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SARAH PAU
Director of  Marketing, Pure Flavor

MY FAVORITE THINGS

World traveller, passionate foodie, and “ball of  energy,” Sarah Pau has quickly 
become a force to be reckoned with in the produce world. As she began her new 
role as Director of  Marketing at Pure Flavor this year, we had to ask her: what 

are some of  your favorite things?

7 Bubble Soccer

6 World Best Whiskey 2014, Yamazaki

1 Cana China, Forest, ON

4 What The Font App

8 Ramen Noodles & Bibimbap 9 3D Printer

5 Jamie Oliver’s 15 Minute Meals

MarketingMag.com32 How To Walk in High Heels by Camilla Morton

6

7 8

2

4

1

     A great on-the-go 
tool for finding 
beautiful fonts.”
“

“My family’s 
restaurant started my 

passion for food.”

3
“Stay ahead with 
marketing, 
advertising, 
and the media.”

9
3D printers are 
a lifesaver for 
developing new 
packaging. ”

“

“An ultimate 
girl guide.”

“Bubble soccer 
is a great stress 

reliever.”

5

“I love Jamie 
Oliver’s 
15 Minute 
Meals!”

”“My favorite whiskey!

“Japanese Ramen 
noodles and Korean 
Bibimbap are my 

ultimate favorite!”
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L ast April, the Apple Watch was made available for 
pre-order online and sold out within six hours. 

While this is great news for the tech company, why is 
it important for those of us in produce?

This is the watch that critics said was “overpriced”—
the product that was compared to the Rolex, raising 
questions about whether or not Apple had set its sights 
too high. Now, reports show that as many as six percent 
of adults plan to own one, as well as 10 percent of Apple 
phone users. There is a strategy here for any industry to 
learn from.

So what did Apple do right, and what can you learn 
when trying to jump into or adapt to a new market?

One question was raised about the price gap between 
Apple Watches, where the least expensive price point 
came in around $350 and the most expensive was 
upwards of $17,000. The Harvard Business Review 
questioned the price gap for two main reasons: One, 
there is the probability that a new model will be 
out before the first is paid off, and two, the average 
consumer might look at the gap and think that they 
have to pay mid-price (about $8,000) to get an optimal 
version. The first is an issue that acknowledges Apple’s 
usual track record for updating its key products with a 
new version on an annual basis, while the second could 
alienate certain consumers, an issue produce suppliers 
and retailers can sympathize with. 

But Apple had a marketing solution that would cast 
both issues to the back of the consumer mind. The 
company placed its product into a new category, and 
added technological and practical values that premium 
watch-wearers haven’t had before. 

WATCH EDITION

CASE STUDY
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As Forbes Contributor Patrick Hanlon wrote, 
“Apple is engaged in a new game: already the 

world’s most engaged brand, their move is from 
massive cult to luxury culture.”

Apple hired a skilled player in the luxury game, 
tapping high-end icon Burberry’s Retail Chief 
Angela Ahrendts and putting her to work on the 

watch that Apple would put up against the Rolex. 

It appears to have worked. An Apple product 
accessory now connects you to your smartphone, 

email, Twitter, Facebook, and Siri, coming in a 
variety of options. From the convenient Sport with 
the fluoroelastomer band and lightweight anodized 

aluminum face, to the Edition crafted from 18-karat gold 
and a display protected by polished sapphire crystal, the 

company now has something that can be placed next to 
a Rolex (which ranges from $3,300 to almost $70,000) and 
make $17,000 a steal. 

While the strategy of setting your price against a 
traditionally high-end brand is definitely a move to 
remember when advertising your product, the other 

is knowing the audience. Hanlon also emphasized the 
difference between the seduction of the luxury buyer and the 
hard sell. Combine those two as Apple did, and you get 

a product that sells out before it has even been 
touched by consumer hands, no matter 

what industry you’re in.

WATCHSPORT
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“
“

W
e were looking for a niche, and I think 
we found it,” Carl Sam Maggio of  Prime 
Time International tells me from his desk in 

Coachella, California. “When we started the business 
we looked for an opening… and that opportunity 

was the year-round bell pepper category.”

Carl and Mark Nickerson, two of  Prime Time’s 
three original Founders and Principle Owners, 

joined me along with Mike Way and Jeff  Taylor, 
Owners as well, to discuss the growth of  Prime 

Time’s bell pepper program and how change isn’t 
something to fear, but embrace.

While Mike and Jeff  have taken the reins when 
it comes to managing the day-to-day operations 

at Prime Time, the shift in roles now allows 
Carl and Mark to concentrate more heavily 
in developing the company’s long term goals 
of  expanding its product line, acreage, and 
partnerships in California and Mexico.

Times are changing. By 
taking feedback from all 
levels of the business 
and implementing better 
processes, we are adapting  
to that change.

“

BY JORDAN OKuMURA

“THESNACK.NET / 13



“We want to make dust, not eat it,” Mark Nickerson laughs as 
we talk about the business model for the company. “We asked 
ourselves, ‘how do we maintain a business this expansive and 
growing?’ It’s necessary to have integrity, for starters, and a 
good gene pool from the industry.”

“Times are changing. By taking feedback from all levels of  the 
business and implementing better processes, we are adapting 
to that change,” Carl tells me. “You cannot just sit on your 
laurels.”

That is where Mike and Jeff  step in. As a team, these two 
California natives are always looking toward the next step in 
improving Prime Time’s operations, whether it’s expanding the 
company’s use of  protected agriculture, and utilizing plastic 
and mesh houses to better control variables, to streamlining 
quality, consistency, and crop productivity.

“Jeff  has demonstrated an exceptional ability in leading the 
sales department,” Mark notes. “His foresight allows Prime 
Time to be more proactive and diligent when managing 
market conditions and mitigating risks. While he’s cautious, 
it’s more the caution of  a fighter pilot. Meticulous, yet daring 
and efficient.”

Jeff  Taylor came into the fold a few years after Mike Way 
joined Prime Time, in effect solidifying the sales team. Mike 
brought with him a tireless work ethic and the ability to build 
trust with customers and partners alike.

“The more we let Mike take the reins, the more he 
accomplishes. He’s got a way with building relationships 
that is second to none. While Mike also works on the 
sales desk and has built a loyal following over the years, 
he is transitioning now more to the administrative and 

jeff taylor with mike way

Mike Way, Davidi Compton, and Jeff Taylor
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organizational aspects of  our business. Whether dealing 
with our largest Mexican grower, or a small scale farming 
operation, they both treat everyone like family,” Mark says.

While Jeff  and Mike may seem like opposites, it is those 
opposites that have made them such an effective and 
successful team.   

“We all crossed paths early in our careers,” Carl notes, 
allowing the team ample opportunity to learn and grow 
together. The company’s roots date back to 1987, when 
Carl and Mark formed Sun and Sands Enterprises, the 
premium vegetable arm at Sun World during that time.

Carl had grown up in El Centro and the Imperial Valley of  
California. After getting out of  the army in ’57, he worked 
for several growers including Joe Maggio, the carrot king, 
and also worked with Javier Tostado. Carl met Mark in ’72 
and in ‘76 they entered into Sun World before forming Sun 
and Sands.

In 1992, Mark and Carl formed a partnership with the 
late Chuck Hodges, Owner of  C.H. Sales, who acted as 
their exclusive sales agent and as distributor. Around this 
time, the Prime Time brand was introduced and quickly 
became known for its quality and ability to respond quickly 
to the ever-changing produce environment. In 1997, the 
two companies merged under the name of  Prime Time 
International and the company began the search for its 
niche. The result? The colored pepper category.

