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ello 2018! This 30th issue and the 
New Year mark milestones for our 
team, as AndNowUKnow looks to turn 
the ripe old age of  ten. Being the new 
kids on the block has been a wild ride, 
and we’ve taken pride in every corner 

we have turned. Kicking off the year’s issues is a host of  
exciting narratives from our friends across the industry, so 
sit back, and let’s tip a glass to 2018’s possibilities.

One of  those industry leaders always innovating in the 
headlines once again graces the pages of  this Snack 
magazine. With exclusive partnerships, new products, 
and expansion driving the growth of  this mega-model, 
we bring you SUNSET®, a company which consistently 
reinvents itself  and sets the bar in marketing and ingenuity. 
President Paul Mastronardi joins us to discuss the 
explosive growth of  the SUNSET program and how 
differentiation has always been key to invigorating 
the category.

2018 is teeming with a new generation 
entering the industry and getting its bearings, 
and in February, we bring you a tribute to 
one of  the greats. See what produce pros 
like Robert Gordon, Dan’l Mackey Almy, and 
Steve Barnard had to say of  Jay Pack’s legacy of  
advocating for young industry talent and how the 
Pack Family Foundation has elevated the opportunities of  
our fresh produce up-and-comers.

Also in this issue is former Loblaw exec Mike Mauti, 
Founder of  consulting company Execulytics. With a broad 
focus across the produce industry and the goal of  bridging 
the gap between the buyer and supplier, Mike joins us to 
discuss his progressive new program Retail 101 and the 
impact it can have on vendor and retail relationships.

As technology plays a bigger role in the supply chain, 
we bring you Matt Denninger, Director of  Customer 
Engagement for Trimble. Data is gold, and technology is 
the vehicle that will allow us to mine that asset. So, how 
is Trimble changing the way the supply chain brings their 
products from seed to market? Find out here.

Cultivating midwest retail innovation is Mike Roberts’ 
prerogative. As the new Director of  Produce Operations 
for Harps Foods, he is strategically positioning the 
company to launch into another era of  growth with a 
fresh-focus priority and an eye for consumer engagement 
and building new relationships. It’s an exciting time for 
Mike and the Harps team, which you can find here in the 
pages of  our 30th issue.

With Viva Fresh just around the corner, we bring you a 
preview of  what is to come from one of  the association’s 
most insightful panels yet. Industry legend Jay Pack along 

with Joel Montminy, Founder, President, and CEO of  
CREO | Montminy & Co.,and Ferrell Daste, President of  
Agriglobe Capital, join us to talk about this private equity 
mergers and acquisitions session. This event addresses 
how growing to the next level or creating a generational 
transition plan can be complicated, especially if  capital is 
an issue.

Bringing three generations even further into the family fold 
is what has allowed Braga Fresh to thrive over nearly a 
century. Celebrating a 90th anniversary milestone in 2018 
is no small feat. Rod Braga shares a lifetime of  evolution 
with us in this issue, as well as his firm and focused grasp on 
the promising road ahead. What does it take to align family 
dynamics with a successful enterprise? The Braga team 
shares the story.

“Organic” is no longer just a buzzword or trend. It is a 
movement. With the growing demand from retailers 

and consumers to bring more organic produce 
into the fold, Crosset Company’s Vice President, 
Tim Shepard, and Sales and Merchandising 
Manager, Bob Lummis, take a beat to share the 
company’s 2017 evolution, and what its game 
plan is as we ramp up for 2018.

Also in this issue are Greg, Brian, and Matt Vetter, 
Founders of  Tessemae’s. Want to know how a 

hypothetical breaking and entering felony played into 
the inspiration for this company’s inception? So did we. 
These brothers are a triple threat of  innovation, energy, 
and passion, and they are sharing their story with us this 
February.

And you know we love to bring you voices from around the 
industry. In this month’s edition, fresh produce enthusiasts 
and February contributors Dick Spezzano and The 
Produce Moms’ Lori Taylor share what matters to them 
and how the industry is ever-changing.

And there is so much more to discover in this issue, so 
please explore our stories and find those nuggets that 
matter to you. As our industry continues to grow in both 
diversity and opportunity, we hope you will continue to 
share your voices with us, and as always, your passion.

Cheers,

Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack

EDITOR’S LETTER
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Oldest, Middle, and Youngest 
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felony breaking-and-entering 
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for this rapidly-expanding 
company’s inception and 
where it’s headed. Greg, 
Brian, and Matt Vetter discuss 
looking back while moving 
forward… 
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of  Standard Fruit & Vegetable Co. Jay Pack, President of  Agriglobe 
Capital Ferrell Daste, and CREO | Montminy & Co. Founder Joel 
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There are a few things you may 
not know about this modern-day 
tomato sommelier. From music 
lover and DJ, to greenhouse-
grown produce innovator; 
expansion and innovation are 
always at play with this produce 
powerhouse, and CEO Paul 
Mastronardi holds the keys to his 
kingdom. In this issue, Paul looks 
back at unprecedented growth, 
the family and team that drive 
SUNSET, and a look ahead as we 
gain ground in 2018…

27
MY FAVORITE THINGS
CINDY JEWELL 
CALIFORNIA GIANT 
BERRY FARMS

After more than a decade 
growing the iconic Golden 
State berry brand—and over 
thirty years in strawberries—
this Vice President of  
Marketing is well known for 
building relationships and 
campaigns that celebrate 
sweetness. But what does she 
do away from berries? We 
ask: what are a few of  her 
favorite things?

CROSSET COMPANY
THE ORGANIC
HEAVY HITTERS

With a fresh focus and 
evolution that’s organic, this 
premier distributor has a 
vision based on heritage, 
sustainability, and passion. Join 
Vice President Tim Shepard 
and Sales and Merchandising 
Manager Bob Lummis to learn 
about this company’s game 
plan...

HARPS FOODS
WITHOUT COMPROMISE
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ServingS: 24 Boats

Wash, pat-dry, and cut mini cucumbers in half  lengthwise.

Remove mini cucumber seeds with a metal measuring spoon and 
place cucumbers onto a plate.

Sprinkle feta cheese and strawberries over mini cucumber boats.

Cover and set in refrigerator until ready.

Drizzle balsamic glaze before serving.

1
2

3
4
5

DelFrescoPure®’s 
Mini Crunchers 
Cucumbers™

MINI CUCUMBER STRAWBERRY BOATS

12 Mini Crunchers Cucumbers™
1 package YES!Berries Your
Everyday Snack!™, finely diced
¼ cup feta cheese, crumbled
1 tbsp balsamic glaze

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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What is Your Company Worth?
Viva Fresh Private
Equity Valuation Panel

H ow can you accurately assess 
the value of  a produce 
company generations in 
the making? Are there 

opportunities in private equity that could 
take your business to the next level? 
How can you forge mutually-beneficial 
partnerships that will grow the scope 
of  your operation? These are some of  
the questions that will be addressed in 
the 2018 Viva Fresh Produce Expo’s 
educational session on mergers and 
acquisitions and the business of  private 
equity.

This Spring, when produce professionals 
from throughout the United States and 
Mexico descend on San Antonio, Texas, 
to take part in the fourth annual Viva 
Fresh Expo, held April 5-7, participants 
will be able to take part in this panel 
discussion, learn more about the role 
of  private equity in produce, and gain 
insights from those with firsthand 
knowledge of  this important aspect of  
growing a business.

What are the potential benefits of  private 
equity investment, and how can produce 
companies best ascertain their options in 
this financial paradigm?

As an investment banker specializing 
in the food industry, with a number of  
sizeable and successful produce industry 
transactions to his credit—including 
the strategic partnership between Total 
Produce and Progressive Produce—
Panelist Joel Montminy, Founder, 
President, and CEO of  CREO | 
Montminy & Co., has answers.

“Private equity has long been attracted 
to the food industry—and produce in 
particular due to its attractive underlying 
demand and revenue predictability,” Joel 
explains to me. “At its simplest form, a 
private equity partner allows produce 
industry entrepreneurs to obtain the 
capital needed for their businesses to 
continue to evolve and prosper, and 
typically reconfigures equity ownership 
by cashing out current shareholders. 
These equity investments are usually 
paired with forms of  debt: senior, 
subordinated, and mezzanine capital. 
They also require post-closing continuing 
commitment by management, allowing 
the prior owners/managers to participate 
in future growth and upside when the 
business is sold down the line. A good 
private equity partner also brings board 

expertise and corporate hygiene to help 
enhance overall performance. So the 
most obvious benefits to the operator 
are capital to grow, partial liquidity 
and ongoing stake, leverage to drive 
equity returns in the next liquidity event, 
and experience in professionalizing 
companies.”

Despite an attractive upside, though, 
there are challenges associated with 
institutional investment, and enlisting 
the advisory services of  an investment 
banker like CREO | Montminy & 
Co. or Agriglobe Capital is a first and 
indispensable step in approaching private 
equity investment.

“Agriglobe Capital advises small and 
middle-market companies—often family 
businesses in the food and agriculture 
space—on finding a strategic capital 
partner or selling their business,” Panelist 
Ferrell Daste, President of  Agriglobe 
Capital, tells me, explaining that for many 
produce companies, though the idea of  
private equity investment is appealing, 
the demands of  the produce business 
are too demanding for companies to 
properly investigate their options. This 
is where Ferrell and Agriglobe Capital 

by Robert Schaulis
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can intercede, working with agricultural 
operations to assess their options and 
enter into the most beneficial possible 
transactions and partnerships. 

“Most companies and grower families are 
traditionally relationship-level businesses 
that are not fully prepared to present 
themselves to an institutional investor,” 
notes Ferrell. “A common theme I find 
is that most of  the smaller companies 
and families are so busy running their 
business day to day that they are unable 
to clearly define their goals and objectives. 
We help companies try to identify their 
key goals and then discreetly find a 
partner or buyer who is the right fit in 
terms of  size, culture, and timing.”

The third panelist for Viva Fresh’s private 
equity educational session is a familiar 
name in the produce world. As both an 
investor and the former Owner and CEO 

of  Standard Fruit & Vegetable Co., Jay 
Pack has been involved in both sides of  
the private equity equation and brings 
indispensable advice from the perspective 
of  a produce industry veteran.

“Having been an owner, operator, a 
direct investor, and a board member 
for a number of  companies involved 
in private equity, I think I have a solid 
understanding of  the private equity 
world from a produce perspective,” adds 
Jay. “After selling Standard in 2003, I 
became involved with several private 
equity firms and ultimately chose to work 
with a number of  private equity firms 
as a free agent, while simultaneously 
being involved in various projects as a 
direct investor. There are many factors 
to take into account when considering 
a private equity investment—growth 
rate, interest rates, strategic positioning 
and synergies, whether a company will 

require significant CAPEX or changes 
in management—and from an ag 
company’s perspective, finding the right 
cultural fight with a strategic partnership 
can be as important as capital 
considerations. There are a lot of  pieces 
to the puzzle.”

The private equity panel will be 
moderated by our own President and 
CEO Robert Lambert—who brings his 
own share of  experience in both the 
produce and financial industries. 

The 2018 Viva Fresh Produce Expo takes 
place April 5-7, at the JW Marriott Hill 
Country Resort & Spa in San Antonio, 
Texas. Educational sessions will take 
place April 6. Book your registration and 
accommodations today, and learn more 
about how you fit into the potentially 
lucrative puzzle of  private equity 
investment.

Robert Lambert is 
the President and CEO of  
Vantage Point Media, a 
business encompassing 
the produce trade news 
publications AndNowUKnow 
and The Snack Magazine, 
as well as the deli news 
publication Deli Market News. 
Robert’s company specializes in digital 
and print media solutions for the fresh produce 
industry, while creating artistic, innovative 
marketing and editorial content for buyers and 
suppliers in the food business.

Moderator,

Joel Montminy is 
the founder and CEO of  
CREO | Montminy & 
Co., a Los Angeles-based 
boutique investment bank. 
The firm has advised over 
100 companies in the food 
industry—including nearly two 
dozen in produce—going through 
some form of  corporate finance transaction, 
often with private equity partners.

Ferrell Daste has more 
than 30 years of  experience 
affecting transactions 
and interacting with 
the global institutional 
investor community. As 
the President of  Agriglobe 
Capital LLC, Ferrell provides 
marketing consulting services to 
the alternative asset community inclusive of  food 
and agricultural companies. Throughout his career, 
Ferrell has held senior roles in the industry—
including positions with Olam International, 
Deutsche Bank, and Goldman Sachs.

Jay Pack is the former 
Owner and CEO of  
Standard Fruit & Vegetable 
Co., Inc., a $400 million 
integrated repacker, 
logistics, and value-added 
produce company, with 
distribution in thirty-five states. 
The company was sold to Del Monte
 Fresh, a NYSE company, in January 2003. Subsequent 
to the sale of  the company, Jay and his wife Ruthie 
created the Pack Family Foundation, with a focus 
on education and the arts. He is an investor in—and 
currently serves on the Board of  Directors for—
Mission Produce, Country Fresh, and Coastal Sunbelt.

Meet the PanelistS
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Displayed in over 7,000 supermarkets each season:
Bulk, Lil Snappers®, Apple Lover Packs & Organic

TASTE THE TROPICS
YEAR-ROUND! 



onnections are everything, 
but quality connections are 
key. With the increasingly 
competitive landscape of  the 
fresh produce industry subject 

to the efficiency or inefficiency of  all of  its 
moving parts, one business is looking to provide 
expertise in the produce supply chain and 
independent grocery retail industries: Execulytics 
Consulting. 

Bringing more than 20 years of  experience with 
buyer and supplier relationships into the fold, 
Execulytics Founder Mike Mauti has introduced 
the new program Retail 101 to industry 
members as navigating the ever-challenging 
buyer-supplier dynamic continues to unfold. 
As a former Loblaw executive who has held 
several fresh food leadership roles, Mike has 
given the Execulytics program more than a firm 
foundation.

Mike took a moment to introduce me to his 
progressive program, where he brings that 
repertoire of  industry insights spanning much 
of  the supply chain to his process—from fresh 

produce procurement, category management, 
and leading perishable sectors that include deli 
and fresh foods operations, to implementing 
and executing merchandising and operational 
programs.

“I have a very full and well-rounded appreciation 
for all things in the grocery and retail 
world, and with a significant portion of  my 
professional career spent in produce, I look 
forward to continuing to elevate the quality of  
our industry’s relationships,” Mike shares with 
me. “Our Retail 101 one-day seminar provides 
an in-depth look into the life of  a produce 
buying office with the intentions of  improving 
the level of  collaboration between the supplier’s 
produce sales office and that of  the retailer, in 
order to become better suppliers.”

Retail 101’s full-day seminar is a deep dive into 
the other side of  the customer relationship for 
sellers: how the suppliers’ product is sold to the 
end-consumer and what retailers prioritize in 
bringing the product to the register. In the end, 
the goal is truly to bridge the gap between the 
supplier and the buyer.

EDITOR’S LETTER

Mike Mauti

Negotiating 
for Win-Win

by Jordan Okumura

C
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1

2

OBJECTIVES & BUYING TERMS

Every produce selling organization 
has different goals it wishes to 
accomplish. Understanding the 
goals of  your business partners is 
a smart way to build a winning 
rapport with them. This includes 
understanding the various buying 
situations and how best to navigate 
them as well as gaining a deep 
understanding of  the objectives and 
priorities of  a produce category 
manager or buyer—concerns that 
include sales, gross margins, market 
share, contract buying, promotional 
buying, spot buying, and customer 
satisfaction.

MERCHANDISING & OPERATIONS

 
You grow it; they sell it. Knowing 
exactly how retailers sell produce 
and conceptualize the product in 
store, is a great way to begin any 
journey of  understanding for a 
seller. A knowledge of  the 4 P’s 
of  Merchandising and the CCR 
basics of  produce operations is a 
great start.

3Check out  
Execulytics’ three-pronged approach 

implemented in the workshop
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3cREATING PARTNERSHIPS

Partnerships are forged when there 
is mutual satisfaction between the 
partners. And retailer satisfaction 
can be achieved only when a 
grower knows what is expected 
of  them. Learn what buttons to 
push in order to build that winning 
partnership. The seminar ends 
with the interactive Negotiating for 
Win/Win game that demonstrates 
the skills required to build a win/
win attitude in negotiations with 
retail partners.

“The nuances to each aspect of  the retail 
buying office and program provides 
insights into how sellers can approach a 
given opportunity or challenge,” Mike tells 
me. “Knowing how the buyer looks at, and 
perceives, a transaction or negotiation allows 
the seller to be more prepared going into 
those types of  interactions.”

Each seminar that Mike conducts wraps 
with an interesting educational, in-action 
type of  exercise previously mentioned in his 
three-pronged approach—a game he calls 
Negotiating for Win/Win. The group takes 
some of  the concepts that were learned 
throughout the afternoon and puts them into 
practice by essentially splitting participants 
into two to four teams where half  of  the 
group is the produce seller, and the other 
half  is the produce buyer.

“The groups are presented with a situation 
that, at the outset, may seem unworkable,” 

Mike smiles. “They then need to find 
those little nuggets that have been 
hidden inside the game in order to satisfy 
the needs of  both the buyer and the 
seller. Essentially, they are trying to find 
common ground and trying to create a 
win/win for both.”

I would personally love to be a fly on the 
wall during these mock-negotiations, and 
as Mike tells me, while they are part of  
the experience of  the seminar, they really 
break down a lot of  walls for those in the 
group. Imagine the game as the process of  
expanding your periphery when it comes 
to business negotiations.

Currently drawing suppliers in the 
United State and Canada, this vision and 
philosophy is something Mike hopes to 
expand into Mexico and even overseas as 
his business grows—after all, who doesn’t 
mind a little win-win at the end of  the day.
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J ust in time for the first pitch of America’s 
favorite sport, Duda Farm Fresh Foods’ 
campaign An All-American Snack is back 

by popular demand. Featured front-and-
center is Duda’s naturally-sweet, Dandy® 
celery. Available in four consumer-friendly 
package sizes—including convenient snack 
packs of 1.6 oz celery stick bundles, 8 oz small 
celery sticks, as well as the 1 lb and 1.25 lbs 
long celery sticks—Duda’s Dandy celery is a 
home run for sports fans and foodies alike. 

Dandy celery comes washed and ready-to-
eat, helping those at home skip the prep and 
get straight to grubbing, making it perfect for 
bringing to the ball park, enjoying couch-side, 
or packing for on-the-go munching.
 
