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t is amazing to me that 2017 is already 
in our rearview mirror, and what a 
year it was. It feels as if  just yesterday 
we were writing about the New Year, 

2017 initiatives, and next thing you knew, fall was 
upon us. But then again, we live at the speed of  our 
industry, and a fast-paced one it is.

The end of  the year always makes me sentimental, 
and if  you have spoken with anyone from our 
company they will share in this same belief: we 
are nothing without you. As we wrap up another 
year and reflect on the amazing growth within 
the industry, and within the larger impact fresh 
produce has had around the world, the team at 
The Snack and AndNowUKnow would like 
to say thank you from the bottom of  our 
hearts. In this 29th issue of  The Snack 
Magazine, we look back as much as we 
look forward, as companies share their 
growth this past year and what we can 
look forward to in 2018.

As an industry of  families and relationships, 
our foundations are as solid as they come. 
While they did not always come easy, as Red 
Blossom shares, it was a price and an effort well 
worth it. Co-Founders Craig Casca and David 
Lawrence sit down with us to tell the tale of  
their journey and how building a team of  driven 
professionals has helped grow a dream into a 
leading berry operation in North America.

With 2018 on the horizon, Co-Founders Galen 
Newhouse and Randy Shoup join us to talk about 
the path and vision that has lead the team to where 
the avocado mogul, West Pak Avocado, sits today 
and how the company is primed for growth with 
new CEO Mario Pacheco. Innovative branding 
initiatives and a diverse business model only add to 
the success West Pak foresees, as we look to the New 
Year. So, read on my friends.

As 2017 winds down, we searched for someone that 
could speak to just about every aspect of  the retail 
industry—from organics to merchandising and the 
competitive marketplace—and keyed in on produce 
pioneer Dick Spezzano, Founder of  Spezzano 
Consulting Service, Inc. The produce expert joins 
us as a contributor in Part 1 of  this series, to discuss 
consolidation and change in the retail landscape 
and what the industry can do to adapt. 

Looking for a behind-the-scenes take on the 
forward-thinking and product-generating 
company Sambrailo Packaging? In this issue, 
Mark, Erik, and Kiersten Sambrailo join us to tell 
the story of  this third-generation, family-owned 
company that has been a leader in providing 
innovative packaging solutions to the ag industry 
since 1923. As they position themselves for the 
future, the team shares the origin of  their passion 
and where growth will take them next.

With families and relationships defining this 
industry, we also bring you Gabriela D’Arrigo of  
D’Arrigo Bros. Co. of  New York. As Marketing 
and Communications Director for Organics and 

Value Added for the company, this industry 
up-and-comer has quickly traversed the 

country from Salinas, California, to 
NYC, New York. And what helped her 
pave the way? Her mentors. Find out 
more here.

In addition we bring you Dan’l Mackey 
Almy, President and CEO of  DMA 

Solutions, who is contributing her insights 
and vision from the marketing giant’s team. 

In this issue, Dan’l breaks down the art of  visual 
content management and addresses how today’s 
audience both absorbs and craves information in 
different ways.

And, as one of  my favorite features in every issue, 
our My Favorite Things segment in December 
highlights Sabrina Pokomandy, Account Manager 
for Highline Mushrooms, as she shares some of  
the awesome things that make her tick.

So bon voyage, 2017, and hello, 2018. Happy 
holidays, enjoy our gift to you, and we will see you 
all in the New Year!

Jordan Okumura
Senior Editor
AndNowUKnow and The Snack

EDITOR’S LETTER

Robert Lambert/President and CEO
Whit Grebitus/Vice President of  Sales

Carlos Palacio/Chief  Technical Officer
Jordan Okumura/Senior Editor

department heads

I
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up
close

A closer look at  
CRUNCH PAK’S FOODLES

A s produce purveyors continue 
to seek the key to unlocking 
the next generation’s 

consumer appetite, Crunch Pak 
is broadening the reach of its 
successful Foodles line with a new 
child-focused attraction: a no-skin 
apple snack, paired with Mickey-
shaped crackers.

Not only are the crackers shaped 
as character favorites—a time-
tested success strategy for littles—
but the Crunch Pak team has also 
noted a huge opportunity for 
growth in the rising demand for 
peeled apples from parents.

As we know, some children might 
have a decided distaste for the skin 
of fruits, much like the crusts on 

by MEL ISSA DE LEON

their sandwiches. Another factor 
to note is that apple peels can 
be the more difficult piece of the 
snack to chew and swallow.

With this newest Foodles, 
Millennial parents, as well 
as Gen X and Baby Boomer 
grandparents, don’t have to 
concern themselves with either 
of those issues.

In an exclusive partnership with 
Disney, Foodles offer healthy 
snacking options with dips and 
twists to traditional favorites in 
packages and shapes of favorite 
characters spanning the entire 
family. Other products in the 
lineup offer apple slices, with 
or without the skin, as well as 

cheese and grapes or cheese 
and pretzels.

Goodbye, Mickey Mouse 
pancakes; hello, fresh produce-
powered Disney characters.

Currently available in upwards 
of 20,000 Walmart stores in 
the U.S., as well as Associated 
Wholesale Grocers, Hy-Vee, and 
Winco Foods, the retail reach of 
this kid-centric snack is well-
established and growing.

Keep an eye out for the Disney 
favorite shapes and colors as we 
continue to find the secrets to 
successfully ensuring fruits and 
vegetables become the snacking 
go-to for all ages.

THESNACK.NET / 17



In so many ways, it still feels like we are just 
back from New Orleans, Louisiana, and 
with another PMA Fresh Summit behind us, 
you can’t help but feel accomplished as we 
approach the New Year. I applaud another 

great show, and most importantly, a productive 
one for our team.

Around this time, and definitely over the 
past few weeks since we have arrived back 
from New Orleans, I’ve had a few situations 
and conversations arise that have a common 
denominator: age. I’d be lying if I said that I 
haven’t been more sensitive to the issue since 
turning 50. One of my favorite quotes with a 
twist is, “Getting older is mandatory, getting 
‘old’ is optional.” I believe that is true in life, from 
athletics to business.

Here, in this article, we are addressing the 
business aspect.  

I have a longtime industry friend and client with 
whom I sat down at the PMA Fresh Summit this 
year. Like old friends do, we were talking about 

days gone by, our lack of hair, our growing kids, 
our understanding wives, how the icons of the 
business are retiring, and how somehow now WE 
are the guys walking around with 30+ years of 
experience—adding in, “Who are all these young 
faces?!”

Seriously though, it’s really a cool time in our 
careers and lives. We’ve learned a lot over the 
years, and have the energy, passion, knowledge, 
and desire to contribute and maximize the ROI 
of our respective companies, as well as help the 
industry at large. Furthermore, we want to help 
bring up the young talent and set the stage for 
the future. Again, what an exciting time in our 
careers.

But, there is another side to this issue. Lately, 
I’ve had a few fellow industry vets contact me 
looking for new jobs. As you would expect, 
the reasons vary. However, their needs and 
motivations are all very similar. They need and/or 
want to work, while continuing to leverage their 
knowledge, skills, relationships, and many years 
of experience to contribute to the industry and 
to a company’s success.

GETTING ‘OLD’ IS OPTIONAL
 BY REX LAWRENCE
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Rex Lawrence,
Founder & President of 
Joe Produce Search® Joe 

Produce Search (JPS) is the 

Executive Search division 

of Joe Produce®. JPS is 

comprised of experienced 

search consultants and 

produce professionals. Our placements range 

from middle management to C-level positions, 

throughout North America, covering a wide range 

of produce and produce-related businesses. 

HERE ARE A FEW LESSONS AND 
INSIGHTS I HAVE FOR THEM:
• Keep growing and developing your skills and 
network in the business. Reach out and work 
with younger generations, beyond your longtime 
friends. 
 
• Stay relevant in terms of technology and 
relationships.
 
• Update your resume, and make sure that it’s 
accentuating your skills and attributes that are 
needed in today’s environment. Also, make sure 
that its format and language are equally as fresh. 

• Stay hungry. Don’t go into an interview thinking 
that all your experience and 20+ year relationships 
are going to get you the job. Times are a’ changing 
and you need to, also!

• Do your homework for interviews. Don’t just wing 
it because you’re a “been there, done that” gal/guy. 
Show them that you’re ready to join their team! 

• It’s nearly 2018! Get a new haircut and buy some 
clothes that are up-to-date. 
 
• Exercise and eat right! Are you wishing for the 
fountain of youth? Well, guess what? It’s the water 
fountain! Hydrate, exercise, and eat more of that 
stuff we’ve been growing and pushing all these 
years. 

Every so often I half jokingly say that a company 
is looking for the 35-year-old with 20+ years of 
experience, for $80K per year. Well, we can’t do 
anything about some companies’ unrealistic wants 
and dreams, but we can do something about 
ourselves. There is a whole new world out there, 
and YOUR knowledge, skills, and experience are 
all valuable. I encourage my fellow industry vets 
to leverage those years and at the same time do 
not just rely on them. Let’s keep it fresh—keep 
learning, growing, expanding our knowledge and 
relationships, and stay hungry! 
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I think we all know that 
online shopping is 
increasing in prevalence, 
but despite some trending 
beliefs, I do not think we 

are seeing the “death of  brick and 
mortar.” What I believe we will 
see is more consolidation, mergers, 
and acquisitions. The United States 
is way over-stored in terms of  
where consumers can buy food: 
Supermarkets used to dominate 90 
percent of  food stores, but now we 
have supercenters and club stores, 
niche operators such as the fresh-
focused formats and the Aldis of  
the world. We even have 7-Elevens 
and Dollar Generals. Buying 
groceries has never been easier. So, 
where does brick and mortar fit in? 
Here is where my insights have led 
me...

SMALLER STORES

When you go to Europe, you’ll 
notice a change. This shift is in 

the number of  companies 
in the market, how many 
stores they have, and, most 
significantly, their size. I 
think we will move more in 
that direction here in the U.S.

One way I see that is 
in consolidation. For 
example, if  Company A 
buys Company B, both 
have 200 stores, but in five 
years instead of  having 
400 stores they’ll have 350. 
Underperforming locations 
will close and force that 
business to a nearby store 
of  their own, something I 
think we will see more of  as 
the market looks to thin out.

If  you look at any marketplace and 
how many stores the top three or 
four retailers have today versus 
10-12 years ago, it’s probably 20 
percent less. Now, because of  
online shopping, I think you will 
start to see your Wegmanses of  
the world doing well. Wegmans is 
a very unique store that picks and 
chooses where its next location will 
be. It’s privately held, doesn’t have 
to make a profit in a new store if  it 
chooses not to, and is very labor-
intensive. You won’t see too many 
of  those guys out there. It responds 
to a need in the marketplace 
and differentiates by creating an 
experience that validates their brick 
and mortar and their price points.

For major supermarkets like Stop 
and Shop, Kroger, etc., they’ve 
been building stores at 65,000- to 
75,000-square-feet where 20- to 
25,000-square-feet specialty stores 
might do better. There are a couple 

companies already playing with the 
idea, but no one has really seriously 
rolled out the concept. Even the 
Neighborhood store by Walmart, 
which is a 40,000-square-foot 
store, only has somewhere around 
750 locations despite being on the 
street now for 18 years. If  it were 
really working out, there would 
be 1,500 to 2,000 by now. Because 
its strategy is based off the ease of  
getting those stores in locations 
versus a supercenter, that format 
will win.

We’re seeing the Sprouts and The 
Fresh Markets of  the world at 
around 25,000-square-foot stores, 
and they are winning.

CHANGING SIZE 
WITHOUT LOSING SKUs

I think a retailer is going to look 
at their assortment and reevaluate 
how they can trim their square-
footage. They clearly aren’t going 
to give anything up in perishables—
that’s driving all of  the sales.

Instead, you ask your perishable 
departments to work smarter. 
Instead of  giving up SKUs, 
perhaps give up some space. 
Instead of  cutting linear shelves, 
you might instead turn a 48-foot 
wet rack with two shelves into a 
36-foot wet rack with five shelves. 
There’ve been some successful 
attempts at taking a look at how 
you use the space over and under 
the shelves to learn from.

Retailers might do the same for the 
rest of  perishables as well, be that 
the meat and deli departments and 
so on, until we see some utilization 

REVITALIZING 
BRICK & MORTAR
BY CONTRIBUTOR DICK SPEZZANO
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of  creating more linear space with 
less square-footage, and not giving 
up any SKUs.

In my opinion, center store is more 
where the assortment should be 
evaluated. You take a look and ask, 

“Okay, what business are we in? Do 
we really need auto supplies? Do 
we really need school supplies?” 
So, you have 150 SKUs in center 
store taking up 12 feet when you 
really only sell a handful of  those 
items on an ongoing basis. Do you 
keep that handful or get out of  it 
altogether?

