly beautiful fruit. “There are people 
who have never seen a yellow flesh watermelon before, so 
for 2017, we are increasing visibility by rolling out new bin 
graphics. The bins show very clearly the distinct and unique 
yellow flesh of the melons. We will also be increasing our 
presence on various social media platforms which should 
help get the word out.”

The upcoming season will also mark the return of one 
of the company’s most coveted products—Tuscan Style® 
cantaloupe. With the consumer landscape demanding more 
unique and proprietary cantaloupe varieties, retailers will 
be promoting Dulcinea Tuscans for their high-quality eating 
experience, high brix, and consistent sweet flavor.

And really, above all the other draws that pull in both 
retailers and consumers alike, it’s that consistent flavor and 
high-quality eating experience that keeps Dulcinea melon 
fans coming back for more. When you can deliver on a 
promise to the consumer that the brand they have grown 
to love will always be there when they need, that’s when 
customer loyalty goes from just a nice saying to a profitable 
investment in the company, as well as a meaningful 
interaction with the consumer.

“The main benefit of our varieties is the consistently high 
eating experience; not only on our Tuscan Style® cantaloupe, 
but also on our PureHeart® mini watermelons and other 
melons we produce. When a consumer buys a melon and 
has a good eating experience, they associate that with the 
Dulcinea brand, and will repeat that purchase throughout 
the season,” Josh clarifies. “Our goal, as always, is to 
provide our customers and the end consumer with high
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“
”

We have found many synergies 
through bringing those relationships 

together under one company.

volumes of consistently outstanding tasting fruit. When  
we do that, the consumer begins to ask for the Dulcinea 
brand by name.”

Of course, a little bit of retail support never hurt to pump up 
sales either. Dulcinea offers a variety of POS materials, from 
high graphic premium black bins and cartons which retailers 
utilize to display melons in store, to header cards, umbrellas, 
and other in-store materials to feature the Dulcinea logo and 
product information.

Since the integration of the Dulcinea Farms and Pacific Trellis’ 
business in 2014, the company has been making great strides  
to further cement itself as the preferred spring and summer  
melon supplier.

“It has been a journey that has opened a lot of new opportunities on 
both sides,” Josh shares about his experience with the acquisition. 
“Each company brought different relationships with customers and 
growers alike. We have found many synergies through bringing those 
relationships under one company.”

Three years later, the growth in the company continues to flourish. 
In an effort to bolster selling power out of its Los Angeles and Fresno, 
California offices, Dulcinea has recently added three new sales team 
members and a new Marketing Manager. Rod Rosales has taken the role 
of Senior Sales & Business Development in Fresno, while Ping Lu and 
Roy Roderick have joined the Los Angeles Sales team. Micki Dirtzu will be 
leading marketing efforts for the company out of the Los Angeles office, 
and Sheena Sullivan Lombardo was recently promoted to the Marketing 
team. This is on top of beefing up the company’s field operations team in 
the previous year.

With a deep commitment to continue building both the Pacific Trellis and 
Dulcinea Farms businesses, the company has just began to uncover the 
innovation and growth possible at the proverbial table. Keep your eyes 
peeled for this powerhouse on the move in 2017 and beyond.

-Josh Leichter
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California table grapes are an irresistible treat straight off the vine. And with 
over 85 green, black, and red varieties in commercial production, the versatile 
fruit—suitable for a snack, served in a salad, as a dessert, or on a cheese plate—is 
sure to please consumers’ palates and drive sales. Since the  beginning of grape 
cultivation in California in the nineteenth century, the category has been steadily 
growing, reaching unprecedented sales volume in the last five years.

99% of commercially grown table grapes in the 
United States are grown in California.

ava i la b i l i t y JAN
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Others–less than one percent

Others–less than one percent

54 PERCENT ARE RED 
TABLE GRAPES, 35 
PERCENT GREEN, AND 10 
PERCENT BLACK.

93 PERCENT ARE 
SEEDLESS TABLE GRAPE 

VARIETIES AND 6 PERCENT 
ARE SEEDED VARIETIES.

There are 
more than

varieties of 
California table grapes

85
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96%
of primary shoppers in the U.S. prefer grapes 
grown in California vs. another country when 
prices are the same.

45%
28%

of primary shoppers know before they go to 
the store that they plan to buy grapes, but 

of shoppers only decide to buy grapes 
while at the store. 

77%
say they still prefer California grapes even when 
priced higher than grapes from other origins.

67%
of grape purchasers in the U.S. say their 
household eats grapes on a weekly basis.

A household’s primary shopper is the one most often eating grapes.

t h e  c o n s u m e r

SOURCE | Statistics attributed to the California Table Grape Commission

THE TOTAL VOLUME IN 
2016 WAS JUST OVER 110 
MILLION BOXES, SETTING 
A NEW RECORD CROP 
VALUE AT $1.85 BILLION.
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p u r c h a s e  d r i v e r s g r a p e s
Top shopping resources among grape purchasers: How consumers use

Printed circulars in the mail, newspaper, or 
at grocery stores49% As a snack92%

In–store sales or coupons40% As a dessert30%

Websites21% As a salad21%
Emailed ads, offers, or deals from grocery 
stores20% As an ingredient in a recipe18%

Social media16% As a side dish17%
Mobile phone apps15% As an appetizer16%

SOURCE | Stats attributed to the California Table Grape Commission

a  c l o s e r  l o o k

2012 2013 2014 2015 2016
101.3 117.4 110.9 110.5 110

Volume of California table grapes sold (in millions of boxes)
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SOURCE | Vidalia Onion Committee
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up
close

A closer look at 
Vidalia Brands’ New Snack flavors

B
land Farms is breaking 
into a new retail segment 
this year with the launch 

of the company’s new line of 
frozen Vidalia onion rings, 
Vidalia O’s. In an effort to offer 
Southern flavor year-round, and 
create more brand recognition 
and differentiation across its 
product line, this new product 
is crafted from premium farm-

grown, hand-picked onions 
and is ready in minutes.

Vidalia O’s come pre-battered, 
allowing consumers to either 
bake or fry the onion rings. The 
offering even comes with 2 oz  
of Vidalia Brands Blossom 
Sauce—a perfect complement 
to the naturally super-sweet 
produce items.