Mike Way and Jeff  Taylor came to Prime Time within 
a few years of  each other. Mike grew up in Salinas, 
California and graduated from Fresno State in ‘88 before 
joining Sun World. He transitioned to Prime Time in ‘91.  
Jeff  was born into the industry in Coachella, California 
where his father worked for Howard Marguleas in the date 
industry. Jeff  started at Sun World, then moved to C.H. 
Sales in ’94 before making the transition to Prime Time.

Another excellent example of  a long time employee who 
has risen to the challenges of  the continued growth is 
Davidi Compton, the Director of  Operations. “Davidi has 
done a remarkable job of  handling the responsibility of  
managing our operations in all locations,” Mark says.  

So what does this vision of  Carl’s and Mark’s look like? 
Investments, investments, investments.

“We have been making more investments into growing our 
mini pepper programs as well ramping up our availability 
in value added arenas,” Mike tells me. “Mini peppers 

continue to be a growing category at Prime Time, and 
acreage and production have increased dramatically to 
meet the rising demand.”

The company also has a recently acquired  80,000 
sq. ft. packing house and distribution facility in Somis, 
California in anticipation of  future expansion in the 
area. The deal not only allows Prime Time to expand 
its packing and shipping operations, but also to develop 
a line of  services for other produce industry companies 
that includes handling, cooling, consolidation, and 
cross docking. Carl and Mark have been overseeing the 
transition to the new facility.

“Our goal is to grow our presence in Oxnard and other 
areas as well in the coming years and to consolidate more 
of  our growers’ operations and resources,” Jeff  notes.

Prime Time has been focusing on giving retailers a more 
tailored selection of  bell pepper options with its ability to 
pack any combination of  counts and colors that a retailer 
might want.

“Prime Time’s fully automated flow-through packaging 
system enables the company to quickly change to 
accommodate the many requirements of  our customers,” 
Jeff  says.

Prime Time has also teamed up with Pacific Gold Farms 
to grow, pack, and market the Pacific Gold pepper crop 
in Southern California. Pacific Gold will continue to grow, 
harvest, and pack the crop, and Prime Time will then take 
over the sales and marketing. The peppers will be packed 
with the Prime Time label and Prime Time’s southern 
California shipping location will give customers another 
option, in addition to Prime Time’s new facility in Somis.

“All of  us are dedicated to what we’re doing. There may 
be a lot of  long days and long nights, but we refuse to cut 
corners,” Mike tells me.

It all started when Prime Time saw an opportunity to make 
a name for themselves and began to shift their focus to the 
bell pepper category over other produce items. The next 
step was to find a way to take the program year-round, and 
that they did.

All of us are dedicated to what 
we’re doing. There may be a lot 
of long days and long nights, 
but we refuse to cut corners.““ ““

The more we let Mike take 
the reins, the more he 
accomplishes. he’s got a way 
with building relationships 
that is second to none... he 
treats everyone like family.

““ ““
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That was more than 15 years ago. On an average day, Prime 
Time ships more than 30,000 cases of  mini, green, yellow, 
orange, and red peppers from their growing areas throughout 
California and Mexico. The company also grows hot house 
tomatoes and cucumbers through its strategic partnerships in 
Mexico, in addition to a Coachella product mix of  watermelon, 
sweet corn, and green beans. Today, the company operates five 
state-of-the-art facilities and has instituted a comprehensive 
quality control program in which its fresh produce undergoes 
numerous checkpoints and a safe cleaning process that 
enhances the product’s natural beauty. By operating a Good 
Agricultural Practices program, retailers receive a product that 
is of  the highest quality, and both clean and safe.

The Managing Members of  Prime Time International are now 
composed of  Carl and Mark as well as the two industry vets, 
Jeff  and Mike. Chuck Hodges, one of  the founding members 
of  the company has since passed, but played an integral part in 
the success of  the Prime Time plan.

Carl met Chuck at a poker game in the late 60’s in Indio, 
California—during a time when a handful of  players got 
together every Monday night to place their bets. “We kept a 
running total,” Carl laughs. “Chuck always had the most but I 
came in at a close second.”

“He was a natural salesman and had this sixth sense when it 
came to building the team. Chuck was instrumental in finding 
talent for Prime Time,” Carl says.

It was easy for Carl and Mark to see the talent that Chuck 
brought to the table. From his deep understanding of  the 

poker game, and his ability to see a few hands ahead, 
Chuck applied his repertoire of  knowledge to all of  

the moving parts that made up Prime Time.

“I’ve learned something from every relationship I’ve formed in 
this industry,” Mark says. “Chuck’s influence is everlasting.”

“Take Cookie and Bobby Bianco,” Carl says, of  the two 
brothers currently at the helm of  Anthony Vineyards 
grape growing operation. Prime Time has been involved 
with them in various ways throughout the years and the 
company still has joint ventures together in several key 
locations. Carl tells me, “They have a perspective and a way 
of  saying things that has always made sense to me.  Cookie 
and Bobby have always told me ‘Never bet your shooter.’ 
Basically, don’t go out on limb and bet the whole ranch. It’s 
advice I have been given and it’s advice that I think it is 
important to give.”

Mark says, “Being around Carl in the early days helped to 
create a culture of  trust and cooperation. You have to treat 
your people with sincerity. You can’t demand respect, you 
have to earn it. That goes for all roles in the company.”

Over the years, the company’s vertically integrated 
operation has thrived, taking the benefits of  its fresh 
produce program hand-in-hand with the hurdles. Through 
trial and error, the company has learned to focus its energy 
where Prime Time’s strengths lie—building a network of  
individuals to expand its year-round bell pepper program, 
while maintaining the integrity of  the relationships that the 
company was founded upon.

Whether it is the combined gene pool of  the Prime Time 
partners, Carl Sam Maggio, Mark Nickerson, Mike Way, 
and Jeff  Taylor that continue to bring the company to new 
heights, or their ever-evolving philosophy, the 
future for Prime Time is just that… Prime 

for the taking.

Jeff  Taylor, Carl Sam Maggio, Mike Way, Mark Nickerson
l e f t  t o  r i g h t: 





It’s not always easy to locate great talent for 
your company. First, you have to find them. 

Then there’s the endless screenings, interviews, 
and lastly, the negotiations. Why not utilize a 
professional, efficient, and proven solution? A 
professional search agency (AKA recruiters or so-
called head hunters) can save you time, money, 
and headaches.

When you use a search agency, you partner with 
a company that has professionals who know the 
industry, and who spend the time to understand 
your needs, criteria, culture, and ultimately 
what constitutes a great candidate-fit for your 
business.

Here’s how a search agency can help 
you recruit top talent...

As the saying goes, “time is money.” Finding the perfect 
candidate can be costly, and when your senior management 
team is spending countless hours and energy searching for 
top tier talent, you’re utilizing valuable resources that could 
be better used elsewhere.

1 Save you time and money.

2 Find hard-to-locate prime candidates.

Not every star candidate is actively looking for a new job. 
That’s why the top professional athletes have agents. 
Search agencies target, source, and directly recruit 
“passive candidates” who have the knowledge, skills, and 
experience that you’re looking for. Think of it as ordering 
something on Amazon. You order the professional you 
want, and the search agency delivers them to you. Well, 
it’s not quite that easy, but close!

Talent
Hunting

?for

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.
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3 Dig deeper for talent.

