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EDITOR’S LETTER

A

s they say,

“April showers bring May
flowers,” but at The Snack Magazine,
it’s strictly raining all-things produce.
The first third of 2018 has been a
dynamic blur further impacted by
an unruly Mother Nature, a new
ELD mandate, changes in trade
policy, and growing competition
across all sectors of the biz. To help ground you
as we move through spring and into the thick
of trade show season, we bring you another
issue brimming with stories from across industry
segments and platforms.

For Giumarra Companies’ John Corsaro, the
road to his current position as CEO of The
Giumarra Companies was a challenging but
fruitful path that helped build the passionate
individual he is today. The industry leader
took a beat and sat down with us to talk
about the roots that have helped him
grow and thrive in the industry, the
initiatives most important to him,
and why produce matters to a
changing generation of consumers.
As we see more diversification on the
plate, we bring you India-born Chef
Vikram Vij, whose status as a culinary
artist is helping him bring curry into each
and every dining room. Now calling Vancouver,
Canada his home, Vikram shares the path
that brought him to the table, the people that
have influenced his life, and the dishes that are
bringing more flavor, color, and creativity to the
city’s metropolitan core.
Speaking of cultivators of flavor, Driscoll’s also
joins us in this issue, as the company welcomes
new Vice President of Marketing Wyard Stomp
into the U.S. fold. As a berry leader across
the world, we asked Wyard what it takes to
merchandise a berry patch at the top of its game
and how a go-to-market strategy can come from
the most unlikely of places.
Building on merchandising stories and the
strategies that keep companies in the eye of
the consumer, Bob Kirch of SpartanNash and
Caito Foods jumps on board for a Q&A session
with The Snack. Pulling back the curtain on
the structures and practices in place that allow
Caito to thrive at retail, Bob talks about what
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makes a produce department tick, the common
misconceptions, and the opportunities that can
elevate the work at every level.
From the Duda Farm Fresh Foods’ fields in Belle
Glade, Florida, Jessie Garza joins us to discuss
an evolution in the company’s program and
how meeting customers’ needs helps to fuel the
produce powerhouse’s research and development
and competitive edge. A man of the land, Jessie
is both grounded in the present and eyeing the
future.
We also checked in with the always insightful
Dan’l Mackey Almy of DMA Solutions, who
shares her take on marketing’s evolution and the
best use of your company’s budget and energy
to help achieve sales and marketing growth. The
time is now for more seasoned marketers to
change their game and for the new voices
at the table to build a foundation. You
will find out much more from the
marketing maven in this issue.
Our love of voices and opinions
from across the industry brings us
a host of Snack contributors to this
issue, as well. From former Kroger
exec Dan Johnson’s look back at tech in
retail to CPMA’s Ron Lemaire, who shares
the Freggie™ program that brings even the littlest
chefs to the cutting board—our stories range far
and wide for the benefit of our viewership and
the future of the industry.
Also, don’t miss our latest My Favorite Things
feature with Tanimura & Antle’s Ashley
Pipkin and a highlight with the Vidalia Onion
Committee’s latest and greatest as we move
toward the kick-off of the Vidalia Onion season.
The gems in this issue are not hard to find and
set a stage for the coming year’s plethora of
exciting narratives and initiatives.

Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack

2005 Capitol Ave., Sacramento CA 95811
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PA RT 1

HOW TECHNOLOGY
HAS IMPACTED RETAIL &
PRODUCE: A LOOK BACK
BY EDITORIAL CON T RIBU TOR DAN JOH N SON ,
PRES IDEN T, DAN JOH N SON IN SIG H T S, L LC

W

hen I began working for Kroger 46 years ago, I couldn’t imagine
how significantly the retail produce business would change as the
result of evolving technology. I couldn’t have predicted it, and I
don’t suppose most other industry veterans could have either. Let’s take a look at
some of the more major changes that have come about in Part 1 of this series...

O RDE RING PRODU C T
The current in-store produceordering process has improved
leaps and bounds in comparison
to the old way of ordering the
store’s needs in a paper catalog—a
process in which cooler inventory
was recorded to help determine
the needs for the next order. Today,
most major retailers have advanced
their computer systems to the point
that a computer-assisted ordering
process is in place.
The assistance comes from the
produce associates maintaining
18 / APRIL 2018

up-to-date inventories for all items
in the system and then letting the
computer system recommend
their next order quantity based
on certain criteria, such as pricing,
ad activity, seasonal emphasis,
holidays, etc…With the number of
individual SKUs that are stocked
in most retail produce departments
today, it has become unmanageable
for an individual to accurately
maintain records in detail for each
item and to be able to project their
needs. Computers, with human
input, produce the best results and
allow companies to stay in business
without having excessive inventory.

P RICING
Weighing and pricing product
when everything was virtually
packed in the retail produce
department was pretty easy. Even
the bananas were weighed by the
bunch and a tape was wrapped
around the bunch to maintain
the integrity of the bunch with a
retail price attached. As retailers
moved away from packaging most
of the product they sold to selling
most of it in bulk, they had to lean
on new technology. The trend to
move to bulk coincided with the
introduction of scanner registers

and the eventual evolution of
UPCs (universal product codes)
and PLUs (product lookup codes)
assigned to products to track
movement and to assign a retail
for scaling merchandise. This
one area of change has produced
tremendous insight for retailers
in the areas of pricing, computer
assisted ordering, and category
management.
DATA MINING
Retailers began introducing loyalty
programs during the 1990s and
began capturing information
on what items their customers
were buying, how often, and
what triggered a response from
them to buy more. Today, after
20-plus years of collecting
and analyzing customer data,
retailers better understand their
customers’ buying habits than
ever before and can market
and price toward maximizing
sales. The data helps predict the
success of their marketing and
advertising programs based on past
performance.
By measuring key customer
metrics such as frequency of their
shopping, size of the bascart (a.k.a.
shopping cart), the items they buy,
brand loyalty, etc.—more accurate
analytics can be performed
to determine the success of a
marketing program.
P RODUCT AVAI LA B I LI TY
One of the most basic parts of the
retail produce business is the area
involving the retailer’s product
offerings, i.e. what they are going to
offer up for sale. In the 1970s, the
typical retail produce department
in a major grocery chain would
have sold about 100 items on a
typical day, with some products
moving in and out as the seasons
changed. The basics included
lettuce, bananas, tomatoes, and
potatoes, along with other basic
fruits and vegetables. Today, the
typical retail department will offer

Dan Johnson has 46 years of experience in the retail
grocery business, with tenure in Merchandising/
Marketing and Operations, as well as 12 years as the
Corporate Director of Produce and Floral Merchandising,
Sales and Marketing, and as Corporate Director of
Produce Procurement for The Kroger Co. based
in Cincinnati, Ohio. The Kroger Produce and Floral
Merchandising team was responsible for the sales of both
produce and floral for the largest traditional supermarket
chain in the U.S. The Kroger Co. is one of the largest retail
florists in the world.
Dan has been active in the produce industry, serving
on the Produce Marketing Association (PMA) Board of
Directors 2007–2010 and 2011–2014. He was Chairman
of the PMA Fresh Summit Expo in 2012, is currently a
member of the PMA Membership Committee, and has
previously served as Chairman of the PMA Membership
Committee, served on the PMA Retail Board and the PMA
Produce Electronic Identification Board, as well as the
PMA Technology Committee, etc. Dan
currently serves on the Executive
Committee of the Produce for
Better Health Foundation
(PBH), owns Dan Johnson
Insights, LLC, and consults
within the produce and
grocery industry.

DAN JOHNSON
President
Dan Johnson Insights, LLC

their customers hundreds of items
any given day, as well as seasonal
items. There are much fewer
breaks in product availability now
than in the 1970s, as sourcing from
around the world, coupled with
improved technology in shipping
and refrigeration, make it much
more practical to sell products
produced in other countries and
imported into the United States.
Early in my career, value-added
produce was limited at best, with
the exception of an occasional,
regional producer of coleslaw,
which had just a couple of days
shelf-life and was delivered directto-store due to its perishability.
Other than the occasional regional
slaw provider, everything else

in the way of value-added—cut
melons and tray pack corn—were
all produced in-store. Today,
thanks to technology and food
safety advancements, there are
many reputable producers of
all those products, as well as
additional items, all in packaging
specifically designed to provide
the proper respiration for what’s
stored inside, provided proper
temperature is maintained. Thanks
to advancements in technology, the
value-added commodity has moved
to the number one or number two
highest volume commodities for
most retailers and has provided a
great option for customers to save
on prep time and have provided
some great fresh food options to
them.
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MY FAVORITE THINGS

ASHLEY PIPKIN
Senior Marketing Manager, Tanimura & Antle
What do Grey’s Anatomy, succulents, and leadership have in common? If you
make your way to Salinas, California, you can ask the woman herself. As
Tanimura & Antle’s new Senior Marketing Manager, this produce up-andcomer is generating excitement around everything from leafy greens to
organics. And we just had to ask Ashley, what are a few of her favorite things?

1

4

2“

There’s just something about those
smooshed faces, snorts, and bug eyes.

5

I volunteer every year at our local
county fair—you haven’t seen cute
until you’ve seen a five year old in a
4-H uniform showing their project!

”3

I could probably have sushi every
day and never get tired of it.

Both were a big part of my life
growing up, and I attribute a lot of
who I am today to those advisors.

There are just so many different ones
and they’re all so pretty and fun.

6“
9

Derek and Meredith.
Need I say more?!

7“

”8

I’m really fortunate to have
them as a support system.

1
4
7

I’ve never had a bad day that’s
started with brunch.

French Bulldogs

2

County Fairs
Family

5
8

”

It’s so fun and rewarding to help
kids discover their potential as
leaders.

Sushi

3

Succulents
Brunch

6
9

4-H & FFA
Grey’s Anatomy

Youth Leadership
Development
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CPMA
CORNER
Made in Canada: Freggie ™ Chef for a Day
By Editorial Contributor Ron Lemaire, President of CPMA

#

by the
Freggie™

H

ow do you get kids into healthy eating? Start
them young and get them involved! That’s
exactly what the Canadian Produce Marketing
Association (CPMA) is going for with our new
Freggie™ Chef for a Day program. We know that
the development of proper food skills is an
essential foundation for healthy eating and that the best way
to learn is with hands-on experience. So what better way
than to put the kids in the driver’s seat?

“

I was so excited to get up today because we were
going to cook, and I feel so grown up wearing my
chef clothes and making healthy food.
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”

– Student, Victory School

numbers
Over

1,000

13
30

Canadian
Cities

Classrooms
Participated
Across Canada

Participating Students

Jamie Moracci, President, Pure Flavor
“The Freggie Chef for a Day program is a great
tool to get kids of all ages engaged with food.
Whether it be greenhouse-grown tomatoes,
peppers, cucumbers or bananas, blueberries,
and kiwis, as long as it contributes to healthy,
active living, we should be encouraging kids
to be trying everything they can. As the chef of
the plate they are creating, they should mix and match every
color and flavor they can!”

What is the program all about?

HOW DOES CPMA HELP TEACHERS?

This made-in-Canada solution is all about engagement and
hands-on learning, with a simple program concept that
is easy to run and affordable for teachers. The day starts
with a lesson about healthy eating (following the Half Your
Plate philosophy), and teachers show kids how to make an
easy, healthy lunch from start to finish. They then get to eat
their creations, all while learning about how to make the
healthiest choices to fuel their growing bodies. The healthy
eating programming comes together easily with the use of
our pre-developed Half Your Plate commodity sheets for the
most consumed fruits and veggies in Canada. The sheets
include tips on how to select, store, and prepare while
including an easy and fun recipe. We also provide lesson
plans for grades one through six to ensure that kids of all
ages can get into healthy eating.

Participating teachers are provided with a blueprint
package for the event and are encouraged to enlist
the help of local chefs, dietitians, or keen
parents. Each event focuses on health, food
safety, and great taste with the intention
of including students at every step.
CPMA gives each teacher a gift card to
purchase food and supplies as needed.
The blueprints include a series of recipes
that are super easy to prepare and require
no cooking so that teachers can host the
events in their own classrooms without
needing cafeteria assistance. We also provide
fun Freggie-themed items like stickers, posters, chef
hats, and educational materials. Teachers get dedicated
support along the way from CPMA staff and can contact
us at anytime with their questions or concerns.

