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2018 PMA Fresh
Summit games begin!
Competitors, up-and-comers,
industry veterans, and us
trade news folk look forward
to this event every year, and
as we converge on Orlando, Florida, for the annual trade
show, you can expect the industry to rise to the occasion.
Fresh Summit has become a behemoth amongst trade
events, and as the floor gets more and more packed every
year, we thought we would highlight a few of the
companies to watch as the competition heats up.

Heather Shavey is a force on the show floor and in her
role at Costco. While we may see produce as her first love,
there is so much more to this produce veteran. Heather
joins us in this issue to dish on her likes in My Favorite
Things.

As most of you know, our team at The Snack
Magazine has a sister publication AndNowUKnow.
This year our digital baby ANUK turns
10-years-old and while I have only been here
a short seven, it has been action-packed and
invigorating. In this PMA Fresh Summit edition,
we bring you milestones and insights from growing
companies young and old. We hope you enjoy this 36th
issue of The Snack.

When you think software, it may seem specific,
but if you are Famous Software you are an
all-encompassing tech mogul—hungry to
bring solutions to enhance and better our
business. Heather Hammack, Natalie Kaita,
and Brandon Roberts are not just raising the
bar on tech solutions for ag, they are creating it.
If you are not in talks with this company, you may be
looking to fall behind the times...soon. But don’t believe
me, see what the team behind Famous has to say.

et the

History is something we speak of often, whether it is the
history of a category, a company, or a person. In this issue,
we have it in spades. Oppy has 160 years in the bag, and
while some age-old companies might get stuck in the past,
Oppy has not. James Milne and John Anderson join us to
share the roots of the company, how they always stay one
step ahead of the game, and the future beyond.
Also driving the change behind family-run businesses are
two companies positioned to bring a tide of growth and
a legacy of memories, triumphs, and tribulations to the
forefront of how they approach the marketplace. And their
deep roots have helped them cultivate deep relationships.
In this edition, we bring you Paul Catania, Jr. of Catania
Worldwide to speak to the changes in produce history and
how the company has pivoted to adapt to them as the
operation grows more vertically integrated every day.
In addition, if there is one family that has traveled the
topography of U.S. produce regions, it is the D’Arrigo’s.
The D’Arrigo Bros. Co. of New York's’ Kevin D’Arrigo
joins The Snack to talk about how the family blood runs
deep, their passion for relationships even deeper, and the
company’s past aligns with a vision for the future. Memory
is long and a family’s memory is even longer.

Making moves to strengthen 99 Cents Only’s position in
the market is Caitlin Tierney. Her dynamic personality
and incredible passion are undeniable, and she shares
which industry members helped her on her way to the
top of the company’s produce program. Check out
Caitlin’s journey in Mentors in the Making.

Looking for the dos and don’ts of merchandising in the
scramble to reimagine the produce department? Mucci
Farms’ Joe Spano sits down for a Q&A with the team as
he pulls back the curtain on the program and the road
ahead.
Greenhouse-grown produce is creating spaces for
consistent year-round supplies as seasonality begins
to slip off the map. Jamie Moracci, Jeff Moracci, Matt
Mastronardi, and Chris Veillon of Pure Flavor® join me
to discuss how the company has grown their operation
to encompass a new project in Georgia. Georgia? Yes,
greenhouse growing in Georgia. They tell all and then
some, so flip a few pages and catch up with the Pure
Flavor team.
And when we say we are going “all in” with Anthony
Gallino, we mean it. With Tour de Fresh already a Tour
de Force, we stopped to ask this sales maverick what
California Giant Berry Farms has cooking and how he
found his way to this berry industry staple.
I’d like to wrap by saying thank you for 10 years of
amazing support at AndNowUKnow, and as issue 36 of The
Snack hits your desks, thank you for all your stories.