A strong recruiter knows how and where to find 
the best talent. Professional produce recruiters 
have years of experience developing a deep 
network of industry specialists. They present the 
perfect opportunities for the best candidates 
who specifically fit your needs and culture. They 
know who is seeking a job or thinking about a 
move. Recruiters have a sixth sense for knowing 
which professionals, despite being content 
in their current position, would have a better 
career opportunity elsewhere. 

4 It’s a process and a team effort.

Finding great candidates is just the start. Oftentimes 
they need to be informed and encouraged about your 
opportunity. After that, there is the ongoing process of 
interviews, references, scheduling your interviews, and 
ultimately working out the details of the offer and its 
acceptance. The best scenarios include a cooperative 
client-employer who is working in harmony with the 
search consultants. “Help me, help you” is one of my 
favorite lines from Tom Cruise in Jerry McGuire. Work 
with your recruiter, and secure your best candidates!

Remember that phrase on the side of Pepsi™ bottles? It still 
applies to many things in life. In other words, expect to get 
out what you put in. This holds true with securing exceptional 
talent. Find the right search agency and invest a little time into 
educating them on your company, culture, selling points, and 
of course, your candidate criteria. Then, partner with them 
throughout the process. 

Invest in your new team member by making them feel welcomed, 
informed, and connected.

This starts before they actually start their new job. Once they 
have accepted your offer, you need to maintain contact and stay 
connected with them. Anything you and your staff can do from 
this point forward to make them feel welcomed will go a long 
way with them and their family in this major life change.

5 “No deposit, no return.”
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Showcasing the diverse cultural landscape of 
Northwestern Mexico, Sinaloa Encanta brings 
a blend of culinary abundance, regional music, 

and cultural heritage to the Sinaloan region of Mexico. 
This year’s event was an ambitious and successful feat 
held on the picturesque grounds of the Leyson Family’s 
Farming Operation. I can only imagine what next year’s 
event will entail, but if it promises to be anything like 
2015, start securing your travel calendar now.

The Sinaloa Encanta experience is inclusive to 
all, a testament to the diverse range of industries 

and cultures within its model. The event brings 
together retailers, wholesalers, food industry 
executives, independent retailers, entrepreneurs, 
growers, artists, entertainers, Sinaloan natives, and 
international palates to share and promote the best 
of Sinaloa’s fresh produce, livestock, fishing and 
seafood, as well as its culinary arts. 

The festival-like atmosphere is made possible by 
collective participation in the entire traditional food 
chain: from growing and harvesting to cooking, 
eating, and sharing. Sinaloa has achieved its 

by Jordan Okumura
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unique platform over time, creating a wide variety of 
preparations that are now considered traditional icons 
of the Sinaloan kitchen. From Chilorio meats, sausage, 
and chicken, to Mocorito cheese, cream and curds, fish, 
shellfish, and all things shrimp, the rituals and practices 
around Sinaloa’s food production make it a cuisine to be 
aspired to, and at this event, shared.

Sinaloa Encanta offers guests the chance to sample the 
state in one intimate location in the capital of Culiacán.  
The region hosts unique range of ethnicities and 
cultures, from French, Spanish, and Chinese to German 
and Greek. All these backgrounds inform the cuisine 
along with Sinaloa’s musical variety, customs, and art. 
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Each year, the Board of Sinaloa Encanta searches the 
various regions of the state for the best blend of flavors 
to represent Sinaloa as a whole. With a rich history in 
agriculture and a 622 kilometer swath of coastline, the 
event showcases the land and the sea with restaurants 
and wineries that speak to the versatile flavors of Sinaloa. 
Rich valleys and mountain regions also help differentiate 

the cuisine, represented through the locales of Culiacán, 
Mazatlan, Guasave, and Los Mochis.

Sinaloa is an essential element in shaping the cultural 

identity of Mexico as well as the produce industry in 

North America. The Sinaloan state alone produces 30 

percent of U.S. produce with only 2.3 percent of the 

Grounds of 
the Leyson 
Family 
Farming 
Operation

Mario Lopez Valdez, Governor of Sinaloa, 
& Eduardo Leyson

Juan Carlos Garcia from Agroexcellence 
and Don Enrique Rodarte from Promotora 
Agroindustrial y Comercial de Tamazula

The Leyson family
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Mexican population, representing a large slice of the 
agricultural pie. The history and customs of Sinaloa 
also help fuel the imagination behind the event 
with entertainment ranging from traditional Banda 
music of German origins to Latin American jazz, folk 
dancing, fire dancing, and living art.

This year’s guests included the Governor of Sinaloa, 
Mario Lopez Valdez (Malova); Mayor of Guasave City, 

Armando (Kory) Leyson and Mayor of Navolato 
City, Miguel Enrique Calderon.

From a diverse display of multicultural roots, 
influences and musical performances to a unique 
gathering of farmers, politicians, entrepreneurs, 
and artists, Sinaloa Encanta is an event to be 
remembered, and definitely one to mark on your 
calendar for in 2016.

Eduardo Leyson and Mario Lopez 
Valdez share a photo with attendees

Lance Jungmeyer, President of the FPAA, & Juan Ariel 
Reyes, President of AMHPAC

Latin-American jazz 
sensation Francisco 
Céspedes
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PRODUCTS

Meet Skylar Rae® brand cherries

T he Tip Top cherry cultivar, which goes to 
market as Skylar Rae®, was discovered by the 

Toftness family on their high-elevation orchards 
in Wenatchee, WA, back in 2005. This unique 
variety with unknown parentage produced a bi-
colored cherry with incredible firmness and the 
highest sugar levels of any other commercially 
grown cherry (ranging from 23-25 Brix).

Skylar Rae® cherries are packed and 
shipped exclusively by Stemilt, and are 
only available between mid-June through 
late July, moving from Mattawa to the high 
elevations of Wentachee, WA. Stemilt is 
marketing two different packaging styles 
for Skylar Rae®, a 1.25 pound pouch bag 
and a dome style 1-pound clamshell. Pick 
them up while you can, because they’ll be 
here and gone before you know it.
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PRODUCTS

Meet the Cabernet Estate Reserve™

V illage Farms has introduced a unique 
cherry tomato called Cabernet Estate 

Reserve™. With its beautiful deep wine 
coloration, the bite is characteristic of 
crisp sweet fruit, with an earthy berry 
flavor reminiscent of a fine wine, all with 
a wonderful smoothness. Sold on the vine 
in 8oz clamshells, it makes an excellent 
roasting or colorful sauce tomato. 
Cabernet Estate Reserve™ would create a 
striking presentation in a dish as simple as 
a Capresse salad or just eat them straight 
out of the package. Their flavor is as 
enticing as they are to behold.

cabernet
estate reserve™
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MANGO CHICKEN LETTUCE WRAP

½ tbsp sesame oil

1 lb boneless, skinless chicken breasts, 
chopped into small pieces

3 tbsp soy sauce

2½ tbsp rice vinegar

2 tbsp honey

1 tbsp grated fresh ginger

½ tbsp minced fresh lemongrass

1 large ripe mango, peeled, pitted, and 
chopped; divided

12 small butter lettuce leaves

¼ cup chopped red bell pepper

2 tbsp sliced green onion tops

2 tbsp freshly chopped cilantro

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

ServingS: 4

Heat sesame oil in a medium skillet over medium heat. Add 
chicken and cook, stirring frequently, until lightly browned.

Stir in soy sauce, vinegar, honey, ginger, and lemongrass. 

Finely chop half  the mango and add to the skillet.

Cook for 5 minutes or until sauce is very thick; let cool. 

Spoon chicken into lettuce leaves and top each with remaining 
mango, bell pepper, green onion, and cilantro.