I think the smartest strategy is to 
eliminate these items. No customer 
is going to say they don’t shop 
in that store because they can’t 
get school supplies and motor oil, 
because they don’t look for that 
when they go grocery shopping.

Beyond linear space and categories, 
a look at how many brands and 
sizes are necessary to operate a 
full-assortment supermarket. Every 
inch counts.

CONTINUOUS 
INVESTMENT

You have to invest in your stores 
all the time. I would say that every 
three or four years you should 
put a couple hundred thousand 
dollars into your stores. Are you 
supporting the right items at the 
right times? There’re so many 
things you have to take a look 
at, and many companies struggle 
when they’ve been around for 25 
to 30 years—some stores used to 
make a ton of  money, now not so 
much, and they might struggle with 
closing or relocating those failing 
stores. Some of  the most prolific 
retailers have opened up a new 
store a mile or two up from an old 
store and shut that old store down 
because it is no longer in the right 
location. You are able to put your 
best thinking into that newest store, 
drill down into local demographics, 
and make smarter decisions.

FOR THE 
INCOMING NEXT 
GENERATION OF 
BUYERS

The retail landscape is 
changing, and so are 
consumers. It’s up to 
senior management to 
make sure that the team 
is keeping up. The key 
is always bringing in 
and training the right 
people on your staff, 
ensuring you are always 
developing them so they 
remain on the leading 
edge. A great place to 
start is with The Center 
for Growing Talent by 
PMA as they provide 
excellent programs for 
developing talent.

So, don’t get in the rut of  “doing 
it that way because that’s what 
we’ve always done.” You are never 
going to change your results if  
you don’t change the way you do 
business, and I think that some of  
the regional guys have done a really 
good job at that.

Many are doing a really good job 
with stores and remodels, keeping 
everything leading-edge. They are 
utilizing space more efficiently, and 
they’re really big on perishables—
they are an example of  how you 
get out of  that rut.

You’ve got to make sure your 
people are looking at trends and 
then getting out to “role model 
stores.” By that, I mean getting 
boots on the ground in those 
formats you consider to be the 
best in produce, floral, or deli 
operations—not the guys you 
might be competing with. This 
task may take you states away, or 
it might even be in Europe. Good 
consultants can tell you exactly 
where they are, and you have to go 
visit those stores and ask, “What 
is this grocer doing right, and how 
can I execute this in my store?” 

That’s how you refresh your store 
and stay ahead.

THE ADVANTAGE OF 
BRICK & MORTAR

Many customers will say something 
like, “I just like the produce better 
at my local market, rather than 
Amazon. And I like the person 
there who picks it out for me. I 
don’t know anything about melons!”

The people on the front lines are 
the ones who make the difference 
to the consumer. When you make 
sure they are knowledgeable and 
helpful, you can compete with 
anybody.

Take a look at Wegmans and 
H-E-B! That’s one of  the things 
they do extremely well. Any time 
of  day, you ask someone a question 
and they will know the answer, or 
they will drop everything to find 
out for you. That’s how brick and 
mortar will ultimately compete 
with online retail, having people 
on the front line and ensuring that 
they are knowledgable and friendly.
 
So, while I am certain this is not at 
all the death of  brick and mortar, 
it is a time for change in how 
traditional supermarkets operate to 
stay ahead.

As Vice President of the Produce and Floral 
Division for The Vons Companies from 1983 
to 1997, Dick oversaw innovations like multi-
deck produce cases, extensive value-added 
sections, specialty produce sections, and more. 
He served as Chairman of the PMA in 1995 
and of the Fresh Produce and Floral Council 
(FPFC) of California in 2003,  and is currently 
Past Chairman of The Center for Growing 
Talent by PMA, also serving as a Board member. 
He has worked full time for his Spezzano 
Consulting Service, Inc. since 1997, specializing 
in perishables for businesses and associations 
ranging from production agriculture to retail. 
His accolades include Produce Marketer of 
the Year (1993), FPFC’s Produce Achievement 
Award (2003), and the PMA’s 
Bob Carey Award (2014).

DICK SPEZZANO
President
Spezzano Consulting Service, Inc.
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servings: 4-6

Combine quinoa and broth in a 2-quart saucepan; heat to a boil.  
 
Cover pan; reduce heat to low and simmer 15-20 minutes or until 
the liquid is absorbed. Set aside, covered.

Heat oil in large skillet over medium heat. 

Add coriander, cumin, and onions; sauté for 5 minutes until onions 
are soft. 

Add garlic and Butternut Zig Zags; sauté until tender (3-5 minutes). 

Gently combine Butternut Zig Zags mixture, cooked quinoa, 
spinach, walnuts, and lemon juice. 

Season to taste with salt and pepper. 

Serve immediately.

1

3

5
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8

Mann’s Butternut
Squash Zig Zags

BUTTERNUT SQUASH ZIG ZAGS SPINACH WALNUT QUINOA

1 (12 oz) package Mann’s Butternut
Squash Zig Zags
½ cup quinoa, rinsed, and drained
2 garlic cloves, minced
1 cup chicken or vegetable broth
2 tbsp olive oil
2 cups baby spinach leaves
1 tsp ground coriander
½ cup toasted walnuts, chopped
½ tsp ground cumin
2 tbsp lemon juice
1 cup onions, chopped
Salt and pepper, to taste

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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MENTORS IN THE MAKING

Gabriela D’Arrigo
By JORDAN OKUMURA

EOPLE WHO LOVE TO 
EAT are always the best 
people.” Big and bold in 
Gabriela D’Arrigo’s email 

signature, this quote from Julia 
Child not only made me sit back in 
my chair and smile, but it also truly 
encapsulates this rising produce 
star—she loves experiences and she 
loves sharing them with people.

While Gabriela shares her love of 
food—and produce—with many, 
she actually got her start in our 
industry by accident, as many 
produce people do.

“I attended a company event in 
California right after college, which 
was really my first introduction to 
D’Arrigo and produce. My cousin, 
Margaret D’Arrigo, pulled my sister 
and me into a meeting, offered us 
two positions in sales, and gave 
us two weeks to think about it,” 
Gabriela laughs, reflecting on such 
unexpected beginnings. “I was so 
blown away with everything I was 
able to absorb in the few days I 
was at the event that, for me, it was 
a no-brainer.”

Since then, Gabriela has completely 
fallen in love with everything 
about the industry. The added 
bonus? She gets to work with her 
family every day and is able to 
learn more about the hard work 
and sacrifices they have made to 
create what D’Arrigo is today. It has 
been a truly rewarding experience 
and, as Gabriela shares, she is so 
unbelievably proud to be part of it.

On her path to D’Arrigo Bros. Co. 
of New York, where she currently 
holds the position of Vice President 
of Marketing and Communications, 
Gabriela has had many experiences 
that have driven her growth. Within 
those experiences, Gabriela has 
had many mentors that have 
helped her steer the course. Only 

by my pleads and persuasion does 
she finally narrow it down to a few.
 
Of the countless individuals that 
have impacted her life, she tells 
me that her father, Andy D’Arrigo, 
Co-Owner of A&E Specialty, who is 
also on the Board of Directors for 
D’Arrigo California; Tony D’Amico, 
President of To-Jo Mushrooms; and 
Marianne Santo, Senior Category 
Manager of Produce and Floral 
for Wakefern, are some of the top 
individuals who have influenced her 
career.

“My dad, Andy D’Arrigo has been 
and will always be my rock. There 
are times where this job can get 
the better of you, and he has never 
allowed me to give up or take the 
easy way out,” Gabriela tells me. “I 
have learned—often the hard 
way—adapted, and created 
my own skillset because I 
felt empowered to do so. 
He always encourages 
me to create my own 
path, experience the 
successes and the 
struggles, and even 
fail. His guidance 
has taught me an 
invaluable lesson: 
to be a leader. He 
has unintentionally 
become my greatest 
mentor in my work, 
and I wouldn’t have it 
any other way.”

Also in that elite list of 
mentors is Tony D’Amico, 
who Gabriela first met when 
they were exchanging a bottle 
of wine for a personal pizza on 
the PMA Fresh Summit Floor.

“I should have known then that 
he would become family to me…
Italians,” Gabriela smiles. “Tony 
has been such a positive influence 
and encouraged me to want more, 

learn more, and do more since day 
one. I have had the opportunity to 
serve on committees and boards due 
to his recommendations, and I have 
met some of my favorite people in 
this industry because of him. He has 
a true passion for his company and 
this industry; it’s contagious. He is the 
kind of leader that I can aspire to be.” 

As for Marianne Santo, Gabriela was 
roughly 10 seconds into meeting her 
when she knew two things: Marianne 
is a force to be reckoned with, and 
Gabriela wanted to be just like that.

“She has this ability to command 
respect without doing or saying 
anything but, at the same time, 
Marianne makes you feel comfortable 
and totally at ease,” she says. “My first 
time meeting her was at a Women’s 
Fresh Perspectives Conference, 
and it was like we had known each 
other forever. There was a real bond 
formed. She took me under her wing 
and gave me advice that I will never 
forget, and I will always be grateful 
to her.”

P

Gabriela D’Arrigo
Vice President of Marketing and  

Communications, D’Arrigo Bros. Co.  
of New York

“
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In April of this year I had the privilege of attending 
the PMA Women’s Fresh Perspectives Conference 
in Miami. This was my second time at this event 
and I looked forward to the workshops, networking 
opportunities, and reconnecting with friends made at 
the same conference three years ago. I have known 
Gabriela D’Arrigo through the Eastern Produce Council 
and from the long-standing business our companies 
have done with each other throughout the years. I 
have always been struck by her professionalism and 
the grace with which she carries herself, and naturally 
was very happy that she was at the conference as 
well. We were able to spend quite a bit of time with 
each other over the course of those three days, and I 
left completely awestruck by Gabriela. It is incredibly 
humbling to find out that someone sees you as a 
mentor and role model; I have been in this business 
for over 32 years, and when I look back at the women 
that served in that capacity for me, I can’t imagine 
that a woman of Gabriela’s caliber holds me in that 
light. She already embodies the strength, wisdom, and 
professional presence that will encourage her peers 
to succeed and her leadership will be an instrumental 
piece in furthering the development of women in this 
business. I believe the best part of a mentorship is 
cultivating mutual admiration, respect, and the sharing 
of experience not always defined by age or tenure. 
Gabriela is a role model for all of us, and I can’t wait to 
see the incredible impact she will have on our business.

Fresh produce is an industry of 
mentors, of family, and of paths paved 
in the most unexpected of ways. I 
don’t know about you, but I am glad 
to see that Gabriela not only joined 
the ranks, but is also climbing them.

The mentors
Here is what they have to 

say about Gabriela D’Arrigo…

Marianne Santo
Senior Category Manager of 

Produce and Floral, Wakefern

Sponsored By

Gabriela has always been an incredibly 
talented, intelligent, and headstrong 
individual, who brings passion and 
excellence to everything that she does. 
As Gabriela is my daughter, I have 
been lucky enough to watch her grow 
and evolve in both this industry and in 
her personal life.
 
Her ability to lead is just as strong as 
her ability to take the passenger seat 
and recognize great potential and 
ideas in other people. Whether that is 
with coworkers, customers, or family—
that is a leadership skill few people 
have. I have been my own employer for 
45 years, and you learn to value certain 
things about certain people. Gabriela 
can always maintain perspective and 
a grasp on the bigger picture at hand. 
She asks the right questions and 
surrounds herself with amazing people 
who can help her grow, and also 
people who she can help grow.
 
While Gabriela is a part of a business 
that has experienced much diversity 
in recent years, it is still in many ways, 
a male dominated industry. There can 
be a level of shrewdness and a need 
for resourcefulness and resilience 
that certain areas of this industry 
demand of you. Gabriela has learned 
to navigate that world with grace and 
with the understanding of how to get 
things done. I am so proud of how far 
she has come, and her promising road 
ahead.

Andy D’Arrigo
Co-Owner of A&E Specialty 
and Member of the Board of 

Directors for D’Arrigo California

Our company has had the privilege of working with D’Arrigo 
Brothers for close to a decade now. I first met Gabriela 
at PMA Fresh Summit awhile back and she really left an 
impression on me and our team. After that, she came down 
to tour our facilities, just after she moved from California to 
New York. I was instantly impressed by her knowledge of 
the industry and the intellect of her questions. Over the next 
few years, our team began working even more closely with 
Gabriella on new product concepts.
 
Gabriela is a great example of the future leaders we have 
coming up through this industry. She has a great mind 
for innovation, and her passion for her work is second 
to none. I’m personally excited to see how she develops 
throughout her career. Gabriela is already a great resource 
to our industry, and her impact will only grow as she herself 
mentors the future leaders entering the industry today.