In this issue, we also bring you two powerhouses making
strides to impact the retail space, from club to discount
concepts.
Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack
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MENTORS IN THE MAKING

Caitlin Tierney
By melissa de leon
ROM MICHIGAN TO NEW
YORK CITY, California
to London and back
again, Caitlin Tierney’s
portfolio is as well-versed in industry
experience as it is in geography. But,
she might shudder if you were to call
her a ‘mentor’ just yet!
“Part of the advantage that has
allowed me to get as far as I have in
my career at my age is that, looking
back ten years ago, they weren’t filling
the pipeline with younger people to
grow into these careers,” Caitlin tells
me when we talk about her rapid
trajectory. “Many would retire, and I
believe that is one of the things that
helped me to move up so quickly.
On the flip side, I know the industry
recognized that, and I love that it’s
providing so many more tools, even
different college degrees students can
now get.”
Caitlin’s path winds through brickand-mortar and online grocery
before landing at a retailer that is
helping change the industry, having
experienced everything in between.
“To start, I was at Spartan Stores
for six years, and that’s where most
of my mentorship took place,” she
recalls, introducing me to the first big
influence in her fresh produce career:
Steve Wright, now VP of Sales and
Procurement at Shenandoah Growers,
Inc.
“Steve really helped me in asking the
right questions. He helped educate
me on the growing side as well as
the buying, including how to make
tighter turns, what to look for in a
spec, understanding seasonality, and
then how to take that into growing
your category with different SKUs and
retail promotions. He really taught me
the 101 on retail. I still use all the tips
that he shared with me when I was
younger to this day,” Caitlin shares.
Another voice of reason Caitlin says
helped steer her in the right direction
was Sean Walsh, current North
American Director of Produce and
Dairy at Gordon Food Service.
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“I am a very fiery and energetic person.
He allowed me to be so, but helped
me be more strategic on how I voiced
my opinion,” she explains. “He taught
me how to tackle difficult situations,
structure all my information, and
compose it in the background so that
I could paint a better picture when
talking to upper management. At that
point they were store directors or
merchandisers. Now the audience is a
bit different.”
Then, Caitlin says, she really wanted to
experience a new side of the business—
one that was to become a big facet of
the modern industry.
“The online business was just starting,
and I got an opportunity to work for
FreshDirect in New York City. So, I
took the leap of faith and, in doing so,
learned an immense amount about
product quality, different varietals, and
obviously, a different retail format,”
Caitlin comments. It wasn’t long, though,
before she again became hungry for a
new side of the industry to absorb.
“I had an opportunity to come out to
California and work for Fresh & Easy,
and at the time Tesco was the thirdlargest retailer in the world. I thought
that opportunity was something I
couldn’t let pass by. I came out and was
the Purchasing Manager of Produce
and Floral for the 200 ad stores we
had out here, and I really loved the
accountability and passion the
business gave me,” she tells me.

me to understand that this is more than just
a career and we can grow more than just
produce, but lasting relationships that go
beyond our day-to-day job.”
She would go on to learn about the seedside of the business as Bayer Crop Science
Specialty Seeds’ Marketing Manager for the
Americas, falling in love with how important
it is to develop programs within the produce
department. But, she missed the buy-side.
“I just missed the retail aspect too much—
being a decision maker and helping to
improve consumption and grocery retail
formats by being able to category manage,
create processes, and then educate the
consumer about what they are buying. I
had an opportunity to come over to 99
Cents Only Stores and be a Senior Buyer
for them. I was able to be quickly promoted
to Director of Produce, as it’s our largest
department, and 99 really needed a captain
with a background in the industry,” she
shares, coming full circle to the position in
which I have always known her—a captain.
When I ask what it is about 99 Cents Only
that helps it stand out, Caitlin tells me it’s
two-tiered: On one level, her team is able to
serve traditionally overlooked populations,
feeding people who could otherwise not
afford fresh produce. The other gives
growers the ability to harvest 100 percent of
their crop by purchasing product that might
be misshapen, or just the wrong size for
others to process.
“At the end of the day, one of our goals is
to reduce mass quantities of food waste. I
think that’s the big advantage we have,” she

Another source of sage
advice and friendship she
first encountered at Spartan
Stores was that of GreenFruit
Avocados Director of Business
Development Dan Acevedo.
“Dan, from a vendor perspective,
really taught me about building
relationships with the vendor
community, as well as establishing
a ‘brand’ within the industry,” Caitlin
shares when I ask about Dan’s role as
a mentor. “That helps to grow not only
the business you have with that vendor,
but how your voice or ‘brand’ spreads
through to other opportunities within
the vendor community. Dan has allowed

Caitlin Tierney
Produce Director,
99 Cents Only Stores

finishes. “Other supermarkets really keep to the
middle of the bell curve, and we are able to retail
a non-expensive price to get the customer to buy
healthy and, in turn, consume a healthier lifestyle.”
With the tools she has collected in pursuit of that
mission, it will be exciting to see who Caitlin will
help shape as she furthers her fresh produce
career.

