EDITOR’S LETTER

L

egacy. heritage. origin
story.

This language
around beginnings is a
thread that runs through
this latest issue of The
Snack Magazine.

We all have a tale that accounts for the path
that has brought us here, or a path that we
have created for others. In our industry, many
roots run deep, while some are just being laid.
Either way, it is our stories that are emerging as
our brand ambassadors and as a part of
our message to consumers. And it is
through the will of these generations
and their journeys that we honor
those histories.
As Spring gets her bearings and
carries us into warmer and longer
days here in California, we bring to our
readers across North America and beyond
this issue which touches on these stories, old and
new, while also looking to the future of produce.
As we expand upon roots and companies that
have stayed that course, we are joined by Gene
Harris and the Denny’s team as they walk us
through their latest initiatives and ever-evolving
promises to guests and to the entire industry. As
a staple of the American landscape, Denny’s is
helping to bring more flavor and fresh produce to
consumers. And with the expanse of its footprint,
the impact should be far and wide.
With the Vidalia® sweet onion season underway,
John Shuman of Shuman Produce takes us back
to his challenging beginnings and leads us through
the milestones of the company’s success as he
brings a third generation into the fold.

Speaking of new generations, we sat down with
Megan Shanley of Shanley Farms, as she emerges
as an owner of the now women-run business that
is taking specialty produce to a whole new level
while renewing the company’s commitment to being
stewards of the land.
And, as we look to the changing generations in fresh
produce, we sat down with an emerging leader,
Christina Barnard, whose mentors Mark Campion
of Taylor Farms, Nancy Johnston of Sysco, and Jay
Pack of The Pack Group, share their experiences
with the up-and-coming Director of Marketing and
how her passion and drive are both fierce and oneof-a-kind.
With diversification top-of-mind and strategic
growth at the forefront of J&J Family of
Farms, we join Chairman and CEO Lynn
Rundle, Senior VP of Sales and Marketing Chris
Coffman, and VP of Business Development Brian
Rayfield as they share the values that have allowed
them to thrive and now mark them for success.
These are only some of our favorite stories in this
24th issue of The Snack Magazine. Although we
are nearly halfway through 2017, it feels like the
year is still just beginning. So kick your feet up, and
let’s turn the page together.
Cheers,

Jordan Okumura
Senior Editor
AndNowUKnow and The Snack Magazine

department heads

Robert Lambert/President and CEO
Whit Grebitus/Vice President of Sales
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Carlos Palacio/Chief Technical Officer
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HE L LO, MY NAM E I S JOE:
FI N DI NG THE NAM E THAT FITS |PART ON E
by: Jessica Donnel

W

hat’s in a name? This age-old question
posed by William Shakespeare’s Romeo
seems to suggest that our monikers don’t
contain much meaning. However, after my
experience working with Alexandra Watkins, Founder & Chief
Innovation Officer for Eat My Words, it turns out the answer
to the star-crossed lover’s question is: a whole heck of a lot.
Our friend and Joe Produce Founder Rex Lawrence came to
Alexandra and Eat My Words with the challenge of finding
the perfect name for his new mission: developing a parent
company for all his current projects and those to come. These
include some familiar names, such as Joe Produce Search, the
executive recruiting division; Joe Pro Resumes, a resume writing service; and Joe Food Safety, the online job center for food
safety and quality jobs across all of food and beverage.
“Hiring Alexandra and Eat My Words was easy,” Rex shared
with me as we discussed what drew him to approach the
naming experts with the task. “They have a great portfolio of
names and companies, and their imaginations are limited only
by the parameters that we placed on them. In this case, I know
we made their job more challenging and narrow with some
fairly tight criteria; namely, pun intended, that we wanted ‘Joe’
in our name.”
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TH E FI R ST STAG E S
So, what gives Alexandra her knack for nuanced naming and
set her up to take on Rex’s request?
“I first caught the naming bug when I was hired by Gap to
create cheeky names for their first line of body care products,”
Alexandra laughs, explaining what exactly drew her into the
delightfully wacky career path. Not much time later, she broke
into the business by talking her way into branding powerhouse Landor, a top brand consulting firm, via a Match.com
date (which she assured me was “rated G”). Alexandra quickly
became a go-to resource for countless branding and naming
firms around the country. Having soon-after founded Eat My
Words, Alexandra has used her tongue-in-cheek sense of humor and unconventional approach to branding to generate
thousands of name ideas for food-focused firms and beyond.
She’s worked on naming everything from potato chips to microchips.
Those who read her book, Hello, My Name is Awesome…
How to Create Brand Names That Stick, or who got the
chance to catch Alexandra speak at this past year’s United Fresh BrandStorm Conference, might be familiar with
“SMILE and SCRATCH”—essentially the ‘dos’ and ‘don’ts’
of brand naming.

In the words of Alexandra herself,
behold, SMILE and SCRATCH:

SCRATCH it if it has any of these 7

SMILE

if your name has these 5
winning qualities:

S P E L L I N G - C H A L L E N G E D : Looks like a typo

S U G G E S T I V E : Evokes a positive brand experience

R E S T R I C T I V E : Limits future growth

M E A N I N G F U L : Your customers “get it”

A N N O Y I N G : Hidden meaning, forced

I M A G E R Y : Visually evocative to aid in memory

T A M E : Flat, descriptive, uninspired

L E G S : Lends itself to a theme for extended mileage

C U R S E O F K N O W L E D G E : Only insiders get it

E M O T I O N A L : Resonates with your audience

H A R D - T O - P R O N O U N C E : Not obvious, unapproachable

With these tips in mind, Alexandra presented Rex with the
task of filling out an Eat My Words creative brief. As she
puts it in her book, creativity can’t occur in a vacuum. This
is the document in which the company assesses the hopes
and dreams behind the branding endeavor. With questions
like “What is your brand in a nutshell?”; “What is the tone
and personality of your brand?”; and “What are the creative
directions you’d like to avoid?”; Alexandra seeks to dig down
deep into the very essence of the brand in order to provide
a name that is not only catchy and fun, but also emotionally
connects with its legacy and target audience.
Obviously, for Rex and his brand, “Joe” is the common
theme. Though the process, everyone involved kept an open
mind, but when it came down to it, the brand at its essence
is “Joe.”
“The name ‘Joe’ is a light-hearted name,” Rex shared with
Alexandra and I, and noted in his brief. “We take our jobs
seriously and professionally, but not like ‘banker stiff’ professionals. We are friendly, accessible professionals, who find joy

deal breakers:

C O P Y C A T : Similar to competitor’s names

in helping connect people with employers…and we get paid
for it! Beyond that, we knew that we wanted our name to be
fun, but not too fun, and to stick with Eat My Words’ criteria
that they have developed over the years.”

WHAT’S NEXT?
So, now what? We have a mission: To find a name for Rex
Lawrence’s “Joe” family of companies. We have SMILE and
SCRATCH and we have Rex’s filled-out creative brief—
packed with notes on the company’s personality, likes, and
dislikes.
Here’s where the heavy lifting comes in: It’s really all about
brainstorming, and nobody can do it quite like Alexandra. In
any given job, Alexandra has been known to create upwards
of 300 names over two rounds of her process.
How will Rex wade through the sea of options to find the
company’s one true moniker? Stay tuned for our next issue,
where we explore the final stages.
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MY FAVORITE THINGS

ALISA TEGLIA
Director of Marketing & Brand Strategy, Braga Fresh
Building Braga Fresh and Josie’s Organics’ product portfolio and bringing
value and marketing support to client relationships are Alisa’s passions.
With the company’s evolving business model and growing customer base,
it’s amazing she has time for anything else! So, what are a few of Alisa’s
most revered pastimes as she juggles her busy industry lifestyle? She takes us
through the list of some of her favorite things and the highlights of her day.

3

Everything we do
is a team effort,
whether it be
cooking dinner,
taking care of
the kids, or loading
the dishwasher.

1

2 “

A fantastic place to stroll
and enjoy the beauty and
serenity of the garden.

Wakes your brain faster than coffee. Once
your brain is awake and fired up, there is
no stopping you at work.

5“

4

The whole process of
cooking is enjoyable
and entertaining!

”

I enjoy the theater and
symphony. I leave feeling
inspired and full of joy.

”
6

I love going to
Warriors games and
watching Steph Curry
drain a 3-pointer.

“
7

8

Walking through a field as the
sun rises is the best time to
capture that perfect shot.

”

I can easily set timers while cooking, add
items to my reminder list or calendar, and
send a quick email or text.

9

Keeps my drink
super-hot, or cold,
all-day long.

1
4
7

Japanese Tea Garden
Golden State Warriors

My Camera

8

2
5

3

My Husband
Blue Apron

My Yeti Tumbler

6
9

The Gym

Performing Arts
Apple Watch
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Sometimes, looks
do mean everything...
CHECK OUT WHAT PACKAGING CONCEPTS AND PRODUCTS
WE BELIEVE POP ON THE SHELF AND CAN HELP
DRIVE TRAFFIC THROUGH THE PRODUCE DEPARTMENT.

1

OCEAN MIST ® FARMS

Season & Steam
Artichokes

What’s a great way to bring
consumers into a category fold? If
you are Ocean Mist Farms and a host
of other industry-leading companies,
you make the preparation easy and let
the beauty of the product speak for
itself. Take the Castroville, Californiabased company’s Season & Steam
Artichokes. The sleek, clean design
and crystal-clear window showcase
these perfectly packaged petals while
also informing the consumer and
begging the question: Why have I not
bought artichokes like this all along?

5

PACKAGES THAT

DID IT
RIGHT
by JORDAN OKUMURA

20 / MAY 2017

2

SUNSET

®

Eco Flavor
Bowls
™

What do you get when packaging
doubles as its own merchandising
program? Perfection. And
SUNSET® always seems to do
it right. Providing a vibrant pop
of color, these Top Seal ecofriendly bowls tailor to every
range of shopper and household
size. There are so many reasons
why SUNSET holds its own as
a leader in greenhouse produce.
Retailers are able to show off as
much of the product as possible
without compromising looks
or food safety. These stackable
packages brighten up produce
departments and promote tomato
consumption for the benefit of
retailers and consumers.

3

MANN PACKING

Nourish
Bowls
®

I love this packaging concept
because I can see what the finished
product, or, rather meal, looks like

The TomBar creates a destination
in the produce department through
its clever mobility, while the access it
provides consumers creates a more
memorable and convenient grocery
shopping experience.

and it definitely is a great
strategy for whetting the
appetite. With a variety of
on-trend flavor profiles that
target consumers from moms
to Millennials, this product
line’s delivery is focused yet
fun. And bowl-based meals
with diverse and ethnic flavor
profiles have become a hit
across foodservice and now
benefit retail.

