






We take 
tomatoes 
seriously.
Each other? Not so much.

We grew up working many years, and long hours, helping our 
parents build successful farms.

One day we realized we were ready to launch our own brand of 
delicious year-round greenhouse tomatoes-on-the-vine grown 
with care, dedication, and the occasional punch in the arm.

Our names are Keith, Devin and Dirk, but together we are  
Frank & Able.
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uring my brief time in the 
industry, I have learned to observe 
and listen—eyes and ears—and 
search for what is important to 
our members, from growers and 

marketers to distributors and buyers. 
The conversations that continue to 

arise are around the challenges, but also the 
benefits, of  bridging the gap between the grower and 
the produce department, the supplier and the plate. 
A big way that many companies are addressing this 
is through the art and science of  merchandising. It 
goes without saying that the beauty of  the products 
cultivated by our industry can speak for itself, but how 
do we elevate our game? How can we drill down deeper 
into consumer buying behaviors and discover the most 
effective tools and approaches to capturing sales? How 
can we utilize space and messaging within the produce 
department floor and beyond? How do we make 
produce an experience?

In this 32nd issue of  The Snack Magazine, we bring you 
two industry leaders who are sharing their take on the 
merchandising conversation, from hurdles to advantages.

Stemilt Growers’ Roger Pepperl takes a beat 
and chats with us about how he sees the 
apple category as an area for growth and 
improvement and—as a former buyer with 
Meijer—what solutions and steps can be 
addressed to make the category an even 
bigger sales generator. And the man does 
not hold back.

Addressing mushroom merchandising and 
the ways in which consumer engagement with 
mushrooms is changing is Monterey Mushrooms’ Mike 
O’Brien. And diversity is key for consumers, but also 
education. From specialty varieties to your bellas and 
whites, the mushroom is more of  a palate-pleaser 
than ever before. Mike shares how we can deepen the 
consumer’s understanding of  the category, what those 

“savvy” shoppers are looking for, and how mushrooms 
are elevating the plate.

Looking for more unique and diverse content? We have 
pages thick with it. From North Shore Living Herbs’ 
recent brand refresh discussed by Chris Wada himself  
to CPMA President Ron Lemaire’s take on the produce 
companies making it work in terms of  marketing and 
designing their lines to address younger demographics—
we have it all. 

Join Frank Maconachy of  Ramsay Highlander as he sits 
down with our team to discuss where agtech is heading 
next and how the company not only strives to be on 
the cutting-edge, but is also helping to elevate it. As 
efficiency becomes even more important, labor issues 

continue to combat even the largest companies in 
our industry, and demand increases for fresh produce 
products on a global scale, Frank is helping to bring 
harvesting technologies to agribusiness that are more 
relevant than ever before.

We also sit down with California Avocado 
Commission’s Jan DeLyser to discuss the organization’s 
goals and initiatives for 2018 and beyond, and how 
avocados are not only a superstar on the plate, but 
can also bring the artist out in all of  us. Prepare your 
Instagram accounts for the next wave in produce 
marketing. 

Limoneira’s John Chamberlain is a man with a mission 
this year as he aims to elevate the citrus powerhouse’s 
program to the top of  its game during its 125 
anniversary. Entering new segments and looking for 
new ways to bring citrus to every produce department 
and cutting board, John shares what is important to the 
company, the consumer, and the future of  citrus.

Looking for a hot topic to get the juices flowing? 
Contributor Todd Linsky joins us to talk about the 
current divide in the organic conversation, between 

soil-based companies and ponics. The industry 
vet talks bigger picture, the heart of  the matter, 

and why we can’t stop the future from 
coming.

Also in this issue, we tap retail guru, and 
former Kroger exec Dan Johnson for Part 2 
of  his series on the evolution of  tech in retail. 

He has seen it all and reflects back on how 
even the smallest of  advancements have had 

huge impacts.

Looking for a closer look at Ippolito’s Michele 
McNeece and Ocean Mist Farms’ Chris Drew? We 
were. Discover some of  the exciting elements that make 
Michele tick in our My Favorite Things, and learn about 
Drew’s rise to his current role at Ocean Mist Farms 
and who has mentored him along the way.

The problem with writing in a space where word count 
can be limited is that writing begets writing. Brevity? 
What’s that?

We hope you enjoy our words and our industry’s stories.

‘Til next time, friends!

Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack

EDITOR’S LETTER
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DISPLAYS

The first retail produce department 
that I worked in had about 96 linear 
feet of  refrigerated wall case, an in-
line dry potato, onion, and specialty 
set, a fiberglass banana table, as well 
as two other promotional fiberglass 
tables. The wall case was lit by 
normal fluorescent lights from the 
overhead portion of  the case. Shipping 
containers would be used to display 
seasonal items, such as strawberries, 
center of  the aisle.

Today, with the added products that 
retailers offer, the average department 
requires a larger footprint within 
the store and many more linear feet 
of  refrigerated space. Improved 
refrigeration technology has allowed 
retailers to go up with products, using 
multi-deck cases to display them. As 
refrigerated multi-deck cases and 
retrofit case conversion kits began 
coming into vogue in the early 
1990s, there were many issues or 
opportunities that had to be addressed, 
such as maintaining consistent and 
even temperatures within the cases 
was a challenge. Today, with improved 

technology, retailers can easily 
maintain consistent temps throughout 
their cases, which provides a fresher 
product to their customer and helps to 
prevent shrink for their departments.

Those center of  the aisle strawberry 
displays, built on original shipping 
containers, have all but disappeared 
and have been replaced with 
refrigerated mobile merchandising 
units that can be easily relocated 
within a department to support 
seasonality or promotional activity. 
Mobile refrigerated cases are great for 
berries, grapes, cut fruit, party trays, 

The 46 years that I spent at Kroger not only helped me build my own produce retail 
foundation, but allowed me to witness the tremendous amount of growth the segment 
has experienced and the great strides that technology has allowed us to make. In Part 

1 of this series, I addressed how technology has impacted the way we order product, as well as 
pricing, data mining capabilities, and product availability. In this next section, we drill down 
into a few other areas of growth. So, kick your feet up, and let’s dig in.

HOW TECHNOLOGY 
HAS IMPACTED RETAIL 
PRODUCE: A LOOK BACK

BY EDITORIAL CONTRIBUTOR DAN JOHNSON,
DAN JOHNSON INSIGHTS, LLC

PART 2
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and value-added, as well as many 
other uses. They are great fixtures for 
holding highly-perishable items at the 
right temperature to extend shelf-life 
and provide the customer with a great 
experience with their purchase.

Displaying green, leafy products on 
ice beds to keep the product cold and 
fresh was pretty much the norm in 
the past and has slowly evolved with 
the development of  misting systems 
that spray the same type of  items with 
cold water on a scheduled repetition 
throughout the day by use of  timers. 
These systems have helped to maintain 
freshness and minimize shrink.

Lighting in the 70s was pretty much 
just the ambient lighting in the stores 
produced by rows of  fluorescent 
lighting attached to the ceiling in 
addition to the fluorescent lighting 
in the overhead portion of  the wall 
refrigerated cases. Today, through the 
improvement of  technology, LED 
lighting has been developed that 
allows for movable track lighting to 
accentuate the product. Light bulbs 
have been designed to produce less 
heat than they did in years past to 
avoid damaging the products they are 
highlighting.

BULK VS PACKAGE 

In the early 1970s, retailers were still 
overwrapping much of  their produce 
at store level in most cases. By the end 
of  the 1970s, larger retailers had begun 
moving more towards selling much of  
their produce bulk vs. package so that 
the customer could select the amount 
and items they wanted. This trend has 
grown and continues today. Now, items 
that are more appropriately suited 
to be sold in package arrive to retail 
stores already in the package, ready 
for display, thanks to the improvement 
of  packaging techniques and the 
advent of  breathable films that allow 
for the proper respiration rate for the 
items within the package, maximizing 
product freshness and shelf-life. 
Clamshells are another example of  how 
technology in packaging has changed 
what the retailer does. Retailers used 
to spend quite a bit of  labor touching 
products like strawberries by hand, and 
packed them in pint and quart tills. 
Today, they are display-ready in see 
through clamshells.

MARKETING

Marketing for most major retailers 
has evolved from running weekly 
newspaper ads, complemented by a 
weekly circular mailed to homes within 
a trade area, to today, where more and 
more marketing dollars have moved 
to digital marketing and the utilization 
of  retailer apps to drive customers to 
partake in loyalty offerings, special 
ad events, and retailer and supplier 
funded coupons. Today’s customers 
depend a lot less on print media to 
find out what’s in the ad and more 
so on their smartphones for weekly 
ad items, to download coupons, and 
to take advantage of  all sorts of  
other marketing and promotional 
opportunities. This capability is only 
available due to the advancement of  
technology in the past few years, but 
is being received well by customers of  
all age groups. We have covered many 

of  the major changes that have taken 
place in the retail produce department 
over the past 46 years because of  
technological improvements, but we 
certainly have not covered them all. If  
you were to look at each step in the 
food chain, from farm-to-fork, the list 
of  technological advancements would 
continue to grow at a similar rate as 
was seen in produce.

I was not able to predict the future 
when I began my career—as to all 
the many technological changes that 
were in store—and still can’t today. 
But, I can, with confidence, predict 
that the changes and advancements 
in technology that impact the retail 
produce department will not be any 
less than what was experienced during 
my career. 

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
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Peel and cut about ½" off the onion tops. Trim off a small amount 
of  the bottom of  onions so they stand upright. With a spoon, scoop 
out a few of  the inner layers of  the onion, leaving the majority of  
the outer layers.

Brush onions with olive oil and liberally sprinkle seasoning over 
each onion. Wrap bacon slices around each onion; secure with 
toothpick.

Prep smoker to 250° F.

Combine basting sauce ingredients in a mixing bowl. Put 2 
tablespoons of  sauce in the center of  each onion. Smoke for 2 
hours. Baste every 30 minutes. The last 5–10 minutes, place cheese 
inside and around onions, allowing to melt. Garnish with parsley.

1

2

3
4

Bako Sweet™  
Sweet Onions

SMOKED BACON-WRAPPED ONIONS

4 Bako Sweet™ sweet onions
2 tbsp extra virgin olive oil
1½ tbsp Montreal seasoning
4 slices thick bacon
4 oz Gruyère, sliced and torn
2 tbsp flat leaf  parsley, chopped

ba s t i n g s au c e

¾ cup beef  broth
¼ cup dry vermouth
¼ tsp lemon thyme
½ tbsp Montreal seasoning 

Prep Time: 10 min
Cook Time: 2 hours
Serves: 4–8

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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MICHELE MCNEECE
National Director of  Business Development, Ippolito International

MY FAVORITE THINGS

Beyond her power role as National Director of  Business Development at 
Ippolito International, Michele McNeece is a force to be reckoned with in and 
out of  work. From high mountain summits around the world to what keeps her 

grounded at home, we had to know: what are a few of  her favorite things?

4 Hiking

1 My Fur Babies

7 Baking

5 Big Sur

2 Listening to Good Old 
Rock n’ Roll

8 Coloring

6 Wine

Authentic Mexican Food 
from the Imperial Valley

3

9 Sunflowers

I believe it to be one of  the Seven 
Wonders of  the World. I have been 
going there for over 30 years and 
never tire of  it.

5

9
They make me smile.

21
Charlie, Oliver, and Piper—
unconditional love.

8

I make the meanest chocolate 
chip and butterscotch cookie 
you have ever had.

The Rolling Stones, Led 
Zeppelin, Tom Petty, The 
Eagles… 3

Special quesadillas! Anyone from the 
Imperial Valley knows what I am 
talking about.

It’s my relaxing getaway. I find 
it is very calming.

4

“

“

“

”

”

6Drinking a bold Cab 
with all my besties!

It puts me in a good place. 1998 
Mt. Hood, 1999 Mt. Whitney, 

2014 Kilimanjaro. 2019? 
Machu Picchu.

7

”
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IF YOU FIND YOURSELF asking 
Roger Pepperl to talk to you about apple 
merchandising, grab yourself a cup of 
coffee, a comfy chair, and prepare to be 
wowed. When we decided to broach the 
topic, I was expecting a few bullet points of 
common misconceptions and a couple quick 
pointers, but what I got was my new apple 
merchandising tome.

The Marketing Director of Stemilt Growers, 
as well as a former produce buyer and 
merchandiser for the Midwest supermarket 
banner Meijer, has approached the concept 
from every angle imaginable. Whether from 
the supply-side, buy-side, or as a consumer, 
this mainstay of the apple industry is not shy 
about giving his opinions about best practices 
for merchandising. So join me here as we dive 
down the rabbit hole.

STEMILT GROWERSQ
A

BY Jessica Donnel

&
ROGER 

PEPPERL

APPLE 
MERCHANDISING

1011
JESSICA DONNEL: To start, 
can you share some of your 
best practices as far as 
merchandising from a retail 

standpoint?

ROGER PEPPERL: First and 
foremost, let’s get right down to the bare 
bones of it: color breaks, which, with the 
number of bi-colored apples today, are 
not easy to execute. You hear the excuse: 

“They all look alike, and there’s nothing 
I can do about it.” Well, there’s a couple 
things you can do. For example, I was just 
in a store the other day, and they had all 
the Golds and the Grannys at the end of 
the display. I thought, ‘Wow, you only have 
a couple color breaks, and you wasted 
both of them.’ And the bi-colors; we say 
they all look alike, but believe it or not—
they don’t all look alike. There are some 
that look more alike than others, so, break 
those up. You can break up apples by 
color, by shade, by shape, but make it easy 
for the consumer to tell that it’s a different 
varietal section.

Number two is that your retail 
display should be reflective 
of your sales, so your largest 
selling item should not have 
the same width display as your 

slowest selling item. You’ve got 
to remember that display size will 

also dictate sales. A small, skinny, and 
unobvious display will end up reflecting 
those types of sales. If it’s an apple you 
want to develop and you give it the worst 
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3

2JD: How important is signage in 
merchandising apples? How can signage 
increase sales at retail?

RP: Signage is super important, and using 
it incorrectly is a pet peeve of mine. I was a 
retailer for many years of my life, but today we 
have marketing departments in grocery stores 
deciding what the sign policies are going to 
be and how the signs are going to look. How 
often have we seen a sign above a new apple 
variety that just has the name of the apple, the 
price, and nothing more? The barrier to buying 
that apple for a consumer is huge, because 
you’re asking a person to buy an apple they’ve 
never heard of before, with no description, 
only a price, and no expectations of what it 
will taste like. In many cases, the staff is not 
trained to tell them the apple’s story.

Your sign becomes the entry to that product. 
People always call that your silent salesperson, 
and going into these stores, you can see those 
salespeople are not very good at their jobs. 
If you’re a structured large chain, you may 
have the encumbrances on signage that I just 
talked about. But, if you’re a smaller niche or 
local retailer, you could have a leg up on some 
people because you can do whatever the heck 
you want, and you should get out there and 
do it. People want to know, not only what their 
food is, but also who grows their food—they 
want something they can grasp about the 
product they’re going to potentially purchase.

JD: What is the importance of working and 
training with Produce Managers in store?

RP: We talked about the silent salesperson, 
but the other salespeople to look at are the 
actual people that work in the stores. If you’re 
a produce team leader or a produce manager, 
do you know what those products are? Do 
you know what those apples are in your 
store? In many cases they do, but not always. 
I think there’s a lack of information or bad 
information out there on varieties. Inform your 
team leaders and they can teach their staff. If 
you’re saying, “How do we do that?” at Stemilt, 
we offer information, either print, digital, 
or verbal training in stores and in produce 
manager meetings. If you’re not an expert, talk 
to an expert. Make sure that you’re an expert 
on the products that you sell. Your customers 
will appreciate it.