Tony D’Amico
President, To-Jo Mushrooms
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servings: 8

Use a juicer to juice four Autumn Glory apples. 

In a large pitcher, combine all ingredients except the 
sparkling water. 

Refrigerate and allow the fruit to soak in the liquor mixture 
for an hour or more. 

When ready to serve to your guests, add the sparkling water 
to the pitcher. 

Use a spoon, if  needed, to distribute the fruit into 
individual glasses. 

Serve and enjoy!
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Domex Autumn 
Glory® Apples

AUTUMN GLORY APPLE PIE SANGRIA

4 Autumn Glory® apples, juiced
2 Autumn Glory apples, julienned
1 cup cinnamon sugar vodka
750 ml Sauvignon Blanc white wine
24 oz apple cranberry sparkling water
¼ tsp cinnamon
¼ tsp nutmeg

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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SABRINA POKOMANDY
Account Manager, Highline Mushrooms

MY FAVORITE THINGS

From greenhouse-grown bell peppers, cucumbers, and tomatoes, to her 
current role at mushroom pioneer Highline, Sabrina has seen the produce 
landscape evolve across Canada. With all this industry knowledge in her 

repertoire, and a bright future ahead, we thought we’d tap this fresh produce 
lover and ask, what are a few of  her favorite things?

4 Golf

1 My Husband, 
Harold Paivarinta

7 Palm Springs/Desert, 
California

5 Cruises

2 My Cats, Oscar & Felix

8 Le Creuset Cookware

6 Dean Martin, Louis 
Prima, Frank Sinatra

Foie Gras3

9 Cake Decorating

Great way to disconnect 
from everything. 5

9

Though I am not the best at it, 
I find it relaxing! 

21

”“

He’s my best friend.

87

I’ve been going there since I 
was a child. 

They are the best cuddlers in 
the world. 3

Any way, seared or in a 
pâté—I just love it.

“
”

Cooking for Sunday family 
dinners and homestyle braised 
dishes are my favorite.

4

“ ”

6

I grew up listening to them, and I listen 
to them while I cook or swim.Such a great game in 

nice weather.

7
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he biggest sports event of  the year calls for the biggest 
flavors, and this year is no exception. Spicy chili, 
seasonal veggies, and Game Day guacamole with a 
twist are some of  this year’s Super Bowl favorites that 
are sure to get the crowd cheering and on their feet—
whether their team has scored a touchdown or not.  T
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BRIAN COOK
Vice President of  Sales,  
Pete’s Living Greens

I love my wife’s chipotle pepper 
pork tacos, especially on Game 

Day. No one can make them 
quite like she can. She takes a 
pork shoulder and slow cooks 
it in a crockpot to get that soft 
and tender meat. Next comes 
the sauce made with chipotle 
peppers and sour cream. To 
add a fresh, cool crunch, she 

then makes a slaw of cabbage, 
onion, cilantro, and lemon 

juice. And you know butter leaf 
lettuce has to be involved—the 
leaves are the perfect vehicle 
for combining the pork, slaw, 

and sauce to bring all the 
flavors together. You really 

get that smokiness with that 
subtle, fresh, acidic tanginess 

to balance out the experience. I 
can taste the tacos now!

>

“
“

KAREN CAPLAN
President & CEO, Frieda’s  

Specialty Produce

Since it’s usually a chilly 
afternoon when we are 

watching the Super Bowl, 
my favorite dish is a bowl of 
chili...specifically Habanero 

Chile Chili. We created 
this dish over 30 years 

ago, after we introduced 
Habanero Chiles to produce 

departments. I just love it 
made with black-eyed peas, 
lots of diced fresh tomatoes, 
red and green peppers, and 
Habanero Chiles, of course!

>

“

“

Mike Deusebio
Senior Director, West Coast Produce  
Operations, C&S Wholesale Grocers

I’d have to say, one of 
the most underrated and 

extremely versatile vegetables 
for snacking has to be 

zucchini. Sure, there’s the 
veggie trays with ranch 

dressing or hummus, but with 
zucchini, or Italian squash for 
some, the options are endless. 

How about this: zucchini 
crostini with a goat cheese 
spread. It’s simple, healthy, 

and can be addictive. Simply 
take marinated ribbon sliced 
squash that’s been dressed 

with olive oil and lemon, and 
layer them on a toasted 

baguette crostini that’s been 
smothered with goat cheese. 

Salt, pepper…boom!

>

“

“

30 / DEC 2017



Scott Ross
Eastern Regional Sales  

Manager, West Pak Avocado

I Love Avocados and 
incorporate them into 

my daily diet. So, when it 
comes to entertaining, of 

course I’m required to make 
a mean guacamole—and 
I do. But, another way I 

add them into my Game 
Day line-up is to top my 
favorite chili recipe with 

an Avocado Cilantro Sour 
Cream. It’s very simple to 
make, using all fresh and 
healthy ingredients. The 

creamy, vibrant flavor and 
rich texture works perfectly 

with my piping hot and 
spicy chili.

>

“

“

Frank Swanson
Senior Manager, Produce Sourcing,  

US Foods

As many people know, I love 
avocados. My colleagues 

often find me breaking them 
open (with or without a 

knife) and sampling them for 
“quality assurance” (and my 
own satisfaction). Avocados 
complement almost any dish, 

but to me, there’s nothing 
better than using a perfectly 
ripe avocado as the base for 
a creamy guacamole. Super 

Bowl is a great excuse to make 
guacamole! You can go for the 

classic recipe and add fresh 
cilantro, garlic, onions, and limes. 
Or, since it’s a special occasion, 

I like to add a little twist by 
throwing in fun ingredients like 

mango chunks and pomegranate 
seeds. I’ll trade in the typical 

tortilla chips and throw in some 
creative dippers, like jicama 

sticks or asparagus stalks. You 
know where to find me on Game 

Day—at the guacamole bowl!

>

“
“

TONY MITCHELL
Vice President of  Sales, Procurement,  

and Marketing, Caito Foods

When it comes time for Super Bowl, 
cauliflower pizza is one of my favorites. 

I’m able to take care of my pizza 
temptation without all the calories 
and carbs, plus, if made right, it has 

incredible flavor. My recommendation 
is to use a food processor to grate a 

head of cauliflower then cook it in the 
microwave for eight minutes. Add an 

egg and two cups of mozzarella cheese. 
Grease a cookie sheet and then drop 
large spoonfuls of the mixture on the 
cookie sheet. Cook approximately 30 
minutes in the oven at 400 °F, making 
sure the edges are almost burnt. Take 
it out of the oven and add one of the 

following topping combinations: either 
a spoonful of your favorite barbecue 
sauce, grilled chicken, sautéed onion 
and bacon and mozzarella cheese...
or a spoonful of your favorite pizza 

sauce, a slice of tomato, a basil leaf, and 
mozzarella cheese—then put the cookie 

sheet back in the oven and broil for 
about five minutes.

>

“
“
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O
f course we expect real, simple ingredients in 

our salads, but what about in our dressings? 

This is a question Good Foods is both asking 

and responding to with its new line of refrigerated 

salad dressings (RSD). Adding to its vision of 

revolutionizing food, this line ensures that consumers 

no longer have to worry about the freshness of their 

RSDs or the naturalness of competitors’ shelf-stable 

dressings. With no chemicals, preservatives, artificial 

ingredients, colors, flavors, or additives, Good Foods’ 

new line of refrigerated salad dressings provides 

consumers fresher, cleaner dressings that deliver 

powerful flavors. 

 

The line offers six varieties, including Asian Ginger, 

Beet Balsamic, Apple Thyme, Avocado Ranch, Blue 

Cheese, and Classic Caesar—all available in 8.8 oz 

bottles.

Data from IRI Worldwide supports continued growth 

and consumer demand in the refrigerated dressing 

category, showing that while shelf-stable dressings 

have seen flat to declining growth over the last few 

years, the refrigerated offerings have grown to a 

$400 million category with sales up 3.1 percent.

 

Made in a state-of-the-art, SQF Level III manufacturing 

facility that never breaks the cold chain, Good Foods’ 

refrigerated dressings are high-pressure-processed 

to maximize nutrition, capture flavors, and maintain 

freshness. The new line is based on freshly picked 

and packed ingredients, including fresh herbs such 

as shallots, parsley, chives, and dill; fresh produce 

like carrots, avocados, apples, onions, and garlic; and 

cold-pressed juices like carrot, beet, apple, lemon, 

and orange. Good Foods’ refrigerated salad dressings 

are made well, taste amazing, pop on the shelf, and 

enhance fresh flavor in the produce department. 

up
close

A closer look at GOOD FOODS’
New refrigerated salad dressings
by k AYL A WEBB
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By Contributor Dan’l Mackey Almy, 
President and CEO of DMA Solutions

VISUAL
CONTENT
CAN
BOLSTER 
YOUR
BRAND

The modern day 
marketer is no longer 
fighting for the 
space to showcase 

their meaningful content; 
they are fighting for their 
audience’s attention. The key 
to finding success in today’s 
communications landscape—
whether it’s social media, 
email marketing, or digital 
advertising—is having strong 
visual content.

Creating visual content is much 
more than a pretty picture 
with stylized text. It should 
be expressive content that 
supports your brand’s voice and 
messaging, and should leave 
a lasting impression. Since the 
fresh produce industry is full 
of vibrant colors, varied tastes, 
and vivacious cultures, people 
are already eager to explore the 
fresh ideas coming from this 

arena, and we can help not only 
raise the bar, but redefine it.

So, where does your company 
start? Honing in on impactful 
and dynamic visuals can truly 
amplify your brand’s influence, 
power, and its targeted reach. To 
support this strategy, the team 
at DMA Solutions is sharing five 
stats we believe you should 
consider when using visuals to 
tell your story...
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Dan’l Mackey Almy’s 
passion for fresh 
produce marketing 
has captivated the 
attention of the fresh 
produce industry 
for more than 20 
years. Her ability to 
motivate creativity 
and inspire results-
driven strategies has 
led to the success 
of DMA Solutions, 
Inc.—a niche 
marketing agency, 
dedicated to serving 
the fresh produce 
industry, exclusively. 
Dan’l’s vision for how 
marketing could be 
elevated in order to 
progress the fresh 
produce industry, 
led her to start DMA 
Solutions in 2004.  
Since then, she has 
brought together 
a diverse team of 
innovative, strategic, 
and passionate 
marketers who share 
a common purpose 
for transforming a 
once commodity-
centric industry by 
building stronger 
brands that are 
trusted and desired. 
Their commitment to 
supporting marketers 
in the industry is 
showcased in The 
Core, a blog where 
they have been 
providing thought 
leadership and 
marketing resources 
for over ten years.

While creativity can be a hurdle 
when looking to produce 
effective and engaging content, 
we also realize this can be a 
time-consuming task. To lend a 
helping hand, we’ve created the 
perfect eBook duo to sharpen 
your content creation and think 
through the visual aesthetic of 
your brand.

Effective Engagement on Social 
Media, The Beginner’s Guide 
to Social Media Marketing, 
recognizes that social media 
marketing is a complex and 
ever-changing world. Our 
team of specialists has created 
this guide to help you build 
engaging and effective content 

that can bring your messaging 
to new heights. And when it 
comes to the foundational “who 
and why” of your brand, the look 
and the feel, and your audience 
connectedness, Building a 
Blueprint for Your Brand, A 
Step-by-Step eBook for Fresh 
Produce Marketers, is tailored to 
address those key elements that 
we have identified for successful 
branding. 

Now, the ball is in your court! 
To download The Beginner’s 
Guide to Social Media Marketing 
and to download Building a 
Blueprint for Your Brand, visit 
the DMA Solutions website at 
www.dma-solutions.com/resources.
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up
close

A Closer Look at 
Suntreat’s Sumo Citrus®

L
ooking for a winning move 
in the produce department 
from January through 

March? Then Sumo Citrus® 
has you covered. Grown in 
California’s Central Valley, 
this variety is not only one of 
the biggest mandarins grown 
today, but also one with the 
biggest flavor. Its distinctive 
shape, prominent “top-knot,” 
and bumpy and loose, bright 
orange rind, make for an eye-
catching variety that is easy for 
peeling and eating. Sumo Citrus 
mandarins are exactly what 
today’s consumers are looking 
to bring into their kitchens. The 
delicate fruit offers citrus lovers 
a seedless, juicy, full-flavored, 
and unique eating experience 
without the mess.
 
In addition, consumers will love 
the minimal albedo or “rag” (the 
white part of citrus) that Sumo 
Citrus presents, allowing the 
fruit to section easily with less 
of the white “netting” sticking to 
the fruit. Possessing a melt-in-
your-mouth flavor profile with 
a refreshing balance of acidity 

and sugars, Sumo Citrus has no 
bitterness and the membranes 
covering each segment are 
so thin they practically—you 
guessed it—melt into the eating 
experience.
 
