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EDITOR’S LETTER

S

eptember has arrived,

bringing us back-to-school
opportunities and closer
to fall and winter holiday
promotions—at retail and
on the plate. The buying
behaviors and desires of
North American consumers are changing rapidly, to
say the least, and companies unwilling to adapt to
that change will inevitably fall behind the demands
of today. While our industry doesn’t exactly have
a sink or swim mentality, the influx of new ideas,
movements, technologies, and preferences are asking
so much more of companies to not only survive,
but thrive.
Some of those companies and individuals
transforming the game are featured here
in this 35th issue of The Snack Magazine.

Sun Pacific is known for its wildly
successful Cuties® brand, but how about its
broader portfolio of long-standing premium
categories? With investments in the millions,
Sun Pacific is ramping up its California table grape
program and taking huge strides in organics to meet
customers’ needs. Nathan Longcrier, Max Jehle, Al
Bates, and Melissa Heinrich join us to dish on the
company’s developments made and the changes to
come as they look to the future of Sun Pacific.
And looking to the horizon and beyond,
NatureFresh™ Farms would tell you that what the
future holds is not so far away. The team behind this
Leamington, Ontario, company is executing that
future now—in innovation and flavor. Peter Quiring,
Matt Quiring, and John Ketler speak to the need to
evolve not only the product, but the people and the
plan.
You can’t travel far in North America without
coming across one of Taylor Farms’ innovative and
delicious products. But what makes them even more
desirable is the sustainability vision behind them. For
Taylor Farms, less is more. Like to know a little bit
more about that concept? Nicole Flewell joins us to
share the details.

Dionysios Christou of Fresh Del Monte has seen the
company become a world-class leader across retail
and foodservice. With the recent acquisition of Mann
Packing, the company is taking its growth to new
heights. We wanted to know what Dionysios has to say
about being on the forefront of fresh, so we asked him.
Also in this issue, we catch up with Ocean Mist® Farms’
Dale Huss as he walks through the past of artichokes
and leads us into the new norm. As an industry leader
in this category, we listened intently to what he had to
say, and we share it with you here.
Stemilt Marketing Director Roger Pepperl is also one
of those key influencers rewriting the marketing
message for fresh produce. With challenges
in the pear category in recent years, the
company has taken on the mission of
reinvigorating the category with a strategy
that can only be called an “operation.”
Now, start your engines as we bring you
Kenny Lund from ALC Logistics. The
new name in the game is Alchemy, a suite of
solutions built to make the transportation industry a
dream and logistics a vacation. But that is not all…
Tom Lange’s Bre Macomber gives us the 411 on
her likes in this edition of My Favorite Things and
LeighAnne Thomsen talks about the path that brought
her to Calavo Growers in Mentors in the Making.
So, please wrap yourself in something warm if the
temperature has begun to drop, pour yourself one
of the delicious Dulcinea’s Pureheart® Watermelon
Vodka Lemonades featured in this issue, and flip
the page.

Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack

2005 Capitol Ave., Sacramento CA 95811
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MENTORS IN THE MAKING

LeighAnne Thomsen

F

By andrea allen

OR SOME, going into
the produce industry is
a given. For others, it is
a passion they discover
and cultivate for themselves.
LeighAnne Thomsen has come a
long way in her produce journey.
She became infatuated with the
industry at California Polytechnic
State University, San Luis Obispo,
and it led her to the role she holds
now: Account Manager for Calavo
Growers.

I’m so grateful for that moment because
I was flowing through the event, not
thinking about myself, trying to make
everything ready and available for
connections to be made between other
people. I just really did not think about
what I was going to do or how I was
going to get a job. But she saw me.”
Starting out as an intern for Mission,
LeighAnne quickly rose through the
ranks, working her way into the Sales
and Marketing Department and then on
to managing Mission’s retail business in
the U.S. Northeast and Midwest. From
there, she moved back to California as
a Brand Marketing Manager, where she
dug her heels into learning classical
marketing and working on new product
development.

“I took a horticulture class at Cal
Poly where we learned about plant
biology, but also went out into the
fields and learned about pruning
and the hands-on aspects of it,”
LeighAnne begins, explaining to
me how her love for produce first
“Mission was a wonderful place to begin a
started. “I thought it was just so
career,” LeighAnne comments. “Mission’s
beautiful to be out in the orchard. I
fast-paced and entrepreneurial culture
learned about the supply chain and
was empowering and encouraged me to
thought it was incredible that this
was something that has affected my learn on my feet. I will always be grateful
for the unique and varied experiences I
life—my whole life—and I had never
had while working for Mission.”
known anything about it.”
After a few horticulture and
agriculture courses, LeighAnne
phoned her parents and announced
her plans to switch her major. From
there, LeighAnne felt emboldened
to indulge her agricultural passion
and make the most of her time at
university. At Cal Poly, LeighAnne
played lacrosse, captained the
Ag Marketing team, and led the
Ag Business Management Club,
through which she met Tonya Antle
of the Organic Produce Network.
“As the President of the Ag Business
Management Club, it was my job
to organize our annual career fair,”
LeighAnne says, reflecting on the
moment when Tonya became an
integral part of her career. “Tonya
was a guest lecturer and industry
ambassador for the agribusiness
department; I was running around
trying to get everything organized.
She literally took me by the
shoulders and steered me toward
Keith Barnard, who was doing
recruitment for Mission Produce.
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LeighAnne met another of her mentors,
Joe Caldwell of Giorgio Mushrooms,
through the Center for Growing Talent by
PMA’s Career Pathways Program.

to my mentors for their take. I have never
been so grateful to have such a network
of intelligent and thoughtful people. They
strongly encouraged me to go after a sales
role, which gave me confidence not only in
my ability, but also in my instincts.”
Another one of LeighAnne’s mentors, Julie
Krivanek of Krivanek Consulting, has
continued to push her to be the best as she’s
made these transitions in her career.
“I value Julie as a mentor for so many reasons,
but one of the best things I get from her is
that she tells it exactly how it is,” LeighAnne
shares. “She does not sugar-coat anything,
and she gives me constructive advice that,
from others, could be difficult to hear. She’s
so good at what she does that every bit of
advice or observance feels like a gift, and I
know that as I work to apply it, it’s all going
to make me a more strategic and stronger
business person.”
LeighAnne’s affinity for her mentors comes
from a similar impulse to the one that led her
to her career. She’s seen qualities in them—
like helpfulness, excitement, and passion—
and wants to emulate these in herself.
“They are hardworking,” says LeighAnne of
her peers and mentors, “and they’re lighthearted, and they do what they say they
are going to do. They’re passionate about
their companies and the products they’re
providing.”
Seeing her own determination and passion
reflected in her mentors, it’s no wonder
LeighAnne has made a name for herself in
the industry.

“Joe would try to figure out what
made me tick—what motivated
me—because, at the time, I didn’t
know exactly what I wanted to
do in the industry,” LeighAnne
says. “Joe really tailored my
Career Pathways experience and
gave me a great introduction to
the larger produce industry. He
continues to be a good friend
who checks in with me often.”
As her produce journey continues,
LeighAnne is embarking on the next
chapter in her life with Calavo Growers.
“My experience had been mostly in
marketing, but I began to feel that I
could really sink my teeth into sales,”
LeighAnne shares with me, clueing me
in to how she began this latest career
step. “It seemed like a slightly challenging
task to make this switch, so I turned

LeighAnne Thomsen
Account Manager,
Calavo Growers

The mentors

Here is what they have
to say about LeighAnne Thomsen...

Tonya Antle

Co-Founder and EVP,
Organic Produce Network

As a guest lecturer at Cal Poly, School of Ag
Business since 2010, I have had the opportunity
to work with well over 200 Ag Business
students. During this tenure, there have been a
few stand-out students that were clearly going
to do great things with their lives and careers.
LeighAnne was certainly one of those bright
lights that shined above and beyond her fellow
classmates. Her can-do attitude and willingness
to step out of her comfort zone, coupled
with her intelligence and grace, made her the
perfect candidate for our industry. I contacted
my friends at Mission Produce and made this
connection for LeighAnne and, as I suspected,
she did the rest. During her tenure at Mission she
was a fantastic contributor to the company and
to the industry at-large.
Over these past few years, it has been such
a pleasure watching LeighAnne grow and
develop her confidence and her leadership
skills. I am proud to have the opportunity to
mentor and help guide LeighAnne in her career
and know that the future of our industry looks
bright because of talent like LeighAnne and
other young dynamic members of our produce
community.

Joe Caldwell

President, Giorgio Fresh

I met LeighAnne as a Jay and Ruthie Pack
Scholarship recipient at the PMA Fresh Summit,
and we also met briefly the year before when
I gave a presentation to the Ag Marketing
students at Cal Poly. While she was obviously
outgoing and confident from her leadership
positions in school and the National AgriMarketing Association (NAMA) competitions,
her early desire to work in the fresh produce
industry was remarkable. The Fresh Summit is
a brief view of the breadth of the industry and
my advice to her was to take it all in.

LeighAnne is an inquisitive person who sought out
information, experiences, and advice. She was full
of thoughtful questions. We discussed the wealth
of contacts, information, and readily available help
from so many people across the industry. While
she had set personal goals, I suggested staying
open to what she could learn about the business
and all the possibilities that she may not have
considered before. The most important point I
emphasized was to have full confidence that she
was going to succeed, whatever decisions she
might make.
It has been a delight to watch LeighAnne
grow, contribute to her profession, and give
back to the industry. She has provided wise
counsel to other students I have brought to
meet her in successive years. Her contributing
leadership in the development of the Women’s
Leadership Conference is a perfect example of the
professionalism she exhibits in all she does.

Julie Krivanek
President,
Krivanek Consulting

I’ve worked with LeighAnne on building strategy
for the PMA’s Women’s Fresh Perspectives
brand, teaching her as a Fellow in the United
Fresh Leadership Program, and now as a mentor
watching her bright star rise.
LeighAnne has all the hallmarks of an impressive
leader. Here are just a few:
First, she actively seeks feedback and advice.
It’s not unusual for her to call and ask questions
like ‘Where do I need to develop?’ or ‘How would
you approach this?’ But it’s one thing to ask
for advice and another thing entirely to act on
it. For those who know me, I am a tough critic.
LeighAnne absorbs, reflects, and takes action—
never defensive and always with an eye toward
her next step. It’s inspiring.
LeighAnne is a deep thinker and a deep listener.
She won’t be the loudest voice in the room, but
I guarantee she will be one of the smartest. She
listens to others carefully, collaborates easily, and
speaks thoughtfully. Again, a hallmark of the
best leaders who can combine their natural brain
power with the tricky dynamics of a team.
LeighAnne journeys within an industry that she
loves enough to dedicate her many gifts and
talents for years to come. Aren’t we the lucky
ones? I can’t wait to see where it all takes her.

Sponsored By
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LIBATIONS
FOR ALL OCCASIONS:

Dulcinea® Pureheart®
Watermelon Vodka Lemonade
by Andrea Allen

A

s the days begin to cool off and the season
turns to fall, we still crave the sweet, delicate
taste of watermelon. Although summer is
slowly fading away, there’s no reason not to
enjoy a Dulcinea® Pureheart® Watermelon Vodka
Lemonade. Thirst-quenching and refreshing, it’s
the perfect addition to the transitional months of
August and September, and the go-to drink your
customers will be dying to imbibe.
Combining two flavor powerhouses, the sweetness
of the watermelon is balanced by the tartness of
lemons and oranges. Citrusy notes keep the palate
from being overwhelmed by a sugary smack of
watermelon. Not to mention, the drink’s red
hue looks like the setting sun on a cool
September night.
If you’re not already champing at the bit
to give this cocktail a try, let me set the
scene for you: It’s mid-September. You’re
lounging under the shade of a tree or a
patio awning, drink in hand, preparing to
relax and watch the world go by. Certainly
sounds like a lovely day, doesn’t it? Can’t
you already envision the in-store display?

Perhaps there’s no better beverage to
accompany you than what Dulcinea has
concocted—it’s a refreshingly sweet/tart answer
to temperate autumn evenings.

INGREDIENTS

DIRECTIONS

4 cups Dulcinea® PureHeart®
Mini-Seedless Watermelon diced
2 cups lemon juice
1 cup orange juice
1 cup vodka
5 cups water
½ cup sugar

1 In a large pitcher, combine lemon and orange juice, vodka, water,

Servings: 4 cocktails
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and sugar. Blend well to dissolve sugar.

2 Purée diced watermelon, adding more juice if needed.
3 Mix the watermelon puree into the lemonade.
4 Chill until ready to serve.
5 Upon serving, stir well before pouring lemonade over ice into
glasses. Garnish with a watermelon slice and lemon slice.

MY FAVORITE THINGS

BRE MACOMBER
Marketing Specialist, Tom Lange Company
While she spends many of her days at Tom Lange Company
positioning brands for growth and success, we wanted to know
what grounds this marketing ace in her day-to-day life. From
guilty pleasures and daily go-tos to must-attend events, here are
a few of her favorite things.

3
1“
4

They are everything to me.

” 2
5

The atmosphere, the hats, and the
most exciting two minutes in sports!

7

This changed my mind about gin
cocktails from “ew” to “yum!”

1
4
7
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It’s in my blood!

Sitting around a bonfire with good
friends and good conversation
during the fall season is a
Midwestern way of life.

8“

I’m a lifelong fan—I’ve been with
them through all the struggles
before we were champs!

My go-to genre.

Guilty pleasure.

”

” 9

I drink H2O constantly, so I have a
travel mug with me everywhere I go.
You might call me a hoarder if you
saw how many I have.

