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Brett Burdsal

Regional Director of
Marketing, CMI

Q: If you could imagine yourself
in a different industry, what would
it be?
A: That is hard to do because I
have always been in love with
food, growing it, finding that
‘something’ unique, sharing it.
With that said, I think a t-shirt
shop on the beach selling
surfboards while barefoot
would not be a bad alternative.
Q: If you suddenly got the itch
to join the circus, where in the
troupe would you fit in?
A: I have always dreamed of
being a carny (laughter). But
really though, if I was going to
join a circus company I’d love
to be involved in creating sets,
costumes, designs for posters
and the railcars that pull the
circus around. Not a huge fan
of the circus but have always
loved the art. Very Americana.
Q: If you had to choose one
movie from your collection, what
would it be?
A: I know I should say Citizen
Kane, but it’s more likely I’d go
with Rear Window. Easily one
of Hitchcock’s best.
Q: And if you had to choose one
book from your repertoire?
A: Easily Ernest Hemingway’s
A Moveable Feast. I read it at
least once a year.

10

From creative concept to completion, this
artist has more than just a successful track
record in product positioning and brand
management… Check out the surprising
things that Brett has to share.

Q: If you were living 100 years
ago, what would you be
doing?
A: Besides worrying about
WWI, a designer in New
York City. The Roaring 20’s
were about to begin and
amazing things were built
during that decade.
Q: If you could take back
one sentence you have ever
spoken, what would it be?
A: “It might be fun to spend
Christmas with your parents.”
Q: If your life were a novel,
what would it be titled?
A: Oh, the Places You’ll Go!

Tim Ouimet

LEARNING ALGORITHMS
Personalized Offerings for Higher Profits
By Jonathan Nivens
n 1997, Chess Grandmaster Gary
Kasparov was defeated by IBM
supercomputer, Deep Blue, in
six games, marking the first time a
computer program was able to defeat
a world champion in a match under
tournament regulations. Then in 2011,
Watson—IBM’s current supercomputer—
defeated Ken Jennings and Brad
Rutter, the respective seventy-four and
twenty time champions in a televised
game of Jeopardy.

I
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A new technology is bridging the gap
between artificial intelligence and
shopping in a big way. Engage3’s
patented intelligent agents watch out
for the interests of consumers, retailers,
and manufacturers. They are designed
to negotiate and guarantee a win-winwin for every single transaction and
all involved parties. The enormous
problem that Engage3 is working to
solve lies at the heart of all pricing
and promotions for the $10 trillion
global market, though the company

Ken Ouimet
Co-founders of Engage3

is beginning by addressing the U.S. trade
promotions by manufacturers.
Each year, U.S. manufacturers spend
upwards of $100 billion on trade
promotions and it’s estimated that 70%
of these promotions are not effective.
Engage3’s artificially intelligent agent, Sara,
learns shoppers’ behaviors and preferences
over time as they build shopping lists on a
regular basis and specify their preferences.
Sara not only optimizes the users’ shopping
lists across stores and products, but also
learns their preferences to deliver relevant
deals and offers that are personalized on

an individual basis. She saves shoppers
30% on their shopping expenses while
simultaneously creating an enormous
opportunity for retailers and manufacturers
to increase their sales. The more Sara is
used, the better she performs.
Ken Ouimet, CEO, and Tim Ouimet,
Co-Founders, are two brothers of French
Canadian heritage. They both grew up
working in the family business, where they
audited store prices for their parents’ customers.
In 1999, Ken and Tim started a company
called Khimetrics, which used very

advanced modeling principles from
theoretical physics to model consumer
demand and optimize retail pricing. In fact,
the founders were credited with launching
Retail Price Optimization as a new software
category, known today as Customer
Demand Management. Using advanced
analytics software that tapped into vast
amounts of internal and external customer
data, Khimetrics enabled retailers to make
faster and more educated decisions about
pricing and promotions. Over seven years,
the company increased its sales by more
than 1,600%, and was twice named in the
Inc 500 Fastest Growing Private Companies
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list. Khimetrics worked
with companies including
Safeway UK, Albertsons, Lowes,
and 7-11. In 2006, the company
was acquired by SAP and returned
investors 11x their investment.
However, the Ouimets didn’t stop there.
They wanted to take the computerization of
retail transactions to the next level. The Khimetrics
behavioral models were effective at optimizing pricing
for national chains, but this approach doesn’t allow for
store level or one-to-one offers. To achieve personalized
pricing, Ken and Tim began developing a whole new
technology at the end-consumer level. In 2008, they started
Engage3 and created a new Web 3.0 Shopping Platform which
will allow Engage3 and other parties to create shopping apps,
leveraging Engage3’s intelligent agents to provide their users
with personalized offers and real time negotiation in this new
marketplace. The platform allows consumers to find which stores
they should go to and which products they should buy at each
store. Within the next two months the company will be releasing
standalone experiences for both iOS and Android.
Through the company’s API strategy, consumer media
companies and other mobile shopping destinations that
can host Sara on their web and mobile apps can receive
a sales commission on anything that is sold through her
in their environment. Engage3’s APIs will permit retailers
and manufacturers access into
both established and growing
communities that were previously
inaccessible; from partner mobile
applications intended to help
shoppers make quick and easy
lists to recipe and meal planning
communities.

