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BROOKS:
SIZE: Large and uniform. 
COLOR: Dark red skin.
FLAVOR: Firm and sweet flesh that 
varies from red to pink.

TULARE:
SIZE: Fruit shape is oblong 
and symmetrical. 
COLOR: Skin color is red.
FLAVOR: Firm and sweet flesh that 
varies from pink to red.

GARNET:
SIZE: Medium to large. 
COLOR: Bright red. 
FLAVOR: Firm and sweet. 

RAINIER:  
SIZE: Exceptionally large. 
COLOR: Distinctively golden 
colored cherry with a red blush.
FLAVOR: Very firm, delicately 
sweet with extraordinary
sugar levels.

BING:
SIZE: Large, most popular 
variety in the United States. 
COLOR: Deep mahogany red.  
FLAVOR: Firm, sweet, and juicy.

CORAL:
SIZE: Large. 
COLOR: Rich red with glossy finish. 
FLAVOR: Very sweet with low acidity.

SKEENA:
SIZE: Large.
COLOR: Dark red, nearly black.
FLAVOR: Very firm and sweet.

CHELAN:
SIZE: Large.
COLOR: Dark red. 
FLAVOR: Sweet with moderate
firmness. 

SEQUOIA®:
SIZE: Large.
COLOR: Deep red cherry.
FLAVOR: Sweet, rich flavor.

MAY

JUNE

JULY

AUG

Brooks
Tulare

Garnet
Rainier

Bing
Coral

Chelan
Brooks

Sequoia®
Rainier

Bing

Bing
Skeena
Rainier

Sweetheart
Staccato®

Skeena
Staccato®

Sweetheart

STACCATO®:
SIZE: Large.
COLOR: Vibrant, deep red to 
mahogany.
FLAVOR: Super sweet profile.

SWEETHEART:
SIZE: Medium to large, heart-
shaped.
COLOR: Deep red with purple 
hints.
FLAVOR: Firm and sweet; mild 
acidity.
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Aston Martin has unveiled “the swan song” for the V12 engine—the all-new, all-luxury Vulcan.

From technology so new that the latest is late, to flames shooting from a titanium, two-sided 
exhaust, this is the sports car that Design Chief Marek Reichman says illustrates the “visual 
language of our future sports cars.”

Built around a carbon fiber tub, the Vulcan is made almost exclusively of exotic, lightweight 
materials and is anticipated to have a top speed of 200-plus miles per hour, according to the 
UK’s Autocar.

The Geneva Convention was all abuzz with the glamour of a sports car Bruce Wayne and 
James Bond would fight over... and a fight would be necessary. With a £1.5 million (U.S. $2.33 
million) price tag, Aston Martin has declared that only two dozen will be made.

So, on a practical level, what are we really talking about?

Aston Martin is not unaware of how extravagant this will be to most consumers. In fact, 
you could say they’re counting on it. Behind curtain number two, the luxury label unveiled 
something entirely new to the auto world; the very first all-electric, all-wheel DBX.

Suitably named after the Roman  
god of fire, the Vulcan shoots flames 

out of its side exhausts.
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For more information, visit http://www.astonmartin.com/

An entirely out-of-the-box idea for Aston Martin, the new DBX concept brings a sleek, yet 
sporty body to an audience that would not originally think of owning an Aston Martin. And 
while the vehicle is not yet available on the market, the cost and practicality of it will always 
seem achievable next to the Vulcan.

A generational leap from the DB10, the DBX is a coupe with 5 seats. That’s right. 2 doors, 5 
seats, and an in-board electric motor system fueled by lithium batteries for maximum energy. It 
is a surprise that auto and tech reports are already sizing up against Tesla’s 85D.

“The DBX Concept is a challenge to the existing status quo in the high luxury GT segment,” Dr. 
Andy Palmer, CEO of the company, said on the brand’s official site.

The DBX would bring super gadgets to the suburban-driving world. All windows contain a 
toughened ‘smart glass’ inter-layer that dims automatically, the carbon ceramic brakes have a 
kinetic energy recovery system, and rear-view cameras replace mirrors.

The heartbreak? She’s still in the conceptual stages, though hopefully not for long...

“We will, in due course, be entering a car into the new DBX space and I am very much 
looking forward to seeing how this concept is received not only [at the Geneva Convention] 
today, but also by our legion of existing loyal customers and by those potential customers 
around the world who have, to this point, yet to consider one of our cars,” Dr. Palmer said.

Therein lies the genius of this marketing tactic. If you worry that price will scare your 
target audience, first show them a product that will make your original sale much more 
affordable by comparison.

The DBX Concept
by Aston Martin
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BLUEBERRY CORN SALSA

ServingS: 8-10

WTF { what the fork }

DO I DO WITH ?blueberries

1 pint blueberries

1 cup frozen corn

1 cucumber, diced

1 yellow bell pepper, diced

1 bunch of  cilantro, chopped 

1 red onion, diced

1 jalapeño or Serrano pepper, 
seeded and diced

¼ cup honey

Juice of  1 lime

1 tbsp grated fresh gin

1 tbsp ground cumin

½ tsp kosher salt

INGREDIENTS

In a bowl combine all ingredients and stir to blend.

Chill for 1 hour.

Serve with pita chips or tortilla chips.

1
2
3

DIRECTIONS



BY CHRISTOFER OBERST

VIC
SMITH

WOULD YOU RATHER BE
BUTCH SUNDANCEor ?
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V ic Smith, President and CEO of  JV 
Smith Companies, isn’t one for robbing 
trains and running from the law, but his 
quick wit and cunning have nonetheless 

landed him smack dab in the middle of  a wild ride 
through produce. It may not have been without its 
bumps along the way, but this produce aficionado has 
always had a taste for adventure and the sense  
to tackle the world head-on under the guise of  the  
infamous Butch Cassidy… or so he likes to say.

“I always saw myself  as Butch,” he laughs. “I’d love  
to have Sundance by my side.”

Before I put together the mystery surrounding this 
industry kingpin, Vic took me back to a time when he 
and his father were working hand-in-hand as partners-
in-crime, so to speak. It was in the mid-1970s, just 
after studying Business Administration and Economics 
at the University of  Colorado. Vic spent his dog days 
at Skyview Cooling Co., a venture his father founded 
in 1970, learning the tools of  the trade before 
branching further into the depths of  the industry. 
There, he and his father helped take the business into 
Yuma, and then Salinas the following summer. Vic 
hasn’t looked back since.

Butch had his trusty steed to get around on land, 
and similarly, Vic had his own preferred method of  
transport—flight.   

Flying their own plane was more economically 
sound than other methods of  travel, and it meant 
Vic and his father could cover ground much faster 
even if  their facilities weren’t currently in  
operation. When travel meant four days a week, 
Vic made sure every minute and dollar of  his time 
was spent wisely. Overseeing improvements and 
expanding operations were common during  
his travels.

“From a business standpoint, I was flying around 
200–300 hours a year in our own airplane,”  
he says. “That was a lot of  time spent in  
Colorado, then to New Mexico, then Arizona,  
then to California.”

“Without a doubt, my father was a great mentor. He 
was the fountain of  wisdom and strength that I was 
able to draw from for many years,” Vic tells me, 
reflecting on the lessons his father had instilled in 
him growing up. “Working with him for 35 years was 
a blessing—sometimes very challenging, but really a 
blessing.”