Family

2

Kentucky Derby
Letherbee Gin

6“

5
8

Agriculture

3
6

Bonfires
’90s Grunge Music

9

Chicago Cubs
True Crime Podcasts
& TV Shows

Travel Mugs

By Jordan Okumura

Sun Pacific Grape Grower Nathan Longcrier, Grape and Organic Crop Advisor Max
Jehle, and Vice President of Vines Melissa Heinrich in Bakersfield, California
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Air Chief® Organic Grapes from Sun Pacific

JUST ASK ANYONE IN OUR
INDUSTRY WHAT THEY
THINK SUN PACIFIC IS
SYNONYMOUS WITH, AND
I WAGER MANY WOULD
RESPOND WITH QUALITY,
FLAVOR, INNOVATION,
AND DIFFERENTIATION.
Sun Pacific, the company behind
the iconic Cuties® empire, knows an
incredible opportunity when it sees
one. Strategically positioned to rock the
market wherever it turns, Sun Pacific
has made strides to expand and invest
in a premium, ever-growing category:
California table grapes. And, due
to rapidly increasing demand, more
organic Golden State table grapes at
that.
Grape Grower Nathan Longcrier,
Grape and Organic Crop Advisor Max
Jehle, President of Sun Pacific Shippers
Al Bates, and Vice President of Vines
Melissa Heinrich, are leading the
charge for Sun Pacific’s growth, and
they join me to pull back the curtain to
talk shop and strategy.
“Our Sun Pacific ownership has
provided significant investments to the
tune of over $35 million as we have
redeveloped over 75 percent of the
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acres we farm.
This season,
40 percent of
our fruit will
be available
organically,
covering a span of 16 varieties—three
of those varieties are under proprietary
licenses from Sun World® and include
Autumn Crisp®, Scarlotta®, and
Adora®. The grape industry has
changed by leaps and bounds over
the years—consumer tastes and retail
demand have changed, and to stay
at the front of the pack, so did our
portfolio,” Nathan tells me, reflecting
on the path the company has taken in
the past 30 years.
When Sun Pacific’s Founder and CEO,
Berne Evans, purchased 72 acres of
orange groves in the San Joaquin
Valley in 1969, his vision to cultivate
the fertile California land and create
specialty crops that would delight
customers across North America and
beyond became a reality—a reality
that allowed him to branch into the
California grape deal just under two
decades later.
“Berne’s pioneering spirit led to
unprecedented innovation across
multiple categories, resulting in some
of the highest quality brands in the
marketplace and the most state-of-theart growing operations in the industry,”
Nathan reflects. “We currently own
100 percent of the grapes we grow and

pack, which are
spread over 4,000
acres from Bakersfield
to Reedley, California.”
Following the sun and crossing multiple
regions in California to ensure that
weather and growing conditions work
in its favor, Sun Pacific begins its
program each year in Maricopa and
Southern Bakersfield, then moves into
North Bakersfield, Northeast Delano,
Exeter, and then Reedley.
“These geographic locations allow us
to minimize our weather risk and
grow some later varieties that extend
the season from July into December,”
Nathan notes. “This is an important
part of what we do as we build on
top of an already sturdy foundation—
anticipate the needs of the changing
market and the retail landscape. The
longer you can offer California table
grapes, the more traffic you will find in
produce departments.”

“WE CURRENTLY OWN 100
PERCENT OF THE GRAPES
WE GROW AND PACK,
WHICH ARE SPREAD
OVER 4,000 ACRES FROM
BAKERSFIELD TO REEDLEY,
CALIFORNIA.”
—NATHAN LONGCRIER,
GRAPE GROWER, SUN PACIFIC
While today’s Sun Pacific operations
seem to exceed expectations, the roots,
or rather the vines, of the Sun Pacific
grape story began in the mid-80s with
the purchase of the company’s first
grape ranch in the location where the
operation’s current Lerdo, California,
facility is located. The plan? To enter
into those programs where Sun Pacific

could own the land and control all
that is done on the ranch, ensuring a
consistent, high-quality piece of fruit.
The Lerdo facility alone
has contributed to the
incredible growth
of Sun Pacific’s
California table
grape program.
“Innovation is key,
and keeping our
finger on the pulse
of retail demand
allows us to turn on a
dime,” Al replies when I
ask him about the steps the
team has taken in recent years to
ensure product that is not only tailored
to the marketplace, but elevating
it. “Between 2017 and 2018, we have
made significant investments in our
packaging upgrades, with two Marco
grape house packing lines in Lerdo, as
well as additional racking, increasing
storage by 150,000 boxes.”

Max Jehle inspecting
Sun Pacific grapes

Additionally, the company has
introduced a Top Seal packing line
providing Sun Pacific with state-of-theart packing technology for grape clams.
These investments in Lerdo provide
the ability to shed-pack grape clams
in an environment more conducive to
controlling quality and consistency, Al
adds.
If we are talking value, then Sun
Pacific is locked and loaded. Other
new investments include the addition
of Bakersfield Racking and Ducor
cold storage facilities, resulting
in an additional storage of half
a million boxes of late season
grapes. And these changes are
not just happening in grapes,
but across its operations, with
electronic grading improving
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Nathan Longcrier, Melissa Heinrich, and Max Jehle
talking shop in a Bakersfield, California, vineyard

the quality of Cuties and navels and the
addition of a lemon line that allows for
consolidation of shipping with Cuties in
Maricopa.
“These new investments, technologies,
and facilities are paying off for
customers,” Al says. “Our controlled
atmosphere rooms at Reedley are
increasing shelf-life on an additional
1.5 million boxes of fruit, and the
addition of high-tech ripening rooms
are resulting in improved consistency
for our Mighties® kiwi.”
Add in Near Infrared Sensors (NIR),
and Sun Pacific executes the sorting
of better tasting oranges for markets
willing to pay premium.
The investments that Sun Pacific is
making to ensure its strength at market
extend even further past its technology
and facilities—like with R&D in its
powerhouse citrus program, grape
varietal selection and development
goals, as well as investments in organic
opportunities, have been key to Sun
Pacific’s research and response to
retailers’ wants and needs.
“Our grape category has
drastically changed
over its lifetime as those
demands and tastes we
speak about have
taken on new
developments
and priorities,”
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Melissa shares with me. “For example,
many early varieties are no longer
being grown. In 2014, we had 10
varieties that we were growing, and
now, in 2018, that number has
increased to an incredible 16-variety
count, available in both conventional
and organic offerings. Organics have
been a huge opportunity for us to bring
more value to the program and our
retail partners. What was once a niche
opportunity is now a demand.”
Sun Pacific first introduced organics in
2017 and will have available almost two
million boxes of organics to ship this
season.

“OUR GRAPE CATEGORY
HAS DRASTICALLY
CHANGED OVER ITS
LIFETIME AS THOSE
DEMANDS AND TASTES
WE SPEAK ABOUT
HAVE TAKEN ON NEW
DEVELOPMENTS AND
PRIORITIES.”
— MELISSA HEINRICH,
VICE PRESIDENT OF VINES,
SUN PACIFIC

“In addition to our highly recognized
Air Chief® label, we are currently
exploring another label and brand
for our grapes that we will market to
children and adults alike,” Melissa
adds. “This brand will leverage
our Cuties and Mighties heritage
and equity and tie all our programs
together to create a message of quality,
convenience, and consistency in the
marketplace as well as to consumers.
So, stay tuned!”
Vertically integrated, another one
of those areas where Sun Pacific is
continuing to make those strides in
quality and consistency is through
its utilization of the most current
principles and practices of Integrated

Pest Management (IPM). As the team
tells me, many of these techniques have
been developed by Sun Pacific Pest
Management and Farming staff, in
addition to university researchers. With
an ecosystem-based approach, the IPM
staff focuses on long-term prevention of
pests and their damage.
“These techniques include the
management of biological control
species—some are native and some are
introduced through our augmentative
release programs from our in-house
insectary,” Max shares, further
deepening the insights Sun Pacific
brings to the table. “In addition,
we also use habitat manipulation,
modification of cultural practices,
and resistant varieties. Our IPM staff
continually monitors all blocks, and
each block is a unique biological system,
and different techniques are utilized
to keep pests and diseases below
established economic thresholds.”
A key focus that ties into Sun Pacific’s
IPM program is the varietal selections
process as Melissa noted earlier. When
considering certain varieties, Mother
Nature and today’s pest challenges
have become a part of the conversation
as well as their inherent susceptibility
to pests and diseases. Variety selection
has rapidly become more diversified
over the last six years, Max adds, and
Sun Pacific has had to be innovative
and creative in developing pest

management strategies that fit the
current landscape of environmental
regulations while developing a
systems approach that complies with
its philosophy of growing fruit with
minimal inputs into the system.

“OUR IPM STAFF
CONTINUALLY
MONITORS ALL
BLOCKS, AND EACH
BLOCK IS A UNIQUE
BIOLOGICAL SYSTEM,
AND DIFFERENT
TECHNIQUES ARE
UTILIZED TO KEEP
PESTS AND DISEASES
BELOW ESTABLISHED
ECONOMIC
THRESHOLDS.”
— MELISSA HEINRICH

“When these systems are in balance,
we can achieve these goals. One of
the keys to this balance is building
soil health through composting and
mineral additions to increase the
diversity of beneficial soil organisms,”
Max says. “By increasing this diversity,
plant uptake of essential nutrients
and water is increased, which results
in a plant that has greater tolerance

to pest and disease pressure. This is
also true for under and over applying
plant nutrients, which is prevented
through our plant soil and tissue testing
programs.”
These principles have been evident
with the growth of Sun Pacific’s
organic program as well.
“I have worked in organic farming for
30 years, and we are still learning every
day. With Sun Pacific’s large organic
program, we have developed many
techniques and procedures that we also
apply to our conventional blocks,” Max
says.
If there is one thing that keeps Sun
Pacific continually on its toes, it is
balancing conventional and organic
growing practices—a feat that means
that the team will never be bored.
Growing organic table grapes can
be very challenging at times, and
understanding the daily changes in
each block is imperative to achieving a
successful harvest, the team notes.
But the challenge, or rather all
challenges, are what make Sun Pacific’s
story not only one to rival, but one that
helps raise the bar for all. They make
you better, sharpen your resolve, and
lift the entire industry.
From where I am sitting, Sun Pacific is
both riding that wave and guiding it.

Max Jehle built Sun Pacific’s insectary; here he
illustrates the use of beneficial predatory mites to
promote plant and fruit health
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{ what the fork }

SWEET POTATO KALE FRITTATA
INGREDIENTS
2 cups Bako Sweet® sweet potatoes, diced
6 large eggs
1 cup half and half
1 tsp kosher salt

DIRECTIONS

1
2

½ tsp freshly ground pepper
2 tbsp olive oil
2 cups firmly packed chopped kale
½ small red onion
2 cloves garlic
3 oz Montchevre goat cheese
Prep Time: 10 min
Cook Time: 30 min
Servings: 4

3
4
5

Preheat oven to 350° F. Whisk together eggs, half and half, salt,
and pepper.
Sauté Bako Sweet® sweet potatoes in 1 tbsp hot olive oil in a 10inch ovenproof, nonstick skillet over medium heat 8-10 minutes or
until potatoes are tender and golden; remove and keep warm.
Sauté kale, red onion, and garlic in remaining 1 tbsp olive oil 3-4
minutes or until kale is wilted and tender; stir in potatoes.
Pour egg mixture evenly over vegetables and cook 3 more minutes.
Sprinkle egg mixture with goat cheese.
Bake at 350° F 10-14 minutes or until set.
For more delicious, healthy, & easy-to-prepare
recipes visit bakosweet.com
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Discovering
the
Future
NatureFresh™ Farms

by Jordan Okumura

(from left to right) Matt Quiring,
Executive Retail Sales Accounts
Manager; Peter Quiring, President and
CEO; and John Ketler, General Manager;
in the Leamington, Ontario, Greenhouse
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Tomberry® tomatoes
growing on-the-vine in
leamington, ontario

“Innovation isn’t just products.
It is your principles, it’s your
philosophy, it’s a way of life. It’s
who we are. We adapt to achieve
those goals every day.”
Peter Quiring

President and CEO
NatureFresh™ farms

I

n this industry, to change the
game you have to be a strategic
risk-taker—put new ideas on
the line, fine-tune a way to
dynamically go to market, and
have a strong belief in your
product. There is no doubting that the
team behind NatureFresh™ Farms does
just these things, and boldly.

With a drive to align with today’s
changing consumer and the challenging
demands of the market and beyond,
President and CEO Peter Quiring, his
son, Executive Retail Sales Accounts
Manager Matt Quiring, and General
Manager John Ketler join me to

32 / SEPT 2018

talk about the evolving program and
why change isn’t only inevitable, it is
necessary.
“Innovation—it is a word that you
hear a lot in our business. Some use it
as a marketing term and others truly
facilitate innovation throughout their
vision,” Peter tells me. “It has to exist at
all levels. Innovation isn’t just products.
It is your principles, it’s your philosophy,
it’s a way of life. It’s who we are. We
adapt to achieve those goals every day.”
NatureFresh has been on a growth
trajectory that has taken the company
to new heights in recent years. From

product innovation and research and
development to new marketing strategies
and growing practices, the team has put
its money where its mouth is and has
pivoted its business.
“Innovation, to me, is sometimes just
improving what is already existing—
integrating things in a different way
to make them better or more efficient,
and sometimes innovation means
anticipating trends five or ten years
in the future and building to take
advantage of these future movements
that are on the horizon,” Peter continues,
adding that innovation can even mean
creating or using things that you can’t

calculate an ROI for—from employee
retention and attraction to production
and everything in between.
NatureFresh decided that since the start
of its marketing company in 2010, what
the operation needed to be was a market
leader.
“Coming into an industry filled with
competition and long-term relationships,
we knew that if we did not establish
our company in a way that separated
us from the pack, we would be forced
to compete on price alone—which
obviously wasn’t what we were looking
to do,” Matt shares with me. “There
are more pieces to the puzzle and more
ways to bring value to our customer
relationships. And we believe we have
found them.”
One of the ways that the company is
working to achieve this is by investing
in research and internal initiatives, such
as the NatureFresh Discovery Center.
The team works with 20 to 30 different
seed companies and conducts 300-plus
variety trials yearly to find new products
that boast the best of the best in terms of
quality, flavor, and shelf-life.
“By having this R&D center located
within the farm, we can bring these
newly desired products to the consumer
market at a quicker pace,” John tells me
of the dynamic model that drives the
business. “NatureFresh is committed
to sharing this research with our
retail partners, which provides our
sales team with the opportunity to
enhance partnerships with retailers and,
ultimately, consumers.”
With innovations like the Discovery
Center, the Greenhouse Education
Center, merchandising tools that create
an environment at retail, and unique
product launches, NatureFresh is firing
on all cylinders and ready to impress.