THIS APPROACH IS
FUNDAMENTALLY
VERY DIFFERENT FROM
SAFEWAY’S ‘JUST FOR
U’ PROGRAM.

“The average family makes 3,000
purchasing decisions per year,
with over 100 options for each.
That’s a total of at least 300,000
options - no one has that much
time,” Ken states. “So we offer a
computerized agent with artificial intelligence. This takes all the
stress off the shopper, by evaluating all the options for them.
The agent determines what products should be purchased, and
at what stores. We can save that family roughly 30% on their
shopping. That’s a very powerful thing, especially given that
the application is free.”
Once the consumer is using that agent for planning their
shopping, the decision-making process becomes predictable.
Suddenly, personalized pricing and special offers become
possible. These agents can figure out who needs a special offer
and who does not. If they know someone already intends to
buy the product, the system leaves them alone.
This approach is fundamentally very different from Safeway’s
‘Just for U’ program, which uses customer loyalty card
transaction data to decide which coupons to give each
customer. The behavioral modeling technology utilized by
Engage3 actually captures the interests and preferences of
a shopper across multiple stores, and then it predicts and
responds to future shopping activity.
Engage3 is seeking additional retail, manufacturing, and
publishing partners to participate in the company’s upcoming
market implementations.
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may

Brooks
Tulare
Garnet
Rainier
Bing
Coral

Washington Cherries
Chelan
Brooks
Sequoia®
Rainier
Bing

june
CHELAN:

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

SEQUOIA®:

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

California Cherries
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.

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.

aug
july
SKEENA:

Skeena
Lapins

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

LAPINS:

SIZE: Exceptionally large.
COLOR: Mahogany red.
FLAVOR: Mild
sweetness, firm.

Staccato®
Sweetheart

STACCATO®:

SIZE: Very large in size.
COLOR: Deep red.
FLAVOR: Firm and super sweet.
Available only
from Stemilt Growers.

SWEETHEART:

SIZE: Medium to large.
COLOR: Deep red with classic
heart shape.
FLAVOR: Very sweet,
juicy and firm.
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By Whit Grebitus
n the truest sense of the word, Urban Fare has
atmosphere. Designed by, and for, food lovers.

Walking into the Urban Fare in Vancouver, you
get the sense that you’re on a ride of sorts. A
walkway winds you past fresh food coupled with visual
cues so subtle that you begin to forget that you’re in a
grocery store. Want to watch hockey while you shop?
The Canucks are taking on the Senators on a 50” screen
above the floral display. Kitschy placards abound,
offering quotes from famous actors, comedians and

writers, all about food and why they love it. Your eyes
are drawn to each pristine display, positioned like
attractions at an amusement park for food lovers. There
are no banks of fluorescents casting a bland glow from
boring ceilings some thirty feet above.

This is no accident.
Urban Fare’s pedigree can be traced back to the winter
of 1915, when the first Overwaitea Food Group (OFG)
store opened in New Westminster, BC. Since that March
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morning, OFG has grown into western Canada’s largest
food store chain, operating more than 120 stores under
their Save-On-Foods, Overwaitea Foods, Cooper’s Foods,
PriceSmart Foods, Bulkley Valley Wholesale, and
Urban Fare banners.
Fresh. That’s the sense you get as you walk by the
charcuterie tray in the store’s deli, where whole chickens
twirl leisurely on a rotisserie. The premier real estate of
the location is devoted, perhaps unsurprisingly, to fresh
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produce – local and imported brand name specialties
galore. Meanwhile, under an industrial ceiling and
egg yolk walls, marinades are cross-merchandised
at the periphery of the produce section. Antiquated,
rustic crates offer up fruits and vegetables to urban
shoppers, with an age range from twenty-somethings
to octogenarians. The store presentation is about as
close as you can get to seeing art in a grocery store.
It’s amazing how well Urban Fare has blended together
the old and new to present a fresh, trendy spin on the
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produce aisle. It is quite literally a breath of fresh air, and
you can tell from your first step through the front door.

staples to sophisticated gourmet items, they’ve seen and
tasted it all.

Urban Fare is not just a grocery store. It’s a learning
experience. There’s always a friendly store associate
nearby to introduce you to new international flavors
from around the world. Their passion and excitement to
share their knowledge for fresh ingredients is something
to behold. It’s impossible to take their presence for
granted. You can tell they love food. From everyday

Since opening in 1999, Urban Fare has expanded to five
locations: Alberni, Coal Harbour, False Creek, Yaletown
and Mission Park. It will be exciting to see where this
company will pop up next in the years to come. I eagerly
await my next visit.

Hired.

www.JoeProduce.com

855-JOE-PRODUCE

People to Watch
Vince Filangeri
Senior Director of Sales, Mastronardi Produce/
SUNSET®
Education: During high school he worked in retail sales,
which initially sparked his interest in the business. Later,
Vince attended St. Clair College where he earned a degree
in Marketing.
First Job: Retail
Advice to up-and-comers: “Never compromise your
integrity and keep it near and dear to your heart.”
Something about you that would surprise people: “As
the son of Italian immigrants, I began elementary school
knowing very little English.”
Bio: After over 15 years in produce, Vince is well-versed
in nearly every aspect of the business. When he began
at Mastronardi Produce, Vince was involved in every
level of growing the SUNSET® brand. From production
to packaging, he gained valuable experience and insight,
and ultimately migrated to sales. When he’s not talking
tomatoes, Vince is either spending time with his wife Paula
and two kids Roman and Vivian, or taking his Victory motorcycle out for an early morning ride along the nearby lake.