1

2
3
4
5

mangos

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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HOW MUCH
DO YOU LOVE
YOUR FOOD?

I t’s no secret how much we love produce, so it was 
pretty exciting to discover how two foodies were 
able to weave their industrial design and marketing 

strategy skills to spread that love by launching Food 
Huggers.

Just as cute as they sound, Food Huggers are specially 
designed kitchen gadgets that give consumers the 
maximum benefits of  cooking with produce by keeping 
what they don’t use fresh.

These kitchen aids literally hug your food by securing 
around the unpeeled side to lock in the same quality as 
its natural peel. While this flexible kitchen aid can come 
in handy by covering cans and jars, the real tender love 
and care is clearly for the fruits and veggies.

“Fresh fruits and vegetables are some of  the foods we 
love most,” the foodie-loving company states. “The Food 
Huggers were designed to help get as much freshness 
and deliciousness out of  each fruit and veggie.”

These colorful poppers help bring the consumer longer-
lasting produce, come with a form-fit that leaves more 
space in home refrigerators, and maintains the flavor 
usually lost once peeling a lemon, avocado, or any other 
fresh food. 

Praised by the Huffington Post and Guardian for being 
simple, washable, and delivering delicious results, Food 
Huggers can be used on bell peppers, tomatoes, onions, 
lemons, limes, avocados, and more.

As the Food Huggers say, “If  you love your food, give 
it a hug.”

For more information, visit www.foodhuggers.com.

how to use your food hugger

1 Lay your food hugger on a 
flat surface.

2 Place the open side of your 
halved produce against the 
food hugger.

3 Press down gently.
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THE
ORIGINAL

ANDY BOY
by Christofer Oberst



“

if you’re 
willing to put in 
the work, you can 
make it run.

If  you have a weak stomach, go someplace else.” 
That’s how Andy D’Arrigo sees the industry. At 
first it may seem blunt and unsympathetic, but as 

he is a man who has seen his fair share of  hardships 
in the business, I can’t help but heed his advice. His 
demeanor is punctuated only by his tenacity to stick 
to the three principles that have kept the company 
going for three generations: Work hard, provide value, 
and be ethical. That’s one way to spell success in a 
nutshell. 

“It takes a strong stomach and the willingness to work. 
If  you’re willing to put work into it, you can make it 
run,” Andy tells me. 

Andy isn’t one to sit on his hands and wait. The 
original “Andy Boy” and son of  the D’Arrigo 
Brothers Company Co-Founder, Stefano D’Arrigo 
(now known as Stephen), is always tinkering with 
something, whether it’s rebuilding model ships or 
overseeing the operations of  a powerhouse Salinas 
family vegetable company.

Before stepping into his office for our interview, I had 
already taken a few moments to ogle at some of  the 
intricate wooden model ships he has built to scale 
and encased in glass, some of  which had taken over 
2,200 hours alone to complete. When I ask him what 
is the motivation behind putting so many hours into 
a single hobby, he tells me, “I have to keep my hands 
busy. It’s the only break you can get mentally. Taking 
things apart, pounding on this, rebuilding that… I’ve 
enjoyed the benefit of  being able to take my mind 
off  everything completely.” Admittedly, I have to 
admire his patience. Each of  his model ships—just 
over twenty in total—are prominently displayed with 
a plaque signifying their historic importance.

History. You can find it everywhere you look inside 
the D’Arrigo Bros. company headquarters. With 
his dog, Jasmine, trotting behind him, Andy guides 

“ if you’re 
willing to put in 
the work, you can 
make it run.

“
Exterior view of D’Arrigo Bros. salinas, ca office

me through the history of  the company as we walk down 
the hallways, stopping every moment or so to describe in 
full detail his family’s emigration from Sicily in Italy to Ellis 
Island in New York City, as well as his upbringing in the 
produce industry. 

In 1925, after he had arrived from the old country, Stephen, 
Andy’s father, had an opportunity to visit Central California. 
It was during a juice and wine grape buying trip in, and 
around, what is now known as San Jose that he noticed how 
similar the climate was in comparison to Messina, Sicily, his 
hometown in Italy. Moreover, he saw that San Jose’s Italian 
population was growing produce that he recognized from 
Messina. Items such as prickly pears, sweet anise (fennel), and 
broccoli were thriving in this environment.

“Being first generation Italian, my father naturally gravitated 
toward the areas where the Italians were living,” Andy tells 
me. “Knowing friends and what they were doing in their 
backyard—Italians always had a garden—he could see how 
well their vegetables grew, how the climate was so similar to 
that of  home.”

Given the rich soil and the ideal vegetable growing climate, 
Stephen saw the perfect opportunity to start a business 
with his older brother Andrea D’Arrigo (now known as 
Andrew)—D’Arrigo Brothers Company. At the time, however, 
neither Stephen nor Andrew had much of  a green thumb. 
Without any experience, much less any idea of  what to grow, 
the brothers’ caught their first big break when their father 
packaged some broccoli seeds and mailed them direct from 
Italy. Soon after, Stephen and Andrew had planted 28 acres 
worth of  their first successful broccoli crop.
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Andy D’arrigo with 
his dog, jasmine



John d’arrigo (left) 
& andy d’arrigo

By 1926, the D’Arrigo brothers had already begun shipping 
broccoli from San Jose to Boston by rail and ended up 
selling their crop for a profit, subsequently helping pioneer 
the modern vegetable industry. In fact, Stephen is credited 
as the first person to make a transcontinental shipment of  
broccoli across the country from the West to the East Coast. 
With the business off  to a roaring start, Stephen decided to 
move his family to California permanently to oversee the 
growing operations while Andrew stayed east in Boston to 
sell and market the broccoli and other vegetables. Though 
their business proved to be profitable up until this point 
thanks to steady supplies and Andrew’s entrepreneurial 
prowess, the brothers needed a way to differentiate their 
vegetables from other competing California farmers and 
local eastern produce. Andy, just three years old at that 
time, quickly made a name for himself—quite literally—
when Stephen and Andrew settled upon naming their 
brand “Andy Boy.”

Today, D’Arrigo Bros. Co., of  California farms over 
35,000 acres of  fresh fruit and vegetables, from classics 
such as broccoli, romaine hearts, lettuce, cauliflower, and 
artichokes, to specialty items such as nopalitos, fennel, 
cactus pears, and broccoli rabe.

During Andy’s spare time, he was an active Boy Scout 
and even served in the Navy during World War II when 
he was 17. After his father passed away in 1951, Andy 
assumed responsibilities for the West Coast operations 
of  the company at the age of  27, and was involved with 
supervising seven districts over a span of  700 miles within 
two states. Under Andy’s leadership, D’Arrigo Bros. Co. 
of  California became a full-service, vertically integrated 
produce supplier growing, packing, shipping, and 
marketing fresh fruit and vegetables across North America 
and beyond.

Taking the company’s modest 28 acres of  broccoli up 
to a massive 35,000 acres of  leafy greens, specialty 
items, and cole crops wasn’t without its challenges. 
Andy would be the first to tell you that any good 
business is one that accepts the problems it may have 
and changes accordingly with the opportunities that 
it has been given. His ability to adapt to the rapid 
changes in this industry is part of  what makes Andy so 
tenacious.

“One of  the greatest problems we had was back in 
the late 70’s and early 80’s when we had double-digit 
inflation and you were paying 21 or 22 percent for 
operating capital. I found myself  practically working 
for the bank. Every dime that made profit I had to pay 
them for interest,” Andy says. “We accept the problems 
we have and do our best to get out of  them or mitigate 
them one way or the other and change with the 
opportunities that we’re given. You have to change.”