(from left to right) Peter Quiring, Matt Quiring, and John
Ketler Taking a selfie

The concept of the Discovery Center
came about after NatureFresh’s
management team decided they wanted
to elevate the game in regards to flavor.
All too often, growers are pushed to grow
product for the best possible cost, which
results in a negative influence on flavor.
“We knew that this was occurring and
saw a need to be different. To be able
to charge more money for your product,
you need to be able to differentiate it
with an exceptional taste experience,”
Matt says.
The Discovery Center was the starting
point in the company’s pursuit to provide
a better tasting product for
the consumer. This
project aligned
perfectly with
the quest
to be

one of the most flavorful greenhouse
produce suppliers in the world.
The main goal and objective with the
Discovery Center: to learn how to grow
a more consistent and flavorful product.
“We are working with a number of data
points to accomplish this, including
climate, variety, harvest stage, and plant
nutrition,” Matt continues. “We don’t
believe any others are working with the
data quite like us. A lot of people are
doing trials on varieties, but varieties
are only a piece of the equation. Beyond
that, there are a lot of things a grower
can do to positively influence the flavor
levels of a tomato. The
Discovery Center
is allowing

So what exactly is this elusive Discovery
Center nestled in the company’s
Leamington, Ontario, operations—
kept behind lock and key? The
Discovery Center really allows the
company’s Trial and Development
team to spot the “hot” varieties and
pass on the “nots” a lot quicker than
you would see with a traditional
form of trialing, Matt shares.
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“Our environmentally friendly values are
upheld by knowledgeable and passionate
people, thus ensuring that our core
values are upheld within all areas of our
business,” John says.
“Another key point that is a huge
contributor to our growth and success
is how we approach the growing side of
things. We truly do have a flavor-first
mentality that is proving to pay off on
the retail-side. With respect to how
our strategy is evolving, it really hasn’t
changed much. We learn more about
our customers’ needs and markets to
be able to make minor tweaks along
the way, but our focus has been, and
will remain, being best-in-class,” Matt
shares with me, “as well as being
transparent and honest.”

Matt Quiring demonstrating the relative sizes of
(clockwise from top) Tomato on-the-vine, Tomberry®, and
snacking tomatoes in the Naturefresh™ farms Discovery center

us to better understand the dynamics of
growing and where the tipping points
are in regards to flavor, shelf-life, and
yield.”
Even after so many trials and tests take
place in the Discovery Center, only a
very small number of products make the
cut and end up on grocery store shelves.
One of those products this past year was
the Tomberry ®.
“We always seek out new opportunities,
one of which is the exclusivity we
have with Eminent Seeds to produce
Tomberry Tomatoes. These are
considered the ‘World’s Smallest
Tomatoes,’ but they are still huge on
flavor,” John reflects.
Matt, along with NatureFresh’s Trial and
Development Lead Benny Teichroeb,
and Operations Manager Frank
Neufeld from the Leamington farm
team, make multiple trips each year to
seed companies all around the world in
search of the next best varieties to grow
in NatureFresh’s greenhouses. They
came across the Tomberry specifically in
August, 2016.
“We planted some as a trial in our
Discovery Center shortly after, and we
were picking product in March,” Matt
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shares. “We really liked what we saw
in the Discovery Center with respect to
quality and shelf-life, so we did multiple
flavor panels on the Tomberry where,
again, it shined.”
At this point, the company knew it had
a winner. NatureFresh presented the
Tomberry to customers and next thing
you know, drumroll please, it was on the
retail shelves.
As a whole, NatureFresh also continues
to engage in ongoing training programs
from sources both within and outside
of North America. This keeps the team
fresh on the industry’s latest discoveries
and practices and the team regularly
completes intense research paired with
high-level analysis to ensure future
production and process efficiency.

This honesty and transparency
that Matt speaks of is ingrained in
NatureFresh’s business philosophy.
“We don’t like secrets between us and our
partners. If something is going wrong,
we talk about it. We make it a mission
to provide information that helps them
do their jobs easier,” Matt says. “We are
the buyer’s bridge to the farms, so we
try at all times to make sure that they
know what is happening, not only with
our own production, but also in other
growing regions. In an industry that’s
always changing, it is crucial to know in
advance when those changes are about
to happen.”
When I ask John what NatureFresh’s
goals and initiatives are this year
in terms of production and product
portfolio, he tells me that the team has a
strong focus on its Phase 7 Lit Program
Construction where NatureFresh will
be constructing 32 additional acres of
greenhouse facilities in Leamington.
This will give the team the capacity
to provide produce year-round to

“We truly do have a
flavor-first mentality
that is proving to pay
off on the retail-side.”
Matt Quiring

Executive Retail Sales Accounts Manager
NatureFresh™ farms

“...At the end
of the day,
it is about
building a vision
and a business
that can span
generations.”
John Ketler

Genral Manager
NatureFresh™ Farms

consumers by implementing the most
up-to-date supplemental lighting system
technologies. Completion of this project
is scheduled for spring 2019.
“Additionally, we strive to introduce
new technology that will allow us to be
more environmentally-friendly and grow
sustainably for our future,” John adds.
“Our growing practices are developed
by people who have a true passion for
our industry and for the land. Our team
of growers thrives in the monitoring
and adjustment process that is required
to ensure our consumers are always
provided with produce of top-notch
quality and flavor. Because at the end of
the day, it is about building a vision and
a business that can span generations.”
This idea of legacy is not a new one for
an industry like ours, rooted in family
and tradition, but for NatureFresh it is
also elevated by innovation.

“Family are the people we count on the
most, but also the ones we expect the
most from,” Peter tells me, reflecting
on that family element he often speaks
about. “Our vision is to support
everyone who works for NatureFresh,
however, it is also building something to
be left behind for my family: a legacy.”
When the team looks at the next 5 to 10
years, they tell me that they have plans
to continue developing the team, which
has always led to consistent successful
growth.
“I am confident that we will be doubling
in size within 10 years because, as you
know, growing people and produce is just
what we do!” John says with a smile.
“My dad always says we are in the
health business,” Matt tells me. “I
wholeheartedly agree with this statement.
It is very easy to get behind a product

that you know, trust, and believe
in. Another thing that makes me so
passionate about being involved in the
company and industry is the fact that
it was built entirely from scratch by my
father. He worked extremely hard at
building up this company ever since I
can remember. I want to be able to carry
on his legacy.”
The passion for produce is evident
throughout the team at NatureFresh.
“Love what you do and make sure others
do, too,” John expresses. “Allowing
people and the environment to thrive
creates a strong, efficient network of
team members who can accomplish the
unthinkable.”
Looking at the team guiding the
NatureFresh vision into a new era of
growth, I would say that the unthinkable
is not so far out of reach.
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They’re not just cute
Smart snackers love these perfectly-portioned treats from nature.
On-the-vine fresh, California-grown, seedless grapes
in a resealable bag. GrapesToGoTM delivers it all.
WE OFFER A BEAUTIFUL LINE OF PACKAGING. CUSTOM LABELING ALSO AVAILABLE.

BAGS
TM
• 125g GrapesToGo
CMYK: 0 / 100 / 100 / 20
• 500g Sealed Stand-Up Pouch
• 900g Field Bag

PUNNETS
• 500g Sealed Punnet
• 900g Sealed Punnet

CLAMSHELLS
• 500g Clamshell
• 900g Clamshell

Learn more at jasminevineyards.com/packaging.

CONTACT OUR SALES DEPARTMENT AT (661) 792-2141
JASMINE VINEYARDS DELANO, CA jvine@jasminevineyards.com
•

•

G

up
close
A Closer Look at Chelan
fresh rockit™ apple
shuttle pack
by Melissa De Leon

N

ursery rhymers, get ready!
Chelan Fresh is looking to
swap in a few verses for the
traditional treats children are
singing about with the launch
of its new Shuttle Pack, fondly
referred to as “the millennial
mom’s cookie jar.”
The new vehicle is a more bulk
option to deliver its popular
Rockit™ Apple to consumers as
demand for the fruit increases—
because, honestly, once you
have one it’s hard not to go in
for two or three...
A Gala-Gala Splendor cross
apple that is naturally bred to
be small with a distinct crunch,
the Rockit’s popularity has
taken off in a fashion that fits its
namesake enough for it to have
somewhat outgrown the sleek
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on-the-go tube it is usually housed
in—at least in terms of feeding the
family.
Weighing in at 3 lbs of fruit and
shaped like a jar parents can put
out on the counter, the Shuttle
Pack offers an option that can
feed everyone at home more

efficiently; its traditional tube
packaging remains a key pick for
snacking out of the house. And, for
once, parents won’t have to scold
their kids when they’re impishly
sneaking in for a sweet treat.
So, who stole the apple from the
apple jar?

Whether sliced up and used in clafouti or bitten into whole for a hearty
and juicy snack, pears provide a unique source of culinary pleasure that
is as versatile as the varieties that can be found. Celebrated in Homer’s
The Odyssey as a glorious gift from the gods, pears have a long history of
being loved and cherished by people all over the globe. Let’s see what
this pretty produce item has to offer in today’s day and age...
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BARTLETT
Flavor: Classic pear flavor, with
abundant juice and a
buttery texture
Texture: Very smooth
Size: Medium
Color: Pale green skin that
ripens to full yellow, pale
off-white flesh
Season: AUG–JAN

ASIAN PEARS
Flavor: Subtle melon-like flavors, mild
acidity near core

RED ANJOU
Flavor: Pleasant sweet flavor and
hint of citrus

Texture: Juicy, slightly grainy texture
Size: Medium
Color: Cinnamon color to a yellowcream skin, bright white to

Texture: Firm and dense
Size: Small–medium
Color: Dark red to crimson

pale yellow flesh
Season: SEP–JAN

skin, off-white to creamy
pink flesh
Season: OCT-JUN

ANJOU
Flavor: Sweet tropical flavor
Texture: Very smooth
Size: Medium
Color: Pale green skin, pale
off-white flesh
Season: OCT–AUG

COMICE
Flavor: Richly sweet and succulent
Texture: Soft and smooth
Size: Small and short
Color: Green with red blush covering
small to large areas of the
skin, creamy white flesh
Season: SEP–JAN

SECKEL
Flavor: Boasts the sweetest flavor
profile of all pear varieties
Texture: Dense and coarse
Size: Small and short
Color: Green with deep maroon
blush to nearly all-red skin,
off-white to pale yellow flesh
Season: SEP–DEC
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FORELLE
Flavor: Distinct cinnamon spice flavor
Texture: Dense and coarse, but smooth
Size: Small
Color: Green to yellow skin with red

BOSC

lenticels, white to off-white flesh

Flavor: Pleasant sweet flavor

Season: SEP–DEC

that is balanced with
hints of fall spices
Texture: Smooth, dense texture
Size: Medium

RED BARTLETT
Flavor: Pleasant floral aroma,

Color: Russet skin and dense
off-white flesh
Season: SEP–MAR

classic pear flavor
Texture: Smooth and buttery
Size: Medium
Color: Red stripes over a green
background to full brilliant
red, pale off-white flesh
Season: AUG–DEC

TOSCA

CONCORDE
Flavor: Tender and juicy, with a sweet
vanilla-like flavor
Texture: Dense flesh that becomes more
tender and juicy as pear ripens

Flavor: Sweet and juicy, exotic flavors
Texture: Smooth and very firm, creamy
Size: Small
Color: Greenish-yellow skin,
white flesh

Size: Medium–large
Color: Bright green skin, white to

Season: AUG–SEP

off-white flesh
Season: SEP–FEB

STARKRIMSON
Flavor: Balance of juicy and sweet
flavors, floral undertones
Texture: Smooth and fine-grained
Size: Medium
Color: Bright red skin with pale flesh
Season: AUG–DEC
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Wholesome Heroes
represents individuals who are
making a positive impact in their
community through their work,
volunteer efforts, or health and
wellness initiatives.

WHAT MAKES john A
WHOLESOME HERO?

John is always willing to lend a
helping hand. Whether that’s for
Boy Scouts, helping coach his son’s
football team, or volunteering at
the local parade, there’s not many
things John will say no to if it means
helping out his family or community.
John lives a very active lifestyle that
consists of working out five to six
times a week, running, hunting, and
fishing. John chose to live a healthier
life and lost 40 lbs, which didn’t go
unnoticed in his office. He now has
a group of co-workers who have
decided to also live “wholesome
to the core” by changing up their
diets and have begun implementing
working out into their weekly routine.

1

How he got involved in
volunteer activities

2

Takeaway for real life

3

Another favorite
way to give back

4

How John Evolved
His Lifestyle

5

Special moments

6

How a healthy lifestyle has
impacted the work atmosphere
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RAINIER ® FRUIT CELEBRATES WHOLESOME HEROES

John Schnellman
Produce Buyer, Lunds & Byerlys

YEARS IN PRODUCE

YEARS WITH Lunds & byerlys

FAVORITE PRODUCE ITEM

31

11

Grapes & Cherries

4
1

John looked at life in general
and asked, “How can I contribute?
How can I give back?” That’s
where the journey began. If
someone is looking for help, he’s
there. Having been in Boy Scouts
for 10 years, his summer vacations
were spent at Boy Scout camps,
and John sees the program as a
great opportunity to be a mentor
and help guide the kids to do
things for themselves.

2

John knows there are people out
there who are less fortunate than
he is. Whatever he can do to help
someone, make them smile, that
makes John happy.

“As I look back to this past December, I
was getting frustrated with trying to tie
my shoe and gasping for air while I was
doing it. My wife and I became very
active with the gym and started going
five to six days a week. I love it—it’s
almost like an addiction. I love how I
feel and how my life has improved.”

5

This past Christmas, John dressed
up as Santa Claus and visited an assisted
living facility. There was a lady who was
sick in bed, and he stopped by her room.
Her face lit up with a smile. She hadn’t
eaten in a few days, and she sat up and
John gave her a big hug. The staff asked
her to come join the group. She also
hadn’t gotten out of bed in days, and she
got dressed up and joined the rest of the
seniors. That was a very special
moment for John.

3 6

Both high school football and scouting
are near and dear to John’s heart. He’s
been involved in volunteering for high
school football the past five-plus years.
John started out as the Treasurer and is
now the President of the Quarterback
Club, an opportunity he really enjoys.