Oleen Smethurst, Assistant Vice
President/General Merchandise
Manager Buying & Operations Produce, Costco Wholesale Canada
“CPMA’s Freggie program is such a unique
and valuable asset to our industry. I think
any program that gets children involved
with healthy food and teaches them how to
prepare/cook is a complete and absolute win! As an
industry, we are trying to ensure that future generations
are healthy and this program gets children interested and
wanting to learn more about produce from a young age.
Hopefully this will result in their eating healthy as they
continue into adulthood.”
Joe Spano, Vice President of Sales and
Marketing, Mucci Farms
“Mucci Farms is a proud supporter of the
Freggie program. We have been sponsors
of the Freggie Children’s program at the
CPMA Convention and Trade Show for
years now and have seen its impact firsthand. There is a need for greater awareness for
the healthy lifestyles of our young children and programs
like the Freggie and Half Your Plate do a great job with
promoting and educating on health and wellness, while
also getting more veggies on their plates.”

“

They really enjoyed peeling, chopping, and
shredding the vegetables. It gave them a sense
of pride and independence in knowing that they
can prepare their own food.

”

– Teacher, Ecole Provencher

What is the ultimate goal of the program?
By providing these experiences across Canada, we’re
raising awareness at the community level as to the benefits
of teaching children to cook and sending them to school
with more nutritious lunches. We know that informed kids
bring that information back home to their parents who,
in turn, select healthier meals. As we all know, getting the
little ones to eat their veggies is more than half the battle,
but when they feel a sense of ownership and independence
when it comes to preparing food then they’re more likely
to not only eat their veggies, but even request them.
Combined with some great efforts by our members to
introduce produce packaging and concepts dedicated to
children, we’re confident that our initiatives will get kids
in the kitchen eating more fruits and veggies at every meal
and snack.

“

Freggie Day for me was AMAZING!! I liked how we
made the food and then we got to eat it! I tried
a lot of new foods that day.

”

– Student, St Richard School

We’re excited to present this program again in May 2018,
and this time we’re looking for some sponsors to help us
spread the message to even more schools! Interested in
learning more? Shoot us an email at freggie@cpma.ca.
Stay tuned for our next article in May where we’ll be
featuring some of the innovative offerings from our
members. From easy snacks to handy packaging and
cool graphics, our members are doing an amazing job
encouraging kids to eat more fruits and veggies!
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FRESH.
CONVENIENT.
ORGANIC.
Come see what the world’s largest
organic mushroom grower is cooking up
at the CPMA Convention & Trade Show.

Organic Mushroom Medleys
Keep weeknights simple & tasty
with Highline Mushrooms
Available in three delicious blends.

see whats cookin :

HIGHLINEMUSHROOMS.COM
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{ what the fork }

STRAWBERRY HEMP SALAD
INGREDIENTS
1 cup Mucci Farms Smuccies™ Sweet
Strawberries, quartered

lemon maple vinaigrette

2 cups Mucci Farms Naked Leaf™ Living
Lettuce

1 tbsp lemon zest

2 cups baby kale

2 tbsp olive oil

¼ cup sliced red onions
¼ cup candied pecans
2 tbsp hemp hearts

3 tbsp lemon juice
2 tbsp maple syrup
2 tbsp Dijon mustard
¼ tsp salt
¼ tsp pepper

Servings: 2

DIRECTIONS

1
2
3

On a platter, arrange lettuce, kale, strawberries, onions,
pecans, and hemp hearts.
In a bowl, whisk together lemon juice, zest, maple syrup, oil,
Dijon mustard, salt, and pepper.
Drizzle vinaigrette over salad before serving.

For more delicious, healthy, & easy-to-prepare
recipes visit www.muccifarms.com
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Get More out of your

A

Job Description
By Rex Lawrence

job description is more than the description
of a job; hiring a person is more than filling a
void in your company.

In the past few years, I have found it interesting
how some hiring managers adopt another
company’s job description so quickly—with
seemingly little thought, effort, or teamwork,
involved. They, seemingly, fail to identify the total
needs of their company.
When we prepare to hire someone, it’s an
opportunity to analyze that department and the
related culture, structure, processes, systems,
and protocols that this new hire must adopt.
The perfect time to do this is while drafting the
job description with that department’s team,
who should be involved in the process. Job
description development is a great time for
reviewing strategies, planning, SWOT (strengths,
weaknesses, opportunities, and threats) analysis,
and developing buy-in with your team. With
team buy-in comes shared ownership in the new
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person’s success and the team’s success as well.
I digress somewhat here, but, ultimately, you’ll
end up with a better job description and—most
likely—a better understanding of the department
and the soon-to-be-filled job. Occasionally, you’ll
find that the right person is right under your nose
or perhaps that the position is not needed and
that the duties can be absorbed by the rest of
the team. Or perhaps another person is needed,
but the new job is different than originally
anticipated. There are many possible scenarios.
Once you have the fundamentals of the position’s
duties and contributions in the flow of the
business, it’s important to identify the priorities
and objectives of this position. What skills and
experience must you “import” into your company
with this person, and what skills and knowledge
can you provide when they arrive? In sports, the
old adage is, “You can’t teach speed.” So, you
recruit a quick athlete and teach them what they
need to know about the game. The same goes for

business. What can your company teach someone?
And what must the candidate bring in with them?
Know the “must haves” and the “would likes.” Be
clear here and be sure to communicate that in the
job description.
Examples:
•

Must have grower accounting experience

•

Would like bilingual (English/Spanish)

•

Strongly preferred expert presentation skills
using PowerPoint

Once you have your formal/HR job description,
keep in mind that the description is not a
job advertisement. Nowadays, with such
low unemployment and strong demand, the
competition for many jobs exceeds supply. The
demand for good people exceeds the supply of
good people.
To that end, how you present your company—
the culture, mission, values, environment,
compensation, benefits, perks, and intangibles—
can have a large impact on whether you attract
people—the right people—or not.
“Why is this a great place to work?”—That is the
question that you need to ask and answer. More
so, why do people stay here? Can you grow here
professionally? Can one have a work-life balance
here? Before some of you laugh at this “warm
and fuzzy” stuff, I encourage you to look around.
The world is changing, and new generations
have different views, expectations, values, ideas,

and tolerances. This even includes the smaller
rural farming communities where hard work and
myopic dedication to ag has been the norm.
There is help! Hire a company like JoeProduce.com
to market the job; we have professional writers who
can help you with your job marketing campaigns.
Need more support than job marketing? Our
Professional Search Consultants (a.k.a. Recruiters)
help our clients at every stage, including
developing the job description and clearly
identifying other characteristics of the person
who is going to fit into your organization and
culture. Joe Produce Search, for example, will find
that special person and recruit them for you.

Rex Lawrence, Founder
& President of Joe
Produce Search℠ Joe
Produce Search (JPS)
is the Executive Search
division of Joe Produce®.
Joe Produce Search 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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STAKE YOUR CLAIM TO OUR
GOLD NUGGET VARIETY!
beesweetcitrus.com

DRISCOLL’S

CROSSING
TH E P ON D

W

by Melissa De Leon

herever you are reading this,
whatever team you are a part
of, are you so fulfilled that you
would completely change your
life for this work? Bring your family with you to
the opposite end of the world to answer that
company’s call?

This is what Wyard Stomp recently did. His
love for the company he works for was enough
for Wyard to take a 5,000-plus mile leap of
faith, family in tow, from his home in The
Netherlands to help a California-based
innovator continue to stay ahead of
the curve.
The company worth this leap is
Driscoll’s.

“You have the opportunity to make berries a
destination for consumers,” he shares. “If we do
our job correctly, it will attract everyone to buy
more. Merchandising is critical in getting them
to come back, and if we fail at that point, it is all
for nothing.”
To understand the key role merchandising plays,
Wyard takes me back to the seed—literally and
figuratively—of the company’s operations.
“At the core of everything we do is the life of
fresh produce. The quality of our offerings,
the investment of our genetic program;
all we do to bring our berries to the
marketplace is ultimately to bring
them to the consumer. The journey
is completed by our merchandising
strategy,” the executive shares.

“I brought my family here
because this is a very, very
The concept is something Wyard
special company to work for,” he
has carried with him across
shares with me as I try to wrap my
industries, having joined Driscoll’s
head around the changes Wyard
European operations in 2012 after
has made. The new Vice President of
working with a dairy cooperative. You
Sales and Marketing is six years into his
might balk, but Wyard will be the first to
career with the company, indeed,
tell you that the two are more alike than
Wyard Stomp,
with fresh produce, and his faith
VP of Sales & Marketing, you think.
is invigorating to say the least. “It
Driscoll’s
isn’t just a good company; it has the
“It was a very fresh environment, and
right intentions. Not a lot of people know that
my position was with a cooperative owned by
about Driscoll’s—the real, intrinsic value of the
farmers,” he explains, and the dots I previously
company. But, we very much intend to make
pictured begin to connect. “The dairy industry
that more known to consumers and beyond.”
has to have very active strategies to drive
consumption and growth, something I have
Wyard’s words are a foreshadowing of the
brought a lot of to this industry. Scarcity of
strategy he is bringing to this new role. When I
resources, offering a solution for healthy,
ask him how merchandising plays into the gotasteful products...bringing both worlds
to-market strategy of a berry powerhouse like
together is really exciting for me.”
Driscoll’s, Wyard explains that Mother Nature
has created a product to appeal and attract
And, making the leap Stateside means that the
people to eat it. This, he says, is something
dairy and berry worlds aren’t the only things
Driscoll’s must accomplish at the store level.
Wyard is bringing together, but cultures, too. He

THESNACK.NET / 29

California

5,000+ MILE LEAP

tells me that different countries
have different approaches to the
“berry patch,” but merchandising
across the globe is way more
experimental.

opportunity to drive excitement
around that to the consumer. Add
that to executing the product well
on the store floor—if it’s cold and
has premium placement—and the
experience is hard to resist.”

While I, understandably, can’t ask
him to show me
This one
the entirety of his
statement touches
playbook, he is
on some of the
more than happy
integral tools
to share with
merchandising
me one of the
presents to
most important
Driscoll’s and its
strategies taking
retail partners.
effect. Something
Wyard explains
suppliers and
that there are a
retail partners
number of stages
can embody
of execution
together, he says,
within the store,
— Wyard Stomp
is the building of
starting with
an experience for
basic questions
consumers.
like, “Where should you put the
berries? How do they look? And
“Creating an experience is
was the cold chain integrity
building a bigger meaning than
maintained all the way through
its intrinsic value,” he says. “We
the supply chain until the product
have a uniquely wonderful, rare
made it into the shopping cart?”
product in that it is healthy and
tastes good. So, how do we offer
“End-of-the-line positioning, for
an experience shoppers want
example, can be key because,
to come back to? We have an
let’s face it, our product is better

“Creating an
experience is
building a bigger
meaning than its
intrinsic value.”
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than chocolate,” Wyard laughs.
“Help incentivize the consumer to
understand why it’s a good buy,
bring ideas to them, and provide
them with solutions. That’s where
merchandising takes it to the next
level, but you can’t get there if you
don’t have the basics.”
A hot tip Wyard observed in Europe,
where many a food trend has taken
root, was the remarkable boost solid
signage can present.
“This,” he says, “is so important.
Conversion increases rapidly
with good signage. You can play
with that by putting berries in
different positions in store, increase
consumption through different
moments, and uplift your sales by
encouraging cross-merchandising.”
One tech-savvy way Driscoll’s has
done this is by teaming up with a
retailer to implement digital signage
in select markets. These signs
not only provide that interactive
experience Wyard advised, but can
also update throughout the day to
make the sign relevant to the meal
consumers might be shopping for.

The Netherlands

“This is in line with creating
an experience and making
things more special. We talk
about evoking emotions and
making ordinary moments
special for people every day to
create excitement on a store
level. You can even create an
experience that will elevate the
perception of the store itself.
Fresh produce is really driving
this, and berries take it to the
next level with a truly delightful
product,” Wyard shares.
As for the digital movement,
and implementing it in the
shopping experience, Wyard
says it is perfect for Driscoll’s
desire to create a personal
connection.
“Technology can help us do
that,” he emphasizes. “We have
seen great results with this as
we have tested it with one of
our retail partners and would
love to take it to the next level.”
That next level seems to be
exactly where Wyard and
his berry-powered team are

aiming. And after more than a
decade of freshening up essential
products for the consumer
eye across two industries, and
turning his own life upside down
for the company he loves, I’m
willing to take his word for it.
“The excitement in berries, for me,
is chasing the opportunity. I see
a world of possibility to increase
berry consumption in the U.S.,
and then the grander world.
Dairy has been a significant and

sophisticated structure to
create value out of milk, and
berries have the capacity to
continue to bring value as well.
As far as I’m concerned, we are
just at the beginning of where
berries can be. Driscoll’s is a
pioneer of that, which I am
excited to be a part of.”
With a brand-wide promise to
always move the needle, Wyard
assures me that is what he and
his team will continue to do.