The mentors

Here is what they have
to say about Caitlin Tierney...

Steve Wright

a passion for learning, all traits that are
wonderful building blocks for success. But to
take advantage of these traits requires work,
and Caitlin was always willing to do that. Often
team members have come to me expressing
a desire to do ‘more,’ when they mean they
wish to do something else. Caitlin was and
is always willing to take on more. There were
many situations where Caitlin asked the
tough questions or appropriately challenged
a strategy or tactic to ensure organizational
success, as well as an opportunity to grow.
I’ve been and am currently in several mentormentee relationships, and a key to those that
have been the most valuable are when both
sides learn and grow. I can honestly say I
benefited from my time with Caitlin. We had
many candid and open conversations over a
variety of personal and professional topics that
expanded my ability to better connect with my
teammates, coworkers, and customers.

VP of Sales & Procurement,
Shenandoah Growers, Inc.

I first met Caitlin when we worked together at
Spartan Stores. Honestly, I didn’t care for her at
first...which is something we still laugh about today.
As fate would have it, she was assigned to be my
assistant. In retrospect, I think we both learned
from each other. I would like to think I taught
Caitlin a few things about produce, and she taught
a stubborn man some balance—how to laugh and
not take the world quite so seriously.
Caitlin has a rare combination of energy, passion,
tenacity, and fearlessness. Experience has given
her confidence and, combined with those first
four qualities, you have an explosive force to be
reckoned with. It’s been a real pleasure watching
Caitlin’s career skyrocket, I’m proud to count this
dynamic and spirited young lady as a close friend.
That said, I know she’s only scratched the surface.
I look forward to watching her continue to grow
and be a leader in our industry.

Sean Walsh

North American Director
Produce & Dairy,
Gordon Food Service

The best part of my job is helping others succeed
and grow in their professional development.
Being part of someone’s growth as a business
professional is very rewarding, and Caitlin is a
perfect example! It has been exciting to see how
she has evolved throughout her career, and to
see her in a key leadership role is not surprising.
It was clear when I met Caitlin she had an
exceptional energy for customer service and

Dan Acevedo

Director of Business Development,
GreenFruit Avocados

They say first impressions last a lifetime, and
that couldn’t be more true than mine of Caitlin
Tierney. I met Caitlin about 10 years ago in
Grand Rapids, Michigan, when she was a buyer
for SpartanNash. Now, I recall a vibrant young
woman with an inquisitive mind, eager to
learn more about the company I was with and
the avocado category. Never one to shy away
from a teaching moment, this led to a facility
tour where Caitlin’s rapid-fire questioning and
keen observations directed me to raise the bar
within the company I was with at the time.
If you know Caitlin as I do, you find yourself
learning from her despite her seeking
knowledge from you. Everything from
her strong values, which she credits to her
Midwest roots, to her incredible work ethic
and drive for excellence make Caitlin shine.
It has been a privilege to not only know
Caitlin, but watch her grow in our industry.
Through the years our friendship has shifted
from me sharing my industry perspective to
us discussing trends and developments as
peers. Caitlin has developed such a global
knowledge of the produce industry and never
shies away from gaining more—as we both
know, change is constant in our industry and
in life.

Sponsored By
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MY FAVORITE THINGS

HEATHER SHAVEY
Assistant Vice President - General Merchandise
Manager, Costco Wholesale

With a career spanning more than 30 years with Costco,
nearly 15 of which have been served working in fresh produce,
we wanted to know what keeps this vibrant powerhouse
balanced in and out of work. From fun times to down
time, here are a few of her favorite things...

1

4“

5

Hitting the slopes with my
family in one of my favorite
places: Whistler, BC.

7

2

My loved ones, including our
puppy—my boy Bleu—make my
life so full of joy.

”

Ohhh, the sound of the shaker and
the drink. My fave—shaken cold,
clean, with Blue cheese olives on
the side.

8“

1
4
7

6“
9

Perfect for almost
any occasion.

”

2

Skiing

5
8

Nothing like my kitchen on
a rainy Seattle, Washington,
day to cook up a storm.

”

I love adventure and the
places where my work
has taken me.

Seattle is a boating town, and
it’s fun to be outside on Lake
Washington.

Loved Ones

Martinis

3“

I love what I do. I love the
company I work for. I love the
people that I have met through
this incredibly industry.