4

5
NATUREFRESH ™

TomBox
& TomBar
™

Shopping for produce should
be fun, and I truly believe
that a unique experience
can make produce taste even
better. NatureFresh™ is one
company that is tapping into
all of the consumer senses with
its TomBox™ and TomBar™
creations. This program also
aligns with NatureFresh’s
sustainability goals as the
TomBox is made from 100
percent recycled paperboard.
While it may look like a Chinese
take-out box, be assured that
this array of flavors will not
impact your waistline.

™

DEL MONTE ®

Vegetable
Noodles

This versatile veggie presentation
and preparation is all the rage. At
least it’s a hit in our office and
in my kitchen. While I would
like to say that it is the concept
alone which truly sells itself, the
packaging is always that first push
toward grabbing the consumer’s
attention. With elegant simplicity
and convenient packaging that
stacks and merchandises with
ease, these value-added vegetables
are the perfect portion size and
bring a new concept directly to the
consumer’s plate. Just sauté, boil,
or add them fresh to salads and
voila! The pre-cut vegetable noodle
concept provides the perfect pasta
alternative for healthy eaters and
is an easy, fun way for consumers
to increase their vegetable
consumption.
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MENTORS IN
THE MAKING

Christina
Barnard

C

By Jordan Okumura

HRISTINA BARNARD WAS

born for produce. When we talk about
that passion for fresh produce being
in your blood, we are speaking about people just
like her. Christina’s love of the land and dedication
to the industry are contagious and–as many who
know her can testify–her energy is unrivaled.

Growing up on a produce farm in Clackamas,
Oregon, Christina worked alongside her older
brother and sister in the fields and in the family’s
packing shed every summer from as early as
she could remember. She then followed in her
brother’s footsteps and attended Cal Poly as an
Agricultural Business Major.
“I spent the summer after my junior year living in
Salinas, California, and interning for Fresh Express,”
Christina shares with me. “Early in my senior year
one of my ag teachers approached me about
attending PMA Fresh Summit through the Pack
Family Careers Pathway program. Looking back, I
could not have dreamed what was in store for me.”

Sponsored By
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“I love what I do every day. Working
to provide healthy, great-tasting
products to consumers is my
dream job and being surrounded
by mentors that include Mark,
Nancy, Jay, and so many more,
make it all the more enjoyable,”
Christina says. “I significantly
value the relationship of each of
these individuals as they’ve all
greatly impacted my life, both
professionally and personally.
I know I can call on each for
advice or walk into their office for
guidance in a tough situation, and
they will deliver an honest answer
that not many have the courage to
provide. Each are a true testament
to the amazing community of folks
in our industry and I’m honored to
call each my friend.”
Christina originally met Jay while
she was a Pack Family Careers
Pathway student. His passion for

the industry and desire to attract
new talent was clear. Jay put his
money where his mind and mouth
were; building a program for
young students interested in ag.
Christina is forever grateful to
Jay and his family for founding
the Pack Family Careers Pathway
Program, and she adds that
participating in the program
secured fresh produce, outside of
Oregon, as her future career
and passion.
Through the Pack Career Pathways
program, Christina also met Steve
Barnard, the President and CEO
of Mission Produce Inc., who, she
tells me, played a significant role
in helping her define her own path.
And if you haven’t noticed the
parallel in names, Steve influenced
more than just her professional life.
“Oddly enough, he introduced me
to my now-husband, Ben Barnard,
and Steve is now my father-in-law,”
she says, smiling at the memory.
“Quite possibly, this is part of the
beauty of our industry. I was
paired with Steve at PMA through
Jay’s program and we immediately
clicked. Steve completely
embraced me, took me to every

Jay Pack

The mentors

Here is what they
have to say about
Christina Barnard…

Enter some of the biggest
influences in her adult life, and a
world of agriculture beyond the
family farm: Jay Pack, Co-Founder
of Pack Career Pathways and
Founder of The Pack Group; Mark
Campion, President of Taylor
Farms Retail, Inc.; and Nancy
Johnston, Sr. Manager, Produce
Sales, Sysco.

Co-Founder, Pack Family
Career Pathways and Founder
of The Pack Group

"

When the Pack Career Pathway Program was
initially launched in conjunction with PMA
over 12 years ago, who would have known
that one of the very first students would
exemplify the very objective of the program?
After initially meeting and spending time
with Christina, it became quite apparent
that she was bright, articulate, mature, and
fun. What I didn’t know is that 12 years later,
Christina would have a successful career
with Taylor Farms, become a wonderful
wife and mother, and a close friend of
our entire family. We are so proud of
Christina’s accomplishments, success, and
achievements in the produce industry.

"

"

It’s hard for me to believe Christina
has been at Taylor Farms for almost
ten years. She shows up everyday
with the same enthusiasm she had
on day one. Her attitude in the office
is infectious. She started in sales
and quickly moved into a marketing
role. From Christina’s first day, it was
clear she had the drive, aptitude,
and confidence to do great things.
Our marketing direction at the time
was largely undefined and was not
a core competency of the company.
Christina jumped in and blazed her
own trail. She had the curiosity and

dinner meeting he had, and walked me
all around the show floor.”
Christina interned for Mission Produce
the summer following her senior year of
college after Career Pathways and was
hooked.
The rest, she tells me, is history. Well,
almost…The next fork in her road
came with a little company called
Taylor Farms.

Christina Barnard
Director of Marketing,
Taylor Farms

“Mark Campion was my first interview
out of college and I remember, as we
were finishing up, I let him know how
much I appreciated the interview and if
we didn’t end up working together, I’d
still see him around because I knew this
was the career path for me,” she says.
“Mark is a phenomenal leader, and every
year he’s only gotten better. I admire his
continual drive for improvement and
it’s always rubbed off on me, and quite
honestly, on our entire retail division.
He’s been a great support system both
professionally and personally, always
pushing me to reach a new potential.
Ask for forgiveness, not for permission;
that’s what he’s always told me.”
Another of those individuals who has
had an incredible impact on Christina’s
life is Nancy Johnston.

"

“Complete trust,” she says. “I know they
believe in me.”
It is easy to see that each and every one
of them do. All have watched her grow
personally and professionally, attended
her wedding, celebrated the arrival of
her firstborn with number two now on
the way, and shared in many of her life’s
milestones.
“With support like this, I cannot imagine
another career,” she shares.
And we, in turn, cannot imagine ours
without her.

Sr. Manager, Produce Sales,
Sysco

President, Taylor Farms Retail Inc.

Watching her grow into a company, and industry,
leader while starting her young family has been a
great pleasure. Christina and I have shared many
long chats over the years. Christina allows herself
to be coached and is a good listener. I have
always been able to be open and honest with her,
because her commitment to Taylor Farms, our
customers, and our co-workers is unquestionable.
Taylor Farms, Ben, and our industry are lucky to
have her!

When I ask Christina what sets the
relationships with her mentors apart from
others, she pauses.

Nancy Johnston

Mark Campion

capability to educate herself and implement
her learnings at work. Our social and digital
marketing platforms are largely the result of
her hard work and education.

“From the first moment I met Nancy, I
knew we were destined to be friends. Her
energy and enthusiasm were contagious,
and the more I got to know her, the more
I admired, and respected her. People are
drawn to Nancy. Immediately, she took
me under her wing and introduced me
to everyone at shows and events. She’s a
great balance of fun and professionalism—
just what I want to emulate,” Christina
tells me. “Nancy asks the tough questions,
she’s direct and gets the job done—and
that’s what she’s taught me.”

"

I have spent the last several years
watching her grow from a young
college graduate who was new to
the industry, to marrying her best
friend and becoming an amazing
mother, all while growing in her
career. The coaching I gave her
was that there is no such thing as
a job description in our industry.
Wake up every morning, show up,
complete whatever tasks show up
on your desk that day, and know
that everyday it is something
different. Be a sponge with every
produce person you meet, and

always ask for what you want.
Christina brings enthusiasm and
heart to the industry in a way that
will help keep our business moving
forward. Christina has learned that
relationships are key to our industry
and that it is so important never to
burn any bridges, as you never know
when you may need someone’s
help or they may need yours. I look
forward to Christina becoming an
industry leader for her peers and
taking the produce industry to the
next level. I will be the first person in
her corner cheering her on.

"
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WTF

DO I DO WITH JAZZ™ Apples ?
{ what the fork }

JAZZ T M APPLE SMOOTHIE BOWL

INGREDIENTS
2 JAZZ™ apples, cored and diced
1 sliced banana, frozen
½ avocado
1 cup chopped kale
½ cup frozen spinach
1 cup almond milk
2 tbsp honey

DIRECTIONS

1
2
3

In blender, blend apples, banana, avocado, kale, spinach,
almond milk, honey, and ice cubes until smooth.
Divide evenly among 4 bowls.
Top each serving with sliced apple, sliced kiwifruit,
shredded coconut, and chia seeds.
Tip: Add a scoop of protein powder to the smoothie for an extra boost.

½ cup ice cubes
Toppings:
½ JAZZ™ apple, cored and thinly sliced
1 kiwifruit, sliced thinly
1 tbsp toasted shredded coconut
2 tsp chia seeds
Servings: 4
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For more delicious, healthy, & easy-to-prepare
recipes visit www.jazzapple.com/us.

up
close
Outrageously Fresh™
Snacking Tomato Jar Bags

G

reenhouse-grown in Tehachapi, California,
by SunSelect, these versatile snacking
tomatoes are dressed to impress
throughout produce departments this summer.
With exciting, fun, and eye-catching packaging that
resembles a mason jar, these Outrageously Fresh™
snacking tomatoes are a breeze to display and
merchandise, and will ultimately help drive traffic
and impulse purchases. With options ranging from
grape and cherry varieties, to a gourmet medley of
tomatoes, SunSelect is offering a flavor for every
palate and occasion. And the jar bags can help
retailers capitalize on the popularity of snacking
tomatoes.

The appeal of these resealable bags extends
beyond the produce department and is perfect

for keeping on the kitchen counter, and ready for
transport for snacking on-the-go. Tasty, nutritious,
and a satisfying substitute for less healthy snacks,
these Outrageously Fresh snacking tomatoes are
available year-round.
In addition to the jar bags, SunSelect also offers
clamshells of grape, cherry, and gourmet medley
tomatoes, and Top Seal bowls of grape and medley
tomatoes as well.
According to FreshLook Data, cherry tomato sales
grew by 27 percent between 2013-2016, while grape
tomato sales escalated by a whopping 37 percent
in the same period. If you are looking for a produce
department product that is primed for growth, look
to snacking tomatoes.
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Always

OPEN
Denny’s Rise
to the Top

by EVA ROETHLER
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A

pple pie. Baseball.
Bald eagles.