“We have about 10 people in our office
and they began asking me what I’m
doing. Our merchandiser has been going
to the gym, a produce buyer has become
more active, and our administrative
assistant has been going walking. We ask
each other what we’ve been doing on a
regular basis. We’ve even talked about
getting some weights for the office so we
can work out at lunchtime.”

NEW SEASON Organics!
We’ve got you covered, all season.

Nominate your Wholesome Hero today.
rainierfruit.com/wholesomehero

How Fresh Del Monte’s Growth
Continues to Evolve
by Lillie Apostolos

Dionysios Christou
Vice President of Marketing,
Fresh Del Monte
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O

winning leading grower, processor, and
supplier Mann Packing being a huge
part of that transformation. But what
stays the same is the company’s drive
for tangible success with customers and
consumers.

Over time, Fresh Del Monte has seen
quite the evolution in its growth—the
most recent acquisition of award-

Vice President of Marketing Dionysios
Christou tells me that milestones of
strategic growth can be seen throughout
the company’s long history, which
reaches all the way back to 1892. Since
then, it has carved out a name for itself
as a leader in vertically integrated
producers, marketers, and distributors
for high-quality, fresh, and fresh-cut
fruits and vegetables, Dionysios shares

ur industry faces
challenges and
necessary changes
every single day
in order to adjust to the
world we serve. Because of this,
there is a need to constantly evolve with
the consistent call for a fresh approach
to businesses’ and consumers’ desires.
Fresh Del Monte has made a point
of staying ahead of the curve with
acute attention to its growing business,
strategic offerings, and reputation.

“We are
constantly
seeking
out ways
to enhance
our ability
to better
serve our
customers...”
-Dionysios Christou, Vice
President of Marketing,
Fresh Del Monte

Mann’s Fresh Veggie Noodles & Rice have received rave reviews since their debut

about the journey. In addition, he dives
into the company’s role as a leading
producer and distributor of prepared
food in Europe, Africa, and the Middle
East.
“Our business has evolved over time
along with changing consumer needs,
and we continue to do so today. Our
recent acquisition of Mann Packing
is an example of how we continue
to expand to meet consumer and
customer needs,” Dionysios says. “This
acquisition represents a step toward our
goal of becoming the world’s leading
supplier of healthful, wholesome, and
nutritious fresh and prepared food and
beverages for consumers of all ages.
Mann Packing is now an integrated
part of the Del Monte Fresh family,
and we are pleased to be able to bring
Mann’s products to more consumers
across North America.”
At the root of the ever-expanding
company is customer service, as it
seeks product additions that cater
to consumer demand in new and
energizing ways. To bring its renowned
products—including Mann Packing’s
portfolio—to customers’ locations,
the company has approached
merchandising with a fiery vigor that
tends to holidays and festivities as much
as day-to-day happenings.
“Our merchandisers are constantly
communicating with our retailers
and their produce personnel to drive

sales around seasonal trends, such
as tailgating season, where tactical
eye-catching POS can help to drive
impulse purchases in-store,” he
shares. “Retailers and manufacturers
must always stay current with trends,
needs, and shopping behaviors of their
consumers. For example, millennials
are a growing consumer segment
that have more than $200 billion in
annual buying power and the highest
consumption of fruits and vegetables
in the U.S. As the need and want for
healthier lifestyles continues to surge
among this demographic, retailers must
target them by offering a wide range of
convenient, fresh products that can be
enjoyed on-the-go or quickly prepared.
Del Monte Fresh Produce products are
ideally positioned to address today’s
consumer needs. We’re constantly
bringing new products to market to
meet the changing needs of consumers.
Our products can help retailers
to engage shoppers with new and

innovative product offerings. Recently
added product lines to the Del Monte
Fresh family include Mann’s Nourish
Bowls® with plant-based protein and
Fresh Veggie Noodles & Rice.”
We’re looking at you, football fanatics,
because we know a Monday Night
Football spread is incomplete without
some produce flare. True to every
business, there are certain times of
year that are great for harvesting
promotions and consumer engagement.
Fresh Del Monte has taken the task
to heart, noting September’s unique
opportunities to dive feet first into
holiday readiness and merchandising
efforts that put fresh produce front and
center.
“In September, as we return to school
and work after the Labor Day holiday,
back-to-school is a major seasonal
theme. For consumers, Labor Day
acts as a ‘reset,’ and many of us will

del Monte® Vegetable Noodles address a growing demand
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be renewing resolutions to lead a
healthier lifestyle in the run up to the
holidays,” Dionysios tells me. “Whether
grab-and-go convenience items, snacks
for lunchboxes, or ingredients for
home-cooked meals, September is a
great opportunity to reconnect with
consumers around health and wellness.
When it comes to merchandising
produce to maximize the post-Labor
Day opportunity, it is important to
consistently display ready-to-eat fruit so
as to engage and attract consumers who
are increasingly looking for produce
they can eat today.”
The company encourages the whole
process to be easy, as consumers find
their produce essentials for sports
gatherings and more with a focus
on fresh. There is a method to our
industry’s madness, though, and Fresh
Del Monte knows it through and
through. The goal for the company’s
attention to merchandising is to boost
engagement with consumers, all the
while saving money for retailers.
“For retailers, an effective program
will emphasize product rotation and
consumer promotions to minimize
waste,” Dionysios adds, before
expanding on other ways retailers can
cater to financial and environmental
sustainability. “Another area that
consumers are paying increasing
attention to is sustainability. The
company has established environmental
and social policies and procedures
as well as numerous programs that
protect and sustain the environment
and promote the wellbeing of our
employees and the communities in
which we operate. Our environmental
and employee programs are regularly
audited by internal and external
auditors against internationally
Fresh Del Monte markets its products
worldwide under the Del Monte® brand
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accepted environmental standards,
such as Global GAP, ISO 14001, and
the Ethical Trading Initiative. In the
sustainability section of our website,
we present the many programs the
company has implemented worldwide
and their corresponding results.”
Beyond shrink, Fresh Del Monte keeps
its customers coming back for more
with its evolution of offerings. The
company is always on the hunt for
what people want and various ways to
become the go-to source for consumers’
needs. This drive, though, is an ongoing
effort, Dionysios explains.

“For retailers,
an effective
program
will emphasize
product
rotation and
consumer
promotions to
minimize waste.”
“We work hard to stay ahead of
consumer needs and bring to market
new products that deliver healthful,
wholesome, and nutritious fresh and
prepared food and beverages for
consumers of all ages. Meeting the
needs of consumers is essential for our
ongoing success, and you can expect
us to continue working toward this
goal,” Dionysios shares with me, before
expanding on Fresh Del Monte’s Mann
Packing acquisition as an example of its

one of Mann’s Nourish Bowls®

commitment to customer satisfaction.
“We are constantly seeking out ways
to enhance our ability to better serve
our customers and address consumers’
needs for healthier and more convenient
products. The Mann Packing
acquisition is just one way that we are
achieving this goal.”
Behind every success is a series of
endeavors tirelessly pursued. Fresh Del
Monte’s story is one comprised of little
events that have tread a path so large
and so profound that it has changed
the course of business for others in the
industry. With its reputation in tow, it
moves forward with grace and pride in
its large number of facilities, immense
distribution network, impressive
trucking operations, and so much more.
“Fresh Del Monte markets its products
worldwide under the Del Monte® brand,
a symbol of product innovation, quality,
freshness, and reliability for more than
125 years,” Dionysios explains. “Our
North America region alone has more
than 23 distribution centers, various
repacking facilities, a trucking fleet, as
well as a Del Monte shipping fleet.”
With that, cheers to the next 125 years
and the growth that is yet to come!
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SWEET CELEBRATION RED GRAPE GELATIN
INGREDIENTS
1 cup Castle Rock Vineyards’ Sweet
Celebration Red Grapes, halved
2 cups white grape juice
1 cup cold water

DIRECTIONS

1
2

3 packets unflavored gelatin
⅓ cup sugar
1 cup cold purple grape juice or additional
white grape juice
1 medium red apple, chopped

3

Prep Time: 20 min
Servings: 10

4

Bring 2 cups white grape juice to a boil in a small saucepan over
high heat.
Pour water into a large heat-proof bowl and sprinkle gelatin
over the water; let stand for 3 minutes. Add heated white grape
juice and stir to completely dissolve the gelatin, 2-3 minutes.
Add sugar and stir for 1 minute to dissolve. Whisk in cold purple
grape juice (or additional white grape juice).
Thoroughly whisk mixture until uniform. Ladle mixture into
mold to cover the bottom by ½ inch. Nestle apple pieces into
layer of gelatin. Ladle another thin layer of gelatin over fruit to
hold it in place. Mix grapes into remaining gelatin mixture in
bowl. Ladle remaining mixture into the mold and smooth the
top. Cover the mold with lid or plastic wrap.
Refrigerate until very firm, about 4 hours.

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

uby, peridot,
and onyx berries
clustered together
like stars in a galaxy—
sometimes there is not a
sight to behold as beautiful
as a bunch of grapes. From
the very first crisp, sweet
bite, the grape has charmed
many over the course of
history, growing to be one of
the most prevalent fruits in
the produce department. But
just how many unique takes
on these gem-like lovelies
are there? The Snack takes a
closer look here...
IFG SIX

Sweet Sapphire®

SEASON: AUG-SEP
COLOR: BLUE-BLACK
SIZE: MEDIUM-LARGE
SHAPE: ELONGATED WITH DIMPLE
SEEDS? NO

SUMMER Royal

SEASON: MAY-OCT
COLOR: BLACK
SIZE: MEDIUM
SHAPE: ROUND TO SLIGHTLY OVAL
SEEDS? NO

AUtUmn Royal

SEASON: AUG-JAN
COLOR: BLACK
SIZE: LARGE
SHAPE: OVAL, ELONGATED
SEEDS? NO

MidNight BeaUty

SEASON: JUN-SEP
COLOR: BLUE-BLACK
SIZE: MEDIUM
SHAPE: ELONGATED
SEEDS? NO

Flame Seedless

SEASON: MAY-OCT
COLOR: RED
SIZE: MEDIUM
SHAPE: ROUND
SEEDS? NO
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ARRA TWENTYNINE

IFG 68-175

SEASON: JUN-AUG
COLOR: FIERY RED
SIZE: LARGE-EXTRA LARGE
SHAPE: OVAL
SEEDS? NO

SEASON: AUG-DEC
COLOR: RED
SIZE: LARGE
SHAPE: OVAL
SEEDS? NO

PASSIon FIRETM

CrimsoN Seedless

SEASON: AUG-JAN
COLOR: RED
SIZE: MEDIUM
SHAPE: CYLINDRICAL
SEEDS? NO

90-3618

HoLIDAY®

SEASON: SEP-DEC
COLOR: RED
SIZE: VERY LARGE
SHAPE: ROUND
SEEDS? NO
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SWEET
CELEBRATION®

C51-63

VInTAGE RED

SEASON: AUG-JAN
COLOR: RED
SIZE: LARGE
SHAPE: OVAL, ELONGATED
SEEDS? NO

ARRA TWENTYEIGHT

PASSIon PUNCHTM

SEASON: SEP-OCT
COLOR: PINKY-RED
SIZE: LARGE-EXTRA LARGE
SHAPE: OVAL
SEEDS? NO

SCARLET Royal

SEASON: JUN-JAN
COLOR: RED
SIZE: LARGE
SHAPE: OVAL
SEEDS? NO

ALLISON®

SHEEGENE-20

SEASON: AUG-JAN
COLOR: RED
SIZE: LARGE
SHAPE: OVAL
SEEDS? NO

IFG NINE

JACK'S SALUTE®

SEASON: SEP-OCT
COLOR: SOFT RED
SIZE: LARGE
SHAPE: ELONGATED
SEEDS? NO

SUGRANINTEEN

SCARLoTTA
Seedless®

RED GLobe

SUGRAONE*

SUPERIoR
Seedless®

SOME FRUIT SOLD UNDER LICENSE AS
SUPERIOR SEEDLESS®

SEASON: SEP-DEC
COLOR: RED
SIZE: VERY LARGE
SHAPE: OVAL, ELONGATED
SEEDS? NO

SEASON: JUL-JAN
COLOR: RED
SIZE: VERY LARGE
SHAPE: ROUND
SEEDS? YES

SEASON: MAY-SEP
COLOR: GREEN
SIZE: LARGE
SHAPE: OVAL, ELONGATED
SEEDS? NO

IVORY

SHEEGENE-21TM

SEASON: AUG-NOV
COLOR: GREEN
SIZE: LARGE
SHAPE: OVAL
SEEDS? NO

ARRA FIFTEEN

SWEETIESTM

SEASON: JUL-SEP
COLOR: BRIGHT GREEN
SIZE: EXCEPTIONALLY LARGE
SHAPE: ELONGATED
SEEDS? NO

THoMPSON
Seedless

SEASON: JUN-NOV
COLOR: GREEN
SIZE: MEDIUM-LARGE
SHAPE: CYLINDRICAL
SEEDS? NO

BLANC SEEDLESS

PRISTINE®

SEASON: JUL-NOV
COLOR: GREEN
SIZE: VERY LARGE
SHAPE: ELONGATED
SEEDS? NO

PRINCESS

SEASON: JUL-NOV
COLOR: GREEN
SIZE: LARGE
SHAPE: CYLINDRICAL
SEEDS? NO

AUTUMN KING

SEASON: AUG-JAN
COLOR: GREEN
SIZE: VERY LARGE
SHAPE: CYLINDRICAL–OVAL
SEEDS? NO

SOURCES: INFORMATION FROM CALIFORNIA TABLE GRAPE COMMISSION AND ANDNOWUKNOW TABLE GRAPE GROWER CONTRIBUTORS

THESNACK.NET / 51

ALLEN LUND COMPANY TRANSFORMS
BUSINESS WITH ITS SOFTWARE SUITE
By LILLIE APOSTOLOS
uch thought goes into the
naming game: what’s in
a name and the impact
it can make, as well as
the distance it can travel within our
industry. One of the newer names
to enter our industry is Alchemy—a
suite of software products

by ALC Logistics, which is a division
of Allen Lund Company (ALC). The
logistics provider has been a steadfast
contributor to the transportation and
operation sides of business for decades,
and as the company introduces its
latest suite of software products, ALC
answers what’s in Alchemy and its
strategically named offering.
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The term—meaning a transformation that is, if not
chemical, magical in nature—when positioned as the title
for ALC, makes sense. The goal for this suite is to transform
business for its customers, making it easier and more
efficient because of a catered approach that seems to be
part of the company’s DNA.
“It’s going to be easier to get our products out there thanks
to this new name. Transportation Management Software,
or TMS, can mean different things. There are different
types, so just limiting ourselves to that doesn’t fit anymore.
We have outgrown just ‘TMS’.
What we are now offering are
products that have evolved
due to what our customers
have asked us to provide,” Vice
President of Operations Kenny
Lund shares with me. “About
30 percent of our sales last year,
maybe even more, were add-on
software solutions for current
customers. Not only do they like
the products, but they also want
more of what we do. We just
needed better name recognition.
You can’t gain recognition for
VICE PRESIDENT OF OPERATIONS
the high-quality services that you
ALLEN LUND COMPANY
provide unless you have a name
and a vision that sticks.”