“The Future’s 

All Yours…” “MANOS ARRIBA!”

Born and raised on a poor farm in rural Missouri 
during the Great Depression, Vic’s father was  
one of  three sons who learned first-hand 
conservative fiscal values. Looking back, there was 
little opportunity for three boys to make a living off  
the farm, so they all moved to different areas across 
the country to achieve success. The experience 
his father shared has shaped Vic’s personal and 
professional life tremendously, and he’s eager to 
thank him for everything that he has taught him.

“My father loved farming, and he always had the 
passion to go back,” Vic tells me. “You can take the 
boy out of  the farm, but not the farm out of  the boy.”



“Without a doubt, my father was a 

great mentor. He was the fountain of 

wisdom and strength that I was able 

to draw from for many years...”
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With Skyview Cooling Co. safely secured under their 
belts, Vic and his father had a bigger score in mind. 
Down in the vibrant, agriculturally diverse land of  Yuma, 
AZ, both men sought a number of  partnerships with 
major shippers to establish a new farming operation that 
would meet their needs for various crops. Together, their 
hard work, charisma, and smart business sense paid off. 
This multi-million dollar enterprise would ultimately 
come to be known as JV Farms in 1988.

“We are fortunate to develop relationships with top 
shippers in the leafy green industry, and we continue 
to reach out to them  to be part of  the growth in that 
sector,” Vic explains. “Our main mission at JV Farms is 
to be relevant and meet the customers’ needs.”

With their headquarters firmly planted in Yuma, Vic and 
his father started farming operations in Sonora in 1982 
and moved into Baja California ten years later. This 
location, fifteen miles southwest of  Yuma, is now the 
main Mexico unit, aptly dubbed “El Toro” all for good 
reason. In that region, Vic tells me that the company 
farms 8,000 acres worth of  lettuce, broccoli, and other 
heavily sought-after leafy greens.

Vic’s ambitions didn’t stop there. Keeping on the heels 
of  the latest industry trends, he started JV Organics in 
2012, based in Monterey County, right north of  Soledad 
in Salinas Valley. On annual, JV Farms covers 19,000 
acres of  vegetables between Arizona, Mexico, California, 
and southern Colorado. With this latest venture, Vic is 
capitalizing on highly demanded categories in organics, 
such as spinach, kale, and arugula.

“Organics are where the demand is, so that’s where we’re 
going,” he tells me. “Iceberg and romaine lettuce are still 
our biggest categories, but we’re doing more organic kale, 
baby broccoli, chards, greens, spring mixes, arugula, and 
so on. We’re big on organics in the winter.”

So big, in fact, that Vic says El Toro farms 6,000 acres of  
organic vegetables during the winter season. And that’s 
just the beginning.

“We’re going to be in organics for the long haul,” Vic 
continues. “One of  our biggest priorities is establishing a 
year-round organic program to make it more seamless for 
customers. We’re committed to growing that category.”

When I ask him how he plans to grow the category in 
such a competitive arena, Vic tells me it’s all about 
understanding the customers’ needs.

“We have to constantly look at how we’re creating 
value for our customers,” he says. “Every day, 
we’re working with our customers to see what their 
customers are demanding of  them. We look further 
down the supply chain to make sure that the ultimate 
customer – the consumer – is happy at the end of  the 
day. Commit to your consumer and your customers. 
That’s how you create value.”

“Back in Business… 
 Just Like the Old Days.”

“Commit to your 
consumer and your 

customers.”

Vic with his oldest son, Kyle.
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Cementing his place in the industry surely didn’t come 
without its ups and downs.  It’s no surprise to many that 
the biggest obstacle this industry faces is environmental 
pressures, such as water and climate change. Perhaps what 
sets JV Farms apart is Vic’s willingness to accept change 
and adapt.

“If  we don’t accept or embrace these challenges and face 
them head-on, we probably won’t be around five or ten 
years from now,” he tells me.

It’s a tough pill to swallow without a doubt. Nevertheless, 
knowing that ‘the end’ could be just around the corner 
is what pushes Vic to the limits and motivates him to 
continue innovating. He’s not one to stop moving—he’s 
always looking for the next big thing. It’s during these 
times that Vic tells me about the professional mentors he 
has admired throughout the industry. Names like Bruce 
Taylor of  Taylor Farms, Steve Barnard at Mission Produce, 
and the Driscoll’s Reiter brothers come to mind.

“Seeing Bruce and his successes in the industry is a huge 
source of  motivation for me. Watching him create a two 
billion dollar company in annual revenue and become a 
dominant factor in leafy greens has been very illuminating. 
Same goes for Steve and the Reiter brothers,” he says. 

“There is good to be learned from them. I admire their 
success and recognize their achievements. They’re who I’m 
trying to emulate.”

Having been involved with the PMA Board of  Directors, 
United Fresh, and most recently Western Growers as its 
new Chairman, Vic has already solidified his place among 
the best in the business. And with enough charm and 
charisma to rival Butch Cassidy, I would say he’s one major 
contender to keep an eye on. Just remember what Butch 
tells the Sundance Kid. “Boy, I got vision, and the rest of  
the world wears bifocals."

“We Can 
Either Fight 
or Give…”

“If we don’t accept  
or embrace these  

challenges and face 
them head-on, we  
probably won’t be 
around five or ten  
years from now.” 

Vic (left) with his father, John B. Smith

Vic with his oldest son, Kyle.
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It's made from what?

It's buried for how long?

This is good for me? How does such

a thing come to be?

Where can I get some?

Kimchi is a traditional Korean dish of 
pickled and spiced vegetables. Whether 
it be cabbage, radish, or cucumber, the 
vegetables are seasoned with red pepper, 
garlic, green onion, ginger, and other 
spices, and then allowed to ferment. Fish 
or shrimp sauce may also be used as 
ingredients. In Korea, the dish is served 
at every meal. Koreans eat so much of 
this super-spicy condiment (40 pounds 
of it per person each year) that natives 
say, “kimchi" instead of "cheese" when 
getting their pictures taken. 

Traditionally, kimchi is placed into a large urn and buried 
in the earth through the winter to keep its 
contents at a constant temperature 
while fermenting. This is no 
longer necessary, but 
some people prefer 
to bury their kimchi 
for months.

Kimchi can be found at Asian markets, and 
now with its growing popularity, 

many of your local grocery 
stores!

References to kimchi exist as early 
as 2,600-3,000 years ago. Korea is 
mountainous with a few fertile plains, 
making food preservation during 
cold months a high priority. When 
early Koreans started an agricultural 
lifestyle, they ate salted vegetables 
to aid in the digestion of grains. This 
salting of vegetables turned into a 
preservation art.

Kimchi is loaded with vitamins A, B, 
and C, but its biggest benefit may 
be in its "healthy bacteria" called 
lactobacilli, found in fermented 
foods like kimchi and yogurt. This 
good bacteria helps with digestion, 
plus it seems to help stop and 
prevent infections. Some studies 
show fermented cabbage has 
compounds that may prevent the 
growth of cancer.
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KALESICLES

ServingS: 10 pops

WTF { what the fork }

DO I DO WITH ?kale

1 cup Nature’s Greens Kale

2 cups pineapple, cut into squares

½ cup orange juice

2 tbsp honey

INGREDIENTS

Blend kale, pineapple, orange juice, and honey until smooth.