I often think about myself as a consumer. 
If you go to buy something such as an 
automobile or another big purchase, and 
you ask the salesperson about the engine of 
the car the consumer is considering and the 
salesperson responds, “Oh I don’t know, I’m 
not familiar with it,” then you’re not going to 
buy it from that person. We act like, because 
it’s an apple or a produce item of much lesser 
value, that people are going to react any 
differently. We need to be informed and have 
confidence in our responses. We have to be 
considerate of consumer questions.

“PEOPLE WANT TO 
KNOW, NOT ONLY 
WHAT THEIR FOOD 
IS, BUT ALSO WHO 
GROWS THEIR 
FOOD...”
—ROGER PEPPERL, MARKETING 
DIRECTOR, STEMILT GROWERS

spot in the store, you’re ignoring a major 
opportunity. In general, you have to make sure 
your category and scan data are reflective of 
the space you give an apple. That way, when 
you sell five cases of something a week and 
you sell two cases of another thing a week, 
it allows those displays to turn over and 
constantly gives you fresh product on display. 

Those are things that seem really simple, but 
we stumble over. I call it the blocking and 
tackling of selling product.
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5

4

6

JD: What are better practices for digital 
merchandising? How can produce  
companies digitally merchandise effectively 
for consumers?

RP: I think digital is essentially going to 
be a refinement of what people see in the 
store. I think on digital you’re going to see 
people concentrate on less things, with 
price and placement being really important. 
Where on the screen it appears and the 
pricing is all you have, since you don’t get 
the quality perception that you have in the 
store. You have to wow them by helping 
them understand what they’re buying with 
good descriptors. Produce brands also can 
help in decision making and build repurchase 
loyalty. Produce brands are growing quickly 
and digital shopping will speed this growth. 
Consumers will want to make faster decisions 
online. We all know Amazon built its platform 
on speed because they want the click-
through on the purchase of an item to be 
fast so they can keep accumulating items 

JD: What is two-tier or multiple-tier pricing?

RP: Two-tier pricing, or multiple-tier pricing, 
is a super simple concept. The basic premise 
behind it is that you want to lower the level 
of confusion. For example, you might have 
Fuji, Gala, Granny, and Braeburns, but you’re 
purchasing all those apples at relatively the 
same price FOB. It may be a couple dollars 
difference here and there, but often they blend 
out in a way where you can offer a price point 
of $1.59 a pound. But then we have a Pink Lady® 
apple or other trademarked varieties like the 
Piñata® or SweeTango® that might be getting 
bigger dollars in the range of $2.49 to $2.99 a 
pound. If I’m at the store, I see $1.59, and I see 
$2.99, so I have two decisions. Will I go high, or 
will I go low? And once I go high, I have multiple 
choices in that high category, and once I go 
low, I have multiple choices there. It lowers my 
barrier.

If everything were just a dime apart, the 
tendency would be for people to just go with 
whatever the cheapest item is and then you 
have people buying out of confusion. Or they 
may get overloaded and not make a decision at 
all. It’s like if you were to go buy soup and every 
can was 15 cents different in price—you would 
get bleary-eyed. People really are on budgets 
and do look at price, so tiered pricing can 
lower the barrier of entry for different varieties. 
However, the produce director or the category 
manager who is setting pricing has to cost 
average, because nothing is exactly the same 
price.

JD: How is Stemilt helping to capitalize 
on the consumer trend of storytelling and 
helping to tell its story at retail?

RP: We provide toolkits to all our retailers 
any time we have a new variety. These 
include a logo for the item if it is a 
trademarked variety, digital pictures of 
the orchard where the product was grown, 
photos of the item’s usage, and where they 
can use them on any digital shopping avenue 
they may have. There’s also a descriptor 
which tells a brief story about the product, 
has any parentage that might go with the 
product itself, and a taste profile. Further, we 
always include a little story about Stemilt’s 
family-owned history. The really nice thing 
about our toolkits, though, is that they can 
be used digitally or used for print. It’s just a 
really quick and easy way to get things done 
and help produce teams in-store.

COLOR BREAKS, SIGNAGE, MULTI-TIERED 
PRICING—sounds pretty simple when put 
in the words of Roger Pepperl. You might 
just catch me critiquing apple displays with 
this issue in hand in a grocery store near 
you. 

“IF YOU DON’T 
ENCOURAGE 
PEOPLE TO TRY 
EVERYTHING YOU 
HAVE, ESSENTIALLY, 
THEY WILL FIND 
THEM SOMEWHERE 
ELSE.”

online. I think a good digital retailer is 
going to want to do that, and two-tiered 
pricing, to me, is going to make decision-
making a lot quicker. I think two-tiered 
pricing encourages experimentation, 
where people will try different items. If you 
don’t encourage people to try everything 
you have, essentially, they will find them 
somewhere else.
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Preheat oven to 400° F.

In a small bowl, toss together the Parmesan cheese, dried oregano, 
salt, and pepper.

Top each tomato slice evenly with the Parmesan cheese mixture.

Drizzle with olive oil.

Bake for 5 to 10 minutes or until the cheese turns golden.

Garnish with parsley and serve.

1
2

3
4

Frank & Able
Tomatoes-on-the-Vine

BAKED FRANK & ABLE TOMATOES-ON-THE-VINE

2 large tomatoes cut into 3 slices each
½ cup fresh-grated Parmesan cheese 
1 tsp dried oregano 
¼ tsp salt or to taste 
¼ tsp pepper or to taste  
1 tbsp olive oil for drizzling 
Chopped fresh parsley for garnish

Prep Time: 5 min
Cook Time:10 min
Serves: 2-3

5
6

Learn more about Frank & Able and the company’s 
tasty TOVs at www.frankandable.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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for

By Rex Lawrence

Hunting
TALENT

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

Dig deeper for talent
A strong recruiter knows how and where to find 
the best talent. Professional produce industry 
recruiters have years of experience developing 
a deep network of industry specialists. They 
are talking to people every day and building 
rapport with talented professionals, whether 
they are looking or not. This way, when strong 
opportunities arise, they are able to present these 
opportunities to the right people who specifically 
fit your needs and culture. They know who is 
seeking a job or thinking about a move and, more 
importantly, they know the strongest players in 
the market. By keeping their fingers on the pulse 
of the industry and networking with the strongest 
players all year long, they are able to determine 
who is ready to entertain a stronger opportunity 
and a next step in their career. 

I
t’s not always easy to locate great talent 
and the right match for your company. 
First, you have to find them. Then there’s 
the endless screenings, interviews, and 
lastly, the negotiations. Why not utilize a 
professional, efficient, and proven solution? 

A professional search agency (a.k.a. recruiters, 
or so called ‘headhunters’) can save you time, 
money, and headaches.

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

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

Save you time and money
As the saying goes, “time is money.” Finding the 
perfect candidate can be costly, and when your 
senior management team is spending countless 
hours and energy searching for top-tier talent, 
you’re utilizing valuable resources that could be 
better applied elsewhere. 
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It’s a process and a team effort
Finding great candidates is just the start. 
Oftentimes they need to be informed and 
encouraged about your opportunity. After that, 
there is the ongoing process of interviews, 
references, scheduling your interviews, and, 
ultimately, working out the details of the offer 
and its acceptance. The best scenarios include 
a cooperative client-employer who is working in 
harmony with the search consultants. “Help me, 
help you” is one of my favorite lines from Tom 
Cruise in Jerry Maguire. Work with your recruiter, 
and secure your best candidates!

“No Deposit, No Return”
Remember that phrase on the bottle caps? It 
still applies to many things in life. In other words, 
expect to get out what you put in. This holds 
true with securing exceptional talent. Find the 
right search agency and invest a little time into 
educating them on your company, culture, selling 
points, and, of course, your candidate criteria. 
Then, partner with them throughout the process. 

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

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

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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MENTORS IN THE MAKING

Chris Drew
By Jordan Okumura

HEN I WAS FIFTEEN 
YEARS OLD, I had the 
opportunity to travel 
to my grandfather’s 
corn and soybean 

farm in Central Illinois. I’d never 
actually felt the soil under my feet 
until one cold day in November,” 
Chris Drew, Vice President of 
Operations at Ocean Mist Farms, 
smiles and says as we dive into his 
first true experience of agriculture.

Hook, line, and sinker—Chris was 
caught.

From that point forward, it was 
Chris’ quest to pursue a career in 
agriculture. A quest, you may ask? 
Yes. Once Chris had decided on his 
path, there was no stopping the up-
and-comer from finding his place at 
the table.

“With much persistence over the 
course of my remaining high 
school years, I convinced my dad 
that agriculture was the direction 
I wanted to focus my career path,” 
Chris says.

At the age of eighteen, he began 
his career at Headstart Nursery 
as a general laborer and quickly 
learned the value of hard work and 
understood that if he was going to 
continue a career in agriculture, he 
was going to have to understand 
each component of the business, 
from field to fork. After earning 
his degree in Crop Science from 
California Polytechnic State 
University – San Luis Obispo, Chris 
was offered full-time employment 
with Headstart before moving to 
Coachella Valley in California to help 
manage the company’s facilities.

“I jumped at the opportunity. While 
working in the Coachella Valley, I 
became familiar with Ocean Mist 
Farms and its dedication to growing 
the highest-quality fresh vegetables 
possible. I was tantalized by the 
company’s dedication to detail 
throughout the supply chain,” he 
reflects. “In 2004, I joined one 

of Ocean Mist Farm’s production 
affiliates, Sea Mist Farms, based in 
Castroville, California. It was here 
where I began to learn the ins and 
outs of production agriculture.”
 
Over the course of the next 12 
years, Chris learned each step of the 
production process, from groundwork 
and planting to irrigation and 
harvesting. Two years ago, Chris took 
a step to the post-harvest side of 
the business as the Vice President of 
Operations.

“I have always had the philosophy 
that we could be amongst the best 
growers in the world. Our retail and 
foodservice partners deserve the 
highest level of customer service and 
support every day,” he adds.

In addition to his recent 
accomplishments, Chris is also a 
graduate of the 17-month California 
Agricultural Leadership Program 
(CALP), Class 47. 

Chris has been very fortunate 
to work with many people 
who have helped him 
throughout his career. 
Among whom are his 
father Don Drew; as 
well as Ed Boutonnet, 
Chairman of the Board, 
Ocean Mist Farms; 
and Dr. Wyatt Brown, 
Professor/Assistant 
Department Head, 
Horticulture and Crop 
Science, California 
Polytechnic State 
University – San Luis 
Obispo.

“My dad, Don, instilled a 
strong work ethic in me at a 
young age—always cognizant of 
idle hands,” Chris laughs and says. 

“He taught me the phrase ‘It is very 
difficult to supervise a job you don’t 
know how to do.’ This has stuck with 
me throughout my career. I am very 
inquisitive and want to know exactly 
how and why things work the way 
they do. He reminds me to this day to 

always remember where my roots are, 
recognize and recall the people who 
helped me grow throughout my career, 
and treat people with respect and 
dignity.”
 
With that same great respect and 
admiration he was taught, Chris speaks 
to me about Ed Boutonnet, starting 
with a few words of wisdom that Ed has 
shared with Chris over the years.

“There is no such thing as luck. Luck 
should be defined as when good 
preparation and opportunity meet. Pay 
attention to the details—opportunity lies 
behind the smallest details. And if you 
don’t make a mistake every now and 
again, you’re not trying hard enough—
just don’t make the same mistake twice,” 
Chris reminisces about the impact Ed 
has had on his life and career. He adds 
that Ed has always been available to 
share his past industry experiences and 
provide insight and different viewpoints.

“It is very difficult to head into the future 
without understanding the past. You 
need to know where you have been to 
get where you are going. I admire Ed’s 
demand for excellence. Excellence, and 
the desire to achieve it, defines our 
culture at Ocean Mist Farms,” he says.

W

Chris Drew
VP of Operations, 
Ocean Mist Farms

“
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When Chris was born on February 27, 
1976, the nurse wrapped him in a blanket 
and put him in a warmer next to my wife, 
Barbara, and me. As we watched him in 
his first minutes of life he managed to 
escape the wrapped blanket...twice. We 
thought, ‘This kid really wants to explore 
and not be confined.’ We always stressed 
the necessity to maintain a strong work 
ethic as Chris learned to balance work 
and play, because Chris really liked to 
play. It wasn’t until we went to Illinois, 
where my dad had a farm, that he fell in 
love with farming and said, ‘I want to live 
here.’ Back at home, a former student of 
mine had a transplant company in Gilroy, 
California, and gave Chris a job, but said 
he would not like it. The first day, Chris 
was throwing trays of transplants and 
called me and said, ‘Dad, I have never 
worked so hard in my life, and I loved 
it.’ Starting with the day he was born to 
now, with Chris working in management 
at Ocean Mist Farms, he has strived to 
have a good work ethic—respecting and 
rewarding people who do a good job, as 
success is earned and not given.

The mentors
Here is what they have  

to say about Chris Drew…

Don Drew 
Chris Drew’s Father

Sponsored By

I have known Chris since 2002 and have worked 
with him ever since he joined Sea Mist Farms 
in 2004 as the Production Manager. In 2014, 
Chris accepted the position of Vice President 
of Operations at Ocean Mist Farms with duties 
that encompass directing activities associated 
with the post-harvest of products; managing the 
cooling and shipping facilities; overseeing food 
safety, quality assurance, sustainability, and value-
added operations; and directing new product and 
service innovation. Chris is highly-motivated and 
driven by an amazing passion to succeed. He not 
only improves his own capacity by constantly 
challenging it, but implements remarkable 
positive changes in his surroundings as well. Chris 
possesses a humble personality and strong sense 
of values and work ethic. He is highly-respected 
by coworkers for his willingness to help others 
anytime. He is well-organized, diligent in his 
paperwork, easily-reachable, and always punctual. 
Chris is a take-charge person who presents 
creative ideas and communicates the benefits. 
He is a critical, yet rational, thinker, with a team 
approach to solving complex problems. Chris 
possesses leadership and intellectual acumen and 
is a product expert with the proficiency to interact 
with customers.

Ed Boutonnet
Chairman of the Board, 

Ocean Mist Farms

As for Dr. Wyatt Brown, he was Chris’ 
academic advisor while attending Cal Poly – 
San Luis Obispo.

“I admire Dr. Brown for his patience and 
perseverance to see the full potential in his 
students. His job did not end when we finished 
his class or when he went home for the day,” 
Chris shares. “As an advisee, I believe Dr. 
Brown had a keen sense of my comfort zone 
and would push me toward the more difficult 
path of curriculum as opposed to the smooth 
one. He understood how to build character 
and knowledge in those who would take the 
time to listen. He would tell me, ‘Apply yourself, 
understand your full potential, nothing is 
impossible if you put your mind to it, and work 
hard to achieve your goal.’”

Cris concludes by telling me that he is 
incredibly gracious for each of his mentors 
support and is forever indebted to them for 
the knowledge that they have shared. 

I met Chris Drew in 1996 when he was a freshman 
in the, then, Crop Science Department at Cal Poly 

- San Luis Obispo. I found him very personable, 
very intelligent, but, at that time, trying to find 
his focus. I told Chris that you only get out as 
much as you put in. To my pleasant surprise, Chris 
approached me about doing a senior project, and 
we worked together on a broccoli/romaine storage 
study. He really got into the process and did 
excellent work. He doesn’t know it, but I’ve returned 
numerous times to his project as a reference for 
the techniques we developed and as an illustration 
to other students on how to conduct and write up 
an excellent project. Chris has gone on to a stellar 
career, and I couldn’t be prouder. Before becoming 
the VP of Operations at Ocean Mist Farms, he 
successfully managed 5,000 acres of vegetables, 
which is a very difficult task. He’s worked very hard, 
been dependable and diligent, embraced learning, 
and has been rewarded for his efforts.