With the high demand for 
Vidalia onion products, the 
desire for more regional 
flavors in changing consumer 
demographics, and the 
evolving need for more 
convenient snacking options; 
Bland Farms is bringing 
retailers an item that appeals 
across segments, palates, 
and seasons.
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TAYLOR FARMS   GINGER GARLIC STIR FRY KIT

2 Taylor Farms Ginger Garlic Stir Fry Kit
2 eggs, soft boiled 
2 cups white or brown rice, cooked 
according to package directions
2 lbs. pork shoulder
½ cup soy sauce
½ cup low sodium beef  stock
1 tsp sesame oil
2 tbsp rice wine vinegar
salt & pepper
4 cloves garlic, peeled
1 yellow onion, peeled and quartered 
½ cup brown sugar

Visit www.taylorfarms.com for more recipes.

servings: 4 Bowls

In a slow cooker, add pork shoulder, soy sauce, beef  stock, 
sesame oil, rice wine vinegar, salt, pepper, garlic, yellow onion, 
and brown sugar.

Cook on high for 4 hours.

Shred meat with two forks, and let sit in the juices on warm 
until ready to serve.

Cook rice according to package directions.

To make soft boiled eggs, place eggs into pot filled with  
cold water, bring to a rolling boil for about 5 minutes and  
then remove.

In a wok, lightly sauté Ginger Garlic Stir Fry according to 
package directions.

To assemble Ginger Pork Stir Fry Bowl, fill bottom of  bowl 
with Ginger Garlic Stir Fry, add cooked rice, shredded pork, 
and half  of  soft boiled egg.

Serve and enjoy.

1

2
3

4
5

6

7

8

Taylor Farms® Ginger 

Garlic Stir Fry Kit

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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THE SCOOP’S OUT ON
BRUSSELS SPROUTS

MARK MUNGER, 
Vice President of Sales &  
Marketing, 4Earth Farms

“My favorite recipe by far is roasted Brussels 
sprouts with olive oil, sea salt, and a hint 
of cracked black pepper. Once roasted, I 
sprinkle a little balsamic vinegar over the top. 
They are the perfect combination of sweet 
and savory, and go great with nearly all of 
our spring and summer recipes!”

DIANA MCCLEAN, 
Director of Marketing,  
Ocean Mist Farms

“My two go-to recipes are definitely 
crowd pleasers—Marinated Brussels 
Sprouts Appetizer using microwaved 
whole Brussels sprouts in a cup 
of Italian dressing. Pretty platter, 
toothpicks, done...and you are the 
hero! My second go-to is Ocean Mist 
Farms Season & Steam Supershreds®  
microwaved with diced apples, dried 
cranberries, and apple cider vinegar. So 
easy, so delicious. Value-added Brussels 
sprouts deliver what consumers want 
today; convenience, personalization, 
nutrition, and flavor!”

Recipe attributed to Ocean Mist Farms

Balsamic Roasted Brussels Sprouts

Ocean Mist Farms  
Season & Steam Supershreds®  

While Brussels sprouts may have an outsized 
reputation as a food you foist on unwilling eaters, these 
healthy green buds have found favor with veggie lovers 
everywhere for their subtle flavor and pleasing texture. 
Boiled, steamed, stir fried, grilled, roasted, or sautéed, 
Brussels sprouts can be eaten raw or dressed up to 
decadent effect with butter, cheeses, bacon, pistachios, 
pine nuts, and more.
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Recipe attributed to Ippolito International

Recipe attributed to Mann Packing

MICHELE MCNEECE,
National Director of Business,  
Ippolito International

“When properly prepared, Brussels sprouts are 
absolutely addictive. Their mild, nutty flavor 
pairs deliciously with so many ingredients: 
cheeses, nuts, and dried fruits, eggs, and of course 
bacon!  Use them raw in salads, or stir-fried, 
grilled, sautéed, roasted…I love to separate the 
leaves, brush with a little olive oil and a sprinkle 
of Himalayan salt, and roast until crisp. Check 
qvproduce.com for more recipe ideas!”

HUGH ACHESON,
James Beard Award-winning Chef, 
Restaurateur, and Top Chef Judge

“Our opinion of Brussels sprouts, like 
a ton of vegetables, changed a lot in 

the past decade for one simple reason: 
we learned how to cook vegetables. Gone are 

the times of mushy, greyed miniature cabbages that 
Mother forced on us. We have learned to shaved them, 
fry them, roast them, steam them. We have learned 
to hold onto their crunch and fresh bright flavor, all 
through simple, smart technique.

GINA NUCCI, 
Director of Corporate Marketing, 
Mann Packing

“Look beyond the classic roasted dish 
with bacon for your Brussels sprouts! 
Discover new ways to add this veggie 
to any meal—salads, roasted, or 
sautéed. Shaved sprouts have such 
versatility. I love them in creamy 
dips or in these decadent fritters! A 
healthy surprise in every delicious 
bite… and how could you not like 
bacon jam aioli?”

Shaved Brussels Sprout Fritte
rs

Cooked Brussels Sprouts  

with Olive Oil and Salt

Honey Sriracha Roasted Brussels Sprouts with Cashews

My go-to way of cooking them is 
to core them with a small paring 
knife, remove the individual 
leaves and cook them in a hot 
cast iron pan with olive oil and 
a pinch of salt for about two 
minutes. Finish them with a 
squeeze of lime juice and some 
crushed peanuts. So good. ”
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CLEAR YOUR DOUBTS,
HAVE SOME FACTS ON

BRUSSELS SPROUTS

BRUSSELS 
SPROUTS

$2.89
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8.5%0.1%
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$52.55 BIL
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3.9%

CONTRIBUTION  
TO VALUE-ADDED  

VEGETABLES
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*Value-added Brussels sprouts are a segment of 
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from total Brussels sprout category sales
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FROZEN GRAPE POPS

For more delicious, healthy, & easy-to-prepare
recipes visit naturespartner.com.

For pops, rinse de-stemmed grapes with water and dry thoroughly. 
Spread grapes in one layer on a wax paper-covered baking sheet 
and place in freezer until frozen, about 5 hours.

Cut off the top of  each frozen grape so it can sit cut side down. 
Push one toothpick into each grape, working quickly so the grapes 
stay frozen.

Before dipping each grape into the yogurt, wipe off the frost on 
the grapes with paper towel. Doing so will help the yogurt better 
stick to the grapes. After dipping a grape in yogurt, quickly dip the 
bottom of  the grape in a bowl of  ground hazelnuts.

Set the dipped grape into a pan lined with a sheet of  wax or 
parchment paper. Finish the rest of  the grapes in the same way.

Return to freezer for one hour prior to serving. 