Pour into muffin pan or desired mold. If  using something other than 
a popsicle maker, cover your desired mold with foil wrap, and pierce a 
small hole with a popsicle stick so that it stands upright.

Freeze overnight, or until firm, and enjoy!

1
2

3

DIRECTIONS
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How to Write an Effective Job Description
that Gets Results!
W e all know the Produce Industry job market is 

competitive, so if your goal is to attract the best 
candidates, a well-written job description goes a lot 
farther than you’d think.

Keep in mind there’s a difference between a formal Job 
Description and an online job advertisement. 

THINK OF THE JOB    
DESCRIPTION AS THE 
“SALES BROCHURE” TO 

PROSPECTIVE EMPLOYEES 
Your goal is to let the produce 
industry know that you have a 
fabulous employment opportunity 
at your organization, so write a job 
description that is engaging and 
worthy of attention. Give candidates 
a reason to be excited! Why is your 
company a great place to work? 
How does this position contribute to 
the overall mission of the company? 
You should be marketing your 
company first; the position itself is 
less important.

EXPLAIN THE ROLE
Tell candidates about the 
role they will play within the 

organization, describe the work 
they’ll be doing, and explain who 
they’ll be interacting with on a daily 
basis. List the key responsibilities with 
present-tense action verbs—“research 
marketing trends” or “network with 
potential buyers” are good examples. 
If candidates can picture themselves 
doing the job, they’re more likely to 
apply. Job seekers want to know that 
they will be happy working for this 
company, that the environment will 
suit them, and that their specific job 
will add value to the company.

Remember—it’s MARKETING! At JoeProduce.com, 
we encourage employers to write job ads that attract 
attention, build interest, and reach more and better 
candidates.

Here’s our Top 4 tips for employers who want to take 
their job ads to the next level...

1

2

Advertisement
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FOCUS ON THE MOST IMPORTANT 
QUALIFICATIONS
If your most important element in a 

candidate is experience, make sure you explain 
exactly what type of experience and how many 
years are required, rather than simply saying, 
“Experienced sales person.” Keep the focus 
on the most important elements so the whole 
world doesn’t think they’re qualified for the 
position. Requirements are required! If your list of 
requirements is clearly stated and complete, you 
won’t be wasting your time reviewing resumes from 
unqualified candidates. Include a basic list of skills. 
Ask yourself which set of skills will be a great asset 
to the position. Should the person be proficient 
with Excel, Produce Pro, or Famous Software? 
Would you like to hire a person who has excellent 
public speaking or presentation skills? 
 

3

SAY SOMETHING ABOUT YOUR 
COMPANY CULTURE
Make sure the culture of the organization 

has a place in the job ad, but take care to reflect 
the company in an honest and balanced way. You 
shouldn’t assume the candidate knows anything 
about the company. You want to give them a sense 
of your company culture in order to attract the 
people who are most likely to fit in with the team, 
which will also serve as a subtle signal to those who 
may not be a good fit.

And if all else fails, we’ll be there to offer our writing 
services to help you out!

4

Joe Produce is a recruiting and job 
marketing agency that creates and delivers 
customized job marketing campaigns for 
produce companies and produce people. 
We make it easy and cost-effective for 
employers to find the perfect talent to meet 
their needs. We utilize the latest technology 
and social media to put job seekers in 
control of their career destiny by connecting 
them with the most prominent employers in 
the business.

Contact Us
http://www.joeproduce.com/
855-JOE PRODUCE

Rex Lawrence, Founder 
and President of Joe 
Produce was born 
& raised in Salinas, 
CA. His 27 years in 
the produce industry 
includes positions in 
senior sales, marketing 

& management for some of the industry’s 
leaders. Rex truly understands that finding the 
perfect “fit” is about more than matching a skill 
set with specific job requirements.



CAITLIN ANTLE WILSON
Sales & Marketing Director, Tanimura & Antle

MY FAVORITE THINGS

Salinas native, farmer’s daughter, family business enthusiast, NCHA World Champion 
finalist, dedicated wife, and dog mommy, Caitlin Antle Wilson embodies all the attributes 
of  a real working woman in the produce world. As she stepped into her new role as Sales 
& Marketing Director at Tanimura & Antle this year, we wanted to know: what are some 

of  her favorite things?

7
4

1

8

2

7 The Chop & Pop Salad from Proof

2 The Bench at Pebble Beach

4 UP Band by Jawbone

1 Instagram

8 Old Gringo Boots 9 Kale-Aid by Juby True

5 Telluride, CO

Soul Cycle3

6 Patrick Lencioni’s books

      I keep myself  on 
track with the UP system 
by Jawbone.

”
“

“My escape from reality. 
National Geographic 

and Fashion Dads are 
my favorite!”

3
“The most intense 
big city destination 
workout.”

9
A salad I can sip!”“

6

”“       My favorite 
leadership guru!

“My guilty 
pleasure.”
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6,000 
SQUARE MILES

60,000
SQUARE MILES

VIDALIA 
ONIONS
VIDALIA 
ONIONS

VIDALIA 
ONIONS

...SO SPECIAL IN FACT, THAT THE 
WORLD'S MOST FAMOUS SWEET ONION 
IS EXCLUSIVELY GROWN WITHIN AN 
APPROXIMATELY 6,000 SQUARE MILE AREA. 
BUT THEY CAN, IN FACT, BE GROWN 
OUTSIDE OF THE CITY LIMITS.

VIDALIA ONIONS ARE NAMED FOR THE 
CITY WHERE THEY WERE FIRST SOLD.

VIDALIA ONIONS CAN ONLY BE GROWN 
WITHIN A 20-COUNTY GROWING REGION 

IN SOUTH GEORGIA. IT’S ALL IN THE SOIL, THE 
CLIMATE, AND IT’S ALL VERY SPECIAL....

20-COUNTY 
GROWING REGION

3.8 MIL 
SQUARE MILES

TIDBITS

VIDALIA CITY, TOOMBS COUNTY

THE LARGEST VOLUME OF  
VIDALIA ONIONS ARE GROWN 
IN THE TOOMBS AND  
TATTNALL COUNTIES.

TOOMBS

OTHER

TATTNALL

VOLUME

VIDALIA 
ONIONS

SPECIAL
WHITE HOUSE GIFTS
FORMER PRESIDENT JIMMY CARTER (A GEORGIA 
NATIVE) USED TO GIVE THEM TO VISITING  
DIGNITARIES AS WHITE HOUSE GIFTS.
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TIDBITS

ONLY 12,000 
ACRES OF VIDALIA ONIONS

MANY PEOPLE ARE UNAWARE, BUT TRANSPLANTING IS A 
PART OF THE VIDALIA ONION GROWING PROCESS. 

TRANSPLANTING 
A GROWING PROCESS

ARE PLANTED EACH YEAR BY JUST 100 
REGISTERED GROWERS ×10

THIS IS DONE TO PROTECT 
THE PLANTS AGAINST THE 
DANGERS OF COLD  
WEATHER AND WEEDS.

THE PLANTS ARE MOVED 
FROM SEED BEDS INTO 
NEW FIELDS ONCE THEY’VE 
GROWN TO ABOUT THE 
WIDTH OF A PENCIL.