“As far as I’m concerned, we
are just at the beginning of
where berries can be. Driscoll’s
is a pioneer of that, which I am
excited to be a part of.”
— Wyard Stomp
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Blueberry
S N A P S H OT

Brain boosts, and heart health, and skin care, oh my! Blueberries
help with an assortment of health-related issues, and while they
can’t solve every problem, it certainly feels like they can. As
consumers look to these tiny tools for healthy living, let’s dive
into what some of our industry folks have to say…

MIKE ROBERTS

Director of Produce Operations • Harps
Food Stores Inc.

“I am an avid blueberry buyer for our household,
and I buy a pint or two per week to go on my
cereal, pancakes, or to eat as a snack. It’s one
of the first items we go to get when we go
shopping. As for the ones that we sell at Harps,
we see a lot of movement when we widen our
allocation or promote them on displays in the
middle of the department. The items that we
see the most lift with our blueberries, or that
our customers pick up with, are strawberries
and apples. With cheese and milk being
two dairy items that go with blueberries, we,
in most stores, do have blueberries cross
merchandised with the milk, as well.”
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CARRIEANN ARIAS

Vice President of Marketing • Naturipe
Farms

“They may be small in size, however blueberries
are big on flavor and health benefits! In fact,
blueberries are famous for being packed with
antioxidants. We love eating them fresh by
the handful or reinventing recipes, like adding
fresh, plump blueberries to the classic Thai
Chicken Wrap. Blueberries are one of the few
truly blue foods on earth, bringing so much
color and flavor to this healthy dish.”

MIKE LAPPIN

Director of Produce • Earth Fare

“As a known superfood packed with nutrients,
blueberries are a big part of our business.
I’m a huge fan of blueberries in general, but
especially in smoothies. I add chia seeds,
almond butter, bananas, and kale—one of my
all-time favorite breakfasts.”

CINDY JEWELL

Vice President of Marketing • California
Giant Berry Farms
“There is an 11 percent increase in consumer
purchase intent for blueberries from 2013 –
2017. Also, blueberries are a preferred fresh
berry; strawberries and blueberries are tied
for consumers’ top preferred fresh fruit, which
tells me that now blueberries are becoming an
everyday fruit. Consumers are more likely to
purchase based on taste than health benefits.
This is important because consumers are now
buying with their heart instead of their brain
and are less focused on antioxidant benefits
as the primary reason to buy. Now consumers
buy them because they love them—health,
taste, versatility, and all!”

AMERICAN CONSUMERS’ LIKELIHOOD TO
PURCHASE BLUEBERRIES INCREASED
NOTABLY BETWEEN 2013-17; FREQUENCY
OF PURCHASE INCREASED 23% FOR
WOMEN AGES 25-44 (A PRIMARY
GROWTH AREA FOR THE INDUSTRY)

52% OF CONSUMERS
SAY BLUEBERRIES
MAKE MENU ITEMS
MORE APPEALING
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FRANCES DILLARD
Director of Marketing & Global Brand
Lead • Driscoll’s

“When it comes to usage and consumption for
blueberries, nothing beats blueberry pancakes.
My Sundays are made a bit more special
when my husband whips up a special batch
of pancakes and adds Driscoll’s blueberries
to the batter—100 percent happiness. When
National Blueberry Pancake Day comes
at the end of January each year, Driscoll’s
celebrates blueberries in a big way with media
coverage, food bloggers, and exclusive recipes.
But truthfully, they are a year-round joy to
promote. Driscoll’s recently introduced a jumbo
blueberry variety that has a bigger size and
great flavor. Consumer demand continues to
increase, and our focus is on proprietary berries
that deliver great flavor—we want to live up to
our brand promise of Only the Finest Berries.”

CHERIE FRANCE
Marketing Manager • Homegrown
Organic Farms

“Growing up on the farm taught me to
embrace (and love) the seasonality of produce.
For me, blueberries are the definition of
sweet summertime. Those little blue gems are
nutrient dense and make healthy snacking
easy and sweet. I love topping off a salad
with blueberries or adding a few to my
morning smoothie—although nothing beats
eating them right off the bush. Either way,
blueberries are a simple, yet delicious, way
to get your daily dose of antioxidants, while
also curbing those sweet-tooth cravings. I love
having them as a staple in my summer diet.”

65% OF CONSUMERS PERCEIVE
MENU ITEMS OR SNACKS WITH
BLUEBERRIES AS HEALTHIER
OR BETTER FOR THEM THAN
THOSE WITHOUT

50% OF CONSUMERS SAY
BLUEBERRIES MAKE FOOD
ITEMS ON GROCERY STORE
SHELVES MORE APPEALING

34 / APRIL 2018

LESLIE SIMMONS

Vice President • Dave’s Specialty
Imports

“I love the versatility of the blueberry. It pairs
so well with citrus fruit like lemon, lime,
and orange, as well as herbs like basil and
rosemary. They are amazing in a wide array
of sweet and savory dishes, and they can
even bring something interesting to a favorite
cocktail. A buttermilk, blueberry-lemon
pancake couldn’t make a Sunday morning any
cozier and is certainly a family favorite at my
house. I also have a special “home run” dessert
I like to make that always pleases a crowd—a
blueberry-peach cobbler with fresh whipped
cream, topped with lime zest and candied
ginger. It has so much flavor!”

TASTE AND HEALTH
BENEFITS ARE
KEY PURCHASE
DRIVERS

THERE’S BEEN A 29% INCREASE
IN CONSUMERS USING FRESH
BLUEBERRIES IN SAVORY
SAUCES AND MAIN DISHES

Data Source: U.S. Highbush Blueberry Council
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Introducing our newest product:
Naturipe’s esh uit Cups
5 Ounces of Fresh Fruit
Perfect for On-The-Go

5 Different Flavor Profiles:
• Strawberries
• Strawberries & Blueberries
• Apples & Blueberries
• Grapes & Blueberries
• Apples, Grapes & Blueberries

Complete with Spork

Each cup of fruit is:
• Compact
• Portable
• Prewashed

Contact a Naturipe Representative today
sales@naturipefarms.com
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A Curry in Every
Dining Room
Chef Vikram Vij is a perfect ambassador for Indian food in Canada. With a love of
family, spice, AND local produce, not to mention wine, this culinary personality
with a passion for bringing his craft abroad shares his story with us.
By Jessica Donnel

Breathe in deeply:
the aroma of piquant turmeric, earthy

cumin, and a hint of fragrant mint
fill the air. Look around you: rich

textiles adorn every surface; intricately
patterned tiles embellish the floors;
and vibrant chartreuse, fuchsia, and
tangerine tones canvas the walls. Where
are you? Believe it or not—Vancouver.
More specifically,
one of the three
Vancouver-area
restaurants run by
Chef Vikram Vij.
An India-born chef
with his heart still
deeply entwined
with the culture he
grew up in, Vikram’s
passion lies in
bringing the scents,
textures, colors, and
tastes of his country
to his adopted home
in Vancouver. In
Canada, Vikram has
become somewhat
of an ambassador of
Indian cuisine after
gaining fame as a
Dragon on CBC’s
hit TV show Dragons’
Den, with a mission of
bringing a well-made
curry into each and
every dining room.

me, because when I cook, I adapt dishes
that my family and I made together in
India,” Vikram shares with me when
I ask him to delve into what inspires
the passion that is so evident when he
discusses his work. “Now, my goal as
a chef is to bring Indian cuisine into
the mainstream in Canada and make
it more acceptable as a weekly family
dish enjoyed by everyone at home. So,
whether you come to our restaurants
or not, if you try to cook Indian food at
home because of me, then I’ve achieved
my dream.”
Very early on in talking to Vikram, it
becomes apparent that his love for
cooking was born from the strong
bonds with his family, particularly those
bonds with the women in his life. From
his grandmother to his mother and
aunts, a passion for creating meals a
family can gather around seems to have
been passed down from generation to
generation, culminating in the career
of the chef who would become one
of Canada’s most easily recognizable
culinary personalities.

“I’ve always loved food—everything
about me will tell you that! Growing
up, all of the women around me who
cooked incredible family dinners every
night really inspired me,” Vikram shares.
“Cooking has always “Indian women have the most incredible
been very personal to association with spices and their passion
Above: Chef Vikram Vij
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Above: Pork tenderloin
on tangy cayenne
and ginger curry;
Right: ‘Hummingbird’
Vegetable
Extravaganza,
featuring organic
quinoa, split green
peas, crunchy beets,
and pumpkin seeds
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to cook for their families makes those
meals taste all the more delicious.”

...Whether you come to
my restaurants or not,
if you try to cook Indian
food at home because of
me, then I’ve achieved
my dream.
Departing from his mother’s kitchen,
Vikram’s next steps would take his
spices all the way to an unexpected
locale—Austria, where he began
studying Hotel Management and then
set out to work as a chef. As much as
the women in his life became the fuel
that would power his career, he tells
me that one man, by the name of Ivor
Petrak, was the launching pad.
“The one single person who changed
the direction of my entire life was

Ivor, the former manager of the Banff
Springs Hotel. When I was a chef
in Austria, he visited the restaurant I
was working at and told his server he
wanted a spicy dish from the kitchen.
Of course, everyone looked right at me,”
Vikram reminisces about the moment
that helped solidify the path his career
would continue on over the next few
decades. “I ran and got my spice dabba
and made him a goulash. Not long after,
he returned to Alberta, sent me a oneway ticket to Canada in the mail, and
offered me a job at the hotel. Of course,
I took the opportunity—and now here
I am!”
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Of course, it doesn’t hurt that British
Columbia has one of the richest
farming traditions in the country, with
fresh vegetables and fruit, meat, fish,
poultry, and, Vikram’s personal favorite
local fare—wine—all at his fingertips.

So, why Vancouver? I ask him. When
you think of the great culinary
traditions of Canada, you might think
“Local produce and local flavors will
Montreal, you might think Toronto, but
always find their way into my cuisine,”
Vikram seemed to have no interest in
Vikram declares confidently. “We have
fitting into the box that following the
such a wealth of fresh ingredients
culinary tradition in his new country
available to us here in British Columbia,
would put him in. He wanted to make a
why would we need anything that’s
new tradition entirely.
been shipped here after being picked
days or even weeks ago? I am such
“Vancouver has one of the most diverse
a passionate supporter of our local
international food scenes in North
producers. Our wine lists feature mostly
America, so I knew that diners here

I wanted to be an
ambassador of
Indian cooking
and Indian spices...

Above: The bar at Chef Vikram’s Vij’s Restaurant

could be open to the style of food my
restaurants have to offer. I wanted to be
an ambassador of Indian cooking and
Indian spices here,” Vikram explains.
“And of course, chefs take influences
from wherever they eat as well, so
now having the option to incorporate
amazing choices for our restaurant from
every neighborhood we enter, inspires
me to be all the better and more
creative with the flavors of Vancouver,
every day.”

We have such a
wealth of fresh
ingredients available
to us here in British
Columbia, why would
we need anything
that’s been shipped
here after being
picked days or even
weeks ago?

Above: Chef Vikram Vij in his element at Vij’s Restaurant
British Columbian wines, we have a
great selection of local craft beers, and
everything else all comes from suppliers
we’ve been working with for decades.”
Fresh produce has always been an
important part of what makes Indian
food so special, Vikram tells me, as
much of what the country eats as
a culture is vegetarian. But, where
many people who cook Indian food
as transplants to the culture might
take shortcuts with pre-made mixes
and packaged spices, Vikram’s strong
commitment to local ingredients
and sustainability is something that
has propelled both he as a culinary
personality and his restaurants’ food
into the national spotlight.
“We’ve always had very diverse and
strong vegetarian menus at my
restaurants—Vij’s, Rangoli, and My
Shanti—and I’d like to influence
consumers and other restaurants to
use more locally grown-and-purchased
produce as well,” Vikram tells me
when I ask him to talk about ‘trends.’
“Ingredients like kale or cauliflower

shouldn’t be trends; they should be
incorporated into meals whenever
possible, particularly if they’re local.
But, I think rather than a trend, we
need a movement towards buying and
eating local, as well as a real push for
sustainability. Sustainability should be
an expectation moving forward.”

...we need a movement
towards buying and
eating local, as well
as a real push for
sustainability.
With the weight of being an Indian
food envoy, local produce advocate, not
to mention running three world-class
restaurants, collaborating with retailers,
and traveling around the world making
appearances, it’s hard to imagine this

man taking a break—but still, I ask
him, what helps you come back down
to earth?
“My bone-in goat curry with chapati
and a really great bottle of wine,” he
says with a warm smile on his face. “For
me—especially when I’m cooking
at home—some great Indian music
turned up loud and a glass of wine
are necessities! I really don’t have time
for hobbies, but I try to do yoga in the
mornings as it keeps me grounded and
helps me prepare for the day ahead. And
now that my daughters are older, I try to
make the most of our time together, so
going for a walk or just hanging out is so
important—and I tell them they have to
put their phones down!”
If you’re looking for a place to ground
yourself, it’s not hard to tear away from
the chaos around you when surrounded
by the narrative Vikram creates with his
restaurants. So, step into his little oasis
in Vancouver, step back, and breathe
deeply.
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Side Delights ®
Steamables ™ Duo Potatoes
by GENEVA HUTCHESON

W

ith microwaveable and
steamable fresh potatoes
continuing to grow in
popularity, Side Delights®
has added Steamables™ Duo
Potatoes. Its line-up already
includes seven popular items:
Red, Golden, Russet, Purple,
Fingerling, Medley, and Sweet
Potatoes. This newest Duo
item—a pairing of Red and
Yellow potatoes for the prettiest
side dish in minutes—joins the
other convenience-oriented
Side Delights Bakeables™ and
Grillables™ product lines.