Few things are more iconically
American than the diner: These
humble restaurants set the scene
for countless classic films, and
evoke the timeless nostalgia
of our memories. They are
familiar. Without being there,
one can still imagine what it smells, tastes, and
feels like. Diners offer a delicious refuge from
the fast current of life, a reliable spot to stop
and breathe easy. And no one knows this better
than Gene Harris, Senior Purchasing Manager
of Denny’s, and his colleagues Sharon Lykins,
Senior Director of Product Development,
and Paul Spencer, Director of Denny’s Social
Responsibility. These three bring legendary
dishes to life for the monolithic diner.

With 1,700 locations in
every corner of the USA
and the world, Denny’s
is the most quintessential,
ubiquitous diner. Nearly
everyone has been to a
Denny’s, and if by some
anomaly they haven’t, a
quick follow-up reveals
that most can still name
at least a few of the
famous entrees: The
Grand Slam®, Moons
Over My Hammy®, and
The Lumberjack Slam®,
among others.

Since then, Gene’s great attitude has seen him rise
through the ranks quickly, holding leadership roles
such as Restaurant Manager, General Manager,
General Training Manager, Product Development
Project Leader, Purchasing Agent, and Purchasing
Manager, before succeeding in his current position as
Senior Purchasing Manager.
“We use fresh produce whenever possible in our
menu items because of the quality attributes it
gives to a dish,” Sharon explains about the product
development process for the abundance of menu
options that Gene sources for. “Our guests associate
freshness with health, and
fresh produce boasts wonderful
nutritional benefit and flavor.”

Many of our
“
vendors are second

or third generation,
family-owned
businesses with
rich histories.

“I ended up a cook on a submarine stationed
in San Diego. I served on two different nuclear
subs in the seven-and-a-half years that I was in,”

”

Expanding on what it takes to
source “fresh” for these innovative
menu programs, Gene explains
that it starts with having an
excellent 3rd Party Food Safety
Audit score, paired with a good
reputation. Denny’s puts emphasis
on high-quality product and its
priority on service and fair prices.

“We primarily work with
independent produce distributors;
people who are produce experts!
We are interested in who their
primary suppliers and growers are, as well as if
they are using our approved produce processors.
Ideally, we seek distributors who are large enough to
service our needs, but also able to meet our special
requirements,” Gene reveals. “I love the produce
industry, especially the people. It’s a big family, just
like Denny’s.”

–Gene Harris

Gene has seen firsthand the massive growth
of the organization through the years, having
recently celebrated a milestone 30-year
anniversary with the company. His own story is
as inspirational as the diners: Gene cut his teeth
professionally working as an auto mechanic for
two years before deciding to join the Navy as a
cook in 1979.
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Gene says. “I got out of the Navy on August 3rd of
1986 and went to work at Denny’s two weeks later.
The rest, as they say, is history.”

In addition to these guidelines, it is Gene’s same
appreciation for the possibilities he was provided
throughout his own journey that him help steer the
sourcing decisions he makes today.

1953: Harold Butler and Richard Jezak open
Danny’s Donuts in Lakewood, California.

1959: To avoid confusion with LA restaurant,

Coffee Dan’s, Butler changes the name from
Danny’s Coffee Shops to Denny’s Coffee Shops.

“We seek out minority-, women-, and veteran-owned
businesses who meet Denny’s high-quality and food
safety standards,” he divulges about what the company
seeks in its partners. “Many of our vendors are secondor third-generation, family-owned businesses with
rich histories.”
This mentality is an ode to the American dream:
Helping to level the playing field, and the idea that
everyone should have the opportunity to leave a legacy
through hard work, determination, and initiative.
Gene’s own story is a parallel to the Denny’s story, the
massive success of a simple ambition. Paul joins the
conversation to pull back the curtain on what has kept
this monolith thriving for the past 64 years.
“Our position as ‘America’s Diner’ is what differentiates
us in the marketplace. What makes Denny’s unique is
our ‘diner feel,’ not in just the physical sense, but more
importantly in an emotional sense,” Paul explains to me
about the nature of the enterprise. “It’s a place that is
always open; that’s warm, comfortable, and welcoming;
and serves up a variety of hearty, classic American food
at a great value.”
As many good diners do, Denny’s has a rich history.
In 1953, Founders Richard Jezak and Harold Butler
opened the doors to their new enterprise in Lakewood,
California, citing a modest mission: To serve the best
cup of coffee, make the best donuts, give the best service,
offer the best value, and stay open 24 hours a day.
Back then the concept was called Danny’s Donuts, and
it was the first iteration of the establishment that would
evolve to become the Denny’s we know and love today.

1968: Denny’s stock begins Trading
on NYSE under “DEN.”

That first Danny’s Donuts enjoyed an exceptional
reception, becoming an instant hit for workers in
the booming local industrial economy, with patrons
frequently lined up around the block to grab donuts
from the makers who they could watch through the
giant windows.

I love the produce
“
industry, especially the

people. It’s a big family,
just like Denny’s.
1977: The Grand Slam® is introduced
in Atlanta as a nod to homerun slugger,
Hank Aaron.

–Gene Harris

”
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From left to right: Gene
Harris, Senior Purchasing
Manager; Sharon Lykins,
Senior Director of Product
Development; and Paul
Spencer, Director of Denny’s
Social Responsibility

Denny’s Guiding Principles

The company expanded
rapidly, quickly adding
more items to its menu
and changing its name to
Danny’s Coffee Shops—
1
followed by a snappy
pivot to Denny’s Coffee
2
Shops—to distinguish itself
from another restaurant in
3
the region. The enterprise
finally landed on the
4
moniker of Denny’s. Just
six years later there were
20 more locations, and
5
upon launching a successful
franchising program, by its tenth anniversary
the chain included 78 diners across seven
western states.

that the company is oldfashioned, but Denny’s
has demonstrated its
merits as a forwardthinking organization.
The company knows
how to keep up, having
embarked on several
quirky millennial-savvy
campaigns, including
The Grand Slams web
series by the same
creators of the oddball
series “Robot Chicken.”
The company also
hosted Always Open with Dave Koechner, a
YouTube series featuring celebrities holding
conversations in a Denny’s booth. And, for
the particularly spontaneous, Denny’s has a
destination in Las Vegas: A chapel offering legal
weddings—complete with two complimentary
Grand Slams as a nuptial gift, of course.

Guests First
Embrace Openness
Proud of Heritage
Hungry to Win
The Power of We

“We love to feed people. That is our purpose.
Those are the words we live by; it is the reason
we are in business, and that mantra drives our
restaurant teams every day,” Paul summarizes.
“Supporting that purpose is this set of guiding
principles: Guests First, Embrace Openness,
Proud of Heritage, Hungry to Win, and The
Power of We.”
With these time-tested values and more than
half a century under its belt, one could assume
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So, while the saying “American as apple pie”
seems to have set the benchmark for peak
American-ness, diners have become symbolic of
our culture in their own right. And if the past
is any indication, it seems Gene, Sharon, Paul,
and the team at Denny’s will be around to serve
comforting, classic diner dishes for years to come.

up
close
A closer look at
NatureSweet® Glorys® TOMATOES

g

rilling season is upon us! While your
mind may not go directly to the tomato
category when crafting a crossmerchandising spread for grilling,
NatureSweet®’s Glorys® tomatoes are helping
to change the game. With a thicker skin that
can take the heat, and a juicy firm texture,
this proprietary variety is bringing versatility
and big, bright, homegrown flavors to the
consumer’s barbecue.
Glorys are a great way to introduce tomatoes
not only to the grill, but also to a host of
cooked dishes: From pizzas, sauces, pastas,

casseroles, kebabs, or a stir fry, to soups
and chili—really any dish that calls for, or
could be enhanced by, tomatoes.
Housed in a 10.5 oz, resealable, rinse-ready
package, Glorys also feature a traceback
code on each package and case, and are
picked at the peak of freshness for great
taste and quality year-round.
With the heightened demand for fresh
and tasty year-round solutions across the
tomato category, NatureSweet is helping to
please the consumer basket and the palate.
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WTF

DO I DO

er®
Nature’s Partn
™
DulceVida
WITH White Nectarines

?

{ what the fork }

FRESH DULCEVIDA™ WHITE NECTARINE VINAIGRETTE

INGREDIENTS
1 DulceVida™ white nectarine,
chopped, and pitted
¼ cup olive oil
1 tbsp Dijon mustard
2 tbsp champagne vinegar
Salt and pepper, to taste
Servings: 1

DIRECTIONS

1
2
3

Add nectarine, vinegar, and mustard into a blender.
Blend until smooth.
Pour mixture into a jar and add oil, salt, and pepper. Shake
well to combine.
Serve immediately or refrigerate in an air-tight container
for up to one week. We recommend serving with mixed
baby greens and your favorite salad toppings.

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

oasted red or fried green, sun-dried or ser ved raw,
this New World fruit from the nightshade family is
ubiquitous in international cuisine. The great Chilean poet
Pablo Neruda once composed an entire ode to the tomato
calling it the “star of the earth” and praising its “fier y
color and completeness.” So, what exactly does this star
categor y have to offer?