Change, for Andy, is especially important considering 
the advancements that have been made in technology 
and plant breeding in the industry since the early 20th 
century. “You learn by accepting what you see and 
asking yourself, ‘Why is that guy doing it that way?’” he 
tells me. “The hazards are not the market. The market 
is controlled by the big guy upstairs. All we can do is 
control our cost and quality.”   

Any budding produce professional or veteran can learn 
so much about produce from Andy. He’s attempted to 
grow everything you can imagine—from lettuce and 
broccoli to fava beans in Mexico and Texas. Some 
successful, some not so successful. Andy has learned a 
great deal from these ventures, and he’s always eager 
to look for opportunity. That opportunistic drive is 
precisely what brought Stephen to America, and you 
see that passed down in subsequent generations.    

Andy always returns back to what has made the 
company so successful despite many setbacks it may 
have seen throughout its 88 years of  business: Work 
hard, provide value, and be ethical.

It’s this mentality that has helped turn specialty items 
like broccoli rabe into mainstream produce superstars. 
When I ask Andy to tell me about how broccoli rabe 

became such a flagship product for the company, 
he tells me simply, “It’s the desire of  the Italian 

people for it.”

It wasn’t until 1964 that the sharp and 
flavorful descendant of  mustard greens 
officially became known as “broccoli 
rabe.” Since all products up to this point 
have been shipped by rail, the rates were 
controlled by the Interstate Commerce 
Commission. Certain commodities 
were billed by weight. For example, if  
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The market is controlled 
by the big guy upstairs. All 

we can do is control our 
cost and quality.

“ The market is controlled 
by the big guy upstairs. All 

we can do is control our 
cost and quality.

“

you had 20,000 pounds of  a particular product in a car, your 
rate would be based off  that weight. There was a time when 
Andy was looking to ship broccoli and mustard greens out of  
San Jose, but the Transcontinental Freight Bureau only had 
a cut rate for broccoli, not mustard greens.

“I just got upset and said, ‘All right, it’s called broccoli rabe.’ 
Then the Transcontinental Freight Bureau tells me, ‘Oh, it’s 
broccoli—it takes the same 25 pound weight,” Andy smiles. 

“That is where the name ‘broccoli rabe’ was born.” 

From then on, the name “broccoli rabe” stuck and the item 
quickly became one of  D’Arrigo Bros.’ crown jewels, thanks 
to its robust superfood-esque qualities. 

Broccoli rabe contains over 20 vitamins (most notably 
Vitamins A, C, & K) and minerals (calcium, magnesium, 
& potassium), fiber (leads to decreased hunger), 
phytochemicals (compounds in the body which are well 
established cancer fighting agents), and antioxidants.

Even at 91 years old, it’s difficult to keep Andy away from 
his desk at the office and away from the fields. It’s easy to 

tell he takes pleasure in his work, enjoys giving back, 
and loves the business even more.

“I’ve been blessed with good health and I’ve been 
blessed with a lot of  good luck. I’m thankful for the 
industry I’m in. It’s been very, very good to me,” he 
says. “I try to give something back.”

Nevertheless, he still finds time to continue building 
his model ships or go fishing. After all, he says with a 
laugh, “Time spent fishing is not deducted from man’s 
allotted time on earth.”

Known as an industry leader, pioneer, and, of  course, 
a hard worker, Andy has proven himself  to be a 
true produce innovator. His generosity, time spent 
in the industry, and accomplishments are sure to be 
remembered and honored for generations to come. For 
many in the industry, Andy’s integrity and meticulous 
spirit has been a source of  inspiration. After coming to 
understand what his father and his uncle have started 
and what he has been able to carry out since then, I’m 
sure we can all be certain that this family business 
still remains in safe hands as John D’Arrigo, Andy’s 
son, continues his position as President, CEO and 
Chairman of  the Board of  the company.

Looking back on our conversation, it’s easy to see 
why his advice to many in the industry is to have a 
strong stomach. He’s seen it all. But in spite of  the 
challenges he’s seen, he perseveres and adapts. That’s 
the mark of  a produce visionary.
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The Buzz onBlue
BERRIES
Following the blueberry 
trend, we reached out to 
Highbush Blueberry Council 
to catch up on what’s new 
in the market. Take a look at 
what we found.
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theConsumer

think blueberries are healthy.

99%

Today’s blueberry consumers are trending 
younger and more diverse; they’re more 
likely to be 35 to 44 year-olds (often 
parents with kids at home) and minorities 
than they were in 2004.

are aware of specific health benefits.

84%

report having seen news stories about the 
healthiness of blueberries.

57%

purchaseDrivers What do consumers like 
most about blueberries?

health 84%

taste 81%

easy to use 61%

versatility 44%

low-fat 47%

how consumers eat

fresh blueberries

60%
by itself

over yogurt

in smoothies

in cereal

54%

49%

48%
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Get the Tile App
Available on iOS and Android.

TILE: 
FIND WHAT MATTERS

The average person misplaces upwards of 
3,000 items a year, and spends 60 hours a year 

searching for them again. Your lost items add 
up to billions of dollars annually.

Enter the Tile app.

Tile is the brainchild of engineers Nick Evans 
and Mike Farley, a duo who wanted to create 

something simple that would solve one of life’s 
biggest little annoyances. With Tile, you’re 

essentially fastening your keys or wallet to your 
phone electronically. So when you inevitably 
lose them at the most inopportune time, the 

Tile app knows where to find them.

The steps are easy; all you have to do is attach 
Tile to the item you’re trying to keep track of, 
and it casts a Bluetooth signal up to 100 feet. 
And since every phone that has downloaded 

Tile increases this range, your searches are 
potentially limitless.

As you search for your lost item, your phone 
tracks the Bluetooth signal strength of 

your Tile. As you get closer to your 
destination, the app’s tracking circle 

fills in, informing you of your 
progress.

The app supports up to 8 
different Tiles, so attach it to 

Dad’s remote, your wife’s keys, or 
your kid’s backpack and you can 
have all the data you need right 

at your fingertips.

If you’ll miss it, tile it.
From your keys to your phone, 

Tile the most important items in 
your life. Simply tuck it into your 

wallet, attach it to your keychain, 
or stick it to your phone for a 
one-step solution to keeping 

track of your belongings.

Tile
$25.00

FUTURE TECH
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5
simple steps to 

optimize your 
company’s 

website

M anagement expert Peter Drucker 
had a point when he said this 

famous maxim. Today, simply having 
a website isn’t enough. In this digital 
age, websites should be measured 
and optimized, ready to help a 
customer or consumer that may visit 
anytime, day or night.

While Mr. Drucker is speaking 
the truth, the advice he gives is 
not always the easiest thing for 
companies to absorb or correct.  
The fact is website optimization is 
something that is ever-evolving and 
the constantly changing technologies 
and algorithms can make the task at 
hand a challenge for marketers. 

  CONTRIBUTED BY DAN’L MACKEY ALMY

DMA SOLUTIONS

“ “If you can’t 
measure it, you 
can’t manage it.

TRAFFIC SOURCES
Where are your visitors coming from?1

DEVICES USED
Are your visitors using PCs or mobile devices?2

But it doesn’t have to be complicated. To start, I 
recommend that you dive into your website’s analytics.  
This will give you the information you need when 
considering how to optimize your company’s website.  
You might be asking yourself which website analytics 
you should be focusing on.  Great question! 

At DMA Solutions, we recommend focusing on the 
following metrics that, once defined, will provide the 
information you need to know to adapt and optimize 
your website.