With the evolving dynamic 
behind today’s consumer buying 
behaviors, more shoppers are 
looking to the stories behind the 
brands at retail to help them with 
their purchasing decisions—and 
what a great story Sumo Citrus 
has. In the 1970s, a citrus grower 
from the Kumamoto Prefecture 
in Japan set out to develop a 
fruit that would combine the best 
of the Japanese Satsuma with 
the famous California orange. 
While the road was challenging, 
the grower developed a series of 
methods for growing, pruning, 
and thinning his trees over the 
next 30 years, which have now 

been adapted and improved upon 
here in the States. Domestically 
grown by Suntreat, the company 
behind Sumo Citrus, what was 
once only available in Asia is now 
cultivated in California’s fertile 
soils—ripe for the retail picking.

With such a unique variety 
available for the produce spread, 
Suntreat brings a host of tips 
for customers which includes 
displaying the fruit prominently, 
front-and-center in stand-alone 
displays, highlighting the item 
with vibrant signage and Suntreat 
merchandising solutions, and 
introducing in-store sampling as 
a great way to turn that first-time 
Sumo Citrus taster into a repeat 
customer. 

by jordan okumura
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Global cuisine is making a splash in American fare, and Asian 
trends are riding high on the wave into the mainstream. Tempt 
consumer taste buds during the upcoming Chinese  New Year 
with flavors from the sweet, warm, woody depths of ginger 
to the high peaks of zesty citrus. Let’s take a look at Asian 

produce as the Year of the Dog descends upon us...

A staple ingredient in many Asian cuisines, this 
cabbage has a sweet, mild flavor that can be 
used in soups, as filling in egg rolls, and eaten 
raw in salads. The crunchy, unique texture of 
its leaves continues to make this cabbage one 
of the most sought-after ingredients in Asian 
cuisine.

This holiday favorite is usually found in 
marshes, and its crunchy texture is associated 
with a mildly sweet flavor. Try boiling or 
steaming this veg to use in soups, salads, and 
stews; peel before use in stir-fry.
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A common misconception is that these two 
versatile varieties are one-and-the-same, with 
interchangeable names. Truth: both are visually 
and flavorfully different. In Asian stores, Baby 
Bok Choy is the more widely available variety, 
while Shanghai Bok Choy is more popular in 
Shanghai cuisine. Baby Bok Choy has white, 
crunchy stems and dark, spinach-like leaves. 
Shanghai Bok Choy has uniform light green 
stems, spoon-shaped leaves, and a more mild 
flavor than Baby Bok Choy.

Tender, versatile, and widely used across multiple cuisines,
Chinese eggplant is unlike many varieties. The vegetable offers 
a tender skin that does not have to be peeled, which preserves 
the texture, taste, and shape of the eggplant. The item has 
several different preparation methods to fit your fancy—from 
baking or broiling, to stir-frying or deep frying.

Literally translated to “golden orange” in 
Chinese, this tiny specialty citrus item has 
sweet, edible skin and a tart inner-flesh. 
Kumquats also provide an excellent source 
of vitamin C and fiber, as well as calcium and 
iron. Like Navel oranges and mandarins,
this citrus item is said to bring luck,
wealth, and prosperity.
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Though it looks to be more of a Halloween-
suited fruit, this item is one of the oldest 
citrus fruits on record. Coveted for its 
sweet, floral fragrance and mild zest with 
little-to-no flesh or juice, Buddha’s Hand 
is all rind and pith. Think of it more as a 
presentation piece, although the rind can be 
candied or used in baking and other recipes. 
Buddha’s Hands are also used as offerings in 
temples during the holiday. Like cocktails? 
This is a great ingredient for infusing into 
spirits.

Chinese broccoli’s distinct, sharp flavor and
long, leafy characteristics set this produce
item apart from more common varieties.
Steamed, boiled, or stir-fried, this vegetable is 
a great addition to any dish.

Also known as Yardlong Beans, these are firmer 
and longer than regular green beans, and are 
actually more closely related to black-eyed peas. 
Chinese Long Beans provide a great source of 
fiber, vitamin A, and vitamin C. This versatile 
vegetable can be used in multiple preparation 
methods, from stir-frying, steaming, and boiling, 
to a snack or salad ingredient.

Looking for good fortune? This vegetable 
may be beneficial to have around. A 
fundamental part of Asian cuisine—this 
veggie has a mild flavor, crispy texture, and 
a powerful earthy aroma. The flavor tends 
to vary throughout the vegetable, as the 
bottom is usually the most poignant and the 
top is the sweetest.
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Snow pea shoots are a bit grassier than 
snow peas, but crisp in flavor and freshness. 
Try them in soups, stir-fried, or steamed.

Valued for its spicy flavor and medicinal 
benefits, ginger can be sliced or grated to add 
zest to Asian dishes. Try combining ginger 
with soy sauce, olive oil, and garlic to make a 
flavorful salad dressing.

Most often either sautéed or stir-fried, snow 
peas are one of the easiest vegetables to 
prepare, and have a sweet, crisp flavor. Their 
versatility and plentiful health benefits make 
snow peas a great addition to a healthy diet, and 
can be eaten raw as a delicious snack.

This Asian squash, also known as a bottle 
gourd, is native to the cuisines of China and 
Southeast Asia, and is similar to a zucchini 
with a very mild flavor. Prepare as you would 
zucchini or other soft-shelled squash, and add 
this delicious source of vitamin C to soups or 
stir-frys. As a symbol of good health, longevity, 
and good fortune in Chinese tradition, this 
item brings both flavor and differentiation to 
produce departments as we move into the 
New Year.
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Left to right: West Pak  
Co-Founders Randy Shoup  
and Galen Newhouse

West
PAK
story
CARRYING A  
LEGACY FORWARD
by  r o b e r t  s c h a u l i s
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TThe history of the produce industry 

is a history of relationships. And 

perhaps no greater testament to 

that notion can be found than with the history 

of a company like West Pak Avocado. From 

a single packinghouse in Southern California 

to a pioneering worldwide avocado operation, 

company Co-Founders Galen Newhouse and 

Randy Shoup have nurtured a culture and a 

network of ties that have helped transform the 

avocado category from a seasonal curiosity to a 

must-have year-round.

 

Now celebrating 35 years as innovators in one of 

the most dynamic categories in fresh produce, 

the West Pak family is no less motivated to 

continue growing and gaining ground than  

when it first began. This year, West Pak is 

embarking on a new chapter in its history, 

transferring control of the company to its 

Board of Directors and to CEO Mario Pacheco 

as Randy and Galen retire. This new chapter 

will undoubtedly be powerfully informed by 

the legacy of the company’s forward-thinking 

founders and the deep ties these two have 

created among their peers.

 

“We never set out to be the biggest in the 

industry, but we did aim to be the best. From the 

beginning, our mission was always to conduct 

business with integrity, to deliver on our promise, 

and to provide the best possible produce to 

our customers,” Randy tells me, noting that, for 

West Pak, the integrity of one’s promise and 

personal relationships are a high priority. “We 

have always wanted to provide service, not only 

to our customers, but also to our growers. It has 

always been essential to service and support the 

growers, as those relationships you build, and that 

reciprocity you nurture, become your lifeline to  

the product.”

 

Galen echoes the sentiment, noting that strong 

ties between the company, its customers, and its 

growers have been of paramount importance in 

West Pak’s continued success.

 

“We learned pretty quickly that you’ve got to stay 

in touch to stay relevant, so we did just that. We 

put a lot of time and effort into cultivating these 

relationships and worked hard to always be fair 

and to be good on our word. Integrity has always 

been our cornerstone to doing business.”

F o u n d a t i o n s  a n d  E x p a n s i o n s

In 1982, Galen and Randy established West Pak as 

a growing and shipping operation based out of a 

small packinghouse in Fallbrook, California. With a 

focus on producing the best possible product and 

an unrelenting drive to innovate and expand its 

operations, the company would grow rapidly over 

the next 35 years to become a major force in the 

avocado industry.

 

As West Pak expanded, so too did the avocado 

industry. The company opened a 30,000-square-

foot packing facility in Temecula, California, in 

1992 and a 50,000-square-foot packing facility in 

Uruapan, Michoacán, operated by the company’s 

Mexican subsidiary, Grupo West Pak de Mexico, 

in 2004. Current facilities have expanded to five 

distribution facilities totaling 315,042-square-feet 

across the United States and Mexico. 
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The company’s expansion into Mexico would 

prove to be a significant boon not only to West 

Pak, but also to the avocado industry as a whole.

 

“One of our most significant accomplishments 

was seeing that the market in Mexico was ready 

to explode in the early 90s, which was before 

Mexico was permitted to import produce into 

the United States,” Randy explains. Though the 

company initially entered the region to better 

export avocados to various Asian markets, 

the company soon realized the promise of 

its expanding operations south of the U.S. 

border. “We helped facilitate importing Mexican 

avocados into the U.S., which was a slow and 

painstaking process. It started by allowing a 

small amount of avocados to be shipped into 

13 northern U.S. states a few months out of 

the year, and once the process proved to be 

successful and to U.S. standards, the restrictions 

were eventually eased and then lifted—making 

the move into Mexico one of the best decisions 

that we have ever made.”

 

From there, the company continued to 

cultivate relationships with both domestic and 

international growers that would translate into 

year-round product availability. And those 

enduring relationships, Galen and Randy both 

agree, are the touchstones of West Pak’s 

success.

 

“West Pak works closely with our growers to 

ensure that they are producing the best possible 

fruit for the market and are adhering to strict 

U.S. standards. We are also taking extreme care 

in the sorting, bagging, and shipping process 

to be sure that we are delivering only the 

freshest fruit in a timely manner to our various 

customers,” notes Galen.

 

It’s that drive to provide exceptional value to its 

customers—including value-added services such 

as bagging, conditioning, and delivery—that has 

propelled West Pak to constantly reinvent itself. 

When I ask how the company differentiates itself 

in an increasingly crowded avocado category, 

both Randy and Galen offer different takes on 

Top to bottom: Worker 
picking avocados; West 
Pak Co-Founder Galen 
Newhouse; Harvested 
avocados

44 / DEC 2017



“i think it’s 
important to 
say that, for 
Galen and i, our 
company is 
everything to us.”
– R A N D Y  S H O U P

c o - f o u n d e r

Left to right: Galen and 
Randy holding avocados; 
West Pak Co-Founder 
Randy Shoup
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the same notion; West Pak has always been driven 

to be the best—to offer the best product and the 

best experience possible to its customers, its 

employees, and its partners.

 

“In a word, ‘innovation’ is what sets West Pak 

apart,” notes Galen. “We are always looking ahead 

for new opportunities. Whether it’s purchasing 

state-of-the-art equipment to help streamline 

a process or expanding distribution into a new 

territory, we have never cowered from a challenge.”

C a r r y i n g  F o r t h  a  L e g a c y
 

Now entering the next phase in the company’s 

continuous evolution, Randy and Galen tell me that 

it is because they have transitioned the company 

into good hands that they can now step down and 

let a fresh-but-focused vision and experienced set 

of hands take the wheel.

 

“After 35 years building West Pak, it’s time to step 

down and let the next generation take the reins,” 

explains Galen. “This transition has been in the 

works for the past five or six years. We prepared 

financially, we installed a board of directors with 

outside directors, and then we set out to find the 

best possible person for the job. Mario was the 

clear choice—not just because of his background 

and track record in the produce industry, but 

because he met a lot of our same values.”

 

With Mario taking the helm—and bringing more 

than two decades of experience to the role of 

CEO—Galen and Randy are confident in the 

future of their life’s work.

 

“With 21 years at Chiquita, Mario comes from an 

extensive background in the produce industry 

and has achieved much success on the business 

side. However, it was his ethics and respect 

for culture and family that sold us,” notes 

Galen. “When you look at his personality, skill 

set, the company he came from, and the way 

he’s delivered coming on board, we feel very 

comfortable with West Pak’s future with Mario 

Pacheco at the helm.”

 

For West Pak’s two founders, the next step 

isn’t merely stepping down; it’s reinforcing the 

enduring legacy that Galen and Randy have 

built—a legacy based on a relentless drive to 

innovate and be the best and the outstanding 

integrity of the company’s product, its people, 

and its culture.

 

“I think it’s important to say that, for Galen and 

I, our company is everything to us. It took the 

majority of our lives to construct and to grow, 

and it is our legacy,” Randy adds. “And we don’t 

want that to end with us retiring. We want it to 

prosper and grow, and it’s up to the people that 

we have in place, or who will be in place in the 

future, to keep it going.”

 

With deep roots and a reach toward the stars, 

the future is bright for the next generation of the 

West Pak family.