Bringing people together for parties,
birthdays, and holidays. I love
creating moments.

Work as Passion

3
6

Boating
A Clean Crisp
White Shirt

”

9

Cooking
Traveling

Celebrating
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by Jessica Donnel
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Kevin D’Arrigo, Vice President of Operations, D’Arrigo Bros. Co. of New York

“L

a famiglia non è una cosa
importante—è tutto.”

This saying, not unfamiliar to me as a granddaughter of
an outspoken Sicilian woman, is one that has replayed over
and over in my head as I’ve come to know the D’Arrigos. It
means “Family is not an important thing—it is everything.”
And if you have ever met even one offshoot of the countless
branches of the D’Arrigo family tree, you know this to be
true. From a larger-than-life, so-very-Italian dinner table,
to the business they have built together, the company is as
deeply entrenched in New York City history as the iconic
Hunts Point Produce Market itself.
Now, as the fourth era of D’Arrigos sets out to make its mark
on the produce industry at large, and as D’Arrigo Bros. Co.
of New York tackles a fresh take on the wholesale banana
business, Vice President of Operations Kevin D’Arrigo is
helping to usher in a new era—one that pays homage to the
family that united together to build an empire, but in a way
that is so uniquely his generation’s own.

“What I love so much about working alongside my family is
the sense of duty we all share to keep pushing the company
forward. We’re all so proud of what our grandfather
and fathers have built, and now is our chance to follow
that natural progression—making a gradual shift from
traditional terminal market wholesaler to the type of fullservice company that is needed to be a strong contender
in today’s produce business,” Kevin explains. “I believe
the banana business is really going to be our next big step
in doing that. We’re increasing our physical footprint and
adding another product, which just so happens to be the
biggest volume item in the industry.”
When Kevin’s great grandfather, Andrea D’Arrigo,
emigrated from his home in Sicily to New York City through
Ellis Island in 1904, he was just 16 years of age and didn’t
speak a word of English. Despite the uphill battle these facts
challenged him with, Andrea and his brother Stefano, who
followed to the States in 1911, spent the next four-some-odd
decades building an early-day produce empire—D’Arrigo
Bros. Co. of Massachusetts in 1923, D’Arrigo Bros. Co. of
California in 1925, and, finally, D’Arrigo Bros. Co. of New
York, Inc., on Independence Day, 1948. Talk about a hard
act to follow for Kevin’s grandfather, Stephen D’Arrigo.
But in the tradition of the D’Arrigo family, it was less of
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Left to right: Andy D’Arrigo, Steve D’Arrigo, John Antognoni, Andrew D’Arrigo, Peter
D’Arrigo, and Steve D’Arrigo at the 1960 United Convention in Chicago, Illinois

The original Andy Boy label on broccoli rabe
grown by D’Arrigo Bros. Co. of California

“following” in his father’s footsteps for Stephen, and more about
taking the opportunities given to him and running with it. It was
always a dream of Andrea and Stefano’s to open up a wholesale
distribution company in the largest market in America, but it
wasn’t until Stephen drove himself from Boston to New York
City that their aspiration took shape. The following day, Stephen
opened up shop at 308 Washington Street, located in what we
now call Tribeca with just five employees in tow.
“My grandfather, then my father and uncles, have all cultivated
relationships with both customers and shippers from the ground
up based on honesty and fairness. My grandfather built a special
environment, where he truly respected his employees,” Kevin
tells me. “And then when my father’s generation came, they not
only maintained that respect, but further developed a company
culture where hard work and honesty always pay off. I look
around even today, and so many of the people in key positions
were hired as porters and worked their way up.”
When the great “Washington Market,” also known as “the Old
Market,” moved from its century-long home in Manhattan’s
Lower West Side to the Bronx in 1967, Stephen was eager
to help usher in the state-of-the-art, now emblematic Hunts
Point Produce Market—still the home of D’Arrigo Bros. Co. of
New York today. Even then, Stephen made a point of offering
customers a one-stop-shop type of experience—certainly an
original idea in a wholesale industry—built off of specialization.
As the years progressed, the company expanded into a fullline fruit and vegetable business, building upon product lines,
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"What I love so much about
working alongside my family
is the sense of duty we all
share to keep pushing the
company forward."
- Kevin D’Arrigo, Vice President of Operations, D'Arrigo Bros. Co. of New York
offering more variety, and filling more needs for the company’s
customers.
It’s in that spirit of his grandfather, Stephen, and father, Paul,
that Kevin takes his next steps to make his family’s business
more valuable to the customer—pioneering D’Arrigo Bros. Co.
of New York’s wholesale banana business.
“Since I started here, my role has been evolving from sales into a
more operational focus. So when the opportunity to purchase a
facility from our friends at John Georgallas Banana Distributors
arrived, it was the perfect timing and fit for me to learn the
business and then manage it,” Kevin tells me. “For the first time,