Carolyn Scott-Hamilton
Founder, The Healthy Voyager
Education: AS Microbio, BS Communications, Masters
Holistic Nutrition, Culinary
First Job: TCBY (She was 14!)
Advice to up-and-comers: “Follow your passion and find
your niche!”
Something about you that would surprise people: “I
used to be quite overweight in my late teens, but that’s
what lead me on my path to wellness.”
Bio: The Healthy Voyager, aka Carolyn Scott-Hamilton, is
the creator and host of The Healthy Voyager web series,
site, and overall brand. An award winning healthy, special
diet and green living and travel expert, holistic nutritionist,
vegan chef, best-selling cookbook author, media
spokesperson, sought-after bilingual speaker, consultant
and television personality, Carolyn Scott-Hamilton is
a respected figure in the world of healthy lifestyle and
travel as well as special diet cooking and nutrition in both
the American as well as Latin American community. The
Healthy Voyager aims to help people live well, one veggie at a time!
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Scott Mabs

Chief Executive Officer, Homegrown Organic Farms
Education: B.S. in Biology from The Master’s College.
First Job: Working on his citrus ranch with Dad and
Grandpa – irrigation, tractor work, weed wars.
Advice to up-and-comers: “Don’t compare yourself with
others. Engage in the business and work hard. Focus on
what you can do above and beyond what is expected of
you and work for the betterment of the team.”
Something about you that would surprise people:
“When I graduated from college I had no intention of
working in agriculture. I moved to Indiana with my new
bride and started a career in process instrumentation. All
I knew about agriculture is that weeds kept growing back
and trees needed to be watered. I have a slightly different
view now.”
Bio: Scott notes that the older he gets, the more he realizes
that everything we do is about people. His first customer
service job was as a fly fishing guide in Alaska. From that
point on, Scott has always been involved in customer
service in one form or another. Focusing on the customer’s needs is foundational to success in business, but more than
that, it is a foundation for living. According to Scott, putting other people’s needs ahead of your own should be something
we strive for in each of our lives. Since he has taken on the role of CEO at Homegrown Organic Farms, this truth has only
been amplified as the company addresses the needs of its customers and strives to create a work environment built on
trust and teamwork. Scotts hopes are for all of Homegrown’s team members to grow as valued individuals at work, home,
and in their communities. It is important that lives reflect a consistency through all activities and responsibilities. Employers
have a responsibility to promote that consistency and help create lives for their team members that are filled with growth,
challenges, and exciting opportunities.

Julie DeWolf
Director of Retail Marketing, Sunkist Growers
Education: UCLA graduate with a BA in Economics/Business
First Job: During high school, Julie worked at Marineland
where she shucked oysters and removed the pearls for
guests to take home.
Advice for up-and-comers: “Always hire people smarter
than you and give them credit as often as possible to
anyone who will listen. They will challenge you, force you
to see things differently, and teach you invaluable lessons,
and you will do the same for them. You just have to be
humble and open enough to learn and grow.”
Something about you that would surprise people:
“A surprising thing to most people I meet is that I am a
former CPA—I’m often told that my personality doesn’t fit
the stereotype, and I have fun not only disproving it but
convincing them that accountants really are fun and have a
sense of humor!”
Bio: Julie began her career in the accounting field as an
auditor for Coopers and Lybrand. After earning her CPA
license, she joined Twentieth Century Fox. Julie also worked for Nestlé, and Activision, before joining Sunkist in 2005. She
has been the Director of Retail Marketing for 9 years now. In that role, Julie’s team has been primarily responsible for
developing and executing all North American retail marketing strategies within the supermarket and mass merchandiser
channels. About 4 years ago, Sunkist also developed a strategy to integrate mobile marketing into the mix, for use on
packaging and at retail. More recently, the retail group began co-managing Sunkist’s social media strategy as well. Her
greatest loves are traveling with her family, cooking, and attending her twin boys’ multiple sporting events.
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John Schaap
East Coast Sales Manager, Giumarra Companies
Education: Studied Architecture and Construction
Management at Syracuse.
First Job: Shoveling driveways in Syracuse during some
really rough winters when he was kid.
Advice to up-and-comers: “If you are looking to get into
the avocado industry and have any qualms at all, you will
know within the first few weeks whether you have passion
for the business. In this industry you hit the ground
running and if you have the passion this will become your
lifestyle and not a job.”
Something about you that would surprise people:
“I’ve actually farmed avocados and citrus in San Bernadino
and San Diego, California. On another note, my go-to
movie is any of the Rocky movies or Tombstone.”
Bio: John got his start in the industry in 1992. When John
graduated from Syracuse, the country was in a recession
and there were few immediate jobs available in the
architecture and construction management industry. He
took off for a vacation in California, where he met a gentleman running a box company who introduced him to the avocado
industry. He eventually met a fellow New Yorker (from Buffalo) who gave him an opportunity as a field man at which point
he became hooked on the produce industry. John’s first job in the avocado industry was as a boom truck driver for CMT, for
a season, before joining Index Fresh. After 13 years with Index Fresh, John joined Giumarra where he has been working on
developing East Coast and Mid-West sales for over 7 years.