Kenny Lund

The company’s thought process when deciding on Alchemy
was methodic, but not without its humor.
“We thought that the first three letters—A, L, and C—
harken back to us, but we added a hemi engine. It’s spelled
differently, of course, but that’s the sentiment behind it,”
Kenny laughs. “Our software has a hemi engine in it.”
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While the produce industry isn’t the only sector reaping the
rewards of ALC’s Alchemy, it has seen a significant impact
because of the thoughtful design in ALC’s suite of software
products.

We just needed better

“This is the first
name recognition. You
software built
specifically for can’t gain recognition for
produce. It can
the high-quality services
handle any
product, but it
that you provide unless
is designed for
you have a name and a
produce. The
average change
vision that sticks.
per dry load is
KENNY LUND
less than a half
VICE PRESIDENT OF OPERATIONS
ALLEN
LUND COMPANY
per load after
it’s dispatched,
while the average change for a produce load is six. Software
really doesn’t like that, so we have built things into our
system to be able to handle those changes. If you prorate
the load, alter delivery points, or change items on the load,
we want to be able to capture all of that information,”
Kenny shares with me.
What makes this system so unique is its approach to business.
By making it easier to identify the whole suite of products
with the name Alchemy, the varied software can now live
under one roof, making the customer’s life simpler as they
pick and choose what to use during day-to-day operations.
With Alchemy Dock Scheduling, Alchemy LTL (Less Than
Truckload), and Alchemy Yard Management, among many
other services, the new suite houses all of the transportation
software in one place, driving business with the power of a
hemi.
“Our system is really adaptable for companies looking for
transportation systems,” he emphasizes. “It adapts to how

they do business. That’s one of our biggest sales points.
Every installation is its own instance, and we make sure that
our software adapts to how they work. It’s really getting
noticed now. Hopefully, it will be noticed even more with its
new name. With produce companies such as Dole® Fresh,
Naturipe® Farms, McCall Farms, and Mucci® Farms
using various Alchemy offerings, we now have validation of
the platform and can expand more rapidly in the produce
industry. Hundreds of thousands of loads are running
through the systems that continually improve and make our
customer more efficient and productive.”
The company’s new name for its suite comes as a result
of years of software efforts. Kenny traces these roots
back to the mid-90s, when ALC Logistics created its LTL
management services—but the company has computerized
its software since the mid-80s, well before many others.
Ahead of the game, the company has always written its
own software, he says with pride, but, as more and more
customers came to ALC asking questions and wanting
more services catered to their needs, software solutions were
created that were designed specifically for those inquiries.
This customizable approach, Kenny tells me, has been a
real draw for ALC because customers loved it.
“We’re different as a software company. We came from
the transportation world and happen to sell software,
rather than the other way around. Our whole outlook
on the product is different because we also want to be
transportation consultants by suggesting ways that we can
set it up. We want the system to match how companies do
business, and we also consult on other aspects, like where
they can set up warehouses and how to do cross docking.
We want to be much more engaged if the customer wants
that. We are fluent in many languages—we speak in ‘geek’
transportation, produce, and more,” he jokes.

The new suite’s main buyers, he says with some surprise,
have been big installations, not smaller companies like he
initially expected. Now, over $3 billion in freight spend is
running through the Alchemy systems, and over a million
appointments are made using the Alchemy dock scheduling
appointment system.
With the suite’s widespread and ever-growing popularity,
I can’t help but wonder who is stoking the fire. Kenny
amazes me when he reveals that most of Alchemy’s sales
are coming through referrals and add-ons from current
customers. Now that is a master class in how to keep the
customer happy if I ever heard one. One reason, he shares,
is the company doesn’t get paid until the system is up and
running. As I pick my jaw off the table in astonishment,
Kenny fills in the gaps for me, telling me that this software
isn’t just something to sell to customers for them to figure
out. The company is there with its customers every step of
the way. From initial discussions to the rollout, ALC sees
the implementation of Alchemy through to ensure all the
wrinkles are ironed out.
“We help to bring it all together. When a company brings
new software on board, it has far-reaching effects. It impacts
sales or buying efforts, accounting departments, order entry
departments, and transportation. The fact that we are wellversed in all of those areas, I believe, gives us a tremendous
advantage when it comes time for the implementation,”
Kenny concludes.
With so many moving pieces, this is where its name comes
into play—the transformation Alchemy provides stems from
the chemistry and passion from ALC’s work. So, it turns
out that there is a lot in a name and the people who stand
behind it.

We thought that the
first three letters—A,
L, and C—harken back
to us, but we added
a hemi engine. It’s
spelled differently, of
course, but that’s the
sentiment behind it.

THESNACK.NET / 55

Once upon a time, tens of thousands of
years ago, the mighty toadstool was
revered around the globe for its medicinal
and spiritual properties. Today, fungi
continues to reign in the culinary realm,
as chefs wield the power of portobellos
to provide meat alternatives, shiitakes to
spread umami flavors, and truff les to up
the class of any dish. With varieties vast
and health benefits expansive, here’s a
deeper dive into the mystical mushroom...
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WHITE/WHITE BUTTON

BABY BELLA/CRIMINI

APPEARANCE: Varies in color from creamy

APPEARANCE: Light tan to rich brown cap;

white to off-white

FLAVOR: A fairly mild and woodsy

taste; their flavor intensifies
when cooked

USES: Very versatile and equally

tasty fresh or cooked; use
raw in salads, with dips,
sautéed with side dishes,
breaded, or as an ingredient
to enrich sauces, soups,
stuffings, or entrees

PORTABELLA/PORTOBELLO
APPEARANCE: Tan or brown caps and

measure up to six inches in
diameter

FLAVOR: A deep, meat-like flavor, with

substantial texture

USES: Serve whole or sliced,

grilled, baked, or deep
fried; a delicious vegetarian
alternative as a meat
substitute, in stir-frys, sautés
and sauces
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same variety as traditional
Portabellas/Portabellos,
differing only in size

FLAVOR: A deeper, earthier flavor than

whites and firmer in texture

USES: An excellent addition to beef,

wild game, and vegetable
dishes; sauté, broil,
microwave, or cook almost
any way

SHIITAKE
APPEARANCE: Tan to dark brown with

broad, umbrella shaped
caps, wide open veils, tan
grills, and curved stems

FLAVOR: Rich and woodsy when

cooked; they add a meaty
flavor and texture to stir-frys
and pastas

USES: Cook before eating

ENOKI
APPEARANCE: Tiny, button-shaped caps and

long spindly stems

FLAVOR: Mild tasting and crunchy
USES: Before using, trim roots at

cluster base and separate
stems; use raw in salads,
sandwiches, and soups

MAITAKE
APPEARANCE: Appear rippling and fan-

shaped without caps; they
are also called “Hen of the
Woods”

FLAVOR: A distinctive aroma and a

rich, woodsy taste

USES: Sauté lightly in butter or oil;

use for a richer taste in any
recipe calling for mushrooms

OYSTER
APPEARANCE: Can be grey, pale yellow,

or even blue, with a velvety
texture

FLAVOR: A very delicate flavor
USES: Sauté with butter and onions

to bring out their flavor

WILD MUSHROOMS
APPEARANCE: Varies; popular varieties

include Porcini, Matsutake,
Chanterelles, and Morels

FLAVOR: Varies; only positively

identifiable mushrooms
should be eaten, as there are
thousands of inedible and
poisonous varieties

USES: Always cook wild mushrooms

SOURCE: The Mushroom Council
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Top 5 Ways

To Retain
Your Best Employees
By Rex Lawrence

S

ome companies spend an inordinate amount
of time trying to bring on new employees,
and their attention can get shunted away
from their current ones. In order to maintain
a healthy workplace and culture, you need to
invest as much time in your team as you do investing in
incoming talent!
Putting energy into supporting your employees isn’t
hard to do—I assure you! There’s an old adage that
goes a little something like this: Happy employees work
harder and smarter—and they stay with the company
longer. If you’re looking to grow your business, you want
to maintain the people who have seen it through the
highs and lows.
And by the way, there is some great value in “tribal
knowledge.” That is not to say that “new blood” and
ideas are not good, too! Balance in all things, I suppose.
Wondering how? It’s easy! Check out these five ways to
help ensure you retain your current talent and team.
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1

Listen, treat your people with respect
and...did I say “Listen?” I realize that
it’s tough to listen sometimes. It takes
precious time. Thankfully, the ROI is
there. You WILL learn a lot about your
business, gain new ideas, and your
people will feel appreciated….when
they know it’s real!

Train and support your managers
with effective communication skills.
It’s discouraging for an employee to
work on a project and then be told
‘This isn’t what I wanted.’ Managers
should be experts in delegation,
communication, setting deadlines,
and upholding protocols of the job.

2

And let me tell you something that might not click at
first: Not all senior employees should be managers!
Why, you ask? Managers should be chosen carefully,
with the skills I mentioned top-of-mind. Having

managers act as both career coaches and mentors will
encourage employees to grow within the company
and think of their fellow coworkers as team members.
Learning how to communicate effectively, as well as
mentoring and coaching takes training—and mentoring
of its own! So, spend an adequate amount of time
ensuring your managers have these skills!

3

Be flexible! Although not all of
your employees will have family
responsibilities, having an open and
understanding approach to those who
do, and others who need some flexibility,
will help you earn employee loyalty
over time. Allowing employees to work
from home—if not all the time, but
occasionally—will benefit the employees
who otherwise might be unable to balance home and
work responsibilities. Make it easy for your employees to
take vacations! All of this allows for them to maintain a
healthy work/life balance, which is essential for many to
stay motivated and focused while they’re working.

NOTE: Employees have to recognize and appreciate
benefits like the aforementioned flexibility in schedules.
The ‘give an inch and take a mile’ mentality of some can
blow a good thing for everyone!

4

Get creative with those benefits! It pays—pun
intended—to set up employees with
standard benefits like vacation days, sick
days, and health insurance, but having
non-traditional benefits can go a long way,
too. For example, setting up perks in the
office like free coffee, bagels and fruit, or
taking half-days on Fridays, or even helping
employees with education funds to learn a
new skill lets employees know that you value their time
and efforts.

5

Promote, model, and live a positive
workplace and culture. Nothing will
make you lose an employee faster than
a toxic work environment. It’s crucial to
regularly and publicly praise achievements
while also communicating what needs
to be improved. Doing so will make your
workplace one that is motivated and
successful. Encouraging teamwork, not
unhealthy competition, will foster this healthy work
environment and lower stress levels so the workplace
is a space employees want to spend time. Studies have
shown that cooperation leads to higher productivity
than competition. Promoting a culture of teamwork will
benefit your bottom line!

So, what’s the takeaway in all of this? There’s a lot
of ways you can make your workplace one in which
employees want to stay, and approaches to this may
vary. The most important thing to keep in mind is what
each employee wants and needs from work may vary, so
keep the lines of communication open!

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
Rex Lawrence
Founder & President
wide range of produce and
Joe Produce Search℠
produce-related businesses.
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As more Americans turn to
meat alternatives, plantbased meals are having
their moment in the sun,
with options ranging from
sweet potatoes to peas...

meatless

meats
By Andrea Allen

FLAVORTREND

W

ake up and smell the…sweet potatoes?

The meatless meats trend is seriously
bringing the heat. Throughout the
social media landscape, one sees a
veritable smorgasbord of produce
options taking over regular meat dishes. Across social
networks, the desire to find plant-based offerings
continues to rise. Swapping in sweet potatoes for
burgers, chickpeas for the main protein—the veggies
that were once considered nothing more than side
dishes are taking center stage.

practice meat-free days. In order to supplement
their meals, consumers are not only looking at faux
meat brands like Beyond Meat and Impossible
Burger to fulfill their hunger, but are also taking
up the task of making their own “meats” out of
veggies.
As more Americans try out plant-based meals in
place of meat, we’re walking in the footsteps of
Albert Einstein, Gandhi, and George Bernard
Shaw. Not bad for #MeatlessMondays.

Buckle up, meat-lovers and non-meat-lovers alike.
The trend in the market is meatless meats, and they
might be so good you’ll want to incorporate them
into your weekly meals, no matter your dietary
restrictions.
However, plant-based meats have gotten a bad rap
over the years, as people have complained of them
being tasteless, too processed, or a terrifying version
of both.
Faux burger brands like Beyond Meat have risen in
popularity. With offerings that include sausage and
chicken strips—both of which cook and taste like
real meat—it’s even easier for people to cut their
meat intake. Predominantly made from peas, this
“meat” is akin to sorcery. It bleeds like meat, cooks
like meat, and tastes like meat. I’m not entirely
convinced magic isn’t involved.
So, why are consumers turning to the meatless side?
Reducing meat intake and upping plant intake boasts
many health benefits. One is less likely to be obese;
suffer from diabetes, stroke, or heart disease, and life
expectancy is longer.
More and more Americans are looking to include
meat-free days in their diets. According to market
research group Mintel, 31 percent of Americans

Swapping in sweet potatoes and alternative veggies for meat products
has been making a breakthrough within the last few years.
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ertified

P L A T I N U M
e bring our entire Green Team and
all our supervisors from the facility
to the landfill to give everyone
an understanding of the volume of
material that we’re generating and the types of
materials and the different things that we can
do with them—diverting materials to recycling
or seeing if they are eligible for reuse,” Nicole
Flewell, Director of Sustainability for Taylor
Farms, explains to me.
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BY ROBERT SCHAULIS

She’s discussing the latest milestone in Taylor
Farms’ journey—an impressive testament to
its mission-based approach. This summer, the
company announced that it had been granted
TRUE (Total Resource Use and Efficiency)
Platinum Certification for its Gonzales,
California, facility—becoming the first fresh
food company to achieve the U.S. Green
Building Council’s highest level of certification
as a Zero Waste Facility.