This particular metric tells you which digital sources are 
directing traffic to your website so you can nurture what’s 
working and fix what’s not. Some examples include: 
Direct, Referral, Social Media, and Email. Direct traffic 
defines the number of visitors that visit your website by 
typing your URL into their browser. Referral traffic relates 
to visitors that arrive to your website via another website 
or avenue, such as a clickable advertisement or hyperlink. 
Knowing the volume of traffic that you’re getting via 
social media is also useful because social networks can 
help increase your website traffic and connect consumers 
and/or buyers to your brand, story, and products. Emails 
can also attribute visits to your website, an indication 
that your marketing automation efforts are working. If 
you send automated emails to your target audiences on 
a regular basis, this number will tell you if your emails are 
useful in driving traffic back to your online assets.

A vast amount of search traffic is 
conducted via mobile devices such 
as smartphones and tablets. 
According to multiple sources like 
NBC News and MediaBistro, it turns 
out nearly 80 percent of smartphone 
users reach for their phone within 
15 minutes of waking up. Knowing 
this statistic is critical when you 
consider how to nurture or delight 
your website visitor by providing 
them with a website on their mobile 
device of choice that is easy to 
navigate and read when viewed.

80%
of smartphone 
users reach for 
their phone 
within 15 
minutes of 
waking up.
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Dan’l Mackey Almy’s passion 
for fresh produce has paved 
the way of her dynamic career 
in the industry for 20 years.  In 
2004, her passion led her to 
start her own business and 
thus, DMA Solutions Inc. (DMA) 
was established. Today, DMA 
is a specialized marketing 
agency that works to increase 
the demand of fresh produce 
through creative and results-
oriented work. Dan’l has 
brought together a diverse and 
talented team who all share 
a common commitment to 
quality, creativity, and deep 
appreciation for food that is 
grown. Together, they share their 
inspirations and ideas via The 
Core, a blog that is revered by 
fresh produce professionals as 
a helpful resource for marketing 
information and insights.  

For more information about DMA 
Solutions or to request a website 
optimization assessment, visit 
www.dma-solutions.com

To subscribe to the blog, visit
thecore.dma-solutions.com

BOUNCE RATE
Is your content effective?3

PAGE PERFORMANCE
How are your pages performing?5

KEYWORDS
How are people finding your website?4

A “bounce” is when someone visits your site and immediately leaves 
upon entry without interacting with the page. If this happens often 
enough, your optimization opportunity may be content-related. 
Knowing the pages on the website that are experiencing the highest 
bounce rate will help you determine the content that is not working so 
you can produce content that will keep them wanting more.

Keywords help you understand the search terms that are used to 
bring visitors to your site via organic search engines. Understanding 
the top five to ten keywords that drive traffic to your site enables you 
to maximize the words that are working (by including them in 
more of your content) and identify the ones that aren’t (but should 
be included in your content).

When you know the pages that most people visit, you quickly 
gain context about the information that is most important to your 
customer or consumer. For example, let’s say you sell fresh-cut 
produce and non-fresh-cut produce and both are available on 
your website. If you see that more visitors are visiting the fresh-
cut content, this should indicate to you the topics that interest 
your visitors the most. This information puts you in a great 
position to optimize page level content for the areas of your 
website that are underperforming.

Once you have taken a closer look at these metrics, be on the 
lookout for trends and opportunities that you see when you compare 
your website’s performance over a time span of 3, 6, and 12 months.  
Whether a customer or consumer is seeking to connect with your brand 
or product/service, hosting an optimized website will increase your 
chances of them finding you, connecting and returning after a good 
experience that encourages a repeat visit. 

As a fresh produce marketer, I believe that our websites (and all of our 
digital assets) are an extension of our brands and, if optimized properly, 
can bring us one step closer to inspiring a purchase of a fresh produce 
item, one visit at a time.
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LEMON GLAZED BLUEBERRY TURNOVERS

1 cup fresh organic blueberries

2 tsp cornstarch

2 tbsp brown sugar

1 sheet puff  pastry

Egg Wash: 

1 egg yolk

1 tbsp of  water

Granulated sugar for sprinkling

Glaze:

2 cups confectioner’s sugar

3 tbsp fresh lemon juice

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

ServingS: 4

In a bowl, mix blueberries, sugar, and cornstarch until the 
blueberries are well coated. Set aside. Meanwhile, roll out the 
puff pastry on a flour-coated cutting board and cut the sheet into 
4 even squares.

Spoon out 1–2 tablespoons of  the blueberry mixture into the 
center of  each square and fold each over to create 4 triangles.

Seal the edges of  the pastry with a fork and poke 2–3 air vents in 
each.

Brush turnovers with egg, then wash and sprinkle with granulated 
sugar. Place turnovers on parchment paper lined baking sheet 
and bake for 22–25 minutes until golden brown.

Remove and let cool for 5 minutes. Meanwhile, in a separate 
bowl, mix together confectioner’s 
sugar and lemon juice to create glaze.

When turnovers are slightly cool, 
drizzle glaze over the top with a 
spoon or rubber spatula. Serve warm.

1

2

3

4

5

6

blueberries

Preheat oven to 350ºF.

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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DECENTRALIZATION
Who Is Affected?

by Christofer Oberst



Some commodities could 
be up for re-negotiation, 

signaling an opportunity for 
new supplier relationships 

to be formed and more 
product differentiation over 

several divisions.

I f there’s one word I keep hearing about 
the Safeway-Albertson’s merger, it’s got 

to be “opportunity.”
     The multi-billion dollar deal 
between the two retail giants has been 
fraught with uncertainty since the 
day it was announced. Skeptics have 
long scrutinized the new procurement 
scheme, calling attention to Safeway’s 
mismanaged regional banners like 
Dominick’s and Albertson’s elaborate 
decentralized operation. A popular 
argument among optimists suggests 
that suppliers will have more 
opportunity than ever before. After 
all, Safeway’s centralized structure 
meant merchandising was always its 
forte, while Albertson’s decentralized 
operation has precipitated local and 
regional success.

In comparing the two, Albertson’s 
complex decentralized operating 
structure has entrusted each of 
its division offices with all of the 
financial responsibility and decision 
making authority, whereas Safeway’s 
corporate office in Pleasanton, 
CA, has held the most influence. 
Now that the two entities have 
combined, Albertson’s decentralized 
model will be the foundation of the 
merged company’s marketing and 
merchandising efforts. With the deal 
finalized, the questions still left on 
everyone’s minds are: Who’s going to 
be affected and what can we expect 
from a decentralized company?

Spanning three regions and fourteen 
retail divisions, the combined 
company will have two primary offices 
in Pleasanton, CA and Boise, ID, both 

of which are further supported by the 
accounting and call center offices in 
Phoenix, AZ. This decentralized model 
allows suppliers to form their own 
relationships with divisions of their 
choosing in hopes of getting products 
in certain regions, rather than being 
forced to go through a single corporate 
office. The goal is to have a clear, 
transparent, and efficient supply chain 
that gives suppliers an opportunity 
to build partnerships and customers 
access to products in demand.  This 
enhanced distribution and supply 
chain also opens the door to a greater 
selection of offerings, as well as more 
robust fresh produce options.  