Dr. Wyatt Brown
Professor / Assistant Department 

Head, Horticulture and Crop 
Science, California Polytechnic State 

University – San Luis Obispo
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A
urora Bites Mini Sweet 
Peppers are a colorful 
assortment of bright little 

fruits from Pure Flavor®, perfect 
for a Sunday picnic or as a 
minivan companion for the busy 
parent. Though the bite-sized 
peppers look like they would 
pack quite a spicy punch, they 
are actually very sweet.
 
Amazingly, these greenhouse-
grown peppers—which are 
available in red, yellow, and 
orange—boast more vitamin C 

than citrus fruit. The mini bites 
offer a great cross-merchandising 
opportunity with leafy greens, 
as they add a bright pop when 
chopped up in salads. To reach 
into the center store for cross-
merchandising opportunities, 
try promoting these peppers 
alongside cheesy dips as a 
healthy alternative to nacho 
chips.
 
Available year-round, these 
little beauts boast low calorie, 
fat, and sodium content; and an 

abundance of vitamins A and 
E, in addition to C. The peppers’ 
recent packaging refresh makes 
them even easier to market. 
The mini sweet peppers come 
in a convenient 8 oz pack with 
a handle, a window to see the 
product, and an attractive green 
graphic across the top.
 
Whether promoted alone or 
cross-merchandised alongside 
other produce items or center 
store products, these sweet 
treats are a sure sale! 

up
close

A Closer Look at Pure 
Flavor® Aurora Bites 
Mini Sweet Peppers

by GENEVA HU TCHESON
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These days, we hear more and 
more about on-the-go lifestyles, 

but what about those looking to 
slow their pace—looking to savor 
the simple pleasures in every bite-
sized experience they consume? As 
pressure mounts to keep up with 
our peers, North Shore Living™ is 
reminding consumers of the benefits 
offered when we keep up with 
ourselves—our wants and needs—
with its new company-wide rebrand.

“This is just the tip of the iceberg. The 
transformation is so much bigger 
than ourselves and our products,” 
Marketing Manager Chris Wada 
shares. Not one to simply wax poetic 
for the sake of it, Chris is teeming 
with the energy and drive to take 

North Shore from a product to a 
lifestyle.

Since Founders Leo and Suzette 
Overgaag began their North 
Shore endeavor in 1987, the family 
farm and sustainable hydroponic 
greenhouse grower has never lost 
sight of its focus on living herbs, as 
the company continues to seek new 
ways to engage the industry with 
its fresh culinary offerings. And how 
is this company looking to achieve 
this in 2018? With a vibrant new 
rebranding concept that harkens 
back to its roots—to the beauty 
found in what it means to be living—
and fine-tunes the focus on dinner 
table experiences, where so many 
favorite memories are centered.

Fresh Face, Fresh Focus:
NORTH SHORE LIVING’S NEW BRAND STRATEGY 

By Lillie Apostolos

“The key changes behind the rebrand 
started with a spiritual cleansing 
of the company that required 
us to go deep into our psyche 
and thoughtfully answer those 
who, what, why, and how types of 
questions. Our objective is to create 
branding that people actually care 
about that isn’t based solely on the 
latest consumer trends, but simply 
as human beings—what makes life 
worth living and how do we uniquely 
fit into that equation?” Chris inquires, 
enlightening me on the core 
elements undergoing a thorough 
evaluation.

He dives into this awakening for 
the company—an emboldening of 
the concept from creation—and I 

THESNACK.NET / 29



rebrand looks and sounds like. In 
our minds, the visual aspects of 
the rebrand represented are just 
scratching the surface. Beneath 
that surface is where the real work 
begins to create meaningful content, 
experiences, and relationships 
with people that want to improve 
their lives, one day at a time,” Chris 
shares.

While excitement swirls around 
this current rebrand, Chris explains 
that this change has been in the 
works since he joined the company 
just over a year ago, taking 
different forms along the way. 
Now the company is tending to 
its consumer-base to better join a 
larger industry conversation with 
this redesigned vision. 

“To encourage consumers to make 
every home-cooked meal a special 
occasion and to inspire people to 
cook even one more meal per week 
using the freshest ingredients is what 
we aspire to achieve. Its impact on 
both internal and external strategies 
is significant and will be used to 

follow up by asking if this is part 
of a larger movement to nurture 
something beyond our industry. To 
this, he enthusiastically responds 
that the company’s transition seeks 
to cultivate a lifestyle rebrand too. 
In a sense, it seeks to bring people 
together with meals enhanced by 
the flavors the brand offers, and to 
do that, it takes a tactful approach 
that hones in on the aesthetics to 
address the broader picture. 

“On the surface, this rebrand 
includes a lot of new visual 
elements. These include a new 
logo, new white and black colors, 
a new North Shore Living product 
brand name, new packaging 
designs, new website, a new trade 
show booth, and more,” Chris tells 
me, describing the rebrand in its 
concrete form.

At the heart of it, though, the 
rebrand is much deeper and 
pointed in its design.

“At this early point of the rebrand, 
these elements listed are what our 

guide the company’s strategic 
business decisions moving forward,” 
he continues. 

As the company steps into these 
more customer-centric strategies, its 
culinary herb line will be making its 
way into a new “Mini Greenhouse” 
clamshell packaging style later this 
year. What makes this packaging 
so perfect for its living products 
is the ability to lock in the organic 
growing medium that surrounds 
the roots, eliminating any loose 
debris inside the container and 
extending its shelf-life even longer 
with a pocket to hydrate the roots. 
This detail is one more way that the 
company shows it has heard what its 
customers and their consumers are 
saying. 

“Getting to know our customers 
and the living herb user experience, 
from buyers and produce associates 
to consumers in their kitchens, 
will continue to drive all things 
innovation for us. Nobody buys 
for our reasons; they buy for theirs. 

“The key changes behind the rebrand 
started with a spiritual cleansing 

of the company that required us 
to go deep into our psyche and 
thoughtfully answer those who, 
what, why, and how types of 
questions.”

- Chris Wada, Marketing Manager, North Shore Living™
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While we know our product’s 
benefits and what makes us unique, 
it’s the insights gained from asking 
the questions that matter.”

The key, he shares with me, is to 
maintain a prominent stance in 
the living produce category with 
this clamshell—that’s the niche. 
To do this, the company taps 
into educational opportunities to 
highlight the benefits of living herbs, 
where, Chris explains, living herbs 
are not only the freshest, longest 
lasting herbs, but also healthier 
because they hold more beneficial 
oils, enzymes, and medicinal 
properties than pre-cut herbs. 

On this note, I inquire as to where 
the company is looking to take its 
newly-designed strategies; Chris 
expands that this is a layered 
approach, as the company further 
bolsters its presence in Southern 
California marketplaces and up 
the West Coast. The company, 
currently nestled in between 
Palm Springs and Coachella 
Valley, California, is also looking 

to continue 
expanding east, 
and can deliver 
premium 
quality due to 
the attached 
roots. 

“Now, it’s 
about creating 
content that’s 
not about us, 
but, instead, 
focused on 
the retailer 
and their 
consumers—
our target 
audience. 
Coming out with this new brand 
means coming out with new 
content and communications 
strategies. It’s going to be focused 
largely on third-party social 
influencers and, in some cases, 
paid content. This rebranding 
approach leverages the number of 
people in our reach who have, and 
share, similar passions for what we 

do so that we can get our message 
out there. In terms of owned 
content, the new website features 
some really cool new videos that 
help tell our story and give a visual 
perspective on the company and 
its scale. We hope that the website 
is a useful tool for our customers 
and will be able to provide more 
blog content that highlights the 

“To encourage consumers 
to make every home-cooked 
meal a special occasion 
and to inspire people to 
cook even one more meal 
per week using the freshest 
ingredients is what we 
aspire to achieve.”
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strategies around creating relevant 
content and communications. It’s 
exciting to think of all the fun 
things we can do, especially in 
partnership with retailers. This 
is really focused on inspiring 
transformation—and, you know, 
that’s a big word,” he says, walking 
me through the rebranding 
developments, revealing the 
concepts bringing it to fruition. 

“It’s somewhat consumer-focused, 
but at the same time it all relates. 
I believe rebranding is more than 
appearances and a logo; it’s about 
creating a vehicle for change. 
First, though, our customer starts 
internally with our employees 
and stakeholders. That’s been 
where a lot of the heavy lifting 

has occurred to date. Overall, this 
transition has been driven by 
our desire to connect with the 
intrinsic motivators of people who 
understand that at the root of 
living, is taking the time to stop 
and smell the basil.” 

As we step into this new day and 
age, when immediacy is the norm, it 
takes specific planning—and a level 
of boldness—to not only intrigue, 
but also, in a sense, re-introduce the 
sentimental experiences found in 
the act of cooking alongside those 
we love. North Shore’s rebrand 
champions the quality tastes and 
pleasures centered around the 
dinner table as timeless as the 
relationships we cherish. 

benefits of living—and, more 
specifically, the benefits of living 
with our products, especially the 
focus on the messaging to both 
consumers and buyers. It’s really 
a platform to provide helpful 
content,” Chris reveals to me. 

With so much to entertain—an 
education reboot, aesthetics re-
envisioning, lifestyle revamp, meal-
time recharge—it’s no wonder that 
the company has taken this road 
with meticulous caution at every 
turn. To do this, North Shore has 
gotten delivering messages down 
to an art, only matched by the 
creations consumers make. 

“This is really going to serve as a 
launching pad for testing different 

“... rebranding 
is more than 
appearances 
and a logo; it’s 
about creating 
a vehicle for 
change.”

Below from left to right: Chris Wada, Suzette 
Overgaag, Leo Overgaag, and Tiago Castro
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Steam the kohlrabi linguine according to the instructions on the bag. 

In a deep skillet, heat the oil and cook the pancetta until it’s brown and 
crisp.

Add the garlic and cook for 1 minute.

Add the chicken broth, bring to a simmer, and then reduce heat to low.

Add the sugar snap peas and continue to simmer. 

Add the kohlrabi linguine to the skillet.

Add the white pepper and sage to the skillet, and mix well.

Beat the egg yolks, egg, and cream together. 

Add the egg mixture to the skillet and stir to combine. Cook it on the 
lowest heat setting for two minutes, then remove skillet from heat.

Add Parmesan cheese and serve immediately.

1
2

3
4

Mann’s Kohlrabi 
Linguine

KOHLRABI LINGUINE CARBONARA

2-10 oz bags Mann’s Kohlrabi Linguine
1-8 oz bag Mann’s Sugar Snap Peas
3 cloves of  garlic, chopped
14 oz pancetta, chopped (substitute option: 
chicken sausage)
1 tsp white pepper 
5 tsp extra virgin olive oil 
5 sage leaves 
½ cup heavy cream 
½ cup chicken broth 
½ cup Parmesan cheese
2 egg yolks
1 whole egg

Prep Time: 15 min
Cook Time: 10 min
Servings: 4

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

5
6
7
8
9

10

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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T
he current question being hotly 
debated and closely monitored by 
the produce industry is whether 
or not “ponic” produce—
encompassing hydro, aero, 
aqua, and container growing, at 
present—can be labeled organic. 

As of  today, the answer is yes—if  all other 
conditions are met for organic, everything 
except for aeroponics (growing plants in 
an air or mist environment without the 
use of  soil or an aggregate medium) can 
be labeled organic. The discussion centers 
around the premise that only produce 
grown in the soil can be labeled organic.

While the heart of  the debate centers 
around the organic issue, I believe words 
like “sustainable,” “natural,” and even 

“local,” are bigger buzzwords with a 
greater impact on the organic movement 
than the word “ponics.” A weak National 
Organic Standards Board (NOSB) is a 
bigger concern; standards that are not 
enforced are worse than nonexistent. And 
fraud is a very real, ever-looming presence 
that attacks the foundation of  this industry. 
When your integrity is compromised so is 
your support.
 
Organics is on its way to becoming a 50-
plus billion dollar industry and consistently 
remains the next big deal on our country’s 
food horizon. The right food in the right 
amount can change your health. Growing 
food the right way can change the 

atmosphere. And the ability to grow in the 
right place can change a community. The 
United Nations estimates that by the year 
2050, the world’s population will grow 
from today’s 7.5 billion to nearly 10 billion 
people. The impact of  how the world 
decides to feed everybody will be a huge 
challenge faced by coming generations.
 
Forecasts show that global food demand 
will increase 70 percent by the year 2050. 
When we look to determine how we are 
feeding people, are we thinking with 
tomorrow in mind? Or are we solely 
focused on today?  

According to the USDA, “...nearly 13 
percent of  U.S. households, representing 
15.8 million families, are food insecure, 
meaning it’s difficult for them to access 
adequate food because of  lack of  money 
and other resources. A lack of  healthy 
and nutritious food, in turn, leads to 
preventable health issues like diabetes, 
anemia, and a weakened immune system, 
which then leads to the need for good 
health care, something these families 
also cannot afford. Chronic hunger also 
decreases mental focus, which translates 
to poor learning experiences for hungry 
children in the classroom; without essential 
nutrients, young brains cannot properly 
develop, harming learning abilities over 
the long term.” What this highlights must 
be carefully considered. The need is real.
  

vs. Soil
Ponics
An Organics Debate

Nearly 13 percent 
of U.S. households, 
representing 15.8 
million families, are 
food insecure...

Household Food Security 
in the United States, 
according to the USDA

- 

“
”

by Editorial Contributor Todd Linsky
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was in its infancy, the overarching goals 
were to produce better food, make it 
accessible to everyone, and do a better job 
of  taking care of  the environment. And 
so I ask for help in understanding how 
the environmental parameters of  growing 
ponically strays away from those basic 
tenets of  growing food organically. I agree 
that farming organically outside reduces 
carbon amongst many other things, no 
question and never a doubt in my mind. 
And on the other hand, growing ponically 
uses less water and needs less space. I am 
asking that you help me see what I am 
missing and how the dream of  better food 
while taking care of  the environment is 
being compromised. Aren’t all of  these 
characteristics valuable and don’t they 
lend credence to the benefit of  organic? 
Does organic need to mean one over the 
other?
 
Consumers in the U.S. expect their 
retailers to do the heavy lifting for them, 
making sure the food they sell is safe and 
in the organic sector—that it is what it 
says it is—raised in a manner consistent 
with the designation of  organic.

 
Historically, the organic consumer was a 
bit more diligent in understanding their 
food supply; it was a matter of  necessity 
and scarcity. With organic becoming 
mainstream, the focus has shifted away 
from the understanding of  how it was 
grown and by whom, and has been 
superseded by price, quality, flavor, and 
appearance.
 
Consumers take a risk and gamble every 
time they walk up to a produce shelf. 
Will my choice be and remain fresh until 
I consume it? Will it be good and will 
it ripen? Produce is the only place in 
the grocery store where the interaction 
between the consumer and the food is 
actually allowed to happen. You can touch 
and smell your produce—not your rib eye 
steak and not your frozen pizza. And it’s 
that emotional connection that makes this 
debate a bit more interesting to me.
 