Taylor Farms Founder and CEO Bruce Taylor and Director of Sustainability Nicole Flewell

projects are not simple, and we’ve put in a lot of effort.
We have a huge team behind this project and it’s really
been a unifying experience for us at Taylor Farms. Our
achievement of TRUE certification is a direct reflection
of our company’s guiding values of trust, honesty,
integrity, passion, and teamwork,” says Nicole, who
“We actually take our trash compactor full of one day’s
spearheaded Taylor Farms’ Zero Waste Program. “This
waste out to the landfill, and we spread it out and
audit was completed by the same organization that does
separate all the materials out
LEED certification for buildings,
and appraise them,” Nicole
so it’s a truly verified and audited
explains. “And from what
third-party verification for zero
Our achievement
we learn there, we can, for
waste; it’s the only one out there.”
of TRUE certification is
example, work upstream
with our vendors to eliminate
Since 1995, Taylor Farms has
a direct reflection of our
some kinds of packaging
been providing fresh foods
company’s guiding values
material. We look at every
to families and communities
step throughout our entire
across the United States. The
of trust, honesty, integrity,
process in our facility to
company was founded as Taylor
passion, and teamwork.
identify opportunities.”
Fresh Foods more than 20 years
ago in America’s Salad Bowl,
- NICOLE FLEWELL
DIRECTOR OF SUSTAINABILITY, TAYLOR FARMS
Beginning in April of
California’s Salinas Valley. And,
last year, Nicole and a
in the ensuing two decades,
Green Team composed of leaders from departments
Taylor Farms has grown to its current formation—a
throughout Taylor Farms’ Gonzales facility—including
16,000-employee-strong organization that is North
production, receiving, shipping, facilities, sanitation,
America’s leading producer of healthy fresh foods.
purchasing, and quality assurance personnel—have
worked tirelessly to reduce and redirect waste,
A pioneer in the packaged salad category, Taylor
eventually achieving this unprecedented distinction in
Farms remains focused on promoting health across the
only 14 months.
board—the personal health of consumers, the social
health of the communities in which Taylor Farms
“It’s an accomplishment we’re really, really proud of. It’s
operates, and the environmental health of its farmlands
taken us a little over a year to get to this point. These
and the globe.
The process is rigorous—to the point of supervising
every aspect of waste disposal—and one of the more
granular aspects of this process is coming face-to-face
with the company’s garbage.
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Taylor Farms’ Gonzales, California, facility’s Green Team

“Our mission to be North America’s favorite maker
of salads and healthy fresh foods encompasses every
part of our business, including the way we grow and
produce our fresh foods,” Nicole tells me. But for Taylor
Farms, being a fan favorite means more than making
salads; it means pursuing a sustainability strategy that
is based on the triple bottom line—the health of the
company, its people and consumers, and of course, the
environment.
TRUE certification is a rigorous process, Nicole tells me,
one that has involved over a year of committed work on
the part of the company’s Green Team. It’s a process
that requires the utmost dedication to sustainability and
a challenge that Taylor Farms was eager to tackle.
“They have a 90 percent requirement in terms of
diversion from landfills and incinerators that
you have to meet in order to even apply for
certification,” Nicole explains. “We were able
to achieve a 94 percent diversion rate over 12
months, which was a huge accomplishment for
the team.”
Nicole continues, “without the integrity and
passion of our team members, we would not

68 / SEPT 2018

have been able to achieve this distinction. With big
facilities like this where you have over 1,000 people
and many different departments, everyone really has
to participate in these programs every single minute of
every single day in order for them to be successful. We
meet monthly to discuss the previous month’s diversion
rate, and the tonnage that we’re sending to landfill.
We look at the goals that we had set for ourselves
the previous month and the goals and objectives
for the next month and how we’re going to go about
accomplishing those.”
Just this June, Taylor Farms’ Green Team completed
their audit, completed corrective actions, and
underwent the onsite verification process. And Nicole

…everyone really has to
participate in these programs
every single minute of every
single day in order for them
to be successful.

tells me, since completion, the facility is thought of as
a beacon of what the company hopes to accomplish in
terms of sustainability across the country. Taylor Farms
hopes that the lessons learned in its Gonzales facility
TRUE certification process can become a model to be
applied throughout the industry.
“Each of our facilities will have its own certification
process,” notes Nicole. “This will be the first one of
what we hope will be many. Our Gonzales facility
is also home to our solar, wind, and cogeneration
plant—and it will be our most efficient facility along the
whole gamut of energy efficiency, waste reduction, and
innovative technology. It’s going to be the real shining
star of our sustainability program.”
Taylor Farms’ Gonzales facility uses a range of
renewable energy sources to help meet the company’s
sustainability goals. Employing a three-part system
that uses a wind turbine, solar, and cogeneration
energy system, the facility is able to generate 4.2 MW
of energy—a 90 percent energy offset—to run the
192,000-square-foot fresh processing plant.

SVP of Sales CJ Given, Director of Sustainability Nicole Flewell,
and Founder and CEO Bruce Taylor at the ribbon cutting ceremony
celebrating Taylor Farms’ Gonzales, California, facility’s
TRUE Platinum Certification

Over the course of the program’s 14-month lifetime,
Taylor Farms announced this June, the company
has managed to reduce greenhouse gas emissions by
30,923 MTCO2E—the equivalent to taking 6,510 cars
off the road each year. The company has decreased
landfill generation by 56 percent, achieved over 94
percent diversion from landfills, incinerators, and the
environment on average for the last 12 months, and
eliminated all single-use and wax cartons for 100
percent of incoming raw material, working with the
company’s growing partners to instead implement
reusable bins and totes.
It’s with an unwavering commitment to excellence that
Taylor Farms approaches its community, customers,
and product. And through TRUE certification and
other initiatives like it, the company is doing its part
to ensure generations to come can enjoy the cleanest
environment and the freshest food.
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up
close
A Closer Look at
Delfrescopure ®
Stackers
by Lillie Apostolos

L

et’s face it—we all have days
when we rush out the door
to work, soccer practice, gym
class, recitals, happy hour, or
appointments in between staff
meetings and lunch because life
just never stops. Making onthe-go lifestyle choices easier
for consumers to manage is
DelFrescoPure®, with its recently
launched STACKERS product.
The everyday snack item offers
retailers a unique option with
the three 4 oz sealed containers
carrying greenhouse grown
YES!Berries inside, layered, and
ready to grab and go for stuffing
into school lunches or packing
with camping trip essentials.
The opportunities are endless
for how to consume the tasty
snacks, but the company has
gone a step further by introducing
three different characters: The
Snack Attack Berry, The Active
Berry, and The Sharing is Caring
Berry. The Snack Attack Berry
showcases a strawberry adorned
in a shark suit to promote the
idea of hunger control when
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eating a healthy snack. The Active
Berry demonstrates a strawberry
exercising to highlight how the
snack is a great way to replenish
electrolytes post-workout. The
Sharing is Caring Berry illustrates
a strawberry extending a snack
to a new friend to show how
social sharing and grazing can
have positive results. The creative
approach entices consumers to

try the snack that meets life’s
demanding days.
Currently available in Canada,
STACKERS display beautifully on
the shelf because the vibrant red
in the strawberries and on the
label wrapped around the three
containers calls out to consumers
to try—and love—the fresh
produce waiting to be enjoyed.

WTF

DO I DO WITH

gos
Catania’s Man
ifruit
& SunGold Kiw

?

{ what the fork }

STEAK TACOS WITH MANGO & SUNGOLD KIWIFRUIT SALSA
INGREDIENTS
3 ripe SunGold Kiwifruit, halved,
scooped, and cubed
1 ripe Keitt mango, cubed
1 lime, halved
2 tsp Himalayan salt

DIRECTIONS

1
2
3

½ tsp paprika
Dash of chili powder
1 jalapeño, diced

4

Prepare tacos by adding chili powder, half a lime, and steak to
pan and fry till cooked to desired taste.
As steak cooks, lightly pan fry onions and tomatoes for 1 min.
Mix onions and tomatoes with SunGold Kiwifruit, mango,
remaining lime, salt, paprika, chili powder, and jalapeño. Add
cilantro for garnish, if desired.
Add steak to the tortillas and spoon mixture on top.

½ tomato, cubed
¼ cup onion, cubed
1 lb steak, thinly sliced
Corn tortillas
Cilantro (optional, for garnish)

For more delicious, healthy, & easy-to-prepare recipes
visit www.cataniaworldwide.ca

Prep Time: 10-15 min
Cook Time: 10-15 min
Servings: 1-2
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T he

Heart
of the
Matter
WHY THERE IS A “NEW NORMAL” FOR ARTICHOKES
by Melissa De Leon

RIPE ARTICHOKES GROWING IN CASTROVILLE, CALIFORNIA;
(OPPOSITE) FRESHLY PICKED ARTICHOKES
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It’s all about
the heart—in life,
in action, and in
artichokes...
As I am walked through the trials and
tribulations that have led to what the
team is calling the “new normal” of
artichoke growing, it is made clear that
Ocean Mist® Farms and the minds
driving it are just that—all heart.
“Things change, and in the
case of artichokes, they
changed for economic
reasons,” says
Dale Huss, VP
of Artichoke
Production,
explaining that
the traditionally
perennial
category has
since become
so much
more. “Over
time, the yields
of the artichoke are
finite and can vary
a lot. They can vary
because of weather, or
watering, or a lot of
other factors.”

too cold, or other challenges along the
way. It all adds up to the dynamic that
has caused things to change and we as
growers continue to look for ways to
keep that product flowing,” Dale shares.
“We want to make sure our customers
stay with us, so we do our best to have
consistent supply throughout the year
because that’s what our customers are
asking for.”
Steadiness has never been nature’s forte;
therefore our industry has been bred
and shaped by its adaptability. Yet, it
still surprises me to hear of shifts in
what I would expect to be dependable:
the sun will rise, spring will come, and,
with it, a steady flow of artichokes. But
what Dale is explaining makes
perfect sense, as not only the
seasons but consumers’
tastes have morphed.
When I ask whether
it is growers meeting
consumer demands
or Earth’s whim
that has created
this new normal, he
explains the two are
interwoven and linked
in the process.

Dale Huss

“Mother Nature has
dictated that we need to
VP of Artichoke Production rotate—we can’t just leave
Ocean mist® Farms
artichokes in the ground
for 25 or 30 years because
the pest populations that are attracted
to artichokes in particular take up
This new normal Dale and his team
residence,”
Dale comments. “And when
are describing is the execution of a
you
factor
in
our perennial or heirloom
consistent year-round supply of quality,
culture,
it
really
adds to the loss of yield.
good-eating artichokes rather than the
With
annual
planting
implemented
seasonal product of the past.
the way we do our celery, cauliflower,
or lettuce, you avoid inviting issues
“We wouldn’t have very much during
with
pests, cut down crop protection
certain parts of the year because of
chemicals
you use, and it really adds
Mother Nature, being too warm or

“Things
change,
and in the
case of
artichokes,
they
changed for
economic
reasons.”
- Dale Huss

VP of Artichoke Production
Ocean mist® Farms
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“...‘Frost kissed’
is the strongest
name we’ve used
over the years
because it paints
a picture in a
person’s mind
about why an
artichoke might
look the way
that it does.”

to a more uniform crop and boosts
productivity. Hopefully it makes you
more competitive, more efficient, and in
the end, everyone makes money.”
Taking proverbial lemons dished out
by Mother Nature and making them
into lemonade or, in this case, a tasty
dip—look no further than the company’s
Frost Kissed Artichokes. Here, Dale
and I discuss how a little too much cold
weather, which could potentially have
been disastrous to cosmetically-focused
buyers and those they serve, gave way
to a coveted periodic item. The Frost
Kissed term plays for me images of
Jack Frost laughingly covering Ocean
Mist Farms in a chill, giving a touch
of character to an otherwise perfect
vegetable.
“I think ‘Frost Kissed’ is the strongest
name we’ve used over the years because
it paints a picture in a person’s mind
about why an artichoke might look the
way that it does. We’d been looking at
different marketing angles, trying to
educate our consumers that just because
something may not be cosmetically
attractive, the heart is still good. It’s a
term people can understand, they can
wrap their imagination around it, and
they can say: ‘Yes, okay, I can appreciate
that.’ It looks the way it does because it
got too cold, but the heart is still good,
and that’s the most important thing
when it comes to an artichoke,” Dale
shares.
Taking a look back at how deeply
invested Ocean Mist Farms’ history is
in artichokes, it’s no surprise that the
company knows how to paint a picture
for consumers. Ocean Mist Farms has
been growing artichokes in Castroville,
California, since 1924 and manages this
specialty vegetable with the ultimate
goal of delighting its dedicated artichoke
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aficionados who appreciate its unique
look, versatility, nutritional qualities, and
delicious flavor.
The traditional seasonality, also known
as heirloom, was based in Castroville’s
springtime, with a mini-season in
November. Today, Ocean Mist Farms
grows artichokes 365 days a year in
four different growing regions, selecting
proprietary seed varieties for each region
to cultivate artichokes with superior
flavor, color, and shape.
“We’ve become a year-round shipper of
artichokes, with growing locations in
Castroville, Oxnard, and the Coachella

DALE HUSS DEMONSTRATES THE FRESHNESS OF OCEAN
MIST® FARMS ARTICHOKES, RIGHT OFF THE STALK

“Those annual varieties allow us to spread out our
risk. They’re higher-yielding and better-eating than our
perennial heirloom artichokes would be off-season.”
Valley in California and Baja, Mexico.
The purpose, as always, is to deliver
to our customers a consistent supply
of quality, fresh vegetables,” Dale
emphasizes.
He explains to me that, since moving to
an annual culture, Ocean Mist Farms

has built an in-house research and
development program that evaluates
hundreds of different varieties a year of
artichokes for different programs.
“Those annual varieties allow us to
spread out our risk. They’re higheryielding and better-eating than our
perennial heirloom artichokes would be
off-season. That’s not to say we haven’t
focused on really getting a spring-like
artichoke, which is when our perennial
heirloom is at its best,” Dale says.
These new seed varieties allow Ocean
Mist to rotate its ground base with other
crops, helping to keep pest pressures
down in all that it grows. Over the
length of time that the team has been
cultivating artichokes in California and
beyond, there have been a variety of
changes to agriculture production.
A key difference the company cites is
increasing costs—of land, labor, inputs,
and water—while yields have been
constant, even lower, and demand has
remained consistent and loyal. Such
is the case of the Castroville Green
Globe or Heirloom variety, and Ocean
Mist Farms has worked to meet that
unrelenting demand.