The An All-American Snack campaign features 
classic baseball graphics on top-selling, fresh-
cut Dandy celery throughout the April to 
October ball season. Launched in an effort to 
engage with local communities nationwide, 
this campaign looks to rally regional support 
for the great game. Showcasing the health 
benefits of eating fresh fruits and vegetables, 
Duda also hopes to increase families’ 
awareness of the origins of their fresh 
produce.
 
Delicious and nutritious, Duda Farm Fresh 
Foods’ celery sticks will have major celery 
players sending in pinch hitters so they can 
keep snacking, and everyone singing “Take Me 
Out to the Ball Game” with refreshed gusto.

up
close

Duda Farm Fresh Foods
Celery Campaign
by Kayla Webb
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MENTORS IN THE MAKING

Brian Antle
By lillie apostolos

RIAN ANTLE IS one of 
those individuals who, 
before he even knew 
it, had the produce 

industry written in his stars. With 
both lines of parentage steeped 
in the produce industry, it was 
only a matter of time before Brian 
caught the bug, too. His story, 
though, unfolds in a unique way 
and highlights the work ethic and 
friendships Brian developed at a 
young age, which he has since 
grown to cherish. Now, as Brian 
steps into the President position of 
PlantTape USA, Tanimura & Antle’s 
automated transplanting system, 
he looks back to his beginnings as 
inspiration for his future.

Right out the gates Brian was 
exposed to, and relished in, 
opportunities to grow within 
the produce industry. He found 
fulfillment in his involvement with 
the business, but perhaps more 
importantly, he found a specific 
kind of happiness as he developed 
relationships with the employees 
who make everything work. It 
was his interactions with these 
individuals who established the 
business on a daily basis that 
pushed Brian’s eagerness  
to succeed.

Of the impactful people who 
mentored Brian and helped to 
shape his burgeoning career are 
Tanimura & Antle President and 
CEO Rick Antle, TopFlavor Farms 
Partner Tony Alameda, and Grower 
Shipper Association of Central 
California President and General 
Counsel Jim Bogart.

Like many kids curious about their 
parents’ daily happenings, Brian 
found enjoyment in his father’s 
business. More permanently 
establishing Brian’s pursuit in 
produce was his acute attention 

to the respect his dad, Rick Antle, 
earned. It was easy for him to 
see that if he wanted to make a 
similarly wide-reaching impact on 
the industry, he had some valuable 
lessons to learn from Rick; so, he 
followed his dad’s lead.  

“When I was 14 years old, I rode my 
bike to work in the dark to move 
sprinkler pipes. I didn’t understand 
the life lessons he was silently 
teaching me. As I came of age, my 
dad would slowly start to give me 
a peek behind the curtains when 
big deals were being put together 
or decisions had to be made,”  
Brian shares.  

Those were just some of the 
moments that allowed Brian to get 
a behind-the-scenes view of the 
complex deals and on-goings 
within the industry. With his 
dad’s guiding force, Brian’s 
childhood spent within 
the fields matured into 
a full-on understanding 
of the business, but 
his skills were further 
strengthened by his 
first real job working 
on a ranch—a job his 
uncle, Tony Alameda, 
gave him. To Brian’s 
benefit, Tony’s focus 
on integrity is only 
matched by his drive 
for perfection. Brian 
explains that Tony’s 
influence impacted the 
overarching theme of 
his career and his passion 
for, and resilience in, the 
business.

“He is not only a world-class grower, 
but also a perfectionist who 
doesn’t settle for something being 
done only 80 percent right. He 
gave me the freedom to screw up 
just enough so that I could learn 

a lesson from the challenge, and 
with his help, grow. I have always 
appreciated his patience in teaching 
me,” Brian jokingly explains.  

Once he grew acquainted with other 
folks working in the same circles, he 
became more confident in his ability 
to contribute. One of those industry 
members who helped him get to this 
point is Jim Bogart, who seemingly 
threw Brian to the wolves, he smiles 
and tells me, while simultaneously 
helping him understand the 
importance of upright reasoning and 
action in the industry.

Brian fondly remembers their 
interactions when Jim invited him to 
join the Board of Directors. Laughing, 
he admits to not knowing just what 
exactly he was signing up for: “His 
willingness to allow a 32-year-old 
kid onto the Grower-Shipper Board 
allowed me to see the problems of 
the whole industry and taught me 
how to work with the competition 
towards the greater good.”

B

Brian Antle
President, PlantTape USA
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‘The apple does not fall far from the tree.’ In the 
case of Brian Antle, the phrase could not ring 
more true. I speak from personal and extensive 
experience, having known, worked for, and 
represented both of Brian’s grandfathers, his 
dad, and two uncles! Brian has many of their best 
qualities. He’s passionate, hard-working, bright, 
creative, tenacious, generous, and a leader.  He has 
served with distinction on our Board of Directors 
and several of our standing policy committees, 
such as labor, water, food safety, and crop 
protection. The quality I admire most in Brian is 
that he never asks someone to do anything he 
is not willing to do himself. It’s easy to sit back 
and complain or criticize when the going gets 
tough and challenges seem insurmountable, but 
Brian always concludes any statement of concern 
with the question, ‘How can I help?’ He is always 
the first to personally pitch in and help. I cannot 
express how much I appreciate that characteristic 
in Brian. I’m honored to be his friend and someone 
he feels has been one of his influential mentors. I’m 
extremely proud of Brian, and expect even bigger 
and better things from him in the years to come.

And while initially feeling a little 
intimidated by the extremely 
experienced crowd within our industry, 
Brian found comfort and strength 
in the guidance Jim offers, lovingly 
referring to him as a friend that always 
offers truthful answers, regardless of 
the circumstance. 

Growing into a career that is both 
fulfilling and continuously invigorating 
is a lucky occurrence for most 
people; for a select few, however, it is 
ingrained in them from the start.

The mentors
Here is what they have to 

say about Brian Antle…

Jim Bogart
President & General Counsel, 

Grower-Shipper Association of 
Central California

Sponsored By

Brian has always shown a keen 
interest in produce—he had 
no choice, as both sides of his 
family were multi-generational 
Salinas Valley, California, produce 
companies. Like myself, Brian spent 
many days with me or my father, 
Bob, touring the farms and visiting 
the crews. When Tanimura & Antle 
shipped its first box of lettuce from 
Yuma, Arizona, when Brian was 
two, he was right there watching 
them pack it into his namesake 
box. He was so proud; I did not 
have the heart to tell him that 
was our second label. Later when 
Brian’s brother, Jeff, was born, they 
became the dynamic duo and 
seemed to always be ready for the 
adventure, and when they found 
where the keys were kept for the 
golf cart, their passion for racing 
began. I am not surprised that 
Brian has become a mentor for 
newcomers to our industry as well. 
He is an old soul, has learned from 
the ground-up, and already has so 
much wisdom to share.

Rick Antle
President and CEO,  
Tanimura & Antle

Brian is my wife’s nephew, whom I’ve had the 
pleasure of watching grow up since the day he 
was born. As newlyweds, my wife and I often 
babysat Brian and his younger brother, Jeff. 
Down the road, Brian was sent to me in search 
of a summer job. I had recently started my own 
operation, could use the help, and figured we’d 
learn together. While those long days checking 
fields and driving the water truck were not seen 
fondly at the time by a teen, they were pivotal 
moments for both Brian and myself. 20 years 
later, Brian’s infectious enthusiasm is remembered 
and appreciated by the Topflavor Farms team. 
The greatest gift I have been able to give my 
nephew is the invitation to get his hands dirty and 
supporting him to do so. I find myself grateful for 
the partnership built with the Tanimura & Antle 
families, proud of Brian’s successes, and the fact I 
was able to play a small role in who he is today.

Tony Alameda
Partner, TopFlavor Farms
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if it’s not broke, Should you

your mentality on the court could
help you land your dream job
By Rex Lawrence

break it?

’ve missed more than 9,000 shots in my 
career. I’ve lost almost 300 games. 26 
times, I’ve been trusted to take the game-
winning shot and missed. I’ve failed over and 

over and over again in my life. And that is why I 
succeed.”

I bet you can guess whom that quote is from. 
Now, if everyone can just learn how to be like 
Mike we may be able to see the struggle between 
successes and failures in a different light. For those 
of us who need to polish up their game a little, 
here are some thoughts for you to chew on.

As a tennis player, aka “weekend warrior,” I’m used 
to failing and forgetting. Tennis has helped me 
get better at failing and winning over the years. In 
tennis, you’re out there by yourself and solving 
problems on the fly—one point at a time. Tennis is 
a sport where you can actually end a game with 
more points won—and still lose the match.

Tennis is a lot like life, especially life in the 
produce business. Whether you’re farming, 
selling, or buying, “you’re only as good as your 
last load.” How many times have I heard that over 
the years? And like tennis, this business is riddled 
with failures and wins. Either way, you learn and 
move to the next point, order, game, load, set, 
season, match...or job.

I find myself quoting the famed tennis player 
turned commentator/tennis-philosopher—Martina 
Navratilova. “If you have a winning strategy, stick 
with it. If you have a losing strategy, then change 
it.”

It’s simple but sometimes hard to do.

At times, when we believe that things are going 
well, we feel the need to pivot and change things 
up. We hear it all the time, “If it’s not broken, then 
break it. Make it better! Improve it before your 
competitor does! Cannibalize yourself first.”

“I
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The list goes on, and in certain scenarios, all 
those quotes make sense. However, in tennis, and 
sometimes in life, you should stick with what is 
working and just keep on winning. I can’t tell you 
how many times that I have had to resist changing 
a winning strategy and then won the game. When 
that happens, I am almost always amazed that the 
other guy did not, and/or could not, do anything to 
change the momentum.

Conversely, I have been on the receiving end of 
the situation. I’m getting my tail kicked and refuse 
to change my game to adjust to my opponent’s 
winning ways. I’m losing, but, gosh darn it, I KEEP 
ON WITH THE SAME LOSING PLAY! 

A candidate and friend recently called me and 
was notably frustrated. He has been sending out 
his resume to select companies and getting some 
phone and face-to-face interviews, and still no 
win (new job) yet. He shared his frustration and 
the fact that he has all the credentials, experience, 
skills, and desire to get, and do, these jobs. 

My advice? If you have a winning strategy, stick 
with it. If you have a losing strategy, then change it. 
I admit it, I was happy to interject Martina’s quote 
into the conversation. But it’s so true.

To that end, we changed his resume and 
accentuated the attributes that were not obvious. 
This particular person’s professional experience 
clearly does demonstrate his sales experience, 
sales ability, and relationships. So, we came up 
with a new strategy: develop a page to accompany 
his resume that clearly demonstrates his sales 
experience, skill-set, and customer relationships. 
Also, we decided it was a great idea to speak with 

a couple people with whom he interviewed to 
receive some constructive criticism—look at it as 
an opportunity.

And you know what? If this doesn’t work, then 
he’ll adjust his strategy from there. 

I do hope that he has adopted the tennis player’s 
other gift of short-term memory. Win or lose, 
when the point is over, it’s over, and you move on 
to the next…and pick up some knowledge and 
experience at the same time. I know that seems 
tough, but what it really means is that you learn 
intellectually and let go emotionally. It can be 
done, and takes practice.

Sports and life are far over-weighted in failures. 
We simply need to learn that we can look bravely 
and wisely into the future, and yes...move on to 
that next “point.”

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. 
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ServingS: 4

Soak bulgur in cold water for 10 minutes. Meanwhile, melt butter and olive oil in 
a medium pot. Add the chopped shallots and cook over a low heat for 5 minutes to 
soften. Add the spices and stir to combine.

Drain the bulgur and add to the pot, stirring to coat all the grains with oil. Add 
the chicken stock and bring to a boil. Turn the heat down as low as possible, and 
cover the pot with aluminum foil and then the pot lid for a tight seal. Cook for 15 
minutes on low. 

When done, turn the heat off and fluff the pilaf  with a fork. Add the parsley and 
sliced almonds, and toss to combine.

To make the cumin and honey yogurt, mix together the Greek yogurt with 
ground cumin seeds and honey. Set aside until ready to serve.

Meanwhile, sprinkle the apricots with ground cumin and brown sugar and 
drizzle with olive oil. Season with salt and pepper. Grill for a few minutes on 
each side until partially caramelized and softened.

To cook the fish, heat a pan over high heat with a tablespoon of  olive oil. 
Season the fish with salt and pepper. Pan fry for a few minutes on each side 
until cooked through.

Serve the bulgur pilaf  with grilled apricots, pan-fried fish, and cumin yogurt.

1

2

3

4

5

6

7

New Zealand-Grown 
Central Otago Apricots 

from Giumarra

CUMIN-GRILLED APRICOTS WITH SPICED BULGUR PILAF AND PAN-FRIED FISH

g r i l l e d a p r i c ot S

8 New Zealand apricots, pitted and cut into 
quarters
1 tbsp olive oil
1 tbsp brown sugar
½ tsp ground cumin
Sea salt, to taste
Freshly-ground pepper, to taste

S p i c e d b u lg u r w h e at p i l a f 
1¼ cups whole grain bulgur wheat 
2 tbsp olive oil
1 tbsp butter
2 shallots, finely chopped
½ tsp ground allspice
½ tsp ground cinnamon
2 cups chicken stock
1 cup flat leaf  parsley, roughly chopped
½ cup sliced almonds, toasted
c u m i n & h o n e y yo g u rt

1 cup plain, full-fat Greek yogurt
1½ tsp cumin seeds, toasted and ground
1 tbsp honey
f i S h

1½ lbs white fish fillets (your choice of  tilapia, 
cod, bass, etc.)
1 tbsp olive oil
Sea salt, to taste
Freshly-ground pepper, to taste

For more delicious, healthy recipes,
visit www.naturespartner.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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CINDY JEWELL
Vice President of  Marketing, California Giant Berry Farms

MY FAVORITE THINGS

For many in our industry, it’s hard to think of  berries without thinking 
of  Cindy. She has spent more than 30 years becoming synonymous with 

strawberries—first with the California Strawberry Commission and then with 
California Giant—all while cultivating a passion for produce. But Cindy’s 

interests are as widespread as her knowledge of  berries is deep; here are some 
of  the things she enjoys as such...

4 Berries

1 Vacation with My 
Husband

7 Popcorn

5 Making Jam

2 Family

8 Gardening

6 Country Music

Napa, California3

9 Sunsets

My rule: I will give you a jar of  jam, 
and only give you another if  I get the 
empty jar back.

5
9

Living on the ocean, I get to 
witness some amazing ones. 

I feel so privileged.

2

1
We love to travel—from Spain, Italy, 
Morocco, Australia, and France to 
Hawaii, Tahiti, and the British 
Virgin Islands.

8
Old school, popped in the 
pot with just a sprinkle 
of  salt. Love it.

I have eight grandkids that I 
absolutely adore. 3 Happily, we have more wine than 

we have room for at home.

I have succulents that are so huge 
I have to cut them back and give 

clippings away.

4

“

“
“

”

”
”

6

I’d love to be a country music star in 
another life. I sing VERY loudly in 
my car and drive my family crazy.

Kind of  cliché, but when I go 
a few days without eating fresh 

berries, I crave them.

7
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A S A MAN WHO HAS HELPED LAUNCH 1,000 

CAREERS,  Jay Pack is one of  those figures in the 
produce industry who instantly commands respect. 
From his work leading Standard Fruit & Vegetable 
Co., Inc. as Owner and CEO, to the immeasurable 
impact he and his wife Ruthie have made with The 

Pack Family Foundation and the Career Pathways program, you’d be 
hard-pressed to find a corner of  our industry that Jay’s passion and 
drive to push produce professionals forward hasn’t influenced. It is in 
this same vein of  gratitude and appreciation that we thank Jay for the 
impact he has had on multiple generations here in the industry, as he 
passes the torch in search of  the next steps in his journey.

Recognizing the need to increase the pool of  young professional 
talent in the produce industry, Jay’s conversation with the now-retired 
President of  the Produce Marketing Association, Bryan Silbermann, in 
the early 2000s spurred his idea for a scholarship program that would 
introduce college students to career opportunities in produce. This 
program would orchestrate meetings between students and industry 
leaders to promote education through one-on-one student-mentor 
relationships. From that conversation, what was then known as the 
Pack Family Career Pathways program was born.

In just that first year, 2004, Career Pathways brought 24 students from 
five schools to what we all know as the gauntlet for new members of  
the produce industry: the annual PMA Fresh Summit. Giving that 
first group, and later many others, the exposure to each and every 
facet of  the industry over a short five-day period, provided a testament 

to the warm, welcoming, and inclusive qualities of  a produce career, 
which have captured the hearts of  many. And what’s more—Jay’s plan 
actually worked.

By 2006, the Foundation for Industry Talent was created with a vision 
to attract, develop, and retain produce industry talent. Today, having 
now become a part of  the Center for Growing Talent by PMA, Career 
Pathways has grown to include nine programs across the globe, and 
has steadily introduced over 150 students each year to the produce 
industry. When you look at the stats behind the program, the numbers 
are astounding. Here are a few: 67 percent of  those who participate in 
Career Pathways began careers in the produce industry, 78 percent of  
Career Pathways participants remain in the industry today, and more 
than 200 industry volunteers support Career Pathways year in and 
year out. If  that doesn’t speak to Jay Pack’s legacy, I don’t know what 
does.

And as Jay and his wife Ruthie welcomed their first grandchild, a 
granddaughter, at the end of  2017, the couple embarked on a new 
and exciting chapter in the produce industry and beyond. Jay has been 
involved in a number of  companies since selling Standard Fruit & 
Vegetable Co., including currently acting as an investor and a Director 
for Mission Produce, Coastal Sunbelt, and Country Fresh. To me, it’s 
evident that Jay’s passion for the future of  fresh produce will have an 
indelible impact on the industry to which he has dedicated his life’s 
work. But don’t take my word for it—have a look at just some of  the 
words that members throughout the industry shared when I asked 
them what Jay Pack has meant to them…

PACK FAMILY 
FOUNDATION

A TRIBUTE 

THE

JAY AND RUTHIE PACK, FOUNDERS OF 
THE PACK FAMILY FOUNDATION

BY JESSICA DONNEL
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DAN’L MACKEY ALMY
PRESIDENT AND CEO, DMA SOLUTIONS 

“I started working for the Packs right out of  
college, so my assumption was that all bosses 
were as driven, open, and fun to be around as 

Jay and Ruthie. I later learned that wasn’t the case. Jay and Ruthie 
have been incredible examples to my husband Drew and I in so 
many ways; most of  all, they remind us to laugh every day, love the 
people you work with like family, and give back!”