How many times have you brought home 
produce and several days later it is still 
as hard as a baseball or once cut open 
literally tastes like water? Whether it’s 
grown in soil or in a greenhouse the food 
experience for the consumer is pretty 
much all the same. The relevance of  
its origin is a moot point if  the product 
quality and flavor profile aren’t there. To 
quote a friend of  mine, “All I want is a 
tomato that isn’t mush, tastes great, and 
won’t make me glow green.” This is a no-
brainer; this is what the consumer wants 
every time they step up to the produce 
counter: who wouldn’t? But can we deliver, 
both conventionally and organically? And 
will we be able to do so in the future?
 
So what’s the story here? While there 
is a great divide between what folks 
believe about what is organic, fact is that 
the world is changing, and we have an 
opportunity to influence the changes 
rather than react to them. The purpose of  
this article is not to condemn or condone, 
but to present a perspective that perhaps 
isn’t getting the attention it deserves. Let’s 
explore the potential motivation to restrict 
the labeling of  ponic as organic. Could it 
be that some people don’t want to give up 
their share of  the growing organic market, 
or somehow hydroponics aren’t truly 

Over the last 20 years, Dutch farmers 
have been working on pursuing a more 
sustainable agriculture model by growing 
indoors. One of  the examples cited in PBS 
NewsHour transcripts for November 2017 
is a 20-acre plot of  land that is filled with 
greenhouses. The annual harvest of  2.5 
million pounds of  tomatoes is more than 
double the average yield of  an outdoor 
farm. In The Netherlands, greenhouses 
now produce about 35 percent of  the 
country’s vegetables despite occupying 
less than one percent of  the nation’s 
farmlands. Today, the United States is the 
world’s number one food exporter; The 
Netherlands is now number two, with 
volume accounting for nearly $90 billion 
in export sales. This is amazing given 
the fact that the country is less than one 
percent of  the size of  the U.S.
 
Resources becoming more scarce as the 
population grows—like water and land—
can easily price the small farmer out of  
business, drive down overall quality as 
the pressure for cheaper goods rise, and 
destroy the inroads made into resolving 
food deserts. When the organic movement 

Hydroponic Greenhouse
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capable of  being organic, or that there is 
an underlying harm to the label organic 
itself ? Perhaps the debate needs to focus 
on the definition of  organic, revisited and 
filtered through our original concerns 
of  30 years ago, along with the state of  
food today aligned with the changes in 
technology.
 
As the world’s population expands, will 
we be able to keep pace with its demands? 
While you and I may not agree as to what 
the future should look like, I make 
the point that change and the 
continued injection of  technology 
are forces we will not be able to 
stop. So let’s look at the application 
of  technology in a simple 
form. Technology, like artificial 
intelligence, will continue to replace 
many of  the jobs humans have 
today. Labor costs are some of  the 
largest budget items businesses are 
looking to control while retailers are 
pushing for cost savings to remain 
competitive. Technology will be a part 
of  the equation. In the near future, some 
of  the commodities currently harvested 
by hand will primarily be picked by 
mechanization. I believe wholeheartedly 
that we can and should work to ameliorate 
potential negative effects that these 
inevitabilities bring.
 
When the Organic Foods Production Act of  
1990 was written, the world was much 
different, and so was our thinking. In 
1990, we thought there were nine planets 
(sorry Pluto), and then the World Wide 
Web was launched. Things evolve, and 
what the world will be in 30 years hasn’t 
been invented yet. Larry Ellison, Founder 
of  Oracle, has started a new company 

powered by Tesla using ponic growing to 
help drive nutrient density into food. They 
aren’t as worried about boxes per acre 
but about how much nutrition there is per 
acre. That’s a marketing angle that will be 
hard to beat.
 
We have the opportunity to see this debate 
as an obstacle to overcome by walking 
through it, rather than allowing it to 
become a wedge that stalemates us. I say 
we should support exploring our options 

to find food in a food desert, as well as 
reducing our fossil fuel dependency and 
water insufficiency. We have to be more 
effective in the ways we choose to feed 
people, embracing technological methods 
that work in harmony with the planet 
since population numbers don’t look as if  
they will be decreasing anytime soon. We 
cannot hide our heads in the sand and 
take a stand that will be eroded by the 
sheer needs of  the planet. We can’t refute 
the fact that the horse was aced out by the 
car and the fax machine by email. What 
will it be tomorrow?
 

“The planet must produce more food in the 
next four decades than all the farmers in 
history have harvested over the past 8,000 

years,” according to Ernst van den Ende, 
of  Wageningen University and Research’s 
Plant Sciences Group. Technology is 
limitless in its application and the dreams 
that bring it to life. By its very nature 
of  being cutting-edge, we are often 
overwhelmed by the imagination and 
need that drives it—and fail to harness the 
greed that can fuel it.
 
I am not advocating ponic over dirt. First 
of  all, the demand is currently unable to 

be met ponically, and secondly not 
all things can currently be grown 
feasibly by ponic methods. Rather, 
I am saying it is time to write 
standards that, as best as possible, 
protect everyone’s interests. I’d 
rather face this head on than watch 
marketing campaigns that create 
additional seals and standards 
that confuse and confound. This 
movement isn’t going away, and it’s 
time for vision and leadership to be 
willing to listen, look for solutions, 

and provide options for people and this 
planet. 

...I am saying it 
is time to write 
standards that, as 
best as possible, 
protect everyone’s 
interests.

“

”
Todd Linsky Consulting
TLC is focused on serving the long-term 
comprehensive needs of  businesses 
worldwide. Our strategic goal is to help 
build brands and increase supplies while 
maintaining the integrity of  the natural 
products industry. We accomplish this 
by putting our emphasis on people and 
developing relationships with purpose that 
will ultimately drive the bottom line. TLC 
offers a balanced approach and a quality 
of  service that is not currently available in 
the marketplace. www.tlc.organic

- Todd Linsky, TLC
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AVAILABLE IN CLAMSHELLS & POUCH BAGS



Heat a grill to high heat until almost smoking. Lightly brush the olive 
oil on the cut side of  each avocado half. Lay the halves cut-side down 
on the hot grill for about two minutes to char. Remove, let cool, and 
carefully scoop out the flesh from the shell. Sprinkle the lemon juice 
and salt on top of  the avocado halves.

Mix all dressing ingredients together (except the water) to form a thick 
paste. Stir in one tablespoon of  water at a time until you get a nice 
consistency that resembles heavy whipping cream. 

Add your desired ingredients to a bowl and top with a halved avocado. 
Drizzle on dressing to taste. Enjoy!

1

2

3

Nature’s Partner® 
California Avocados

MAKE-YOUR-OWN AVOCADO BOWL

1 Nature’s Partner® California avocado, 
halved and pitted
1 tsp olive oil
1 tsp lemon juice
Salt, to taste

s r i r ac h a ta h i n i  d r e s s i n g

2 tbsp tahini
1 tsp Sriracha
1 tbsp lemon juice
1 tsp honey
½ tsp soy sauce or tamari
5 tbsp water 

b ow l i n g r e d i e n t s (s u g g e s t i o n s)
Red quinoa, soft-boiled eggs, sliced radishes, 
fresh sprouts, arugula, cilantro, seaweed 
flakes, lemon slices

ServingS: 2

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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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!

The Details Are On The Inside

© 2018 California Avocado Commission. All rights reserved.

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.



B
eauty can be found in every nook 
and cranny of our industry—from 
the land in which the produce grows 

to the collaboration it takes to bring 
hard-earned harvests to dinner plates. 
Mission Produce is shining a light on the 
perfectly imperfect side of fresh produce 
with its new line—Emeralds in the Rough.

Finding the beauty in each and every 
avocado, the company’s new release 
offers Grade 2 wonky wonders typically 
regarded as less attractive than their 
Grade 1 siblings. External scars traverse 
the familiar bumpy skin, but what lies 
beneath the surface is what matters 
most of all—pure avocado bliss.

Abandoning the previous notion that 
the only produce worth showcasing 
in retail is the prettiest of the bunch, 
the new blemished item hops on the 
visually-imperfect produce train that 
has found its way into retail. Emeralds in 
the Rough offer a great opportunity to 
draw a crowd with vibrant, eye-catching 
packaging and fun copy, while also 
alleviating the pressure to send less-
than-perfect product to foodservice or 
waste. 
 
Bundled into 2 and 3 lb bags, Emeralds 
in the Rough is a line that offers plenty 
of in-and-out promotions that tap 
into seasons when Grade 2 fruit is 
abundant, giving customers something 
to talk about with friends and retailers, 
addressing the need to eliminate food 
waste and promoting a more sustainable 
food system. 

up
close

A CLOSER LOOK AT MISSION
PRODUCE EMERALDS IN THE 
ROUGH

by L ILL IE  APOSTOLOS
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Mashed for a favorite 
dip, sliced on 
breakfast toast, or 

cubed in a spicy salsa...the 
opportunities for consumers 
to include these creamy green 
fruits are endless, and if  
shoppers are moseying around 
your aisles looking for another 
reason to love avocados, just 
wait until you hear what 
industry leaders have to say 
about this kitchen must-have...

AVOCADO
SNAPSHOT
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1
Have you tried...

2

4

6

3

5

Avocado Salmon Six Pepper BLT

Avocado Caprese Salad

Avocado Hummus

“Hipster Toast”

California Caesar Salad

Avocado Smoothie
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Have you heard...

1
Paul Young, Corporate Chef, Reinhart Foodservice

“Avocados are, without a doubt, one of  my favorite fruits! Not only are they super heart-
healthy and high in potassium, but their rich texture and vibrant green color complement 
just about any dish. As a chef, I use avocado a lot—not only in guacamole, but on toast, 
in ceviche, in salads, and as a spread on a sandwich. I really love topping a toasted bagel 
off with smashed avocado and fresh-sliced tomato, adding a crisp slice of  bacon, and 
finishing it off with a fried egg. One of  my favorite dishes to make is beautifully grilled 
salmon topped with an avocado and green onion salsa. The mouthfeel, texture, and 
flavor of  the avocado really shines.”

2
Massimo Capra, President and Executive Chef, Massimo Capra Consultant Inc.

“I love avocados! As a matter of  fact, I always have some in my refrigerator at 
home, and it is my quick, go-to snack. Also, at my restaurant, Capra’s Kitchen, 
in Mississauga, Ontario, we have what we call ‘Hipster Toast,’ a multigrain 
bread topped with chopped avocado, whipped ricotta, smoked salmon, and 
a fried egg—served with a salad. Besides simply looking great and being 
delicious, the Hipster Toast packs a nutritious punch brought by avocados and 
is a hit on our menu.”

Robb Bertels, Vice President of Marketing, Mission Produce

3
“As you might have guessed, avocados are my favorite fruit. They are incredibly 
versatile and can be served up around the clock. They are heart-healthy, nutritious, 
and taste great. I consider myself  an avocado purist. Simply spoon one up plain 
and unadulterated, with maybe just a bit of  seasoning. A recipe I’ve enjoyed lately 
is Mission’s Avocado Caprese Salad—a great family-style dish and crowd pleaser. 
It’s a fresh spin on a classic recipe and pairs well with a glass of  wine or a nice 
hoppy beer. Cheers!”

4
Jan DeLyser, Vice President of Marketing, California Avocado Comission

“When you look on a restaurant menu and see ‘California’ in the name of  
the dish, it usually means the dish has avocado. We love that, and this season 
the California Avocado Commission will use a series of  videos to promote 
‘Iconic California’ recipes like California Caesar Salad and California Roll. As 
for me? My favorite breakfast is scrambled eggs with avocado, spinach, and 
mushrooms. And I snack on avocados straight up and unadorned—just give 
me a spoon and I’ll dig in!”

Gary Caloroso, Regional Business Development Director, Giumarra Companies

5 “I love the fact that avocados are so versatile—they can be added to almost 
any meal, eaten as snacks, or even prepared in desserts. It’s so exciting to see 
consumer demand continue to increase across the world. I’m so proud to have 
this great opportunity to work with such an awesome product.”

Scott Ross, Eastern Regional Sales Manager, West Pak Avocado

6
“Love for avocados has reached a frenzied state and shows no signs of  wavering. 
Today’s consumer demands, and will pay a premium for, their beloved fruit. 
Driving this craze is perhaps the nutrient density and health benefits, the 
versatility, or simply the unique eating experience. After all, what’s avocado 
toast without this wholesome superfruit? Once a ‘specialty item,’ today many 
retailers carry up to five or six SKUs including store-made guacamole. It’s also 
not unusual to see avocados merchandised in multiple locations throughout the 
store, not just the produce department. Several retailers have even shared that 
combined avocados sales have recently surpassed the mighty banana.”
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In the midst of twenty-first century pop culture icons, the 
humble avocado nearly stands alone as a representative 
for fresh produce. After becoming increasingly available to 

shoppers world-wide, the avocado is now one of the most beloved 
fruits with an almost cult-like following. And where would it be 
without entities like the California Avocado Commission (CAC) to 
foster trade connections and expand consumers’ awareness of—
and love for—the popular fruit?

Consumers are a technologically savvy bunch now, and marketing 
teams like Jan DeLyser’s at CAC are taking advantage of that by 
cultivating new, experimental ways to create interest in products. 
In the past year, pop-ups and interactive museums have started a 
frenzy in the realm of social media and have created a new niche 
in pop culture for Instagrammable interactive exhibits.

Tapping into the latest social media craze, CAC is 
taking on the role of title sponsor in the launch 

of the next big social media extravaganza: The 
CADO. A pop-up experience celebrating one of 
the hottest California-grown fruit, The CADO is 
spearheaded by Co-Founders Anne Buehner and 
Mary Carr of & Boom Unlimited, who envision it 

as a way of speaking to millennial and Generation 
Z social media trendsetters about a fruit they love 

in a way they won’t be able to get enough of. 

“The partnership has felt like a great fit from the start,” Jan tells 
me. “The Commission had worked with Anne when she was with 
one of our agencies in CAC’s online business. When Anne and 
Mary were developing the concept, they reached out to us and 
we thought both the theme and the timing were perfect for a 
pop-up experience featuring California avocados in the San Diego- 

by 
Kayla Webb

Jan Delyser
VP of Marketing, 

California 
Avocado 

Commission  

GROWN
GRAMMED

California 

A pop-up celebrating 
California’s favorite fruit

&
(insta)

’
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area. We incorporated the sponsorship 
into our business plan and presented it 
to our board, receiving their enthusiastic 
approval.”

As someone who lives for the ‘Gram, I 
can barely conceal my excitement for 

this endeavor. Built out of shipping 
containers, The CADO is 

6,700-square-feet and mobile, 
so who knows where The 

CADO will pop-up next? 
With immersive art 

installations, food 
tastings, and other 
elements sure to be 
a party for visitors’ 
senses, the pop-up 
presents a chance 
for consumers 
and shoppers to 

get up close and 
personal with all things 

California avocados. 
In an interactive and 

aesthetically pleasing way, 
the CADO will walk attendees 

through how California avocados are 
grown, their nutritional benefits, and their 
ripening process to encourage and inspire 
visitors to seize the opportunity for an 
avocado-themed photo op. 

“The goal behind The CADO is to provide 
a delightful experience where visitors 
develop more of an emotional connection 
to, and appreciation for, the food they are 
Instagramming—specifically California 
avocados—through an immersive art 
experience,” Anne tells me.

A must-have for millennials and the 
following generations—I mean, if you don’t 
have an Instagram, do you even exist?—
social media as a platform for engagement 
and promotion is expanding its scope and 
becoming the next digital marketplace—
something CAC is taking advantage of its 
sponsorship of The CADO. A fresh idea in 
the marketing world, the whole purpose 
of The CADO is to get attendees to take 
to Instagram and share their love for 
California avocados. 