NEARLY 100% OF VIDALIA ONIONS ARE 
HARVESTED BY HAND, A LABOR  
INTENSIVE PROCESS. 

HARVESTING 
HAND-PICKED LABORNEARLY

100% 1 
ACRE 

IT TAKES FOUR 
WORKERS AN 
ENTIRE DAY  
TO CLIP AND  
BAG JUST A  
SINGLE ACRE.

THE SWEET, MILD FLAVOR OF VIDALIA 
ONIONS WAS ORIGINALLY A FLUKE 
THAT WAS STUMBLED UPON BY 
THE FARMERS WHO PLANTED THEM 
DURING THE GREAT DEPRESSION.

FLAVOR 
JUST A FLUKE?!

?! Onions
Vidalia

OFFICIAL STATE VEGETABLE, GEORGIA





INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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TUNA SUSHI WITH CITRIBURST FINGER LIMES AND DRESSING

1 lb sushi grade ahi tuna
12 or more Citriburst Finger limes

For sushi rice:
2 cups sushi white or brown rice
2¼ cups water for white rice (add ½ 
cup water for brown)

For seasoning for sushi rice:
¼ cup rice vinegar
2 tbsp granulated sugar
1 tsp salt

For dipping sauce:
1 shallot, minced
½ tsp finely grated ginger
⅓ cup soy sauce
⅓ cup lime juice
1 tsp sesame oil

Sushi rice: 

Place rice in a strainer and rinse under cold water for a few minutes, or 
until water runs clear. Let rice drain and dry for about a half  hour. 

Place dried rice and water in a heavy bottomed pot with a tight-fitting lid. 
Bring rice to boil, turn down heat, and simmer covered for 15 minutes. 

Turn rice off and let it sit 10 minutes. Meanwhile, in a small bowl combine 
rice vinegar, sugar, and salt. 

After the 10 minutes, spread rice on a baking tray, pour over seasoning 
vinegar, and fluff rice with a fork to make sure all the pieces are covered.

Dipping sauce: 

In a small bowl, stir together the shallot, ginger, a few grinds of  pepper, 
soy sauce, lime juice, and oil. Set aside. 

When ready to serve, whisk the dressing thoroughly to recombine the 
ingredients.

Once rice has cooled, form into balls, top with slices of  
tuna, and Citriburst Finger Lime pulp, and serve with 
dipping sauce.

1

2

3

4

5

6

7

finger limes

ServingS: 6-8



SUNKIST:
a        family historyrich

by Christofer Oberst

Joan Wickham

Manager of Advertising and Public Relations

Kevin Fiori

VP of Sales and Marketing

Russell Hanlin

President and CEO
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“
“ If you have never heard of this African proverb, you’re not alone. But Kevin Fiori, Vice President 

of Sales and Marketing for Sunkist Growers, will tell you that it’s more than just a simple motto. 
All of Sunkist’s core values are embodied in this philosophy.

“We were founded because, at our core, we believe we can accomplish much more working 
together than any one individual can accomplish alone,” he tells me. “When we work together and 
are open to ideas from all areas of our organization, we create opportunities to innovate and to 
identify unique solutions to drive the business forward.”

Looking back at the company’s history, I always find myself returning to a common theme: 
Family. That should be no surprise, considering that Sunkist’s culture is one of collaboration and 
teamwork. Phrases like “Sunkist’s legacy” and “multigenerational” quickly help me realize how 
fondly the organization looks upon its history. 
It’s a stepping stone towards the future. When 
Fiori says Sunkist is all about putting together a 
mutual effort to drive the business forward, he 
means it. It’s this kind of cultural philosophy that 
not only propels the brand to greater heights, 
but its employees as well.

“While any single individual can have a 
significant impact on an organization, rarely is 
one individual responsible for the success of 
an organization,” Fiori continued. “We believe 
it takes a lot of people doing many things well 
every day for any company to be successful. 
This is true regardless of the size or structure 
of the organization. This belief ensures the long 
term success of the organization.”

Julia DeWolf

Director of Retail Marketing

Leland Wong

Director of Marketing

If you want to go fast, go alone. If you want to go far, go together.
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    A HISTORY WALL WELCOMES VISITORS TO THE BUILDING.»

Sunkist has embarked on a number of strategic initiatives that will position the company for long-term 
success. One of the most significant changes came in 2014 when the company announced plans to move 
its headquarters from Sherman Oaks to Valencia, California. The impetus behind such an undertaking 
was motivated by Sunkist’s family of growers, the heart of its business. If you want to know how Sunkist’s 
relationships with its growers have influenced its history over the years, look no further than its new 
headquarters.

“The new space is designed to tell the story of Sunkist, communicating 
the rich history of the cooperative while also highlighting the current 
and advancing business,” says Joan Wickham, Advertising & Public 
Relations Manager. “Rich imagery and multimedia showcase what the 
Sunkist brand stands for: our rich history of multigenerational family 
growers, innovation, environmental stewardship and sustainability, 
commitment to quality, and core values.”

SUNKIST’S RICH ADVERTISING 

HISTORY IS FEATURED PROMINENTLY 

IN THE NEW SPACE.

Sunkist’s new home is modern, clean, and fresh. It 
features wide open spaces with plentiful natural 
light, bringing brightness into the workspace. Just 
as the look and feel of the space has been updated, 
so has the technology. Multimedia screens 
incorporated throughout the building display 
the company’s latest digital strategies—from its 
Sunkist Family Stories video series to a live Twitter 
stream of its social media content. The meeting 
areas have also been outfitted with cutting-edge 
audio-visual technology to allow Sunkist to better 
exhibit its current marketing and sales tools and 
stay connected with its customers and partners 
around the world.

You can tell how proud the company is of its 
heritage just by looking at the Sunkist Family Stories project. Sunkist Family Stories is a multimedia 
storytelling project designed to share the powerful tales of the organization’s family farmers with trade 
customers and consumers. A dedicated consumer microsite, social media campaign, and retail marketing 
materials help transport customers and their consumers to the sunny groves of California and Arizona to 
learn more about the traditional growing practices, stewardship of natural resources, and dedication to 
innovation that is proudly passed through generations of Sunkist member family-owned farms—year after 
year, crop after crop.



“ The new space is designed to

tell the story of Sunkist,
communicating the rich history

of the cooperative.”



-Kevin Fiori,
   VP of Sales and Marketing

donlon ranch
the donlon family

ventura, ca
sixth generation

“
”

We believe we can 
accomplish much more

working together
than any one individual
can accomplish alone.
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“Our customers and consumers have embraced the project, and we plan to not only continue consumer promotion 
of the grower content, but also roll out retail marketing materials to help our customers bring Sunkist Family Stories 
to life in their stores this season,” said Julie DeWolf, Director of Retail Marketing.

Alongside its hugely successful Sunkist Family Stories program, the company has also launched a host of new 
packaging designs and display bins to further engage with the consumer. As part of PMA and Sesame Workshop’s 
eat brighter!™ program, Sunkist has unveiled new Sesame Street-themed packaging for its 10-pound Navel orange 
carton and polybag, as well as a Giro-bag for kid-favorite mandarins, all featuring the lovable Sesame Street 
characters. In addition, the company has also developed a new display bin to help retailers generate excitement 
about the largest citrus fruit, the pummelo.

kariya farms
the kariya family
pauma valley, ca
third generation

the bagdasarian ranch
the bozick family
mecca, ca
third generation

Sunkist’s efforts to educate consumers about the nutritional benefits and versatility of citrus don’t start and end 
with its new packaging and display options. Initiatives such as “S’alternative” and the “Not Your Mother’s Grapefruit” 
campaigns have increased citrus consumption, especially among millennial shoppers looking for diverse nutritional 
options. 