1

2

3

4

5

DIRECTIONS

servings: 4-6

30 frozen red seedless grapes
30 toothpicks
7 oz container 2% Greek yogurt, plain
1 cup ground hazelnuts

INGREDIENTS

Nature’s Partner® 
Red Seedless GrapesWTF { what the fork }

DO I DO WITH ?
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by Jessica Donnel 

FROM A LONE MAN IN GENOA, ITALY, 
to an annual production of three and a half million boxes of tomatoes, 100 years has 
translated into a whirlwind of growth and an array of special landmarks for Agrícola Santa 
Teresa of Culiacán, Sinaloa, Mexico. As one of Mexico’s first woman-run businesses under 
Vita Podesta and an integral part of creating the Giumarra Companies’ Nogales sales 
division during its 45-year tenure as a tomato grower-partner, peeling back the curtain on 
the company’s long history offers a rare look into the ever-changing landscape of Mexico’s 
produce industry. As Giumarra helps Santa Teresa celebrate its centennial, let’s peer into 
the very roots of what helped both companies achieve success in this area of our industry 

that has not been without its share of hardships.

The Podesta Family. Enrique Podesta (far left) 
and Vita Podesta (center).
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Despite this setback, he continued to grow on 
those 50 essential hectares until he earned 

the money to purchase another four lots of 
100 hectares, each in the Batauto region. 

Batauto was a newly-irrigated region of 
Mexican farmland in the 1950s, and was 
also one that the Mexican government 
had a vigilant eye on. Mexican law at 
the time stated the government could 
not confiscate anything less than 100 
hectares, so, in a stroke of genius, Julio 
put each of his four lots under the name 

of one of his daughters.

As Julio’s business began to ramp up, he 
developed his f irst label, Las Delicias, or 

in English, “The Delights.” The prominent 
Santa Teresa label, that company legend tells 
was named after Julio’s grandmother, was not 
developed until the 1950s or 60s, but quickly 
garnered enough success to persuade the 
company to adopt the moniker as its namesake.

SANTA TERESA: FROM 
PRODUCE PEDDLING TO 

MEXICAN MAVERICK

IT ALL STARTED in a little place called 
Genoa. While known for its salami, it was a 
passion for produce that ended up developing  
out of this port town in Italy. With the 
larger political landscape in Italy facing 
uncertainty and unrest as the 18th century 
began to transform into the next, Julio Podesta 
Sambuceti made the decision to immigrate 
to San Francisco, California, in search of 
new opportunity. While that opportunity 
was initially presented in the form of window 
washing for his uncle, Julio stumbled upon what 
would eventually become the trade he would 
dedicate his life to—selling fruits and vegetables.

After experiencing some success selling fruits 
and vegetables to local restaurants and hotels 
in San Francisco, Julio heard from family 
friends in Mexico that the country 
was a burgeoning hub for the 
produce industry. With the 
pulls of copious amounts of 
land, a gorgeous climate, 
and a strong labor force, 
Julio decided to move 
to the state of Sinaloa, 
Mexico.

The company that would 
one day become Santa 
Teresa f inally settled into its 
roots when Julio rented a small 
parcel of land from Sinaloa 
Land Company in 1917. Marrying 
María Natalia Reyes Medina in 1925 
and welcoming four children: Blanca, 
Vita, Adahilia, and María Teresa—it became 
clear that Culiacán would become not just the 
home of his blossoming business aspirations, but 
also a home for his family legacy.

Soon after his marriage, Julio purchased 150 
hectares (around 370 acres) of his own land in 
1926, beginning with a crop of tomatoes, bell 
peppers, cantaloupe, and watermelon. However, 
those who have been reading up on the history 
of Mexican land reform might know what’s 
coming next. As a result of Mexican President 
Lázaro Cárdenas’ increasingly strict land reform 
restrictions, all but 50 hectares of Julio’s land 
were expropriated. As a result of efforts by 
Cárdenas, as many as 45 million acres of land 
were redistributed from their original owners.

“ “IT IS AN HONOR TO CONTINUE THE LEGACY 
MY GRANDFATHER STARTED. HE APPROACHED 

CHANGE AND ADVERSITY HEAD ON, AND 
HIS PERSEVERANCE AND COMMITMENT TO 

INNOVATION HAS BECOME THE BACKBONE OF 
OUR COMPANY PHILOSOPHY. 

-ENRIQUE PODESTA

Julio Podesta Sambuceti  
as a young man.

Mexican  
farmers working 

Santa Teresa 
Fields.

Julio Podesta and his 
wife, María Natalia  

Reyes Medina.
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GIUMARRA AND SANTA TERESA:  
THE PARTNERSHIP THAT WOULD  

SPUR 3 MILLION BOXES OF TOMATOES

between Giumarra and the Podesta family led 
to the opening of  Giumarra’s Nogales sales 
division in 1971. While Julio Podesta passed 
away soon after in 1973, Vita’s nephews, 
Enrique, Sergio, and Jaime Lopez Podesta 
became involved with the business in the 1980s.

And these shifts in leadership have not slowed 
Santa Teresa’s progress as a growing force 
within the industry. Enrique seemed to have 
inherited that industrious gene from his 
grandfather and aunt. During the 1970s and 
80s, tomato producers in the U.S. began to 
gain market share from ever-growing fast 
food chains, like McDonald’s and Wendy’s, by 
making the switch from vine-ripe to mature 
green tomatoes. Our friend Enrique was able 
to foresee this opportunity as one that fit in 
perfectly with the company’s strategy.

“Switching to mature greens is probably why 
Santa Teresa is still in business today,” explains 
Bill Clausen, Executive Vice President of  the 
Giumarra Companies. “Enrique also facilitated 
the construction of  two gassing facilities—one 
in Mexico and one in Nogales—to manage 
ripening and maintain excellent quality at a 
time when Mexico was competing heavily with 
U.S.-grown tomatoes.”

Enrique officially took over management of  
Santa Teresa from Vita in 2006, which he still 
runs today.

SO, YOU MAY BE ASKING YOURSELF, 
“Where does Giumarra come into play during 
Santa Teresa’s storied history?” The tale 
is actually intertwined with that of  one of  
Mexico’s first woman-managed companies, 
not only in produce, but nationwide. In 1968, 
Julio’s daughter, Elva “Vita” Carlota Podesta, 
took Santa Teresa’s reins from her father. 
A sharp business woman, she organized a 
meeting with Don Corsaro, then President 
of  the Giumarra Companies, in 1971—right 
when the company was in the throes of  a 
rapid expansion period for its import program. 
Don, a pioneer behind many of  Giumarra’s 

key business decisions, saw an excellent 
opportunity to get in on the ground floor of  
Mexico’s still growing industry, and created 
a business partnership with Vita that would 
rage on for the next 45 years.“For a woman 
in Mexico to be the head of  a business at that 
time was unheard of,” shares Don Corsaro, 
now Chairman of  the Giumarra Companies. 