ROBERT GORDON 
PRESIDENT AND CEO, FRESHPOINT 

“Over the years, Jay and I have had many 
occasions to cross paths. While we have 
never worked together, over our many years 

of  collaboration in the industry, Jay has always treated me as a 
long lost friend. He is a great listener, loves to learn, and is always 
willing to help. One of  my passions is getting young people into our 
business, and I don’t think there is anyone in the produce business 
who has done as much for that cause than Jay.”

MIKE O’BRIEN
VICE PRESIDENT OF SALES AND MARKETING, 
MONTEREY MUSHROOMS 

“Working with Jay Pack in the Standard Fruit 
& Vegetable days, he was the consummate 

produce businessman—driven by customer service. Today, I 
appreciate Jay as he gives back to the produce industry. He is the 
epitome of  a philanthropist through the Pack Family Foundation, 
and one fine example of  that is the Career Pathways Program 
with the PMA. This program brings new talent and visions to our 
industry, enabling it to thrive.”

ARIBEL AGUIRRE-BECK
VICE PRESIDENT OF FINANCE, NATURIPE FARMS 

“I have been in the produce industry for over 20 
years, and I love it. This industry is amazing 
because of  the products it produces—delicious, 
healthy, sustainable, there are so many 

wonderful adjectives you can use to describe it—and the people 
that work in it. I was lucky to find this industry by chance, and 
can’t imagine working anywhere else. We have to thank individuals 
like Jay Pack for his contribution in helping us attract new exciting 
talent to our industry so that we can continue to grow and help feed 
the world with good nutritious food. His contribution to the Career 
Pathways Program has helped us bring top students from various 
universities into our industry that we need to help us accomplish 
things in smarter and more affordable ways. We have to spread 
the story of  how exciting our industry is and not let good talent 
just find us by chance. We are competing for talent every day, and 
Jay’s contributions help us attract that talent. Career Pathways has 
brought us so much talent, and without Jay, it would not be possible. 
Thank you, Jay.”

STEVE BARNARD
PRESIDENT AND CEO, MISSION PRODUCE 

“Jay has obviously been very successful in the 
business world, and he isn’t afraid to give back 
to the industry that has helped him reach that 

point. He has a fantastic vision for developing talent, one he has 
brought through his work with Career Pathways, and always works 
hard to further the produce industry.”

ABOVE (LEFT) JAY PACK PRESENTING AT AN INDUSTRY EVENT 
(RIGHT) FRESH SUMMIT 2016 PACK FAMILY CAREER PATHWAYS 
STUDENTS AND FACULTY
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LEIGHANNE THOMSEN 
BRAND MARKETING MANAGER, MISSION PRODUCE

“The biggest impact Jay had on me was as a 
Career Pathways student. In fact, his impact 
started before I even knew about produce. He 

had this vision that we need young, talented people in produce, and 
if  we can just show them the industry, they will be hooked. He was 
right, and once I had the opportunity, so was I. To this day, he is 
always genuinely interested and invested in my career path. I’ve had 
a lot of  people support me throughout my career, but he is always 
going to be one of  my major influences.”

LEONARD BATTI
PRESIDENT, TAYLOR FARMS FLORIDA

“Jay has been a real visionary in the produce 
business, not only with his own company, but 
also in the business of  introducing the best 

and brightest students from the U.S. and abroad to the produce 
and floral industry. He stepped up and put his ideas and money 
behind the Center for Growing Talent by PMA Pack Family Career 
Pathway programs. For the last ten plus years, over 500 students 
experienced PMA Fresh Summit, with Career Ambassadors 
at their side, and participated in specialized programs to build 
their awareness of  the vast careers available in produce and 
floral. Because of  Jay’s contributions, 67 percent of  those students 
have graduated and started their careers in the industry, and 78 
percent of  them are still working in the business today! He’s built a 
sustainable legacy and our industry is stronger than ever because of  
Jay Pack.”

AS YOU CAN SEE, the resounding sentiments when you mention Jay 
and The Pack Family Foundation are that of  passion and dedication—
passion for seeing the produce industry thrive and the dedication to 
see that mission through. I conclude this tribute by adding my own to 
these many statements of  gratitude—thank you, Jay.

RACHEL MOLATORE
SALES REPRESENTATIVE, TAYLOR FARMS

 “Jay Pack had the vision to develop and 
retain generations behind him through the 
Produce Marketing Association’s Career 

Pathways Program. This investment in students has given younger 
generations the opportunity to learn more about the agriculture 
supply chain, connect with a mentor, and start their careers upon 
graduating. I had the chance to attend the Career Pathways 
Program by Center for Growing Talent by PMA seven years 
ago, and with the support of  the Pack Family scholarship and the 
guidance of  the program’s curriculum, I was given the tools to 
succeed. I am so grateful to have found Taylor Farms through this 
program and been given the chance to build my career with such 
an innovative company.”

BELOW PMA FRESH SUMMIT 2014; FROM LEFT TO RIGHT: MARCI ALLEN, 
DMA SOLUTIONS; BROCK NEMECEK, T&G GLOBAL LIMITED; DAN’L 
MACKEY ALMY, DMA SOLUTIONS; DEANNA ZWILLING, MONSANTO 
COMPANY; JAY PACK; MEREDITH LARSON, HALL & RODRIGUEZ, LLP; 
KELLY PRITCHETT, SPECTRUM REACH
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EXPERTS IN
ORGANICS

Set your SPRING organic apple and pear
ads now for incremental sales.
Domex Superfresh Growers® is proud to offer a wide selection of
Organic apples and pears, with many varieties available year-round.



up
close

A Closer Look at Windset 
Farms® Rebranded 
California Peppers

by jordan okumura

as other Windset items; with the 
company implementing state-of-
the-art technology, responsible 
growing practices, and a vision 
for sustainability.
 
To meet the needs of its growing 
retail partnerships, Windset 
Farms has been growing fresh 
produce for over two decades 
with greenhouses in Delta and 
Abbotsford, British Columbia; 
Santa Maria, California; and Las 
Vegas, Nevada.

P
roducing brightly-colored, 
nutritious, and versatile 
vegetables from California, 

Windset Farms has added a 
new, full scale pepper program 
at its Santa Maria, California, 
operation. With 2018 underway, 
the Windset lineup will now 
experience increased volumes 
of greenhouse grown Maestro® 
Mixed Bell Peppers, Misto® Red 
Bell Peppers, Crescendo® Sweet 
Pointed Peppers, and Dolce® 
Sweet Mini Peppers.

Packaged in rebranded, eye-
catching, high-graphic pouch 
bags with bold color schemes, 
the visual aesthetic perfectly 
complements the Windset 
peppers housed inside. 
 
Additionally, each variety will 
help bring product diversity to 
the retailer’s pepper destination.
 
Grown under the Californian sun, 
these peppers are cultivated 
using the same high standards 
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1. First thing’s first: school cafeterias are the ultimate environment to increase 
fruit and vegetable consumption among children. In the cafeteria, children are 
in a parent-free and controlled environment with limited choices. Salad bars 
and the USDA’s Fresh Fruit and Vegetable Program are critical gateways to get 

children eating more fresh produce in both quantity and in variety.

2. Check your brand identity goals at the door. Is your business more 
concerned with increasing the consumption of  fresh produce among 
children, or promoting your brand within school cafeterias? The only way 
we can be successful at increasing produce in school meals is to focus on the 

former. When I scripted my school show to help promote under-consumed vegetables 
and whole fruit to elementary-level students, I chose to not mention my brand, but 
instead promote the USDA brand programs. And, as the show has quickly gained 
momentum within the State and Federal Departments of  Education, I’ve learned 
that the industry’s efforts with school meals should be about moving the needle in 
consumption, not promoting your brand. When you make a big enough impact, your 
branding goals and awareness will shine through.

3. Digital access to your programs is critical. Many of  the resources used for 
school foodservice are printed or housed on overcrowded digital platforms, 
such as the USDA or Department of  Education website. One easy way 
to become an immediate resource to school foodservice personnel is to 

provide modern and dynamic digital information. Through producing digital e-books 
that provide concise and easy-to-access solutions for K-12 school cafeterias, my business 
has built an email list of  nearly 30,000 school foodservice personnel. Furthermore, we 
recently launched a marketing cohort for school foodservice professionals that uses email 
newsletters, SMS alerts, a private digital forum, and virtual office hours. Within 24 
hours, we were able to enroll over 200 school foodservice personnel.

A s someone who has 
spent my career as a 
passionate advocate 
for the fresh produce 

industry, I am always looking for ways 
to inspire families to eat more fruits 
and vegetables, introduce consumers 
to produce brands, and rally our 
industry to engage with the consumer. 
And, if  there is one thing I’ve come to 
know over my career, it’s the absolute 
necessity of  fresh produce companies’ 
participating in the USDA’s school 
lunch programs. We are living in a 
time when a majority of  U.S. public 
school students come from low-income 
families; over 30 million of  them 
consume school lunches each day. As 
my business more closely aligns with 
USDA school meals and Department 
of  Education programs and I become 
more involved with creating a USDA 
Team Nutrition curriculum for school 
foodservice personnel with my industry 
partners like Duda Farm Fresh Foods, 
I have learned a few valuable insights 
that I would love to share with the 
industry.

Contributed by Lori Taylor, CEO of  The Produce Moms
7 Ways To Think 

Outside the 
Lunchbox

Illustrations by Loren Stump
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4. Align your company with foodservice directors at a local school district to 
help convert the resources that your brand has already created. My business 
recently helped convert 10 recipes created by Chef  Todd Fisher and Duda 
Farm Fresh Foods through our school foodservice support team, located in 

Bluffton, Indiana. Together, we brought live training sessions directly to schools and, in 
just one week, we impacted over 10 million annual school meals. The current audience 
of  this digital curriculum we created represents over one billion annual school meals 
across the United States.

5. It’s important for produce brands to promote participation in USDA 
school meals. First, school meals are a nutritious choice with strict criteria 
that guarantees fruits and vegetables are on every plate. Second, it’s the 
sustainable and realistic choice for the majority of  our nation’s children. 

Cute lunch boxes with animal-shaped sandwiches simply aren’t the reality for many 
children and parents. For every dollar your brand spends promoting lunchboxes, spend 
at least a dollar promoting school meals and salad bars. Through my business’ continued 
work with USDA school meals and Department of  Education programs, we have nearly 
omitted lunchbox marketing from our content creation strategy. Instead, we create 
e-books and resources for school foodservice.

6. The USDA Team Nutrition program is a highly underutilized resource 
for our industry. Every year, each state has access to federal dollars to help 
promote wellness in schools with the slogan, “Eat Smart. Play Hard.” The 
State Departments of  Education in all fifty states often struggle with finding 

programs that check the boxes for the USDA Team Nutrition program requirements, 
and in turn, the State Departments of  Education neglect to utilize these federal dollars. 
Modify your proprietary program or marketing materials for kids and schools to better 
align with USDA Team Nutrition goals. Befriend the USDA Team Nutrition specialist 
for your home state. Let them know that your business is available as a resource and 
partner for the Department of  Education and USDA.

7. School meals are the youngest generation’s version of  
a sustainable food supply chain. As I mentioned, for 
the first time in the school meal program’s history, over 
half  of  American children qualify for free or reduced 

price lunch. This means that food insecurity burdens the majority 
of  our nation’s children. I predict that programs such as Summer 
Servings, Weekend Backpacks, and Evening Meals will continue 
to expand throughout the U.S.

A s the Founder and CEO of  The Produce Moms, I 
believe it’s incredibly powerful and important for 
me to say that I send my boys to school with lunch 
money, not a lunchbox. We, as a nation, need more 

positive talk about school meals so that parents have confidence 
in the program. By increasing produce industry participation 
in USDA school meals, more fruits and vegetables will be both 
purchased and consumed at schools.

Lori Taylor, Founder & CEO, 
The Produce Moms

Lori Taylor launched The Produce Mom® blog and consumer brand in January 
2012, during her days as Marketing Manager at Indianapolis Fruit Company. Lori 
has nearly 10 years of  experience in the fresh produce industry and boasts a diverse 
background, serving as a sales representative, buyer, and marketing manager. The 
Produce Moms educates consumers on how to select, store, and serve fresh produce 
through various platforms, including an online recipe directory, blog posts, Produce 
Mom Picks® initiative in grocery stores, social media, partnerships with fruit and 
vegetable suppliers, and television appearances. Lori has been featured on ABC, CBS, 
FOX, and NBC news affiliates. Lori is also an IndyStyle morning show personality in 
her hometown of  Indianapolis, Indiana.
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CutiesCitrus.com  | 213-612-9957

We’re right in the middle of Cuties Season, and America can’t get enough 
of the sweet snack. Keep families bright and shiny by stocking up on the 
preferred mandarin of American moms. There’s a lot of sweetness left to 
share, so take advantage of our strong presence on radio, outdoor and 

social media to drive sales straight through the season. 

MOMS LOVE CUTIES
Cuties are the 

perfect snack to 
share with friends 
and loved ones.

 @BeautifulPaper

“They have the 
perfect amount
of sweetness in 

each bite.”

 @CurlyCraftyMom

Healthy + sweet =
the perfect combo!

 @Stylegraceandlace

You guys it’s
the sweetest time 

of the year:
Cuties Season!!! 

 @FlirtingwithFlavor “They make sweet
little snacks for little 

and big kids alike.” 

 @TheMotherhoodKind

Cuties is a trademark of Sun Pacific 2018. *Preferred mandarin claim based on independent research from W5.

®

17-CUTIES-0984 100 Days of Sunshine Trade Print Ads-The Snack.indd   1 1/3/18   11:38 AM



FROM TART LEMONS AND LIMES TO SWEET POMELOS, 
CLEMENTINES, GRAPEFRUIT AND, OF COURSE, THE ORANGE, THERE 
MAY BE NO MORE ICONIC FAMILY OF FRUIT THAN CITRUS. WITHOUT 
CITRUS, YOU WOULD PROBABLY HAVE SCURVY. LET’S DIVE IN AND 

EXPLORE THIS DYNAMIC CATEGORY…
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CONVENTIONAL

CONVENTIONAL

CONVENTIONAL

CONVENTIONAL 
SALES

CONVENTIONAL 
SALES

CONVENTIONAL 
SALES

ORGANIC
SALES

ORGANIC
SALES

ORGANIC
SALES

DOLLARS
POUNDS

RMA DOLLARS % VS YA

DOLLARS
POUNDS

RMA DOLLARS % VS YA

DOLLARS
POUNDS

RMA DOLLARS % VS YA

ORGANIC

ORGANIC

ORGANIC

$1.1 Bil
916.5 Mil lbs
-2.2% (-$23.3 Mil)

$706.2 Mil
359.1 Mil lbs
+3.6% (+$24.6 Mil)

$48.6 Mil
38.9 Mil lbs
+7.0% (+$3.2 Mil)

$49.5 Mil
38.3 Mil lbs
-14.6% (-$8.5 Mil)

$53.7 Mil
20.7 Mil lbs
+25.1% (+$10.8 Mil)

$0.9 Mil
0.5 Mil lbs
+4.9% (+$0.1 Mil)

Orange

98.0%

92.9%

95.5%

2.0%

7.1%

4.5%

Lemon

Tangelo
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DOLLARS
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RMA DOLLARS % VS YA

DOLLARS
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DOLLARS
POUNDS

RMA DOLLARS % VS YA

CONVENTIONAL

CONVENTIONAL

CONVENTIONAL

SOURCE: IRI MULTI-OUTLET 52 WEEKS ENDING OCT 8, 2017 VS YEAR AGO

CONVENTIONAL 
SALES

CONVENTIONAL 
SALES

CONVENTIONAL 
SALES

ORGANIC
SALES

ORGANIC
SALES

ORGANIC
SALES

DOLLARS
POUNDS

RMA DOLLARS % VS YA

DOLLARS
POUNDS

RMA DOLLARS % VS YA

DOLLARS
POUNDS

RMA DOLLARS % VS YA

ORGANIC

ORGANIC

ORGANIC

$216.2 Mil
211.1 Mil lbs
-1.4% (-$3.2 Mil)

$1.8 Bil
1.2 Bil lbs
8.4% (+$139.1 Mil)

$425.5 Mil
308.4 Mil lbs
+3.3% (+$13.8 Mil)

$10.4 Mil
6.7 Mil lbs
+4.6% (+$0.5 Mil)

$7.6 Mil
2.3 Mil lbs
+71.5% (+$3.2 Mil)

$18.1 Mil
5.8 Mil lbs
+27.5% (+$3.9 Mil)

Tangerine
(includes Clementines

and Mandarines)

4.6%

99.6%

95.9%

95.4%

0.4%

4.1%

Lime

Grapefruit
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16.9%

40.0%

Total Citrus Sales
52 WEEKS ENDING OCT 8, 2017

24.7%

9.9%

2.4%
5.0%

1.1%

Tangerines

Oranges

Limes

Other

Lemons

Grapefruit

Tangelos

(includes Clementines
and Mandarines)

$1.8 Bil

$1.1 Bil

$759.9 Mil

$226.6 Mil

$49.6 Mil

$443.6 Mil

$109.2 Mil
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VICE PRESIDENT TIM SHEPARD (LEFT) AND 
SALES AND MERCHANDISING MANAGER 
BOB LUMMIS (RIGHT) AT THE GREAT 
AMERICAN BALL PARK IN CINNCINATI, OHIO

THE ORGANIC
HEAVY HITTERS

By  Jordan  Okumura
CROSSET COMPANY

Hitting it out of the ballpark is quite literally the 
bar that the Crosset Company has set its sights on as 

we kick off 2018. 

Primed for growth across its wholesale produce business 
categories, Crosset has become a premier distributor of fresh 
produce, delivering sustainable, profitable growth for both its 
customers and suppliers. With a vision comprised of heritage, 
culture, and passion for helping customers succeed, Vice 
President Tim Shepard and Sales and Merchandising Manager 
Bob Lummis join me to discuss the journey at-hand and its 
fresh focus on the organic evolution that Crosset is sure to 
achieve.

“While we always have the goal of fueling growth within the 
produce department, our go-to-market strategies always keep 
one thing in mind—doing what is best for our vendors and 
retail partners,” Tim tells me, as he reflects on where loyalties 
lie during times of rapid growth. “Whether it is working 
with vendors to innovate new products and meet the organic 
and conventional demands of the value-added or on-the-go 
consumer, or bringing new concepts into the merchandising 
fold, we try and keep our fingers on the pulse of the industry’s 
concerns and needs, while aligning with today’s changing 
consumer landscape. And organics are key.”

As a proud member of the Castellini Group of Companies—
whose owner, Bob Castellini, is also Chairman of the Board 
and Primary Owner of the Cincinnati Reds—Crosset brings 
wholesale distribution and logistics resources, as well as a 
skilled network of in-house and field buyers and in-house 
ripening and value-added capabilities, including fresh-cut 
produce. In the past few years, Crosset has experienced 
substantial growth in organics, reinvigorating its movement 
into the sector.