“Our S’alternative initiative encourages consumers to reduce their sodium intake by using fresh lemons to flavor 
their food in place of salt,” said Leland Wong, Director of Marketing. “Recently, we released research in conjunction 
with chefs from Johnson & Wales University that concluded that lemons can be used to reduce salt by as much as 
75 percent without sacrificing flavor.”

“Research has indicated that millennial women are increasing grapefruit consumption, and Sunkist is leveraging 
this trend by introducing modern uses for grapefruit with the ‘Not Your Mother’s Grapefruit’ campaign, aimed at 
reigniting the fruit’s popularity by educating younger consumers about this delicious, nutrient-rich superfood,” said 
Wickham.

With Sunkist’s latest retail initiatives already well underway in 2015, we come back to the bigger picture at hand: 
Family. Over a decade ago, Sunkist celebrated its first billion dollar year. It’s a feat that continues to leave its mark 
on every employee on the Sunkist team, but it’s not something its executives like to brag about. Instead, they’d 
rather put the spotlight on its California and Arizona citrus growers, the ones who band together to produce high 
quality fruit each and every year. 

President and CEO Russ Hanlin says it best—“At Sunkist we are truly a family, and as such, we invest in our employees 
for the long term. We do this to ensure their and the company’s long-term growth, development and success.”  

I couldn’t agree more. By putting family first, Sunkist is on the path to an even brighter future.
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MANGO SALSA

MakeS: 4 servings

WTF { what the fork }

DO I DO WITH ?mangos

1 large mango, peeled, cut in ¼-inch cubes

¼ cup red bell pepper, cut in ¼-inch dices

1½ tbsp fresh basil, finely chopped

1½ tbsp red wine vinegar

INGREDIENTS

In a medium bowl, combine all ingredients. Mix well.

Let stand at room temperature a half  hour before serving or refrigerate up to 24 hours.

*Should be used within 24 hours of  serving.

1
2

DIRECTIONS

2 tsp lime juice

½ tsp sugar

1 jalapeño pepper, seeded and finely chopped, 
or to taste
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MAKING
THELeap

with
MONTEREY MUSHROOMS’

Mike O’Brien
by Jordan Okumura

O’Brien, the new Vice President of  
Sales and Marketing for Monterey 

Mushrooms, tells me. “I don’t know 
anyone in this industry who doesn’t see 

the benefit of  constantly growing and 
evolving. If  making that jump from the 

buy-side to the supply-side doesn’t invite 
that experience, I don’t know what does.”

 
It helps that Mike brings a 42-year tenure at 
Schnuck Markets to his new role. The industry 

veteran has shown his adaptability and versatility over 
the years, beginning “as a puppy” bagging groceries 

in 1972, and working his way through a host of  Schnucks 
leadership roles before landing the position of  VP of  Produce 

and Floral. Mike thrived in that role for 14 years.
 

“I consider myself  a merchant,” Mike notes, “and I believe 
that my experience with marketing, merchandising, and 

strategic development can only help me in my new role on 
the supply-side of  things. I see it as exercising new muscles to 

become an even better merchant.”

    have always been a believer 
    in pushing yourself  outside 
  of  your comfort zone,” MikeI“
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From the moment Mike announced his plans to 
retire from Schnucks, he knew it would be more 

a transition and less of  a farewell. He approached 
his uncertain future as an opportunity to grow and 

expand his repertoire of  experience in fresh produce. 
Monterey Mushrooms is making the experience an 

enjoyable one. With company values that center on 
quality, customer service, innovation, and people, Monterey 

Mushrooms presented itself  as a perfect fit for the retail merchant.  
 

“The principles that drive Monterey Mushrooms’ business philosophy align 
significantly with my own. They focus on the entire well-being of  the company as well as 
each individual from the ground up. Many of  the sales and marketing people come from 
diverse backgrounds like myself. I hope to be a complement to that great group of  people,” 
Mike tells me. 

Many produce buyers in our industry have successfully made their way to the supply-
side. From Roger Pepperl at Stemilt and Kori Tuggle at Church Brothers, to Joe 
Sbrocchi at SUNSET® and Bob Mast from CMI, could these produce chameleons 
signify a growing trend?

He approached his uncertain future as 
an opportunity to grow and expand his 
repertoire of experience in fresh produce.

 
“I could’ve gone back into retail, but Monterey Mushrooms was a natural match for me. 

I have had a relationship with them for a while now and knew their reputation well. 
Monterey Mushrooms is a visionary leader and also a very loyal company to its people, 

customers, standards, and philosophies,” Mike tells me.
 
When asked about Monterey Mushrooms, Mike chooses phrases like ‘incredibly 
progressive’ and ‘forward thinking’ to describe the company’s dynamic business model. 

Monterey Mushrooms is continually evolving its program with the most up-to-date and 
technologically-advanced packing facilities and investments, while also improving its cold 

chain efficiencies.

This fully integrated company produces the spawn (seed) as well as its own compost, in addition 
to growing, harvesting, and packing its fresh mushrooms. Monterey also continually innovates 

within the industry by developing new spawn strains, new packaging, new washed sliced products, 
and new category analyses. The company’s nine domestic mushroom farms, spread throughout the 

country, provide locally grown mushrooms in every region of  the U.S., while its own fleet of  refrigerated 
trucks provide product distribution. Monterey Mushrooms is bringing a fresher product to market as the 

company attempts to minimize the time its mushrooms spend on the road.
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“I am looking to absorb everything I can, 
at every accessible level of the company.

“For now, I am looking to absorb everything I can at every accessible level of  the company…
learning how mushrooms are grown, getting more involved in the marketing, ” Mike says. 

“Relationships are key. I have made it my goal to connect with each grower, salesman, and 
marketer at Monterey. The supply-side is a different beast. But, one thing I’ve learned is that a 

foundation starts with your relationships—no matter what side of  the industry you are on.”

Mushroom popularity has grown over the past 5 years from the surging celebrity chef  shows to the 
younger generations’ interest in exploring new foods. The flavor, versatility, nutrition, and weight 

management aspects are all factors in the continuing growth curve for mushrooms. 
Mushrooms happen to be one of  those lucky foods that take on a broth-like or meaty 
flavor. The taste also comes in handy for preparing healthy dishes. If  you’re looking to 
keep off  the pounds, adding mushrooms to your diet could help. Mike notes, “They are 
considered a low-energy-density food. You’ll get fewer calories in larger food portions.”

The “Blendability” initiative is also keeping mushrooms top of  mind. This effort 
communicates to consumers about how blending fresh mushrooms with ground meat 
(beef, pork, or poultry) can enhance flavor, and substantially reduce fat, sodium, and 
calories. It has a fast-growing following across the country in school lunch programs 
and in colleges. Meatless Mondays are helping mushrooms gain popularity as well, 
encouraging consumers to try produce items as alternatives to their usual proteins.
 