Sunset®

Product: Flavor Bombs®
Flavor: Super sweet with an explosion of flavor, brix 10+
Texture: Juicy with a refreshing crunch
Size: Bite-sized and perfect for snacking
Color: Vibrant red
Shape: Round
Availability: Year-round

Lipman Family Farms
Product: The Crimson
Flavor: Intense, homegrown flavor
Texture: Solid and meaty center, holds firm
vine-ripened
Size: Large, consistent shape
Color: Deep red color inside and out
Shape: Round, consistent shape
Availability: Year-round

THESNACK.NET / 33

Double Diamond Farms
Product: Mambo™ Cherry Tomatoes
Flavor: Big burst of rich tomato taste and balanced acidity
Texture: Crisp, juicy
Size: Bite-sized, 18-20 g
Color: Reddish-orange
Shape: Round
Availability: Year-round

Windset Farms®
Product: Cameo® Cherry Tomatoes
Flavor: Super sweet
Texture: Crunchy and juicy
Size: Perfectly bite-sized
Color: Bright red
Shape: Round
Availability: Year-round

Red Sun Farms
Product: Organic Scarlet Pearls™
Flavor: Outstanding and balanced ratio of sugar
to acid, with a brix of 9+
Texture: Nice crunch with a burst of juiciness
that delivers an excellent experience
Size: 8-12 g
Color: Deep, rich red
Shape: Grape
Availability: Year-round

Sakata®

Product: Amai GSPP Grape Tomatoes
Flavor: Great rich flavor with a good balance between sweet and acid
Texture: Firm but juicy
Size: 10-14 g
Color: Rich deep red
Shape: Oval
Availability: Year-round

Pure Flavor®
Product: Marzanito™ Tomato
Flavor: Rich, balanced sweetness and acidity
Texture:

Tender flesh and meaty inside, making it ideal for cooking

Size: Mini San Marzano-style tomato, snack-sized
Color: Deep, vibrant red
Shape: Oblong
Availability: Year-round
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NatureFresh™
Product: TOMZ™ Red Cherry Tomatoes
Flavor: Super sweet, candy-like
Texture: Crunchy, juicy, slightly acidic
Size: Bite-sized: a one-bite wonder!
Color: Red
Shape: Perfectly round, cherry
Availability: Year-round

Houweling’s Tomatoes
Product: Signature Selection Sweetoms Red Grape Tomatoes
Flavor: Perfect balance of sweetness, acidity, and texture
Texture: Firm
Size: Bite-sized, 7-9 g
Color: Deep, bright red
Shape: Oblong
Availability: Year-round from British Columbia, California,
and Utah

Sunripe
Certified Brands
Product: Bella Roma
Flavor: An excellent mix of sweet and tangy
Texture: Firm
Size: M, L, XL, and Jumbo
Color: Rich red
Shape: Traditional Roma
Availability: October-June

Village Farms
Product: Cabernet Estate Reserve®
Flavor: A perfect blend of sugars and acidity for a rich, sweet
fruit flavor reminiscent of a fine wine
Texture: Crisp with a wonderful smoothness
Size: Bite-sized, perfect for snacking
Color: Dark with a deep wine coloration
Shape: Round
Availability: Year-round
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Mucci Farms
Product: Cherto Gourmet Cherry Tomatoes-on-the-Vine
Flavor: Super sweet combined with excellent flavor, brix level 10+
Texture: Firm, juicy, and crisp
Size: Round, bite-sized, 10-12 g per tomato
Color: Deep red
Shape: Round
Availability: Year-round

Westmoreland–TopLine Farms
Product: Sweet Orange Grape Tomato
Flavor: Tart, low-acidity with a sweet finish
Texture: Crisp, firm
Size: 8-12 g
Color: Orange
Shape: Oval
Availability: March-November

SunFed® Produce
Product: Perfect Romas®
Flavor: Traditional old-world style Italian flavor and rich balance
Texture: Firm, plump, and meaty
Size: Medium-large dependent on customer preference
Color: Radiant red
Shape: Oblong
Availability: Year-round

Kingdom Fresh®
Product: Organic Grape Tomatoes
Flavor: Super sweet
Texture: Firm and crispy on the outside yet juicy
and sweet on the inside
Size: Bite-sized
Color: Rich red
Shape: Oblong
Availability: Year-round
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up
close
INTRODUCING Mucci Farms’ cherto
gourmet cherry tomatoes on-the-vine

K

ept on-the-vine to achieve traditional tomato
flavor and freshness, this irresistibly bitesized tomato from Mucci Farms has been
a hit across consumer kitchens and produce
departments since its recent launch. The perfect
portion size for snacking, the Cherto also boasts
a flavor profile that brings an exciting balance of
flavors to any entree, appetizer, or even drink.
Along with the launch of this new tomato, Mucci
Farms is also releasing new Top Seal packaging.
The Cherto gourmet cherry tomato package was
designed to improve the consumer experience,
increase the shelf-life of the product, and
provide retail partners with premium creative
merchandising efficiency.
With a focus on food safety, traceability, and
environmental responsibility, this Top Seal
packaging is made with less plastic than most
traditional designs, and with 100 percent PET
recyclable material. Included in these benefits is a
tamper-evident seal, resealable options for longer
storage, and clear visibility of the product. Retail
partners not only benefit from a convenientlysized and shaped package that is easy to
merchandise, but the Top Seal format allows
Mucci Farms’ marketing department to take full
advantage of the creative space to deliver worldclass, eye-catching artwork.
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J & J
FAMILY OF FARMS
The Family that Keeps on Far ming
by Laura Hillen
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S

own in the rich soil
of Florida, the once
centralized roots of J&J
Family of Farms have
grown and unfurled
beyond the thick
nourishment of the South in order
to anchor the company even further
throughout the globe. As it has
doubled and then tripled its reach
to provide its customers additional
benefits, J&J’s veritable and wellseeded strength has remained
unchanged, pulsing from its core due
to one integral fact: an unwavering
focus on its growers.

This strategy is at the forefront of its
every move; J&J Family of Farms has
infused all corners of its operations
with a genuine commitment to each
hand that helps collectively uphold
the J&J name. With over 10,000 acres
of farmland in
the U.S. now
blanketed with
the J&J ideals,
just how is the
company able
to maintain
such resolute
assurance to its
growers in what
can oftentimes
be a demanding
industry?

“THE
STRATEGIC
ALLIANCES
WE’VE BUILT
HAVE RESULTED
NOT ONLY IN
CONTINUOUS
GROWTH FOR
OUR COMPANY,
BUT MORE
IMPORTANTLY,
FOR THEIR
OPERATIONS
AS WELL.”
-Chris Coffman

A few of the
faces that lead
the company’s
charge joined
me to divulge
the strategic
groundwork
that has not
only enabled
the company
to cultivate the
high-quality
fruits and

vegetables that consumers hunt for
in the produce aisle, but has also
launched it towards new territories.
With Chairman and CEO Lynn Rundle,
Senior VP of Sales and Marketing
Chris Coffman, and VP of Business
Development Brian Rayfield to
steer its course, J&J Family of
Farms maintains that even as new
plans unfold for 2017 and beyond,
the company will continue its first
objective, laid down over 30 years
ago: grower loyalty.

Lynn Rundle,

Chairman and CEO

“Our growers are true partners in our
distribution business, which we feel
isn’t often seen in the market,” Chris
discloses, emphasizing that each
partnership ensures that growers
gain the maximum value from their
produce. “The strategic alliances
we’ve built have resulted not only in
continuous growth for our company,
but more importantly, for their
operations as well.”
By pursuing only select farmer
partners to join in its vision, the
company is able to provide continual
and intuitive solutions to its retail
and foodservice partners while still
remaining intimately tied to its roots
and values—not only as curators of
the land, but also of its people. Such
partnerships include a diverse supply
chain focus from Thomas Produce in
Florida, unique farming applications
through the Georgia-based Moore
Farms, the meticulous operations
of Bullard Farms in Georgia, North
Carolina’s Patterson Farms’ historic
legacy, and most recently, the
prowess of its seed partner Seminis®.

Chris Coffman,

Senior VP Sales and Marketing

Brian Rayfield,

VP of Business Development

However, no matter how far the
reach of J&J Family of Farms may
spread or how many growers are
added to its fold, the company
remains stalwart and steady in our

From left to right: Kohl Brown, VP of Sales; Stephen Thomas, CFO of
Thomas Produce; Richard Bowman, Director of Farming; Tommy LaSalle,
General Manager of Thomas Produce; Chris Coffman, Senior VP of Sales
& Marketing; Michael Butler, Senior VP of Operations; Brian Rayfield,
VP of Business Development & Marketing.
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ever-changing industry through one
particular assurance—the Trophy
Experience.
The unchanging pillars
of this vision perfectly
prime the company to be
boosted by its network
of growers, delivering
consistent satisfaction to
its grower and customer
partners along the way
through a fixation on
progressive processes and
commitment to quality.

THE TROPHY EXPERIENCE
• Expert and Passionate Service

Keeping growers happy
•
and motivated has also
allowed for J&J to expand
its offerings even further
•
than just high-quality
selections of cucumbers,
eggplant, green beans,
•
green and colored bell
peppers, zucchini, yellow
squash, tomatoes, and
•
chili peppers. With its
unique sense of flexibility
and diversification, the
company is ultimately
better suited to serve the fluctuating
demands of the buy-side sector and
end consumer.
“Our vertically-integrated nature
gives our customers confidence
that we are in control of our own
supply, in addition to offering valueadded source packaging, forward
distribution, just-in-time delivery,
and category management analysis,”
Lynn says. “J&J achieves operational
efficiency by aggregating farm inputs
and passing along efficiencies to
those part of our family of farms, as
we have since our establishment.”
This targeted grower spotlight has
given J&J a historic legacy of being
able to step from each milestone
to the next with a variable amount
of ease. Florida-bred, the company
soon followed its founding by
adding more states to its steadfast
operations throughout the 90s;
including the growing climates of
Georgia and North Carolina. As the
new millennium approached, the
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current Loxahatchee headquarters
in the mid-2000s and then partnered
with Sequel Holdings in 2012. With
an alliance with Thomas Produce
coming in 2015, J&J
proved that selective
partnerships allow the
company to expand its
product volume while
concurrently fulfilling the
needs of its customers and
growers.

Partner with Integrity
Superior Farm Fresh Quality
Food Safety

“Our partnerships allow
us to essentially become
the grower,” asserts Lynn.
“This means we have full
control over our supply,
providing a secure source
to our customers. This
has been proven to be a
point of differentiation in
our customers’ purchasing
decisions.”

This symbiotic relationship
between company and
grower also presents
an additional perk to
the expansive portfolio
of J&J: A unique diversity to its
operations in both product and
packaging, further enabling the
company to preemptively solve any
needs required by its customers.
Throughout the company’s entire
collective, J&J Family of Farms
packs its produce close to the source,
procured from several distinct
climates throughout the year. The
end result? A high-quality product for
each season, year-round.