“IN A WORD, 
‘innovation’ is    
 what sets west  
 pak apart.” –Galen Newhouse

c o - f o u n d e r
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up
close

A closer look at Baldor 
Specialty Foods’ Urban 
roots Veggie Side kits

F
rom knife to shelf, Baldor 
Foods is bringing fun 
and innovation to the 

produce aisle this year as the 
company debuts its new Urban 
Roots line of Veggie Side 
Kits. Available at grocery and 
specialty markets across the 
U.S. Northeast, this product 
launch features a trio of flavor-
packed options that feature 
Chili Cilantro Cauliflower 
Rice, Tabouli Style Cauliflower 
Rice, and Moroccan Spiced 
Cauliflower Rice.
 
Inspired by today’s evolving 
cuisine preferences, Baldor 
challenged its R&D department 
to come up with bold, nostalgic 
flavors that were fun to 
transform using cauliflower rice 
as the primary vehicle. And, 
as we all know, cauliflower has 
been a hit. 
 
Healthy and easy-to-prepare, 
these plant-based veggie 
side kits require little-to-no 
chopping, can be completed in 

as little as three minutes, and 
are sold right in the produce 
department. Urban Roots 
Veggie Side Kits are made 
from scratch daily with the 
same premium produce and 
specialty ingredients that 
Baldor delivers to some of 
the country’s best chefs. In 
addition, Urban Roots Veggie 
Side Kits offer flexibility at the 
point of purchase, minimal 
packaging, and extremely 
quick cooking and cleaning 
times, since every meal only 
needs one pot or pan.

The Urban Roots brand 
was developed in 2002 to 
initially represent Baldor’s 
foraging prowess for bringing 
the best product from all 
over the world to its urban 
headquarters in New York City. 
These flavor combinations 
represent a variety of different 
applications and flavors that 
Baldor believes will bring 
value to its partners 52  
weeks a year.  

by jordan okumura

THESNACK.NET / 47



servings: 2

Combine basil, pine nuts, and garlic in a blender or food processor 
and blend until very finely minced. With the machine running, 
slowly add the oil and process until the mixture is smooth.

Add the cheese and process very briefly to combine ingredients.

Set aside or store in refrigerator until ready for use.

s a n dw i c h d i r e c t i o n s

On two slices of  bread, layer on spinach, mozzarella, avocado 
slices, pesto sauce, and feta cheese crumbles.

Top with another slice of  bread and then either grill each side 
for several minutes or use a panini press until cheese is melted.

Serve warm.

1

1

2

2

3

3

I Love Avocados’
Avocados

GRILLED AVOCADO, CHEESE,  AND SPINACH SANDWICHES

4 slices of  rye or whole grain bread
1 avocado, sliced 
4 slices of  mozzarella cheese 
1 cup baby spinach, de-stemmed 
½ cup feta cheese, crumbled
⅓ cup pesto sauce

p e s to s au c e

1 cup fresh basil leaves, de-stemmed
1 tbsp pine nuts or walnuts
1 large garlic clove
¼ cup extra-virgin olive oil
¼ cup freshly grated Parmesan cheese

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

INGREDIENTS SAUCE DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

48 / DEC 2017



Asparagus
Bok Choy
BroccoLeaf
Broccoli
Brussels Sprouts
Butter Lettuce
Carrots
Cauliflower
Celery
Celery Hearts
Cilantro
Collard Greens
Dandelion Greens
Dill
Endive
Escarole
Fennel
Golden Beets
Green Cabbage
Green Chard
Green Kale

Green Onions
Green Leaf Lettuce
Iceberg Lettuce
Italian Parsley
Lacinato Kale
Leeks
Mustard Greens
Napa Cabbage
Parsley
Radishes
Rainbow Chard
Red Beets
Red Cabbage
Red Chard
Red Dandelions
Red Leaf Lettuce
Red Kale
Romaine Hearts
Romaine Leaf Lettuce
Spinach
Sweet Baby Broccoli

From California’s
Salinas Valley, Foxy offers

the largest selection of 
Organic and Conventional 

vegetables available.

One Company.
One Stop.

Call us at (831) 751-7500 or visit foxy.com
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May your holiday season be abundant with cheer 
and filled with celebration for the New Year.

May your holiday season be abundant with cheer May your holiday season be abundant with cheer May your holiday season be abundant with cheer May your holiday season be abundant with cheer 
and filled with celebration for the New Year.and filled with celebration for the New Year.and filled with celebration for the New Year.and filled with celebration for the New Year.

from our   
family to yours.

Happy
Holidays

from our   
family to yours.

Happy
Holidays

www.grimmway.com  •  www.calorganicfarms.com



In 1981, just as Mark Sambrailo was starting to find his 
footing at the company his grandfather had founded 
nearly 60 years earlier, a renovation was taking place, 

and the original wooden barn the company worked 
from was being torn down. Instead of saying goodbye 
to the wood that the family legacy was built on, that raw 
material was repurposed into the walls that would hold 
up Sambrailo Packaging’s new company headquarters. 
Bill Sambrailo, Mark’s father and then President and CEO, 
would tell the family, “Whenever you get cocky about 
what you are doing, just look at the walls; remember 
where you came from, and it will ground you.”
 

By Jessica Donnel

From left to right: Kiersten 
Sambrailo Clontz, Account 
Executive; Mark Sambrailo, 
President and CEO; and Erik 
Sambrailo, Project Manager 
at Sambrailo Packaging
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in sustainable, transparent 
resources for the produce 
industry, and it is the generations 
that have come before us 
that make achieving this goal 
possible.”
 
And Mark is not speaking 
figuratively when he says 
Sambrailo has been serving 
its customers for generations. 
Based out of Watsonville, 

It is these kinds of lessons in 
humility and a reverence for 
what has come before that 
has Sambrailo Packaging 
uniquely prepared to take on 
a new mission set by the next 
generation of the family—Mark 
Sambrailo as President and 
CEO, Erik Sambrailo as Project 
Manager, and Kiersten Sambrailo 
Clontz as Account Executive. As 
for the mission at hand, these 
three third and fourth generation 
Sambrailos have taken up no 
small task: creating impactful 
solutions towards positive 
change.
 
“At Sambrailo, the legacy we 
leave behind is so important 
to us and is one of our driving 
forces. We take pride in 
listening to the customer or 
employee in order to find the 
right solutions to challenging 
situations—whether or not it is 
packaging related—and I truly 
believe that this pride comes 
from our continued generations 
of helping customers transform 
their businesses into successful 
enterprises,” Mark tells me. 
“We want to be pioneers 

California, since the company’s 
inception, Mark explains to me 
that Sambrailo Packaging has 
patrons that have been working 
with the family for over 75 years. 
Even some of the employees 
that have been working with 
these long-time customers have 
been with the company for more 
than three or four decades. And 
if you’ve spent time in the city 
of Watsonville, you probably 
already know that many of these 
longstanding connections are 
owed, in part, to the city’s deep, 
permeating culture of family and 
community.
 
Like many would-be residents 
of Watsonville, Charles Peter 
Sambrailo was born in the 
Konavle Valley of Croatia.  The 
Sambrailo family moved to 
Watsonville in 1911, when Charles 
was ten, joining the 20 percent 
of Pajaro Valley residents who 
immigrated from the Dubrovnik/
Konavle area, many of whom 
chose to grow apples. By 1923, 
Charles saw an opportunity in this 
“Apple Rush” and started Chas P. 
Sambrailo Paper Company.

Sambrailo Packaging’s old Walker St. shed, reading: “Chas. P. 
Sambrailo Wholesale Paper” shed. Sambrailo team, 1980

From left to right: Erik Sambrailo, Mark Sambrailo, and 
Kiersten Sambrailo Clontz at Sambrailo Packaging
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Seeing the rising need for paper 
liners in the wooden boxes that 
housed the thriving local apple 
and lettuce crops, Charles had 
the foresight to distribute these 
paper liners, as well as nail the 
wood shook boxes together and 
apply the end labels. The original 
wood barn that lends itself to 
Mark’s story of his father was 
actually an old apple packing 
shed at the end of Watsonville’s 
Walker Street, which was lined 
with many Croatian apple 
packing operations, making 
for a convenient and lucrative 
stroll in which he could sell his 
packaging to the owners of 
these businesses. 
 
“The legacy of our family has 
grown in conjunction with the 
Watsonville community,” Kiersten 
explains to me when I ask her 
what being in the city has meant 
for her family and the business. 
“A lot of immigrants came to 
Watsonville, which included 
the Sambrailo family, and many 
got into the apple growing 
business. Sambrailo was there to 
help with the packaging needs 
and to be a support system 
for adaptation and innovation 
for their customers. As the 
industry expanded into different 
commodities in the area, so 
did we. We have always been 
big on family and community, 
and it all comes back to the 
roots that were planted here by 
our ancestors and their strong 
community ties.”
 
As he continued to build his 
reputation and position as a 
powerhouse in the local produce 
industry, Charles Sr. and his 
wife, Henrietta, had two sons: 
Charles (Chuck) Jr., and William 
(Bill) King. Bill, who took on 
leadership of the company 
when his father passed away in 

1963, and his wife, Nancy, had 
three children: Mark, Judy, and 
Michael. This brings us to our 
story today. Mark and his wife 
Karen have three children: Erik, 
Kiersten, and Ty. And while Mark 
has implemented a policy in 
which his children may not join 
the company for at least five 
years after graduation in order 
to establish careers outside of 
the family business and produce 
industry, Kiersten and Erik 
have already become deeply 
embedded into the family 
business while the youngest, Ty, 
is playing in the NFL.
 
“I remember always coming to 
the office as a kid and sitting 
up in the big conference room 
with the wood paneling from the 
original shed,” Erik reminisces 
when I ask him to share an 
experience from his early days 
‘at the office.’ “Our secretary 
would set me up with paper and 
permanent markers, and all my 
scribbles would end up bleeding 
through the paper and onto 
our nice conference table. I just 
remember we both would be 
scrambling to try to get the pen 
marks off.” 
 
Now, as Project Manager, Erik 
still finds himself scribbling 
on that table on occasion, but 
now the topic of his work is 
more often than not focused on 
what innovations the company 
will be putting out next. Most 
recently, Sambrailo Packaging 
has introduced its ReadyCycle™ 
line of products—a sustainability-
minded, 100 percent recyclable 
packaging solution.
 
“The industry is ripe for 
change,” Erik says definitively. 
“We recognize a desire for 
sustainable options and 
increased transparency into 

Below top, from left to right: 
Erik Sambrailo, Mark Sambrailo, 
and Kiersten Sambrailo Clontz at 
Sambrailo Packaging. Below bottom: 
Tony Cadiente building Driscoll’s 
strawberry boxes
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what is going into our foods, and 
we are aligning our strategy to 
support these desires. Innovation 
has always been a part of our 
culture throughout the years, 
and we’re always striving to 
create a place where individuals 
can share their experiences, 
unique perspectives, and ideas 
to create innovative solutions.”
 
And if innovative resources 
for the produce industry are 
the mission, as Mark and 
Erik say they are, it’s clear 
that ReadyCycle fits the bill. 
ReadyCycle is one of the first 
packaging options that is 
truly 100 percent recyclable 
in existing recycle streams. 
Because even if your plastic 
packaging is recyclable, many 
of the existing options have 
paper labels applied with regular 
adhesives or ink that can pollute 
the recycling stream. Instead, 
ReadyCycle is manufactured 
with food-grade adhesives, 
printed with vegetable based 
inks, and constructed without 
wax, making it a packaging 
option that aligns with the ideals 
and standards of those that 
produce, sell, or buy organic 
produce—a continuously high-
demand category. This also 
makes any of the packages 
surfaces, inside and out, 
brandable, with quick print 
turnarounds making them ideal 
for seasonal messaging and 
promotions. The increased 
marketing real estate also allows 
for recipes and other nutritional 
information to be printed right 
on the pack.
 
“With ReadyCycle, and with 
all our projects at Sambrailo 
Packaging, we want to be 
remembered as a company of 
great loyal people who cared 
about each other, the customers, 

Above top: Charles Sambrailo with Driscoll’s Strawberry boxes. Middle: 
Sambrailo Packaging’s ReadyCycle™ packaging solutions. Bottom: Sambrailo 
strawberry boxes
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our community, and the 
environment,” Mark says.

And this family is no stranger 
to striving for new heights, 
literally—Kiersten is the shortest 
of the Sambrailo family at a 
staggering six feet tall.  
 
“It means everything,” Kiersten 
tells me when I ask her exactly 
what it means for her to work 
within her family’s living legacy. 
“I have been very lucky to grow 
up with an awesome family 
support system, and it has 
created an environment where 
family is very important to 
me in my adult life and within 
my career. Every person at 
Sambrailo Packaging is a part 
of our ‘family,’ and to be able 
to work together and strive 
to continue the legacy is very 
important and humbling.”
 
But does it ever get intimidating 
to know you have almost 100 
years of family excellence to 
live up to? 