The Steamables line contains
small-sized potatoes that
require no clean-up or
guesswork and take very
little time to cook (just eight
minutes)! Available in a 1.5
lb microwavable bag, these
spuds are perfectly-sized as a
side dish for four people. Side
Delights recommends tossing
the taters with butter, herbs,
salt, and pepper—that’s it!
Simple and tasty. If you lack
a microwave, fear not! The
potatoes may still be prepared
in all the conventional ways

(bake, boil, roast, etc.) but with
a lot less preparation, as these
potatoes are already triplewashed and uniformly-sized,
ready for any recipe.
For retailers looking to attract
shoppers with taste and aroma
as well as sight, consider
employing demos and tastings in
the produce department. These
taters are an ideal opportunity
to promote cross-merchandising
efforts and bring value to the
consumer shopping cart.
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{ what the fork }

BAKED VIDALIA ONIONS WITH LEMON RICOTTA FILLING
INGREDIENTS
4 medium-sized Nature’s Partner®
organic Vidalia® onions
2 tbsp extra virgin olive oil
1 tbsp balsamic vinegar
2 tbsp butter

DIRECTIONS

1

Salt and pepper, to taste
l e m o n r i c o t ta f i l l i n g

1 cup ricotta cheese
1 cup fresh spinach, tightly packed
Zest of 1 lemon
Salt and pepper, to taste
h e r b e d b r e a d c ru m b s

2
3
4

¼ cup panko crumbs
3 tbsp fresh flat-leaf parsley, finely chopped
1 tsp olive oil
Servings: 4

5

Preheat oven to 400° F. Cut off the top and bottom of each onion, leaving
the skin on to prevent the onions from drying out. Drizzle 1 tbsp olive oil
in the bottom of an 8-inch cast iron skillet. Place trimmed onions inside.
Drizzle the balsamic vinegar and remaining olive oil evenly on top of the
onions. Season onions liberally with salt and pepper. Divide the butter into
4 small cubes and place 1 on top of each onion. Roast for 1 hour, then
remove from oven and let cool for 10 minutes. Do not turn oven off.
While the onions are baking, thoroughly mix together all lemon ricotta
filling ingredients in a bowl. Refrigerate until ready to add to the onions.
Whisk together all bread crumb topping ingredients in a different bowl. Set
aside.
Once onions have cooled enough to handle, hollow out the center of each
baked onion with a spoon to make room for the filling. Spoon the ricotta
filling into a piping bag or gallon zip-top bag with one corner snipped off
and pipe equal amounts of the filling into each onion. Alternatively, add
filling directly to onion with a small spoon. Once all onions are filled, cover
onion tops evenly with the herbed bread crumb topping.
Bake for an additional 5-10 minutes until the bread crumb topping is
golden and crispy. Remove onion skins before serving. Enjoy!

For more delicious, healthy, & easy-to-prepare recipes
visit naturespartner.com
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Sweet Beyond
the South
VIDALIA ONION COMMITTEE
BY KAYLA WEBB

ORIGINALLY AN ACCIDENT,
THIS ONION HAS PROVEN TO
BE A SWEET DISCOVERY THAT
QUICKLY BECAME A SOUTHERN
SYMBOL AND STAPLE.

“A

ll sweet onions are not Vidalias,” Bob Stafford
tells me with pride, “but all Vidalias are sweet
onions.” For Bob, these words are more than a
strong note of distinction—they are words to

live by.
For those who know Vidalias, an onion has never
been just an onion.
As the Interim Director of the Vidalia Onion
Committee, Executive Director of the Vidalia Onion
Business Council, and inductee in the Vidalia Onion
Committee Hall of Fame, Bob points out that a sweet
onion’s flavor, appearance, and shelf-life is only as
consistent as the Vidalia trademark it bears. With a
longstanding history as the pinnacle of sweet Georgia
flavor, it’s no secret that the Vidalia onion’s place is at the
forefront of the sweet onion category.
The Vidalia onion today has won over many across
North America and has since abandoned its reputation
as being just a “southern thing”—which Bob says is all

thanks to the committee’s new partnership with marketing
firm Porter Novelli.
“Collaboration is key when it comes to staying current
with trends and movements in today’s industry. Right now,
the big word you hear is ‘millennials’—I wonder if I even
know what a millennial is; it’s been twisted around so much,”
Bob jokes. “But right now, I think millennials are people
who don’t know as much about the Vidalia onion as they
should. So, we’re making sure we’re meeting those people and
working with the right firm that knows what we have to do to
familiarize all consumers with our onions.”
Despite having only worked with Porter Novelli for a year
now, 2017 was still a fruitful one for the committee and the
onion.
“This past year, through the marketing order and our
marketing firm, we have increased our share of the sweet
onion category,” Bob tells me of the committee’s recent
achievements. “We’ve cranked up our new logo to give it a
more modern look and we now use the phrase, ‘Only Vidalia,’
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over an image of an onion, and it looks really good.”
After 2017’s success, the committee’s vision moving
forward remains concentrated on its efforts to boost the
Vidalia’s consistency as the top in flavor, appearance, and
shelf-life. However, Bob points out, retailers nowadays
have access to many different products, which is making it
harder for suppliers to satisfy retailers. But, with ‘different’
in its roots, and years of experience under the Vidalias’
belt, Bob also assures me the committee is gaining ground
in 2018 and looking to further differentiate within the
sweet onion category.
“I’d like to say we’ve got the best onion out there, no
doubt about it, but there’s a lot of competition, which has
helped keep us on our toes. Our goal for 2018, and the
next five to ten years for that matter, is to keep producing
the best sweet onion. Over time, it’s important to keep

And its flavor is truly what separates the Vidalia from the
other onions in the barrel. While many around the world have
attempted to recreate the iconically sweet, juicy taste, Bob
confides that sweet onions grow the best in Georgian soil. The
low sulfur content, as well as the right climate and rainfall, just
produces a sweeter onion.
“The Vidalia onion is a favorite because of the flavor,” Bob
tells me. “Its name is well-known and highly respected, and,
according to our studies, is considered America’s favorite sweet
onion. At the end of the day, when consumers buy our Vidalias,
take them home, remove the label, and all they’ve got is an onion
on their plate—that’s when the truth sets in: this is a goodflavored onion.”
With a better tasting, stronger onion always in the works, I ask
Bob what we can expect in the Vidalia Onion Committee’s future.

WELL-KNOWN AND
HIGHLY RESPECTED, THE
COMMITTEE CONTINUES
TO WORK TO IMPROVE THE
BELOVED VIDALIA ONION.

working with our onions to make sure the taste continues
to excel. Through our research and development
program, in tandem with the University of Georgia at
the Vidalia Onion and Vegetable Research Center, we
have continually improved our varieties, and we’re always
getting feedback from consumers through our buyers. We
know the taste we want, as does our taste panel with the
University of Georgia, and we’re now trying to hone in
on that taste while also positively impacting the shelf-life.
Some onions will stay on the shelf for a long time, but
they won’t have the same flavor over that time. We want
an onion that will stay on the shelf and still have the mild
flavor that makes it a Vidalia,” Bob tells me.
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“Come spring, you’re going to see something more exciting
in the Vidalia onion and sweet onion industry overall—more
than you have in some time. We challenged our marketing firm
to come up with some new things to catch the eye, and we’re
convinced that it’s going to be great,” Bob says mysteriously.
There’s a lot to be proud of when talking about this famous,
barbecue-friendly treat, and Bob’s own history and journey with
Vidalias began thanks to this reputation in the world of fresh
produce. Bob first kicked off his produce industry career with the
USDA, where he spent 34 years as a fruit and vegetable inspector.
In retirement, Bob one day received a call from an old friend—
Shirley Manchester—who Bob had previously worked with on the
Avocado and Lime Committee—asking for help with the Vidalia

Onion Committee’s compliance
plan and labeling.
“I came into the Vidalia onion
industry back in 1994,” Bob shares
with me. “I liked that it was a
trademarked product and I liked
that they had something going for
them. When I received the call from
Shirley, I figured I would come over
here for a couple of weeks, and that
would be that. But then I met some
of the best growers I’ve ever dealt
with. I liked them, and they liked
me. I did a little work for them, and
the next year they asked me to do
twice as much. 24 years later, I’m
still here doing what I can for the
Vidalia onion trademark.”
The Vidalia legacy began
less than a hundred years ago
when farmers in South Georgia
unknowingly planted sweet onions
and sold them at local farmers
markets in the area. Immediately,
word started to spread; people
requested their relatives bring the
sweet onions when they visited,
and corporations handed out the
unique produce as gifts to clients.
Amidst all the hullabaloo, grocery
store chain Piggly Wiggly, also
headquartered in Vidalia, Georgia,
recognized the potential of the
sweet produce and helped farmers
from the region get their onions
from the fields to store shelves. With
local and national support booming,
there was nowhere but up for the
onions to go. By 1977, Vidalias
had their own annual festival in
Glennville and Vidalia, Georgia,
and in 1990 Vidalia onions became
the Official State Vegetable of
Georgia.
The eight-member Vidalia
Onion Committee grew out of a
need to unite and legally protect
Vidalia onion farmers, the crop, and
its name. Under Federal Marketing
Order No. 955, established in
1989 to stipulate how and where
the crop can be grown and sold,
the committee helps reinforce
Georgia state laws and the Vidalia
trademark, as well as authorizes
production and marketing research,
development, marketing promotion
programs, and grower funding.
“We, the committee, support
growers,” Bob assures me. “We

TOP: JIMMY HILL (GA
POWER), RANDALL
MORRIS (GROWER),
TOMMY WILLIAMS
(GROWER), JIM BRIDGES
(ASST. GA AGRICULTURE
COMMISSIONER), R.E.
HENDRIX (GROWER),
R.L. CATO (GROWER),
CONGRESSMAN LINDSEY
THOMAS, DELBERT
BLAND (GROWER),
CONGRESSMAN WYCHE
FOWLER, STEVE
ROBERSON (GROWER),
W.J. GRIMES (GROWER)
BOTTOM: WITH THE
RIGHT AMOUNT OF
SULFUR, RAINFALL, AND
THE PERFECT CLIMATE,
VIDALIA ONIONS JUST
THRIVE IN GEORGIA SOIL

do research and promotions specifically for their
benefit. The marketing order is how we determine
that we are spending money wisely. We also work
with the USDA, and every five years they expect
us to do a fair study to see if the marketing order
is working for the growers. We’re in the process of
getting another fair study out by June.”
As part of its dedication to the growers and
their wellbeing, the Vidalia Onion Committee is
focused on keeping the Vidalia onion a front-runner.
With such a storied history and a steadfast presence
in the onion category, the committee’s fearlessness
in evolving with the industry while maintaining the
Vidalia legacy is a balancing act that continues to
keep Vidalias Vidalias.
With new things coming soon, that the
committee can’t wait for retailers and consumers to
bite into, you heard it here first: the future is sweet
for Vidalia onions.
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THE VIDALIA ONION
Once revered for its healing
properties, today the sweetest
onion in the world and
Georgia’s state vegetable is
more than just a cornerstone of
southern barbecue; the Vidalia
onion is a way of life…

1

GROWING REGIONS
Vidalia onions can only be
grown within a 20-county
growing region in South
Georgia: Appling, Bacon,
Bulloch, Candler, Dodge,
Emanuel, Evans, Jeff Davis,
Jenkins, Laurens, Long,
Montgomery, Pierce, Screven,
Tattnall, Telfair, Toombs,
Treutlen, Wayne, and Wheeler.

2

“CITY OF VIDALIA”
Vidalia onions are named for
the city in Toombs County
where they were first sold.
But, they can, in fact be grown
outside of the city limits.

3

SO SPECIAL
This famous sweet onion
can only be grown within a

~6,000-SQUARE-MILE AREA, in a
state occupying ~60,00-SQUAREMILES, in a country composed of
~3.8-MILLION-SQUARE-MILES.