Kevin D’Arrigo working at the
Company’s New Banana Facility

we are in the ripening game, and now, because of the success we
are seeing, we are able to accelerate the growth of our tropical
department.”
Under Kevin’s guidance, the company underwent a massive
overhaul of the existing facility, ripping out eight of its oldest
ripening rooms, filling in unused sections to increase the
available refrigerated warehouse space by over 50 percent,
expanding from 12 to 16 loading doors, and adding new dock
levelers. All in all, the renovations provided an additional
25,000 to 30,000 square feet, and in Hunts Point, space might as
well be gold. Better yet is that the facility is right on the outskirts
of the produce market, letting the company circumvent some of
the stricter rules there, like which commodities it can sell and
which hours it can operate—all while remaining close enough
that there are no additional costs or hoops to jump through to
run between the two locations.

As for trucking—the current hot topic across all points and
sectors of the supply chain—Kevin tells me that in just the four
years he has overseen it, D’Arrigo Bros. Co. of New York has
doubled its dedicated department.
“Seeing how important trucking can be in our customers’
experience, I’ve taken a keen interest in making it as efficient
as possible,” Kevin says. “Efficiency obviously reduces costs,
but it also makes for faster deliveries, reduced mis-picks
and misdeliveries, so little things we can improve upon, like
providing GPS for more accurate ETAs, means that our
customers are happier.”
Kevin’s voice is strong when he speaks on his vision of what
his great-grandfather, grandfather, and father’s business will
become in the future, but at the end of the day, he’s not alone.
His cousins—his fourth generation famiglia—are still there
alongside him.

“My vision of the company is that moves like these are our
“People may not believe it, but we really all get along!” Kevin
future,” explains Kevin. “And looking further ahead, the
laughs. “But really, it’s beyond that—we trust each other. Every
two things that I am a big believer in are technology and
one of us is different and has their own unique personalities and
trucking. Internally, technology will be what we can use to
keep our employees at the top of their game, keeping them
skill sets, but in a sense, we all share a similar idea of what our
better informed through free-flowing and more easily accessible
company is and needs to be—it’s that pride we have for what our
information. Externally, state-of-the-art warehouse management family has built, and a sense of duty to keep pushing it forward.”
will give our market customers a better experience, and to that
end, we’re rolling out an online portal and phone app for placing From one Sicilian to another, family is not an important thing—
orders.”
it is everything. And to that end, the family business is without a
doubt in good hands for years to come.
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WTF

DO I DO WITH

ntle’s
Tanimura & A
Cauliflower

?

{ what the fork }

ROASTED CAULIFLOWER MAC ‘N CHEESE
INGREDIENTS
1 head of Tanimura & Antle Cauliflower,
cut into small florets
1 tbsp butter, soft
1 cup cream
¼ cup milk

DIRECTIONS

1
2
3

2 oz cream cheese
½ tsp dry mustard
¼ tsp garlic powder
2 cups shredded sharp cheddar cheese,
divided
½ tsp salt
¼ tsp ground black pepper
½ cup seasoned bread crumbs
Prep Time: 15 min
Cook Time: 25 min
Servings: 4

4
5

Preheat oven to 375° F. Butter an 8x8" baking dish.
Bring a large pot of salted water to a boil. Cook the cauliflower in
salted water for 4-5 minutes, drain and place in baking dish.
In a medium-sized saucepan over medium heat, scald the cream
and milk with mustard and garlic powder. Add cream cheese and
stir until smooth. Lower the heat and stir in 1½ cups shredded
cheese. Stir well to melt.
Season with salt and pepper and then pour over cauliflower. Toss
in baking dish to coat. Sprinkle with remaining cheese and top
with bread crumbs.
Bake in oven for 15-18 minutes. Serve.