 
“No, not really,” Kiersten smiles. 
“I would say it’s more motivating 
than anything. I love being 
emotionally invested for the 
right reasons, and wanting to do 
better for the ‘family’ and the 
community. It just takes a lot 
of hard work, dedication, and 
learning.”
 
Never a family to rest on their 
laurels, the Sambrailos are 
continuing to build a legacy off 
of just that—in Kiersten’s words, 
“lots and lots of learnin’.”

Left, from left to right: Kiersten 
Sambrailo Clontz, Mark 
Sambrailo, and Erik Sambrailo 
overlooking the Pajaro Valley. 
Below, Sambrailo Packaging 
headquarters.

58 / DEC 2017



The flavor profiles for both 
the baby bellas and the 
traditional white mushrooms 
bring room for differentiation 
in the recipe spread, with the 
deeper, earthier flavors of 
brown mushrooms and the 
milder-in-taste and easy-
to-blend white mushroom 
profile. So, if your business 
is looking for ways to market 
these delicious add-ons 
so consumers know just 
how far-reaching their 
influence on cuisine can 
be, look no further. Try 
showcasing recipes for 
stuffed mushrooms with 
the whole version. For 
customers looking for a 
turkey stuffing, a side dish, 
or an accompanying sauce, 
highlight the convenience of 
sliced mushrooms.

Larger packs are now 
reaching beyond the confines 
of the holiday season. With 
baby bellas seeing increased 
sales for the category 
and whites’ 
popularity 
at about 
70 percent 
of U.S. 
mushroom 
consumption, 
the trends 
for this 
category 
point to 20 
oz and 24 oz 
packs as a 
value play for 
retailers.

‘T
is the season for those 
frenzied shoppers 
wondering who—or  

what—to bring to those holiday 
festivities. With all the choices 
in mind and to help consumers 
with their busy prep work, To-
Jo Mushrooms has their backs 
with the perfect ingredient for 
any party or holiday gathering. 
Offered in sliced or whole 
options, To-Jo offers its 20 
oz and 24 oz club packs in 
both baby bella and white 
mushroom varieties. Instead 
of piling carts sky-high with 
smaller boxes awkwardly 
angled in jam-packed 
shopping carts, To-Jo came 
to the rescue with its robust 
club packs, giving customers a 
larger amount of its products 
specifically highlighted for this 
distinctly recipe-heavy time of 
year.

 The mushrooms are picked to 
perfection and then shipped 
to customers within 24 hours 
of harvesting. This process 
guarantees the mushrooms 
To-Jo customers receive are 
fresh with every delivery.  
To-Jo’s products are not only 
fresh, they are also harvested 
using environmentally 
conscious practices. Eco-
friendly customers can also 
rest assured that To-Jo’s 
mushroom products are 
sustainable because the 
company uses some of the 
best raw materials around, 
primarily sourced from 
recycled materials from other 
agricultural industries.

up
close

A closer look at To-Jo 
Mushrooms’ On-Trend 
Packaging  
by L ill ie  Apostolos

Spinach & Artichoke Stuffed Mushrooms
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urgers, tacos, meatballs, and 
lasagna are just some of my 
frequent menu choices. And 

as produce has gravitated more 
and more toward the center of the 
plate in recent years, some of my 
favorite dishes have been taking it 
up a healthy notch or two, thanks 
to the versatile mushroom and the 
coveted trend to blend. 

So, what is this new cooking 
method making waves in both 
retail and foodservice initiatives? 
Blending takes well-known dishes, 
like the iconic American classic—
the burger—and tweaks it by 
blending finely chopped, umami-
rich mushrooms into your choice 
of ground meat, whether it is beef, 
turkey, chicken, pork, or even tofu. 
This step adds an extra serving 
of vegetables, and enhances the 
flavor and health impact of the 
dish. Since mushrooms have a 
similar texture to meat and can 
take on the flavor properties of any 
ingredient, blending maximizes 
the eating experience without 
sacrificing what we love about our 
favorite dishes.

With Americans eating, on 
average, three burgers a week and 
roughly 50 billion a year, many 
are wondering if, sustainably, 
we can keep this up. One way of 
ensuring burgers can be enjoyed 
for generations to come is with this 
popular flavor trend. 

Despite their fungi classification, 
mushrooms have many of the 
nutritional attributes of produce, 

meat, beans, and grains; that is 
to say, they are incredibly healthy. 
Packed with antioxidants and 
vitamins, mushrooms are fat-free, 
cholesterol-free, and low in both 
calories and sodium.

One of the innovative programs 
taking this health-forward initiative 
to the next level is the Mushroom 
Council’s The Blend campaign, 
which highlights blending’s 
many opportunities and also 
brings resources to the retail and 
foodservice communities. Many 
others have taken on this vision as 
well, so keep your eyes peeled for 
new twists on The Blend. 

Blending is not only for the benefit 
of great flavor and healthier 
eating options, but also addresses 
challenges like food deserts and 
hunger. Since mushrooms bulk up 
the volume of any meat recipe and 
extend portion size, more mouths 
can be fed and meat consumption 
can be minimized without 
removing it from our diets entirely. 
This also replaces the brunt of the 
meat industry’s carbon footprint 
and pollution with mushrooms’ 
eco-friendly growing process.

Mushrooms are one of the most 
earth-friendly, renewable crops 
available, can grow in limited 

spaces—one million pounds per 
acre—and are ready to harvest in 
just a matter of days, conserving 
soil and netting high yields. 
Compared to the 660 gallons of 
water required to produce one 
hamburger, a pound of mushrooms 
only needs 1.8 gallons of water.

Of course, ground beef isn’t 
the only source of protein that 
mushrooms, or any vegetable, can 
be blended into, and burgers aren’t 
the only culinary classic blending 
can improve. Tacos, meatloaf, 
meatballs, casseroles, scrambled 
eggs, and sauces are other popular 
dishes that blending has taken 
over. Blend chopped mushrooms, 
carrots, sweet potatoes, peas, 
cauliflower, broccoli, or even 
apples with chicken, pork, veal, 
lamb, seafood, or tofu for equally 
delicious and hearty results.

I, for one, think there’s nothing 
better than a burger and fries, 
and blending not only revitalizes 
a classic American dish, but 
also ensures my grandchildren’s 
grandchildren can enjoy it, too. 

B
Blending

Flavor trend:

by Kayla Webb

Sources: James Beard Foundation, Blenditarian, Mushroom Council
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BURGERS,
TACOS, 
MEATLOAF, 
CASSEROLES, 
SCAMBLED EGGS, 
SOUPS, SAUCES,  
AND MORE—
 EVERYONE AT
THE TABLE CAN 
HAVE THEIR 
FAVORITE DISHES 
WHILE STILL 
ENJOYING  
THE HEALTHY 
BENEFITS OF 
MUSHROOMS.
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Available exclusively from Monterey Mushrooms, the #1 leader in fresh 
mushroms, Let’s Blend™ is the ideal addition to the fresh mushroom set. 
Our proprietary process locks in flavor and moisture in 3 ready-to-use 

varieties for a full menu of meal possibilities.



servings: 6-8

Steam the sweet potatoes according to instructions on the back of  
the bag. In the meantime, preheat oven to 350°F. Place two slices 
of  bacon on a baking sheet, and bake until just before golden 
brown, or about 10 -15 minutes.

Pull out bacon, sprinkle with brown sugar, and continue baking for 
another 5 -10 minutes until the sugar is caramelized. Remove from oven 
and let bacon cool. Dice caramelized bacon and leave to the side.

In a small sauté pan, simmer heavy whipping cream for 10 -15 
minutes stirring constantly to ensure it does not burn.

When the sweet potatoes are done steaming, place on a baking 
sheet and smash with a fork. Place a slice of  butter on top and 
sprinkle with garlic salt and pepper to taste. Bake for 10 minutes.

Once the cream has simmered, whisk in gouda cheese, a dash of  
nutmeg, and salt and pepper to taste. Let simmer for another 5 -10 
minutes or until it’s thick enough to coat the back of  a spoon and 
heated thoroughly. Set aside.

Remove sweet potatoes from oven. Top with cheese sauce, and 
garnish with green onions and caramelized bacon. Serve and enjoy!

1

2

3

4

5

6

Market Fresh ProduceTM

 Sweet Potato Steamers

LOADED SMASHED SWEET POTATOES

1 bag Market Fresh Sweet Potato Steamers
8 oz heavy whipping cream
3 oz smoked gouda cheese, shredded
3 tbsp butter (cut in equal slices, enough for 
each sweet potato)
1 green onion, diced
2 slices of  bacon, raw
1 tbsp brown sugar
Dash of  nutmeg
Salt and pepper, to taste
Garlic salt

Great as appetizers or side dishes this Holiday Season! 
Find more great recipes at www.marketfreshproduce.net/recipes.

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Sometimes, looks 
do mean everything... 

PACKAGING CONCEPTS 

THAT DID IT 

RIGHT
by LILLIE APOSTOLOS

WINDSET FARMS® 
Concertino® 
Mini Grape 
Tomatoes

William Shakespeare once said, 
“And though she be but little, she 
is fierce.” While he might not 
have been talking about produce, 
his words speak true to these tiny, 
flavorful grape tomatoes. These 
little bite-sized tomatoes are one 
of  the easiest additions to any 
meal, with packaging that provides 
a clean, fashionable window to 
let the produce speak for itself. 
Their exceptional sweetness is full 
and dynamic, making them an 
irresistible and addictive snack for 
all ages. The easiest way to enjoy 
these nutrient-rich powerhouse 
snacks is to just grab-n-go. 

51

Check out what packaging concepts and products 
we believe pop on the shelf  and can help drive 

traffic through the produce department.
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COLIMAN  

Jicama Tortillas

What’s black, and white, and green 
all over? The sleek packaging for this 
amazing option for every customer. 
It adds variety to all diets, specifically 
for those looking for gluten-free, low-
carb, vegan, and sugar-free versions 
of  the go-to Taco Tuesday necessity. 
As it taps into a sector of  the market 
looking to go beyond familiar corn 
and flour types, jicama is a modern 
type of  tortilla for the modern 
customer looking for healthier meals. 
Fitting in the refrigerated section, 
these tortillas will stand out amongst 
the fresh packaging; and the “Scan 
Me” QR code that sits on top 
screams, “Take me home and get to 
know me.” 

NATURIPE®

Avocados

The best thing about this frequent 
recipe must-have is that it is grown 
by family-owned farms throughout 
Mexico, Peru, and Chile. They are 
also available year-round, due to 
the vast range of  farm production, 
so you’ll never be out of  luck when 

4

3

customers come asking for their 
avocados. The far-reaching farms’ 
commitment to sustainability is 
only matched by their dedication to 
food safety initiatives. Conveniently 
packaged in black and white 
decorated boxes to denote whether 
they are organic or conventional, 
this staple ingredient for every 
kitchen is an easy bulk sell when it 
is offered in Naturipe’s three box 
sizes—because you can never have 
enough avocados! 

RED SUN FARMS 

Scarlet 
Pearl Grape 
Tomatoes 

As a powerful marketing concept, 
Red Sun Farms’ new seasonal 
packaging is a fun and festive 
way to celebrate the holidays. 
Showcasing their flavorful 
Scarlet Pearl grape tomatoes, 
these packages add a creative 
touch to the consumer’s holiday 
spread. The fun and jovial holly 
encircling the top of  the Top Seal 
container taps into everyone’s 
holiday spirits and will attract 
customers to taste the sweet 
and flavorful variety. These 
little ones are a treat that can be 
enjoyed on-the-go, included in 
appetizers, sides, and sauces, and 
even as the main event in recipes 
far and wide. Offering such 
versatility, these Scarlet Pearl 
grape tomatoes are an irresistible 
grocery store pick-up as we move 
through the remainder of  2017.

5
CMI ORCHARDS

Smitten™  
Apples

Cozy sweater weather is only made 
better when paired with a bite into 
a refreshing apple for me. With 
demands at an all-time high, this 
crunchy variety has an incredible 
balance of  flavor and tastes every 
bit as sweet as it is tangy. Smitten is 
curated by combining two English 
varieties, Fiesta and Falstaff, with 
the well-known Royal Gala and 
Braeburn, taking the best aspects 
of  each and creating a fan favorite. 
The new variety is jam-packed 
with flavor and juice, packaged 
in a sharp and dynamic stand-up 
pouch bag, making it an easy sell 
for consumers looking to amp up 
their apple recipes. An even better 
apple crumble? Yes, please!

2
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servings: 2

Season raw chicken with salt and pepper.

Over medium heat, lightly grease pan and add seasoned chicken. 
Grill until chicken reaches an internal temperature of  165°F 
(75°C). Dice and set aside.