“But Vita was tough. She aligned with some 
very prominent people in Culiacán who really 
respected her, and she worked on the packing 
line sorting tomatoes herself  until 10 o’clock at 
night.”

It was assuredly that toughness and sense 
of  work ethic that brought the companies’ 
mutual success over the years. The partnership 

“ “VITA MANAGED SANTA TERESA DURING 
A TIME OF RAPID GROWTH, AND WE 

WOULD NOT BE THE COMPANY WE ARE 
TODAY WITHOUT HER LEADERSHIP. 

-ENRIQUE PODESTA

Young women  working  the  

tomato packing line.

Elva “Vita” Carlota Podesta.  C. 1980
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100 YEARS LATER, the passion for produce 
is still there in the very fiber of  Santa Teresa. 
The company’s present-day production of  
mature green tomatoes is more than 3.5 
million boxes, a staggering jump from its 1980s 
production of  800,000 boxes annually. Each 
and every mature green tomato the company 
sells is then brought to market in the United 
States, in part through partnerships with not 
only Giumarra, but also national chains like 
SUBWAY®.

“We are thrilled to help usher in a new chapter 
of  continued success and quality with our 
partners and extended family at Santa Teresa,” 
says John Corsaro, CEO of  the Giumarra 
Companies. Stay tuned for an eye-catching 
Santa Teresa 100 Year Anniversary seal 
on each box of  product sold during this 
centennial year.

As Giumarra approaches its own 100-year 
centennial in 2022, what other strengths and 
surprises will this duo have in store for tomato 
lovers across the U.S.? I think it’s safe to say 
the trailblazing won’t stop here.

SANTA TERESA: TODAY, 
TOMORROW, AND BEYOND

Vita and Don Corsaro.
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up
close

A closer look at Sunfed®’s Almost famous PROGRAM

V
eggies with character—if you can attribute 
anything to the forward-thinking group at 
SunFed®, it’s their ability to bring fresh produce 
to life. As consumers’ buying behaviors evolve, 

and they look to more sustainable food options 
and goals, SunFed® is addressing the changing 
marketplace with its new Almost Famous imperfect 
produce brand.

Currently shipping nationwide, Rio Rico, Arizona-
based SunFed® offers items ranging from eggplant, 
green bell peppers, colored bell peppers, zucchini, 
cucumbers, and yellow squash, dependent on time of 
year and product availability.

The SunFed® Almost Famous Program brings 
cosmetically imperfect produce items to consumers, 
that are just as fresh as the company’s premium 
brands, with the same high-flavor profiles and 
consistency that the company’s retail and foodservice 

partners have come to know. When it comes to 
presentation, SunFed® has always been on point; 
bringing differentiation to the retailer and brand 
recognition to its given categories. Almost Famous 
was designed in that same vein, bringing a unique 
product to market with artwork that enhances but 
does not disguise its produce program. Borrowing 
creative inspiration from the renaissance art space 
and eclectic style of pop art design, SunFed® has 
created an upscale presentation for nature’s own 
artwork–fruits and vegetables.

The Almost Famous program offers a turnkey solution 
for the retail customer that is uniquely beautiful, 
offers great packaging, addresses different economic 
groups, and does not cannibalize retail bulk sales. 

Merchandise Almost Famous as a destination of its 
own, separate from its typical geography and, the 
company assures, the foot traffic will flow.
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Q&A
 with 

Mike O’Brien

by Jordan Okumura

his industry is dynamic. Whether you are 
sitting on the buy-side of the business 
curating a diverse selection of fresh 

produce from across the globe, or cultivating that 
same produce at the source, there is rarely a dull 
moment. And if you are Mike O’Brien, you have 
experienced both. Mike brings more than 45 years 
of insights in the industry to his current role, with 
42 of those years at Schnuck Markets where he 
started as a bagger. Mike was then promoted to a 
clerk and next a store manager, working his way 
through a host of Schnuck Markets’ leadership 
roles before landing the position of VP of Produce 
and Floral which he held for 15 years. Mike now has 
nearly three years as the Vice President of Sales and 
Marketing for Monterey Mushrooms to add to his 
incredible history. 

So, what has Mike learned during his time on both 
sides of the fresh produce transaction, and what does 
he see for Monterey Mushrooms moving forward? 
Plenty, which he shares with us here.

Q1
How has 42 years in retail informed 
your perspective on how you react 
and plan on the supply-side of the 
industry?

MO: From a very young age in retail, bagger 
to Vice President, I was taught that customer 
service was paramount and the golden key 
for success. Without customers, we do not 
have jobs. I believe that to my core.

In my new role at Monterey Mushrooms, that 
philosophy still stands true. The difference is 
that my customers are now the buyers. Their 
customers are the consumer. But what is 
important is that we all understand that we 
are in business to serve the consumer. So, at 
Monterey Mushrooms, we partner with our 
customers in service of the consumer.

A key component of customer service is 
proper planning. We lived by planning in 
retail, and the same is true on the supply-
side. It’s a different business model but 
planning is the key to success for the 
customer and, ultimately, the consumer. 

T

 of  Monterey Mushrooms
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”

“It’s all 
about 

people. 
No matter 
what your

 job: retail, 
grower-

shipper, or 
volunteer. 

–Mike O’Brien

Q2 What new appreciations have you 
developed since working on the 
supply-side?

Q3 What lessons and insights have the 
past two and a half years brought to 
your career?

MO: I have more of an appreciation for what farmers 
do. The public knows very little about what it takes to 
get fresh produce to the supermarkets, restaurants, 
and finally, to their fork. Fresh produce, whether 
mushrooms or another produce item, is a miracle 
of nature.

Mushrooms are grown indoors year-round. Before 
making their way to your plate, mushrooms go 
through a growing process in a highly-controlled 
environment unlike that of any other produce item.

MO: It’s all about people. No matter what your 
job: retail, grower-shipper, or volunteer. 

Be humble and show respect for others. Life is 
short and we all want to accomplish a lot. But 
none of us accomplish much without the help 
and support of others. And even if you could 
accomplish your goals alone, what fun would 
that be?