“Marketing is ever evolving with rapid 
changes in the media landscape,” 
Jan explains. “It’s imperative for 
brands to be authentic and 
connect with consumers 
where they are throughout 
the day. This pop-up 
experience provides 
an extension that is 
a great fit with our 
marketing campaign, 
allowing consumers 

An Illustrated “The Cado” Concept
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to engage with California avocados 
and learn information they may not 
have previously known.”

The CADO’s founders leveraged 
CAC’s expertise to weave in 
educational information about 
California avocados with their 
experiential vision, broadening that 
to a life-size scale visitors can walk, 
eat, and content-create through. 

“The CADO will work with some 
local restaurants, chefs, and food 
providers to serve California-
inspired avocado recipes on site. 
Growers’ stories will be featured, 
and attendees will be educated 
about the growing process through 
the art and a special take-home 
newspaper for visitors, along with 
content on Instagram,” Mary shares. 

“Social media is a key vehicle to 
deliver messaging about California 
avocados—from the land where 
they are grown and the growers 
who nurture them, to nutrition, 
recipes, and usage ideas.”  

And it’s no secret that & Boom 
and CAC are targeting a certain 
demographic—one that the social 
media-motivated and the avocado-
obsessed fall within. 

“The target consumer audience is 
millennials in Southern California 
(and visitors) who are looking 
for both interesting experiences 
and places to build their personal 
content,” Anne tells me. “According 
to Eventbrite, 78 percent of 
millennials want to spend money 
on experiences over material 
possessions, so we’re providing 
that opportunity.” 

What better way to experience 
the California-grown avocado and 
make green-hued memories than 
in quintessential San Diego?

“It’s a plus that it’s located in San 
Diego, one of the key markets 
and a major California avocado 
production area,” Anne says. 

“San Diego is a community with 
a growing foodie scene and 
agricultural history. In addition to 
being one of the largest growing 
regions of avocados in California, 

the San Diego market is ripe for a 
cultural experience like this!” 

Jan notes the Commission’s 
marketing campaign premise is 
grounded in the idea that California 
avocados are made of California, 
not just in California. She stresses 
that The CADO, located close to 
many of the growers the pop-up 
is supporting, complements CAC’s 
other marketing initiatives.

This year, the Commission has 
multiple innovative marketing 
initiatives that differentiate 
California-grown avocados. With 
eyes on foodservice, retail, and 
home-chef extraordinaires, CAC is 
drawing inspiration from its roots 
and creating marketing programs 
that leverage iconic locales of the 
Golden State. New print, outdoor, 
and digital ads feature beautiful 
California landmarks along with 
California avocado images and 
emphasize that the fruit is grown 
close to home.

Jan also explains that when 
consumers go to a restaurant and 
see California Burgers, California 
Caesar Salads, or California 
Omelets on the menu, that usually 
means there are avocados in the 
dish. With a Chef’d partnership and 
features on CaliforniaAvocado. 
TheScoop blog, and via recipe 

of Millenials want 
to spend money on 
experiences over 

material possesions, 
so we’re providing 
that opportunity.

— Anne Buehner
CO-FOUNDER, & BOOM UNLMITED

78%
“

“

videos tagged to retailers 
promoting the California avocado 
season and iconic California 
dishes, the Commission’s recipe 
promotions are yet another way 
CAC is keeping avocados where 
the trade and consumers want 
them: on shopping lists and dining 
plates! 

CAC was also present at Disney’s 
Food and Wine Festival, as well 
as at Smorgasburg at the Santa 
Monica Pier, showcasing the 
availability of California avocados 
and tying it in with its cultural 
landscape.

To stay up-to-date with the latest 
dishes avocados are diving into, 
CAC also encourages restaurant 
chains to create innovative menu 
items with California avocados 
that may become the new iconic 
California recipes in the future.

With a fresh strategy unique in the 
realm of produce, CAC is starting 
a new wave of marketing trends 
to connect with consumers with 
the launch of The CADO this June. 
Sure to be the next big thing in the 
produce industry and beyond, CAC, 
Jan, and team are ones to watch 
in the produce industry for what’s 
fresh, current, and consumer-
forward when it comes to keeping 
California-grown avocados in 
shopping carts and consumers’ 
hearts.  

.com,
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BRIGHT, EBULLIENT, 
fresh, and fragrant, citrus 
is one of  few foods that can 

enliven the day—transforming literal zest 
into the figurative, bringing that brisk 
healthful feeling to any occasion.

Since its inception in 1893, 
atop 413 acres of  land 
in Ventura County, 
California, Limoneira 
has been providing 
just that feeling. Over 
more than a century, 
the company has 
grown into a worldwide 
agribusiness presence—
cultivating 11,000 acres and 
supplying citrus to grocery 
stores and food establishments 
everywhere.

“This year marks our 125th 
anniversary, and it’s an accomplishment 
that we are all very proud of,” explains John 
Chamberlain, Director of  Marketing. “There 

The World  
on a String

by Robert Schaulis

JOHN CHAMBERLAIN
 Director of  Marketing

are few enterprises in the United States 
with this level of  longevity, and the pioneers 
that founded our company risked much in 
making the trek to California. They were 

entrepreneurs and had grit, determination, 
and a tolerance for reasonable risk 

embedded in their DNA.” 

It was this pioneering spirit that 
guided Limoneira throughout 
its beginnings and established 
the company as a premier 
provider of  citrus. And, John 
notes, this same animating 
force informs the company’s 

current operations. 

“Fortunately, the competitive 
spirit that our forbearers possessed 
remains within all of  us at 
Limoneira,” says John. “Our 
heritage, vertical integration, and 
commitment to sustainability are 

competitive strengths that serve us well in the 
global world of  produce. Limoneira’s One 
World of  Citrus® model ensures that we have 

LIMONEIRA
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This year 
marks our 125th 

anniversary, and it’s 
an accomplishment  
that we are all very 

proud of.
—John Chamberlain,
  Director of  Marketing

our produce available around the world, in all 
growing seasons, for our worldwide grocery and 
foodservice customers.”

But how does a company like Limoneira retain 
that competitive fire? How does the citrus 
provider stay hungry, so to speak, in its desire 
to improve and to provide better product and 
service to its customers and to consumers? 
The answer is complicated, involving an 
expansive mission and a series of  initiatives 
and undertakings aimed at addressing—as well 
as improving upon—the challenges created 
by a changing food industry. As the head of  
Limoneira’s marketing department and a 25-
year marketing veteran, it’s John’s task to bring 
the company’s pioneering spirit to bear on 
the preoccupations of  Limoneira’s worldwide 
customer base and end consumers, and to 
anticipate the needs of  a changeable—sometimes 
even fickle—food industry landscape.

“Food purchasing—whether at retail, delivered 
to our homes, or eaten out—has been changing 
dramatically,” says John. “We realize that our 
customers pay close attention to consumer trends, 
and since we work hard to be a value-added 
partner for them, so do we.”

One way that Limoneira is accomplishing this 
goal is by highlighting the healthy attributes of  
its products through innovative programs like 
its Produce Department is Nature’s Pharmacy™—an 
easy-to-use interactive model through which 
consumers can learn more about the on-trend 

health benefits of  Limoneira’s products via 
computer or smart devices. 

“While shopping, a consumer can graphically 
hover over a human body and identify the 
fruits and vegetables that can help with 
certain conditions such as lowering cholesterol, 
improving bone density, or preventing 
cardiovascular disease—thereby potentially 
avoiding a trip to the pharmacy’s supplement 
or vitamin aisle,” says John. “Limoneira has 
cross-tabulated 52 health concerns or desired 
outcomes—to improve energy levels, reduce 
wrinkles, or promote healthy hair, for example—
with 74 fruits and vegetables that contain 12 
essential vitamins and 11 essential minerals 
that address these issues or affect the desired 
outcomes.”

And while online shopping options, curbside 
pick-up, delivery, mobile payment acceptance, 
meal kits, in-store drinking and dining, and the 
increased role of  technology in grocery buying 
may be more visible trends, John tells me that 
consumers’ increased desire for fresh and healthy 
foods should not be discounted as a major force 
driving the grocery industry at the moment.  

“Fortunately, A.C. Nielsen notes that high-
quality produce is mentioned by 57 percent of  
consumers as one of  the primary reasons for 
frequenting a grocery retailer, and 75 percent 
of  consumers say produce is the most important 
product in the store,” notes John. “67 percent of  
all shoppers say they actively seek products with 

“ “
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healthful ingredients. Limoneira’s fresh citrus is 
one of  the healthiest and most flavorful items in 
retail. Not only is it great in recipes, it’s got many 
other uses.”

Another way in which Limoneira is addressing 
consumers’ concerns and helping its customers 
cope with food trends is by addressing 
sustainability. Sustainability is important to a 
great and growing number of  consumers, an 
increasingly important driver of  sales, and a 
differentiator for savvy consumers.

To this end, Limoneira has introduced its 
Misfits™, an imperfect produce program 
targeting millennials and other consumers that 
value reducing food waste. Through the Misfits 
program, John tells me, wind-scarred citrus 
previously directed to landfills is packaged and 
sold at competitive pricing to retailers whose 
consumers seek out sustainable products.

“As a leader in sustainability, 
Limoneira walks-the-
talk when responding 
to this increasingly 
important trend 
and provides 
reassurance to 
our customers,” 
notes John. 

“Additionally, 
movies, 
documentaries, 
and the news 
have inspired 
consumers to 
change behavior 
to address the 
fact that 40 percent 
of  all food is being 
wasted.”

In addition to the company’s 
mission-based initiatives targeting food 
waste and health concerns, Limoneira has worked 
to promote citrus consumption by expanding the 
fruit’s application and by partnering with opinion 
leaders worldwide. From Hong Kong, Shanghai, 
and London to Cape Town and Lima, Limoneira 
has paired with influencers and experts with 
business models that revolve around citrus beyond 
consumption. This includes recipes, nutritional 
and beauty applications, and green cleaning 
lifestyle uses of  citrus.

The citrus provider is also working to connect 
directly with consumers through social media 
and other online channels—surprisingly fertile 
grounds on which to connect with consumers. 
In fact, John tells me that the Food Marketing 
Institute’s recent Power of  Produce report 

Limoneira’s fresh 
citrus is one of the 

healthiest and most 
flavorful items  

in retail.

67% of all 
shoppers say they actively 

seek products with  
healthful ingredients. 

75%   of 
consumers say  

produce is the most 
important product 

 in the store.

57%  of  
consumers mention  

high-quality produce  
as one of the primary 

reasons for frequenting  
a grocery retailer.

Source: A.C. Nielsen
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concluded that 72 percent of  shoppers check for 
produce promotions and are open to receiving 
communications from retailers—with 31 percent of  
shoppers noting they’re likely to sign up for inbox 
alerts, 19 percent amenable to checking social media 
for promotions, and 16 percent opting to receive text 
messages regarding produce promotions. 

“Our company maintains a database of  a million 
consumers, including buyers, marketers, nutritionists, 
and shoppers, to share knowledge and tips through 
a yearly editorial calendar with refreshed monthly 
relevant content,” John explains. “Shoppers also 
increasingly access information from mobile devices 
when they’re out-and-about. Instagram videos 
and YouTube have become the message delivery 
mechanisms of  choice. Limoneira’s Tasti Tuesday™ 
videos by Megan Roosevelt, also known as the 
Healthy Grocery Girl®, have become very popular.”

Additionally, John tells me that Limoneira is always 
looking for ways to build business for its partners to 
apply fresh ideas that help boost sales and grow the 
citrus category. 

“Several years ago, there were only one or two apple 
varieties on store shelves; it’s quite common now to 
have a choice of  up to six different types of  apples,” 
John notes. “We’re in the process of  educating 
shoppers that, in addition to our classic lemons, we 
have several varieties such as our Meyer and Pink 
lemons. We’ve taken a page out of  the wine industry 
playbook and are highlighting the unique flavor 
profiles of  each of  the varieties and how they can 
maximize the flavor potential of  different foods and 
recipes. Our market research demonstrated that 
when our Classics, Meyers, and Pinks have been 
featured with creative, colorful displays and unique 
flavorful recipes, not only did overall lemon sales 
increase, so did the sales of  each variety as well as 
sales of  the complementary pairing items.”

With an eye always attuned to new opportunities, 
John tells me, Limoneira is poised to continue 
providing citrus and customer service solutions 
tailored to changing buying behaviors and a shifting 
retail landscape. 

“The global grocery retail and foodservice world will 
continue to evolve rapidly,” John predicts. “With 
our One World of Citrus model, vertical integration, 
flexibility, fast response mentality, and dedication to 
sustainability, we believe we are well-positioned to 
take advantage of  the many opportunities ahead.”

It’s the kind of  bright outlook and broad horizons 
you would expect from a company nearly 
synonymous with citrus. 

Mix and Match

Tasti Tuesday™

Misfits™

One World of  Citrus®

Produce Department is 
Nature’s Pharmacy™

Limoneira’s 
Programs
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Sometimes, looks 
do mean everything... 

PACKAGING CONCEPTS 

THAT DID IT 

RIGHT
by KAYLA WEBB

DUDA FARM  
FRESH FOODS 
Dandy® Super 
Sweet Corn

Introducing a newly-designed line of  
Dandy® Super Sweet Corn, Duda 
is bringing some extra sunshine to 
retail year-round with its new value-
added offering. With 100 percent 
recyclable fiberboard packaging, the 
line features tray-packed and ready-
to-eat sweet corn. Going the extra 
mile for at-home chefs, the tray even 
features recipes on the bottom to reel 
in shoppers and encourage more to 
have fresh corn all the time. And, aw 
shucks, the Super Sweet Corn is pre-
shucked to minimize prep time and 
help consumers get straight to eating.

51

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

traffic through the produce department.
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LOVE BEETS™ 

Peel+Reseal 
Fresh Packs

SUNSET® 
Aloha™ 
Peppers

Tapping into island life with a 
bold look to match, SUNSET’s 
Aloha™ peppers are making a 
splash in produce aisles. As colorful 
as they are flavorful, SUNSET’s 
latest innovation is sure to take 
consumers’ senses on a journey 
to paradise with its unique yellow 
and red striping and bright orange 
hues straight from a tropical 
sunset. Its sweet flavor is perfect 
for the upcoming summer grilling 
season and has already won the 
Superior Taste Award from the 
International Taste and Quality 
Institute. A produce stand-out and 
a flavor knock-out, SUNSET’s 
Aloha peppers will definitely please 
chefs and foodies looking to amp 
up their culinary dishes! 

5

3

DAVE’S  
SPECIALTY  
IMPORTS

Rosy Red 
Pomegranate 
Arils

The days of  red-stained fingers, 
a sweat-soaked brow, and a 
sticky kitchen-mess disaster 

4

NATURIPE®

Fresh Fruit 
Cups 

Naturipe® is kicking healthy 
snacking into high gear with its 
latest Fresh Fruit Cups. Available 
in 5 oz compact and portable 
packaging, perfect for lunch box 
meet-ups or on-the-go power 
munches, Naturipe Fresh Fruit 
Cups are what value-added-seeking 
consumers are looking for in the 
grocery aisle. With five different 
prewashed fruit profiles, including 
strawberries; strawberries and 
blueberries; apples and blueberries; 
grapes and blueberries; and apples, 
grapes, and blueberries, the cups 
even have a peel-back seal and a 
spork—and who doesn’t love a 
good spork?