One of  the larger marketing initiatives for Monterey Mushrooms has been promoting 
the health benefits within the category, highlighting one in particular—Vitamin D. 

“They are the only produce item with natural Vitamin D, important not only for bones, 
but essential for a healthy immune systems,” Mike tells me. 

“Vitamin D is just as important for bone health as calcium. If  you’re running low, the calcium you get 
from food won’t get absorbed properly, leading to thin and brittle bones. The main source of  Vitamin 
D is exposure to sunlight. When we’re exposed to the sun’s UV rays, our bodies produce Vitamin D; 
mushrooms do the same.” Monterey’s 100% Vitamin D mushrooms provide all the required input for 
Vitamin D in only one 3 oz serving.

“There is a huge opportunity to grow the category. While we find that a lot of  people are unsure what to 
do with mushrooms, more and more are finding access to recipes and all their possibilities,” Mike notes. 

“It’s really about the connection with the consumer and then building a relationship from there.”

“
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This packaging was recognized by the 
Produce Marketing Association with its 

Impact Award for 2011.

The labels highlight the “Deliciously 
Healthy” and “High in Vitamin D” 

features of mushrooms with a mouth-
watering image of a recipe idea.

 
While Mike is continuing to challenge himself  on 
the produce front, you can be sure that his thirst for 
knowledge also translates into his off-time. Take guitar. 

“I’ve always been a big music fan and picked up guitar at 
50. When people ask me ‘why now?’ I think, why not? 
No matter what age you are, if  you get yourself  out of  
your comfort zone, it keeps you sharp. I love playing 
guitar and entertaining people.”
 
When I ask him what’s next, he tells me, “I am thinking 
about learning another instrument, like a mandolin. 
This will make me a better guitarist. Before I started at 
Schnucks, I thought I was going to go into broadcasting 
or the D.J. arts. This may be my chance.” 
 
His zest for life and the desire to constantly improve are 
both inherent and learned, he says. And Mike has had 
some great mentors over the years.

“Joe Croce was my store manager when I was a young co-
manager. He took me under his wing and taught me how 
to be a great store manager. The blocking and tackling 

for sure. But more important, he taught me how to use 
straight talk when dealing with people. People want 
to know where they stand and it’s good to establish a 
common ground in order to move forward,” Mike says.
 
When it comes to his loyalty and dedication, Mike 
attributes much of  what he has learned to Ike Berry, an 
Executive Vice President of  Supermarkets at Schnucks 
when Mike was a store manager. “He taught me about 
teamwork and a commitment to people. As a leader, I 
am committed to people and their careers.” 

Dick Davis was also a huge influence on Mike.  The 
then Vice President of  Store Operations for Schnucks 
gave Mike a few simple words of  advice, “You get what 
you inspect.” In other words, you can’t run a store 
from your desk and it’s imperative that you be on the 
sales floor where everything happens. “It’s not about 
micromanaging but being involved. As a produce VP, 
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“When someone takes a stand for you, they are 
committed to your success as much as you are 
committed to your own success. That is how I 
try to lead today and will also in the future.

visiting the stores becomes essential to seeing how 
the items you purchase are interacting in the real 
world.” From personally constructing displays to 
revising merchandising concepts, Mike discovered 
what it meant to be a part of  those decisions and 
concerns made at the store level.

And of  course, there is Craig and Scott Schnuck. 
Mike reflects,“All these people believed in me 
when I was starting my career. When someone 
takes a stand for you, they are committed to 
your success as much as you are committed to 
your own success. That is how I try to lead today 
and will also in the future. Being committed to 
others’ success with a shared goal will produce 
results beyond your expectations. It’s about a 
partnership.”
 
It’s been quite a journey for Mike since his 
bagging days at Schnucks. For a guy who always 
thought he was going to end up in broadcast 
journalism, it looks like produce just found its way 
into his blood. We are glad it did.

Tapping into the growth of 
organic categories.

“





INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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BLUEBERRY CHIPOTLE BBQ SAUCE

2 cups Naturipe® blueberries

3 tbsp honey

½ cup water

1½ cups ketchup

½ cup molasses

2 tbsp cider vinegar

3 tbsp brown sugar

½ tsp liquid smoke

Salt, pepper, and hot sauce to taste.

Combine the blueberries, honey, and water to a small saucepan.

Heat over medium-high heat until blueberries have softened and burst 
open—about 10 minutes.

Place into food processor or blender and purée until relatively 
smooth—a few one second pulses.

Whisk together ketchup, molasses, cider vinegar, brown sugar, and 
liquid together into a medium bowl.

Add the blueberry purée and mix until combined.

Taste and season with additional salt, pepper, and/or hot sauce.

1
2

3

4

5
6

For Purée:

For Sauce:

*Can be stored in an air-tight container in the refrigerator for several weeks.

ServingS: 4

blueberries

For more recipes and information about Naturipe 
blueberries, visit www.naturipefarms.com.



LISA
DAVIS



by j o r da n o k u m u r a

T his isn’t a one size fits all industry. Lisa 
Davis, Director of  Business Development 
for Edge Sales and Marketing, will be the 

first one to tell you this.  The King City, California 
native, has been working tirelessly to refine and grow 
Edge's network of   more than 30 industry brands 
with an expertise in marketing, advertising, and 
developing new business relationships.

“We want to grow organically and with companies 
that share the same passion and philosophies that we 
do.  Edge is constantly looking for new clients whose 
methods and models align with ours,” Lisa tells me.

Edge’s business model allows the company to 
be incredibly selective, but also open to new 
opportunities, ensuring that Edge can achieve its 
value proposition of  executing market strategies, 
integrating promotions, events, and new product 
introductions to drive sales and profits, analyzing 
product performance, and developing opportunities 
to lead retail categories.

But, the DNA of  the company is really what gives 
the broker its ‘edge.’

The company is made up of  individuals that 
encompass a range of  different qualities and 
experiences. From backgrounds in grocery and 
retail, to sales and marketing, the team brings a 
dynamic and unique perspective to the table… or in 
this case, several.

“Our President and Owner, Brad Raffanti, is always 
a few steps ahead of  the game; constantly looking 
down field and keeping his eye on the larger picture 
at hand,” Lisa notes.

At Edge, it is all about teamwork and partnerships; 
knowing the ins-and-outs of  the brand. And 
partnership, as the word implies, means that the 
relationship goes both ways. The more that a client 
engages in that relationship the more that Edge can 
help them drive their business. The give-and-take 
creates trust and establishes a firm foundation to 
help them drive the clients’ brands.

A lot of  people may ask what exactly Edge is and 
what the team does. “Edge is a retail broker, which 
at times can seem like a very nebulous term,” Lisa 
tells me. Not everyone understands what the team 
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It is all about
TEAMWORK &

PARTNERSHIPS ;
knowing the

INS-AND-OUTS
of the brand.

"

"

"EDGE"
On The

Living



does as brokers. But, at the end of  the day if  you can see all 
the things that Edge does behind the scenes and how much 
the company invests in its clients and retail partners, it is easy 
to see the value they bring to each product line and program.

Lisa’s career path originally took root just on the periphery 
of  fresh produce, graduating from California Polytechnic 
State University San Luis Obispo with a BLA/BS in both 
Landscape Architecture and Agribusiness Management/
Marketing. After earning her two degrees, Lisa joined a 
firm in San Francisco and began her career in landscape 
architecture/urban planning.