MO: Mushroom demand and consumption are 
on the rise and will continue to grow. People 
want food that tastes good–and that’s where 
mushrooms come into play with their rich, 
savory flavor! Mushrooms pack a nutritious 
punch and can easily be incorporated into 
America’s favorite meals. There are many 
easy ways to incorporate mushrooms into 
meal planning to reap their health benefits. 
Mushrooms happen to be one of those lucky 
foods that take on a broth-like or meaty flavor 
because of their umami characteristics. They are 
versatile and can be used in just about any meal.

People are more educated now than ever before 
about health and nutrition, and we’re seeing a big 
shift in eating habits towards healthier choices. 

Q4
What’s next for 2017? What do 
you predict in terms of mushroom 
consumption, trends,  and buying 
behaviors?
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Vitamin D helps bodies absorb calcium which 
is important for building and maintaining 
good bone health throughout life. If you are 
exposed to insufficient sunlight, you may be 
deficient in vitamin D. Mushrooms are the only 
item in the produce department that naturally 
contain vitamin D. That’s why we offer a line of 
mushrooms, high in vitamin D. Just a 3 oz serving 
meets the FDA’s recommended daily intake.

Sustainability and conservation driven by 
millennials continue to grow. Recycling is fine, 
and that’s why we offer the R-pet plastic till. 
But the truth is that they are like a plastic water 
bottle and may end up in the landfill for hundreds 
of years. The better option is a paperboard till 
that’s 100 percent biodegradable, recyclable, 
and compostable. Since its introduction in 2012, 
we’ve re-engineered the till a handful of times 
to increase durability without compromising its 
sustainability.

If you’re looking to keep off the pounds, adding 
mushrooms to your diet could help. Mushrooms 
are loaded with antioxidants, vitamins, and 
minerals, and have been shown to have an 
impact on hunger and weight. Since mushrooms 
are considered a low-energy-density food, you’ll 
get fewer calories in larger food portions. 

We have all heard of “Meatless Mondays,” more 
and more people are becoming vegetarians.  
A portabella burger, or a veggie burger with 
mushroom ingredients are on many menus and 
are in high demand. Plus, they taste great. 

Flexitarians will embrace the “Blend.” This effort 
communicates to consumers about how blending 
fresh mushrooms with ground meat (beef, pork, 
or poultry) can enhance flavor, and substantially 
reduce fat, sodium, and calories. It has a fast-
growing following across the country in school 
lunch programs and in colleges. Blend is one of 
the trends that are being offered at restaurants. 
That is, the blending of finely chopped mushrooms 
into recipes that call for ground meat to reduce 
calorie/sodium/fat content and add an extra 
serving of vegetables to the plate.

The 2015 Dietary Guidelines for Americans 
(DGA) Advisory Committee supported adoption 
of healthy dietary patterns that are plant and 
grain focused, and mushrooms help bring a 
healthy solution to a snack or meal! The guidelines 
identified vitamin D, potassium, and dietary fiber 
as under-consumed nutrients. Mushrooms will 
help people incorporate these nutrients into their 
diets to meet the new 2015-2020 DGA guidelines. 

Q5 How do you see organic playing a role 
as the category evolves?

MO: Organic mushroom consumption will continue 
to grow. We are converting farms, and adding 
square footage to keep up with the demand and 
satisfy the customer/consumer, which closes the 
loop. The trends will all be driven by the consumer. 
It’s our job to satisfy those wants and needs. That 
is our goal at Monterey Mushrooms.
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I 
can’t think of  a more 
passionate drive for success 
than the one that legacy 
inspires. With generation 
after generation of  growers 
building on what their 
parents and grandparents 
planted, the desire to see 
your work grow beyond 
yourself  is a pattern our 

industry celebrates more than most.
 
Naturipe Berry Growers, one of  the four 
grower-owners that make up the Naturipe 
brand, shares how it has seen this dream 
come to fruition as it celebrates its 
centennial year.
 

“The Naturipe Way. It is all about 
our growers, our customers, and our 
employees—because you won’t be 

successful unless all three are taken care 
of,” Rich Amirsehhi, President and CEO 
of  Naturipe Berry Growers, shares with 
me when looking back on the success of  
how the company operates. “It is simply 
doing what’s right, and doing it all the 
time—for the grower, for the customer, for 
our employees. If  you do that, you’ll be a 
hundred years old and thriving.”
 
Representing the partnership that is the 
Naturipe brand: Hortifrut S.A.; MBG 
Marketing—The Blueberry People; 
Naturipe Berry Growers; and Munger 
Farms, who joined forces to expand 
the philosophy the original founders of  
Naturipe Berry Growers started in 1917. 
Rich and Dwight Ferguson, President 
and CEO of  Naturipe Farms, sit with me 
as we reflect on what it means to be one 
hundred years old.

“Wherever we grow, you find a special 
heritage, tradition, and passion amongst 
our growers,” Dwight shares with me, 
explaining that a strong facet to The 
Naturipe Way is being dedicated to 
family farms spanning the brand’s now 
international reach. “Similar things 
happening here in California take place 
in Michigan, the Southeast, New Jersey, 
the Pacific Northwest and Canada with 
MBG, now 80 years old. The culture 
exists with Hortifrut in Chile, Argentina, 
Peru, Mexico, Europe, and Asia, who’s 
now 37 years old. And the Munger family, 
who are now third generation growers 
in Delano, California, and throughout 
the western US—they all carry that rich 
tradition going back generations. Bringing 
together these four entities at Naturipe 
Farms in 2000, I firmly believe, is the 
most significant event to take place in the 

10 0   Y E A R S
G R O W I N G  T H E  N AT U R I P E  WAY

From looking back on a century of  success, to a steady gaze on the horizon, Naturipe is 
celebrating its centennial with a bang. Find out what it means to think differently, and why, 

for this company, 100 years is just the beginning...

By M e l i s s a  D e  l e o n

100 years later, the 
Naturipe team stands 

together with the same 
vision in mind. 

(Salinas, CA office)
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company’s history.”
 
That beginning was a modest one: a 
cooperative of  California growers that 
joined forces because they saw that 
meeting the needs of  the collective 
industry would, in turn, be more 
beneficial to the individual members.
 

“I think we’ve found success because 
the current four partners in Naturipe 
have the same values as the original 
Naturipe Berry Growers (known then 
as the Central California Berry Grower 
Association); that we’re all growers, and 
we’re trying to connect our growers with 
our customers,” Rich tells me.