To put it into perspective, Albertson’s 
and Safeway are looking for a middle 
ground approach in terms of how 
many and which items they should 
contract. On one hand, Safeway had 
plenty of contracted items, but on 
the other hand Albertson’s had very 
few – bagged salads and bananas, for 
example. Some commodities could 
be up for re-negotiation, signaling 
an opportunity for new 
supplier relationships to be 
formed and more product 
differentiation over 
several divisions. With 
the combined company, 
suppliers, large and 
small, can nurture 
their own independent 
partnerships with up 

A Middle Ground

THE GOAL

To have a clear, transparent, 
and efficient supply chain 
allowing suppliers to build 

partnerships and customers 
access to products in 

demand.
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What can we 
expect from a 
decentralized 
company?
Answer: More opportunities. 
With the combined company, 
suppliers have more avenues to 
increase sales and can partner 
with up to 14 divisions.

Relationships Are Key

to fourteen different divisions. That’s 
fourteen more possible avenues to 
move product and increase sales. 
It’s a much more level playing field. 
Together under a decentralized model, 
Albertson’s and Safeway are less likely 
to be a one-size-fits-all company. 
Suppliers can survive on “base hits” 
with several regions as opposed to a 
“grand slam” with one corporation.

That isn’t to say all companies will 
benefit from a decentralized operation. 
Fresh cut programs will be affected 
because Albertson’s does its own cut 
fruit. For companies that do their own 
value-added programs, it’s all based 
on what their product line looks like. 
If Albertson’s decides to do its own 
cut broccoli, for example, companies 
with value-added broccoli programs 
will need to offer an alternative to 
differentiate their line.

If there’s one thing you should take 
away from Albertson’s and Safeway’s 
decentralized model, it’s this: It’s going 
to take a lot of work and coordination 
between your company and these 
fourteen divisions. For the sales 
management team that puts together 
the ads and programs, relationship 
building will be the key to getting 
your products in stores, especially 
in this environment. Depending on 
the procurement buyer or manager, 
it stands to reason they would much 
rather conduct business with a 
company based on prior history.

From a customer standpoint, it’s 
going to be business as usual. As a 
shopper, when you go to a store in 
Phoenix versus one in Denver, for 
example, you are still going to get a 
similar experience from a branding 
standpoint, though each store can 
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have their own wares. Promotions, 
however, are going to be specific 
per demographic and division. 
Consumers also benefit from the 
merger through the potential for 
more price reductions and in-store 
remodels and refurbishments.

Since the merger’s completion in 
early 2015, Albertson’s and Safeway 
executives have continually praised 
the results, reiterating the improved 
shopping experience.

Robert Edwards, former President 
and CEO of Safeway and current Vice 
Chairman, said in a press release, 
“We plan to be the favorite local 
supermarket in every community we 
serve. We will do this by knowing, 
listening to, and delighting our 
customers; providing the right 
products at a compelling value; 
and delivering a superior shopping 
experience. We will also continue 
to be active members of our local 
communities.”

Bob Miller, the CEO of Albertson’s, 
New Albertson’s, and Safeway, shared 
a similar sentiment, noting in a press 
release, “This merger creates a unified, 
strong organization that is dedicated 
to bringing a better shopping 
experience to more customers across 
the country. Our combined geographic 
footprint, vast range of brands and 
products, and service-oriented staff 
will enable us to meet evolving 
shopping preferences.”

Since the completion of the 
merger, Albertson’s 
and Safeway have 
sold 146 stores 
in Arizona, 
California, 
Nevada, 
and Oregon 
to Haggen 
Holdings, LLC; 

A Diverse Network

The merger 
will create a 
diversified 
network that 
includes:

2,230
stores

27
distribution 
facilities

19
manufacturing 
plants

250,000
employees

Our combined 
geographic footprint, 
vast range of brands 

and products, and 
service-oriented staff 
will enable us to meet 

evolving shopping 
preferences.

“

“
two Albertson’s stores in Washington 
to Supervalu Inc.; twelve Albertson’s 
and Safeway stores in Texas to 
Associated Wholesale Grocers, Inc.; 
and eight Albertson’s and Safeway 
stores in Montana and Wyoming to 
Associated Food Stores Inc. Among 
these, Haggen was the biggest 
surprise, but it will remain to be 
seen how a relatively unknown 
grocer can compete in heavily 
saturated markets.

Below is a list of the Division 
Presidents for the newly combined 
company, who will report to the 
Chief Operating Officer for their 
respective regions.

· Dennis Bassler, Portland Division, 
North Region

· Paul McTavish, Denver Division, 
North Region

· Susan Morris, Intermountain 
Division, North Region

· Tom Schwilke, Northern 
California Division, North Region

· Dan Valenzuela, Seattle Division, 
North Region

· Shane Dorcheus, Southwest 
Division, South Region

· Scott Hayes, Southern Division, 
South Region

· Lori Raya, Southern California 
Division, South Region

· Robert Taylor, United Division, 
South Region

· Steve Burnham, Eastern Division, 
East Region

· Jim Perkins, Acme Division, East 
Region

· Jim Rice, Shaw’s Division, 
East Region

· Mike Withers, Jewel-
Osco Division East Region

Over the past year, 
we watched as the 
Albertson’s and Safeway 
merger became a reality. 

As the dust settles, the 
outlook for many industry 
members continues to be 
an area of contention that 
we will continue to observe. 
Despite the number of 
uncertainties this merger 
brings to the market, one 
thing remains clear—a merger 
of this scale will require 
significant, radical changes to 
succeed and prove profitable.

Suppliers can survive 
on “base hits” with 
several regions as 

opposed to a “grand 
slam” with one 

corporation.
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POCO™ POPS

1 10 oz. bag of  Poco Bites™ cocktail 
cucumbers, chopped

1 cup simple syrup

2 limes, quartered

1 tsp finely grated, peeled ginger

2 sprigs of  fresh mint leaves, finely chopped

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

Purée Poco Bites™ cocktail cucumber slices with chopped mint 
leaves, simple syrup, and ginger.

Squeeze juice from lime quarters into cucumber purée. 

Add 1 teaspoon of  lime zest.

Purée mixture again and strain through fine-mesh sieve.

Divide mixture among popsicle molds, insert sticks, and freeze 
until completely solid (about 4–6 hours).

1

2
3
4
5

Poco Bites™ 
Cocktail Cucumbers

YieldS: 4–5 oz. of mixture

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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by Jordan Okumura

David Lund

Kenny LundRIDEto theTOP
i

t all started with $1,000 in his pocket, the dream to make 
a better life, and six children at the home office answering 
the phone “Allen Lund Company.” Thirty-nine years later, 

Allen has grown his company from a small 3PL business 
headquartered adjacent to the LA Produce Market, to a 
company brokering 300,000 shipments a year with revenues 
in excess of  $475 million.

“My love at the end of  the day is produce—besides my 
family of  course,” Allen laughs from across his oak desk in 
La Cañada Flintridge, California. “When I started this, it 
was the Wild West. There were a handful of  brokers that 
controlled the market. And besides that, I had to do it 
without the ‘Internet, computer, fax, copier-type luxuries’ 
of  today. It was your reputation and the telephone.”



 

Today, Allen Lund Company, 
LLC has offices spread through: 

• Atlanta
• Boston
• Charleston
• Charlotte
• Chicago 
• Cleveland 
• Dallas 
• Denver 
• Detroit 
• Flatbed 
• Garland 
• Grand Rapids 
• Joplin 
• Kansas City
• Los Angeles

Allen Lund

Eddie Lund
Steve  Doerfler

• Louisville 
• Madison 
• Memphis 
• Minneapolis 
• Orlando 
• Phoenix 
• Portland 
• Richmond 
• Rochester 
• San Antonio 
• St. Louis 
• San Francisco 
• Savannah
• Winchester

Allen’s youngest child was only a year old when he went out on his 
own, and his wife Kathie had to take a night job in a plastics factory 
to keep the kids in Catholic school. His parents had been through the 
Great Depression and deeply instilled their values and concerns in 
Allen, which were ever present in him as he made the decision to take 
a once-in-a-lifetime chance.