4

TOOMBS COUNTY
The largest volumes of
Vidalia onions are grown
in Toombs County.
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Approximately
11,000 to 11,500

of Vidalia onions are planted
each year. One onion = 50 acres*

Approximately
50 Growers

are registered to cultivate this
regional specialty

Vidalia Onion Farm Gate Value*
County

Acres

Value

Tattnal
Toombs
Wayne
Candler
Bulloch
Montgomery
Long
Treutlen
Evans
Emanuel
Laurens
Totals

5,206
4,123
1,095
624
306
237
120
90
510
55
2
12,368

$62,472,000
$51,537,500
$16,425,000
$7,798,750
$4,360,500
$2,346,300
$780,000
$720,000
$637,500
$386,610
$7,875
$147,472,035

*Farm Gate Value represents the dollar amount for the
industry when Vidalia onions leave the farm

5

*Industry anticipates 11,000 acres for 2018

Former President Jimmy Carter, a
Georgia native, used to give them to
visiting dignitaries as White House gifts.

TRANSPLANTING
Many people are unaware, but
transplanting is a part of the
Vidalia onion growing process.
This is done to protect plants
against the danger of cold
weather and weeds.

7

6

NEW FIELDS
The plants are moved from
seed beds into new fields once
they’ve grown to about the
width of a pencil.

HAND-PICKED LABOR
Nearly 100 percent of Vidalia
onions are both transplanted
and harvested by hand, a
labor-intensive process from
beginning to end.
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Onion Sizing

Generally recognized sizes*

Small (1-2¼ inches)
1 inch

2¼ inches

Medium (2-3¼ inches)
2 inches

3¼ inches

5.7 million 40 lb equivalents
shipped in 2017

Jumbo (3+ inches)
3 inches

*Additionally, sizes include Colossal (3 ¾ inches and up)

The sweet, mild flavor of
Vidalia onions was originally
a fluke that was stumbled
upon by the farmers who
planted them during the
Great Depression.

Source | Vidalia Onion Committee

8
STATE VEGETABLE
In 1990, the Vidalia onion
was named Georgia’s
official state vegetable.
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up
close
A Closer Look at
Stemilt Piñata ® Apples
by Kayla Webb

T

ake a bite out of paradise with Stemilt’s
Piñata® apples! Once a niche specialty
item, now a beloved fan favorite, this
tropical variety is making waves with retailers
and consumers alike. And, thanks to an
expanded season into June and an import
program through the summer, Piñata apples
can brighten grocery aisles and shopping
carts with island sunshine almost all year long.
Derived from Golden Delicious apples, as
well as heirlooms Cox’s Orange Pippin and
Duchess of Oldenburg, Piñata apples have a
high-sweet, high-tart flavor profile with notes
of pineapple and vanilla that set it apart from
other fish in the sea—or apples on the tree.
A true culinary standout, Piñata apples are
resilient and do not break down under high
cooking temperatures, helping home chefs cut
down on extra ingredients, like sugar, in sweet
treats and baked goods.
Its unique flavor profile also makes it delicious
au naturel, perfect for those craving sunshine
and a snack reminiscent of summer beach
days during springtime showers.

Available in bulk, organic, Artisan Organics TM
5 lb branded pouch bags, as well as 3 lb
pouch bags under the Lil Snappers® brand,
look for a taste of the tropics with Piñata
apples in grocery aisles today, and let the
good vibes roll!
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A

Passion for
Produce

with John Corsaro
By Jessica Donnel

“I

think the produce
industry is, without a
doubt, heading in the
right direction. We
have no choice but to
keep getting better and better.”

are now, and seeing what
amazing things we’re coming
up with every day. I think
you have to be positive. I’m
pumped up; it’s an incredible
business.”

As a member of a family
And by ‘long track record,’
deeply-rooted in the produce
John means that he’s been
business—who has came up
working in produce since
from painting warehouses to
before he could even drive.
now holding the role of CEO
In the early 80s, when John’s
at The Giumarra Companies— father, former Giumarra
there is perhaps nobody as
Companies’ President Don
uniquely qualified to critique
Corsaro, first allowed his son
the state of fresh produce.
to try his hand at the family
But instead, John Corsaro is
business, the U.S. produce
positive in a way that resonates. industry was still very much
wholesale and terminal market
“There’s no substitute for fresh
strong. Learning from the
produce,” he says. “I have a
ground up was what was
long track record of seeing
expected of you. For John,
how things were, to how they
this meant a cushy job in the

sales office was not going to
be handed to him, but, from
speaking with him, I don’t
think he’d have it any other
way.

department...it’s just something
that comes from my family.
My father would work hard,
and we would all try to do the
same.”

“I always had a job. That was
just me; that’s just what I
like to do,” John explains,
telling me stories of 4 A.M.
catering jobs in high school
and summers of sorting
plums and delivering for
Giumarra’s accounts.
“From being a sweeper,
warehouseman, truck
loader, in-truck deliverer,
to then working my
way up through the
departments, organizing
the displays and earning
the ability to be in
the sales and vegetable

When John mentions his
father, I ask him to ruminate
on how his position growing
up in an iconic produce family
has informed his role as CEO
today. It’s obvious that Don’s
work ethic stuck with John
at an early age, but
his family’s real
contribution to
his career comes
in more elusive
pearls of wisdom.
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“The number one thing you
learn from being in my
position is that you will never
know where the people you
are working with are going to
end up. So, you always need
to keep your relationships as
strong as possible,” John says.
“We’re in this beautiful time in
produce where science for the
grower and technology for the
supply chain are becoming
really impactful, but at the
end of the day, it’s still about
the people. Our industry is
predicated by the desire of
people to do a job and create
something. To me, that’s super
cool.”
And it’s clear that seeing
the power of those people’s
desire to do quality work
still reverberates within him.
Beyond the impact his father
had on his career in the
produce industry, the concepts
of mentorship and learning
lessons from those who came
before him have always been
hallmarks. Two names he
mentions without hesitation
are Bill Clausen and Taro
“Tom” Uchizono.
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“I would say growing up, Bill
Clausen was very hands-on
and impactful for me,” John
says. “I was transferred out to
Nogales, Arizona, at one of
our distribution points to train
under Bill, who was a buyer
in the heyday of Safeway on
the West Coast. He ended up
marketing our Nogales tomato
and veg deal and our Reedley,
California, stonefruit deal—
peaches, plums,
and nectarines.
He was a
truly amazing
marketer, so I
spent 13 years
under him. He
was a main influence,
perhaps even more than
my father.”
As for Tom Uchizono,
his father’s late partner,
while the moments
working with him were
often few and far between,
John credits him with
some key impacts on his
life, which I think are best
explained in his own words.

“One time in my younger,
aggressive Nogales days, I
Today, John has transitioned
remember being on the phone
into that mentor role himself,
while he was rushing out to
becoming
deeply involved
catch a flight. Tom walks over
with
the
Canadian
Produce
and puts a note on my
Marketing
Association’s
desk that I still keep in
my files to this day. All (CPMA) talent cultivation
program, Passion for Produce,
it said was, ‘patience
in which industry leaders
and humility.’ I’ll just
dedicate
their time at the
leave the dynamic of
association’s
annual convention
our relationship at
to
mentoring
professionals just
that,” John says. “It
starting
their
produce
careers.
was perfect for the
To
John,
this
is
all
about
time, and it really hit
paying forward the benefits
me. I needed a lot of
he
was awarded to the next
that; all of us, at times,
generation.
need a lot of that.
This is an industry
“Because I got the opportunity
where you have to
to have such great mentorship
earn your way to get
around
me—I got kind of the
respect. But, if you
‘E
ticket’
there in terms of the
have the respect of someone
produce
industry—I
would
like Tom, they give you a piece
say
now
it’s
my
chance
to give
of themselves.”

CPMA
back. Not to mention, young
people are a lot of fun,” John
admits, laughing. “In this
business, it requires quite a bit
of collaboration from many
people to get that food to
somebody’s table in the right
way, and Passion for Produce, for
me, has been another avenue
to collaborate and better
know our customers and what
they’re going to want in the
future. Getting to spend some
time with the younger group
coming in is a great chance
to get a feel for how they’re
thinking, what’s important
to them, how they view our
industry, and what they don’t
know about our industry.”

in retail and foodservice, we
need youth to help us move
through this information- and
technology-driven age. It’s
going to be something totally
different in just the next 10
years.”
So, where does he see this
information age taking us? I
ask him. Where is the produce
industry heading? This is
the point in the conversation
where John starts speaking so
assuredly, I just sit back and
soak it all in.
His first point—social
responsibility.

It’s logical that we want to
have new growth in our
industry to perpetuate what we
do, John explains, but having
spent the last 30 years traveling
in the U.S. and abroad, he says
the real problem he’s seeing is
that young people just aren’t
really aware of opportunities
in the industry.
“I think this is our immediate
buzzword,” John says. “It’s
“You don’t come out of college
obvious the awareness of
thinking, ‘I can’t wait to get
labor has been heightened.
in the produce industry,’” he
You’re seeing programs now,
says. “So, I think it’s important especially in Mexico, that
to really approach this from
I’ve never seen before, where
a grassroots angle; to show
companies are setting up
young people that feeding
their farms and businesses
the world through produce is
to ingratiate labor. Whether
an amazing job, and, at the
with housing or food, the
end of the day, a rewarding
workers now have a voice and
thing to do. With the scale it
can impact their needs with
will take to tackle these larger
that voice. For the first time
accounts, due to consolidation
I’m seeing, on a mass scale,

companies working to match
the needs of the workers and
that’s awesome and exciting.”
Next up: consolidation,
increasing efficiency, less food
waste, more on-time deliveries,
better products...all in all, a
better produce industry, John
tells me confidently. And
leading the charge toward that
vision, he says, is Giumarra
and the company’s push for
flavor.
“Whether it’s our golden
pineapple, or Giumarra Arra
grape varieties, the industry
is experimenting in ways
that not only result in the
aesthetics that a consumer
believes are important but
also the full flavor profile that
makes them want to come
back and repurchase. When
I say we are targeting flavor,
you think, ‘well duh,’ but we
work in an industry where
our sub-interests don’t always
add up to equal the great
flavor that consumers are now
demanding.”
He explains further: if you’re
a grower, you want high
production, quality, and output.
If you are a retailer, you want
the product to look and taste
outstanding and hold up on
the shelf. And finally, if you’re
a consumer, you just want
to be able to take it home,
know what you’ve got, and be
pleased with the flavor. John
says that these and even more

interests in the past have rarely
lined up, but they’re starting to.
“I used to think that you can’t
have it all, and that you need to
sacrifice something,” John tells
me. “But, as we as an industry
get better at this, Giumarra
is able to produce something
that not only cosmetically
entices someone to pick up a
product off the shelf, but also
has the flavor to back it. And
now retailers have the ability to
analyze if these products are
actually getting repurchased.
As information becomes easier
to access and less expensive to
look at, the industry will really
start to look at what is getting
repurchased and see how that
can directly translate to flavor.”
So, what can we expect from
Giumarra as it continues on
the path laid out by John’s
experiences and his quest for
flavor?
“We’re tired; we’re going to close
up shop,” John jokes with a
laugh, admitting, “I don’t want
to give up our secrets! Bottom
line, we’re going to keep growing
where we find good people.”
I don’t know about you, but with
30 years jumping from odd jobs
at the terminal market, to CEO,
to mentor, to flavor pioneer, I’m
certainly planning on adding
John’s words of wisdom to my
personal produce guidebook.
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A Q&A with Dan’l Mackey Almy, President and CEO of DMA Solutions

MARKETING
EXCELLENCE
A VISION FOR 2018
BY KAYLA WEBB

W

hile the digital
age is changing
the game for
marketers everywhere, the days
of trade shows and print press are
far from being abandoned to the past.
With more than twenty years of marketing
experience, Dan’l Mackey Almy is embracing the
strategies necessary to balance the old and the new
of marketing as a means to tackle the ever-evolving
produce industry. Pushing for a realistic increase in
produce demand and consumption, Dan’l posits the
changes that veteran marketers should implement for
the marketers of tomorrow in order to accomplish
increased sales.
We asked Dan’l our top five questions to tap into the
marketing trends of this year and the trajectory it’s
on for the years to come.

Q1

What’s the biggest barrier holding marketers
back from building consumer brands?