Now, 100 years later, that partnership 
has grown to create a network of  over 
1,200 growers who span the western 
hemisphere; from British Columbia to 
the south of  Chile, and everywhere in 
between.

The company’s leaders show more 
enthusiasm for reaching the century mark 

than I ever thought possible. And, Dwight 
assures me, everyone will know about it 
before the year is out.
 

“We’re celebrating in a lot of  exciting 
ways this year. Our Director of  Marketing, 
Kyla Oberman, and her team have put 
together a whole menu of  activities to 
honor one hundred years of  Naturipe, 
from receptions that we’re hosting at large 
trade events like PMA’s Fresh Summit, to 
social and trade medias, the list goes on. 
By the time we’re done I think everyone 
in the country is going to know that we’re a 
hundred years old,” he laughs.

The company is also celebrating with a 
“100 Years” label on its berry packaging; a 
move the two leaders explain is a simple, 
straightforward message.
 

“It’s 100 years of  doing business The 
Naturipe Way, ultimately enabling year-
round value for our customers, which 
we feel is very special and unique in the 
industry. That model and commitment to 
it is what separates this company from so 

many others in produce,” Dwight says, to 
heartfelt agreement from Rich.
 
The kinship in the partners is clear, and 
I don’t just mean the joking and teasing 
that happened as they walked me through 
the fields. Rich brings more than 20 years 
with the company, 15 as CEO, while 
Dwight is coming up on eight years as 
President–a time he says is the best of  his 
25+ years in produce.

With such significant strides just in the 
last quarter of  the company’s time, what 
new ventures could the company have as 
it embarks on another hundred years?

“Because we’re a hundred years old, we 
do a lot of  things right,” Rich laughs, but 
adds that while the company does do so 
many things right, it continues to strive 
for perfection. “We challenge ourselves 
daily as a management team, along with 
our growers, to see if  there is a different 
way of  doing things. As growers, what we 
do out in the fields, everything in regard 
to safety, we want to see if  we might find 

The Naturipe team
sits down for 
a meeting.
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“THE NATURIPE WAY. IT IS ALL ABOUT 

OUR GROWERS, OUR CUSTOMERS, 

AND OUR EMPLOYEES–BECAUSE YOU 

WON’T BE SUCCESSFUL UNLESS ALL 

THREE ARE TAKEN CARE OF.”
- RICH AMIRSEHHI

100 years, the Naturipe Way.
(1) Strawberry IQF Processing 

Facility-1950s (2 & 3) 
Strawberry harvesting-1945 (4) 
Naturipe advertisement-1963

3

4
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“THE SAME MISSION, VISION, AND VALUES

 THAT PULLED THEM TOGETHER 100 YEARS AGO,
ARE STILL ALIVE AND WELL AT NATURIPE TODAY.”

-Dwight Ferguson

out one or two things we should be doing 
differently.”
 
In that vein, Naturipe is continuously 
investing in technology that directly 
benefits its growers and customers.
 

“As the CEO of  the company, it’s easy 
for me to get support on the innovation 
side as far as resources go, and for me 
that’s everything,” Rich explains to me. 

“Because, we can invest in more together 
as a group of  growers than we ever could 
individually. As a result, we can look 
ahead to the right technology and make 
the right investment.”
 
Focal points include breeding programs, 
harvesting and planting methods and 
operations, communication technology...
anywhere that touches Naturipe’s berries, 
pre- or post-harvest.

 
“When it comes to innovation this 
company’s focus and commitment is 
having a big impact,” Dwight adds. “I 
truly believe innovation is part of  the 
DNA of  Naturipe, and combined with 
technology, both are greatly influencing 
every aspect of  our business today.”
 
Reflecting on all the growth, the 
achievements, and the overall success it 
means to be 100 years old, I have only 
one question left for the two leaders: 
What would they say to those original 
founders of  this berry legacy?

“The one thing I’d want to tell them is, 
‘You guys were smart beyond your years, 
knowing that you had to connect all the 
growers in order to market and offer 
something to the customer,’” Rich says. 

“There’s a lot of  places where the grower 
is paying out, but only one where they’re 

getting that back, which is on the sales 
side. They were smart enough to know 
that and I would want to congratulate 
them on doing it successfully. Between 
Naturipe Farms and its partners, we 
know what our stakeholders’ expectations 
are, and we feel that everything we do is 
helping our growers maintain and meet 
those expectations.”

To that, Dwight adds, “I’d tell the original 
growers that the same mission, vision, and 
values that pulled them together 100 years 
ago, are still alive and well at Naturipe 
today.”

With both a firm grasp of  where the 
company came from, and on where it’s 
going, I don’t doubt that the underlying 
mission that has carried Naturipe’s 
foundation through the past century will 
help it to usher in many years to come.
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BLACK BEAN & CORN MINI-PEPPER SALAD 

2 cans, 15 oz, black beans, rinsed and drained 
3 ears cooked corn, kernels cut off  the cob 
4 Prime Time Sweet Mini-Peppers, diced
½ cup steamed white rice, cooled
2 medium cloves garlic, minced (about 2 tsp)
2 tbsp minced shallots (one medium shallot)
2 tsp salt
¼ tsp cayenne pepper
2 tbsp sugar
½ cup + 1 tbsp extra virgin olive oil
1 tsp zest and 6 tbsp juice from 5-6 limes
½ cup chopped, fresh, cilantro leaves, plus 
more for garnish
2 avocados, chopped

For more delicious, healthy, & easy-to-prepare 
recipes visit www.primetimeproduce.com.

servings: 6

Combine all ingredients, except for avocados, in a large bowl and 
mix well. 

Cover and chill at least 30 minutes or overnight.

Right before serving, add avocados and fold gently, careful not to 
mash avocados.

Garnish with more chopped cilantro if  desired. 

Serve at room temperature. 

Adapted from seriouseats.com.

1

2
3

4
5

Prime Time Sweet 
Mini-Peppers

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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JORDAN OKUMURA, SENIOR EDITOR

2

Jordan’s Picks
SEPC SOUTHERN EXPOSURE 2017

SUNSET® Minzano® Pasta Kit | I can’t say it 
enough–convenience will always contribute to 
my decision making process at grocery. From a 
consumer perspective, SUNSET® has a way of 
remaining at the head of the pack and bringing 
incredibly delicious and innovative products to 
market. Take the SUNSET® Minzano® Pasta Kit. 
This product offers a dual chamber bowl,  
one side containing Minzano® tomatoes, the 
other containing pasta, as well as an expertly 
mixed spice pack…and can feed two in just  
15 minutes.