National Sales and Sourcing Plan

company expanded its footprint by
global means, adding Honduras,
Mexico, and the Dominican Republic
to its belt.
“J&J Family of Farms is focused on
the same vision that was instilled
by its founders in 1983, to provide
consumers with the best quality
produce through in-class farming
practices, but we have evolved,”
Brian shares with me. “As a now
national supplier with international
reach, we are constantly looking for
ways to keep improving in order to
continuously provide our customers
with the same best-in-quality
product they’ve come to expect yearround.”
By remaining a true champion to
its values and the growers that
make up its name, J&J has been
able to overcome the logistical
hitches that come inherent with
periods of explosive growth. After
needing more space for its executive
operations, J&J moved into its

“We’re investing more and more into
crop diversification, as we know
consumers are constantly changing
their produce needs. We want to
make sure we create improvement in
the varieties of our crops, while also
enhancing our plant productivity,”
Lynn tells me, naming the company’s
newly-announced field-grown
colored peppers as the perfect
manifestation of this drive.
With a firm grip around the first
portion of 2017, the company is
looking to build further on the

QP Farm in Loxahatchee, Florida
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stability of its partnered reach.
Propelling towards well-supported
growth through procedure, safety,
and selection, the company is set for
the possibilities that the remaining
months of the year may hold.
For instance, acting as the best
partner for both the buy-side and the
supply-side also means utilizing the
best technology and safest practices
available. J&J has implemented
top-notch software in both its overall
business practices and farm-level
operations, and added drone
technology to its farming practices in
a proverbial nod to the wave of the
future.
From robust food safety processes
to an unyielding commitment to its
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employees, J&J is constantly
seeking out organizations
and methods throughout
each year that can positively
impact its business and
partners–allowing the
company to remain at
the forefront of social
responsibility. These actions,
including partnerships with
the Farmworkers Coordinating
Council and Feeding Florida,
instill a sense of commitment
throughout the company that
can then trickle down into the
end product that falls into the
hands of its customers and
consumers.
“Whether it’s a value-added
pack or bulk packaging, we

“THE VALUES OF
J&J FAMILY OF
FARMS ARE
INTEGRITY,
ATTITUDE,
COOPERATION,
COMMUNICATION,
EXECUTION, AND
LEADERSHIP.”
-Brian Rayfield

make sure we provide trophypacked produce to be delivered
right when it’s needed with the
same consistency in quality and
production that we are known for,”
Chris adds, emphasizing that this
flexibility allows the company to stay
ahead of the curve of buy-side needs.

with the East Coast and offshore
growers for specific categories,” Lynn
says. “We want to continue our
dedication and loyalty to our growers
by broadening our offerings, tapping
in on the constant opportunities for
betterment, and investing in always
providing the freshest, safest product
possible to our customers.”

The company has also not stifled
the stretch of its reach, as it has
effectively pegged 2017 as another
opportune interval to bring more
growers under its arm. J&J Family
of Farms is looking to add more
crucially-located regional partners to
its operations and growing space.

As J&J continues streamlining its
prospective growth across the board,
its same predominant focus rings
true to guide the way: Counting on its
values and trust in growers to deliver
consumer satisfaction time-andagain.

“We have our sights set on partnering

“The values of J&J Family of Farms

are integrity, attitude, cooperation,
communication, execution, and
leadership,” says Brian. “Our success
and where we stand today is a direct
result of our focus on our values in
everything we do. By having and
promoting strategic grower partners,
we will continue to find innovative
ways to improve our farming
practices and distinguish our brand
in the market.”
With its roots inextricably woven
into the force of its clan and reaching
ever farther, it seems as though J&J
Family of Farms will know no bounds
to the aspirations before it. And, as
the saying goes, those with deep
roots need fear no wind.

GROWING AND DISTRIBUTION
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E

veryone’s favorite
chartreuse fruit, the
avocado has seen astronomical
growth as a category in the past
half-century. Much beloved for
its mild, nutty sweetness and
creamy soft flesh, the avocado has
become a staple in American diets.
On toast, in an omelet, or atop
tacos, avocados are sure to please
palates and drive sales.

Latest 52 Weeks Ending 1/28/17, Total U.S.

$1.4 bil
volume % change
vs YAGO 2.1%
Total
Dollar Sales

7.2%
Total
volume 1.3 bil lbs
dollar % change
vs yago 9.5%

average Retail
% change vs yago

average
retail

$1.10

SOURCE | Statistics attributed to Nielsen Perishables
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LeighAnne Thomsen
Brand Marketing Manager,
Mission Produce
“Over the past few years, it has been so fun to watch
avocados grow in popularity and really become a
pop culture phenomenon. Everyone can get creative
with avocados, as they’re so versatile. Avocados have
gone from being just guacamole, to a topping, to the main
course! I love stuffing a half of an avocado with chicken salad,
cottage cheese, or just adding a squirt of fresh lemon.”

Jan Delyser
Vice President of Marketing,
California Avocado Commission
“From ribbons to roses, chefs and bloggers are using
avocados for more than their creamy taste and texture. They
are also using them for their beautiful green color and the
shapes they can create. The California Avocado Commission
has a retail recipe booklet that includes directions on how
to create an avocado rose and recently produced a recipe video
showcasing how to ‘ribbonize’ an avocado.”

Megan Shanley
Director of Sales and Marketing and Co-Owner,
Shanley Farms
“With a 2-year-old and a 7-month-old baby I am in full survival
mode at this point! I love the versatility and convenience that
California avocados add to my life. For me, I will mash avocado
onto a piece of sourdough with pink sea salt and eat it just like that,
or if I am feeling feisty with an extra two minutes, I will add a fried egg
and a few dashes of red pepper chili flakes. When ‘hanger’ strikes midday, I’ll slice one in half and fill the empty pit area with red wine vinegar
and sprinkle the whole thing with garlic salt. Either scoop out with a
spoon, or dig out with pretzel chips. For the baby, I mash it up and he
eats it as is with a slobbery smile. My 2-year-old won’t eat them, but
don’t tell my dad!”
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Doug Meyer
Senior Vice President of Sales and Marketing,
West Pak Avocado
“I really enjoy fresh sliced or cubed avocados on many
different meal occasions and types of food. Salads and
sandwiches are the obvious ones, but have you tried
topping a bowl of chili or a baked potato with fresh avos?
I also enjoy avocados with chicken tortilla soup, and even
chicken noodle soup. For breakfast, I often top my omelets with
them, and I always add fresh avos to my smoothies. As you can
tell, I am crazy about avocados!”

Gary Clevenger
Managing Member and Partner,
Freska Produce
“I use avocados on just about everything, from tacos to
toast; its versatility for use on just about everything is the
whole attraction I have to avocados. My favorite recipe is an
avocado/mango salsa that’s easy and fast to make.”

Chef Kathleen Hoffman
Chef,
US Foods Brands
“When I think of avocados, I think fresh, healthy, and
decadent. One of my favorite things to do with avocados
is to use them as a mayo or dairy replacement. I substitute
two teaspoons of avocado for one teaspoon of butter. It
equates to half the calories, more than half the fat from butter,
and virtually zero cholesterol compared to butter or sour cream.
Battered avocados are also trending in the snack category. US Foods
recently launched a new product called Molly’s Kitchen ® Battered
Avocado Slices, and our customers are loving its wide appeal. Prebattered avocados save time in the kitchen by eliminating the need to
slice, batter and fry from scratch. They’re also versatile and can be used
as an appetizer, burger topper, on tacos, burritos, salads, and breakfast
dishes. Molly’s Kitchen Battered Avocado Slices are made from
perfectly ripened avocado slices, seasoned corn masa batter, and
subtle hints of jalapeño and lime.”
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Shanley Farms:
Starting a Second Chapter

From its roots as a retirement project growing avocados to a burgeoning women-owned company,
Shanley Farms is a rarity. With finger limes and goji berries in production, and even more
unique specialty offerings in the works, Shanley Farms is making waves with its pitch-perfect
marketing and its trend-anticipating products.

By Robert Schaulis

I

n an industry full of fourth-,
fifth-, and sixth-generation
growers, Shanley is something
of an anomaly—a company
founded less than a decade ago
by first-generation growers. As
Director of Sales and Marketing and
Co-Owner of Shanley Farms, Megan
Shanley has seen the business transition
from its roots as a retirement project for
Jim Shanley, her father, to its current
iteration—a women-owned company
developing, producing, and marketing
a growing assortment of innovative,
high-quality fresh products.

“It started in 2011 when I came to
work for my dad. We came up with
Shanley Farms then. At that point, he
was growing avocados, and he had
just planted the finger limes. That was
kind of his retirement plan,” Megan

says. “It wasn’t intended to be this big
business. But then he saw this opportunity to build a legacy for his family. My
dad had already done that for another
family in his previous career, and he
wanted to do it for his own family. At
that point, he hired me on to teach me
how to build and run a business. And so,
that’s what we have been doing for the
last five, six years.”

(left) Megan Shanley and
her father, Jim Shanley,
walk through the Shanley
Farms avocado fields.

In his previous career, Jim Shanley had
served as Chief Operating Officer of a
commodity trading and feed manufacturing company—doing business across
the western United States and Canada.
Eventually, Jim retired and acquired
several properties along the Central
California coast.
In 1998, Jim purchased Morro Canyon
Ranch in Morro Bay, California—plant
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(LEFT TO RIGHT) JIM’S
WIFE MENDY SHANLEY,
JIM SHANLEY, MEGAN
SHANLEY HOLDING SON
JACK, AND MEGAN’S
HUSBAND JUSTIN WARREN
HOLDING SON JAMES.

ing avocados a year later. He caught the farming
bug, and from there, Jim purchased Venice Hill
Ranch—a property actively producing avocados, oranges, lemons, and kiwifruit—in Visalia, California,
in 2003.
Even with these pieces in place, it would still be several years before Shanley Farms took shape. As Jim
was putting together the assets, Megan was cultivating a passion for produce marketing, and after she
studied Agriculture Business at Cal Poly San Luis
Obispo and Cornell University, the father-daughter
pair devised a plan to launch their company.
“We looked at the farming operation as it was, and
together, we found a way to bring me on board to
begin marketing our existing production,” Megan
tells me. For Megan and her father, Shanley Farms
was more than a business venture. It was a chance
to give to posterity. “He saw an opportunity to teach
me to run a business. My dad is a very intelligent
guy. He specializes in building businesses, and he
wanted to share that lesson with me. In the process,
we realized that this could be a viable company—
making real money—and we would have something
to pass on to future generations. That inspires my
dad more than anything—building something to
pass down to his grandchildren and their children.”
With Jim on board, providing know-how as Presi50 / MAY 2017

dent and Chairman, Megan and her sister Rachelle
Shanley Witt—the company’s Corporate Secretary—
took the reins. The two sisters recently incorporated
Shanley Farms in their names, leasing their father’s
assets as they transition management to the younger
generation of Shanleys.
Never one to rest on her laurels, Megan and the
rest of the company are hard at work on a series of
new programs designed to diversify Shanley Farms’
offerings and add unique flavors to produce aisles
across the state and throughout the country.
From the company’s Morro Bay Avocados and its
increasingly-iconic Gator Eggs™—single-serve avocados available in a high-graphic, egg carton-style
container—to more unconventional offerings like
California-grown goji berries and Citriburst finger
limes and finger lime pearls, the company’s offerings are designed, it seems, to leave an indelible
impression on the fresh food landscape and provide
customers with the best possible eating experience.
“Retailers and consumers are looking for unique and
especially delicious items. We have found that the
market is not overburdened by people introducing
new items,” says Megan. “The biggest challenge
with marketing specialty produce is educating the
public and the retailer. The gap between taking an
unknown to a known is huge. And we work closely