2

Standing aglow in refrigerator 
light at 1 o’clock in the morning, 
snacking on whatever I can get my 
hands on, is my typical Wednesday 
night. And now, with Love Beets™ 
redesigned packaging for its 
marinated, shredded, and diced 
beets, I’m positively dancing my 
way to the kitchen for a healthy 
and delicious midnight snack 
I can keep returning to night 
after night (or really any time 
of  day) thanks to its new peel 
and reseal technology. Not to 
mention, Love Beets has doubled 
its shelf-life, extending the fresh 
for up to 36 days, giving retailers 
and consumers another reason 
to “Love Beet” it up in the grocery 
aisle. 

are long gone thanks to Dave’s 
Specialty Imports’ new Rosy Red 
Pomegranate Arils. Available 
now pre-seeded and in clear cups 
that show off the fruit, Dave’s 
Specialty is helping consumers 
by taking all the hard work out of  
enjoying pomegranates. With this 
convenient grab-and-go snack pack, 
Dave’s is appealing to the latest 
consumer shopping habits and 
demand for convenience.
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W
ho says your customers 
can’t have the flavors of 
Italy in the comfort of their 

own home? Remind them they 
can with Tanimura & Antle’s 
Artisan® Sweet Italian Red Onion, 
bringing dishes to life with its 
sweet and mild flavor.

The company has over 20 years 
of experience growing, breeding, 
and harvesting these complex, 
layered beauties in Tres Picos 
and Salinas, California; and Yuma, 
Arizona. Once plucked from the 
soil, the Artisans are shipped 
out of Yuma, Arizona, between 
May Day and mid-June, from 
Salinas, California, between July 
and April, and year-round from 
Hollister, California.
 

Retailers looking to capture 
consumers’ attention will find 
these onions’ rich red hue 
eye-catching in the produce 
department. And thanks to the 
company’s Be Bold promotion, 
happening May 14th through 
July 8th, retailers can also order 
both point-of-purchase materials 
and digital download assets to 
really rev up spring and summer 
festivities, with a display contest 
as an extra incentive to join in on 
the fun. More information can be 
found at www.taproduce.com/
be-bold.

Versatile year-round, this 
produce item can be slivered, 
chopped, diced—you name it—for 
a magnitude of eating options. 

Whether you’re a stay-at-home 
cook or a chef dishing up flavor 
to the community, this is a go-to 
item for you.

To make Artisan Sweet Italian 
Red Onions an even clearer 
choice, the company offers 
retailers conventional and 
organic in consumer packs and 
loose bulk.

So no matter the onion need, 
Tanimura & Antle’s Artisan 
Sweet Italian Red Onion has 
consumers covered. And with 
summer right around the bend, 
this Artisan Sweet Italian Red 
Onion merchandises flawlessly 
with BBQ necessities, since, let’s 
face it, what’s a burger without 
onions?  

up
close

A Closer Look at
Tanimura & Antle Artisan®

Sweet Italian Red Onion

by L ill ie  Apostolos
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1For Brian, it feels really good 
to give back to the community 
as the pressures from today’s 

world make people work hard, 
long hours. It’s important to 

get away from that hustle and 
connect with, and help, people.

There’s a great need for volunteers. 
Brian shares in the idea that only you 

can make a difference. Anyone can get 
stranded or lost—if  anyone you know 
goes through that, you understand the 
need. For Brian, it totally changed his 

perspective on life.

Brian loves being outdoors, so was 
looking for a way to give back while 
spending time outside. Now, Brian 

commutes to Cochrane to give his time 
as a Search and Rescue volunteer.

No two days are ever the same: it’s so 
fast-paced, and when you spend as many 
years in the industry as Brian, it becomes 

almost hypnotic. “I couldn’t get out of  
produce if  I wanted to,” he says. The 
industry keeps your mind active, and 

Brian enjoys the global focus. Some of  
the biggest joys come from beating the 

competition and finding unique solutions. 
You’re only as good as your last order, so 

the job keeps you on your toes!

Brian Hampton
Produce Category Manager–Federated Co-op Limited

YEARS IN PRODUCE

40+ 
YEARS WITH FEDERATED CO-OP 

LIMITED—The Grocery People 

24 years 
FAVORITE PRODUCE ITEM 

ClemenGold
mandarins

RAINIER® FRUIT CELEBRATES WHOLESOME HEROES

Search and Rescue (SAR) teams 
from all over Alberta get together 

in April each year and have 
helicopters, police, and firefighters 
put on a mock-search based on a 
crisis situation. Groups are tasked 

to conduct water rescues and 
mountain rescues, and all teams 

work together and pitch in to 
accomplish the tasks.

Make the time, and when you 
do, the rewards you’ll reap are 

totally worth it. If  you’re an 
outdoors person, there’s always 
a need for more people to get 

involved in SAR!

Wholesome Heroes 
represents individuals who are 

making a positive impact in their 
community through their work, 
volunteer efforts, or health and 

wellness initiatives.

SPECIAL MOMENTS

WHAT WOULD BRIAN TELL  
OTHERS ABOUT VOLUNTEERING

TAKEAWAY FOR REAL LIFE

TODAY

WHY HE LOVES THE 
PRODUCE INDUSTRY

WHAT HE’S LEARNED

WHAT MAKES BRIAN A 
WHOLESOME HERO? 

Brian is a volunteer for 
Cochrane Search and Rescue as 
a Ground Searcher in Alberta, 
Canada. Last year, he donated 
more than 200 hours and spent 

a year training to become a 
Ground Searcher. Now, he 

has gotten into tracking as a 
specialty. Brian is also a Director 

for the Canadian Produce 
Marketing Association, trying to 
increase consumption of  fresh 

fruit and vegetables.

2

3

4

5

6

1
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Originating from some wild species native to Asia, stonefruit 
varieties are as sweet as they are varied. Whether speckled, striated, 

fuzzy, or ombré, these fruits are a treat for the eye as well as the 
tongue. This handful of cultivars represents a wide range of flavors 

and is a universal symbol of summer’s arrival.

Stonefruit
SNAPSHOT

APRICOTS
FLAVOR
Tangy and sweet; develops a 
richer sweetness as it ripens

COLOR
Soft yellow and orange tones; 
red hints

SEASON
End of Apr to mid-Aug

APRIUMS*

*60-75% apricot, 25-40% plum

FLAVOR
Hearty flesh with abundant 
nectar; long shelf-life

COLOR
Soft yellow and orange notes

SEASON
End of Apr to May, Jul
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RED & BLACK 
PLUMS
FLAVOR
Juicy and sweet

COLOR
Ranging from dark purple to 
deep red/yellow blends

SEASON
Apr to Oct

PLUOTS & 
PLUMCOTS*

*60-75% plum, 25-40% apricot

FLAVOR
Fusion of flavors by variety

COLOR
Purple, red, spotted white, 
green, and yellow

SEASON
May to Oct

YELLOW 
NECTARINES
FLAVOR
Smooth, sorbet sweetness

COLOR
Yellow flesh

SEASON
End of Apr to end of Sep

WHITE 
NECTARINES
FLAVOR
Very sweet, ranging from 
sugary to more mild with 
herbal tones

COLOR
Red and orange with white 
and beige coloring

SEASON
May to mid-Sep
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YELLOW 
PEACHES
FLAVOR
Sweet, tangy, and bright, with 
aromatic nectar

COLOR
Red and orange with yellow 
undertones

SEASON
Apr to end of Sep

WHITE 
PEACHES
FLAVOR
Very sweet, ranging from 
sugary to more mild with 
herbal notes

COLOR
Red and orange

SEASON
May to mid-Sep

DONUT 
PEACH
FLAVOR
Similar to white peaches

COLOR
Varies

SEASON
May

Source: AndNowUKnow stonefruit contributors
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Optional: Cherry or grape tomatoes and 
quartered jalapeños—either can be added 
raw, roasted and swirled, or skewered into 
the drink.

ail Caesar!

The Caesar (or Bloody Caesar, given its close relation to its French 
sister, the Bloody Mary) is a national treasure for Canadians, but 
can be enjoyed everywhere. 

As we make our way through the first half of 2018, calendars are filling 
up with all sorts of celebrations, trade shows, and travel—if you’re 
anything like me, all those occasions are celebrated to the fullest. 
Produce events, by their very nature, are rather lively affairs. Perhaps 
even a little too lively, and that’s where this beauty of a cocktail comes in 
so handy.

Blessed with magical healing properties similar to the Bloody Mary, the 
Caesar is as much an effervescent, delicious hangover cure as it is a salute 
to Canadian ingenuity and flavor enthusiasts everywhere. Restaurant 
Manager Walter Chell invented the Caesar in 1969 as the signature drink 
for a new Italian restaurant. He’d been inspired to create the Caesar 
during a visit to Italy—the drink’s profile being based on Spaghetti alle 
Vongole. For non-Italians, this translates to spaghetti with tomato sauce 
and clams.

A mix of vodka with clam and tomato juice (Clamato is most widely used 
today), Worcestershire sauce, fresh vegetables, and spices, it wasn’t long 
before Chell had patrons at the Calgary Inn bellying up to the bar to try 
the uniquely spicy, refreshing, yet full-bodied Bloody Caesar. The big 
difference, for me, between the Caesar and its Mary counterpart is the 
umami-rich depth the clam juice element adds to the concoction. Though 
you might think clam would give the drink a tinge of brininess, in reality it 
is quite subtle. Savory with a kick, just how I like it. 

H

LIBATIONS
FOR ALL OCCASIONS:

The CAESAR

INGREDIENTS DIRECTIONS
1/4 cup celery salt
1 lime, cut into 8 wedges
6 oz vodka
32 oz Clamato juice
5-6 dashes of Worcestershire sauce for each
5-6 dashes of Tabasco sauce for each
4 long pieces of celery
8 pimento-stuffed olives
Ice cubes

SOURCE | Food Network and The Globe and Mail

Spread the celery salt onto a small plate. Rub the rim of one 12-ounce 
glass with a lime wedge. Turn the glass upside down and dip the rim 
of the glass into the celery salt. Repeat with remaining 3 glasses.

Fill each glass with ice cubes. Divide the vodka equally between the 
4 glasses. Pour Clamato juice into each glass.

Season each Caesar with several dashes of Worcestershire and 
Tabasco sauces, to desired spiciness. Stir each cocktail with a stir 
stick.

Garnish with celery sticks, olives and remaining lime wedges. Serve.

1

2

3

4

Serving size: Makes 4 cocktails. Up the ante with the vodka, 
depending on the “bite” you prefer.

by Whit Grebitus
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CPMA
CPMA
CPMA
CPMA

CPMA
CPMA
CPMA
CPMA

Getting children to try new fruits and veggies 
ultimately means attracting the attention of  
their parents. Parents can attest to the “pester 
power” of  kids and the extent to which 
they influence purchasing decisions for the 
household. While the level of  influence may 
vary depending on the child’s age, no parent 
wants to do battle over food choices, so 
attracting a child’s attention in the produce 
category may make it easier for parents to 

A
popular feature of  the Canadian Produce 
Marketing Association (CPMA) Annual Convention 
and Trade Show is the New Product Showcase. 
One of  the fastest growing categories is the Freggie™ 
Approved award. Freggie is the mascot for the CPMA 
children’s program and is an easily recognizable 

character who reminds children to choose fresh fruits and 
veggies. 

Entrants in the Freggie Approved category feature 
new products or innovations designed to 
appeal to a younger audience and consumer. 
The 2017 winner in this category was Mucci 
Farms for its new Veggies to Go™ program. 
These adorable snack packs contain bite-sized, 
flavor-filled cucumbers, tomatoes, and peppers 
in fun packaging.

Veggies to Go makes it easy for kids and 
parents to make a healthy snack choice. The 
convenient package is easily-portable, and 
the sweet vegetables appeal to taste buds of  
any age.

The Biggest “Little” Audience:
Packaging for the next generation

CPMA
CORNER

Emily Murracas, Marketing Manager, Mucci 
Farms. “Veggies to Go is a handy snack pack that is 
conveniently-sized for kids and pre-portioned for parents. 
We created Veggies To Go with both kids and parents in 
mind. We know that it can be tough to convince children 
to eat healthy foods, so we thought creating a kid-sized 
package with kid-friendly graphics would really help 
parents win both ways. Kids eat healthy, and it’s easier to 
get them to do so.”

An important demographic

By Editorial Contributor Ron Lemaire, President of CPMA

Freggie Approved
 Mucci Farms Veggies to Go™
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choose healthier options with 
the “permission” of  their child. 
Marketers who make it easy for 
both parent and child to agree 
on a particular item will surely 
have a hit on their hands.

The use of  popular characters and 
fun packaging are two of  the tactics 

used by produce sellers. Pure Flavor® 
created their Mini Munchies line with 

bite-sized veggies and monster packaging and the Dole 
Food Company features a line of  salads specially branded 
with Disney characters.

Fresh-cut fruits are a great new option for snacking on-
the-go, and provide healthy alternatives to traditional 
individually-packaged snack items. Fresh Advancements 
packages apple slices in different varieties that are a 
convenient and shareable snack for any occasion. Windset 
Farms’ DUET Snack Pack features a resealable package 
which keeps the cucumbers, peppers, and tomatoes fresh 
and ready from one snacking occasion to the next. Kids 
may go for the flavor, but parents can appreciate the 
nutritional value and the convenience of  these snacks.

Not always a bad thing, peer 
pressure can lead to children trying 
new fruits and veggies if  they are in a 
comfortable environment and their friends are 
part of  the adventure! Classrooms, daycares, camps, 
and community events are all places where children may 
be exposed to a new produce item or variety. Having 
healthy options available at social events provides children 
with an opportunity to experiment with new tastes at the 
same time as their peers. Feeling like they are a part of  the 
action can be a positive thing when it comes to making 
healthy choices.

Research has repeatedly shown that some flavors and 
textures are an acquired taste, and children may need to 
try a new flavor several times before it becomes a regular 
part of  their diets. Offering multiple opportunities to try 
new produce is an important practice for parents and 
caregivers to continue. Produce companies recognize this 
challenge and are constantly adding new flavors, colors, 
packaging, and ideas to appeal to kids. Houweling’s yellow 
cherry tomatoes are one example of  a flavorful twist to a 
fruit that children know well. The bright yellow color and 
sweet flavor make it easy for kids to expand their “tomato 
repertoire.”

Getting children to love healthy eating may be a challenge, 
but it’s one that the entire produce industry strongly 
embraces. The ever expanding array of  varieties and 
marketing strategies offers plenty of  choices to time-starved, 
busy families. By making healthy choices fun and convenient, 
it has never been easier to offer children lots of  fruit and 
vegetables options. 

Chris Veillon, Chief  Marketing Officer, Pure 
Flavor. “Our Mini Munchies Snack Sized Veggies aim 
to promote a healthy, active lifestyle to both children 
and their parents alike. This flavorful and healthy 
snack will help the Mini Munchies program stand out, 
over and above competing products in the market and 
help increase fresh produce consumption. The perfect 
healthy snack combination makes it easy for a grab-and-
go snack for kids (and adults!) of all ages.”

David Bell, Chief  Marketing Officer, Houweling’s. 
“At Houweling’s we’ve developed our premium snacking 
tomato line with consistency and quality in mind, 
showcasing bespoke varietals that deliver exceptional flavor. 
Nothing makes a parent happier than their child asking for 
a cherry tomato to snack on. We hear from parents often, 
telling stories of  their kids eating the entire package on the 
drive home from the store, or having to store the tomatoes 
on a high shelf  because their kids are stealing them before 
dinner. It tells me that if  we put great tasting, nutritious 
options in front of  kids, they will be eating healthier.”

John Newell, Chief  Operating Officer, Windset 
Farms. “At Windset Farms we recognize the importance 
of  building healthy eating habits at an early age! From 
supporting local school nutrition programs to donating 
to food banks, we do our best to provide and nourish the 
community with sustainable and nutritious produce. For 
this reason, we have introduced our Snack Pack options, 
including DUET and TRIO, that combine snackable 
tomatoes, cucumbers, and mini peppers, creating the 
ultimate on-the-go snack. Incredibly addictive and tiny in 
size, these snack packs are a perfect alternative to processed 
foods. An instant hit with both kids and adults!”