On the retail front, Crosset is strategically positioned to help 
retailers increase the ring at the register, while supporting 
its vendors by helping them cultivate new relationships and 
partnerships. The company also continuously improves its 
customer service initiatives to ensure that Crosset is functioning 
at the highest standards of excellence, always measuring its 
progress to address challenges as they occur—even perceiving 
many issues before they arise.

“In Crosset’s drive to grow our organic sector, we have been 
expanding our sourcing program of premier growers and 
shippers in the organic produce farming community,” Bob 
shares, noting that quality is key—from the seed to the sales 
desk. “Securing our relationships with these growers through 
our commitment and building a relationship that lasts will 
ensure our long-term growth for Crosset, our customers, and 
our vendor partners.”
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“Organic” Growth

As we move through the first quarter 
of 2018, Crosset currently maintains 
a portfolio that represents over 1,200 
conventional SKUs, as well as a diverse 
selection of over 400 organic SKUs 
and rising. The company’s growth has 
been accelerating in recent years, with 
plans to capture a larger share of the 
market as the team keeps their eyes down 
field. With that said, the company has 
always made those moves with “organic” 
growth in mind, to ensure that they can 
maintain the value and quality that has 
become synonymous with Crosset.

“While there is always the bottom line to 
consider, we see a company as a family 
of relationships first. We can continue 
to be a leader in our marketing arena 
with quality and high-percentage fill 
rates and deliverables to our customers—
but that level of service can only be 
maintained with a culture that values 
the team, the individual, and the supplier 
relationships,” Tim tells me. “We are 
in an incredibly competitive market, 
and fueling growth within the produce 
department needs to start with the 
team you put together, and we have an 

amazing one at Crosset. Relationships—
within Crosset as well as with our 
vendors and retail partners—are key to 
building brand recognition and loyalty 
in the marketplace. Here at Crosset, you 
do not just partner with the product, 
but with the brand, the people, and 
reputations that have made us industry 
leaders. We are family.”

And this family-like atmosphere is 
Tim’s favorite aspect of working at 
Crosset. With a lifetime as a Cincinnati, 
Ohio, resident, Tim finds home in his 
profession—something he is more likely 
to call a passion and a lifestyle than a job.

Tim brings a wealth of knowledge to 
his role and leads the Crosset Company 
in its mission to distribute high-quality, 
safe, certified-organic and conventional 
produce and floral in a way that 
contributes to its customers’ success 
and delights shoppers. Tim started 
his produce career as a produce clerk, 
manager, and merchandising specialist 
with Kroger. He joined the Crosset 
Company in 1988 as a merchandiser. 
During his tenure he has been a 
Buyer, Sales Manager, and Director 
of Procurement. In 2015, he became 

Executive Vice President/General 
Manager, with responsibility for all 
aspects of Crosset Company operations.

So, as you can see, Crosset’s drive and 
passion for growth isn’t just an element 
of its business model, but a quality of its 
individual team members as well.

While the family element, key 
partnerships, and focus on relationships 
are always top-of-mind, another essential 
element in Crosset’s growing program is 
demonstrating the best merchandising 
practices at the store level. Crosset’s 
objective is to continue to uphold its 
reputation for having supplies in-stock 
more often than its competitors, with 
quality product that is merchandised 
with excitement to increase sales and 
consumer satisfaction.

Looks Count

In the merchandising arena, Crosset 
has made leaps and bounds to address 
the needs of the produce floor and new 
landscape opportunities within the retail 
parameters. Bob, who grew up in Central 
Ohio and worked for a local supermarket 
chain, has an artist’s background in oil 

BOB LUMMIS (LEFT) AND TIM SHEPARD (RIGHT) AT THE GREAT AMERICAN BALL PARK IN CINNCINATI, OHIO
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and watercolor painting, and approaches 
the produce department like a canvas.

“When I moved into retail, I discovered a 
new palette to work from in the produce 
department. In marketing and in 
merchandising it is about having an eye 
for balance, and having an eye for visual 
appeal and nuances. When I began 
with the Castellini Group of Companies, 
Crosset’s parent company, in 1987, I 
knew that I had found the perfect outlet 
to use my art and my perspective,” Bob 
shares. “Our volume and velocity means 
our retail partners can bring enjoyment 
to shoppers with the freshest 
organic produce available 
every day. Exposure is 
key when it comes to 
merchandising, whether 
it is proper signage and 
recognition, or tactically 
positioning 
your real 
estate to 
address peak 
products 
or specialty 
items during 
different times 
of the year. I 
look at it like each 
decision 
I have to make is  
also an opportunity.”

The produce department has become 
a place to open a dialogue with the 
consumer, to expose them and invite 
them into different destinations, 
categories, concepts—from the wet wall 
to bins and islands. This potential is an 
arena Bob relishes in.

“It is not just about putting the product 
on the shelves. I think the best thing is 
to first listen to the retailer, then help 
determine a vision and a goal to create 

an inviting produce department,” Bob 
explains. “It helps you get into the mind 
of the process, the needs of the project, 
what is possible, and what boundaries 
can be pushed. Listening can open up as 
many doors if not more, than just talking 
and inserting aesthetic can.”

Family-First

It is this care and passion that truly 
differentiates Crosset in the wholesale 
business, and it comes from the 
company’s commitment from its people 
to be the best.

“I know I 
have said it 
many times in our 
conversations, but we have 
a great support team in procurement, 
merchandising, and operations, and our 
commitment to our premier growers 
and shippers is a two-way street,” Tim 
reflects. “Our people make it happen. 
Crosset is a hands-on company, and we 
are dedicated to providing a space where 

industry conversations can be nurtured 
and then goals can be executed. To 
ensure your organic produce program 
is authentic, we hold ourselves and 
our suppliers to stringent organic 
certifications, standards, and best 
practices.”

In addition, Crosset ensures organic 
produce program partners are successful 
by customizing a total program from 
field to store. This vision includes next-
day delivery, cross-dock solutions to 
complement existing produce programs, 
ripening and repacking, merchandising 
training and tools, and the latest 
information on new items, supply 
conditions, trends, and more.

“Crosset’s centralized procurement team 
and extensive grower and customer 
network allow us to maintain a reliable, 
always-fresh inventory of regionally and 
seasonally best certified organic fruits 
and vegetables from the most recognized 
growers, here and across the globe,” 
Tim says, as the company looks to the 
foundation it has already formed, and the 
road ahead. “We are always on our toes 
and looking to anticipate the next food 
movement, and that is where organics 
became a large part of our business 
model. Our people are always engaged—
ear to the ground—and that allows us to 
pivot on a dime.”

The vision and execution of the 
company’s business model is enough to 
bring even the biggest critic on board, I 
reflect on the sentiment that Tim and 
Bob bring to the table: the value of 
relationships, the essential family-like 
care, and the team mentality.

Take it from someone who has seen this 
group in action; the people not only 
make the engine run—they are its heart.

“We are in an incredibly competitive market and 
fueling growth within the produce department needs to 

start with the team you put together, and we have an 
amazing one at Crosset.”

- TIM SHEPARD, VICE PRESIDENT

CROSSET’S DISTRIBUTION 
NETWORK SPANS 20 STATES
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KIKU® is a registered trademark of 
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registered trademarks of 
ENZAFRUIT New Zealand 
International International Ltd. 
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American comedian, 
songwriter, and actor Eddie 
Cantor said, “It’s not only 

the scenery you miss by going too 
fast—you also miss the sense of 
where you are going and why.”

At first glance this might seem to 
contradict everything about good 
business, but it is a philosophy 
that is driving our industry back 
to its roots with consumers at the 
wheel. In the passenger seat is the 
Tessemae’s trio Greg, Brian, and 
Matt Vetter.

Brothers first, then partners in 
business, these three have seen 
their mother’s homemade dressing 

skyrocket and have cultivated a 
quickly-expanding fan base. After 
such rapid growth, the big plan 
for 2018 seems to be to enjoy the 
scenery.

“Tessemae’s wasn’t an idea for a 
business until my neighbor broke 
into my house and stole a 32 oz 
bottle of lemon garlic dressing,” 
Greg, oldest brother and company 
CEO, recalls for me when I ask 
about the birth of the company. “I 
figured if a man was going to break 
into another man’s home for a 
dressing, I should probably bottle it.”

Aside from my curiosity at what the 
following block party was like, I can 

Jump First,
Ask Later

BY MELISSA DE LEON

see why Greg thought this might be 
a worthwhile venture. The dressing 
in question was a mother’s attempt 
to get her three boys to eat their 
veggies. Teresa Vetter mixed up a 
tasty concoction that became what 
middle brother Brian, COO, calls the 
family’s ‘everything sauce.’

“Our mom created this more than 
20 years ago as an ‘everything 
sauce’ to get us to eat more fruits 
and vegetables,” Brian explains of 
the dressing. “How she makes it is 
complex, so she kept it close no 
matter how many people asked for 
the recipe, and then it took on a life 
of its own. Everyone who tried it 
loved it.”

Left to right: Tessemae’s founding brothers, Brian (COO), 
Matt (VP of Production), and Greg Vetter (CEO)
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Enough, it seems, to inspire home 
invasion with the hopes that 
the valuable goods would be in 
Greg’s fridge. The fact that his 

“business proposition” following 
the occurrence was a family dinner 
conversation is no surprise, either, 
when you spend two minutes with 
the Vetter clan.

“Our family has each others’ back. 
Whether we want to or not, you 
say yes to helping each other. 
Regardless of success, the answer 
was going to be yes,” Brian says of 
his signing on to bottle dressings 
every available minute for the next 
seven years.

Matt Vetter, VP of Production and 
youngest brother, was still in college 
at the time, but knew just as well 
that this was the path to take.

“I studied Sports Management and 
minored in Business, and I would do 
demos on the weekend at the local 
Whole Foods in the Baltimore and 
Annapolis, Maryland, and DC areas. 
I would go home on some nights to 
help make the dressing and bottle it. 
I remember having to hand-stamp 
all of our labels with a ‘Best By’ 
date,” Matt recalls for me.

When I ask him what made him 
decide to join on full time after he 
graduated, he jokes, “I didn’t have 
a choice! In all seriousness though, 
I saw it as a great opportunity. I 
wasn’t sure what I wanted to do, 
but I believe in healthy eating and a 
healthy lifestyle, and at the time it 
seemed like a great fit.”

With all three brothers in place, 
there was nothing left but to keep 
their noses to the grindstone. When 

“I FIGURED IF A MAN 
WAS GOING TO BREAK 
INTO ANOTHER MAN’S 
HOME FOR A DRESSING, 
I SHOULD PROBABLY 
BOTTLE IT.”
-GREG VETTER, CEO
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I ask Greg about his ‘aha moment’ 
of success, he corrects me.

“I’m assuming your question is, 
‘When did being your own boss 
not suck?’” he clarifies, and I can’t 
disagree. “It was probably three 
years ago when we were on the 
West Coast for a food show. We 
had been grinding seven days 
a week for five years, and the 
dressings were gaining momentum. 
After the show we went to an 
invite-only launch party for a new 
beer and then went to a friend’s 
vineyard in Malibu, California. I 
looked around and thought, ‘We 
ain’t in Kansas anymore.’”

It’s around this time, he explains, 
that everything was rolling at 
once. Tessemae’s was virtually an 
overnight sensation.

“There were so many amazing 
experiences in a short amount of 
time and all because we decided to 
make a product the right way and 
tell our story,” Greg says.

Burgeoning at the right time, 
when consumers were becoming 
more savvy about label reading 
and seeking that ‘right way’ in the 
making of their food, the company 
has seen more demand than it can 
keep up with in the last couple of 
years. The result has been non-
stop creation, which brings us 
back to that original Eddie Cantor 
philosophy.

“We have always had our 
unwavering mission for food to 
become food again without a need 
for alternatives, and I think we will 

course, dressings that Teresa Vetter 
would be comfortable feeding her 
family—no mystery ingredients 
included.

“As we tell everybody: be patient, 
because we will not be putting 
xanthan gum, natural flavor, etc., in 
our products,” Brian punctuates.

Greg emphasizes this, telling me, 
“This past year has seen explosive 
growth to the point where we have 
had to prioritize who gets what. 
I want to continue to deliver on 
our promise to our customers and 
provide them with the products 
they want with our quality standards. 
We want to continue to make the 
dressings and produce available to 
all the people that want them.”

The message the company brings 
goes beyond produce aisles, made 
clear by its partnership with the 
ever-expanding Crop Circles—a 
program that looks to promote 
produce in food deserts.

“I was tired of hearing people talk 
about food deserts and not doing 
a damn thing about it,” Greg tells 
me when I ask about how the team 
initially got involved. “We live in the 

be working more toward getting 
back to that and just enjoying 
where we are,” Brian tells me 
of what is on the horizon. “We 
will continue to fight the fight in 
distribution, but we’re only eight 
years old. Maybe we will never 
be one of the large commercial 
distributors, but this is what we do 
and this is who 
we are.”

Rather than 
a ‘two steps 
forward, one 
step back’ 
mentality 
though, Brian 
describes to 
me a plan of 
staying where 
the company 
is to further bolster its fundamental 
message of keeping food natural 
and getting back to why they began.

After all, Tessemae’s is coming off 
of several new launches, including 
an organic line of dressings and its 
own offering of ready-to-eat salads, 
as well as a rebrand to encompass 
its having gone beyond sauces. Its 
retail presence and distribution has 
grown by leaps and bounds.

“People stress about everything in 
their day-to-day; food is something 
that should be simple,” Brian 
explains.

Getting food back to the basics 
includes simple ingredients in 
all Tessemae’s salads with 100 
percent clean products, including 
the chicken and non-produce 
components, complete with, of 

“PEOPLE STRESS ABOUT 
EVERYTHING IN THEIR 
DAY-TO-DAY; FOOD 
IS SOMETHING THAT 
SHOULD BE SIMPLE.”
-BRIAN VETTER, COO

50 / FEB 2018



has strengthened the family bond,” 
he says, adding jokingly that “recent 
polling” has revealed him as the 

“most liked” brother.

As for what’s to come, all three are 
in agreement about where they 
would like to see the company go: 
continued growth in not just sales 
and offerings, but members of its 
team.

“In five years, if we continue to see 
growth like we did this past year, 
then I see Tessemae’s leading the 
produce industry in our category,” 
Matt says confidently.

Truly, with unrelenting determination 
and a “jump first, ask later” attitude 
running through both their blood 
and their company, this team 
will certainly continue to give us 
something to watch.

United States of America, and we 
have areas that don’t have access 
to fresh food. Everyone wants to 
talk, and no one wants to do. So, I 
said ‘F@#$ it, let’s go into some 
of these areas with our produce 
partners and hand out 50,000 lbs 

of fresh, organic 
produce with 
some delicious 
dressing and see 
what happens.’”

It’s no wonder 
the company’s 
executives are 
constantly on 
the go. With 
such embedded 
involvement, and 
having a sibling 
of my own who I 
couldn’t imagine 

spending this much time with, I 
ask Matt if there have been any 
difficulties in transitioning from 
the conference table to the dinner 
table.

“We had our challenges in the 
beginning of the company, but it 

“IN FIVE YEARS, IF 
WE CONTINUE TO SEE 
GROWTH LIKE WE DID 
THIS PAST YEAR, THEN 
I SEE TESSEMAE’S 
LEADING THE PRODUCE 
INDUSTRY IN OUR 
CATEGORY.”
-MATT VETTER, VP OF PRODUCTION

Three generations of the Vetter family
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Whether blanched white, purple, or classic green, these tender, slightly-
sweet stalks have been cultivated since antiquity. Praised by ancient 

Greeks and Roman Epicureans for their flavor and health attributes, these 
herbaceous veggies are a dynamic category. Let’s take a closer look…
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Dollar Sales: $783.6 Mil
Dollars vs. YA: +$38.4 Mil +5.2%
Pounds Sales: 251.5 Mil lbs
Pounds vs. YA: +10.8 Mil lbs +4.5%

Etymology:

The name asparagus comes 

from the Greek language, and 

means “sprout” or “shoot.”

Imports:

The United States imports most 

of its fresh asparagus from 

Mexico, Peru, and Chile.

Undercover:
White asparagus is grown under cover 

to inhibit development of chlorophyll. 

This asparagus is prized for its 

tenderness and delicate flavor.

Dollar Sales: $2.6 Mil
Dollars vs. YA: -$0.7 Mil -20.5%
Pounds Sales: 0.6 Mil lbs
Pounds vs. YA: -0.2 Mil lbs -19.6%

Dollar Sales: $1.1 Mil
Dollars vs. YA: -$0.2 Mil -17.4%
Pounds Sales: 0.2 Mil lbs
Pounds vs. YA: -0.1 Mil lbs -21.7%

Fact Sources | Agricultural Marketing Resource Center, Encyclopædia Britannica, and the German Agricultural Marketing Association

Green

Purple

White
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Endangered:

Several species of asparagus are 

threatened in their natural habitats. 

Habitat fragmentation in the Canary 

Islands has led to the listing of two 

species as endangered and two as 

vulnerable.

Nutritious:Asparagus is a low calorie, nutritious vegetable that is high in iron, fiber, and vitamins C and A; one cup of asparagus contains 3 grams of protein.

Oceana County:Oceana County, Michigan, is the self-proclaimed asparagus capital of the nation.

Subtropical:
Garden asparagus, the most widely-
grown species, is cultivated in 
temperate and subtropical parts of 
the world, such as Peru and Mexico.

Growing up:
From seed to harvest, asparagus takes 

up to three years to mature.

Soil:
Asparagus will thrive in soils too 

salty for other crops, but acidic 

soils are to be avoided.

Data Source | IRI Multi Outlet, last 52 weeks ending October 08, 2017 vs. 1 year ago

Dollar Sales: $11.8 Mil
Dollars vs. YA: -$1.4 Mil -10.3%
Pounds Sales: 2.9 Mil lbs
Pounds vs. YA: -0.4 Mil lbs -11.7%

Tips
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think I can venture to say 
that just about everyone 
likes a good party. If  you 

throw in that a certain Texas-based 
event by the name of  Viva Fresh Expo 
celebrates a segment of  the industry’s 
thriving growth, I’m sold. With the rapid 
growth of  the Texas-Mexico corridor, 
this is the show not-to-be missed. Viva 
health, happiness, and fresh produce!