Megan and her father
walk through the
Gator Egg™ orchard
in morro bay, ca.

with our partners to promote the newest, best-tasting things when we bring them to market.”
In addition to the company’s full-fledged avocado
orchards and a growing goji berry crop that made
its debut this year, Shanley Farms expects to market
commercial quantities of specialty coffee, produced
in partnership with several growers throughout
California, by 2020.
Yes, the company has even begun growing that
most-stimulating of drupes—coffee—in Goleta,
California, just north of the University of California,
Santa Barbara in Santa Barbara County.
“We’ve brought in and are propagating several specialty varieties, and are planting throughout California,” Megan shares.
So how does a California company transition from
avocados to coffee?

an entire growing program, and the company is
now providing coffee trees and education to growing partners as the company moves to develop its
commercial coffee production. Megan notes that the
team teaches their farmers how to grow Shanley’s
coffee, adding: “That’s part of our program, and
we’re working to establish the next step in terms of
buying the cherries back from the growers and marketing them as another Shanley Farms product.”
As if California-grown coffee wasn’t a rarified
enough experience, the company has two truly decadent offerings in the works: an exceptionally sweet
raspberry jam-like Viola fig, set to make its debut
in 2018, and truffles, courtesy of the company’s
burgeoning black truffle orchard.
“Our first orchard is only two years old,” says Megan.
“Through many visits to truffle nurseries and truffle
farms, learning from experienced growers in France,
we have been told that you can generally plan for
five to eight years before you see your first truffle.”

“It was seamless. We actually have coffee trees planted in between our avocado trees,” Megan explains.
“They need a lot of the same things that avocados
need, and they like the shade that avocado trees can
offer. The two plants can even be irrigated together
to reduce waste water.”

In the short term, though, customers can satiate
their cravings for new specialty offerings this spring
with the company’s Citriburst finger lime pearls—
jarred pearls, or “caviar,” from the insides of the
Australian fruit.

This felicitous pairing became the inspiration for

“We’re very excited for this product to launch this
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-Megan Shanley

“

“

That inspires my
dad more than
anything–building
something to
pass down to his
grandchildren and
their children.

spring. We’ve been on this finger lime kick for six years
now. In the beginning we had produce veterans telling
us ‘these are going to take off in three years,’ and then
three years went by…but now, in our sixth year we’re
finally starting to see it.” Megan says.
Megan tells me that the company expects finger lime
pearls to be a boon to the category. In the same way
that packaged pomegranate arils gave consumers an
entrée into using what had beforehand been an intimidating and unfamiliar fruit, Shanley Farms expects the
pearls to pave the way for finger limes to finally hit the
mainstream.
And as increased demand for healthy, all-natural food
changes the landscape of processed foods and foodservice, Megan notes that the company is excited by
the prospects of finger limes as a natural flavor to be
admixed into a variety of confections.
The future looks bright for Shanley Farms. As consumers look for more and more varied fresh food offerings,
Megan and company promise to continually innovate
and add to their ever-evolving portfolio of products.
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DOLLARS

mango

value-added mango

organic mango

(Latest 52 Weeks Ending 1/28/17, Total U.S.)

$203.2 million

+2.4%

$58.5 million

-5.0%

$6.0 million

-1.2%

VOLUME

(Latest 52 Weeks Ending 1/28/17, Total U.S.)

211.8 million

+4.1%

13.1 million

-5.0%

2.9 million

-1.2%

Source | Nielsen Perishables

(Latest 52 Weeks Ending 1/28/17, Total U.S.)
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ALL OTHERS | 10%
GUAVA | 1%
FIGS | 1%
COCONUT | 2%
OTHER TROPICAL FRUIT | 2%
TOMATILLO | 5%
DATES | 6%
POMEGRANATE | 7%
PAPAYA | 10%
KIWIFRUIT | 19%
MANGOS | 44%

Source | National Mango Board
(Total U.S. 2016)

54 / MAY 2017

Nielsen Perishables Group
(FreshFacts®, All Stores 2016 vs. YAGO)

0.47%
$312

0.38%
0.38%
$197
177

293

$252
0.34%

215

$190
188

0.45%
$262

0.37%

282

$200
267

0.42%
$187

0.29%

LEGEND
DOLLAR CONTRIBUTION*

0.56%

$136

$261

128

177

362

DOLLARS (Store/Week)
VOLUME (Store/Week)
*Overall mango dollar contribution
to produce deparTment sales

0.41%
$217
227

U.S. TotalS

109

million boxes

U.S. Mango imports 2016

2.97

pounds
per capita availability
(2016)

$526 million
value

15%

increase

compared to 2015

Source | Nielsen Perishables Group
(FreshFacts®, All Stores 2016 vs. YAGO)
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WTF

DO I DO WITH

New Crop Red Potatoes
and Green Bell Peppers

?

{ what the fork }

L&M’S LEBANESE POTATO SALAD

INGREDIENTS

2 lb new red potatoes
1 large green bell pepper
1 round, red tomato
4 scallions
3 tbsp extra virgin olive oil

DIRECTIONS

1
2

½ a lemon, juiced
2 tbsp-¼ cup fresh mint, chopped
(optional)
⅓ cup fresh parsley
¼ tbsp celery seed
2 tsp salt or to taste
Fresh ground pepper to taste

3
4
5

Cut potatoes into 1-inch pieces. Place in a large pot of salted
water and bring to a boil. Boil until tender, approximately
8-10 minutes.
While potatoes are cooking, chop the bell pepper into ¾
inch pieces, seed and dice the tomato, and chop the scallions
into ¼ - ½ inch pieces. Roughly chop the mint and parsley.
Drain and rinse potatoes thoroughly under cold water and
transfer into a large bowl.
Combine all ingredients in this bowl and stir until potatoes
are well coated. Season with salt and pepper to taste.
Serve immediately, or store. This potato salad is even
better after some time in the fridge!

For more delicious, healthy, & easy-to-prepare
recipes, visit www.lmcompanies.com.
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john shuman stands with his
father, buck, and brother,
mark, in the onion fields.

Shuman Produce is a company creating a family legacy with an onion
that already has a history of its own. The Snack sits down with John
Shuman to learn more about the bittersweet journey of launching the
company from the ground up...
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Finding the Sweet Spot with

Shuman Produce

E

by eva roethler

verything is sweeter in the South. There’s the sweet drawl of a
southern accent; the sweet demeanor of southern hospitality;
and there’s sweet tea, the unofficial drink of the region. And
then there’s the Vidalia® sweet onion, the rare gem of southern agriculture—which some say is so sweet you can eat it like
an apple—along with the sweet taste of success for the man
who persevered to become a leader for the variety.

John Shuman can teach you a thing or two about sweet onions. The President
of Shuman Produce—purveyor of the RealSweet® Vidalia sweet onion brand,
and protector of the Vidalia namesake—joined me to peel back the layers on
what success looks like in this niche market. The first lesson being that in true
southern dialect, Vidalia is pronounced “Vie-Day-Yuh,” at the risk of sounding
like a neophyte if you say it any other way.
John was born in the small rural town of Reidsville, Georgia, where his father,
Buck Shuman owned and operated Shuman Fertilizer, Inc and Shuman Farms,
Inc. Growing up in the quaint, one-stoplight town, John and his two brothers,
Ben and Mark, were immersed in the agriculture business around the clock.
Here, they learned the basic tenets of business from their father: integrity, trust,
relationships, and honesty.

“For my entire life, the plan was always to join the family business, so I went off
to college to sharpen my acumen. When I came back, due to financial hardships
there wasn’t a company to run. The local agricultural economy had taken a sharp
turn. The fertilizer business had gone under, and the farm was lost,” John recalls
about his roots. “I made the best of it and evaluated my options. That’s when I
decided to start my own venture in the Vidalia onion industry.”
Those familiar might already know that this allium variety has a fascinating history. Discovered as a fluke in Depression-era Georgia, farmers looking for a cash
crop around the town of Vidalia were puzzled when their first harvest turned
out a little different than anticipated; it lacked the aggressive bite of a regular
onion. They didn’t realize then that the one-of-a-kind sandy loam soil in the region was low in sulfur, which—paired with the humid climate—was the perfect
combination for a super sweet, mild, crisp, and flavorful onion. Though it was
not what they had expected, over the decades, the onion developed a reputation
throughout the region. It became part of a rich, local Spring harvesting tradition,
garnering a festival with its own mascot, the Yumion, and eventually becoming
the state vegetable of Georgia. But, back when John was evaluating his options,
the industry had only just found its legs.
And so, following John’s graduation from college in the early 1990s, the venture
that has become Shuman Produce was born. Without land of his own, John
partnered with the best Vidalia growers and worked hard to build a strong business model to take his idea from concept to reality, guided by the fundamental
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tenets of business he had learned in his youth. The early years were filled
with hardship and sacrifice; John tells me that the success of the business hinged upon mutual trust and loyalty between him and his grower
partners. Despite the immense challenges presented by breaking into the
Vidalia industry, John was faithful and persistent.

“We pride ourselves in offering innovative marketing programs that our
retail partners can take advantage of in order to increase category sales,
and boost their overall ring at the register,” John tells me. “At the core
of it, these foundational pillars, along with prioritizing customer service
and delivering consistent, premium-quality products, are what really
differentiate us.”