The world looks much different from three feet off 
the ground or from the seat of  a shopping cart, so 
merchandising produce to appeal to children is part of  the 
solution. Displays which are visible as a child walks through 
the store are likely to catch their eye. As more retailers 
include candy-free checkout aisles and provide fresh 
produce substitutions, there is an opportunity to expose
kids to these choices more often.

Ready-to-eat snacks

Through a child’s eyes

Peer pressure

If at First, you don’t succeed…

Conclusion

Pure Flavor® Mini Munchies

Windset Farms DUET Snack Pack

Houweling’s Tomastic Yellow 
Cherry Tomatoes
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F
act: if it’s smaller, it’s cuter. 
For example: puppies, kittens, 
and NatureFresh™ Tomberry® 

tomatoes. Weighing in as 
what NatureFresh deems the 

“World’s Smallest Tomato,” each 
NatureFresh Tomberry is only 
one to two grams and 0.5 to one 
centimeter in diameter, almost too 
adorable to eat—almost.

After exploring new varieties 
in its Leamington, Ontario, 
greenhouse this past year to 
implement a snack category 
takeover, NatureFresh is debuting 

its Tomberry as a means to build 
a category of snacking tomatoes 
that complements its TOMZ line.

Though they be but little, they 
are fierce in flavor. Delivering 
on everything we love about 
tomatoes in the tiniest of 
packages, the NatureFresh 
Tomberry brings a new look 
and ingredient to home chefs 
looking to spruce up culinary 
masterpieces. Or, if you have a 
tendency to snack on ingredients 
while you cook (like me), these 

small fruits are the perfect size for 
pre-meal grazing crazes.

New to the North American retail 
scene after launching just this 
season, the NatureFresh Tomberry 
is available in packaging that 
highlights its unique and hard 
to miss miniscule-ness, making 
it difficult to pass by without 
cooing at. And if shoppers weren’t 
convinced by just holding the 

“World’s Smallest Tomato” in their 
hands, its re-sealable Top Seal 
packaging is sure to seal the deal.  

up
close

A Closer Look at 
NatureFresh™ Tomberry® 
Tomatoes

by Kayla Webb
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I
magine a fleet of harvesters controllable by a single technician or 
a series of sensors allowing autonomous harvesters to roam fields 
unaccompanied. A few short years ago these may have seemed like 
far-fetched ideas, but notions like these are increasingly becoming 
plausible solutions to problems in agribusiness.

And since the late-sixties, Ramsay Highlander has been pushing the 
boundaries of ag tech, producing solutions to improve efficiency 
in fields across the United States and throughout the world. From 
its trademark, self-propelled Highlander Harvesting Aids to custom, 

high-tech Self Propelled Mechanical Harvesters that cut leafy greens with water 
jets and autonomous harvesters controllable from an iPhone, the company has 
continually been at the forefront of innovation in our industry. 

Ramsay Highlander
By Robert Schaulis

Propelling Our Industry Forward

– Frank Maconachy, President and CEO, 
Ramsay Highlander Inc.

“
”

A Ramsay Highlander spinach 

harvester operating in the field

It takes a collaboration of engineering 
minds from different disciplines...to 
come together and work on producing a 
solution. And we’ve got that team built 
here with Ramsay and our partners.
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“We’re 
a second-
generation family-
owned company. We started 
off as a little machine shop in 1969, 
and that evolved into building some self-
propelled and three-point harvest aids and specialized 
self-propelled in-field packing machines; that’s how we started,” 
Frank Maconachy, President and CEO of Ramsay Highlander, tells me. “I 
came onboard with the company back in 1991. My father-in-law wanted to retire 
so he said, ‘Come look at this business and take it over, and let me go hunting 
and fishing for the rest of my days.’ My wife and I did a stock purchase of the 
company in the early 1990s, and we’ve owned it ever since.”

For more than 27 years, Frank has been heading the company and working with 
its customers to develop the best possible products, services, and solutions 
to meet the changing needs of agribusiness. One such ag tech solution is the 
recently-developed water knife-wielding automated romaine harvester patented 
by Frank Maconachy in 2007 and exclusively developed by Ramsay Highlander, 
Inc. In 2009, Taylor Farms was one of the first companies to purchase the 
water jet harvesting machine and later ordered more machines, as did other 
companies, from Ramsay Highlander.

By Robert Schaulis

“I felt we had to come up with a better 
system to cut the bigger leafy greens 
such as iceberg and romaine,” Frank 
explains. “It was one of those middle-
of-the-night thoughts—why don’t we 
cut it with a water jet? We use water 
to cut steel. Bakeries use it to cut the 
frozen cakes you buy. The chicken 
industry uses it to cut chickens. Why 
not just address the seed line and 
have the machine mechanically follow 
the contour of the bed so we can 
direct the water knife to cut at angles 
going down the rows and straight 
across the bed-top when it’s level?” 
So Frank and his team of engineers 
at Ramsay Highlander went to work 
on designing the machine, and once 
he and his team came up with the 
machine configuration, Frank filed for 
a patent on the new technology. 

Ramsay Highlander equipment

Frank Maconachy, President & CEO,
Ramsay Highlander

Water jet cutting apparatus used 
in the Ramsay Highlander shop for 
precision making of parts.
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After Taylor Farms approached 
Ramsay Highlander to produce a 
bandsaw-based system to better 
contour beds as it cut leafy greens, 
Frank saw the opportunity to 
introduce his patented water-jet-
cutting harvester to Taylor Farms 
and prove to them this technology 
was better and would solve the 
company’s problem. The result was 
both a better contouring device 
and a means of better keeping cut 
greens fresh.

“We did tests in Yuma with a 
prototype, and I knew that the 
physics of cutting lettuce with 
water would basically reduce the 
bleeding that turns the butt of a 
head of lettuce brown or pink. I 
knew that those physics would 
be there, and that would be a big 
plus,” says Frank. “We gathered up 
romaine heads that we cut in the 
field and stacked them up, and I 
took a picture of them, and you 
could see; there was no significant 
milking, and cut butts of the 
romaine lettuce weren’t turning 
pink yet, even after they were 
sitting in the field at 85-degree 
temperature in Yuma for about 30 
minutes. That’s a huge thing on top 
of being able to do the cut.”

“

”
A technician operating Ramsay Highlander’s water jet cutting harvester

We’re going to 
have robotics 
doing the 
picking on these 
machines…and 
we’ll probably 
have something 
out late this 
summer for our 
alpha phase of 
testing.
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Now, Frank says, the company is 
taking on new challenges, working 
on automated solutions to harvesting, 
remotely-controlled means of 
operating multiple harvesters from a 
single iPhone, and ways of eliminating 
hydraulic oil from fields for greater 
food safety.

This last solution is well underway, 
with an automated, all-electronic 
harvester set to hit fields in a trial 
capacity this summer. With regulations 
and food safety guidelines getting 
stiffer, it makes sense to get rid of the 
hydraulics and diesel on the machines.
 

“We’re getting there. This particular 
grower that wants the machine has 
thrown us a curveball; he wants the 
machine to go at three inches per 
second at harvest speed. And in using 
gear drives we can get down to that, 
but we have efficiency issues with 
the electric motor. So we’re working 
through that to develop an electric 
motor that can spin properly at the 
right efficiency to give us the output 
needed, to give us the wheel drive 
with the torque required, to push a 
machine through the field in the mud,” 
Frank explains. “We’re going to have 

robotics doing the picking on these 
machines. We’re ready to build the 
first alpha unit, and we’ll probably 
have something out late this summer 
for our alpha phase of testing. Then 
we’ll work through the nuances that 
you discover with these things.”

And with another current project, 
Ramsay Highlander is working 
on pairing state-of-the-art sensor 
technology with the latest advances 
in controllability to optimize efficiency 
and improve the quality of produce.

“We recently started testing a new 
lidar system for self-guidance. It’s a 
solid state lidar system; now instead of 
having four of these lidars reading and 
coordinating, we can do it with just 
one,” says Frank. “And we’ve coupled 
that with another type of radar system 
that follows the machine for safety 
reasons. As far as controllability, we 
can outfit the machine with everything 
necessary for a GSM network system, 
so we can run it remotely through 
software—from an iPhone or iPad. You 
can have one guy drive four of these 
harvesters onto the field. And with a 
wireless mesh network (WMN) system 
between the machines, they talk to 

each other, so they know where each 
one is going through the field. They 
won’t run into each other; they know 
that this one has covered this path, 
and they’ll be programmed to go 
through these specific passes.”

With labor issues becoming 
increasingly problematic, Frank tells 
me, Ramsay Highlander will be at the 
forefront of an increasingly automated 
harvesting process.

“Robotics is coming for harvesters. It’s 
been a long process,” surmises Frank. 

“We’ve had a few companies make 
claims and try to do it on their own, 
but they’re not making headway. It 
takes a collaboration of engineering 
minds from different disciplines—a 
whole group of people to make this 
stuff happen. We need a roboticist; 
we need electrical, mechanical, and 
hydraulic engineers—a gamut of 
people in these disciplines to come 
together and work on producing a 
solution. And we’ve got that team built 
here with Ramsay and our partners.”

One can rest assured knowing that 
firms like Ramsay Highlander are up to 
addressing challenges to the future of 
agribusiness. 

Field workers using Ramsay Highlander’s 
track drive spinach harvester
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Being the FungI
in the Produce Department

Mon t erey Mushrooms

b y  j o r d a n  o k u m u r a

”“
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The question this year for 
Monterey Mushrooms is not what 
can you do with mushrooms, it 
is more like what can’t you do. 

As retailers and foodservice operators 
strive to keep their produce departments 
competitive while keeping flavor and 
versatility top-of-mind, Monterey 
Mushrooms is bringing a fresh set 
of insights, best practices, and new 
solutions to boost sales, drive traffic, and 
stay ahead of the game.

Mike O’Brien, Vice President of Sales 
and Marketing, joins me to talk about 
the mighty mushroom and how the 
category is no longer an underdog, but a 
top performer.
 

“The mushroom category has performed 
very well in supermarket produce 
departments. According to IRI data, 
the mushroom category outperformed 
the total produce department in sales 
dollar growth rate,” Mike shares, adding 
that this growth was driven by a shift 
in mix from whites to browns, as well 
as a continual transition to organic 
mushrooms.
 
When I ask Mike why it is so vital for 
retailers and foodservice operations 
to look to the mushroom category to 
elevate the consumer experience, and 
the produce department itself, he tells 
me that it’s important to commit to the 
mushroom category whether you are 
retail or foodservice because it enhances 
your overall image.
 

“The savvy consumer will shop or eat 
at establishments that provide a full 
assortment of mushrooms, which will 
fulfill their recipes or their culinary 
desires,” Mike shares. “We must not 
forget that the mushroom category is 
also a profit generator.” 

Monterey Mushrooms recommends 
merchandising mushrooms in retailers’ 
very best refrigerated case, next to the 
bag salad category.

“Mushrooms are one of the most 
perishable categories in the produce 
department. To minimize shrink and 
maximize sales, it’s important to know 
your consumer and offer the variety that 
matches the store demographics,” Mike 
notes.

Once that is determined, he says, it’s 
blocking and tackling:  

“We are promoting larger packages, 
brown mushrooms, exotics, and organics. 
Larger packages increase consumption 
and sales,” Mike conveys. “Retailers can 
take advantage of the mushroom growth 
by offering solutions to their customers 
such as recipes and product information. 
Also, the training of produce store 
teammates is critical because they are 
the people that have the most contact 
with the consumer.”

Monterey Mushrooms carries many 
varieties. The highest percentage of 
the company’s business is in agaricus 
bisporus mushrooms, which are white 
mushrooms, baby bellas, and portabellas. 

Maintain the cold chain from farm to 
retail shelf

Proper ordering to turn product: use 
your history and current trends

Stay in stock: Out of stock leads to lost 
sales, disappointed customers, and really 
plays havoc with your scan data

•

•

•

M i k e  O ’ B r i e n ,
V i c e  P r e s i d e n t  o f  S a l e s  a n d  M a r k e t i n g
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But, in addition, Monterey Mushrooms 
sells exotics such as oyster, shiitake, king 
trumpet, maitake, white beech, brown 
beech, and enoki.

Baby bellas are actually young 
portabella mushrooms, Mike tells me as 
I ask for a little more of a drill-down into 
the category.
 

“They look much like white button 
mushrooms. However, they’re darker 
in color, have a stronger taste, are good 
raw or sautéed, and pair well with garlic 
or balsamic vinegar. They have become 
very popular,” he expresses. “So-called 
‘wild mushrooms,’ are popular on 
restaurant menus. Since most of us can’t 
spend our time hunting mushrooms 
in the woods—and while truly wild 
mushrooms, such as chanterelles, 
matsutakes, and porcinis are scarce 
and expensive—there are other richly 
flavored mushrooms in your local 
supermarket that can fill your flavorful 
needs. There are more than 2,000 
varieties of edible mushrooms.”

Whoever thought the mushroom category 
didn’t offer variety obviously hasn’t had a 
101 session with Mike.

“Now, several wild mushroom varieties 
are being cultivated, including oyster 
mushrooms and maitakes, enokis, 
and shiitakes, and a number of other 
mushrooms have been given proprietary 
trademarked names. These mushrooms 
are reasonably priced and I’ve played 
around with them quite a bit in recipes 
recently,” Mike shares. “It doesn’t matter 
to me that these ‘wild’ mushrooms were 
not really wild. They have the flavors 
and textures of wild mushrooms I have 
gathered in the Provençal countryside—
and they don’t require the meticulous 
cleaning that real wild mushrooms 
require.”

For those consumers who don’t want to 
chop the category themselves, Monterey 
Mushrooms introduced a new product 
line called Let’s Blend™, which is finely 
diced mushrooms ready-to-blend with 
ground meat. Let’s Blend comes in an 

Let’s Blendtm is a line of finely diced mushrooms 
ready-to-blend with ground meat

“...a traditional 
ground meat 

recipe prepared 
with 50 percent 

mushrooms 
and 50 percent 
meat can boost 

flavor—thanks 
to mushrooms’ 
umami—reduce 

fat, calorie, and 
sodium intake, and 

add nutrients.”
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8 oz package and three pre-seasoned 
flavors: Classic, Mexican, and Italian. It’s 
an easy way for home cooks to achieve 
the same Blend concept that is appearing 
on restaurant menus nationwide.

“People want to eat better without giving 
up flavor and texture. Let’s Blend works 
well with ground beef, chicken, lamb, 
pork, or turkey. It makes meat juicier 
without adding fat or cholesterol,” he 
says. “Retailers will appreciate the 
added value Let’s Blend brings to the 
refrigerated mushroom set and that it 
has an extended shelf-life. The recyclable 
packaging has cooking instructions on 
pack, a visible best-by date, and a cutout 
window to see the product.”

In the foodservice arena, Mike tells me, 
the Blending initiative of mushrooms and 
proteins is catching fire—moving away 
from a trend and into a movement.

And the Blend is what I am talking about; 
it is a fantastic opportunity for chefs to 
make their burgers more plant-based and 
for patrons to discover how their favorite 
foods can be made healthier simply by 
substituting 25 to 50 percent mushrooms 
into the meat. If you are like me—
mushrooms have become a new element 
in everything from tacos and meatloaf to 
lettuce wraps.