Dan’l Mackey Almy: The number one thing that
I believe will make the most dramatic difference in
our ability to elevate marketing, which will resonate
and deliver results, is to allocate a marketing budget
or spend based on sales. At DMA, the most common
thing we see is that marketing budgets are set on
a number that is not tied back to a sales or volume
number. However, consumer food brands develop
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their marketing spend on the growth
they want to see from a category, product,
or their business, and they usually spend
anywhere from 6-14 percent of sales on
marketing.
If this industry spent 0.5-1 percent of sales on
marketing, we would be unstoppable.
You should not invest in marketing unless you
want sales growth, unless you want to be relevant,
and unless you want to be more profitable in your
bottom line. There is an inherent demand for fresh
produce that we have created, but to increase
demand and consumption, we need to increase our
marketing spend.
We need to start thinking about our marketing
teams as part of sales so that our marketing
resources are aligned with our sales growth. The
companies that are building brands in this industry
are companies who have their marketing spend
tied to their sales, and who are able to compete
with other food brands. We’re seeing more retailers
wanting to know how marketing activity is driving
sales, and brands that can articulate that can use
their marketing activities to drive sales and foot
traffic into stores.
I don’t believe that the marketers who are in charge
today are going to be the ones who ultimately
accomplish this enormous shift. I think we have to
rethink our approach and understanding of how
marketing can be utilized first, and then prepare the
future marketers of tomorrow to effectively execute.

Q4
Q2

What should brands be considering as they
approach trade show season?

Can you explain more about “If you’re not
digital, you’re doubtful?”

DMA: I make that statement a lot—“If you’re not
digital, you’re doubtful.” When I see a company with
an outdated website or a poor presence on social
media, it says to me that they don’t fully understand
the impact of how buyers, vendors, future employees,
and people in general are utilizing the Internet
to educate themselves. The most common thing I
hear is, “But Dan’l, our buyers depend on us to tell
them information.” That may be the case today, but
that won’t be the case tomorrow. I can assure you
that the Internet is not avoided by mass numbers of
people anymore.
If you have an outdated digital presence, or no
presence at all, you’re causing unnecessary doubt
about your company. In my opinion, it isn’t worth it.
I believe if a company DMA’s size can be digitally
present, then produce companies can as well.

DMA: There is no longer a trade show season; trade
show season is year-round. The increasing number
of trade shows shouldn’t be considered a barrier.
Buyers certainly do not see it as a barrier, and if the
buyers are showing up, there is clearly a need.
I think companies should have a twelve-month
strategy of how they are going to approach every
show. Some shows are meant for exhibits and honing
in on tangible products, while others require just
a presence in order to keep your brand relevant.
Shows are also a perfect way to professionally
develop and educate your teams.

Obviously, we should showcase products when we
have them, but we should start thinking about shows
as a crucial way to create visibility of our companies
by attending and being present.

Q5
Q3
How is trade marketing continuing to shift,
and what can brands do to stay relevant with
their trade partners?

DMA: We are at a very interesting point relative
to trade marketing. In the very recent past, trade
marketing was straightforward, and what a brand or
company could do to market themselves was specific;
there were less than five shows attended each year,
and print and package design were the main vehicles
for advertising. The result was there were very
few full-time marketing resources just to do trade
marketing.

But now, digital has presented itself as a viable
option to communicate our businesses to our
audiences. Now trade marketing has vastly
expanded on what brands and companies need to
do to position themselves in front of their audiences.
The amount of trade shows has increased, and print
was forced to improve.

When you look at the content required to be relevant
in this expanded space, you have to understand the
shift that is required. To have a well-rounded trade
marketing team, broader skillsets are needed. You
have to be present at trade shows and be present on
digital, however, it is not usually the same marketers
doing those things—each aspect of marketing
requires unique talent and expanded resources.

What’s the biggest marketing lesson you
learned in 2017, that you’ll apply in 2018?

DMA: We learn lessons every day that make us
better. We’re constantly cultivating our work. We
are living in a moment where perfection is absolutely
time-consuming and unnecessary, especially as it
pertains to marketing. We tend to treat marketing
activities as absolutes, but the reality is every aspect
of marketing is fluid. We see a lot of companies
not launch a new website, product, or promotion
because it’s not perfect. In response, we have to get
more comfortable executing marketing activities that
are fluid and constantly being refined.
More often, what we’re not doing is holding us back
versus what we are doing. As marketers, we have to
plan for and have the discipline to execute marketing
activities that actually generate sales. While this is
absolutely possible, it requires an investment of time
and resources.

W

hile, as Dan’l suggests, there is
still much ground for growth, it is
marketing teams like DMA Solutions
that are pushing our industry to the boundaries and
encouraging it to be better. Already working to spark
the change she sees as necessary, the marketers of
tomorrow are in good hands with Dan’l at the helm.

THESNACK.NET / 59

“

Wholesome Heroes
represents individuals who are
making a positive impact in their
community through their work,
volunteer efforts, or health and
wellness initiatives.

”

WHAT MAKES BRE A
WHOLESOME HERO?
Bre has a love of fresh produce
that cannot be denied. But it
is her love of skiing that has
allowed her to truly tap into her
Wholesome Hero side; inspiring
her to become a coach for the
Washington Special Olympics
Downhill Ski Team. From
teaching these athletes to race
and go around gates, to picking
lines, improving their form, and
even helping them with social
skills, Bre has been a busy bee.

1

WHAT SHE’S LEARNED

2

SPECIAL MOMENTS

3

WHAT WOULD BRE TELL
OTHERS ABOUT VOLUNTEERING

4

TAKEAWAY FOR REAL LIFE

5

TODAY

6

WHY SHE LOVES THE
PRODUCE INDUSTRY
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RAINIER ® FRUIT CELEBRATES WHOLESOME HEROES

Bre Forkner
Produce Assistant Buyer – Costco

YEARS IN PRODUCE

9

YEARS WITH COSTCO

13.5

1

Patience and positivity—and
being creative in her thinking.
The athletes may not want to
practice, they may want to quit
early or not participate, but
she’s learned it’s important to
try different ways to motivate
them and keep them excited.

2

It never gets old for Bre, seeing
the joy on the athletes’ faces
when they win a medal or hop
off the bus each week and
see her—even watching them
thrive, succeed, and grow.

3

Find an activity they love and enjoy,
but volunteering in anything will
give you a great perspective. Seeing
the challenges that athletes and
their families face and playing a
small role in providing them with
opportunity and resources, makes it
worthwhile.

FAVORITE PRODUCE ITEM

Green Grapes

4

Bre’s experiences at the
Special Olympics have given
her more tools and patience
to manage challenging
moments in her own life.
Now, she helps build up
others and brings more
understanding to the table.

5

Bre has a reinvigorated love of
skiing and tries to get out on
the slopes at least once a week,
skiing locally in the area or, if
she gets a chance, Whistler!

6

It’s always changing—new
products, new varieties, new
seasons, and new markets. Add
in the consumer marketing
element and everything is
different every day.

WTF

DO I DO WITH

e’s
Prime Tim
Asparagus

?

{ what the fork }

ASPARAGUS QUICHE
INGREDIENTS
pa s t ry

1¼ cups all-purpose flour
¼ tsp salt
6 tbsp unsalted butter, cold and cut into
1-inch cubes
3½ tbsp ice water
filling

¾ - 1 lb fresh Prime Time asparagus
spears, cleaned and cut into ¾-inch pieces
(2-2½ cups)
10 cherry tomatoes, sliced in half
3 tbsp unsalted butter
½ tsp curry powder
⅛ tsp ground cayenne pepper
1 cup chopped onions
4 large eggs
¾ cup milk
1 tsp salt
5 oz (1 ¼ cups) shredded Monterey
jack cheese
Basil or thyme garnish, if desired
Servings: 6

DIRECTIONS

1
2
3
4
5
6
7

pa s t ry

Combine flour and salt in a food processor bowl with steel blade and
blend for 8 seconds (or whisk together in a large bowl). Cut in butter by
pulsing 8 times with food processor (or use a pastry cutter) until mixture
resembles coarse meal. Do not over blend.
Add water and mix just until dough comes together. Put dough in a plastic
bag and chill for 30 minutes.
Roll on a lightly floured board and fit pastry into an 11-inch tart pan with
removable bottom. Chill until ready to fill.
filling

Blanch Prime Time asparagus for 4-5 minutes in boiling water, cool in ice
water, drain, and set aside.
Melt butter in a small sauté pan over medium heat. Add curry and
cayenne pepper; cook one minute. Sauté onion in curry butter until soft
and most of the moisture has evaporated; set aside to cool.
In a small bowl beat eggs, milk, and salt.
Preheat oven to 375° F. Sprinkle cheese into chilled pastry shell. Spread
onion mixture, cherry tomatoes, and Prime Time asparagus over the
cheese. Pour egg mixture over the top. Bake 30-35 minutes or until
custard is set and golden. Garnish with your favorite herb, if desired.
For more delicious, healthy, & easy-to-prepare
recipes visit www.primetimeproduce.com
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Grow
on the

Next Up, Mexico!
Giumarra Vineyards
Grape Sales

(661) 395-7100

Giumarra Nogales
Grape Sales

(520) 281-1981

®

California

GRAPE
Snapshot

T

hough viticulture first hit the California coast
in the 1700s with Franciscan Friars creating
sacramental wines, it wasn’t until 1839, when
former fur trapper William Wolfskill established a vineyard
outside present-day Los Angeles, that table grapes came
to the Golden State. Today, California produces the vast
majority of U.S.-grown table grapes and sends these
sweet treats to destinations across the globe.

Seasonal Availability
January

February
March
April

99%

May
of the commercially-grown
table grapes in the United
States are grown in California.

June
July
August

Number of varieties
of table grapes grown
in California:

85+

September
October
November
December
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91%

of primary shoppers in the U.S. prefer
grapes grown in California vs. another origin
when prices are the same.

68%

say they still prefer California grapes even
if they are priced higher than grapes from
other origins.

Top Shopping Resources Among Grape Consumers *
(These are tools shoppers say they use to help prepare for purchasing, or while
shopping, at the store.)

54%

In-store sales or coupons

Websites

35%

52%

Printed Circulars

31%

Mobile Phone Apps

39%

Social Media

25%

Emailed ads, offers, or deals
from grocery store

* Consumers are primary shoppers in the house who have purchased grapes in the last six months.
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Frequency of Purchase and Timing
of Decision to Buy Grapes

58%

of primary shoppers
buy grapes weekly or
more often.

13%

buy grapes multiple
times per week.

36%

buy grapes about
once per week.

9%

buy grapes daily or
almost daily.

55%

of grape purchasers
always or usually decide
to buy grapes before
going to the store.

25%

of grape purchasers
sometimes decide to buy
grapes before going to
the store and sometimes
decide after going to the
store.

20%

of grape purchasers
usually or always decide
to buy grapes after going
to the store.

SOURCE | California Table Grape Commission – February 20, 2018
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Sometimes, looks
do mean everything...
Check out what packaging concepts and products
we believe pop on the shelf and can help drive
traffic through the produce department.

1

OPPY™ AND BC
TREE FRUITS

Ambrosia™
Apple Rebrand

As if the elegant Ambrosia™ in
blush red with a yellow ombré
background wasn’t beautiful enough,
BC Tree Fruits Cooperative recently
launched a rebrand for the crisp
classic, which is available now from
Oppy. The lovely, blushing apples
straight from their birthplace in the
Okanagan and Similkameen Valleys
of British Columbia, Canada, are
now available in irresistible on-the-go
packs and high-graphic boxes. The
new Ambrosia rebrand features a
clean and fresh bi-color graphic—
immediately highlighting the apple’s
distinctive color—and the tagline
“sweet perfection”—a reference to the
variety’s sweet but crisp taste. This is a
fruit-packed packaging revamp that I
wouldn’t miss in my grocery shopping.
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5

PACKAGING CONCEPTS

THAT DID IT

RIGHT
by GENEVA HUTCHESON

3
2

MISSION PRODUCE

Organic ‘Minis’
Avocado Bags

These mini avocado bags are chockfull of goodness with extra small
avocados that are organic to boot!
“Small but Mighty,” these little beauts
tumble from their consumer-friendly
packaging, all ready-to-eat. And,
for the more adventurous avocado
connoisseur, the bags come with
a variety of recipes, like Avocado
Brunch Toast, to add value to
the retailer’s avocado destination
and create occasions for crossmerchandising opportunities. The
avos come in two different packs, a
value pack, which is two pounds, or
8 to 10 avocados, and a smaller six
count pack, both ideal for a smoothie,
sandwich, or stand-alone snack.

MONTEREY
MUSHROOMS

Let’s Blend™

Monterey Mushrooms’ Let’s
Blend™ product line of finely
diced mushrooms comes in three
pre-seasoned flavors: Classic,
Mexican, and Italian. The 8
oz packages have an extended
shelf-life and on-the-pack cooking
instructions, adaptations which are
sure to catch the busy consumer’s
eye. Personally, I can’t wait to
toss these mushrooms with some
chicken or beef for a quick and
satisfying meal.