For more delicious, healthy, & easy-to-prepare
recipes visit www.taproduce.com
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No wonder kids and adults ask for
Cuties by name. It’s the name they
trust for quality and flavor in every
bite. This season choose Cuties,
the original California clementine
that everyone loves.
1385

rom accompanying travelers along the Silk
Road to capturing flavor palates in medieval
Europe and heading west with wagon trains
in the second California gold rush, there isn’t a
moment in history that didn’t feature a citrus
variety or two. Today, the likes of mandarins, pummelos,
tangelos, lemons, limes, grapefruit, and more remain
rooted in our global culinary culture all year long
thanks to multiple growing regions around the world.
Let’s peel a few open and take a closer look...
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ATTRIBUTES: Rich pink pulp with orange
exterior; few, if any, seeds
AROMA: Pleasingly tropical
FLAVOR: Extremely sweet with a
tangy cranberry-like zing
and cherry undertones

NCIA OR
E
L

ES
NG
A

VA

As

RA CAR
A
C

ATTRIBUTES: Differentiated from other orange
varieties by its thin, slightly
pebbly rind and occasional seeds
AROMA: Orange blossom
FLAVOR Known for a perfect balance of
sweet and tart flavors and high
juice content

R ED G
RA
P
RU

TE

S

RIO

EF

XA

APEFR
R
UIT
G

IT

ATTRIBUTES: Yellow skin with a pink blush; flesh
varies from light pink to deep red
AROMA:

Subtly sweet, sour cherry

Perfect balance of sweet and tart
FLAVOR: flavors, extremely juicy

ATTRIBUTES: An overall blush on the exterior
peel with a deep red interior color
AROMA: Bright and floral
PROFILE: Surprisingly sweet with a hint of
zing

S
ATTRIBUTES: Small navel formation on the
blossom end; easy-to-peel;
virtually seedless
AROMA: Sweet, floral
FLAVOR: Refreshingly tart with a rich
vanilla finish

BL

L ORAN

OD ORAN
O

S
GE

E
V
A

GE

N

*In season OCT-APR; peak sweetness from NOV-MAR

ATTRIBUTES: Deep maroon interior with very few
seeds; orange-red blushed exterior;
easy-to-peel
AROMA: Mildly floral with earthy papaya
fragrance
FLAVOR: Rich, tart plum flavor with wild
raspberry overtones
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CL
& E

SA
T

rin
da

s
ATTRIBUTES: Varying in shape from flat to
necked; peels and segments easily;
seedless
AROMA: Sweet honeysuckle

AROMA: Sweet, wildflower, pomegranate
FLAVOR: Crisp apricot nectar flavor and a
rich “raisin-y” aftertaste

MANDA
GGET MAND
U
N

A
RIN
S

ATTRIBUTES: Prominent circle on blossom end
AROMA: Crisp, citrus scent
FLAVOR: Rich flavor

GO
LD

E

ATTRIBUTES: Unique rounded middle with a flat
top and bottom; medium-sized fruit;
deep orange, smooth, and glossy
skin; seedless; easy-to-peel

NS
RI

PAG

FLAVOR: Refreshing with warm, tropical
hints

T
COT
UR RINS
A

TINE & W
EN G O M A . M
M N
ND
TA

MAs man
U
S

ATTRIBUTES: Bright and slightly bumpy rind;
seedless; sweet; easy-to-peel
AROMA: Sweet citrus

OR
O

NCO & M
A
EL
BL
O

OS
EL

LDS
GO

OLA TAN
E
N

G

MI
N

FLAVOR: Rich, extremely sweet flavor

ATTRIBUTES: Cross between a grapefruit and a
tangerine; deep orange with a knoblike formation at the stem end; few, if
any, seeds; easy-to-peel
AROMA: Robust, tart orange aroma
FLAVOR: Bold, tangy flavor and bursting
with juice

ATTRIBUTES: Oro: Slightly larger than grapefruit;
thick green-yellow rind; Melo: Larger
than Oro; thinner rind
AROMA: Both: Sweet
FLAVOR: Oro: Juicy, sweet, bitter membranes;
Melo: Sweet, but less than pummelos
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LI

LEMONS
R
YE

ATTRIBUTES: Cross between a regular lemon
and a mandarin orange; bright
yellow or rich orange-yellow color

ATTRIBUTES: These two different types are virtually
indistinguishable from each other; bright
yellow with medium to slightly pebbly
skin; popularly used in cooking
AROMA: Crisp, floral smell