Over medium heat, add Marzanito™ Mini San Marzano 
tomatoes and Aurora Bites™ mini sweet peppers, adding more oil 
if  necessary. Grill for 3-5 minutes or until soft. Set aside.

In a large mixing bowl, add spiralized Long English cucumbers, 
pesto, salt, and pepper. Mix well.

Combine all ingredients into a serving dish and mix well. Add 
freshly grated parmesan cheese as desired, and serve.

1

3

5

2

4

Pure Flavor® Long 
English Cucumbers

CUCUMBER NOODLE SALAD

2 medium Pure Flavor® Long English 
cucumbers, spiralized
½ pint Pure Flavor® Marzanito™ Mini San 
Marzano tomatoes, halved
4 oz Pure Flavor® Aurora Bites™ mini sweet 
peppers, sliced
2 boneless, skinless chicken breasts, pounded 
evenly
3 tbsp pesto sauce
Avocado oil, as needed
Sea salt & fresh ground black pepper,  
as desired
Freshly grated Parmesan cheese, as desired

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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servings: 4

Assemble four salads by layering spinach, sliced strawberries, and 
cheese. Top with nuts.

Prepare Strawberry Balsamic Dressing; drizzle dressing over all four 
salads (see below).

Optional: Add different varieties of  nuts to enhance the taste profiles 
of  the strawberries. Add a chicken breast or grilled salmon for more 
protein.

s t r aw b e r ry ba l s a m i c d r e s s i n g

Combine ingredients in a blender and purée until smooth.

Refrigerate after use and keep for up to one week.

1

1

2

3

2

DelFrescoPure®’s
YES!Berries Your 
Everyday Snack!™ 

Strawberries

STRAWBERRY SPINACH SALAD

1 cup DelFrescoPure® Yes!Berries Your 
Everyday Snack!™ Strawberries, sliced  
and rinsed
4 cups fresh baby spinach
½  cup feta or goat cheese cut into small 
cubes 
½ cup toasted pecans
½ cup strawberry balsamic dressing

s t r aw b e r ry ba l s a m i c d r e s s i n g

2 cups YES!Berries Your Everyday Snack! 
Strawberries 
2 tbsp balsamic vinegar
2 tbsp honey
1 tbsp lemon juice
1 clove garlic
¼ tsp Dijon mustard

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Since antiquity, dates have been prized for their sugary sweetness and soft, 
fleshy bite. The fruit of the date palm had been a staple food in the Middle 
East and Indus Valley for thousands of years before Spanish traders brought 
them to the Americas in the 18th century. In recent years, the date category 
has grown precipitously as increasingly health-conscious consumers become 
aware of the nutritional benefits of the product. This rich and versatile fruit 
has a pleasant complexity and is just as at home in baked confections as with 

bacon and goat cheese. Find out more in this feature...
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Source: IRI Multi-Outlet, 52 weeks ending Sept 10, 2017 vs. year ago 
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Source: IRI Multi-Outlet, 52 weeks ending Sept 10, 2017 vs. year ago 
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A Blossom  ing Brand
RED BLOSSOM
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A Blossom  ing Brand
By  MELISSA DE LEON

From left to right: CEO & Co-
Owner, Craig Casca, and President 
& Co-Owner, David Lawrence
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tewardship of  a produce company is 
made greater by a strong partnership. 
Craig Casca found that partnership in 
David Lawrence when the two decided 
to team up and build their individual 
companies into the full-fledged berry 
operation Red Blossom has become.

“When David and I first got together, we were both sellers,” 
Craig recalls when I ask him about those first days. He 
initially crossed paths with David in 2005 when he began 
selling product to him through his first business, ASG 
Produce.

“I came to California in 1985, and I started ASG Produce in 
May of  1990,” Craig shares. While he was selling to David 
at the time, the two retained their separate businesses. It 
wasn’t until the retail market began to consolidate that the 
idea of  a joint venture was born.

“Kroger bought Ralph’s, Safeway bought Vons and began 
streamlining, and the number of  customers were decreasing. 
As a result, we combined our two operations in 2008 to 
address the rising competition amongst produce suppliers,” 
Craig tells me. But, like anything, a few things had to be 
re-evaluated. “When we started structuring, we realized 
someone had to take on production. David, amazingly, 
decided to expand on all he knows and relearn everything 
from the production side of  things—so he totally gets credit 
for switching direction mid-stream.”

On the other side, David tells me, “Prior to our partnership, 
I asked myself  who I thought was the best salesperson in 
the industry, and Craig was the obvious choice. I called 
him several times, but he was never interested. I was about 
to give up calling, but I figured I would give it one more 
try and, surprisingly, he agreed to meet me in Ventura. 
After a three-hour meeting, we knew we were meant to be 
partners—the rest is history.”

Everything was rebuilt from the ground up: growing, 
packaging, marketing, and financing.
 

“I would never have agreed to tackle the production side 
of  the business if  I didn’t have complete trust in Craig’s 
ability to handle the sales and marketing side,” David recalls 
of  the shift. “I am just glad Craig was patient enough in 
the beginning to let us work the kinks out of  the farming 
operations. Even after all these years, I can honestly say the 
strength of  our company is still sales and marketing!”

While David was farming from the ground up, Craig 
marketed, but it takes more than two to grow an operation 
of  Irvine and Oxnard berries into an international operation 
that spans more than 1,000 acres of  premium strawberries 
currently grown in California.

“Originally we were just a marketing company representing 
several small- to medium-sized growers throughout 

California, but in 2008 we had some issues with seven growers 
in Santa Maria, and overnight we became our own growers,” 
David says. “Obviously, it wasn’t easy and we definitely didn’t 
do much of  anything right the first couple years. But, we 
made it through those difficult times and I feel we have a 
strong team in place to handle our farming operations. We 
have the infrastructure and the personnel necessary to ensure 
we have the best opportunity for success, and we have several 
hard-working employees running our farming operations 
under the leadership of  our District Manager, Adrian 
Velasco.”

To take such massive strides in broadening the company’s 
berry volume, I, myself, expected a team with staffing 
numbers to match. It’s here where Craig stops me to say that 
quality leap-frogs quantity.

“David and I are very lucky—everyone that works in this 
company does such an excellent job that we are able to 
operate with a minimal sales force,” he shares. “Besides 
myself, Rachelle Dietz and Brandon Canterbury sell all 
the packages and work all the freight out of  our respective 
growing districts.”

Rachelle has been in the business her whole life, mostly on 
the buy-side, Craig explains. “She was a buyer at Safeway 
for fourteen years. Her knowledge and experience regarding 
retail has been a needed and welcome addition to our team. 
Her expertise helps us understand the retailer’s needs and 
anticipate future changes that continue to happen. Brandon is 
new to our business, but I have known him his whole life. He 
has learned the “Red Blossom” way of  grower and customer 
service, and his work ethic is second to none. Because of  his 
diligence regarding our delivered sales to our customers, we 
continue to exceed our customer’s expectations.”

I can count on two hands the team that keeps the wheels of  
Red Blossom turning over the vast acreage it manages and the 
customers the company serves.
 
Back at its home base, Joanne Soto works out of  the 
company’s Camarillo office, and Craig says she is the most 

S
“We have the 

infrastructure and the 
personnel necessary to 
ensure we have the best 

opportunity for success...”
–David Lawrence, President & Co-Owner 
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loyal of  employees. “Joanne comes in at 
5:30 AM and stays until 1 o’clock, taking 
care of  anything that needs attention 
from the previous day or for that 
morning. She has been with me since 
1993 or ’94, and I am lucky to have her.”
 
To support Joanne is Delia Galvan, 
who works from 1:00 PM until work is 
complete around 10 or 11:00 PM.
 

“It is because of  the excellent job Delia 
does that I can sleep some nights,” Craig 
laughs. “She is constantly ensuring that 
all coolers and customers are posted 
throughout the night on truck ETAs 
and potential no shows so we ship fresh 
product on a daily basis.”
 
Craig continues, “Most of  our key 
employees, like Michelle Huber and 

and I are very lucky to be associated 
with such great people.”

Together, this crew ensures that Red 
Blossom has a seamless supply for 
customers throughout the U.S. and 
Canada.

“We are all very busy, but we have a 
very good system for taking care of  
customers,” Craig shares with me as  
I try to comprehend how the team 
manages such a vast playing field. 

“The entire team is really good at what 
we do, and because of  that no stone 
goes unturned. This ensures we take 
excellent care of  our customers.”

Likewise, David and Craig are both 
careful to grow at a pace that matches 
what the company can handle. While 
it may seem like the odds would be 
stacked against them, they have never 
bitten off more than they knew Red 
Blossom could chew.

Alisha Young in accounting, have 
been with Red Blossom for over 
twenty years. We succeed because we 
know we can depend on everyone in 
the company to go above and beyond 
normal expectations.”

Completing the circle of  Red Blossom 
caretakers is Michelle Deleissegues, 
the company’s Marketing Director.

“Michelle knows everything because 
she has worked in sales and is familiar 
with farming. And, like David and 
myself, she has been in the produce 
business her whole life,” Craig sums 
up. “She has done an amazing job 
marketing our program, and we could 
not be happier with her efforts. David 

red blossom packaging 
and cartons of  fresh 
strawberries, ready for 
consumption

“The entire team is really good at 
what we do, and because of  that no 

stone goes unturned. This ensures we 
take excellent care of  our customers.”

–Craig Casca, CEO & Co-Owner
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“If  you try to go too fast it’s not good for the 
overall company. As a result, we are always 
looking for the opportunity to grow while still 
managing to maintain control. Everyone we work with 
knows what is expected—I don’t ask anyone to do 
anything I wouldn’t do. We are very lucky to have such 
a great group of  people who work at Red Blossom, and 
that is what makes us great,” Craig says. “Our main 
mantra is to do everything possible to make sure growers 
are posted on markets 100 percent of  the time; to ensure 
their product is moving in a timely manner, and make 
them aware of  the current market situation to enable 
them to make smart decisions in the field. And our main 
goal is to ensure our customer service level is exceeded 
by no one in the industry.”

Crazy, or brilliant? You wouldn’t be the first to ask.

“As an entity, there’s only so much you can do to 
maintain control—some would say we’re nuts for 
our approach, but everyone in our company knows 
what’s going on at all times. And that is what ensures 
our excellent level of  service to our growers and our 
customers on a daily basis,” Craig comments.

For those who doubt, let the numbers speak for 
themselves.

In less than ten years, Red Blossom has expanded 
its reach outside of  California and partnered up 
with growers in Florida and Mexico. 300 acres have 
ballooned into over 7,500, which includes strawberries, 
blackberries, and blueberries. Mainland Farms, based 

in Zamora, Mexico, has been the most 
effective partner for Red Blossom’s growth 
over the past five years. Alejandro Sahagun 

and Jesus Valdes are the owners of  Mainland Farms and, 
together with Red Blossom, currently sell 4.5 million 
trays of  strawberries, 4 million trays of  blackberries, and 
a million trays of  blueberries grown in Mexico.

David tells me, “We have strategically positioned 
ourselves very well over the past few years, and we 
don’t have any aspirations to be the biggest strawberry 
company out there anymore. We just want to be the 
best company we can possibly be year in and year out. 
If  growth opportunities arise that make sense we will 
definitely take advantage of  them, but we don’t feel 
like we have to chase new business or look for new 
growers anymore. We have established a solid reputation 
since the early days when we only had five growers in 
the Santa Maria region, and as a result, we now have 
growers reaching out to us to sell their berries...and we 
still have the original five growers we started with many 
years ago.”

“This year, we sold 500,000 blueberry trays. This 
upcoming season we expect to exceed 1 million, and 
next year we are looking to get to 2 million so that we 
can start to take care of  our customers’ needs on blues 
at the same time we take care of  their needs on straws 
and blackberries,” Craig explains.

With their team by their side and a can-do attitude 
against any challenge Mother Nature might dish out, 
this produce establishment seems destined for greatness.

red blossom strawberry 
bins for shipping
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www.littlebearproduce.com   |    956.360.0040

Chasing the                  to provide 
a consistent supply of the 
mildest onion in the world!

sun

Guaranteed 

mild!

no more tears!

guaranteed mild

ENJOY RAW OR GRILLED

great source of 
vitamin c, fiber, 
and potassium

great in salads
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Jessica’s Picks
PMA FRESH SUMMIT 2017

North Shore Living™ New Look | North 
Shore Living products have undergone 
what the company is calling “a spiritual 
cleansing,” and I must say, my spirit 
feels pretty great when I glance at the 
company's refreshed look. Simple, Honest, 
Clean, Trustworthy, and Authentic were all 
words that North Shore had in mind when 
designing this packaging, and it definitely 
shows. I'm always a big fan of negative 
space in branding, and looking at the new 
packaging, the clean white space brings a 
feeling of calm and relaxation over anyone 
who views it.