4

CRUNCHPAK ®

Snackers

5

JAMBA

Organic
Fruit Snacks

These sweet little bites of flavor are
the best of both worlds, combining
grab-and-go convenience with
healthy-eating. With their classic,
clean green, personal-sized packs,
Jamba Organic Fruit Snacks look
fresh off the farm. Sure to entice
any health-conscious consumer,
these Jamba Organic Fruit Snacks
carry the allure of Jamba’s health
halo. In a variety of flavors
including Strawberry, Raspberry
Blueberry, Mango Pineapple, and
Blueberry Acai, Jamba fruit snacks
have a flavor for every consumer
and are sure to make their way into
consumer baskets.

With its Organic Snacker at
Costco—a three-pack bundle of
bright, fun, familiar graphics—
featuring apple sticks, Cheddar
cheese pieces, and pretzels, as well
as an extended Disney snacking
line of Foodles, Crunch Pak® is
helping introduce children to
smart eating. Employing the power
of classic Disney characters like
Mickey Mouse and Donald Duck,
Crunch Pak Snackers make it
easier for moms to motivate their
children to eat more fruit!
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HUGE PROFITS!
EASY MONEY
Cherries drive +14% of
incremental fruit sales!*

DISPLAYS

DRIVE IMPULSE SALES

PLAN
NOW
AND

WIN!

ORDER TODAY!

PEAK YOUR SALES!
LIMITED SEASONAL AVAILABILITY

*Source: Nielsen FreshFacts, Total U.S. cherry sales, Jun-Aug ‘15

CONTACT CMI TO RESERVE YOUR ORDER WHILE SUPPLIES LAST!
CMI ORCHARDS LLC • Wenatchee, WA 98801 • Ph: (509) 663-1955 • www.cmicherries.com

WTF

DO I DO WITH

®
’s
Cru nch Pa k
Apple Slices

?

{ what the fork }

APPLE CINNAMON BREAKFAST QUINOA
INGREDIENTS
2 cups Crunch Pak® Apple Slices, diced
½ cup quinoa
1½ cups water
pinch salt
2 tsp cinnamon
¼ cup dried cranberries
¼ cup chopped pecans
maple syrup

DIRECTIONS

1
2
3
4

Place quinoa, water, salt, and 1½ cups apple slices in a medium
saucepan. Bring to a boil, reduce heat to low, and cover.
Simmer quinoa, covered, for 25-30 minutes or until the water has
been absorbed and quinoa is light and fluffy.
Divide quinoa between two bowls. Top each bowl with half of the
remaining diced apples, cranberries, and chopped pecans.
Drizzle the tops with maple syrup and serve warm.

Servings: 2

For more delicious, healthy, & easy-to-prepare recipes
visit www.crunchpak.com
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Firmly
Planted
by Jordan Okumura

Setting the stage for future growth,
Jessie Garza plants the seed for Duda
Farm Fresh Foods’ latest evolution
and go-to-market strategy...

Photography by Janelle Folk
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Jessie Garza, Vice President of Eastern
Operations, Duda Farm Fresh Foods
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Jessie Garza at Duda’s Belle Grade, Florida, operations

J

ust before sunset, Vice President of
Eastern Operations Jessie Garza walks
through one of Duda Farm Fresh Foods’
cornfields in Belle Glade, Florida—a
region that sits just south of Lake
Okeechobee, in the rich, deep blackbrown earth for which the state is known. Call
it “muck” if you’d like; Jessie will take it by the
handful. He stops to talk to a team member while
pulling back the husks on Duda’s Super Sweet
Corn. You can tell that Jessie feels at home here—a
quiet rustling and open sky sweeping out towards
the horizon.

“The best fertilizers on a farm are the footprints
embedded in the soil.” As a steward of the land,
this is more than just the mindset and principle
with which Jessie approaches his work each day.
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For him, this means to be present—and also as
grounded and committed to the land as he is to
his vision. It is that continued vision he has for
the future of Duda—encompassing the passion,
culture, growing model, and inspiration for
ingenuity—that has already helped the company
thrive.
But, inside the calm cool that Jessie exudes
is a mind in constant contemplation of what
Duda’s future can hold, and part of that vision is
being cultivated there, right where he plants his
footprints.
“Our plan is to grow with the needs of our
customers and build those relationships we
value most, and part of achieving that is by
keeping our finger on the pulse of the changing

consumer environment,” Jessie tells me. “One
of the major goals for Duda Farm Fresh Foods
is to increase our ability to respond to consumer
desires for locally and regionally grown produce.
Duda Farm Fresh Foods has its sights set on
leading the market with the freshest, most widely
available celery in the country, and we are already
responsible for a third of the celery consumed in
the United States.
So, this is more than
a great jumping off
point.”
Already flourishing
on the celery front,
what does this next
step in Duda’s
growth model look
like? While the
company has been
growing corn since
the early 70s, Duda
is evolving its Super
Sweet Corn program
into a valueadded, tray-packed
corn operation to
accompany its bulk
offerings.

high-quality products, the decision to elevate its
offerings by bringing the value-added element to its
year-round Super Sweet Corn product line, made
absolute sense.
“In addition, the product comes pre-shucked and
ready-to-eat in the industry’s first 100 percent
recyclable trays for value-added corn,” Jessie tells
me. “The trays hold
the corn in place
better during transit
as well, decreasing
the likelihood that
the product will be
damaged during
transportation.”

“Our plan is to
grow with the
needs of our
customers and
build those
relationships we
value most, and
part of achieving
that is by keeping
our finger on
the pulse of the
changing consumer
environment.”

Overall, the product
cuts down on prep
time, and offers that
convenient solution
consumers are looking
for—an added
bonus and another
extension of Duda’s
commitment to the
relevancy of today’s
consumer needs.

“We are always
aspiring to build
“Duda Farm Fresh
Jessie
Garza,
a program that
Foods has long been
Vice President of Eastern Operations
consistently brings
a pioneer in fresh
more value to our
produce, and this
customers. In this way,
recent evolution of
increased production
our corn program
outside of Florida in
aligns with those
our other growing regions, simply complements the
pioneering efforts and goals,” Jessie reflects.
vegetable supply coming from Belle Glade and is
“We recognize that some recent corn varieties
have posed a challenge to consumers as they
are concerned about GMO products and also
appreciate convenience when trying to include
more fresh produce into their lifestyles. At Duda,
we choose not to use any type of genetically
modified seed or crop to grow our corn.”
As the always-king of celery, Duda also recently
invested in research to add four more patents to
its celery varietals. To build upon unmatched
celery leadership, Duda looks forward to
continuing the necessary research to ensure its
products are more flavorful and appealing to
consumers.
With a new wave of consumer demands, and as
an extension of Duda’s commitment to delivering
From left to right: William Mergott, Complex
Manager; Jessie Garza, VP of Eastern Operations;
and Roy Garcia, Harvest Supervisor
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“Our Eastern program is extremely
diversified and consists of locally-grown
products, which ultimately results in
transportation savings.”
- Jessie Garza

now an essential part of Duda Farm Fresh Foods’
East Coast program,” Jessie adds.

Currently, Duda’s Super Sweet Corn season runs
from November through May in Florida, late
May through late July and September through
November in Georgia, and late July through
September in Michigan.

During growing seasons outside of Belle
Glade—the main hub of Duda’s East Coast
program—the company sends teams out of
state to Michigan
“Our Eastern
and Georgia to
program is
support programs
extremely diversified
that include food
and consists of
safety, forecasting
locally-grown
and projections,
products, which
harvesting logistics,
ultimately results
production, quality
in transportation
assurance, and
savings,” Jessie shares,
quality control for its
connecting the dots
grower partners—a
of Duda’s elaborate
nice warm blanket
network of resources.
Dandy Brand Super Sweet Corn, available year-round.
to further comfort
“To support our corn
winter packaging (left) and spring packaging (right)
those companies
program, we are
that Duda has
offering romaine
welcomed into the fold. These partnerships
hearts grown on the East Coast. Romaine hearts
outside of Florida, along the eastern half of the
are a typical western veg item so this is another way
United States, allow Duda to harvest vegetables
we differentiate during the season. We grow and
year-round, providing a consistent supply for
market a full line of leaf items on the East Coast
consumers.
as well, including green, red, and butter lettuces, as
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BELLE GLADE, Florida, at sunset

well as endive, escarole, and romaine, in addition to
romaine hearts.”

in September of 2016, he was promoted to the
Vice President of Eastern Operations.

When I ask Jessie what it is about this industry that
both grounds and inspires him, he shares that there
is a gravity to this industry that has always spoken
to him.

It was Jessie’s commitment to people and his love of
the land that truly helped him excel.

“All I know is, it runs through my veins,” he tells me.
“The people involved in the farm industry are very
humble, from the farm worker all the way to the
owners of large corporations. Duda has that gravity
and our values align.”
When Jessie says that the industry is in his veins,
he means it, having spent much of his adult life
walking the fields with Duda. Jessie joined the
company’s Florida operations right after graduating
from Glades Central High School in Belle Glade.
In October of 1984, he became a Grab Loader
operator in the Sugar Cane Department, and by
January 1985 he had moved into Duda’s Quality
Control Department. Jump ahead to February of
2003, and he had moved deeper into the fields,
joining the company’s Harvesting division. By July
of 2011, Jessie became the General Manager, and

“Treat people as you want to be treated. I know it
is simple, but not everyone lives by these values,”
Jessie expresses. “We were given one mouth and
two ears for a reason—to listen twice as much as
we speak. I think our relationships have changed
and what is missing is that listening factor—
truly understanding the complexity of personal
dynamics and just taking it all in.”
One of Jessie’s favorite quotes is from Mother
Theresa, which goes a little something like, “We
ourselves feel that what we are doing is just a drop
in the ocean. But, the ocean would be less because
of that missing drop.”
I imagine Jessie might stand on that parcel in Belle
Glade and recognize each tiny kernel of corn, on
the cob, in a husk, in a field, in an operation—and
recognize each small contribution. If that does not
make a good leader, I don’t know what does.
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The Details Are On The Inside
Every bite gets your customers closer to the golden state of California Avocados.
You know the California difference and so do your customers— that’s why they look
for the California Label. The California season is an occasion to celebrate
with the All–American avocado.*
*A Perfect Pairing for the American Summer Holidays!

Call 1-800-344-4333 or visit CaliforniaAvocado.com/Retail for merchandising support
and marketing programs to help grow your California Avocado business. Produce of U.S.A.
© 2018 California Avocado Commission. All rights reserved.

FLAVORTREND
JICAMA
Popping up all over the
grocery and culinary
scene, this uniquely
starchy, juicy, sweet, and
nutty root vegetable is a
chameleon of flavor and a
stand-out on store shelves
and consumer plates.

Sources: CookingLight, Frieda’s Specialty Produce
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FLAVORTREND

Jicama
By Kayla Webb

T

HERE ARE RUMORS IN THE AIR that

2018 might be a certain root vegetable’s
year. Already on the up-and-up, there’s no
stopping its conquest of recipes, dinner
tables, grocery aisles, and the future of fresh produce.
Once an unsung vegetable variety, incognito in
mainstream United States grocery stores, jicama—or
yam bean, Mexican turnip, and Mexican potato if
you’re fancy—is stepping into the limelight and taking
center stage in culinary masterpieces left and right. And
while many of us might be asking “but what can I do
with jicama?” a better question might be “what can’t I
do with jicama?”
Native to Mexico, jicama is also grown throughout
Central and South America, the Caribbean, and
Southeast Asia, where it is a popular snack. Often sold
via street vendors, locals typically enjoy this quick treat
raw and seasoned with lemon or lime juice and chili
powder. Its distinct crunch—not lost when roasted
or sautéed—boasts a texture somewhere between an
apple and a water chestnut, inspiring home chefs to use
jicama as a base or addition to slaws, relishes, salsas,
salads, stir fries, egg rolls, and more. In more recent
years, jicama is starting to pop up as a substitute for

tortillas, chips, and other starch-heavy foods.
Preparing jicama, however, can be a challenge. Those
familiar with the root recommend peeling its thick skin
with a knife rather than a vegetable peeler, in order to
preserve the white flesh inside.
Starchy, juicy, sweet, and nutty, jicama is also an
up-and-coming superfood, nutrient-rich and healthforward. Jicama is known to contain prebiotic inulin,
which creates a good environment for probiotic
bacteria to thrive, benefiting gut health. Jicama is also
said to boost the immune system, build strong bones,
help circulation, lower blood pressure, improve brain
function, and increase energy levels. Rich in vitamin C
and vitamin A, jicama contains natural sugars and fiber
and remains low in calories, as well.
Available year-round in most grocery stores and Latin
American, Asian, and specialty produce markets,
look for firm jicama roots often scarred or scabby in
appearance for a delicious vegetable to bring home and
adorn dinner tables with. Whether you doctor it up, or
take a page out of locals’ books and just enjoy it sliced
and raw for dipping, jicama is on-trend this year and
ready to take over as the reigning vegetable supreme.
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Q&A

Impactful Merchandising

with Caito Food’s’
& SpartanNash’s
Bob Kirch
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by
Robert
Schaulis

“

Merchandising, more today
than ever before, speaks to
the heart and conscience of
the consumer—and today’s
merchants must recognize
that as they go to market
each day.