Ashley Rawl
Director of Sales and Marketing, Walter P. Rawl
& Sons
Education: Clemson University, B.S. in Agriculture and
Applied Economics.
First Job: On the family farm as a child spending many
summer breaks working in the field alongside his father
and other family members and friends.
Advice to up-and-comers: “Don’t be afraid to listen to
those around you. Stay true to yourself and your beliefs.”
Something about you that would surprise people:
“One of my favorite things to do other than fishing and
boating is mowing my lawn. I thoroughly enjoy my seat
time on my lawnmower, plugging in my ear buds and
listening to anything from music, sports, and even news.”
Bio: Being involved with the family business full-time for
twenty years, Ashley has seen the business grow from
a peach cannery operation started in 1925, to a major
grower/processor/shipper of quality fresh vegetables.
The company’s motto, “Our Business Is Growing,” is
not an idle statement, and Ashley has been instrumental in the progress of the company. After college, Ashley joined
WP Rawl in sales. Four years later he was promoted to Director of Sales, Marketing & Product Development. As the
industry evolved, so did Ashley and his company – supplying not only bulk vegetables to major retailers and foodservice
distributors, but also supplying a full line of processed bagged greens, organic greens and clam shell vegetables.
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SEALD
SWEET'S
FIRST FEMALE CEO

knows a thing or two about
pulling yourself up by
YOUR bootstraps
By Sarah Hoxie

“F

ind strength & courage when there is none.
That’s what the most significant transitions and
experiences in my life have taught me and this is the
cornerstone of who I am,” Mayda Sotomayor tells
me. Seald Sweet’s first female CEO knows a thing
or two about pulling yourself up by your bootstraps.
Mayda came to the U.S. as a political refugee and now
leads one of the industry’s most recognized names in
fresh produce.

“I can honestly say that I never envisioned I would be
where I am today,” Mayda reflects. “At this moment,
we are entering the infancy stage of another period
of major growth. It’s an exciting time. We are always
looking to evolve and further develop our business
strategies. There is still so much growth potential for
Seald Sweet and our brands,” she notes.
In looking forward, it makes sense to take a look back.
Mayda will be the first to tell you that her work ethic
has been shaped by her ‘roller coaster of a ride’ in

the industry along with a dynamic Cuban history that
prides itself on integrity and the will to succeed.
“I was with my family on our farm in Cuba when
we received a notice from the new revolutionary
government to inform my parents that their farm and
their clothing factory were now the property of the
government. My parents decided to leave Cuba. My
mother, brother and I left for Miami, Florida when I
was 3 and my brother was 7. My father followed a year
and half later.”
When asked who have been some of the biggest
influences in her life, it’s already a given she might
mention her parents. Mayda’s mother arrived in the
United States with $50 in her pocket, two children, and
her sister’s address. It was her first time leaving Cuba,
first time on an airplane, and she did not speak English.
“We were given a block of cheese, toothpaste, tooth
brushes and an application for welfare when we
arrived as political refugees,” Mayda states. Within

“There is still so much growth potential for
Seald Sweet and our brands.”
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5 years, her parents owned 3 clothing factories and employed
over 100 workers, purchased a home, and gave their children
an education. Such a tremendous challenge helped to define
and inspire her positive outlook.

Mayda with fellow past and present
United Fresh Women in Produce honorees

Currently the CEO of a 100-yearold company, Mayda’s first fresh
produce connection happened
after she graduated high school
and began studying for her law
degree. Mayda worked at the same
time as a receptionist for a firm in
Miami that dealt with ‘US AID’ and
provided funding for growers in
Central America.

“With UNIVEG’s vision for Seald Sweet as a gateway into North
America, this partnership enabled us to grow globally
and diversify our product base and strategy.”
Mayda didn’t complete her law degree, but instead focused on the
produce business with Great American Farms. During her twelve years
at Great American, she soaked it all in…the art of negotiations and
innovations in partnerships, as well as what hard work and dedication
can bring to your personal and professional evolution.
After Great American Farms announced its closing, Mayda set
out to find a new direction, a task which eventually brought
her to Vero Beach, Florida where the story turns
to Seald Sweet.
parent company UNIVEG in 1998 created an opportunity for
Mayda was interviewed by CEO Bruce McEvoy
category expansion for Seald Sweet,” she continues. “With
and offered the position of Import Director.
UNIVEG’s vision for Seald Sweet as a gateway into North
Right out of the gate, Mayda was faced with
America, this partnership enabled us to grow globally and
a company that was transitioning from a
diversify our product base and strategy. Today our core business
regional grower cooperative to a privately held
continues to be the citrus category, but we have
international entity. “The acquisition from
also expanded with other divisions such as deciduous fruit
including grapes, pears, and apples. We look to where UNIVEG
is the strongest in the global arena and continue to diversify
our portfolio.”
See an exclusive
interview with
Sarah Hoxie
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“It’s an honor and a privilege to be in this challenging position with a company

			

which is considered a pioneer in the history of Florida Citrus.”