Lisa worked for firms as a college intern in Santa Maria, as 
well as in Healdsburg and Tampa, Florida. She also had a 
produce sales coordinator internship in Santa Maria at Pacific 
Coast Produce, which gave her invaluable insights into the 
strawberry grower, packer, and shipper industries.

After the move back to California, Lisa’s husband joined 
Dole, which brought her back to her roots in Salinas, 
California. It was at this point that Lisa decided to use 
her Ag Business/Marketing degree and teamed up with a 
local advertising agency. From there, a business partnership 
developed and blossomed into the boutique design firm, Blu 
Creative, allowing Lisa to work with top agri-companies in 
the Salinas Valley.

After Lisa had her daughter, Jordan, she began to reconsider 
the long hours necessary to run her own company. Lorri 
Koster from Mann Packing (a Blu Creative client) introduced 
her to Brad Raffanti of  Edge Sales… the rest is history.

Ag wasn’t exactly new to Lisa’s story at this point. Growing 
up in the Salinas Valley, Lisa’s family had worked for a large 
growing company for more than 20 years. They had their feet 
in the soil for two decades, running everything from a farming 
operation to managing a transplant business. Lisa’s Dad also 
worked for Safeway for more than 30 years and her brother 
has been in the produce and logistic brokering business for 
over 20 years.

“Growing up in the heart of  agriculture gives you a different 
perspective. Whether you are in it as a family farm or not, 
your roots are agricultural. I may not have all the retail 
produce experience, but I certainly have the roots,” Lisa 
tells me.
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Lisa with Scot Olson, Director of Produce 
& Floral, Grocery Outlet.

Growing up
in the HEART
of agriculture
gives you a different
PERSPECTIVE.

"
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Her vision and motivation come from her own personal 
drive and determination, but she has also grown as a 
professional through her relationships with others. Take 
Lorri Koster for example, she has always stood out as 
a passionate and motivating presence in the industry. 
Every venture and challenge is always met with the 
same fervor and dedication.

“She is not only part of  the industry’s history, but she 
loves what she does. I love that she gives back by being 

Lisa with her daughter, Jordan.

involved, something that I am passionate about as 
well, with my involvement in different associations 
and groups. When you are involved in significant 
industry organizations, you learn valuable experiences 
that you won’t get behind your desk, from a book, 
or from your own office,” Lisa says. “It's through 
relationships like hers that I have really learned to 
‘play like a champion.’”

Dr. Leroy Davis, Lisa’s father-in-law, was another 
huge influence on her life and career. Dr. Davis was 
the Head of  Agri-business at Cal Poly when Lisa 
met him… but had not yet met his son. His roots are 
from the Salinas Valley, and as a student at Cal Poly, 
she walked into his office to ask if  she could take one 
single ag class. It was Dr. Davis that convinced Lisa 
she should double major and truly helped her get 
back to the things she was passionate about.

The avid runner takes any 
opportunity to hit the pavement.

For the next 5 years, Dr. Davis mentored Lisa in 
college and gave her a roadmap on how to conquer 
this mission. To this day, Lisa can’t thank him enough 
for the positive motivation to make her work smart, 
as well as diligently, to earn those degrees.

“It really is hard to narrow it down to a select few, the 
people that have truly influenced me professionally 
and personally. From CEOs to growers and 
marketers, there are a lot of  industry peers that I 
respect and admire,” Lisa says.

When I ask her if  she takes her brands personally, 
Lisa tells me that her investment isn’t just the time 
she spends at the office. “I believe in each product 
I choose to take into Edge’s fold,” Lisa says. When 
there is a perfect fit, it’s a win-win for everyone.

“So, what’s the takeaway?” I ask Lisa, at the end of  
our conversation.

‘Well, if  you are me,” she laughs, “Take everything 
seriously. And give everything you’ve got with passion.”
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Is your website working for you?
Your company’s website is arguably the most important marketing asset of all.  

We understand the challenges fresh produce companies face with website  

creation and can help you navigate.  

DMA Solutions can develop a website that effectively  
communicates your brand’s story and meets your budget. 

Visit info.dma-solutions.com/ANUK to request website pricing  
and to learn more about how your website can start working for you  

or call us at 214.444.7454. 

SWEET CHERRY & FARRO SALAD WITH DELI ROASTED CHICKEN

1 ½ cups uncooked farro (makes approximately 3 cups 
cooked farro)
¾ lb fresh Kyle’s Pick™ Cherries (measured with pits), 
stemmed, pitted, halved or chopped (as preferred)
¾ cup thinly sliced green onion (both green and white 
parts of  onion)
¼ cup Italian parsley (leaves only), loosely packed
1 cup thinly sliced fennel, loosely packed*
½ cup walnuts, roughly chopped
4 oz crumbled goat cheese
1 tsp lemon zest
1 whole-roasted, deli chicken (optional)

For vinaigrette:
1 tbsp freshly squeezed lemon juice
1 tbsp champagne vinegar
1 tsp honey
2 tbsp extra virgin olive oil (fruity variety suggested)

*Use of  a mandolin slicer makes easy work for achieving 
thin slices.

Cook farro according to package directions, for al dente texture. Drain 
and set aside to cool to room temp.

In a large bowl, combine cooled farro, fresh cherry halves, green onion, 
Italian parsley, fennel, walnuts, goat cheese, and lemon zest. Set aside.

In a small bowl, whisk lemon juice, champagne vinegar and honey for 
vinaigrette. Slowly whisk in olive oil, until fully incorporated. 

Lightly dress farro salad with vinaigrette. Serve immediately or place in 
refrigerator until ready to serve (will keep in refrigerator overnight). Best 
served at room temperature.

For a full meal, add deli-roasted chicken alongside, or shredded and added 
directly to salad.

Note: This salad keeps great in the fridge for up to 2 days. Additional 
vinaigrette is suggested if  set aside for more than several hours.

1

2

3

4

5

ServingS: 4

Kyle’s Pick™ 
Cherries



Is your website working for you?
Your company’s website is arguably the most important marketing asset of all.  

We understand the challenges fresh produce companies face with website  

creation and can help you navigate.  

DMA Solutions can develop a website that effectively  
communicates your brand’s story and meets your budget. 

Visit info.dma-solutions.com/ANUK to request website pricing  
and to learn more about how your website can start working for you  

or call us at 214.444.7454. 



52 / APRIL 2015

“Pioneers get shot, settlers get rich. Yet we’re 
still alive and well,” Danny Mandel, President 
and CEO of Nogales, Arizona-based SunFed 
tells me.  “It’s about staying on the cutting 

edge, or even in front of it.”

SunFed recently celebrated its 20th anniversary during 
the 2014 season, and as it transitions into this next era 

of progressive growth, the company has been building a 
dream team of the best in the industry, driven by a deep 
desire to evolve their partnerships and relationships.

“Today, there are so many opportunities to cultivate 
our business model. SunFed’s grower/members are 
predominantly young professionals who love growing 
and being the best at what they do. To ensure that they 

HERE COMES
THE SUNby Jordan Okumura
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continue to receive the marketing 
expertise they deserve, requires the same 

level of professionalism from the marketing team 
as we interface with our loyal and valued customers,” 
Danny says.