	
—Bob Kirch

speaking, what does the
Q1 Generally
role of a merchandiser with Caito

Foods entail, and how does a merchandiser
approach fresh produce? Are there any
particular ‘first principles’ or fundamentals
through which Caito Foods approaches
merchandising fresh produce?

Bob Kirch: Simply stated, the role of a
merchandiser is to find ways—at the store
level—to sell more fresh produce and produce
department complementary items—and to
sell these items profitably. We also recognize
that making our customers successful leads
to our own company’s success.
We view store-level success as a way to grow
sales, profitability, and customer loyalty. To
do so, our merchandisers help our store
customers develop sound, fundamental
product knowledge, storage and handling
skills, as well as operational expertise—
ordering, scheduling, cleanliness, and
customer service programs. Once these
fundamentals are achieved, merchandising
comes into play.

A

s demand shifts and
new products and
trending items vacillate
in and out of grocery
aisles, having a wellthought-out approach
to merchandising, as well as solid
merchandising fundamentals, and
the right partnerships in place to
drive sales can be important—if not
indispensable—in determining store
success.

I had an opportunity to speak with
Bob Kirch, Executive Vice President
of SpartanNash and President of
Caito Foods, to learn more about
merchandising produce and making
the most of fresh fruit and veggies at
the store level.

There are some basic principles that govern
our merchandising approach: bigger displays
sell more produce; presentations that face
the traffic flow sell far more successfully than
those that do not; it is nearly impossible to
sell anything without a sign; and items should
be grouped to ease the shopping experience.
you describe some of the
Q2 Can
ways in which implementing good

merchandising practices can benefit a
grocer—in terms of sales and other benefits?

BK: The foundation of good merchandising
practices is a knowledge of—and reliance
on—“Produce Science.” Knowing, for example,
how fast raspberries respire will lead us to
merchandise them under refrigeration. The
same knowledge will determine where we
place bananas in relationship to heating
vents and where we display mushrooms and
packaged salads. All these decisions lead
to fresher, more vibrant products on display,
which reduce shrink, enhance shelf-life, and,
ultimately, increase sales and profits.
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Because the end consumer relies on all of
us—from seed to shelf—for the safety of the
products they buy and serve their families,
merchandising takes on a much more
profound importance.
Caito Foods and SpartanNash offer cut fruit
and vegetable items produced in a completely
sanitary environment under the most rigid
food safety regulations imaginable.
there any common misconceptions
Q3 Are
about merchandising fresh produce or

any mistakes made at the store level that the
Caito Foods team regularly encounters?
BK: Yes. Foremost is the misconception that it
is acceptable to display and promote almost
any fresh item on an unrefrigerated display
fixture. While a center-aisle display of fresh
strawberries is eye-catching and enticing,
that display is starting a downward spiral
for the quality of those berries—a spiral that
might end with moldy, bruised berries in the
customer’s refrigerator.

Another misconception is that proper
rotation—a very basic “Produce 101” skill—
solves all product problems. While we
certainly advocate product rotation, we
see countless examples of older, blemished
product spread out on top of fresher, more
vibrant product, with the result being a
display that has simply lost its appeal to the
shopper. Sometimes, discarding product
that is noticeably older and less fresh than
new product being delivered is a courageous
and wise decision. Stores may also look to
alternative ways to merchandise ripening
products—bananas for example could be
displayed—and sold at a lower price—for
baking.
And since customers “judge what they cannot
see by what they can,” store cleanliness
and sanitation are important merchandising
practices.
In addition, when it comes to variety, more
is not always better. In some scenarios, it
makes more sense, and generates more sales
and customer satisfaction, to offer 10 juice
varieties within a four-foot set than it does to
offer 25.
are some of the most
Q4 What
common challenges associated with
merchandising fresh produce? Can you
describe some of the ways it differs from
center store/CPG merchandising?

BK: One significant challenge to
merchandising fresh produce is that fruits
and vegetables have a limited margin for error
in ordering product on a day-to-day basis.
Displays need to be large and inviting, but
cannot feature too much product for that
store’s volume. Product cannot be stacked so
deep that bottom items are damaged. And,
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while a dent in a can might mean nothing, a
blemish, scar, or wrinkle on an apple could be
a sure sign of problems.
One of the biggest challenges associated
with merchandising in supermarket produce
departments is the incredible array of
products currently available. In the fresh
juice area alone, there are literally hundreds
of juices that can find their way into the juice
“set”—if SKU counts are not managed, the
shopping experience can become frustrating
for the shopper.
How has merchandising fresh food
Q5 changed
in recent years with the

increasing popularity of value-added
products and shifts in consumers’ diets?

BK: Current impactful consumer generations,
especially millennials, have changed the
landscape throughout the store but most
noticeably in the produce department. These
new consumers express a love for cooking—
but cooking is defined differently than ever
before. The need for semi-prepared ingredient
goods—diced onions, for example—as well
as ready-to-use vegetable side dishes appeal
to a time-starved shopper who still wants to
eat at home and prepare meals for family and
friends. Similarly, meal kits are also growing in
popularity.
In addition, the former “three-meals-aday” scenario has been replaced with more
numerous mini-meals and a great deal of onthe-run snacking. Hence, trail mixes, nuts, and
juices all sell at record levels.
These consumers are more socially conscious
than any generation before, so they expect
transparency about the growers and

...merchandising needs
to be tailored to fit a
store’s demographics
and customer base.
companies represented in the produce
department. Simply put, today’s consumer
needs to know the philosophies and missions
of the companies from which they choose
to buy products. And the wise produce
merchant soon learns that “telling the story”
about growers is the most powerful marketing
tool.
How has Caito Foods’ relationship to
Q6 SpartanNash—a
company uniquely

positioned as both a major grocery retailer
and distributor—provided insights into
grocery merchandising?

BK: SpartanNash leverages its knowledge
and expertise as a retailer to be a
better wholesaler, whether through its

merchandising programs and product
offerings or its many value-added services.
Additionally, SpartanNash has a wonderful
training program for produce managers and
associates, and we find their dedication to
training an ongoing inspiration.
much does regionality affect
Q7 How
merchandising at the store level?

How does Caito Foods offer tailored
merchandising advice/solutions to stores in
very different markets?

BK: Regionality affects product assortment
far more than it does merchandising. Every
area has its farmers who supply topquality fresh produce to the marketplace,
and SpartanNash and Caito Foods are
committed to offering local products
wherever and whenever possible. This
reduces food miles, improves quality, appeals
to customer’s growing appetite for local
products, and stimulates local economies. Our
merchandisers are trained to seek out those
growers and present them to our buying staff.
Along with that, merchandising needs to be
tailored to fit a store’s demographics and
customer base. We study a store’s target
clientele.
much does data at the store
Q8 How
level affect merchandising practices?

How does a merchandiser utilize store-level
metrics to change merchandising practices?

BK: We firmly believe that there is a level of
consistency in consumer demand for fresh
produce items no matter which part of the
country a store is located in. On a periodic
basis, we compile national sales data results
and compare those to a specific store or
company’s performance. While there could
be slight differences from one region to
another, every store in every location should
have significant sales in the berry category,
for example. Furthermore, packaged salads
should be a significant contributor to
department revenue.
The next step is to take a deeper dive into
subcategories: what percentage of the
berry category, for example, is represented
by blueberries? Comparing subcategory
performance to best-in-class retailers gives
the merchandisers a strategy from a display
and promotional perspective. The very design
of the berry display is determined by the need
to sell more of a specific berry variety.
can a retailer who wants or needs
Q9 How
help merchandising fresh food get
more information?

BK: The best way for a retailer to get more
fresh food merchandising information is
to partner with a supplier that values the
importance of sharing that information.
Enlisting the assistance of companies like

SpartanNash and Caito Foods is a profound
step towards finding fresh foods solutions.
Both companies believe in the importance
of fresh foods and are equipped to share
ways to market and merchandise those foods
more effectively. Most importantly, while the
business world would be quick to point out
how a supplier should seek to be valuable
to a customer, a retailer should always strive
to be a value to its suppliers as well. That’s
why aligning with a comprehensive program—
like that offered by SpartanNash and Caito
Foods—is far more conducive to success than
utilizing multiple suppliers.
are some of the highlights
Q10 What
of Caito Foods’ and SpartanNash’s
merchandising programs?

BK: The bottom line to any merchandising
effort is this: how does it impact the
customer’s shopping experience and how
does it make a retailer distinctive from its
competition? In the fresh produce realm,
freshness and quality beat price. While
current and future consumers will always
value price, they also place a high premium
on social interaction—meals with friends and
family. During those times, who would argue
that poor quality asparagus, for example, is
acceptable?
We must return to a day where our store
level merchandising reflects enthusiasm and
passion. The excitement of large, colorful
displays is contagious and carries forth
throughout the store.
Moreover, consumers want to know that the
growers, harvesters, and transporters of their
food are treated with dignity and respect.
They feel the same way about the associates
who work at your store. At SpartanNash
and Caito Foods, we refer to this as our
corporate responsibility. We are mindful that
the decisions we make impact our coworkers,
customers, communities, and planet. We
publish an annual CR Report to showcase our
commitment.
Merchandising, more today than ever before,
speaks to the heart and conscience of the
consumer—and today’s merchants must
recognize that as they go to market each day.

W

hile trends may affect category
assortment and consumers’
attitudes toward shopping, Bob tells
me a focus on bringing enthusiasm to
the grocery department and appealing
to consumers’ values as well as their
tastes is a time-tested recipe for
success. And while ways of shopping
may shift, the future of fresh produce,
under the stewardship of capable
merchandisers, is looking bright.
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up
close

COMPANY
LOGO

A Closer Look at Mann Packing’s Tomato
Bolognese and Basil Pesto Nourish Bowls ®
by Jordan Okumura

P

lant-based proteins are all the rage these
days and also top my list when it comes to
perusing the produce aisle for new product
and flavor innovations. Always eyeing those food
movements that will bring more convenience
and healthy options to the plate, Mann Packing
is launching new additions to its Nourish Bowls®
lineup with the Tomato Bolognese and Basil
Pesto selections.
Tomato Bolognese combines nutrient-rich
kohlrabi and plant-based sausage in a tomato
marinara sauce with shredded carrots and
grated Parmesan, to bring a savory and healthy
recipe to retail. With its Basil Pesto Bowl—
offering kohlrabi noodles, plant-based Chick’n

in basil pesto sauce, shredded kale, and grated
Parmesan—Mann’s is packing a one-two punch
in produce departments.
Retailers, still on the fence? Check out these
numbers. Mann’s discovered that the plantbased meat market is growing at 8.1 percent
and will reach $5.3 billion by 2020, according to
Business Insider. Also, 60 percent of millennials
eat plant-based meats, as reported by The
Hartman Group, and 39 percent of Americans
are trying to add more plant-based foods to
their diets, according to Nielsen. Those stats are
just a few to encourage a change in store level
offerings, and Mann Packing has no intention of
letting this movement go to waste.

PRODUCT
SHOT
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Canada’s largest event dedicated to the fruit and vegetable industry
Join us at the 2018 Canadian Produce Marketing Association Convention and Trade Show in Vancouver

Now that we’ve Takin’ Care of Business...

ACHMAN
YB

Don’t miss the Annual Banquet featuring Rock Music Icon

PM

A

RAND

Tuesday, April 24 to Thursday, April 26 in Vancouver, BC

LIV E AT C

convention.cpma.ca

Randy Bachman!

#CPMA2018
@CPMA_ACDFL\

WTF

DO I DO WITH

Antle’s
Tanimura &
®
Artisan Dew
e
Drop Cabbag

?

{ what the fork }

ROASTED ARTISAN DEW DROP CABBAGE

INGREDIENTS

DIRECTIONS

Salt, pepper, and garlic powder, to taste

1
2
3

Servings: 4

4

1 package Tanimura & Antle Artisan®
Dew Drop Cabbage
4 tbsp Extra Virgin Olive Oil

Preheat oven to 400° F.
Cut Artisan® Dew Drop Cabbage into halves, lengthwise. Wash and dry.
Brush entire half of Artisan Dew Drop Cabbage with olive oil, season
with salt, pepper, and garlic powder.
Roast until cabbage is tender and edges are golden, 20-25 minutes.

For more delicious, healthy, & easy-to-prepare recipes
visit www.taproduce.com
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Displayed in over 7,000 supermarkets each season:
Bulk, Lil Snappers®, Apple Lover Packs & Organic
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For more information contact
sales@sunsetgrown.com