The folks at the Texas International 
Produce Association (TIPA) have tapped 
into the excitement that swirls around the 
business when news of  a good time hits, 
as the organization’s Viva Fresh Produce 
Expo quickly approaches. Now entering 
its 4th year, the Expo runs from April 
5th–7th, and it highlights and educates 
attendees on the fast-paced growth and 
importance of  the Southwestern United 
States’ and Mexico’s growing regions and 
offerings. 

Specifically pertaining to this Expo’s 
growth, buyer attendance has skyrocketed 

I by over 140 percent, and sponsorships 
have increased by 71 percent. It appears 
the Expo is the place to be for industry 
know-how and regional expertise.

Since its 2015 inception, Viva Fresh’s 
roots have dug deep into the industry. 
The focus has now become crystal clear: 
to shine a light on the Rio Grande 
Valley as an emerging trade corridor 
and production zone. TIPA’s Retail & 
Foodservice Advisory Board, made up 
of  14 retail and foodservice contacts, has 
been the guiding force for the Expo’s 
exponential growth since 2016. As 
the event sings the region’s praises, it 
establishes Mexico, Texas, and the 
surrounding states as an increasingly 
crucial component within the industry at 
large. 

“I’ve been impressed with the Viva 
Fresh Expo year after year,” says Joseph 
Bunting, Produce Business Director 
at United Supermarkets and also an 
Advisory Board Member for Viva Fresh. 
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“It’s a true regional event and showcases 
Texas and Mexico as commanding 
forces for high-quality, year-round fresh 
produce. I always look forward to Viva 
Fresh to strengthen current relationships, 
make new connections, and stay up on all 
the regional trends.”

Case in point, this year’s event is pulling 
out all the bells and whistles to celebrate 
industry movers and shakers with the 
Viva Fresh Gateway to Innovation 
Awards exhibit. This is the first time 
there will be an exhibit dedicated to 
the region’s extraordinary packaging 
designs, new product developments, food 
safety efforts, machinery, software, and 
technology. Category finalists will shine 
brightly as they are displayed at the 
exhibit, and I can already feel the drum 
roll-like excitement when the category 
award winners and the Excellence in 
Innovation Award for Overall Best 
in Show are announced during the 
event. With such a fast-paced industry, 
the exhibit applauds the region’s most 
forward-thinking and eager innovators.

“Since the inception of  the Rio Star 
red grapefruit or the Texas 1015 sweet 
onion, Texas has always been known for 
its agricultural advancements. But today, 
the accelerated growth of  South Texas 

brings together a variety of  multinational 
industries and talent and has made it a 
hub for technology. This has also resulted 
in the continued development of  some 
of  the country’s most innovative fruit and 
vegetable products and tools,” explains 
Dante Galeazzi, President and CEO 
of  TIPA. “Our vision for this award 
program is to recognize excellence in 
innovation from this region in a wide 
range of  important areas, including 
machinery and technology, in addition to 
new product development.” 

To balance out the networking and 
business growth opportunities, the Expo 
is extending an invite to those looking 
for a better understanding of  the 
industry’s processes. Educational seminar 
opportunities remind me of  everything 
I love about learning—oh, and a virtual 
tour of  a field, a packinghouse, and 
control measures? I’m so there.

These experiences grant business acumen 
in several areas of  the industry, offering 
valuable insight into the best-in-class food 
safety initiatives and leading suppliers 
from Mexico’s efforts toward raising 
food safety standards. All in a day—or 
three’s—work, folks. 
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On this point, Frank Pagliaro, Vice 
President of  National Produce and Floral 
Procurement at Loblaw Companies, 
shares, “I commend the Viva Fresh 
Education Committee for bringing us so 
many good ideas and relevant content to 
choose from and select for the Viva Fresh 
Expo audience. As a buyer, I know first-
hand the responsibility I have to not only 
understand the mind of  the consumer, 
but the challenges of  the producers to 
bring high-quality, affordable produce 
to the market in an ever-changing and 
dynamic marketplace and my continued 
education is critical to my success as a 
valuable partner.” 

To top off this unique experience, astute 
attendees will be able to walk away 
more aware of  topics such as the multi-
generational marketplace, as well as 
Amazon’s impacts in retail sales and 
marketing and the role private equity 
plays in the produce industry.

Maybe what I love best is the event’s 
promotion of  the region’s backstory, 
which, in turn, has given the area strong 
legs from which to propel its business 
moving forward. An example of  this can 
be seen in fruit and vegetable imports 
making the trek onto U.S. soil from 
Mexico through Texas. This sector of  the 
industry alone has grown 107 percent 
between 2007 and 2015. 

In addition to this tremendous 
development, according to Texas A&M, 
2016 statistics show that about half  of  
fresh fruit and vegetable imports hailing 
from Mexico—which, might I add, come 
out to a staggering $5.4 billion dollars 
of  produce and equate to more than 
220,000 truckloads—make their way to 
the U.S. through Texas land ports. Texas 
A&M also reports that while these stats 
are impressive, what takes the cake is the 
total economic impact that the region’s 
produce import industry offers, which 
is expected to grow from 2016’s $503.2 
million to $794.4 million by 2025. With 
so much growth developing in the region, 
it comes as no surprise that projections 
show almost 3,000 new produce industry 
jobs will be created from the region come 
2025.

The Viva Fresh Expo is certainly an 
experience to behold, with industry 
powerhouses hailing from the distinctive 
and active region gathering to celebrate 
climbing numbers and networking to 
strengthen them even further. The lively 
event’s quickly approaching date is made 
much more exciting when the event 
illustriously demonstrates everything we 
strive for in this industry: growth, both 
personally and professionally. That 
sounds like a party I wouldn’t want to 
miss, and neither should you. 
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I n Part One of  my 
contribution to The Snack 
Magazine, I discussed the rise 
of  online shopping in grocery 
and how it is influencing 

brick and mortar. A perfect, more 
granular example of  this is Amazon’s 
acquisition of  Whole Foods last year.

We all remember the headlines and 
theories running wild with what the 
impact of  that deal could mean: 
Amazon is huge, and Whole Foods is 
undeniably one of  the pioneers for 
how local and organic produce in 
addition to other healthy foods sold in 
stores today. As someone who started 
out in the grocery business before 
online shopping existed, and watched 
it shape and change how consumers 
and, consequently, retailers are buying 
fresh produce and other groceries 
today, this is some of  what I have 
learned and can see coming from the 
acquisition.

A LOYALTY PROGRAM FOR 
WHOLE FOODS

On the marketing side, especially 
in extending Prime membership 
to Whole Foods, Amazon is doing 
a wonderful job. Keep in mind 
that, prior to the acquisition, Whole 
Foods never used a loyalty card. The 
way Amazon could best get around 
that problem and find out about its 
customers, is to implement Prime 
memberships for Whole Foods 
customers. How does it do this? 
By giving those Prime customers 
advantages that other Whole Foods 
shoppers don’t have.

The demographics of  a Prime 
customer and a Whole Foods 
customer align fairly well: both 
typically come from high incomes 
and higher education. Where I am 
fairly certain Whole Foods gained a 
huge advantage in the sale was that 

the Prime customer is probably much 
younger. To be fair, I haven’t seen any 
numbers on the topic, but my guess 
would be that the demographic of  a 
Prime versus Whole Foods customer is 
about a five to ten year difference, the 
younger being an Amazon shopper.

This is important because you always 
want to get the youngest customer 
possible in your store. They’re going 
to have children and households 
where they’ll buy more groceries, and, 
if  you get them as a customer early 
on, you could have them for about 10 
to 30 years...rather than when you get 
someone like me!

On the other side of  the coin, you 
don’t want to alienate any shopping 
group. Keeping those traditional, 
older, and more financially secure 
Whole Foods shoppers will be 
important for Amazon to keep in 
mind.

ENHANCING AMAZON’S 
FRESH REPUTATION

Right now Amazon has an okay 
reputation in the fresh departments 
that they deliver. With Whole Foods, 
it can and will enhance its perception 
on all fresh departments when it says 
Whole Foods’ fresh produce, Whole 
Foods’ fresh fish, Whole Foods’ fresh 
beef, etc. The average customer, 
whether they shop at Whole Foods 
or not, recognized Whole Foods as a 
leader in the fresh departments of  a 
supermarket. Whole Foods fresh will 
be a very powerful reinforcement of  
Amazon’s fresh perception.

NAVIGATING
THE AMAZON

CONTRIBUTED BY DICK SPEZZANO
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FRESH DELIVERY

Outside of  brick and mortar, it will 
be interesting to see what Amazon 
does concerning getting Whole Foods’ 
fresh products distributed through its 
delivery system. Now, there is room 
for improvement in, say, organic 
produce, which Amazon already 
had prior to acquiring Whole Foods. 
My wife is a Prime shopper, so I 
have seen firsthand that Amazon 
was already less costly than Whole 
Foods’ organics online. Now, Amazon 
is marketing its increases in SKUs 
of  organics from Whole Foods, 
including Whole Foods 365 private 
organic brand.

And all that value-added prep! When 
you go into Whole Foods and see all 
the fruits and vegetables that are pre-
cut—it does that in the back room. 
That’s done in each and every store, 
which is a lot of  labor. Additionally, 
you have food safety issues, restroom 
issues, and everything else that goes 
along with those personal touches—
times every store. As a big company, 
it certainly has addressed these issues 
and does an excellent job of  variety 
and freshness of  the category, but still 
keeps it exposed to food safety issues.
Building and operating Amazon 
fulfillment centers is very expensive 
and when you add in groceries, both 
fresh and non-perishables, it adds 
significantly to the complexity of  the 
operation. What better fulfillment 
centers to have than the current 450 
Whole Foods stores? They are spread 
nicely throughout the U.S., are in 
both metro and rural areas, and 
already stock most of  what is offered 
by Amazon online. They could take 
a page out of  Peapod’s playbook 
and use certain stores as fulfillment 
centers.

A THIRD PARTY

Some of  the pricing that comes 
with those efforts can end up being 

very high for cut fruit 
and vegetables, so I 
will keep watching to 
see what it does going 
forward on both the 
pricing and if  it turns 
over some of  the 
cutting and packaging 
to a third party.

Many other retailers 
either have a third 
party do all of  their cut 
fruits and vegetables 
or a hybrid system of  
some in the backroom 
and some from a third 
party. With the hybrid, the stores 
can get credit for all of  it being cut 
in-store.

PRICING

As far as a reaction in the marketplace, 
it may seem as though enough time 
has passed for things to shake out, but 
it really is still too early to tell what 
Amazon is planning to do. Typically, 
retailers have a real handle on their 
competitors. They take a look at the 
marketplace and draw a one-mile, 
two-mile, or even five-mile radius to 
understand the prime market and the 
secondary market. Sometimes this 
includes price zones allowing them to 
take any similar demographic, similar 
stores, and competitors and monitor 
them closely. 

As a retailer, I may make some 
downward price adjustments to 
compete with the goal of  negating 
competitor price drops. I might 
even take the same group of  stores, 
reduce the retail prices on key organic 
items and price them lower than 
the rest of  my stores—lower than 
my competition, in this case Whole 
Foods. I would look at items that 
mean the most to my customers when 
it comes to organics—usually berries, 
bananas, tomatoes, packaged salads, 
and carrots. I would significantly drop 

the retails and market the drop to my 
customers.

FINDING A BALANCE

The key that I can foresee in keeping 
the balance between e-commerce and 
brick and mortar is not in beating 
the competitor, but mitigating their 
power. Can you match Amazon 
on its delivery? Not likely. Can 
you somehow take away the sheer 
advantage it has? Yes, you absolutely 
can.

Every time I pick up a trade 
publication, I see a new small 
start-up looking to help companies 
deliver their goods more quickly and 
efficiently. I continue to see Instacart 
signing major retailers like SuperValu 
and Albertsons.

There are all these little things 
attempting to somewhat negate the 
larger share. It’s the same as trying 
to beat Walmart in price: Can you? 
No. But can you take its 40 percent 
advantage down to 20 and still make 
money? Absolutely. 

And that’s the same thing when it 
comes to Amazon’s sheer advantage 
on delivery—how do you take that 
down to half ? Therein lies, I think, 
your success.

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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OME PEOPLE SAY WORK SMARTER, 
not harder. I’m of  the school 

of  thought to work smarter...and harder,” 
Mike Roberts, the new Director of  
Produce Operations for Harps Food 
Stores, tells me as we catch-up across the 
geography of  two time zones, both of  
us still with coffee in-hand. Harps, the 
Springdale, Arkansas-based retailer has 
experienced rapid growth in recent years, 
now spanning across its home state of  
Arkansas, as well as Oklahoma, Missouri, 
and Kansas—with plans to further evolve 
the company’s go-to-market strategy in 
the coming years.
 
But first, before Mike shares the inner 
workings of  the fresh-forward company—
some words of  advice...
 

“Growth is a great thing, but the 
foundation needs to be there. And by 
foundation, I mean the people. Build 
relationships and partnerships; they will 
serve you well, both professionally and 
personally, and you will gain lifelong 
friends and earn more for yourself  and 
your company,” Mike explains. He 
pauses, then lets out a light-hearted 
laugh. “And, pick up the phone! Texts, 
emails, Twitter, etc. are all great ways 
to communicate, but it’s good to have a 
personal relationship with those that you 
do business with. And most of  all, stay 

S

loyal to the people and organizations that 
have been loyal and have invested in you.”
 
Mike has seen the produce landscape 
change during his 28 years in the industry, 
and a large swath of  that experience has 
been with Harps. Currently with 87 stores, 
Harps has an aggressive growth plan that 
includes adding stores in new markets in 
2018 and revamping its fresh philosophy 
to further engage the consumer and 
differentiate itself  from the competition 
with values guided by quality, service, and 
freshness at competitive prices.
 

“Whether that is showcasing fresh produce 
front-and-center, or promoting no 
solution/no sodium-added fresh beef, 
pork, and chicken, we hang our hat on 
our company’s name and commitment,” 
he says. “With customized cakes, Martha 
Harp fried chicken, famous Martha Harp 
rolls, the Harps name signifies quality. 

Combining that image with employee-
owned service, Harps has become one of  
the grocery industry’s most recognized 
independent chains and is a national 
success story for grocery companies 
competing against other national chains.”
 
Fresh-Forward

As we speak, Mike always returns 
to his emphasis on quality—how 
the company strives to have the 

best quality produce at the best possible 
price, while also bringing consumers 
a wide variety of  fruit and vegetable 
offerings. With produce that is triple 
inspected from the farm to the warehouse, 
and then again at the store—you can be 
sure that no stone goes unturned for this 
Produce Director. In addition to having an 
executive produce team with their noses to 
the grindstone, Harps also prides itself  on 
having top-notch produce managers with 

“

Harps 
Foods:
Without Compromise

WITH 28 YEARS IN THE INDUSTRY 
AND A NEW ROLE THAT HAS 
HIM RULING THE PRODUCE 
ROOST OVER THE EXPANSE OF 
87 HARPS FOOD STORES, MIKE 
ROBERTS IS SITTING HIGH AS 
WE RAMP UP IN 2018. CHECK 
OUT THE INDUSTRY VETERAN’S 
BLUEPRINT FOR FUTURE GROWTH.

BY JORDAN OKUMURA

MIKE ROBERTS, DIRECTOR OF PRODUCE 
OPERATIONS, HARPS FOODS
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a repertoire of  knowledge to help support 
store guests and elevate the program.

When I pose the question of  how produce 
fits into the overall Harps’ format, Mike 
tells me that it truly defines and supports 
the stores, while responding to the 
evolving demographics for the company’s 
geographic footprint.

“Hometown Fresh is our vision and part of  
our logo, so having fresh produce available 
to our customers is very important and is 
a big part of  our format. Our plans are 
to showcase produce even more in our 
stores,” he notes. “Our current projects 
and new construction have blueprints that 
feature produce as the first department 
you encounter when you walk into the 
store. Fresh produce is more than just a 
welcoming invitation to step through the 
doors; it is our first opportunity to share 
our promise of  the authentic, quality 
shopping experience ahead.”
 
And Harps aspires to maintain that 
authenticity at all levels of  the business, 
from the displays to the team members 
and the vendors. While the company 
traditionally works with wholesale 
distributors to stock its produce shelves, 
Mike tells me that supplier relationships 
are still incredibly important to building 
the best program possible.
 

“Harps is always looking to grow our 
relationships with quality organizations 
and growers,” he shares. “We really 
believe in partnerships and believe they 
are the best way to conduct business. 
Harps works very hard at growing them. 
Partnerships are a two-way street, and 
we don’t ever look to make a quick and 
easy, one-time deal that only benefits 
us. We value our relationships with our 
partners and know that we both have to 
be successful for each other to succeed.”
 
As Mike settles more and more into his 
role, he is also prepping the team for even 
more dynamic work: Harps’ game plan 
as we look to 2018. Next year’s program 
includes more stores, new markets, and, 
of  course, more sales.

“We have had a pretty aggressive growth 
over the past 10 years and we aren’t 
slowing down any,” Mike smiles. “We also 
have a new banner that we are putting 
in some areas. The 10BOX banner is 
a cost-plus format, and it has been very 
successful at the seven locations we 
currently have. This format helps us 
compete with others that concentrate 
on price. The difference is—we won’t 
sacrifice quality, and that gives us an edge.”
 
The Makings of a Solid 
Foundation

W ith a vision of  growth running 
through the veins of  Harps’ 
progressive program, Mike 

can’t help but take a lot onto his own 
plate—and he does so willingly. As he 
tells me, the responsibilities he assumes 
carry great weight and reward, but for 
him, the true satisfaction comes from the 
relationships he has built, and it is an entire 
company of  them.
 

“I think the biggest misconception about 
my position is that it’s all about massive 
deals, big meetings, and top-secret matters,” 
Mike says. “The truth is, it’s all about 
the associates. People make companies 
work, not just the products. Sure there are 
truckload deals, contracts, and planning 
meetings, but the majority of  the time I 
spend with our merchandisers is spent 
talking about our produce managers and 
staff—who needs help; who’s doing great; 
who’s the next superstar assistant or clerk 
that we can promote; what can we do to 
make their jobs a little less stressful or more 
efficient? At the end of  the day, the most 
important part of  my job is to inspire, lead, 
and educate our great staff of  produce 
professionals. And that is probably not in 
any manual or what people think of  when 
they think of  being a Produce Director.”
 
On Mike’s path to success, he has also met 
some amazing mentors who have helped 
him steer his course and who continue 
to inspire him to this day. Dennis Baker, 
Harps’ Former Produce Director, is one of  
them.