This Blend concept was born out of a 
partnership between the Mushroom 
Council, UC Davis researchers, and 
Culinary Institute of America chefs, who 
studied the flavor-enhancing properties 
of mushrooms and the appeal of blending 
mushrooms with ground meat. 

“A 2014 study by the partners found that a 
traditional ground meat recipe prepared 
with 50 percent mushrooms and 50 
percent meat can boost flavor—thanks to 
mushrooms’ umami—reduce fat, calorie, 
and sodium intake, and add nutrients. 
K-12 school districts, colleges and 
universities, and other non-commercial 
foodservice operators were the first 
adopters of the trend to blend,” Mike tells 
me.
 
I don’t know about you, but I am ready 
for a blended burger, or three. And, 
whether I am your guest or consumer, 
I am keeping a close eye on what new 
concepts you are cooking up with your 
mushroom destination.  

“The savvy consumer will
shop or eat at establishments 

that provide a full assortment 
of mushrooms, which will 

fulfill their recipes or their
 culinary desires.”

M o n t e r e y  M u s h r o o m ’ s 
f r e s h  m u s h r o o m  p r o d u c t s
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One of  the oldest cultivated crops with over 300 
varieties in the world and too many health benefits 
to list, garlic not only dominates a category of  its 
own, but also remains a mainstay of  the kitchen 

forever and always…
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STACIE SOPINKA
Vice President of Innovation 
& Product Development
US Foods

“Garlic plays a special role in my family’s culinary history. When he felt 
a cold coming on, my Ukrainian grandfather would consume a brew of  
garlic stewed in homemade wine. Luckily, my father evolved the family 
passion for garlic into a tradition of  enjoying steaming bowls of  Spanish 
Sopa de Ajo in cold weather months. In my kitchen, we love exploring 
how garlic can take on so many sensory personalities based on how it is 
prepared. Whether it’s in its most lusty form when rubbed onto grilled 
bread for bruschetta, crushed with a chef ’s knife and thrown in whole with 
slow braising meat to provide lovely base notes, or finely diced, macerated 
in sea salt and sautéed with olive oil and zucchini, garlic adds panache to 
every dish. Our family love affair is sure to carry on to the next generation. 
Who knows what they’ll do with hard neck garlic scapes!”

PATSY ROSS
Director of Marketing
Christopher Ranch

“I never knew how much there was to garlic until I started working 
at Christopher Ranch. Now I can’t imagine a meal without it! 
Fresh garlic is known for its health properties and nutrient content, 
including potassium, calcium, allicin, iron, and vitamins B and C, 
but it’s the flavor of  our California garlic that makes everything 
taste so good. What it does for vegetables is nothing short of  
amazing. I like to throw carrots, asparagus, cauliflower, broccoli 
florettes, green beans, and several whole garlic cloves in a roasting 
pan, toss with olive oil, a little salt and pepper, and bake until 
tender. It’s easy, nutritious, and absolutely delicious!”
 

Olive Oil Roasted Garlic

Sautéed Minced Garlic
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Teri Miller
Senior Category Manager
for Produce
The Fresh Market

“Garlic can easily be overlooked in the day-to-day management of  
the produce category. It’s an item that doesn’t always get the same 
attention of  the ‘beautiful’ fruits and vegetables. However, when 
looking at a retailer’s basket data, it’s very apparent how important 
garlic is to customers. Hypothetically, an average grocery market’s 
basket is $30, but an average basket with garlic is $67.50, or 2.25 
times higher. As a Category Manager, I’m protecting that item for 
my customers and merchandising in such a way that allows the 
customer to expand their culinary experience—fresh meats, fresh 
vegetables, lemons, olive oils, butters, vinegars, etc. My personal 
favorite is garlic sautéed in butter and mixed with angel hair pasta.”

Alex Jackson Berkley
Assistant Sales Manager
Frieda’s Specialty Produce

“Garlic adds a depth of  flavor to every dish. I am a garlic lover and 
often roast it with vegetables, potatoes, or even on its own to be spread 
on bread or added into sauces. Even though garlic seeps out of  my 
pores after I eat it, I would rather smell like garlic than not enjoy its 
sweet, versatile flavor! My favorite is to roast a head of  elephant garlic 
and have it handy in my fridge at all times.” Roasted Elephant Garlic

Fried Garlic Chips
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Cut pie crust into 3½" (8.9 cm) rounds. Arrange rounds 1" (2.5 
cm) apart on a rimmed baking sheet and bake in a preheated 
400º F (204º C) oven for 8 minutes (until light golden brown). 
Set aside to cool completely. 

Whip cream with sugar and vanilla until it begins to form firm 
peaks. Add mascarpone and whip until combined.

Pipe or spoon about 2 tbsp of  cream onto pastry rounds and 
top with strawberries, drizzled caramel, chocolate shavings, and 
mint.

1

2

3

Mucci Farms’ 
Smuccies™  

Strawberries

MINI MASCARPONE PIES 

4 cups Mucci Farms Smuccies™ Sweet 
Strawberries, quartered
14 oz (400 g) package refrigerated pie crust
1 cup 35% whipping cream
¼ cup sugar
1 tsp vanilla extract
1 cup mascarpone cheese
Caramel sauce
Chocolate shavings
Mint

Prep Time: 35 min
Cook Time: 8 min
Servings: About 20

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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FRUIT/VEGETABLE 
POWDERS & FLOUR
Fruit and vegetable flours 
and powders range in 
content and color, from 
red beet flour to green 
broccoli flour.
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ith gluten-free diets and 
the demand for healthier 

carbohydrate alternatives on the 
rise, fruit and veggie flour may be 

the final frontier to making cooking 
with flour accessible for all. From 

beets, squash, and broccoli to bananas, apples, and 
mangos—whether sweet or savory—if  you can dry it 
and pulverize it, you can turn it into flour.
 
Hearthy Foods is just one of  many companies 
offering a produce-based alternative to wheat flour. 
Its line includes some flours you would expect—like 
potato, carrot, and yam—and some that are very 
unique indeed, like cassava, kale, pumpkin, spinach, 
kabocha, and split pea.
 
Baking with these flours requires a keen eye, as they 
each demand differing procedures, and some must 
be used in conjunction with other flours.
 
Also joining in on the fun, Love Beets has launched 
its own beet powder, which may be used in 
smoothies, yogurts, sauces, oatmeal, baked goods, 
or just straight water. Love Beets’ beet powder 
boasts all the health benefits normally found in 
beet root: improved heart health, blood pressure, 
and circulation, and increased stamina, endurance, 
and energy. In keeping with the spirit of  produce 
flour, the beet powder is made from 100 percent 
U.S. beets, has zero added sugar, and is non-GMO, 
gluten-free, dairy-free, and vegan.

Glean has also launched a line of  all-natural, gluten-
free flours and powders, on which we previously 

reported in our sister publication AndNowUKnow. 
The line-up includes sweet potato and pumpkin 
flour and beet powder. 

In short, produce flours and powder options 
abound!

Many of  the companies who are branching into 
this new produce application aim to appeal to 
health-conscious consumers, offering products 
that are not only gluten-free, but also fresh, 
locally-sourced, dairy-free, soy-free, fiber-packed, 
single-ingredient, and vegan. These flours are a 
great option when marketing to millennial moms 
who may need to bake for large groups of  people 
with varied allergies and food-restrictions—try 
promoting the flours as a bake-sale necessity or as 
an ideal ingredient for a post-practice treat!

And, to reach those wanting to buy into produce 
substitutes for the old baking standards, try 
cross-marketing fruit and veggie flours with fruit 
substitutes for egg. I don’t know if  I’ll go all in on 
fruit or veggie flour just yet, but I certainly plan 
to do a blend of  apple and wheat flour in all my 
apple pies this upcoming summer! 

By Geneva Hutcheson

SOURCES | Hearthy Foods, Love Beets, and Glean Literature and Websites

FRUIT AND VEGETABLE 
Flours and Powders

W

FLAVORTREND



MANGO

With their soft sherbet-colored flesh and variety 
of beautiful blushes—from greens and golds to 

bright reds and soft pinks—mangos are one of the 
more striking members of a produce department’s 

assortment. The product of evergreen trees 
endemic to Southeast Asia, these drupes have 

spread to all corners of the globe—growing 
precipitously as a category in recent years.
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Average Opportunities 
for Growth

 

above Average

PACIFIC

Mountain

WEST NORTH 
CENTRAL

WEST SOUTH 
CENTRAL

U.S. National 
Average 2017

0.7% In Volume +3.8% since 2016+5% since 2016

EAST NORTH 
CENTRAL

EAST SOUTH 
CENTRAL

MID-ATLANTIC

SOUTH 
ATLANTIC

NEW ENGLAND

0.4% 238 $226
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SHARE OF CATEGORY DOLLARS
PER STORE/WEEK

(total U.S. 2017)

Mangos were 
the 20th most 

sold fruit
in the U.S.

Fresh-cut Mangos 
Sold in 2017

(+12% Since 2016)

Mangos.
KIWIfruit

Papaya
DATES

POMEGRANaTEs

TOMATILLOS
SPECIALTY FRUITS

GUAVA
COCONUT

FIGS

ALL OTHERS

36%
20%
10%
8%
6%

5%
3%

6%

2%
2%
2%

•
•
•
•
•

•
•
•
•
•

•

MANGOs had the largest 
Sub-category share at:

20th

ORGANIC MANGOs 
Sold in 2017

(+28% Since 2016)

Stats provided by The National Mango Board |  Data as of full year 2017
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Melissa’s Picks

Del Monte Fresh Produce, N. America, 
Inc. Homestyle Hummus | Hummus fills a 
void that was left when the public realized 
how many spreads are good for the taste 
buds but bad for the body. It does not 
surprise me that Del Monte Fresh, always 
apprised of breaking and rising trends, 
has noticed this and looked to answer 
that call. If you swung by the versatile 
company’s booth and spotted a brunette 
asking for dippers with plans to hog all 
the hummus...it might have been me.

1

Wonderful Citrus Halos Tree Retail 
Display | What could convey the visions 
of ‘fresh’ more than the perception of 
picking your own fruit from the orchards 
yourself? For retailers that might not 
want to plant any actual trees in their 
produce departments, Wonderful Citrus 
Halos Tree Retail Display comes close to 
answering that desire for fresh perception. 
Consumers certainly want to feel closer to 
the process, as our industry has found in 
the call for stories and transparency. So, 
harkening back to where these delightful 
citrus items came from rather than the 
usual retail display box makes perfect 
sense, don’t you agree?

3

2 Ippolito Queen Victoria Gourmet 
Belgian Leeks | Confession: prior to the 
kick off of my produce career, I would 
not touch onions or their cousins (except 
for garlic, of course) with a finger or a 
fork. But, my palate has widened as my 
fresh produce cohorts have furthered 
my education in the use of leeks and 
other bulbed veggies, and friends at the 
Ippolito booth were no exception! Armed 
with the knowledge that leeks are a great 
accent, and can also take center stage on 
their own as a rising food trend, this is an 
item that left an impression.

Duda Farm Fresh Foods Dandy® 
Ready Radishes | Beyond the catchy 
name, which I can see parents using 
as a fun way to trick their kids into 
making the salad for dinner, these 
roots live up to their title. Not only 
are they in line with the value-added 
boost many 20- and 30-somethings 
seek in food prep, myself included, 
but they are beautiful in their red 
and white, zig-zagged (or striped) 
glory. I have a feeling this is an 
item your shoppers will want to 
use enough to make up a few new 
radish-infused options outside their 
usual culinary box.

4Renaissance Food Group (RFG) 
Garden Highway Fiesta Fruit 
Salad | How can I not zero in 
on a product labeled “fiesta” 
while browsing the zest of Viva 
Fresh? Of course, RFG’s Garden 
Highway Fiesta Fruit Salad 
stood out among the pack. With 
value-added being a key factor 
for busy millennials, or just those 
less inclined to chop like myself, 
plus a flavorful kick included 
with the pack, this is primed for 
success among fresh items in 
the produce aisle as well. 

5

Has it really been four years since Viva 
Fresh cut its first ribbon? While it 
might seem hard to believe, the time 
is apparent in how the event, and its 

attendance list, continues to expand. It was 
a joy to return to San Antonio, Texas, and 
when we went wheels up to return home, you 
better believe I was already trying to decide 
what I could possibly name amongst all the 
standout items I saw. Here’s a brief taste of 
what resonated as I walked the show floor.

VIVA FRESH 2018

MELISSA DE LEON, SENIOR EDITOR

5
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Lillie’s Picks
VIVA FRESH 2018

SunFed® Almost Famous Eggplant | 
Maybe it’s the Greek in me—or maybe it’s 
the various ways that this pretty veg can 
be used—but I’m all about that eggplant 
life. I crave it in moussaka, roasted as 
a carb-free pizza crust, and dipped in 
hummus. The fun and funky packaging 
highlights the perfection found in 
produce, regardless of a few scratches 
around the edges. Along with bringing 
a unique character to the grocery 
experience, these grab-and-go bags also 
address the challenge of selling items in 
bulk and ensure that the produce is rung 
up correctly at the register.

1

London Fruit Black Label Boxes |
It’s all about style for me, and this new 
packaging has got the look. Sleek black 
lines frame the produce held inside in a 
picture-perfect design. The Black Label 
open-top cartons are stamped with the 
company’s signature logo, but nothing 
catches the eye like the pop of colors 
that the bright fruit provides when 
juxtaposed against the striking, sleek, and 
sophisticated design. The new Black Label 
packaging is also primed to drive sales, 
celebrate the much-loved Ataulfo variety 
mango, and provide customers and end 
consumers with the freshest possible 
London Fruit offerings.

3Cabefruit Produce Marvelous Jackfruit 
Meat Substitute | The nostalgia is real 
when I think about family gatherings at 
my favorite Mexican restaurant, where 
I all but drank salsa by the cup. My 
favorite dish, shredded beef tacos, is 
made all the more enticing with this 
meat substitute. The shredded fruit 
blends flawlessly with veggies to make 
meal-time prep more interesting and 
bites guilt-free, with tastes that make 
you wonder, “How have I not had this 
all along?!” So, I can now get the tasty, 
textured, versatile meal without the 
weighty meat?! I have three words for 
that: love, love, love.

4Village Farms Lorabella Blossom™ 
Tomato | The best part about 
these snacks is that you can grab 
a handful at a time. Offering 
consumers delicious flavor, a crisp 
bite, and vibrant color, the tomato 
variety offers a rush of emotions 
that, really, only food can tap into, 
if you ask me. Foolproof when 
put into salads, sautéed with 
asparagus, or tossed in with pasta, 
the only thing that can make these 
tiny pretties any better is their 
grab-and-go allure in the produce 
aisle, and a consumer has got to 
eat!

5

Now that the dust has settled after my first Viva 
Fresh show, I am feeling a bit dazed and majorly 
amazed by all of the innovative ways that our 

industry continues to push fresh forward. Booming 
with excitement, the showroom floor was teeming with 
industry leaders. As I meandered the booths, weaving 
in and out of the swirling creative energy, I found myself 
particularly drawn to a handful of products, though it 
was tough to narrow down with so many…

2

LILLIE APOSTOLOS, REPORTER

5

Domex Superfresh Growers® Autumn 
Glory® Pouch Bags | Fall is my favorite 
season for more reasons than I can count, 
but the colors and flavors that it supplies 
are right at the top of the list. Bringing 
sunset-hued apples and packaging to 
retailers year-round, the company taps 
into the reminiscence and romance that 
autumn brings, making Thanksgiving-
inspired apple pies a regular occurrence 
in my house. Beyond the beauty of these 
snacks, these apples offer a crisp crunch 
emboldened by juicy flavor. Be right 
back, going to make some pie crust now…

2
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