1

Mann Packing Kale Beet Blend™ | I love any 
product that can drop a “beet.” Pun intended. 
Mann’s new Kale Beet Blend offers not only 
golden beets, but a host of other exciting 
flavor profiles like kale, kohlrabi, and red 
cabbage—a combination of the company’s 
Power Blend and Broccoli Slaw. Blend, roast, 
toss in a salad, add crunch to tacos, take your 
stir fry up a notch…I just ask one thing: don’t 
limit yourself.

2

OPA by Litehouse™ Greek Style 
Yogurt Dressing | These refrigerated 
salad dressings (RSD) are more 
than meets the eye.  Anything your 
consumers can imagine putting a 
sweet or savory touch on, deserves 
these dressings. In addition, the variety 
of flavor profiles can spark creativity 
on their own.  With an original lineup 
of Avocado Cilantro, Strawberry 
Poppyseed, Roasted Garlic, Tzatziki 
Ranch and Curry, Litehouse is also 
adding new offerings to the program in 
May which include Feta Dill,  
Ranch, Blue Cheese, Caesar, and 
Jalapeño Ranch. 

3 Monterey Mushrooms Organic 
Specialty Mushroom Package | If 

there is one word I can leave you with, let 
it be Umami. Hearty, robust, rich, savory—
this word inspires a range of descriptors 
and can be found by pairing, preparing, 
and showcasing one of my favorite fresh 
produce items: mushrooms. Monterey 
Mushrooms organic specialty mushroom 
package includes king trumpet, beech, 
maitake, shiitake, oyster, and enoki 
mushrooms. And retailers need not balk 
at the range of varieties since the graphics 
offer usage ideas, facts, and simple how-to 
instructions for consumers.

4

Rockit™ Apple Launcher | Rockit™ 
apple tube packs really are their 

own merchandising solution. But this 
year the program is taking it up a notch. 
Grown by Borton Fruit and Chelan Fresh, 
this new and exciting miniature apple 
variety packs big flavor and a convenient 
size…and now can offer a destination of 
its own. The new display unit showcases 
both the fruit, packaging, and vibrant 
design of the Rockit™ program. With a 
petite stature, and distinctively fresh and 
aromatic crunch, it is always exciting to 
see how this program evolves.

5

5

love the Southeast Produce Council’s Southern Exposure 
trade show. And I don’t even mind flying across the 

country—from California—for just one day on the show 
floor. The products consistently raise the bar and the buyer-
to-supplier ratio keeps the conversations and opportunities 
flowing. What tantalizing items caught my eye this year? 
Although I hate to narrow it down, here are a handful of  my 
favorites I hope you too, can enjoy.

I
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MUCCI FARMS STRAWBERRY BRIE GRILLED CHEESE

¾ cup sliced Mucci Farms 
Smuccies Sweet Strawberries
¼ cup Mucci Farms Strawberry 
Tomato Jam
16 oz (45 g) French or Canadian brie, 
refrigerated

6 slices French baguette, sliced ½” thick
4 tbsp sweet butter 
Extra virgin olive oil 
Freshly-ground black pepper, to taste

For the recipe on Mucci Farms’  
“strawberry tomato jam,” visit www.muccifarms.com.

servings: 8

Slice strawberries width-wise to create berry “circles.” Set aside. 

Slice brie and divide evenly. Set aside. 

Lay out bread slices on a flat surface, then place 1 slice of  brie on 
each bottom bread slice. 

Gently spread 1 tsp of  jam on top of  brie. Lay 2 strawberry circles 
on top of  jam, followed by the balance of  brie slices. Top with 
remaining bread slices, and gently press together. Spread each 
bread “top” with 1 tsp sweet butter.

Heat a non-stick frying pan with approximately 1 tbsp olive oil and 
1 tsp sweet butter on medium high. When butter is melted and 
sizzling, reduce the heat to medium, and place 4 sandwiches in the 
pan, buttered side up. 

Grill for 3 minutes or until bread starts to turn golden, then gently 
flip buttered side down for another 3-5 minutes or until golden. 
Repeat with the remaining sandwiches. 

1
2
3

5

6

4

Smuccies Sweet
Strawberries

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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BY  J E S S I CA  D O N N E L 

CONNECT
ADVOCATE

GROW

CPMA
P o w e r  OF  P R O D U C E

s somewhat of a transplant into the 
produce industry, something that continues 
to strike me is the eagerness of  our people to 
foster the development of  our own. Whether 
it be professionally or personally, it’s never 
hard to find an example of  someone stepping 
up to be a mentor in our little community. 

A group of  produce-minded individuals that I have seen 
showcase this hallmark of  our industry, time and time again, 
is the Canadian Produce Marketing Association (CPMA)—in 
particular, with its Passion for Produce Program (PFP).

Since the program’s inception in 2010, CPMA has married 
its Annual Convention and Trade Show with a unique 
approach to developing fresh talent in the Canadian produce 
industry. Dubbed PFP, the program has aimed to go beyond 
the mentoring programs you may see in other industries, 
seeking to cultivate not just those who excel in their fields, 
but to help create our future leaders.

AA
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Ron Lemaire, CPMA’s President 
and one of  those who have 
spearheaded PFP, tells me this is 
exactly what he feels is so valuable 
about the event. “The truly great thing 

about the Passion program is that we are 
not only able to connect professionals just 

starting their produce careers with today’s industry 
leaders, but this program also provides an intense 
three days of  education and networking at Canada’s 
largest fresh fruit and vegetable convention and trade 
show,” he says.

And Ron is not just being glib when he refers to 
PFP as “intense.” In fact, that’s a word that comes 
up more than once when speaking to both those 
behind-the-scenes and alumni. The program itself  
takes place during a packed three days of  training in 

conjunction with the Annual CPMA Convention 
& Trade Show. Each participant is put through 
everything from mentorship and networking 
activities with leaders in the Canadian industry, to 
getting in-depth knowledge on the scope of  the 
industry through educational, convention, and 
trade show activities. It may make for a few action-
packed days, but the thing is–it really works.

Greg Ogiba, COO of  AMC North 
America and another leader behind 
PFP, stresses that its fast-paced nature 
is one of  its biggest assets, sharing, 

“Through the Passion for Produce 
program, participants receive a unique  

and accelerated professional development 
experience that will help them grow their careers 
and their network.”