By then, the community of Vidalia growers had lobbied for the protecIn addition to these tenets, a cornerstone of the Shuman philosophy is
tion of this unique item. As a result, the variety received a legal status
to give back on both the local and national levels. In 2002, Shuman Prodeclaring that only certain varieties of onions grown in a designated 20
duce became the founding partner of Produce For Kids, which today has
counties could brandish the coveted Vidalia name. For perspective, that’s
over 40 produce partners and is promoted
only 10 percent of the land in Georgia, and
at retail in over 33 states. Together, Proless than a fraction of a percent of the land in
duce For Kids has raised over $6 million to
the entire United States.
At the core of it,
support children and families around the
these foundational
country, with 100 percent of these funds
During this period, John’s father, Mr. Buck as
going back to the retailers’ communities
he is fondly referred to by the Shuman Propillars, along with
in which they were raised.
duce team, also took off on the second wind
prioritizing customer
of his own agricultural career in the seed
business. Since the mid-1990s, Mr. Buck has
service and delivering “I believed that this industry could come
together to create healthier generations in
developed several leading Vidalia sweet onion
consistent, premiumthe future,” John shares. “We’re celebratvarieties. There is the Sapelo Sweet, named
ing our 15-year anniversary, and it is so
for a river along Georgia’s coast that Mr. Buck
quality products,
gratifying to be able to give back through
loves to fish, which now has more acreage than
are what really
these programs. Our goal is to make it
any other variety in the Vidalia industry; the
easy to give back and eat healthy.”
Ohoopee Sweet, named after the Georgia river
differentiate us.
that flows through Tattnall County, which is
-john shuman
The adage “You get out what you put in,”
the leading sweet onion producing county in
seems to apply in this case, as Shuman
the industry; and the Ms. Megan, named after
Produce continues to grow thanks to its philanthropic efforts in the inhis only granddaughter. In turn, the seed company Mr. Buck represents
dustry, paired with the value it places on consistency. The company’s
named another leading variety after him, the Mr. Buck. And today, at the
retail partners have come to depend on its reliable, high-quality products.
age of 84, Mr. Buck and the varieties he helped pioneer represent over 30
percent of all the Vidalia sweet onions planted in the region, and he has
“We have become a premier, year-round grower and shipper of sweet
been inducted into the Vidalia Hall of Fame for his efforts in protecting
onions. We work very hard to provide our retail partners with safe, fresh,
and promoting the name and quality of the one-and-only Vidalia onion.
premium quality sweet onions under our RealSweet® brand,” John tells
me.
This towering sweet onion legacy established by John and the Shuman
family is upheld by the foundational pillars set in place long ago, while
Today, Shuman Produce and its family of farms have 2,300 acres in
John cites integrity, trust, relationships, and honesty as the reasons Shuman Produce has achieved the success it has today.

“

“

John Shuman and
his wife, lana.
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John and buck
shuman take a
look at their
sweet onions.

(left to right)
luke, jake, mason
and chap shuman. the
next generation of
realsweet® farmers.

Vidalia onion production, and have expanded operations to include sweet onions from Peru, Texas, New Mexico, and Mexico
to maintain its 52-week availability and distribution, with Vidalia
and Peru providing over ten months of the calendar.
“These two production areas give our retail partners a consistent
look and feel on the shelf. With very similar colors, shapes, and
flavor profiles, consumers know these are sweet onions,” John says.
“And today, Shuman Produce yields about 20 percent of the total
Vidalia onion acreage each year, and is one of the largest growers
and importers from Peru. Additionally, we have plans to expand
our Peruvian acreage in 2017.”
The company’s growth shows no signs of stopping, with consumer
trends towards proprietary, exclusive, and local varieties leaning
in the company’s favor. In recent years, John’s brothers Ben and
Mark have joined the expanding team, with Mark taking on the
position of General Manager, and having an important role in
the operation of the business. And John himself has become a
force to be reckoned within the agricultural community, having
served in various leadership positions within the industry; from
Past Chairman of the Vidalia Onion Committee to President of
the Southeast Produce Council. He is currently serving on the
Georgia Ports Authority Board of Directors, the Southeast Produce
Council Advisory Board, and the 2017 Vidalia Onion Advisory
Panel. John and his wife, Lana, have also extended the company
into its third generation, with two teenaged sons Luke and Jake,
who—along with their cousins, Mark’s sons, Chap and Mason—
may someday take over the family business while carrying on the
Shuman family values.
On the deck for 2017, Shuman Produce is digging into sweet onion
marketing, launching How to Speak Southern 2.0, a revival of the
successful 2015 campaign to promote Vidalia season from April
through August. The campaign is an extension of the company’s
pursuits, and strives to get more produce in the buggy (a term I
learned by taking the campaigns delightful “Can You Speak Southern?” online quiz).
This knee-slapping campaign is designed to help build brand
awareness for the RealSweet® Vidalia sweet onion brand in a fun

and engaging way. The initiative comes complete with several integrated elements: the aforementioned quiz about Southernisms,
videos highlighting favorite Southern phrases and words, farmer
interviews, cooking demos, recipes, and more. The company utilizes social media engagement and is offering weekly prices as an
incentive for consumers to stay interactive throughout the Vidalia
season and to become brand advocates. The campaign is also extending to the store level, offering retailer partners signage, displays,
and the on-pack IRC program.
“Our retailer level on-pack IRC campaign has been very successful
during peak Vidalia season over the past several years. Through
partnerships with brands inside and outside of the produce department, we can help drive sales of a variety of items,” John shares
about the program. “We ship bags of our RealSweet® Vidalia onions to participating retail partners with an on-pack coupon already
attached to the front of each bag. Along with offers from each of
the partner products, each retailer-specific coupon booklet features
a recipe including all of the featured items. The consumer gets the
added value of a meal solution along with discounted ingredients,
while the retailer has a built-in cross merchandising tool that results in a larger basket at check-out. By creating a unified display
showcasing these products, the retailer can provide consumers with
convenience and positively affect purchasing behavior.”
And now, for the first time in the company’s history, they are expanding the guiding philosophy to completely new products: sweet
potatoes and broccoli. The first crop of broccoli was harvested in
December 2016, while the second followed in April 2017.
“We have been growing sweet potatoes in North Carolina and Mississippi for three years with Georgia acreage planned for 2017,”
John reveals. “This category expansion gives us the opportunity
to leverage our resources and capitalize with strong retailer relationships.”
Considering the company’s track record, it’s easy to imagine these
new ventures will net success for the grower who built a brand from
the ground up. And when it comes to launching a niche variety
of produce into prevalence, Shuman Produce has found the sweet
spot, and knocked it out of the park.
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Organic
Produce
SUMMIT

BY MELISSA DE LEON

Organic. The concept has skyrocketed
for all things produce, and the industry is still
working to catch up to its rapid growth spurt.

It’s with this in mind that the Organic Produce
Summit (OPS) was conceived: to achieve a meeting
of all sides of the industry to educate, connect, and
leverage the growing method that has become its
own facet of produce.
The unveiling of this organic-focused affair drew
over 800 attendees to Monterey, California, last
year, as well as 72 exhibitors. Over 150 buyers from
70 different buying groups made the inaugural
event, representing over 50,000 stores across North
America that are purchasing organics.
On July 12th through 13th of this year, organizers
Matt Seeley and Susan Canales promise even
more with 120 booths of growers, shippers, and
processors of organic fresh produce. The Monterey
Hyatt Resort & Spa show floor itself was sold out
well in advance of this year’s July show, but worry
not–if anything this promises to mean more for
those who attend.
Susan, Director of Operations for OPS, tells me
there will be a series of educational breakout
sessions focusing on excellence of organic produce
merchandising at retail. Those of you who made
it to last year’s might recall that every session was
not only relevant and resonating, but packed to the
brim with eager industry members.
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An overview of the current debate on growing organics
hydroponically and in enclosed environments, as well
as a look at robotics and automation in organic fresh
produce production, are also on the agenda for this
second annual summit.
The buy-side will be present in force, it seems,
with Susan sharing that over 200 retailers/buying
organizations representing over 80 different companies
confirmed their attendance as of late last month.
“I am attending the Organic Produce Summit
in an effort to improve organic offerings
for our consumers,” Ed Pohlman, Produce
Category Manager and Senior Buyer for
Schnuck Markets, tells me. “I hope to do this
by conversing with current and maybe future
suppliers on specific programs.”

WHERE & WHEN
JULY 12 & 13, 2017
MONTEREY HYATT
RESORT & SPA
MONTEREY, CA

“

We are committed to
growing our organic
business and wanted to
expand our knowledge
while possibly growing our
partner base as well.

— Kyle Reeves
Produce Procurement Manager,
United Supermarkets

1

”

2

Ed is far from the only one, it seems, as Susan looks
forward to topping last year’s numbers.

“We are thrilled to host the largest
gathering of organic fresh produce
growers, shipper and processors,
and members of the buying
community ever assembled at an
event dedicated exclusively to organic
fresh produce,” Susan says. “OPS provides the entire
organic produce industry an opportunity to see
firsthand the current–and future–state of organics
on California’s Central Coast, the cradle of organic
fresh produce production. There is an enormous
appetite for information and education as it relates
to organic fresh produce and OPS 2017 will be the
place to network with leaders in this multi-billion
dollar industry.”
As retailers and foodservice providers continue
to work on catching the still-rising organic wave,
the summit also brings insights from those on the
buy-side doing it best. Susan and returning Master
of Ceremonies Tonya Antle tell me that a retailer
roundtable is one of the key highlights on the
docket. The event will feature executives of three of
the nation’s largest and most progressive retailers–
Wegmans, Costco, and Sprouts, all of whom have
managed to stay ahead of the curve on the trend.

“I am delighted to once again be Master
of Ceremonies of the Organic Produce
Summit this coming July,” Tonya, who
is also Co-Founder and Executive Vice
President of Organic Produce Network,
says. “The general session on day two will
be the main highlight of the OPS education
agenda. We will be bringing together leading
authorities in their fields of expertise, to share and
discuss issues and opportunities for the organic
category, organic retailing and what the organic
consumer is demanding.”
The retail roundtable will include Dave Corsi, Vice
President of Produce and Floral for Wegmans Food
Markets, Heather Shavey, Assistant Vice President
of Global Produce of Costco Wholesale, and Chad
Miller, Vice President for Produce Procurement,

2

CAPTIONS: (top to bottom)
1 - OPS Keynote Presentation, 2016
2 - OPS Innovation Showcase, 2016

Sprouts Farmers Market. “These three panelists are
highly regarded as thought leaders in organic produce
purchasing and merchandising. They will be sharing
their insights, as well as what the future of the organic
category looks like for their companies moving
forward,” Tonya adds.
In fact, a few notables from Costco have gone on to dive
even deeper into organic and, as such, are making sure
to keep OPS on their calendar.
Erica Welton, a former Organic Milk Buyer for Costco,
and former Costco executive Dennis Hoover, have
teamed up to create The Organic Coup, a chain of now
nine retail locations throughout California’s Bay Area
and plans to open more throughout 2017, including
AT&T Park.
Both Erica and Dennis will be at OPS to share not only
their passion for organics and The Organic Coup’s
conception, but the summit’s importance as well as they
look to engage and inspire productive talks at the event.
“OPS is a tremendous opportunity to share
our story with those responsible for
producing and marketing organic fresh
produce,“ Erica shares. “The future of food
come from people with deep courage,
powerful voices, and unwavering vision who
want to make a positive impact. It’s rewarding to
connect with others who share our mission and we look
forward to being a part of OPS 2017.”
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OPS 2016