Mayda and husband
Mark Kirk

Mayda was promoted to Senior Vice
President before becoming the first
female CEO of Seald Sweet. “One of
the most memorable experiences
in my professional life was being
named CEO of Seald Sweet. It’s an
honor and a privilege to be in this
challenging position with a pioneer
in the history of Florida Citrus,”
Mayda reflects.
UNIVEG’s global reach has also bestowed Seald Sweet
with the resources to adopt some of the established
programs already in place with UNIVEG. Food safety and
sustainability came in at the top of the list. In addition,
Seald Sweet now has a more expansive view of market
trends, as UNIVEG’s positioning in Europe allows for more
insight and access to the international market.

“What I call my passion for the job, my
husband calls insanity,” Mayda tells me.
Maybe her husband is right, but that’s
what makes this industry great—the
insanity of the unknown, the tricks of
weather, the market fluctuations—always
keeping you on your toes. At the end of
the day, when we close up shop at least
we know that we are all in this crazy,
wonderful industry together.
Mayda resides in Florida with her
husband, Mark, whom she met during
an industry convention, and her two
children, one who has also chosen a
career path in fresh produce.
What’s next? I ask her.
“Everything.”

Seald Sweet team
in a mandarin grove
in South Africa
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BY CHRISTOFER OBERST
Jets, carriers, high-speed
adrenaline, and now fresh
produce. Meet the man
behind Village Farms and
one of the pioneers behind
American greenhouse
facilities, Michael A. DeGiglio.
As we celebrate Village
Farms’ 25th anniversary,
the Founder and CEO gives
us an inside look into the
evolution of the company, the
development behind its most
popular varieties, and the
birth of greenhouse-grown
produce in America.
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Jan Korteland, VP and Regional Manager, West Texas Facilities; Michael DeGiglio,
CEO; Dirk de Jong, VP & Regional Facility Manager, Canada
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f you think about all the disciplines
involved in agriculture – growing,
packing, shipping, marketing, selling
– is there a way to make the process
more sustainable, more producer
friendly without having to deal with
issues caused by Mother Nature? This
was the question Michael wanted to
solve. There was a significant need
for a revolution, and the former Navy
Captain and naval aviator was more
than willing to provide the catalyst for
it. Heavily influenced by his military
background, Michael is a true avantgarde in every sense of the word. His
fiery passion, charisma, and inspiring
leadership qualities are unmatched,
and he owes it all to the Navy.
“My background was aeronautical
engineering. I didn’t know anything
about business at the time, but the
Navy developed my management
style,” he says. “In the Navy, you aren’t
just a pilot. You’re a manager.”
If you ask Michael, he says there’s only
one reason for business to exist – to
meet customers’ expectations daily.
Throughout Village Farms’ twentyfive years of business, Michael has
efficiently driven each department of
the vertically-integrated company to

1976

Joined
the Navy,
based out of
Pensacola,
Florida
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1983

No longer
active in
the Navy

success by delivering on a promise
to consumers – consistent quality
and flavor on greenhouse-grown
varieties. Over those past couple of
decades, consumers have recognized
greenhouse-grown produce, which
helped capture more contracts from
retailers nationwide. With more
retailers demanding greenhousegrown produce, Michael sought to
fill that need with the company’s
revolutionary new Delectable TOV®.
For its first ten years of business,
Village Farms only grew beefsteak
tomatoes, but during the late
90s to early 00s, the transition to
greenhouse-grown tomatoes on
the vine truly ignited the category.
“Greenhouses were the first to offer
TOVs at retail. Consumers hadn’t really
experienced anything like that before,”
Michael tells me. “The smell, taste, and
presentation just exploded.”

IN THE NAVY,
YOU AREN’T
JUST A PILOT.
YOU’RE A

MANAGER.

Soon after, Village Farms explored
varieties such as grape, roma, cherry
tomatoes, and of course, the influential
campari tomato. Initially, there
were only three companies selected
to grow campari – Mastronardi,
EuroFresh, and BC Hothouse Growers
Association. In 2006, Village Farms
acquired Hothouse Growers along

1984

Started AgroDynamics,
representing Netherlands
companies in sorting and
grading technology

1989

1992

1996

Founded Village Farms in
New Jersey

Sold AgroDynamics to
EcoScience, an agriculture/
biotech company. Leased a 10
acre greenhouse from Foster
Wheeler and started growing
peppers and tomatoes

Expands into Fort Davis,
Texas with the state’s first
and largest greenhouse at
40 acres

with its campari license and developed the
Sinfully Sweet™ Campari. Thanks to the
development of the campari tomato, the
company had again met the needs of the
consumer and then some. “Campari really
had a taste profile that caught on. High
brix, higher sweetness,” Michael explains.
“Today, we continue looking at varieties
that are proprietary to us. We have to
differentiate these styles every day and
be proactive when consumers are looking
for new things.” In fact, it was only around
a year and a half ago when Village Farms
launched its first proprietary variety, the
Heavenly Villagio Marzano®.
It took years to make the whole process
work on an efficient level, but after
hits like Delectable TOV® and Sinfully
Sweet™ Campari, Village Farms was
able to start building a trade brand,
a consumer brand, all by developing
these products consistently. Although
greenhouse tomatoes were such a
radical paradigm shift, the company
needed to find a way to take the brand
to a whole new level after they had
hit the mainstream. Indeed, it wasn’t
until five years ago that Village Farms
had established a marketing division in
the company. “We let marketing start
to drive the strategic direction behind
which crops we’re looking to grow, in