“Dennis was the biggest influencer in my 
career and really helped me develop the 
people skills that I use to this day. Dennis 
promoted me to merchandiser 17 years 
ago when he became Director,” Mike 
tells me. “He was a former store manager 
so we always joked that I taught him 
produce and he taught me people. His 
leadership and friendship over the years 
was invaluable to helping me achieve the 
position I am in today.”
 
Another one of  those individuals who has 
impacted Mike and his career is Glenn 
Brock, who is Harps’ dedicated AWG 
Specialist and who has also been a very 
big influence on Mike.
 

“Glenn was the merchandiser for the store 
in which I was originally hired. He helped, 
trained, and guided me through that 
period, until the warehouse where he was 
working at the time, and that was serving 
my current store, ended their partnership,” 
Mike reflects. “I didn’t see Glenn for 
several years, but to my luck, when I was 
promoted to merchandiser with Harps, 
Glenn got hired at AWG Springfield at 
the same time. It was quite neat to walk 
into a meeting with our new AWG guy 
and see an old friend! That was 17 years 
ago, and I cannot say how thankful I am 
for all that Glenn has taught me in every 
aspect of  this great industry. We are still 
working together today, and Glenn is a 
great friend.”
 
 Origins

So, what is the Harps story? Well, it 
all started with Founders, husband 
and wife, Harvard and Floy Harp 

and $500 in cash that Harvard had saved 
while working in the citrus industry in 
California. Enter the first Harps store 
in 1930. This first location became 
Harps Cash Grocery and was located 
in Springdale, Arkansas. Over the next 
34 years they remodeled, expanded, and 
moved to bigger buildings as the business 
continued to grow. By the early 1950s, 
Harvard and Floy’s oldest son, Don, had 
joined them in the business and in 1964 

“At the end of the day, the most important part of my job is to inspire, lead, and educate 
our great staff of produce professionals. And that is probably not in any manual or 

what people think of when they think of being a Produce Director.”
- M I K E  R O B E R T S ,  D I R E C T O R  O F  P R O D U C E  O P E R A T I O N S
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LOWER LEFT: JOSH RECTOR, 
PRODUCE CATEGORY MANAGER, 

HAS A KNACK FOR NOT ONLY 
MANAGING PRODUCE, BUT 

JUGGLING IT. 

GROUPED ABOVE: ALAN SMITH, PRODUCE MERCHANDISER; MIKE HARRINGTON, 
PRODUCE MERCHANDISER; GLENN BROCK, AWG PRODUCE SPECIALIST; KEVIN 
HUTCHESON, PRODUCE MERCHANDISER; DANNY SMITH, PRODUCE MERCHANDISER; 
MIKE ROBERTS, DIRECTOR OF PRODUCE OPERATIONS; JOSH RECTOR, PRODUCE 
CATEGORY MANAGER; RON PARNELL, PRODUCE MERCHANDISER; AND THERESA 
BECHAUD, PRODUCE EXECUTIVE ASSISTANT
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Harps became a small chain when the 
second store opened in North Springdale.

In 1995, the company purchased Don’s 
stock, and at the same time purchased 
a ten-store chain. This transaction 
significantly increased the leverage of  
Harps, and the company focused on 
driving down the debt.
 
Then in 2001, Harps leveraged a buyout 
with the Employee Stock Ownership Plan 
(ESOP), purchasing outstanding stock 
from the family and management. After 
spending the next four years reducing 
debt, Harps began rapid growth through 
acquisition and new store construction.
 

“Since becoming employee-owned, 
employees have seen amazing growth 
in their stock,” Mike states. “Employees 
who have been with Harps since 2001 
have built significant values in Harps 
for retirement. Harps is the largest 
employee-owned company headquartered 
in Arkansas and the 30th largest in the 
United States.”

As for Mike, he actually came on board as 

part of  an acquisition that Harps made 
in 1995.

“I could tell almost instantly that it was the 
type of  company I wanted to stay with. 
Before that I worked for a small chain 
based out of  Bentonville, Arkansas, called 
Phillips Food Stores under the Food 4 Less 
banner. The company ended up being 
bought by Walmart and then slowly sold 
off to other retailers,” he says. “Luckily for 
me, the last store I was at was purchased 
by Harps!”
 
Mike jokingly says this was only supposed 
to be his part time job to get him through 
college. But, when he started as a clerk in 
1989, he instantly liked the atmosphere 
of  working with people, customers, and 
making the produce department look 
presentable. It didn’t take long before 
Mike was a setup guy, coming in early to 
make the department ready for business 
each day. Then it just got better with the 
hustle and bustle of  the holidays, the 
summertime business, the change of  
seasons, training new associates, helping 
customers, and interacting with local 
suppliers.

“My first responsibility when I was 19 was 
to order greens three times a week from a 
local supplier. His name was Fish, or that’s 
what we called him, and he delivered our 
greens in a pick-up truck and a trailer and 
became a main supplier,” he laughs. “And 
yes, we ended up going fishing a few times. 
I was hooked! My passion for the industry 
has just gotten stronger over the years 
as have the amazing friendships I have 
gained from it.”
 
At the end of  the day, Mike reflects back 
on some words to live by from his father.
 

“It’s simple, really. Always ask yourself  the 
question my father asked me, ‘Is it the 
right thing to do?’ He taught me to be 
self-aware at a young age and most of  the 
people I have looked up to over the years 
have re-iterated that sentiment. As one of  
them put it once, ‘If  you wouldn’t want 
to see it on the front page of  the paper 
tomorrow it’s probably not the right thing 
to do,’” Mike laughs.
 
While Mike is wary of  the front page 
limelight himself, he is more than happy to 
see his company there—fresh and focused.

MIKE ROBERTS, DIRECTOR OF PRODUCE 
OPERATIONS; JOSH RECTOR, PRODUCE 

CATEGORY MANAGER; AND THERESA 
BECHAUD, PRODUCE EXECUTIVE 

ASSISTANT TALK STRATEGY ACROSS 
HARPS’ FRESH FOODS FORMAT 
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Sometimes, looks 
do mean everything... 

PACKAGING CONCEPTS 

THAT DID IT 

RIGHT
by KAYLA WEBB

BAKO SWEET 
Steamer Bag

When I’m hungry, I’m hungry, and 
I just cannot wait. Fortunately, the 
Bako Sweet Steamer Bag has my 
best eating interests at heart: a short 
wait time for fresh, delicious food. 
Not to mention, the convenient 
and eco-friendly packaging is 
another two-for-one deal that has 
me celebrating. With easy-to-read 
directions and bright orange colors 
that make me impatient to eat the 
sweet potatoes inside, Bako Sweet’s 
Steamer Bag pops on the shelf  and 
in my grocery cart—this product 
is definitely coming home with me. 
Buy, steam, serve—you don’t even 
have to dirty a bowl!

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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STEMILT 
GROWERS  

Pink Lady® 
Apples

While chocolates and sweets attempt 
grocery store takeovers around 
Valentine’s Day, Stemilt Growers 

EARTHBOUND 
FARM®

Riced  
Veggies

Everyone’s cooking at home these 
days, but that doesn’t mean it’s 
easier. Here to give consumers a 
hand in the kitchen is Earthbound 
Farm’s Organic Riced Veggies, so 
that cooking at home is less hassle 
and more bliss. Offered in three 
different medley options, including 
Cauliflower, Cauliflower and Broccoli, 
and Cauliflower Medley, Earthbound 
Farm’s new line of  riced veggies 
come recipe ready in colorful, re-
sealable bags that double as veggie 
steamers. Earthbound Farm even 
features pasta, rice, and salad recipe 
ideas—perfect for main and side 
dishes alike—showcased in eye-
catching graphics front-and-center 
that make it easier than ever to make 
smart choices in-store and at home. 

4

3

SUNSET® 

YOU MAKE 
METM Pasta 
Kit Line 

The list of  how many recipes I’ve 
started only to realize I’m missing 
an ingredient or two is endless. But 
with SUNSET’s new line of  You 
Make Me™ pasta kits, my I-need-
to-read-recipes-before-grocery-
shopping problem is solved. Each 
kit contains all the ingredients you 
need to make delicious pasta at 
home, including fresh SUNSET® 
grape tomatoes, perfectly-
portioned pasta, a spice packet, 
and infused oil. Not to mention, 
those eye-catching graphics send 
my anticipating taste buds into a 
frenzy. With four delicious flavors, 
including Classic Italian (You Make 
Me Fresh), Creamy Parmesan (You 
Make Me Blush), Spicy Arrabbiata 
(You Make Me Hot), and Cold 
Pasta Salad (You Make Me Chill), 
You Make Me pasta kits make me 
want to plan all my meals around 
the flavor of  SUNSET.

5

LITEHOUSE®

Organic 
Lemon Herb 
Vinaigrette  

While I can be meticulous about 
picking out organic produce for a big, 
bright salad, I’m not as intentional 
about looking at the ingredients 
list on the back of  dressing bottles. 
But, with Litehouse’s new Organic 
Lemon Herb Vinaigrette from its 
organic refrigerated salad dressing 
line, I can have my organic salad 
and eat it, too, with fresh, healthy, 
USDA organic certified dressing. Big 
on flavor, yet light on calories, the 
Organic Lemon Herb Vinaigrette 
is sure to pack the same zest as its 
outside packaging. With soft greens 
and lovely illustrations, the bottle 
is a work of  art that demands to be 
admired. And the dressing inside the 
bottle doesn’t disappoint either. 

2

Pink Lady® apples continue to 
reign in February as its promotional 
period heats up for the month 
of  love and beyond. Hues of  hot 
pink and red on the grab-and-go 
handle, along with its sweet-tart 
flavor profile, make Pink Lady 5 
lb pouch bags the perfect gift for a 
special someone who happens to be 
produce obsessed. And, Pink Lady 
apples even come under the Lil 
Snappers brands, so kids can hand 
out the perfect Valentines, too.
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up
close

A CLOSER LOOK AT CHELAN 
FRESH’S CASCADE CREST 
ORGANICS

by L ill ie  Apostolos

Merchandising is a breeze with 
these approachable bags that sit 
easily in their fresh organic pear 
and apple destinations. Consumers 
can walk away easy-as-pie with 
the bags, thanks to the hand-held 
tool at the top.
 
Cascade Crest Organics pouches 
come in the main apple varieties, 
like Granny Smith, Golden 
Delicious, Pink Lady, Fuji, Gala, and 

F
irst impressions are all about 
style. Proving this theory 
are Chelan Fresh’s Cascade 

Crest Organics pouches, as the 
packaging beautifully showcases 
its beloved organic produce to 
promote the categories’ versatility 
and accentuate the fruits’ benefits.

The packages, which are 
transparent to provide consumers 
a good look at what they are 
taking home with them, are 
stamped with the company’s 
well-known Cascade Crest 
Organics logo. When it comes 
to brand recognition and 
drawing the consumer eye, 
Chelan Fresh is a master of 
balancing the beauty of the 
fruit itself and the artistry that 
comes with packaging design.
 
The pouch bags are not just for 
looks and convenience, though. 
For consumers asking questions 
like, “What kind of pie will I be making?” 
Chelan is responding to queries with 
engaging resources. For example, a link to 
the company’s website is located right on 
the bag, where consumers can find delicious 
usage ideas and all the recipe inspiration their 
hearts—and stomachs—desire. To address a 
larger audience, the packaging has French 
language on one side and English on the other. 
Consumers can also find ripening information to 
sweeten the deal.
 

Honeycrisp; as well as pear varieties, 
which include Anjou and Bosc; 
and cherries. The Cascade Crest 
Organics ensemble is one more 
way that Chelan Fresh continues 
to strengthen its connection to 
consumers with ideas, family-
friendly traditions, and visual 
appeal to help make life that much 
more enjoyable for the consumers 
to whom we cater.
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T o hear Rodney Braga talk 
about produce is to hear him 
talk about time, about both 

a storied history and a stewardship 
over the future. It can be an almost 
kaleidoscopic experience—with 90 
years coming to bear on a single stalk 
of  celery or an organic pest abatement 
program protracting 50 years into the 
future health of  the soil.

As a third-generation grower, President, 
and CEO of  Braga Fresh Family 
Farms, a company fast approaching 
its 90th anniversary, Rod oversees one 
of  the more innovative and dynamic 
companies in our industry. He does so 
with a deep understanding of  Braga’s 
roots and its mission going forward.

“In a way, farmers have always been 

thinking about the ground and the 
future,” notes Rod. “As farmers, what 
we do is all centered on the ground and 
the idea that you’re making decisions 
for 50 years from now and not just a 
few years down the road.”

From the first crops grown at the ranch 
and farmed by Rod’s grandfather in 
1928 to Braga Fresh’s current 

Planting for 
the Future

By Robert Schaulis

Above: Rod Braga’s great uncle Zep 
loading vegetables in the field
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Clockwise starting top left: Carson Braga 
with a lettuce inspector; Josie Braga in the 
early 1920s; Stanley, Norman, and Sebastian 
Braga—Rod’s uncle, father, and grandfather; 
A family photo of  Josie, Sebastian, Ernest, 
Norman, Stanley, and (in front) Ernest’s son; 
Sebastian, Josie, and baby Norman Braga
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Through all those changes, Rod tells 
me, the company can trace a singular 
commitment to providing the best 
produce possible while preserving the 
land on which it grows.

“My grandparents started farming here 
90 years ago, leaving us with a deep 
understanding of  the importance of  
soil and how to take care of  it,” says 
Rod. “We’ve lived here for generations, 
and we are planning to be here for 
many generations to come. That 
means operating in a way to preserve 
the land—the lifeblood of  our farm.”

In 1918, Rod’s grandfather, Sebastian 
Braga, first arrived in south Monterey 
County. An industrious young man 
from Switzerland, Sebastian began 
growing row crops in the Salinas 
Valley. By 1928, he started leasing land 
and building the business in Soledad, 
California. In 1937, Sebastian and his 
wife—the eponymous Josie of  Josie’s 
Organics—bought the Home Ranch 

and built a homestead on the property 
and settled there, raising dairy cattle 
and growing sugar beets, tomatoes, 
onions, hay, corn, as well as lettuce.

“I remember walking the fields with my 
grandfather, because it was my favorite 
thing to do,” Rod tells 
me, recalling the lessons 
Sebastian taught him about 
the value of  hard work 
and being present on the 
job. “He told me the most 
important thing you can 
put on your ranch is your 
shadow. My Nonnie Josie 
was also ahead of  her time 

Together, these third-
generation growers carry on 
their grandparents’ legacy 

and maintain the company’s core 
values of  honesty, integrity, and respect 
for the land.

Braga Fresh went on to establish its 
Josie’s Organics label in 2013, named 
for Rod’s grandmother, Nonnie Josie, 
and commit to providing consumers 
with healthy and delicious produce—
the kind Nonnie Josie would serve to her 
family. And just three years later in 2016, 
the company established Braga Foods—
hoping to bring a fresh perspective to 
the packaged salad market.

Now with dozens of  organic and 
conventional products spread across 
several labels and a myriad of  produce 

By the 1990s, the family business 
had matured into the major presence 
in the produce world it is today. A 
third generation of  Bragas joined the 
business, with Rod, his brother Chris, 
and his cousins Marshall and Carson. 

Top: Stanley, Rod, and (Rod’s 
grandfather) Sebastian Braga 
enjoying a night barbecuing 
together; Left: Stanley Braga 
moving sugar beets in the family’s 
first diesel truck

“As farmers, 
what we do is all 
centered on the 
ground and the 
idea that you’re 
making decisions 
for 50 years from 
now and not just 
a few years down 
the road.”

-Rodney Braga, President & CEO, 
Braga Fresh Family Farms

state as a fully-integrated company 
servicing customers around the globe, 
the Braga family has seen countless 
changes in the agricultural landscape. 

in many ways. She used to go out and 
clip leaves of  baby iceberg by hand to 
serve at the table—just like the baby 
lettuces you see now in packaged salads.”

By the 1960s, the Bragas had 
significantly expanded agricultural 
operation through careful planning 
and wise management practices. The 
company began focusing on lettuce, 
celery, and cauliflower; changed its 
cattle operation from dairy to beef; 
and ushered in a new generation of  
leadership. During this time, Sebastian 
and Josie’s three sons—Ernest, Stanley, 
and Rod’s father Norman—officially 
joined the business.
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Above: Artificial rain cascading 
over the roof  of  the bar in 
the Braga family barn—at 
the end of  a long day in a 
rainless season, Norman made 
sure that the family could hear 
rainfall; Left: the Braga family 
preserves three-generations 
worth of  history in its 
memorabilia-filled family barn

1918

1928

1937

1960s

1990s

2013

2016
Sebastian Braga 
arrives in south 

Monterey

Sebastian starts leasing 
land & building the 

business in Soledad, Ca

Sebastian & Josie 
buy Home Ranch

Significantly 
expanded 

agriculture operation

Major presence in 
produce world

Establishes Josie’s 
Organics

Braga Foods 
established

categories, Braga Fresh is able to bring the freshest 
possible products from the field to consumers, ripe and 
ready-to-use. 

“The next logical step seemed to be getting into the value-
added side, so we truly are overseeing the process from the 
seed to the consumer’s table,” Rod notes. “It’s extremely 
gratifying being the farmer and seeing our product all the 
way through from growing the vegetables to harvesting in 
a timely manner, getting them cooled properly, and now 
packaging them in a facility that is state-of-the-art and 
having that product reach the consumer in that value-
added form—healthy, safe, and ready-to-use.”
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“I remember 
walking the 
fields with my 
grandfather, 
because it was 
my favorite thing 
to do…He told 
me the most 
important thing 
you can put on 
your ranch is your 
shadow.”

-Rodney Braga

Though the company’s focus on 
organic farming practices may seem, 
to the untrained eye, to be a recent 
development, Rod is quick to point out 
that it’s the language of  sustainability 
that has caught up to Braga Fresh as 
much as the company has caught up 
with increasing demand for sustainable 
products. For Rod and the rest of  the 
Braga family, sustainable farming is an 
affirmation of  the company’s continued 
commitment to the soil and to bringing 
the best possible product to market, 
both now and in the foreseeable future.

“We do everything possible to make 
sure Josie’s Organics is the most 
delicious produce in the world—that 
all starts with healthy soil,” Rod 
says. “Sustainable agriculture is the 
foundation of  our operations. Being 
sustainable is going back to where 
we came from, going back to the way 
our grandparents and parents farmed 
before us. They taught us to farm in 
balance with the environment. Today, 
we call this sustainable farming—which 
is not a new concept to us; it’s been our 
way of  life.”

Rod notes that, 
while the company’s 
operations may have 
changed considerably 
over the years as 
it began growing 
greater varieties and 
quantities of  western 
veg, phased out its cattle operations, 
and anticipated trends toward baby 
veggies, organics, and value-added 
offerings, the practices and the integrity 
with which the company operates 
would be instantly recognizable to its 
founder Sebastian 90 years later.