EMPLOYEES PICKING OCEAN MIST® FARMS
ARTICHOKES IN CASTROVILLE, CALIFORNIA

“I think most people in the U.S. are,
frankly, quite spoiled,” Dale tells me
point-blank. “They expect beautiful and
they expect healthy, and that’s what we
ultimately do here in agriculture.”

He speaks as both a vested industry
veteran with more than 30 years working
with the artichoke giant, and as a
consumer who once knew nothing of
artichokes.
“I grew up in the U.S. Midwest and never
even knew what an artichoke was until
I came out west—I never ate one! But
I met my wife in Spain, got out of the
military, wound up getting my degree in
plant science in Reno, Nevada, and the
Salinas Valley ended up being perfect for
both of us,” Dale says. “So we made our
home here, raised our kids, and I’ve been
working in artichokes ever since.”
The impression was so strong that
Dale can tell me his exact start
date—February 26, 1986, in case
you wondered. Luckily for us, Dale
and much of the vegetable-eating
continental U.S. have since broadened
their artichoke-eating horizons. Much of
that could be attributed to Ocean Mist’s
commitment to inspiring shoppers in the
kitchen, beyond your standard dip. Dale
explains that one of the team’s strongest
aspects is marketing its offerings.
“It’s an important part of what we do. It’s
what we’re good at, and I think that’s the
answer to driving artichoke demand,” he
concludes.
And as we all know, if you do what you
love, you never work a day in your life. As
long as the heart is good, the game is on.
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Tony Incaviglia
Vice President of
Sales and Marketing
GR Fresh

ucchini has been a part
of my life since I can
remember. Growing
up in an Italian family, my
grandmother loved to cook…
imagine that. And, at least four
times a week, zucchini squash
would be on the table. So, at
a young age I began to enjoy
not only the distinctive styles of
presentation and the versatility—from
pasta to fries—but also the nutritional
value zucchini offers. It’s a great
source of antioxidants, and its value
for weight loss, weight control, and as
a source for energy are all elements I
really enjoy today.
The most efficient way of retaining
its antioxidant power, and what I
like most, is steaming your zucchini.
Remember not to peel: its skin
possesses most of the nutritional
value, it’s low in calories, and its
fiber content keeps you light, active,
and hydrated due to its high water
content.

quash is one of the
most versatile sides
to make with any
meal. For me, it’s a goto side that’s healthy
and delicious and can
be made with very little
prep time. You can cut it in
half, sprinkle a little Parmesan
cheese, bake or slice, and season
with herbs for the grill. Southernstyle squash—squash and onions—is
always a great classic, too, but there
are so many fun recipes out there!
In fact, I saw one the other day for
baked yellow squash topped with
pimento cheese. Yum!
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Anna Ligon

Marketing Account
Coordinator
Southern Valley

he best feeling in the
world is converting a
non-squash consumer
to a squash consumer! As
one of our employees was
preparing for an upcoming
trade show, I’d challenged
her to figure out how we
could sample our Southwest
Spaghetti Squash recipe. In the
process of her figuring it out, she
had some starving teenagers at her
home who wanted something to eat.
Since she was busy, she told them, ‘In
a little bit,’ and was then taken away
from the kitchen to the office, leaving
a large dish of Southwest Spaghetti
Squash behind. When she returned
to the kitchen, the casserole dish was
devoured! She asked her teenage
son—previously not a squash lover—if
he and his friends ate it and they
had. When she informed him it was
a Southwest Spaghetti Squash dish,
she was thrilled to hear him say, ‘If
you make squash like that, I’ll eat it!’

Brian Rayfield

Vice President of
Business Development
J&J Family of Farms

Michele Youngquist

Owner
Bay Baby Produce

id you know squash
bear both males and
females? Female
blooms can be identified on
the fruit, whereas the male
bloom is located directly on
the stem. With the help of
pollination from bees, a female
blossom produces a bright yellow
squash. Over the past few years,
we have seen a significant increase
in the use of squash as a healthy
substitution for many non-healthy
options such as: pasta, soup, grilled,
etc. My favorite squash dish is a
Southern staple—squash casserole.
This dish is super easy to make and
serve to all ages and will always be a
crowd-pleaser!
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Chef Vikram Vij
Founder and Owner
Vij’s Family
of Restaurants

quash is one of my
favorite ingredients for a
really great, hearty, and
delicious vegetable curry. There
are so many varieties that you
don’t just get one flavor or one
consistency—you can even use
it as the bowl in some cases. One
of the dishes on our Vij’s menu is
an homage to the incredible Monarch
butterfly that travels thousands
of miles each year from Mexico to
Canada, and it’s an endangered
species. Our Vij’s Monarch Butterfly
features ghee-braised squash as the
main ingredient, and it represents the
butterfly itself.

f you haven’t delved
into the world of
hard squash, wait
no more and explore
its sweet flavors and
health benefits. While
there are several runnerups, my favorite squash
is the butternut. Its sweet
flavor, versatility, and ease of
preparation compared to other hard
squash varieties make it my first
choice. Butternut squash roasts and
sautés quickly, which makes it a great
choice when time is of the essence.
One of my favorite ways to prepare
the butternut squash is to roast it and
add it to a creamy base with pasta,
garlic, shallots, and sage.
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James Saldutti
Produce Category
Manager
Earth Fare

WTF

DO I DO WITH

mond
Double Dia
lants
Baby Eggp

{ what the fork }

BAKED EGGPLANT

INGREDIENTS
2 Double Diamond Baby Eggplants,
sliced into ½-inch-thick rounds
2 Double Diamond Beefsteak
Tomatoes, diced
3 fresh basil leaves, chopped
½ cup grated Parmesan cheese
1 tbsp extra virgin olive oil
1 tsp oregano
Salt and pepper, to taste
Prep Time: 15 min
Cook Time: 35 min
Servings: 2

DIRECTIONS

1
2
3
4
5
6
7
8
9

Preheat oven to 400° F.
Lightly grease a baking sheet.
Arrange eggplants on the baking sheet and spoon diced
tomatoes on top of each eggplant round.
Drizzle olive oil, salt and pepper, and oregano over mixture.
Sprinkle Parmesan cheese on top.
Bake in oven for 30 minutes or until the cheese is golden brown.
Switch oven to broiler and continue baking until cheese is
browned to your liking, about 5 minutes.
Garnish with fresh basil.
Serve and enjoy!

For more delicious, healthy, & easy-to-prepare recipes
visit www.doublediamondacres.com/category/cookbook

82 / SEPT 2018

?

CONTRIBUTOR

THE FOUR P’S OF MERCHANDISING:

PRODUCT, PLACEMENT,
PRICING, AND PROMOTION
PA RT 3 : A DE E P DIVE IN TO P R IC IN G
BY EDITORIAL CONTRIBUTOR MIKE MAUTI,
MANAGING PARTNER , EXECULYTICS CONSULTING

I L LUST RAT I O N BY E MI LY MC L A I N

A

wise merchant and mentor of mine
used to preach, “If you get your
product right and your pricing right,
you are more than 80 percent of the way
there.” In this context, there was a place from
which you could proudly say, “I have a great
merchandising strategy.” And the lesson in that
message was, “Focus on what’s important and
the rest can easily fall into place.” A couple
issues ago, we talked about product assortment
and then followed up with its companion:
placement. This month we will talk about the
other star of the 4-P family: pricing.
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imply put, pricing is the unifying
strategy that governs how you
price all the products in an
assortment. The price is the amount
you are asking your customer to give
you in exchange for a product. As
obvious as that sounds, its meaning
should not be taken lightly. After all,
with the price, you are asking your
customer to give up something of value
in the form of money, for something
else of value in the form of a product.
If your product’s value, including all
the associated value-driving attributes,
does not exceed the value of the
customer’s money, the chances of
making a sale drop to approximately
nil. There will be more on the idea of
‘value-driving’ attributes a bit later.

The overarching goal of any pricing
strategy is twofold. Be competitive
where you need to, and harvest
profit where you can—easier said
than done! The challenging piece is
understanding when you need to be
competitive and when you should
downplay price and focus on other
store benefits. Normally, the banner
format will guide the strategy to
prioritize one of the goals more
so than the other. For example, a
discount banner will usually execute
a strategy that focuses more on
competitiveness than it does on over
and above services. Meanwhile,
a full-service grocery store will
accentuate the added value they
bring to the overall shopping
experience, while downplaying price.
Store ambience, extensive product
selection, or personalized services
are all value-driving attributes that
full-service stores use in the hopes
they will be considered when the
customer decides to purchase a
product.
Regardless of the split between
competitiveness and profit, it is
always imperative that a price
conveys value to potential customers,
which can be done in many ways. A
common way to convey value is to
set a price below but very close to
a whole dollar amount, sometimes
referred to as rounding to $0.99.
Amazingly, customers consciously,
or otherwise, consider $2.99 to be
meaningfully lower than $3.00.
Another tactic is to use any number
of ‘buy more and save’ pricing
schemes. For example, multi-pricing
like 3 for $5 or BOGO pricing like
buy 1 and get the 2nd for free or
even limit pricing like $3 each with
a limit of five, communicates to a
customer that buying in volume
offers more value than buying single
quantities.
At the other end of the spectrum,
premium pricing attempts to
drive up the value of a product
by using its high price as proof of
its high value. Think about the
prices charged for specialty and
exotic fruits. Often a seller will use
premium pricing as a strategy to
increase the perceived value of these
products.

Mike Mauti is the Managing Partner and Senior Vice
President of Execulytics, a consulting firm catering to
produce suppliers and independent retailers. With over
two decades navigating the Canadian retail scene as a
buyer, merchant, and operator, he certainly qualifies as
an expert. And with much of that time spent in produce,
he has the goods to deliver on his promise to bridge
the gap between growers and retailers. Check out
www.execulytics.ca to learn more about the company’s
signature products: The
Retail 101 Seminar and
Canadian Intelligence
Services.

MIKE MAUTI
Managing Partner,
Execulytics Consulting

So far, we have only talked about
pricing strategy as it pertains to a
single product in pursuit of either
one of two important goals. But
a skilled merchant will be able to
accomplish both goals by executing
a coordinated strategy on a
complete category.
To illustrate, I will use examples
in the apple category. As we
have heard, an important goal
of a pricing strategy is to remain
competitive. Typically, customers
do not remember the prices of every
item in the grocery store, so they
will use a strategy called ‘key value
indicators,’ or KVIs, to determine
whether a particular grocery store
offers competitive prices.
Characteristically, customers are
unaware they use this KVI strategy,
but rather it is the name we have
given to this intuitive customer
behavior. In the apple category, bulk
Gala apples are often considered
the KVI or the item that creates a
customer’s price impression for the
category. A produce seller would be
best served to remain competitively
priced on bulk Gala apples. To
support this competitive pricing
tactic, a retailer can offer more
profitable competing products to
generate a higher overall profit mix,
an exercise referred to as “mixing

back.” Examples include newer,
premium priced apple varieties like
Honeycrisp, or local, lower cost
apple varieties like McIntosh. They
could also offer bagged product at a
lower price per pound that delivers
more profit per unit for the retailer.
This coordinated strategy ensures
the store remains competitive on the
products that drive price impression,
while ‘mixing back’ to achieve a
higher profit.
It’s not hard to imagine that if you
start with the right products and
price them properly, good things
can happen. Strong sales, good price
impression, and high profits are a
few of those good things. Although
easy to imagine, it is not always
simple to execute. Being out-priced
on KVIs and neglecting to have
a good mix-back strategy are two
common pitfalls.
Analytics services like Price-ULytics, offered by Execulytics,
combine price intelligence with
analytics software to ensure retailers
avoid those pitfalls. So, there you
have it. To get 80 percent of the way
to a great merchandising strategy,
you only need two things: a good
assortment and a commitment to
a pricing strategy that aims to be
competitive where you need to—
and harvests profit where you can.
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®
Glory Apples

?

{ what the fork }

AUTUMN GLORY ® APPL E QUESADILLA

INGREDIENTS
1 Autumn Glory® apple, sliced thinly
4 flour tortillas (8")
12 slices Black Forest uncured ham
8 oz shredded cheddar cheese
6 gouda slices
⅓ cup plain siggi’s yogurt
⅓ cup Kansas City BBQ sauce
Butter
Prep Time: 5 min
Cook Time: 15 min
Servings: 2

DIRECTIONS

1
2
3
4

Place a buttered tortilla face-down in a skillet over medium
heat. Add ½ cup of cheddar cheese, 6 ham slices, apple
slices, and 3 gouda slices, then top with another tortilla.
Cook (on both buttered sides) until the tortillas are golden
brown and the cheese is melted, approximately 3-4 min per
side.
Slice into triangles to serve.
For dipping sauce, combine BBQ sauce and yogurt in a
small bowl, and mix well. Serve alongside quesadillas.