AT A GLANCE

over

150
BUYERS

70+
EXHIBITORS

And they are far from the only ones in the retail
sector counting the days until the second OPS.
“It was great to be a part of the first
annual Organic Produce Summit Last
year. The show offered a concentrated
look at the full organic selections
from many grower/packer/shippers,”
Chris Miller, Regional Coordinator of
Produce, Meat, Bulk, Seafood, Cheese for MOM’s
Organic Market, tells me. “The size of the show
floor was just right for the time laid out. It did
not feel rushed, and there was a lot of awesome
opportunities for one-on-one conversations. I was
impressed by the organic centric programming
that allowed for lots of great discussions. It was
also great to have a happy hour event where
everyone had interest in organics!”
And as for whether or not he’ll be there for round
two? Absolutely. “I am looking forward to seeing
new organic offerings from the many brands
exhibiting at the show this year. It will be great to
get in on the educational sessions while catching
up with old friends and meeting new ones!” Chris
adds.
Last year’s success has also spread to include
new faces from the buy-side, bringing first-time
attendees to get in on OPS while it is still new and
growing.
“We are looking forward to a great
show,” shares United Supermarkets
Procurement Manager Kyle Reeves. “We
are committed to growing our organic
business and wanted to expand our
knowledge of the business while possibly
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growing our partner base as well. We heard a lot of
good things about the show last year and decided
that we should attend. We are looking forward to the
tours and all that OPS has to offer this year.”
Also attending for the first time will be Greg Corrigan,
Senior Director of Produce for Raley’s.
“I am looking forward to this year’s coveted
Organic Produce Summit as both a firsttime attendee and supporter of growth
in the organic fresh produce sector,”
Greg says. “Last year wrapped up with
rave reviews, and I am eager to experience
this unique trade show first hand and see what new
and exciting items our industry’s growers, packers,
shippers, processors and distributors are bringing to
the table. See you all in Monterey!”
In addition to The Organic Coup, keynote
presentations will include an overview of organic
fresh produce sales, trends, and drivers by data
company Nielsen, while noted Dietitian Ashley Koff
and food industry analyst Robyn O’Brien will discuss
the key factors impacting consumer demand for
organics today and in the future.
“The audience will also be wowed by two of the
leading experts in nutrition and the food movement
towards more organic consumption, Ashley Koff and
Robyn O’Brien,” Tonya says. “We are sure to be all
enlightened and entertained with their hot TED Talkstyle. Both are sought-after speakers and influencers
of consumers everywhere.”
With last year’s inaugural event keeping all it
promised and beyond—packed sessions, heavy
presence from key buyers, insights into consumer
demand, and genuine networking—I can only imagine
what this second round has in store for us.
So block off July 12th and 13th, book your ticket
(travel advisors say six weeks out is the ideal time to
buy) and meet us at The Crown and Anchor for a drink
before we head to all things organic.

“

The size of the show floor
was just right for the time
laid out. It did not feel
rushed, and there was a lot
of awesome opportunities for
one-on-one conversations.

— Chris Miller
Regional Coordinator of Produce,
Meat, Bulk, Seafood, Cheese for
MOM’s Organic Market

Prized for its piquant flavor
and healthfulness since antiquity,
garlic is a staple in cuisines
throughout the world. Diced,
puréed, or whole—raw, roasted,
or fried—cloves of the stuff can
be found in some of the bestloved dishes from Guangzhou
to Florence, Mumbai to Gilroy.
Let’s take a closer look at garlic!

THESNACK.NET / 65

66 / MAY 2017

SOURCES | Nielsen Perishables, USDA AgResearch
Magazine, Food and Agriculture Organization of
the United Nations Slate, POPSUGAR
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WTF

DO I DO WITH

Mann’s Cauliflo®wer
Cauliettes
?

{ what the fork }

CAULIETTES ® LEMON “COUS COUS” TOPPED WITH PARMESAN PANKO CRUMBS

INGREDIENTS
1 (14 oz) package Mann’s Cauliflower
Cauliettes®
¼ tsp salt

DIRECTIONS

1
2

¼ tsp pepper
¼ tsp curry powder or cumin (optional)
2 tbsp olive oil
1 tsp lemon zest
1 tbsp lemon juice
1 tbsp chopped parsley
Panko Parmesan crumbs
¼ cup panko bread crumbs, toasted
2 tbsp grated Parmesan
1 tsp lemon zest
1 tsp chopped parsley
Servings: 4
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3
4
5
6

Preheat oven to 375°F.
Sprinkle spices and olive oil on raw Cauliettes® and toss to
coat evenly. Spread on parchment lined sheet pan and roast
for 20 minutes.
Remove from oven. Toss with lemon juice, zest, and parsley
in serving dish. Set to side.
Toast panko crumbs in oven for 3-5 minutes until golden.
Remove panko crumbs from oven and mix in Parmesan,
zest, and parsley.
Sprinkle panko crumbs mixture over Cauliettes® just before
serving.
For more delicious, healthy, & easy-to-prepare
recipes, visit culinarycutsclub.com

P

roduce providers, prepare your
cylindrical veggies. A new trend is on the
scene that seeks to make any produce that
can be pushed through a grater the star of
dishes formerly noodle-based and beyond.

It’s called spiralizing, and it’s a value-added
option coming to the produce aisle that looks like it should
be in with the pastas. Del Monte Fresh, Explore Cuisine,
Veggie Noodle Co., and House Foods–all of whom
have recently come out with vegetable products that
consumers can use in formerly deli-fueled dishes–are
amongst the key names picking up on consumer
demand for these lighter, healthier noodles.
I, for one, feel less weighed down after stuffing
myself with a shrimp scampi poured over zucchini
noodles rather than the traditional pasta. And I am
far from alone. A number of blogs tout the ease and
benefits of substituting vegetables in for traditional
noodles, offering a twist to traditional dishes that
could see consumers clamoring for a new segment in
our industry.

Consumers continue to want healthy but convenient
alternatives to keep home meals tasty. Now, valueadded cucumbers, zucchini, squash, and more are
becoming the foundation of both ordinary and out-ofthe-box recipes served at any time of day.
And the trend is pushing conventional produce as well:
Any spiralizer from a turn-key to hand-held style grates
standard produce into noodles in seconds, with little
maintenance or expense on the consumer-side.
As for foodservice providers, I have no issue seeing this
making its way to menus. As restaurant-goers seek healthy
options to order, as well as those who abstain from or have
an intolerance to wheat-based products, it’s easy to believe
companies in fresh will supply the restaurant sector with
veggie noodle items.
Be it a produce-based noodle salad, an experimental
strudel, a pasta, or a dish of a chef or consumer’s
own creation, I, for one, can’t wait to see where this
latest veggie spin takes fresh produce.
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Spiralized Noodles Spread

T

he Snack team went a little crazy trying
to find a veggie that wouldn’t spiralize
and, as you can see, we couldn’t seem
to find one! Cucumbers, beets, jicama,
potatoes, zucchini, squash...there wasn’t a
produce item we didn’t make a pasta out of.
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Jessica’s Picks
VIVA FRESH 2017

While only in its third year, Viva Fresh Produce Expo has
already proven to be an excellent space for the region’s best
and brightest to pull out the products they want buyer eyes on
the most. With that aim in mind, here are just a few of the new
innovations the industry is bringing to the table.

1

2

1 Fox Packaging's Pouch Bags | From the
potato industry to citrus and beyond, a
great pouch bag makes all the difference.
And with Fox Packaging’s proprietary
technology and design, that difference
is clear. Offering a product that’s both
functional AND lovely to look at, Fox
Packaging’s new Stand-up Combo®
Bag features a convenient, flat bottom
to easily display produce upright. The
laminated mesh material makes for
a product that’s recyclable and helps
extend shelf-life, both effectively
reducing shrink and making for an
attention-grabber on the shelf. Sounds
like a win-win to me!

3

JESSICA DONNEL, REPORTER

2 Lone Star's Winter Sweetz Grapefruit |
I am always thankful to Viva Fresh for giving
me a great reason to head down to Texas.
But once you’re there, make sure to get
your mouth on a Texas red grapefruit. The
temperate climate and rich soil found in
the state’s Rio Grande Valley help create the
uniquely sweet flavor found in Lone Star’s
Winter Sweetz grapefruit. If you’re still
scarred from the pucker-inducing grapefruit
found at your grandmother’s breakfast
table, I highly recommend giving this extra
sweet offering another go.

3 Little Bear's Honeysuckle Onions | Those who have
spent time in the produce industry have heard tale
of onions that are sweet enough to bite into like an
apple, and while I myself am not brave enough to
attempt that move, Little Bear’s new Honeysuckle
Red Onion may be the one that convinces me to
take the plunge. The secret behind this truly mild
onion variety is in the low levels of pyruvic acid—
providing Honeysuckle Reds a balance of flavors that
consumers can’t get anywhere else. Make sure to get
your hands on this one!
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4

4 Domex Superfresh's Pouch Bags | As I already
mentioned, pouch bags are trending across the
produce department, and Superfresh's organic
pouches offer all those points that consumers clamor
for. Portable, resealable, and recyclable—these are
all points that resonate with consumers at large, but
particularly organic consumers. Superfresh refers to
these bags as “self-merchandising,” and with their
high-graphic images and upright presentation, I can
confirm that they’re certainly hard to ignore on the shelf.

WTF

DO I DO WITH

Stemilt Growers®
Cherries

?

{ what the fork }

PAN FRIED KALE, GRAIN, AND CHERRY SALAD

INGREDIENTS
2 cups fresh cherries, pitted, stemmed,
and sliced
½ lemon, squeezed
4 cups fresh kale
3 tbsp shelled pistachios
3 tbsp shaved Pecorino Romano cheese,
or similar
1 tbsp coconut oil
½ cup red quinoa
½ cup Israeli couscous
Drizzle of balsamic vinegar, to taste
Servings: 2

DIRECTIONS

1
2
3
4
5

Add the coconut oil to a hot cast iron or skillet pan, then
toss in the kale.
Allow the kale to cook for a moment before adding the
lemon juice.
Stir occasionally, then remove once the kale starts to
blacken on the tips and turns a vibrant dark green.
While the kale is cooking, cook the couscous and quinoa
according to the directions on the packet.
Allow the couscous and quinoa to cool to room temperature
before mixing with cooked kale. Toss in the cherries, nuts,
and cheese, then drizzle with balsamic vinegar.

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