“My grandfather and father taught me 
how to till the soil deep, rotate crops, 
grow cover crops, and put on compost, 
and they never used the words 
‘sustainable’ or ‘organic,’ but that’s 
what it was. Our home ranch today 
is in better condition soil-wise than 
when my grandfather started farming,” 
Rod surmises. “A lot of  people might 
attribute that to organic farming; well, 
to us, it’s just good farming.”

Fast approaching a century in the 
produce business, Braga Fresh has, 
through hard work and continuous 
innovation, transformed from 
Sebastian’s humble row crops to its 
current state. Braga Fresh is now an 
international company that enjoys a 
well-deserved reputation for quality 
and service among the industry’s top 
shippers, processors, and resellers. 
With year-round operations in 
California, Arizona, and Mexico, 
growing and distributing produce to 
customers throughout the globe, the 
company keeps pushing forward while 
acknowledging the past.

Above: Ernest, Josie, 
Sebastian, Norman, and 
(in front) Stanley Braga; 
Right: Rodney Braga
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Paul Mastronardi has always had a passion for music. 
From the age of 14, he was a well-known DJ in his community, progressing each 
year from weddings and school dances, to self-promoted music festivals, and 
eventually to the Detroit club scene. After University though, you could say his 
taste changed from Flavor Flav to Flavor Bombs™. Today, this CEO oversees 
a company with thousands of employees, hundreds of products, and multiple 
growing centers operating 24/7/365, but he sums up his entire business in one 
single word: FLAVOR. 

by Robert Lambert
From Beats to Brix

paul
mastronardi,

ceo, mastronardi 
produce
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You’d think this staggering number 
of trials would require a map or 
handbook to navigate, but Paul 
effortlessly and passionately describes 
the trials as we pass them, and I can 
see that this business is truly in his 
DNA. I watch as he samples various 
trials using his sophisticated palate and 
I realize that he’s a modern-day tomato 
sommelier. His passion for his business, 
especially when it comes to R&D and 
future innovation, is obvious.

As we end our greenhouse tour 
and make our way to the office’s 
test kitchen, Paul proudly shares 
SUNSET’s most recent product 
innovations and successes. 2017 was 
an especially productive year for the 
Mastronardi product development 
team, beginning with the most recent 
launch of the company’s You Make 
Me™ line of pasta kits. Developed in 
partnership with celebrity chef and 
SUNSET Culinary Director, Roger 
Mooking, these ultra-convenient pasta 

kits contain everything a 
consumer needs 

to prepare a 
healthy, 

“Flavor has always been the driving 
force for Mastronardi Produce,” Paul 
says seconds after welcoming me 
to his company’s state-of-the-art 
headquarters in Kingsville, Ontario. 

“That was true when my great 
grandfather started the business, it’s 
what my father taught me, and it’s the 
inspiration for every decision we make 
today.” 

As if on cue, we walk by a wall 
illuminated by the glow of hundreds 
of LEDs framed in copper and 
arranged to spell out: INSPIRED BY 
FLAVOR®. Literally and figuratively, 
the message is clear—at Mastronardi 
Produce, flavor reigns. 

Without question, the first major 
accomplishment in Mastronardi’s 
flavor empire is its Campari® tomato. 

“Campari was the world’s first branded 
tomato when we launched it in 1995, 
and the tomato continues to dominate 
the premium tomato category it 
created. That was a game-changing 
moment for the produce industry and 
for our company as well,” Paul says 
as we head into the greenhouse. “We 
created the first branded tomato that 
consumers could recognize at a glance 
and ask for by name in the produce 
department. More importantly, we 
gave them a reason to look for it—
superior flavor.” 

The success of Campari ignited an 
era of unprecedented growth for 
Mastronardi Produce, where the 
company has added thousands of 
greenhouse-growing acres to keep pace 
with consumer demand. Despite the 
company’s exceptional performance, 
Paul has never stopped innovating.

In 2002, while taste testing cherry 
tomato samples from the trial rows, 
inspiration struck Paul.

“Seeing all these wonderful colors and 
unique tomatoes. I thought, why not 
combine all these flavors and create 
the ‘box of chocolates’ for the tomato 
category? The result was the concept 

for our SUNSET® Wild Wonders®, 
the first mixed tomato brand in the 
category which created a whole new 
premium segment,” Paul tells me as we 
stroll past row after row of immaculate 
looking tomatoes. “Our competitors 
have tried to duplicate the success of 
Wild Wonders which is the leading 
brand in the mixed segment. But, just 
like Campari, no one can touch the 
quality and flavor due to the exclusive 
varieties we grow.” 

With exclusivity comes an element of 
secrecy. When I ask Paul for a tour 
of his R&D facility, he flashes me his 
trademark grin and says, “I’ll let you 
have a sneak peek behind the curtain, 
but only in certain areas.”

I have been lucky enough to tour parts 
of Mastronardi’s state-of-the-art trial 
center, the epicenter of SUNSET 
innovation, to see where it all begins. 

“This trial center is the largest indoor 
tomato trial center in North 
America, carrying 
hundreds of trials 
at any given 
time,” 
Paul 
tells 
me. 

Aerial view of
SUNSEt® 100 acre 

greenhouse in 
Coldwater, Michigan
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flavorful meal at home: fresh tomatoes, 
perfectly portioned pasta, spice packets, 
and some kits come with gourmet 
infused olive oil.

“Consumers are incredibly busy, so 
we wanted to come up with a product 
that makes their lives easier, without 
compromising flavor,” Paul explains. 
Ready in minutes, each kit can be a 
dinner for two, or used as four sides, 
and with four different flavors to 
choose from—Classic Italian (“You 
Make Me Fresh”), Spicy Arrabbiata 
(“You Make Me Hot”), Creamy 
Parmesan (“You Make Me Blush”) 
and Cold Pasta Salad (“You Make Me 

Chill”)—there’s a You Make Me pasta 
kit for every taste.

Innovation at SUNSET is not just 
limited to new products like You Make 

Me pasta kits; packaging innovation 
is also a key driver for this progressive 
company. 

“As a leader in packaging innovation, 
we were the first to introduce Top Seal 
technology which uses 20 to 30 percent 
less plastic than ordinary clamshells 
and has become an industry standard,” 
Paul says.

The company has also won numerous 
packaging awards over the years for 
introductions such as the paper touch 
bags in its Organics line, Eco Flavor 
Bowl® packaging system—made from 
recycled materials and is 100 percent 

recyclable—and its specially designed 
One Sweet® Ready-to-Eat snack packs 
that extends shelf-life to help reduce 
food waste.

In 2017, SUNSET continued to push 
packaging boundaries by introducing 
two exciting limited edition items: the 
Sweet Bites® pail and the football-
shaped SUNSET Flavor Bowl™. 

“We wanted to provide retailers with 
‘in-and-out’ items that would create 
excitement in the produce department 
and provide consumers with offerings 
that would surprise and delight 
them. These limited edition items 
were designed to encourage impulse 
purchases and drive incremental sales, 
which is something all retailers want,” 
explains Paul.

Launched in October 2017, the award-
winning Sweet Bites pail jumped off 
the shelf with its clever design and 
sturdy handle for easy carrying, but 

the real prize was the reusable snack 
pack container packed inside the pail. 
Made from durable plastic, this easy 
to open container holds a serving of 
cherry tomatoes and fits perfectly into 
any lunchbox, purse, or messenger 
bag to encourage healthy snacking for 
kids and adults. SUNSET followed up 
the Sweet Bites pail with the equally 
creative SUNSET Flavor Bowl. 
Shaped like a football, the SUNSET 
Flavor Bowl fits right in with the 
game day party scene and features 
an ingenious lid that, when removed, 
doubles as a base that locks the bowl 
in place. The SUNSET Flavor Bowl 
kicked off in produce departments 
nationwide just as the college and NFL 
playoff races were starting to heat up 
and was a hit with football fans and 
flavor lovers alike—talk about scoring 
a touchdown. 

SUNSET
FLAVOr
  BOWltm

Sweet 
Bites® pail 

  You Make Metm 
pasta kits
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Clockwise from left: Keri Butler, Logistics; Peppe Bonfiglio, Sales; 
Justine Chevalier; Marketing, Frank Peters, Grower; Jason Whitcher, 

Procurement; Scott Kress, Packaging; and Paul Mastronardi, CEO

...Trust me, the people in this
organization have no intention

 of being ordinary. They are

 extraordinary 
and I m proud to work

alongside them every day.

“
‘ ’

’ ”
CEO Paul Mastronardi
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“In the years ahead, let’s just say you 
can expect us to produce a lot more of 
them,” Paul continues.

By now, I’ve learned not to ask Paul 
for details about the growth plans 
about which he’s hinted, but I do seize 
the opportunity to ask him about 
one of the bigger headlines he made 
last summer with the acquisition of 
Backyard Farms in Madison, Maine.

“We’ve admired Backyard Farms for 
the quality and consistency of the 
company’s tomatoes since they hit the 
market in 2007,” Paul explains. “By 
shipping exclusively to retail and 
wholesale partners within a 12-hour 
drive of their greenhouse, Backyard 
Farms focuses squarely on delivering 
the freshest, best-tasting product 
possible, and in the process, sets a new 
standard for locally-grown produce. 
Backyard Farms is a perfect fit for our 
organization, and I’m excited to watch 
the company expand their operation 
with our support.”

Backyard Farms and its 
shared commitment to 

taste bring us back 
to Paul’s favorite 

subject—flavor. 
I ask him 
about two 
recent 
Superior 
Taste 
Awards that 
Mastronardi 

Produce 
received 

from the 
International 

Taste and Quality 
Institute.

“These awards were especially 
gratifying because we received one for 
our Minzano® tomatoes, which is the 
perfect saucing tomato, and one for our 
Aloha™ pepper which is a beautiful 
striped pepper we will be in full launch 
with this spring,” Paul shares. “I’m 
especially proud of the Aloha pepper 

While Paul is honored to be the face 
of SUNSET and the creative mind 
behind some of the company’s best 
ideas, he is quick to point out that it 
takes a team of thousands to bring his 
vision of flavor and innovation to life.

“Our products are only as good 
as the people who grow 
them, pack them, sell 
them, and ship 
them,” Paul 
says as we 
look out over 
his bustling 
distribution 
center. “And 
those people 
need to be 
supported 
with 
technology, 
accounting, 
marketing, 
management, and 
administrative 
professionals 
to ensure we’re meeting all of our 
obligations as a business, as a brand, 
and as an employer of choice.”

When I asked Paul how he creates 
the kind of corporate culture that 
attracts top talent, puts them in the 
best position to win, and retains them 
over the long haul, he proudly replies, 

“We have created a culture that attracts 
and retains talent. I believe if you 
create an environment that people 
enjoy being in, and you provide them 
with the tools they need to succeed, 
they will continue to work hard and 
be passionate about what they do. We 
are still a family business and we keep 
those core values close to us even as we 
grow.” Paul adds, “It’s no secret that 
I’m very particular and that I push my 
employees to try hard, be innovative, 
and always think outside the box. But 
it’s through constant collaboration and 
challenging the employees that we 
continue to harness their strengths and 
enhance their skills, and the results 
are award-winning. Without this, we 
would just be ‘ordinary’ and trust me, 

the people in this organization have no 
intentions of being ordinary. They are 
‘extraordinary’ and I’m proud to work 
alongside them every day.”

This constant drive is clearly working 
as SUNSET has been awarded one 

of Canada’s Best Managed 
Companies for eight 

consecutive years—a 
testament to 

the dedicated, 
extraordinary 
work force 
that propels 
Mastronardi 
Produce 
forward. 

An interview 
with one of the 

most visionary 
people in 

produce wouldn’t 
be complete without 

having a conversation 
about the future of the business. 

Paul doesn’t hesitate.

“Strawberries,” he 
says. “Back in 2005, 
we were the first 
to produce 
high-tech 
strawberries 
that were 
full of flavor 
and virtually 
pesticide-free. 
I truly believe 
our Wonders 
of Winter™ 
(WOW™) 
berries are the best 
strawberries you’ll 
ever taste,” Paul proudly 
states as he passes me a bowl 
of freshly-washed berries. 

These WOW berries don’t disappoint 
and it’s no wonder that these 
Wonders of Winter won the Superior 
Taste Award from the prestigious 
International Taste and Quality 
Institute (ITQI) in Belgium. 

   alohatm

peppers

  WOWtm

berries
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Canada’s superpower status in the 
booming greenhouse industry.

We conclude our tour in the bright, 
modern lobby where we began. With 
one last attempt to get Paul to share 
some inside information, I ask him 
what he’s most excited about for 2018. 
As the smile I’ve come to recognize 
spreads across his face, I can almost 
predict his response. 

“Wait and see.”

which is a SUNSET exclusive product 
and is as pleasing to the eye as it is to 
the palate. The different colored stripes 
create a pepper like no other on the 
market as it elevates any dish. Finding 
products like this is what I love most 
about this business. It never gets old.”

In the Mastronardi family, passion 
for produce is passed down from 
generation to generation.

“My father, Don Mastronardi, taught 
me everything I know, not just about 
what it takes to run a successful 
business but what it takes to be a 
successful human being. It was a 
tremendous honor for the entire 
Mastronardi family to see my father 
receive the Lifetime Achievement 
Award from the Canadian Produce 
Marketing Association. He truly 
deserves it,” Paul tells me. “My father 
instilled the importance of giving 
back to the community, which is a 
legacy we’re proud to carry on today 
with contributions to food banks, 
local schools, and supporting worthy 
causes such as Movember, MS Society, 
Autism Awareness, and Pink Ribbon 
Produce, just to name a few.” 

Recently, SUNSET was awarded 
the Beacon of Light award by the 
Food Bank Council of Michigan 
for donating five million pounds of 
produce to Gleaners Community 
Food Bank in 2017. And if that 
wasn’t enough, SUNSET donated 
over $600,000 to various charities 
throughout the year. 

“Everyone here at SUNSET is involved 
in our philanthropy and they share 
in the joy of giving back to our 
community. We are so proud and 
excited to see our charitable donations 
increase every year,” Paul comments. 

“It’s stunning to think that despite the 
size and scale of Mastronardi Produce 
we are still a family business—a family 
business behind the largest national 
and organic brand on tomatoes, 
peppers, and cucumbers across the 
United States, and a leading innovator 

of new products, segments, and 
packaging that will most likely again 
have others try to duplicate.”

Impressive for sure, but as Paul might 
say, the proof is in the product and 
the consistently excellent flavor that 
SUNSET is known for. With all of 
these accomplishments, it’s no surprise 
that in Canada’s 150 year celebration, 
the country selected Mastronardi 
Produce as part of its WE ARE THE 
BEST series of features to showcase 

paul
mastronardi,

ceo, mastronardi 
produce
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W hile it is important to know the 
where and when an issue occurred 
when managing a fresh produce 
operation with technology, the 
true solutions are in understanding 

why it happened and how to address it. Trimble, a 
technology firm whose agriculture products and 
solutions span the globe, is among the few that answer 
many of  these questions along this entire spectrum.
 

“There are many companies that can tell you where 
something occurred and the issues you are 

facing, like lower yield in a section of  the field. 
But, there are fewer that can tell you what is 
driving the yield variability. And even fewer 
that can help you find ways to remedy it,” 

Matt Denninger, Director of  Customer 
Success, explains to me as we discuss the vastness 

of  Trimble’s offerings. “Many can show you relative 
vegetation index across fields, but fewer can show you 
specific soil attributes with what I call our ‘four-foot 
MRI of  the soil’ and provide guidance on how to 
address what was found. Each step is critical.”
 
Matt joined the Trimble Ag team in 2014, and in 
those few short years he has watched how rapidly the 
company transformed and grew to fit the demands of  
its audience—which is exactly how it has become a vast 
pool of  technologies, industries, and offerings.
 

“In agriculture alone, Trimble solutions are being used 
across 125 million acres worldwide, as well as in more 
than 250,000 displays in tractors. Our guidance displays 
enable a broader spectrum of  available labor to execute 
farming operations and collect as-applied coverage 
maps for record keeping,” Matt says. “My primary 
function in Trimble is to ensure customers have an 
excellent experience with their Trimble Ag Software.”
The numbers seem to show that he and his team 

Connecting the Physical
& Digital Worlds

are succeeding: Trimble has offices in 35 countries and a 
portfolio boasting more than 1,200 patents. The company 
itself  says that, though best known for GPS technology, it 
integrates a wide range of  positioning technologies, including 
GPS, laser, optical, and inertial technologies with application 
software, wireless communications, and services. Touting the 
motto “transforming the way the world works by delivering 
products and services that connect the physical and digital 
worlds,” its integrated solutions look to allow customers to 
collect, manage, and analyze complex information faster and 
easier. The result? Better productivity, more efficiency, and 

TRIMBLE

By Melissa De Leon

THE NUMBERS the motto

35 
countries with  
Trimble offices

9,000+ 
employees 

1,200+ 
patents

125+ Mil
acres

250,000+ 
displays

75,000+ 
GNSS subscribers

Transforming 
the way the 
world works 
by delivering 
products and 
services that 
connect the 
physical and 
digital worlds.
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better return on investment (ROI) for its partners.

“ROI, in my opinion, is a key factor after understanding 
‘how to address.’ Farmers are using ROI on a regular 
basis, and it is critical to know the cost-per-unit of  
production (CPUP) as part of  the decision-making 
process,” Matt clarifies, explaining that while most 
have solid yield projections and access to market prices, 
some might not know on a per unit basis what their 
cost of  production is for any given commodity, field, or 
management zone.

“One of  the more frequent topics of  conversation we’ve 
engaged in when discussing ROI is without knowing their 
CPUP. Not having this information creates a challenge in 
judging whether a decision is more likely to create higher 
or lower gross income. The farmer, or someone they trust, 
has a significant opportunity to identify specific fields or 
sections that have less profit potential on a CPUP basis, 
potentially enabling them to avoid over-applying inputs 
and reducing profits,” Matt shares.
 
To get to how Trimble became the solutions provider it is 
today, we need to take it back to the steps it took to match 
those needs in the industry, and what it is about fresh 
produce that necessitates a versatile tech partner.
 
The latter is a bit easier to grasp, especially as we are 
plenty familiar with what Matt has to share about 
stewards of  the land. “Our software and solutions are 
broad because each farmer uses different practices and 
cultures,” he says.
 