SunFed offers a growing line of produce that includes 
squash, eggplant, bell peppers, hot peppers, cucumbers, 
cantaloupe, honeydew, and watermelon. The company 
is also Fair Trade Certified on nearly its entire line of 
conventional and organic produce products under its 
Perfect Produce® lineup.

Mark Cassius, Chief Innovation Officer and Brett 
Burdsal, Director of Marketing, are two of the most 

recent additions to join the SunFed team, aligning with 
Matt Mandel, VP of Sales and Marketing, at the helm. 
Craig Slate, Director/GM Texas Division is another 
important addition to the team and will be laying the 
groundwork for SunFed’s Texas operations.

“Mark and Brett arrived at SunFed with a good 
understanding of the opportunities and challenges 
that our dynamic industry faces, and they embrace 
all of the things that SunFed does well, yet have the 
capacity to push frontiers and expand on SunFed’s 
heritage,” Danny notes.

Mark Cassius joined the team last year, on the eve of 
celebrating SunFed’s 20th anniversary. Mark spent 
the past two decades building a strong background in 
sales and marketing, bringing a plethora of insights 
from his different roles in the industry. Most recently, 
he served as Executive Vice President of Sales and 
Marketing for EuroFresh. Prior to that, he spent 10 years 
as Vice President of Sales with Del Monte. Now with 

“Pioneers get shot, 
settlers get rich.

Yet we’re still alive 
and well.”
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SunFed, Mark focuses on broadening SunFed’s reach 
with increased category management and innovative 
packaging ideas.

Brett is also a jack-of-all trades, having worked in hybrid 
positions in sales and marketing at both EuroFresh with 
Mark, and most recently with Columbia Marketing 
International, Inc. In his role with SunFed, Brett brings 
a repertoire of creative design, marketing, brand 
management, sales, and new product development to 
further expand on the SunFed product line.

“This year we are focusing on our core competencies 
that allow us to further develop our brand with grower/
members by helping them identify new seed varieties 
resulting in novel products that will consequently 
expand the products we can offer our customers,” 
Mark says.

“We have been so successful thus far because of our 
willingness to evolve, while also remaining faithful to 
the disciplines that have gotten us here,” Matt tells 

me. “Equally important is how we 
treat our people. It has been a part of our 
business model since the early days when my dad, 
Danny, began the company.”

After graduating from college and a brief foray in grad 
school, Danny worked in a couple of different fields, but 
nothing that held his interest. At the age of 30, he called 
his father, who had worked in different areas of the 
produce business, and asked him if he wanted to teach him 
his trade. This entailed moving to Pompano Beach, Florida.

Danny had been interested in the changes that were 
occurring throughout the business world that collectively 
made up the trend of globalization. Yet walking the 
Pompano State Farmers Market, asking questions on 
why there was such variation from box to box of produce, 

“We have been so successful 
thus far because of our 
willingness to evolve...”
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only brought about an answer that was invariably a 
reference in one form or another to Mother Nature.  

“As though fresh produce got a pass when it came to 
consistency and standardization compared to other 
industries,” Danny says.

Something that struck Danny as a “Nirvana moment” 
occurred when he was reading an article on the 
front page of  USA Today in 1991. It described how 
Motorola had developed protocols to be applied to its 

manufacturing that measured error rates with the idea of 
bringing errors down to zero. Motorola was sharing this 
with other tech firms with the idea that “a rising tide raises 
all boats.” The concept was Six Sigma and it was the perfect 
vehicle for what was to become SunFed.

Using measurements, and a healthy respect for science, 
SunFed developed state of the art protocols that took 
it rapidly to the top of its field. They formed a close 
relationship with StePac, the Israeli company that created 

“A rising 
tide raises 
all boats.”



“We are more than just a 
good trade name.  We want 

to pull back the curtain 
and get more granular...”
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the modified atmosphere/ modified humidity liner for 
fresh produce. SunFed became their R&D arm for many 
years, applying this technology to all of SunFed’s lines 
of produce.

In 1998, SunFed introduced consumer packaging for 
fresh green beans. Shortly thereafter they introduced 
ozone in water used in packing houses in Mexico. Even 
today, ambient ozone eliminates ethylene from the 
environment in the warehouses located on the SunFed 
campus in Rio Rico.

So how did Matt find his way into the family business?  
He started in the business during high school, working in 
the warehouse after school, repacking hot peppers and 
trying madly to remember not to wipe his eyes before 
washing his hands.

After graduating and dabbling in the world of IT, Matt 
went into the restaurant industry, but couldn’t find 
his calling.

“After a time, my dad came to me and said the business 
was in a good place and poised for growth and he needed 
someone with good critical thinking skills,” Matt tells 
me. “Here I am more than eight years later and I can’t 
imagine doing anything else.”

As SunFed continues to vie for its share of market 
penetration, the team is looking to establish a consistent, 
unique and exciting program for 2015.

“Overall, we are looking to grow the Perfect Produce® 
concept and achieve a further reach into our consumer 
base with brand recognition. We are more than just 
a good trade name.  We want to pull back the curtain, 
and get more granular; talk about our grower/member 
network and social programs, our equitable food sourcing 
and the fact that two of our largest farms are Fair Trade 
Certified,” Mark says.

“We are creating opportunities to get closer to our 
ultimate consumers with a new consumer packaging 
campaign at retail,” Brett tells me.

This new concerted marketing push will not only offer 
differentiation to the retailer but elevates the marketing 
and design bar to a whole new level.  By way of innovative 
packaging designs and produce displays, Brett is evolving 
an already established brand into a vivid and vibrant 
message that communicates the progressive nature, 
determination (and needless to say, sense of fun) of the 
SunFed team.

“There is a unique way that we can speak to consumers, and 
I think we have found it,” Brett says of the Lichtenstein 
and pop-art inspired artwork, packaging, and message.
Inspired by 30’s and 40’s linear art, this new look for the 
Perfect Produce® program communicates a fresh, relevant 
range of merchandising solutions focusing more on what 
the consumers want with bright packaging and designs, 
big bold colors, and dynamic shapes and graphics.

“In reality, I am not a true salesman by 
nature.  I need to bring something tangible 
and creative to the table,” Brett says. “I’ll say 
that 75%, if not more, of what I create comes from 
meeting with the customer, the retailer.  You cannot do 
it in a bubble.  I found that if you try and do it that way 
you will not be as successful.  Give people something 
they don’t necessarily expect—then you differentiate 
your product,” he says.

SunFed’s passion for excellence keeps the team 
constantly evaluating their processes from looking at 
ways to minimize the grower/members’ use of resources, 
to re-engineering their boxes and discovering new 
technologies and strategies. 

“We really want to deliver the whole package to our 
retail, wholesale, and foodservice partners,” Brett says.  

“Consumers buy with their eyes a good deal of the time 
and our program offers the right ratio of color, imagery 
and text to drive traffic and increase the ring at the 
register,” Matt tells me.
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“I’ll say that 75%, if not 
more, of what I create 
comes from meeting 
with the customer, the 

retailer.”

“I sleep well at night knowing that I am part of a 
business that provides healthy, safe, and good tasting 
food to our community and to our nation. It is not easy 
to compete these days on any level, so we need to cover 
our bases and provide those core competencies that 
will differentiate us and our customers,” Mark says.

“We all hold ourselves to a higher standard.”

That’s why Perfect Produce® is on the box.
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