Michael DeGiglio with his
daughter, Krysten DeGiglio

Peter Donkers, Investment Agriculture Foundation of British Columbia; Steven
Ruffini, CFO, Village Farms; Brent Sauder, Board Chair of BC BioEnergy Network;
Pinakin Patel, FuelCell Energy; Alakh Prasad, Quadrogen Power Systems; Pat
Breton, SDTC; Jonathan Bos, Director of Development, Village Farms

terms of both our customers and where
we want to do business,” Michael tells
me. “We looked at how we could adapt
our strategy to address busy buyers, and
work around executives’ busy schedules.
Our merchandising changed and we
started becoming more data-driven.”
The company knew that data was crucial,
especially since it cost about $1.5 million
to build one acre. Greenhouses couldn’t
be used for anything else but growing, so
it needed to be made right.
Over its twenty-five years of business,
it seems as though Village Farms has
made all the right moves, becoming
one of the first companies to build a
greenhouse in the northeast and also the
first greenhouse in Texas in 1996 – the
largest at the time with 40 acres. Going
south meant there was enough light to
harvest and the company could now send
products to customers year-round. “That’s
when we went from the small niche
player to the big hitter,” Michael explains.
The company’s reach has continued
to expand in Marfa, Texas with new
proprietary technology. The Greenhouse
Advanced Technology Expert System,
or GATES® Technology, allows the
company to perfect vegetable and fruit
greenhouse production in high-sun and

low-humidity areas. Today, Village Farms
produces about 90% of the tomatoes
grown in Texas and continues to push for
continuous shifts in items that are not
traditionally produced in greenhouses,
like peppers, eggplants, and berries.
As the company celebrates its 25th
anniversary this year, Village Farms has
commissioned a certain number of paintings
to be presented to key relationships inside
and outside the company. It’s these key
relationships that have truly built this
company into a success story. If you needed
any more proof of that success, Michael
notes that the company has retained much
of its talent for more than twenty years.
This fact is what fuels his passion to grow
the brand even further. Where does the
company see itself in the future? “We want
to build greenhouses where they’ve never
been built before and relocate closer to
the markets where we need to be,” Michael
tells me. “Building a brand in produce is
very difficult to do. Most big names have
been established for a hundred years or so,
but if we continue meeting the customers’
expectations every day, everything falls into
place.” Well said, Michael. Congratulations
to a successful twenty-five years of
business, Village Farms, and here’s to
another twenty-five.

2001

2006

2012

2014

Retired as Navy Captain

Acquired Hothouse Growers
to expand into Canada and
complement the Texas
winter season. Acquired the
campari tomato license from
Hothouse Growers

Launched first proprietary
tomato, Heavenly Villagio
Marzano®

Celebrates Village Farms
25th anniversary
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with Bruce Peterson
By Jordan Okumura

“I

received a call from a recruiter one day who said they
were looking for a produce guy in chicken-plucking
country,” Bruce Peterson tells me. “The company turned out
to be Wal-Mart, looking to build its produce department.”

If you don’t know who Bruce Peterson is, then you probably
also don’t know that before the former Wal-Mart, Senior
Vice President of Perishables joined the company, Wal-Mart
had next to no ‘fresh’ items in its format, relative to general
merchandise.
Bruce joined Wal-Mart as the Produce Director in 1991 and
saw the company grow from just 6 Supercenters to over
2,300 during his 17-year tenure. This retail powerhouse also
expanded to encompass 117 Neighborhood Markets and 42
food distribution centers. Bruce became Vice President of
Produce/Floral in 1994, and was made Senior Vice President of
Perishables in 1998.
“I interviewed with founder Sam Walton, and there began
my tenure in helping to expand Wal-Mart in the perishables
category,” Bruce notes.
Managing $36 billion in grocery retail at the time of his
retirement, the 43-year produce industry veteran began
his food career bagging groceries for the Great Scott!
supermarket chain in his hometown of Detroit, Michigan in
1970. Bruce took a position in the fresh produce department
where his affinity for fruits and vegetables took root.

This industry pioneer joins The Snack
magazine to discuss the rules of
leadership he has adopted and created,
and what every SVP should know
about sustaining the best management
practices and supplier relationships in
the industry.

Be transparent… “I learned that being an SVP isn’t
just about discovering the answers, but about articulating
the problem successfully. This is where transparency
comes in. Define what it is that you are trying to do;
set milestones along that way; hold yourself and others
accountable; have a bias toward collaboration…when you
rein in your ego and create visibility in the pipeline, there
is nothing you can’t establish. It’s essential to create an
environment where your peers can have a candid and
transparent conversation that will get things done, no
matter their role or position.”

Bruce has worked for several notable supermarket chains
over the years, including Tom Thumb, Meijer, and Baker’s, and
has also owned and operated a wholesale produce company.
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“It’s amazing what you can

achieve

if it doesn’t matter who gets

the

credit; you have to be able to

subvert your own ego.”