From speaking with PFP’s organizers, it becomes 
clear that it was created sincerely in an effort to 
provide those rising stars we see every day in the 
produce industry with the opportunity to put their 
professional development on the fast track. Now 
in its seventh year, 101 participants have gone 
through the program thus far. And each of  those 
years, over 25 industry leaders make time during 

the busy CPMA convention to connect with the 
PFP participants, one of  those leaders 

being CEO of  The Giumarra 
Companies, John Corsaro.

“Participating as a mentor is 
extremely rewarding,” Corsaro says 

of  his experience. “Every year I get 
to meet a great group of  individuals who 

have a passion for the industry. I’m meeting and 
connecting with the industry leaders of  the future.”

BY THE NUMBERS
CPMA SHOW

3,000+ 
participants 
from all segments of  
the produce industry

in  2016

431  
TOTAL

exhibitors

230 
exhibiting 
companies

REPRESENTED  COUNTRIES
 Europe, Central & South America,  

Mexico, U.S., & Canada

METRO  TORONTO  Convention  Centre
FOR CPMA 2017
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2016   Participants from the Passion for Produce Program

2015  Participants from the Passion for Produce Program

leaders that have offered mentorship even 
after the program ended,” said Kristina 
Goodall, Division Manager,  
NFI Canada.

PFP 2017 will take place in Toronto, May 
9th through the 11th, during the Annual 

CPMA Convention and Trade Show. Last year, the 
PFP 2017 program asked for submissions between 
October 1st and December 15th, and a short list of  
individuals has been chosen to participate. The number 
of  participants in the program is kept relatively small 
in order to maintain the quality of  the experience.

An opportunity exclusively available to CPMA 
members, there is a program fee of  $1,100 for each 
participant, which includes a full delegate registration 
for the CPMA Convention & Trade Show as well as all 
Passion for Produce events.

For more information, visit www.convention.cpma.ca

CPMA 2017
WHERE  & WHEN

Metro Toronto 

 Convention  Centre

May 9 - May 11, 2017

MATTHEW CORRIN 
2017   CPMA  Keynote Speaker  
Founder & CEO, Freshii

So, with seven years of  success under PFP’s belt, 
where does it go from here? Participants may or 
may not be pleased to hear it’s only going to get  
more intense.

Again packing the most into a short period 
of  time, new for 2017 is that, as soon as the 
participant list is finalized, each will have access 
to the CPMA Produce Basics Certificate program. 
The PFP participants will complete this first  
level of  the CPMA Credentialing Program  
before even stepping foot in beautiful Toronto  
for the convention.

“For me, this was a really eye opening 
opportunity,” said PFP alumni 
and District Manager for 
Mann Packing, Michael Sousa. 

“Not only to how I see my career 
path in produce, but the sheer size 

and scope of  the industry itself.   
This program helps participants to appreciate 
how complex and important it is for our  
industry to work together to deliver fresh  
product to consumers.” 

The participants will once again have an 
opportunity to have a one-on-one meeting with 
produce industry leaders to learn about possible 
career paths and ask for professional advice. After 
the program, participants become part of  the 
Passion for Produce Alumni who are regularly 
asked to participate in and volunteer for various 
CPMA activities.

“The Passion for Produce program was a great 
way to take the next step in my produce career.  
I was able to meet and connect with industry 
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FLAVOR TREND

S omething big is lurking in the ocean, and it’s not the 
Kraken. It’s the next big superfood poised to trend in 

2017: seaweed.

Classified as a sea vegetable, with certain varieties 
recognized as a specialty crop by the USDA, seaweed is 
somewhat uncharted territory for the produce industry. 
Though, since it’s being hailed as the “kale of the sea,” 
perhaps growers will want to start investing in scuba suits.

For thousands of years, the nutritious vegetable has shown 
up as a staple in Asian cuisine; and most folks have seen 
it in the mainstream since the rise of sushi in foodservice. 
From there, it drifted away from classic culinary uses and 
emerged on its own as a crunchy stand-alone snack on 
supermarket shelves. 

Recently, it’s been making waves with 76 percent growth 
in North America over the past 5 years, according to Mintel. 
Thanks to this growing popularity, scrupulous industry 
observers might expect to see consumers devouring 
seaweed in creative new palate-expanding applications: 
used in salads as topping, dressing, or replacing lettuce 
altogether; substituting pasta noodles in the carb-swap 
trend; showing up in stir-fry and broths; worked into a 
poke bowl; or tossed into smoothies with other fresh fruits 
and veggies. There is even seaweed-infused beer if you 
want to drink, quite literally, like a sailor. 

With much of the ocean left unexplored, there are an 

Seaweed
by Eva Roethler

 The Next Big Catch

unfathomable number of seaweed varieties, though 
by several estimations there are tens of thousands. 
Technically a type of algae, these varieties fall into three 
classifications: brown, red, and green. Some of the more 
prominent edible varieties include kelp, nori, kombu, hijiki, 
arame, and wakame. There is also dulse, a type of seaweed 
with a distinct bacon flavor. Yes. Bacon. 

Set to take 2017 by storm, seaweed is causing a big splash 
as the slippery sea green hits the high notes of several 
strong trends; health, ethnic cuisines, and conscious 
consumerism.

As a superfood, seaweed is a nutritional powerhouse that 
appeals to health-minded individuals. Loved for its low-
calorie, nutrient-dense nutritional panel, this food also 
offers hard-to-find iodine amongst other vitamins and 
minerals. Also worth noting is its high protein ratio, and 
the solid dose of omega-3 fatty acids in certain varieties. 
But what makes it even better? Its Asian-inspired, versatile, 
light, and salty flavor profile makes it a unique addition 
to globally influenced meals. Packed with glutamates, 
the building blocks of umami, seaweed has the ability to 
elevate and expand the flavor in a dish.

Aligning with conscious consumer values in sustainability, 
seaweed reportedly boasts a negative carbon footprint. 
Considered low-trophic because it is at the bottom of the 
marine food chain, harvesting seaweed has low ecological 
impact. It also has a high yield per acre, grows quickly, and 
is less vulnerable to weather than landlocked vegetables. 
For the truly altruistic, it’s even been speculated that 
it could help mitigate world hunger if it takes off as a 
commercial crop.

Is seaweed the next big catch? It very well could be. 

Data Sourced From: Mintel | OregonState.edu | BonAppetit.com | NewYorker.com
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