In addition to this very simple rule of  farming, any 
number of  variables can come into play. From the soil 
and crop market conditions growers live within, to 
cultural practices they were raised implementing and, of  
course, the weather, all are contributing factors to 

In agriculture alone, Trimble solutions are being 
used across 125 million acres worldwide, as well 
as in more than 250,000 displays in tractors.
–Matt Denninger, Director of Customer Success 

“ “

WHERE & WHAT

WHY

how

range of field-to-fork 
capabilities

Positioning & Sensing:  
Sensing and measuring  
in a geospatial context

Analytics: Decision support,  
predictive indicators

Modeling: Software for 
visualization, cost, design, 
schedule planning, maintenance, 
and operations

Crop advisors

Farm operations: commodity, 
field pack, and CEA

Food processor, chain of 
custody, and retail

>

>

>

>
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what call Trimble might need to answer. Or, as Matt 
describes them, ‘guard rails.’
 

“On top of  that, each farm operator has their primary 
operational decision driver. It might be yield, delivery, 
quality, or equipment/labor utilization. Growers 
approach their priorities and pain-points from unique 
directions, and our broad portfolio offering helps 
them better serve their customers,” he explains.
 
Then there is Trimble’s own evolution from 
a geospatial positioning company founded in 
1978 to what it is today. Now involved in land 
survey, construction, agriculture, transportation, 
telecommunications, asset tracking, mapping, utilities, 
mobile resource management, even government, 
Trimble has become a technology solutions force.
 
The key to spreading anything, from stories to 
business strategies, is the ease of  networking. So, 
Trimble’s virtually painless implementation has 
primed it for global growth. 

“Our software is not designed to replace ERPs. It is 
easy to use and modular. You only use what suits 
your operations without needing to know the entire 
solution,” he shares. “Many users of  our solutions tell 
me that they spend considerable time looking at data 
already. They do not want to look at more data; they 
want to be directed where to look.”
 

To keep from giving you or your partners more 
work, Trimble’s software provides larger farms and 
food processors with “management by exception” 
functionality, meaning you can quickly see results and 
items that fall outside of  your control limits.
 

“This way, you can spend a few moments reviewing a 
report, recognize there are no new fires, and can go 
back to the critical priorities of  the day,” Matt describes. 

“Our customers come back to us saying, ‘I am shocked 
at what we have been tolerating all this time. I could 
have been spending my time on more valuable tasks and 
priorities.’”
 
Those, Matt says, are the aha moments that help 
companies embrace software and the change it brings.
 

“For those who want to further understand what is 
causing variability to maximize profitability, we can 
help,” Matt answers when I ask what his bumper 
sticker message for the produce sector for such a 
comprehensive company might be. “We can also help 
those facing increasing FSMA and GAP compliance 
demands by managing your information in one  
place, with easy access from your phone, freeing up 
more time.”

As it becomes increasingly important to be at the cutting 
edge in our industry, and to save every minute, Trimble 
seems like a good partner to have in your pocket.

RTX

RTX

RTX

RTX

RTX

CUSTOMER’S GNSS 
RECEIVER/DISPLAY

GNSS 
SATELLITES

TRIMBLE RTX CONTROL CENTER

TRIMBLE GLOBAL TRADING 
STATION NETWORK

IP/CELLULAR

SATELLITE UPLINK

Positioning & Sensing 
Sensing and measuring in a geospatial context
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ancient lore suggests that if two people eat 
from the same beet, they will fall in love. But 
with the launch of Love Beets’ Beet Salsa, you 

might find yourself enamored with the beet itself 
instead. Fresh, trendy, and healthy—don’t say we 
didn’t warn you when you fall head over heels for 
this ready-to-eat salsa creation.
 
Sweet with a light, spicy kick, Love Beets’ Beet 
Salsa is a perfect balance of sweet chili beets, fresh 
green pepper, onion, jalapeño, and cilantro. It is all-
natural, Kosher, gluten-free, and vegan, making it 
the perfect topping or ingredient for tacos, salads, 
sandwiches, sauces, and more!

up
close

A Closer Look at
love™ beets beet salsa
by Kayla Webb

Grown primarily in upstate New York, Love Beets 
eliminates the peeling, cooking, and juicing process 
for a no-mess, no-fuss way for consumers to enjoy 
fresh, delicious beets whenever they want. 

This new product from Love Beets joins a line-up 
of creations including Cooked Beets, Sweet and 
Smoky Shredded Beets, Beet Powder, Beet Juice, 
and Baby Beets in a variety of flavors like Sweet 
Chili, Honey & Ginger, Mild Vinegar, and White 
Wine & Balsamic. The upbeat packaging and true-
to-its-roots flavor of the new Beet Salsa will have 
you swooning for the ultimate salsa dance on your 
flavor palate. 
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by Lillie Apostolos
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While we soak up the unmistakably 
refreshing feeling that the onset of  
a new year always brings, retailers 
and foodservice operators have an 

opportunity to capitalize on the eagerness consumers 
feel towards starting anew—not only in their lifestyles, 
but also in their diets. When consumers mosey through 
their favorite supermarkets or stop by local fresh 
food haunts, they might not be aware that there is so 
much more than meets the eye—and stomach. The new 
trend hitting foodies everywhere is root-to-stem cooking. 
Awareness of  this concept is opening new doors for produce 
by highlighting the entire edibility a plant has to offer and 
showcasing various creative ways to utilize this movement.
 
For example, beets are very versatile and can be dressed up or 
dressed down for any feast, like sides of  sautéed beet greens and 
roasted beets that are salted to perfection or a center-of-the-plate 
beet “flatbread” masterpiece that can be topped with whatever 
the heart desires. Carrots can also be enjoyed in a multitude of  
ways, but the greens more often than not get tossed. An easy 
idea for consumers to latch onto is carrot tops’ usability in sauces 
like pesto; they can also play a vital role in main dishes, such as 
homemade veggie burgers—uh, yum! And those broccoli stems 
that often end up in the trash bin? They make for delicious, fresh 
chips for dips like that carrot top pesto. See where I’m going here? 
There are so many ways to mix and match fruits and vegetables 
to use much more of  the tasty goods that consumers walk away 
with, and as root-to-stem revs up, retailers and foodservice 
operators can take part in the magic that occurs when customers 
feel like they are getting much more out of  fresh produce.

 
Honestly, the limit to this trend is as far as the 
at-home—or foodservice—chef ’s ingenuity can 
reach, so the ticket to ensuring its success is in 
marketing the vast versatility these goods have to 
offer. Although some might ask why this trend is 
catching speed when these produce items have 
been dinner staples for so long, it all circles back 
to a growing awareness of  the environmental 
impacts our everyday actions have. According 
to the Food and Agriculture Organization of  the 
United Nations, 50 percent of  root crops, fruits, and 
vegetables go to waste every year worldwide, and in 
industrialized countries, 40 percent of  food waste 
occurs at the retail level. This waste unnecessarily 
consumes many resources, including water, energy, 
labor, and capital. In a business era that is becoming 
increasingly aware of  sustainability efforts made 
throughout the world, the promotion of  root-to-
stem cooking seems like a fitting fix to some of  these 
problems. 
 
This trend will not only help the environment, it will 
help businesses, as consumers look to retailers and 
foodservice companies for guidance and support in 
their root-to-stem endeavors. Because a lot of  consumers 
might have forgotten or may not even have known that certain 
parts of  their produce—delicious parts, might I add—are 
consumable, some easy sells for this reviving trend are beets, 
broccoli, carrots, cauliflower, and asparagus. What is great about 
root-to-stem items is that they play out through the entire menu, 
from appetizer to star of  the meal-time show, making every meal 
worth every penny.Homemade Veggie Burgers

SOURCE | “SAVE FOOD: Global Initiative on Food Loss and Waste Reduction.” Food and Agriculture Organization of  the United Nations, 2017.

Carrot Top Pesto
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BY  J E S S I CA  D O N N E L 

CONNECT
ADVOCATE

GROW

CPMA
P o w e r  OF  P R O D U C E

"J
ust wait until CPMA comes back to Vancouver in 2018,” my 
friends and colleagues have told me for the entirety of  my 
three-year stretch at AndNowUKnow and The Snack, “Now that’s a 
breathtaking city.” Between the rich, cultural flair, vibrant, coastal 
vibe, and jaw-droppingly beautiful landscape I have found while 
wistfully Googling the city, we definitely don’t need an excuse to 

visit Vancouver, but thankfully, those of  us in produce have one. From 
April 24-26, 2018, the Canadian Produce Marketing Association (CPMA) 
will gather the produce industry in the city I’ve so eagerly awaited for the 
country’s largest fresh fruit and vegetable event.

And what a backdrop in front of  which to build relationships. From 
farm gate to dinner plate, Vancouver will house all sides and angles of  
the Canadian produce industry. On the trade show floor alone, CPMA’s 
convention will host 500 exhibit spaces, along with buyers from major 
retail chains and foodservice distributors from Canada and abroad, 
including Walmart, Loblaw, Costco, Sobeys, Metro, and Longo’s, just 
to name a few. And, as we hear year after year, the intimate nature of  
the connections you make on and off the show floor can be invaluable. 
Exceedingly more casual than the formal dinners you may be accustomed 
to attending when you think “business trip,” CPMA touts social events that 
offer up a little something for everyone.
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BY THE NUMBERS
CPMA SHOW

4,000+
participants
from all segments of  
the produce industry

in  2017

576 
TOTAL

exhibitors

  300+ 
exhibiting 
companies

REPRESENTED  regions
 Europe, Asia, Africa, South America, Mexico, 

the U.S., and Canada.

VANCOUVER   Convention   Centre

“The CPMA convention is always a success in 
Vancouver,” says Mike Furi, Quality Assurance 

Manager for produce at Federated Co-
operatives Limited and an active Past Chair 
for CPMA’s Board of  Directors. “This is the 
largest gathering of  the Canadian Produce 

Industry in the country. It brings all of  the 
players that do business in Canada together 

for a great networking opportunity. If  you want to do 
business with a Canadian produce grower/shipper or 
retailer, this is the show to attend.”

Beyond networking, CPMA’s program always delivers 
on its business sessions, investing back in the knowledge 
of  our industry once again by tackling the current 

issues. From vanguard innovations and consumer 
marketing and changing demographics and updates 
on trade agreements and food safety, there will be no 
wasted time getting down to what makes Canadian 
ag tick. And as the use of  leading-edge technology 
becomes ever more pervasive, this year’s show will 
feature a unique focus on industry innovation and 
technology integration in agriculture.

“The CPMA show provides a forum to promote 
the Canadian produce industry within 
continental North America, including 
producers and growers through to all 
retailers,” Lorne Burnett, the Co-CEO 
and Co-Chairman of  Burnac Produce 
tells me when I ask him to explain what 
his company values about the event. 

“The show serves as an ideal platform to 
network, explore fresh ideas, new offerings, and current 
trends in the face of  both challenges and opportunities 
within our industry.”

This takes me to CPMA’s sold out Passion for Produce 
program. The program aims to go beyond some of  
the mentoring programs you may have seen in other 
industries—and seeks to cultivate not just those who 
excel in their fields—but those who may become 
our future leaders. Providing rising stars within the 
produce industry the opportunity to expand their 
knowledge of  the supply chain, Passion for Produce 
provides hands-on mentorship and access to some of  
the events that make produce such a great industry to 
be a part of.

88 / FEB 2018



For more information,
visit www.convention.cpma.ca

CPMA 2018
WHERE  & WHEN

vancouver 
 Convention  Centre

apr  24 -  apr  26,  2018

“Canada is an important market for us. 
Canadian consumers are big produce 
eaters and huge allies in our mission 
of  feeding the world in a healthy 
way,” shares John Corsaro, CEO of  

The Giumarra Companies, as well 
as a Board Member for the association. 

“CPMA is the event of  the year to meet with 
our Canadian partners and share new ideas on how 
to reach consumers, promote Half  Your Plate, and 
foster young people in our industry through the 
Passion for Produce program. We look forward to seeing 
everyone in Vancouver.”

And all of  this is not to mention the programs 
PMA’s Center for Growing Talent will bring in 
from across the border. PMA once again invites 
university students to participate in a uniquely 
involved educational program called Career Pathways. 
Through both initiatives, these groups of  rising stars 
will get the chance to network with the broader 
industry while learning all about the ins and outs of  
the business side of  things.

In addition to soaking up all those city sights and 
absorbing knowledge from your peers, be sure to 
check out Canadian rockstar of  The Guess Who and 
Bachman-Turner Overdrive fame, Randy Bachman, 
who will be jamming out at the event’s Final Gala. 
A few more pro-tips: don’t miss the always-thrilling 
Half  Your Plate hockey game, absorb insights from the 
dietitian’s sessions, take a look around the city with 
the yearly retail tour, and definitely get your Freggie 
Fun Run on.

Participants from the 2017 Passion for Produce Program

Participants from the 2016 Passion for Produce Program

From  left  to   right:  Mimmo Franzone, CPMA 2017 
Exhibit Chair, Longo Bros. Fruit Markets Inc.; Joel 
Ippolito, CPMA 2017 Convention Co-Chair, Ippolito 
Fruit & Produce Ltd.; Paul Mastronardi, CPMA 2017 
Convention Co-Chair Mastronardi Produce Ltd.; Sam 
Silvestro, CPMA 2017 Chair and formerly Walmart 
Canada; and Ron Lemaire, CPMA President

“The annual CPMA convention unites global 
representation of  the produce industry from 
all areas of  the business. It’s such a vital 
networking hub in Canada, and the show 
is the ideal size to be able to have quality 

time with growers and shippers,” Mimmo 
Franzone, Longo’s Director of  Produce 

and Floral shares. “The association is the voice 
of  produce in Canada and supports all members with 
any concerns that may arise. Being a member has great 
benefits. The webinars and online training are a hit when 
we are bringing on new team members.”

But, best of  all, CPMA knows you want to be home in 
time for a weekend with the fam. The association will 
continue its format of  a Tuesday to Thursday convention. 
If  you are like me, maybe you’ll chill out and stay a few 
extra days to take in the lush forests and city streets of  
Vancouver!

As this issue hits your mailboxes, it will be just in time to 
take advantage of  CPMA’s early bird rate. But don’t be 
slow! Registering before February 28th will save you up to 
$200. And, to me, that just spells out more cash to make 
your Vancouver experience one for the record books.

THESNACK.NET / 89



kabobs, roasted or sautéed into 
a chunky sauce, or chopped for a 
zesty salsa. While these orange-
hued eats make quite the splash 
in cuisines, they are also packed 
with a special type of lycopene—a 
powerful antioxidant that helps to 
build strong bones and encourage 
a healthy heart. Lorabella Blossom 
tomatoes will boost consumers’ 

interest by bringing 
a sunny and bright 
addition to the sea 
of red tomatoes 
in the produce 
department.

Village Farms’ 
greenhouse-grown 
varieties are Good 
for the Earth®, using 
environmentally 
friendly growing 
methods that 
achieve consistent 
quality and year-
round availability.

T ucked away along the 
sundrenched beaches and 
sparkling seas of Italy’s Amalfi 

Coast, Village Farms discovered 
an exciting new orange tomato 
variety. One crisp bite of the 
refreshingly vibrant Lorabella 
Blossom™ tomato will surely 
intrigue. With an untraditional 
tomato flavor reminiscent of old 
world sensibilities, 
this tomato is like 
none other. 

Lorabella 
Blossom is grown 
exclusively by 
Village Farms 
and part of its 
authentic San 
Marzano Family 
of products. It is 
a vibrant, bite-
sized orange 
tomato bursting 
with fragrant 
floral notes, 

up
close

A Closer Look at
Village Farms’ 
Lorabella Blossom™

by L ill ie  Apostolos

tangy citrus essence, and deep 
earthy undertones. Lorabella 
Blossom’s unique flavor has 
been described as evocative of 
tangerines, apricots, and almonds, 
while also sweet and smooth as 
honey. It is an exceptional snacking 
tomato that is also extremely 
versatile. A great cooking tomato, 
it’s wonderful when grilled on 

90 / FEB 2018



Snapshot

$2.7 Bil
1.1 Bil lbs

+$26.7 Mil vs Year Ago
+51.3 Mil lbs vs Year Ago

+$1.0% vs Year Ago
+4.9% lbs vs Year Ago

Conventional

The sweetness of summer doesn’t feel so far away 
this winter with strawberries in full-swing. Amongst 
the best things about these treats is the variety 
of eating experiences they offer. Consumers 
looking for snack-time nibbles, salad toppings, or 
delectable desserts can have it all with strawberries 
this season. This is a category we can definitely 
enjoy biting into…

Source | IRI, Total U.S. Multi-Outlet, Latest 52 weeks ending 10/08/2017

$310.8 Mil
73.1 Mil Lbs

+$55.8 Mil vs Year Ago
+10.6 Mil lbs vs Year Ago

+$21.9% vs Year Ago
+17.0% lbs vs Year Ago

Organic

STRAWBERRY
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$2.2 Bil
849.3 Mil lbs

+$53.6 Mil vs Year Ago
+52.5 Mil lbs vs Year Ago

+$2.5% vs Year Ago
+6.6% lbs vs Year Ago

16 oz Pkg.

$646.8 Mil
279.0 Mil Lbs

+$21.3 Mil vs Year Ago
+11.1 Mil lbs vs Year Ago

+$3.4% vs Year Ago
+4.2% lbs vs Year Ago

32 oz Pkg.

$35.2 Mil
20.3 Mil lbs

-$6.8 Mil vs Year Ago
-3.8 Mil lbs vs Year Ago

-$16.2% vs Year Ago
-15.8% lbs vs Year Ago

Over 32 oz Pkg.
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$54.6 Mil
9.2 Mil Lbs

+$13.3 Mil vs Year Ago
+1.7 Mil lbs vs Year Ago

+$32.1% vs Year Ago
+23.5% lbs vs Year Ago

Other Sizes

$51.4 Mil
9.5 Mil Lbs

+$1.1 Mil vs Year Ago
+0.4 Mil lbs vs Year Ago

+$2.1% vs Year Ago
+4.5% lbs vs Year Ago

Under 16 oz Pkg.

$50.7 Mil
5.2 Mil Lbs

+$10.3 Mil vs Year Ago
+1.8 Mil lbs vs Year Ago

+$25.3% vs Year Ago
+52.1% lbs vs Year Ago

Unspecified

$3.8 Mil
0.8 Mil lbs

+$1.6 Mil vs Year Ago
+0.3 Mil lbs vs Year Ago

+$74.8% vs Year Ago
+76.2% lbs vs Year Ago

Other Sizes (except
Unspecified)
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Contact sales@sunsetgrown.com for more information

MAPLE WOW™  
BERRY CREPES