“I told my wife that if  I could book four loads a week, then the kids 
could eat.  And that was my goal when I started. It was a huge leap 
of  faith. I bought out a guy who was retiring and in the first month I 
had sold 100 loads,” Allen tells me. “When your goal is to feed your 
family, your true work ethic will reveal itself.”

Allen has come a long way since those first days in the home office 
and currently holds the post of  President & CEO of  Allen Lund 
Company, LLC, and Allen Lund Corporation. The company 
footprint has grown with 30 offices spread throughout 22 states.
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When your goal is to feed your family,

your true work ethic will reveal itself.

Allen has also expanded the company’s value 
proposition with a software division, ALC 
Logistics, located in Charlotte, North Carolina. 
To support that venture, ALC Logistics entered 
into an agreement last year with Locus Traxx 
Worldwide to integrate real-time visibility, load 
temperature, and location tracking into its 
produce-industry designed TMS solution. The 
company continues to evaluate additional software 
options as customers’ needs present themselves.

From where Allen is standing, there seems to be no 
end in sight. And I think he is fine with that.

But Allen’s beginnings started long before his leap 
of  faith. Allen originally cut his teeth as a truck 
driver in Utah, then through a church connection, 
he joined C.H. Robinson, which allowed him 
the know-how to work at every level of  his own 
company whether it was tweaking the mechanics 
of  the trucks to building relationships throughout 
the produce, food, and manufacturing industries.

While the company’s significant growth in the 
sector has been critical to Allen, his desire to 
maintain the family-run and family-owned 
atmosphere has always been essential. Bringing his 
sons Kenny, Eddie, and David into the fold along 
with his son-in-law Steve Doerfler has helped, not 
only to elevate the business, but also to extend the 
value of  family into all facets of  the operation. It 
may not have been in their initial plans for the 
future, but somehow, they all found themselves 
tethered willingly to the family business.

All of  Allen’s sons have a similar story. David had 
been working for Allen Lund since high school and 
though he left to attend Cal Poly Pomona, David 
tells me he always knew that he would return to 
Allen Lund. Kenny taught and coached for three 
years after graduating from LMU, but also found 
that his passion lay in the family business. Eddie 
went to Notre Dame, captaining the baseball team 
and was drafted by the Dodgers, but in the end it 
was Allen Lund that was his calling. Steve joined 
the family after he met Allen’s daughter, Christina, 
at the University of  Portland. After a one-year 
exchange program in Austria they fell in love, got 
married, and Steve jumped on board with Allen.

“In reality, all of  my kids have been in this since 
the beginning. Whether it was Saturday morning 
breakfasts before they came with me to the office, 
or summer jobs during high school, my success has 
not been achieved without them,” Allen tells me.

A third generation of  Lund family employees 
may be in the works with Allen’s grandson, Kevin 

Peterson, whose current role is with ALC Logistics in 
sales and implementation.

“All the kids started at the bottom, working on the 
desk,” Allen says. “It has given them more than just 
credibility, allowing them to see the inner workings of  
the business at so many levels.”

Allen’s ‘pick yourself  up by your bootstraps’ mentality 
has paved the way for his hard working family of  
employees who are comprised of  more than just his 
sons. With an eye always fixed on the future, Allen is 
continuing to build a legacy and a reputation, even 
more firm than his handshake.

“My dad can see the big picture faster than anybody I 
know,” Kenny Lund, VP of  Support Operations, tells 
me. “He is great at reading people and situations, and 
that’s been key to his success.”

Luckily, Allen didn’t have to do it on his own. In 
addition to help from the kids, Allen’s wife Kathie 
also stood strong behind the entrepreneur and did the 
company’s accounting for years as the broker worked 
to gain momentum.

Kathie met Allen when he was a ride operator at 
an amusement park in Utah and Kathie was selling 
tickets to that ride. They had no idea that it was a ride 
they wouldn’t be getting off of  for some time. Years 
later, a carrier that Allen had shared the story with, 
travelled to that roller coaster and took a picture with 
the carrier’s truck positioned in front of  the roller 
coaster. He sent the picture to Allen and his wife.

-  Kenny Lund

“

“

[Allen] defines 
what it means 
to have great 

relationships with 
your clients.
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- A l l e n  L u n d

When your goal is to feed your family,“ “your true work ethic will reveal itself.



The memory now sits framed at Allen’s 
home in Utah as a fond reminder of  
just how far they have come and as a 
testament to the strong relationships 
they have built.

“Dad could sell ice to Eskimos,” Eddie 
tells me. It’s a phrase I have heard often 
when Allen’s name comes up. 

“Dad defines what it means to have 
great relationships with your carriers 
and your clients,” Kenny says. “He 
would always visit the carriers, always 
gave them Christmas gifts, and he kept 
driver gifts around just in case one 
came into town. They never left our 
office without something.”

When the trucks were tight Allen could 
find them, and that was the result of  
the relationships he cultivated and 
maintained. 

“He has always had a great understanding 
of  the industry and how relationships 
weren’t just maintained during the good 
times, but the challenging ones as well,” 
David tells me.

And times were tough during the early 
years, especially before deregulation took 
hold in the 80’s under Jimmy Carter, then 
Ronald Reagan. Up until then, brokers 
could only handle exempt commodities.  

Allen and Kathie on 
their wedding day

“

The most 
important thing 
is the customer. 

Reputation is 
everything.

“

The Lund boys in 
the early years
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But before the sweeping reduction in price controls, 
entry controls, and collective vendor price setting 
in the United States transportation industry, small 
companies looked to their relationships to bridge 
the gaps in opportunities. As Allen Lund grew 
through the 80’s so did its portfolio of  commodities 
that always included fresh produce. Now, about 45 
percent of  the business is produce.

“I used to say, ‘give me your hardest loads, your 
most difficult and cantankerous receivers, and I 
would find a way to make it work.’ You have to 
earn the trust of  the trucker, receiver, or company,” 
Allen says. And in those years Allen booked more 
loads than he could handle, with only just three 
years in the market. 

“But yes, the early days were quite an adventure. 
From the winos, drunks, and drug addicts creating 
an obstacle course around our first office down 
at the LA Produce terminal, to the intense 
competition from brokers much larger than we 
were at the time… It was a constant challenge,” 
Allen notes.

Allen moved the company to its current office 
building in La Cañada in 1979, and though the LA 

Produce Market location holds a place in Allen’s 
heart, he hasn’t looked back.

As the company moves into a new phase of  growth 
with an expanding footprint and new relationships 
in mind, Allen tells me that he won’t be slowing the 
pace anytime soon.

“We need to hold our carriers and drivers to a higher 
standard and elevate the transportation industry for 
the benefit of  the whole,” he says. “Remember, the 
most important thing is the customer. Reputation is 
everything.”

As Allen looks to the future he aims to uphold one 
goal that influences the many, “I want to maintain 
that family-feel of  this company, no matter how 
far reaching our footprint spreads. We’ve only 
come this far because of  our greatest assets, our 
employees. I want to give them a good reason to 
walk through our doors, every day.”

With his foot firmly pressed on the gas pedal, I think 
we can all envision the direction that Allen Lund is 
headed.   

And from where I am sitting, I don’t see them 
running out of  diesel anytime soon.

Left to right: Eddie Lund, Steve 
Doerfler, Kenny Lund, David Lund