Have a bias towards collaboration…
“In other words, rather than trying to
solve the problem yourself, you need to
be predisposed to seek out and work with
others. Be a Rolodex. Create a culture
where everyone wants to succeed. How
did Wal-Mart create a footprint with more
than 11,000 stores under 69 banners in
27 countries? Not without the brightest
minds in the industry putting their heads
together. Two heads are better than one
and three better than two, and so on. In
my role, I’ve learned that you have to think
of yourself as a Rolodex.You have the
assets and relationships you need to find
a more efficient strategy or idea. Utilize
your category leaders, talk to the guy in
transportation…ask questions. How can
I best address this issue and formulate a
process that makes sense? A procedure
that works? I’ve had access to company

presidents, consultants, growers, shippers…
a virtual who’s-who of the produce industry.
It’s amazing what you can achieve if it
doesn’t matter who gets the credit; you
have to be able to subvert your own ego.”

Be an agent for the consumer
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Instill a ‘from the bottom-up’
management style … “At the point
when I joined the company, we were in our
initial stages of large scale growth and you
knew Sam Walton could lead the effort.
So much of our management strategy
is based on Sam’s ideology. If you know
what is happening on every level of your
operation, there will be less roadblocks
and less room for error. Sam used a
bottom-up management style. He’d go to
the cashier and ask, ’What are we doing
wrong that we can be doing better?’
Then, he would address those issues
directly with upper management.
Sam cared about the associates’
experiences as much as those

Image courtesy of vvoe/Shutterstock.com

of the executives. Here’s a story about how I
adapted this principle: We were on track to
lose $6 million in bakery, so I took a yellow
legal pad and listed every single thing going
wrong in the department with the guidance
of the bakery team on the floor. We came up
with 108 items that needed addressing. One
by one we addressed each problem. Saturday
morning meetings were born from systems
like this; we made time to tackle all the issues,
whether perceived as large or small.”
Be an agent for the consumer…
“Wal-Mart stands for total passion to the
shopper. The consumer expects to get the
products they want every time and at a great
price. It is not about casting a wide net and
seeing what catches. On a consumer level,
we pay attention to value and demand, there
is careful consideration behind each item we
choose to put on our shelves. At the end of
the day, if you can operate for less, you can
sell for less, and if the consumer can buy for
less, then everybody wins.”

first
company to contract

“We were the

our suppliers
a

year out to
manage distribution
centers and warehouses.”

Take a chance on ‘firsts’… “The
company had no game plan or historical
reference when implementing Sam’s
10-year vision that included the potential of
becoming the world’s largest supermarket
chain. So our growth needed to be based on
collaboration and taking a chance on ‘firsts’.
We were the first company to contract our
suppliers a year out to manage distribution
centers and warehouses. The team knew
that there was no universal formula that
fits into every business strategy. Bringing
our category leaders into the distribution
centers to take the reins meant that the
expertise was right where we needed
it - with the product itself. Once
implemented, this system became one of
the more dynamic ways we differentiated
ourselves and our business model. However,
mitigate your risks and do your diligence.”
Organic growth… “Wal-Mart’s growth
came organically. We made few, if any,
acquisitions and started from the ground
up, especially for perishables. Under Sam,
we took it one store at a time, one customer
at a time, no matter the size of the rollout.
In our busiest months we could have days
where we would open 75 stores, but on
the flipside of that we could run pilot
programs and start small by contracting
just 5 loads of cantaloupes to one location.
You need to tailor your regional programs
individually and see how the market in
certain areas will fare.”

In 2007, Bruce retired from Wal-Mart and later joined Naturipe Foods, LLC
as its President and CEO, and in 2011 he took on the role of CEO for
Bland Farms, a position he held through 2012. He now resides in Bentonville,
Arkansas, continuing to grow and evolve fresh produce and perishables
through his most recent endeavor, Peterson Insights, Inc.
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STONEFRUIT
A ONE-STOP SNAPSHOT OF STONE FRUIT VARIETIES

Seasonality:
End of April to
Mid -June; July
Seasonality:
End of April to
Mid-June; July

GIANT LORNA
APRICOTS
APRICOTS
Flavor: Tangy & sweet,
develops a richer
sweetness as it ripens.
Color: Soft
yellow orange.

APRIL

Giant Lorna Apricots
Apricots
Apriums
Yellow Peaches
Yellow Nectarines
Flying Saucer/Donut Peach
White Flesh Nectarines
White Flesh Peach
Pluots/Plumcots
Red and Black Plums
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Flavor: Tangy & sweet,
develops a richer
sweetness as it ripens.
Color: Soft yellow and
orange tones;
red hints.

MAY

JUNE

JULY

AUG

SEPT

OCT

NOV

Seasonality:
End of April–May; July
Seasonality:
April–October

APRIUMS

60–75% APRICOT, 25–40% PLUM

YELLOW PEACHES
Flavor: More hearty with
more nectar and a
better shelf life.
Color: Soft yellow and
orange tones.

Seasonality:
End of
April–September

Flavor: Sweet, tangy, and bright
with aromatic nectar.
Color: Red and orange
with yellow
undertones.

YELLOW
NECTARINES

Flavor: Smooth,
sorbet sweetness.
Color: Yellow flesh.

Seasonality:
May: Flat White
Peaches, June–July: Flat
White Nectarines

Seasonality:
May through
early September

FLYING SAUCER/
DONUT PEACH
WHITE FLESH
NECTARINES
Flavor: Similar to white
peach, yellow peach, or
white nectarine.
Color: Varies.

Flavor: Very sweet ranging
from sugary to milder
with herbal notes.
Color: Red and orange
with white and
beige coloring.