1

Chelan Fresh Cup O' Cherries | This year’s 
cherry season reminded me that when it 
comes to the decadent fruit, my eyes are 
often a lot bigger than my stomach, and 
I doubt I’m alone. Every year that cherry 
craving comes back, I buy a giant bag, but 
inevitably find myself throwing or giving 
away the majority. That’s why when I saw 
Cup O’ Cherries at the show, I latched on. 
With Chelan Fresh’s product, eating cherries 
on-the-go is easy; you don’t have to buy 
an entire bag of fruit, AND it even has a 
receptacle where you can put the cherry pit. 
Talk about a well-thought-out product!

2

Highline Mushrooms Organic Mushroom 
Medleys | In my mind, there are few 
savory dishes that can’t be given an 
extra punch of flavor and a boost in 
heartiness by adding a few mushrooms. 
The only problem—sometimes when I 
get in front of a mushroom display, I am 
overwhelmed with CHOICES. To simplify 
that strife is Highline Mushrooms’ new 
Mushroom Medleys. Pre-packaged blends 
of mushrooms catered to give the perfect 
flavors for specific meal occasions, 
Highline has developed medleys for 
Sizzling Stir Frys, Steakhouse Style treats, 
and Pasta Perfect meals. And with each 
coming in an easy, grab-able 6 oz pouch, 
my choice is more simple than ever.

3
Love Beets Honey + Vinegar Diced 
Golden Beets | Talk about yum! I love 
the earthy flavor and vibrant colors 
beets can bring to any dish, and this 
new offering of golden beets is no 
exception. They come pre-diced for 
easy use in anything from burgers 
and salads to just eating them 
straight! You may have heard the 
phrase “nature’s candy” in reference 
to beets, but the light, natural honey 
flavor and splash of vinegar awaken 
an array of delicious flavors that 
beets can offer. Skip dessert, pop 
a few of these in your mouth, and 
you’re golden.

4
Concord Foods Fresh Success Line |  
A running theme in my Picks from 
the show floor seems to come down 
to the fact that I’m a lazy food-
prepper! The easier the better, I 
don’t have time to develop the same 
flavors that you would find a chef 
making in a restaurant—at least 
I thought I didn’t. With Concord 
Foods' new Fresh Success line of 
seasonings and smoothie mixes, 
it’s easy to create flavorful, healthy 
food with something as simple as a 
packet. And if I’m one packet away 
from a tasty, nutrient-rich treat, that 
sounds like a win to me.

5

We all survived another PMA Fresh Summit in New 
Orleans! While it was my first time in the Louisiana 
cultural hub, the foodie-rich metropolis and the 

always-friendly vibes assured it won’t be my last. Memories of 
meals shared and conversations had are still dancing around my 
mind, but a few sights from the Fresh Summit floor have carved 
out their own spot in my experience as well. Get a look at a few 
of my favorites here.

5

JESSICA DONNEL, REPORTER
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Lightly coat whole fish with extra virgin olive oil. Add a liberal 
coating of  salt and pepper. Grill each side for three minutes on a 
very hot charbroiler. Remove fish to baking sheet. Finish in oven at 
400° F for 7 minutes or until preferred cooking temperature.

Heat large (14") sauté pan over med/low flame. Add 1 tbsp extra 
virgin olive oil. Add whole garlic and shallots. Sauté on each 
side until caramelized. Turn heat to high, add Sunripe Grape 
Tomatoes, and allow to blister. Deglaze with white wine and allow 
to reduce by half. 

Squeeze Meyer lemon into pan. Add zest from lemon to pan and 
reserve 1 tsp zest for garnish. Add chicken stock, simmer for 3-4 
minutes. Season with salt and pepper and 4 tbsp of  whole parsley 
leaves. Reserve sauce for plating.

Lightly coat cauliflower in extra virgin olive oil, salt, and pepper. 
Place florettes directly on grill and char for 2-3 minutes.

Optional: For fragrance, grill fresh rosemary and thyme. Use 
remainder of  flat leaf  parsley for plate garnish.

1
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Sunripe™

Grape Tomatoes

WHOLE BRANZINO ENTRÉE

2 pints Sunripe Grape Tomatoes
1 whole cleaned, scaled branzino
(approx. 1.25 lbs)
½ lb peeled shallots, whole
1 small head yellow cauliflower
10 cloves peeled garlic
1 cup white cooking wine
1 cup chicken stock
2 tbsp extra virgin olive oil
1 bunch Italian flat leaf  parsley
1 Meyer lemon
4 sprigs rosemary
1 cup fresh thyme
Salt and pepper to taste

servings: 2

Recipe Courtesy of  Nathaniel Neubauer, Executive Chef, 
Contemporary Catering in Los Angeles, California. Please visit 
www.contemporarycatering.com for more information and to learn more 
about Sunripe Certified Brands, please visit www.sunripecertified.com.

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Y
ear-round citrus is both a boon 
to produce department sales 
and a great way to brighten 

and energize the retail spread. With 
the holidays upon us and the New 
Year right around the corner, Lone 
Star Citrus is bringing a splash of 
color and a burst of flavor to fresh 
produce with its Winter Sweetz™ 
Texas red grapefruit. This year, 
Winter Sweetz is being featured in 
the company’s popular 5 lb bag and 
the new Holiday Gift Box showcased 
in a half-carton packing style.
 
So, what is it about Winter Sweetz 
that has retailers buzzing? If you ask 
the team at Lone Star Citrus, they will 
tell you that the Rio Grande Valley’s 

temperate climate and rich soil 
create a uniquely sweet flavor that 
consumers love in the winter months 
and can enjoy into the spring.
 
Now entering its third season of 
Winter Sweetz, this brand was 
developed over several months of 
consumer research and designed 
to reinvent the way consumers 
think about grapefruit. In order to 
further educate both the produce 
department and the consumer, Lone 
Star Citrus has developed recipes 
and how-to videos to show just how 
easy “segmenting” the grapefruit 
can be—taking the hassle out of the 
prepping guesswork that can deter 
that curious, first-time shopper.

With a high-graphic Winter 
Sweetz design, this concept and 
aesthetic was created to catch 
the consumer on-the-go, promote 
impulse purchases, and provide an 
eye-catching option for gifts, get-
togethers, and holiday functions.
 
Lone Star Citrus ships its house 
brand from October through April, 
and ships Winter Sweetz during 
peak sweetness from November to 
early-March. With an exciting year 
ahead, Lone Star Citrus is helping 
retailers take advantage of every 
delicious minute of the season.

up
close

A Closer Look at Lone Star 
Citrus Winter Sweetz™
by jordan okumura
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ROBERT SCHAULIS, REPORTER
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Robert’s Picks

Braga Fresh Josie’s Organics Organic 
Power Mix | With an on-trend blend of 
organic veggies, the latest offering from 
the Josie’s Organics line has everything 
a busy shopper like myself needs to 
skip the prep and get straight to the 
fun part of nourishment—the eating! 
Featuring green cabbage, julienne-cut 
broccoli stalk, green kale, and julienne-
cut rainbow carrots in a high-graphic 10 
oz bag, Power Mix is a great way to add 
color to consumers’ plates and retailers’ 
produce displays.

1

SUNSET® and Semillas Fitó, S.A. 
Monterosa Tomatoes | When I first 
got a look at the Monterosa, I almost 
gasped. I had to take a moment. 
These intensely-pink, ideally-striated 
tomatoes looked like something out of 
a storybook. Coming to North America 
for the first time through Mastronardi 
Produce’s latest strategic partnership 
and boasting a sweet taste, soft meat, 
and fine skin, Monterosa has all the 
attributes to turn shoppers’ heads and 
encourage consumers to fall in love  
with tomatoes—again.

3

2 Pete’s Living Greens Endive and 
Escarole Living Strips | You would 
be hard-pressed to find a person that 
relishes endive and escarole as much as 
I do. Whether used raw to brighten up 
a salad, braised to a gentle sweetness, 
or simmering in a soup, these leafy 
greens speak to me. And with the latest 
additions to Pete’s Living Greens’ Living 
Strips line, perfectly displayed in the 
company’s innovative Home Harvest 
Pack™, we chicory lovers get a great 
look at the product and a chance to 
pick up the freshest greens possible. 
Kudos Pete! Tackle fennel next, please!

Domex Superfresh Growers® 
Organic 2 lb Pouch Bags | Bringing 
bright graphics and convenience 
to the burgeoning organic apple 
category, the Superfresh team’s 
self-merchandising pouch bags 
are easy to buy, and I am a sucker 
for that. To me, these portable, 
resealable, recyclable bags cry out, 
“pick me up, and you’ll have the 
appropriate amount of apples.” And 
I am a pushover for crying apples.

4SunFed® Almost Famous Roma 
Tomatoes | Adding convenience and 
brand appeal to the growing imperfect 
produce movement, SunFed’s Almost 
Famous line of value-added fruits and 
veggies is proving that these tomatoes 
are anything but ugly. With Pop Art-
inspired graphics and the same great 
flavor and texture as their Perfect 
Produce® cousins, these flavorful, fresh 
little guys are primed to celebrate the 
perfection in their imperfection.

5

My first PMA Fresh Summit is behind 
me, and it is a blur. From my first day 
as a bright-eyed junior reporter to my 

last—bleary-eyed and hunting for watermelon 
water—I was thoroughly impressed by the 
community, the events, and the veritable 
wellspring of innovative products; here are a 
few that stood out.

PMA FRESH SUMMIT 2017
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We know ‘em.
We grow ‘em.
We are the most diversified grower marketer, representing nine packing 
facilities across the state. Our own Fish Creek Orchards and over 70 
growers offer legacy favorites including McIntosh and Empire. Our 
newer New York varieties include Honeycrisp, SnapDragon®, 
RubyFrost®, Pink Lady® and KORU®.

In addition, by teaming with growers around the world, we bring you 
Honeycrisp and Ambrosia™ apples from Nova Scotia, and KORU® from 
New Zealand, enabling us to deliver the best apples all year long.

New York Apple Sales: more orchards. more varieties. one source.
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Melissa’s Picks

Zespri® Green Back To School Pack | 
The kiwifruit was an ideal breakfast 
when I let sleep get in the way of 
a well-rounded start to my day in 
junior high school and beyond. Now, 
kids can take their kiwis along for 
the ride in a safe pouch of Zespri’s 
Back-to-School Pack. With cute, kid-
friendly characters laughing on the 
cover, this is sure to make it off the 
shelf and into lunchboxes.

1

Monterey Mushrooms® Let’s Blend™ 
Line | It’s safe to say convenience is 
all the rage in produce retail, as is the 
ability to swap in some or most of 
traditional meats for a plant-based 
substitute. Monterey Mushrooms’ 
new line of finely-diced mushrooms 
not only brings the blending trend 
from restaurant plates to consumer 
kitchens, it spares fingers from the 
possible damage consumers might 
inflict attempting that “perfect chef’s 
cut.” If you didn’t get a chance to 
stop by on the floor, you might want 
to check the retail aisles ASAP.

3

2 Babé Farms CaliCabbage | As 
Babé Farms likes to say, “It’s time to 
enter the Cabb-Age!” and I am on 
board with this cone-shaped green. 
CaliCabbage gives a new lease on 
what otherwise might have just been 
another leafy green. Now, with an 
authentic single-pack that could easily 
stand out on the rack, this item can 
spur consumer imaginations of all 
the cabbage-wrapped possibilities 
they’ve been missing out on for lack 
of a cylindrical vehicle. I’ve seen 
consumers statistically continue 
to lean towards impulse buys and 
standout brands, and this snazzy 
tagline is sure to make its mark. 

Tasteful Selections Take & Shake |
We all love a good shake-up. 
In this case, a flavorful potato 
cup mix that you can shake to 
your heart’s desire. RPE’s most 
recent introduction, Black Pepper, 
Rosemary & Thyme, not only meets 
the consistent need for on-the-go 
packaging, but even caters to the 
gluten-free consumer. Oh, Take & 
Shake, the places you will go...

5

Pero Family Farms New Fresh-Cut 
Organic Side Dishes | From a firsthand 
perspective, I can’t say enough how 
much of a leg-up convenience can 
give. And this is coming from someone 
without children running around 
in the background of their dinner 
preparation. Amplify that by multiple 
mouths to feed, and every second truly 
counts. Offering both cauliflower and a 
vegetable medley, Pero Family Farms 
is one of the curve leaders to take this 
beyond the mushroom category.

4

It seemed like the entire industry unveiled their 
proudest work of the year for the latest PMA Fresh 
Summit. Between the New Orleans backdrop, 

the latest in trends, and an onslaught of innovative 
flavors, my senses were in heaven—it seemed 
impossible to choose what resonated most. Yet 
somehow, here are some that echoed once my feet 
landed back in California.

PMA FRESH SUMMIT 2017
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