For more delicious, healthy, & easy-to-prepare recipes
visit www.superfreshgrowers.com
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Carrots are a staple—perhaps the staple—root
vegetable. So much so that the word for “carrot” is, in
many languages around the world, indistinguishable
from “root.” First domesticated in Central Asia prior
to the Modern Era, these ancestors of the Daucus
carota—or wild carrot—have been bred selectively for
thousands of years to reduce woodiness and bitterness,
boost sweetness, and develop color. Let’s look into the
growth of this vibrant category…
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loose

dollars: .........................$39.3 Mil
pounds: ...........................47.0 Mil
% dollar change vs YA: +13.6%
% volume change vs YA: +8.7%

other

dollars ..........................$58.8 Mil
pounds: ..........................55.3 Mil
% dollar change vs YA: +6.2%
% volume change vs YA: +5.9%

*

r e d &
p u r p l e

dollars: .........................$26.4 Mil
pounds: ...........................10.8 Mil
% dollar change vs YA: +17.2%
% volume change vs YA: +19.6%

*Includes random weight carrots as well
as those in a bunch and any system-2
in-store cut carrots

valuea

d

d

e d

dollars: .......................$246.2 Mil
pounds: ..........................98.9 Mil
% dollar change vs YA: -4.7%
% volume change vs YA: -5.9%

baby

dollars: ......................$708.7 Mil
pounds: .......................488.2 Mil
% dollar change vs YA: -2.1%
% volume change vs YA: -0.8%

cello

dollars: ........................$362.6 Mil
pounds: ........................420.3 Mil
% dollar change vs YA: +0.1%
% volume change vs YA: -0.9%

SOURCE | IRI, Total US Multi-Outlet
Latest 52 weeks June 2018 vs YA
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organic
$381.4 Mil

+0.9% dollar
change vs YA

t

o

t

a

l

dollars

dollars: .............................$1.4 Bil
% dollar change vs YA: -0.5%

conventional
$1.0 Bil

+0.3% dollar change vs YA

t

o

t

a

l

conventional

volume

813.8 Mil lbs

+0.9% volume change vs YA

pounds: ...............................1.1 Bil
% volume change vs YA: -0.2%

organic
259.7 Mil lbs
-1.9% volume
change vs YA

600
500
400
300
200
100

(Millions)

0
10 oz

$86.8 Mil
29.4 Mil lbs

12 oz

$176.3 Mil
71.4 Mil lbs

1 lb

$601.3 Mil
437.4 Mil lbs

2 lb

$329.2 Mil
315.0 Mil lbs

dollars

3 lb

$38.8 Mil
36.3 Mil lbs

5 lb

$85.9 Mil
117.3 Mil lbs

other sizes
$25.4 Mil
13.2 Mil lbs

random weight
$58.9 Mil
53.4 Mil lbs

vol u me
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STEMILT PEARS IN WENATCHEE, WASHINGTON

OGER PEPPERL IS A
MAN ON A MISSION.

Specifically, a mission to make America fall in
love with the pear again.
We all remember eagerly biting into a juicy,
sweet pear when we were younger, but times
have changed, and the data doesn’t lie. The
pear category’s contribution to the total
produce department is currently at an alltime low: under one percent.
So I ask Roger, Marketing Director for Stemilt
Growers, how we can reverse the downward
spiral the pear category is caught in. His
answer is simple: initiate Operation Flavor.
“When you see this kind of downward trend
on paper, you have two choices—stay on
the same pathway or make a bold change,”
Roger explains. “Operation Flavor is Stemilt’s
journey to reverse this trend and get more
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shoppers to enjoy pears. With Operation
Flavor, the one thing we wanted to do is
create a better eating product, and to do
that, we had to look at ourselves in the mirror
and see what we have done to contribute to
America’s changing attitudes towards pears.”
The idea is, Roger tells me, that pears are
a mature category. Companies across the
category have seen diminishing returns
from their investments, and there are
two reasons why. One is that they are not
delivering the same flavor and delight they
used to, he notes, and two, there are always
bigger, trendier, and newer categories to
contend with. As we all know, competition
in the produce department is steep, and if
your category doesn’t have the flavor or the
novelty to keep up, it’s no wonder why the
dollar amounts have been dwindling.
So what exactly are the methods attached to
Operation Flavor? First of all, Roger clarifies

that the program is
entirely trade and
retail focused—a
consumer will never
see those words pop
up on point-of-sale
materials or on Stemilt’s
website. In essence,
the operation lies in
taking a long hard look
at Stemilt’s own pear
practices, identifying
what processes are
prohibiting the flavors
consumers know and
love from developing,
and creating new
processes that not only
stop the downward
trend, but reverse it.

“From the orchards themselves to the packing
and storage, then the postharvest handling
of the product, we saw problems with the
process,” Roger says. “We talked to everyone
we work with—quality control, those in the
warehouse, buyers, produce managers, you
name it—and we created a better plan. Even
with simple things like picking the pears at
the ideal maturity level—which meant a huge
effort on harvest labor timing—reassessing
our water management, and picking into
dedicated pear harvest bins—we wanted to
control everything better.”
But perhaps most importantly, Roger tells
me, Stemilt deviated from many of its fellow
pear providers by ceasing the
use of anti-ripening agents.

ROGER PEPPERL
MARKETING DIRECTOR
STEMILT GROWERS

“”

OPERATION FLAVOR ANJOU PEARS
RETAIN THEIR TEXTURE, JUICINESS,
AND SUPER SWEET FLAVOR

“Anti-ripening agents
inhibit a pear’s ability
to age, which is
great when you
want to stop a
product like an
apple from ripening
too quickly. But we
found that when
you open up that
pear room to pack, the
pear was not waking
up and ripening like it
was supposed to, even
after warming and

When you see this kind
of downward trend on
paper, you have two
choices—stay on the
same pathway or
make a bold change.
– ROGER PEPPERL, MARKETING
DIRECTOR, STEMILT GROWERS

gassing. These pears can be dry, gritty, and
just don’t get as juicy as an untreated pear,”
he says. “Yes, allowing our pears to ripen can
make our packouts a little lower because
you’re dealing with a lower pressure, more
sensitive piece of fruit, but in return you’re
getting a tremendous pear to work with.”
These things alone have had an astonishing
effect on pear flavor and ripeness, but Stemilt
also wasn’t afraid to put its money where its
mouth is. The company recently added two
brand new ripening rooms, giving Stemilt the
ability to turn over thousands and thousands
of boxes of pears in just a 36-hour cycle.
“Inside our ripening rooms, we gas our pears
with ethylene just as the industry does for
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“”
We talked to everyone
we work with—quality
control, those in the
warehouse, buyers,
produce managers,
you name it—and we
created a better plan.

bananas when they want to tell the fruit to
start ripening. The result is that these pears
come out of these ripening rooms with ideal
pressures that become super juicy with a
softness that is ideal for consumption. For
Anjous, they have a great texture, but they’re
still super juicy and super sweet. And for
Bartletts, it gets them ripe fast, and allows
consumers to enjoy them when they get
home from shopping. Part of the ripening
process includes packing these pears in
27-pound tray Euro boxes without the paper
you usually see them wrapped with, which
allows air to flow around the fruit, resulting
in very even ripening and cooling after the
process,” Roger says, relaying that retailers

who use Stemilt’s pears have already shown
double-digit sales increases—anywhere from
12 to 20 percent.
One of Stemilt’s major intent marketing
programs is also doubling down on
Operation Flavor and seeing similar results.
The company is taking Operation Flavor
into its Lil Snappers® brand, putting them in
display-ready Euro boxes, then gassing them
to ripen in the bag.
“The same experience happens,” Roger says.
“If anyone wants ripe pears, it’s kids. Kids are
the fussiest people ever—they’ll tell you if
something is crummy. The idea is to develop
a market of the future with these kids that
love pears, but what has already happened
for our customers that are on our ripened
pear Lil Snapper program is that 12 to 14
percent of their pear category is now Lil
Snappers. I have one customer that has even
had that reach 20 percent.”
Despite the fact that sales for pears have
skyrocketed since implementing Operation
Flavor, Roger remains humble, insisting that
all Stemilt is doing is reversing the course
that it had a hand, albeit a small one, in
charting.
“People don’t go to a store to look for fruit
that is ready-to-eat; they expect it. Telling
them about Operation Flavor would be
missing the point,” Roger explains. “The
only way we’re going to truly deliver that
Operation Flavor message is delivering it
through our brand Rushing Rivers®, and then
when consumers buy that brand, they will
love it and keep coming back and buying
more. The pears, their flavor, and those
two wonderful river valleys we grow them
in—the Wenatchee and Entiat—tell the story
consumers care about. Ready-to-eat is an
expectation!”
To prove that theory—the one that says
consumers expect flavor—Stemilt did a test
on signage. Using the same retailer, the same
pears, and the same price, the company
presented its fruit in three different ways:
one with pears that had not gone through
the ripening process, one with ripened pears,
and one with the same ripened pears, but
with a “Ripe and Ready to Eat” sign attached.
The results were surprising to me, but not to
Roger.

STEMILT RUSHING RIVERS®
PEARS DISPLAY BIN
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RIGHT: STEMILT’S
PEAR ORCHARD IN
THE WENATCHEE
RIVER VALLEY
BELOW: STEMILT LIL
SNAPPERS® PEAR
POUCH BAG

“”

People only believe in
how good your product
is after they’ve tried it.

“We found that sales were up 12 percent
over the unripened pears in both cases,
but when we looked at signage versus
non-signage, there was no disparity. What
else is interesting is that you really did not
see any trends in the data until the pears
were in-store four to six weeks,” Roger
says, piquing my interest. “My hypothesis
is that people only believe in how good
your product is after they’ve tried it. They
came there, they tried it, and even if they
didn’t buy that many pears in the past,
they buy them again because they taste
good. That’s when sales pick up. It is about
building trust with the consumer.”
He offers these words of advice: Don’t get
hung up on the signage; get hung up on
consistency.
Though we all love consistency, retailers
especially, it doesn’t hurt to add a little bit

of spice now and again. Roger hints that
he and the Stemilt team plan to bring new
life to the pear category with new varieties.
And while the company’s in-depth trialing
process has about another six years to
go by Roger’s estimates, we may see an
extremely unique pear come to market
within the next decade.
One of my particularly favorite ways to
get consumers excited about pears is to
match them up with an excellent bottle of
wine and full charcuterie plate. This can be
a great marketing play through signage or
social media promotions at retail.
He laughs, “Between the parents opening
a bottle of wine and the kids looking for a
perfect sweet snack, I think we’re going to
have plenty of audience.”

To that, I raise my glass and offer this toast:
to Operation Flavor.
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Sometimes, looks
do mean everything...
Check out what packaging concepts and products
we believe pop on the shelf and can help drive
traffic through the produce department.

1

MANN PACKING

Fresh Veggie
Pasta Nourish
Bowls®

Given that plant-based meats and
proteins are so hot right now, I was
floored when Mann’s announced its
vegan sausage Tomato Bolognese
bowl is the first-ever warm veggie
meal to feature plant-based protein.
Add to that the bright, colorful
packaging that has your mouth
watering, not to mention the
convenience consumers already
associate with the Nourish Bowls,
and this is an instant stand-out for
the store shelf.

5

PACKAGING CONCEPTS

THAT DID IT

RIGHT
by MELISSA DE LEON

98 / SEPT 2018

3
2

PURE FLAVOR ®

Salsa and
Guacamole
Kits

Yes. What do you mean we don’t
have this yet? Whether it’s Super
Bowl Sunday, Cinco de Mayo,
friends are over for poker night, or
you just need a date with yourself,
these kits streamline the consumer
shopping experience even further
(always a win), and the crossmerchandising possibilities are
endless. Place the movies in the
produce department, the chips,
even the party favors! Can you tell
I’m a little excited about this?

SUNFED ®

Organic
Persian
Cucumber
Packaging

While many consumers thought
they had to deal with that pesky
atmosphere or humidity messing
with the quality of their fresh
produce, the SunFed® team was
looking for a way around it. And
let’s throw in some convenient, onthe-go additions as well. The team
recently introduced a controlled
humidity and atmosphere graband-go pack for its organic Persian
cucumbers, helping maximize
freshness, minimize hands-on
interference of consumers in the
store, and elongate shelf-life. Good
luck keeping these in stock!

4

VILLAGE FARMS

Stackable
Snackables

Snacking is a key category that
has deterred dinner appetites for
generations, but the fresh produce
industry is taking it back. Also,
pop quiz! Should you store your

tomatoes in the fridge or on the
counter? If the parents shopping
your store think they have to keep
these snacks in the refrigerator, let
them know they can keep it on the
counter and ready to grab on the
way out. If you live in temperaturestable conditions, keep it in the
car! The point is, why snack on
something you might regret? At 10
oz and true to its name of being
easy to stack, it saves space on your
shelves as well as your consumers’
place of snacking, wherever that
may be!

5

THOMAS
FRESH

White
Tumeric

I’m expecting to see this available
in kombucha. The name
immediately caught my attention
as consumers continue their quest
for new superfoods. As far as its
vehicle, mesh and netting were
a standout option for Canadian
product appeal the last couple of
times I visited our neighbors up
north, and if Europe is the market
to follow, then plastic is on its way
out. Wrapped in convenientlysized, attractive-yet-breathable
mesh toppers presenting Thomas
Fresh’s white turmeric, this is
something I hope to see hit the
U.S. soon.
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WTF

DO I DO WITH

ms’
Mucci Far ™
er
Cutecumb
Poppers

{ what the fork }

POPPERS IN A BLANKET
INGREDIENTS
12 Mucci Farms Cutecumber™ Poppers,
washed and patted dry
2 tortilla wraps (6"), cut into 12 equal strips
6 Mucci Sun Drops™ and Sun Bliss sweet
grape tomatoes, for garnish

DIRECTIONS

1
2
3

cream cheese filling

6 oz cream cheese, at room temperature
1 tbsp finely diced red sweet bell pepper

4

In a small bowl, mix together cream cheese filling ingredients.
Spread equal amounts of cream cheese filling onto tortilla strips.
Roll one cucumber per prepared tortilla strip, secure with a
toothpick, and place on a serving tray.
Garnish each with Mucci’s Sun Drops™ and Sun Bliss sweet grape
tomatoes, sliced in half.
Refrigerate up to an hour before serving.

1 tbsp scallion, finely chopped
1 clove fresh garlic
1 tbsp fresh thyme, finely chopped
¼ tsp salt
¼ tsp fresh black pepper
Prep Time: 20 min
Servings: 12
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For more delicious, healthy, & easy-to-prepare recipes
visit www.muccifarms.com

?