Additional varieties next page
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Seasonality:
May–September
Seasonality:
May–Early September

PLUOTS/PLUMCOTS
60–75% PLUM 25–40% APRICOT

WHITE FLESH
PEACHES

Flavor: Fusion of flavors by variety.
Colors: Purple, red,
spotted white,
green, and yellow.

Flavor: Very sweet, ranging
from sugary to milder
with herbal notes.
Color: Red
and orange.

Seasonality:
April–October

RED AND
BLACK PLUMS

Flavor: Juicy and sweet.
Color: Ranging from
dark purple to deep
red/yellow blends.
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BY JORDAN OKUMURA

W

hile grocery wars are waged
across Canada, a ‘fresh’
perspective has popped up on

Marine Drive in West Vancouver. Fresh St.
Market is a Mecca for the food enthusiast.
Whether exploring what feels like a ‘store
within a store’ concept for the first time, or
stopping in to replenish your kitchen inventory,
this new format from HY Louie is brimming
with local and international discoveries.

Expect the unexpected. Fresh St. differentiates
itself with a refreshing and eclectic current
that runs throughout the store design. A store
within a store...by branding each individual
department within the format, Fresh St.
is extending the traditional marketplace
feel to the consumer. Each department
feels autonomous within the ‘whole’ of the

store. The 16th St. Deli breaks away from
the produce department with an in-house,
storefront feel. Low slung lighting and a brick
edifice rise over cases of spiral sliced honey
ham, prosciuttos, soppressatas, smoked
salmon, pâté, and dips. A meat department
presents a glass case full of seasoned
pork chops, steaks, skewers and legs of
lamb; ready and waiting under a clever line
scrolled along the counter “We won’t give
you a cold shoulder (unless that’s what
you want)”. The 13 Bakers department
wraps the walkway in buttery croissants,
organic baguettes and focaccias. Produce
transports you to a farmers’ market style
spread with wood crafted merchandising
features, and displays. From a branding
perspective, they do stay true to their ‘fresh’
forward presentation from the moment you
pass through the fruit-lined entrance and
over the fresh produce threshold.
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Rustic wood boxes branded with the Fresh
St. design and farmyard feel, sit just outside
an entry point, extending the interior of the
store out onto the sidewalk. Piled high with
strawberries, Asian pears, and navel oranges,
the produce spilling through the façade and
onto the walkway is a genius move; ushering
passersby inside the store and setting a high
standard for what you expect from the retailer
right from the start. And for the skeptical, I
promise that healthy doesn’t mean boring for
a store this dialed-in to ‘fresh’. The company
has searched north, south, east and west,
as well as near and far, for some of the best
quality foods you love or never even knew
you’d love til now.

Rustic wood boxes branded with the Fresh St.
design and farmyard feel, sit just outside an
entry point, extending the interior of the store
out onto the sidewalk.

Fresh St. also speaks to the pop-culture fanatic,
the poet, the artist, the comedian… with crafty
chalkboard signage touting clever taglines and
rhymes, along with placards illustrated with
designs of a hand-drawn nature. The visually
diverse landscape undeniably promotes
several key messages with one in particularwe have fun and we promote fun. POS taps
into pop-culture phenomenons like Sons of
Anarchy and the ageless Hulk Hogan. A café
embedded between produce and bakery asks
you to take a seat, enjoy the free Wifi, and
crack open a baguette.
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Although the departments are branded to
stand out from each other, the traditional
borders that usually signal a separation
between products dissolves under this
retail format. Floral offerings line entry and
departure points with fresh items overlapping.
Deli and produce intermingle, fresh cut fruit
and bakery drift together. The aroma of blood
oranges catches on the air wafting from
the salted caramel chocolate cake they are
sampling on the edge of bakery.

An assortment of boxes, baskets, and
ceiling fixtures showcase local BC
favorites as well as international delights.
Wet racks create divisions among veggies
with plastic wicker-patterned baskets.
Banded wine barrels full of pearl onions
round out wood paneled corners. Thai
and Indian eggplant draw the eye while
sandwich and sushi kiosks prepare readyto-eat combinations.

know will be there next time they visit the
store is a cornerstone of the company.

Detailed Scoville Scale signage at a
hot pepper bar and display, prompts
shoppers to test their heat tolerance with
artistic placards and colorful designs.
Wood shelving with hot house tomatoes
light up the department. An olive bar and
salad bar thread through the branded
16th St. Deli. Cauliflower and asparagus
share an aisle with the meat department.

As a shopper, the attentiveness of the
associates is evident through every nook
and cranny. Employees are far from just a
fixture in this store. Team members offer
samples from beverages to baked goods.
Try salted caramel chocolate cake or a
new brew of coffee. And most importantly,
go with an appetite.

Supplier partners tell us that what truly
impresses them is the focus on fresh and
the dedication to consistency throughout
the store. You know what you are getting
and you know it on arrival. Fresh St.’s
commitment to local is also a key initiative,
especially in their supplier relationships.
The integrity of the product and the Fresh
St. program is not only extended to the
consumer but to the supplier as well.
Offering consumers products that they

You don’t need to do a double take to know
that this retailer is keeping their finger on
the pulse of the industry. It’s evident from
the diverse range and presentations of
produce to the artisan bread and handcrafted deli selections within its vibrant
industrial interior.
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