AROMA: Lemon blossom-floral, sweet lime,
lemon, and mandarin

FLAVOR: Distinct tangy flavor that complements
both sweet and savory foods

FLAVOR: Intensely sweet, deep citrus flavor

PE

LIM

AK
A

N

M

IA

IAN LIM
RS

ES

Y LI S Es
KICEAN OR WEM
T IN
D

EX

NS

ME

REK A &
EUON LEM
O
SB

ES

ATTRIBUTES: Typically sold while still dark green
in color, gradually turn light green
as they ripen; virtually seedless

ATTRIBUTES: Generally round; straw yellow
flesh; a thin, leathery skin, ranging
from light green to yellow

AROMA: Spicy, floral
FLAVOR: Distinctive piney flavor

AROMA: Highly crisp aromatic attributes

PINK

PU

GATED LEM
E
I
R
O
A

NS

V

FLAVOR: Fresh, tangy taste

ATTRIBUTES: Prized as much for their beauty as they
are for their flavor; pink on the inside
with a yellow and green-striped rind

M

LOS
E
M

ATTRIBUTES: Largest of all citrus fruit; thick,
dark green peel that fades to
yellow as season progresses

AROMA: Bright, crisp
FLAVOR: Slightly less acidic than conventional
lemons

AROMA: Zesty and slightly tropical with
a hint of jasmine and lime
FLAVOR: Sweet with a candied almond
aftertaste

LIMES
R
E
G
N
FI
ATTRIBUTES: Not related to a lemon or a lime;
considered a micro-citrus; tiny fruit
pearls in a wide range of colors
AROMA: Unique refreshing lime
FLAVOR: A lemon-lime-grapefruit
combination
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Source: Information
provided by AndNowUKnow
Citrus Grower Contributors

Join PAIA to be part of an association that is advancing
and shaping the entire asparagus industry!
Contact: Priscilla Lleras-Bush
priscillaprestige@outlook.com • 817-793-3133

How to Avoid

GHosting:
Handling Job Abandonment
By Rex Lawrence

A

s many of us may know or have
experienced, it’s a tight job market—less
than four percent unemployment for the
nation in general. As for produce, I think
it’s tighter in some job categories and/or
geographical areas. Needless to say, our team of Search
Consultants is working harder and digging deeper to
find great people. The supply of great people exceeds
the demand of great people, to put it succinctly.
Okay, so why the “ghost story”? The hiring world is
currently experiencing a behavior called “ghosting,”
aka “job abandonment” to the HR community. This is
when candidates are accepting jobs enthusiastically and
then simply not showing up to work. I read about this
happening in other sectors. “But surely it won’t happen
in my (produce) industry,” I thought. Wrong!
I was surprised. Everyone in my office was surprised.
The client was surprised. We thoroughly vetted the
candidate, carefully checked his references, and the
client met with him three times—once on the phone and
then twice in person, including with their management
group. He checked all the boxes...or at least all the
important ones, and many more.
Back to the story. He accepted the job and asked for
three weeks to move and provide his employer a bit
more time. Three weeks placed his start-date just before
a holiday weekend, so the employer suggested four
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weeks to make the transition and orientation easier for
all. Fine, everything was agreed upon.
Well, you know where I’m going with this. Four weeks
went by and it was his first day at his new job. Ghosted!
Naturally, the employer was worried, and so were we.
Both us and the employer had had some interaction
with the candidate during the past month, and we had
no indication of issues. Or did we? We each had late
responses to calls and emails, but we knew that the
candidate was “super busy” at work and was getting
ready to move. It’s understandable.
Naturally, we called, emailed, texted, chatted, IM’ed,
LinkedIned, and Facebooked him. We even checked
hospitals and the county jail. Nothing. Ghosted!
The candidate finally returned a text and told us how
a relative had become gravely ill and that he dropped
everything to rush to her side. He then agreed to call the
company on a particular date and time. Ghosted!
Needless to say, this ghost is gone and, hopefully,
haunting another industry.
Since this “ghosting,” we have spent hours here
reviewing our processes and all the interaction, steps,
and possible clues preceding this “ghosting.” Some
of our lessons are very recruiter-oriented while other
takeaways can benefit companies and, yes, candidates,
too. Here are the highlights:

Candidates, Why You Shouldn' t Ghost:
1. The people market is just like the lettuce market (I’m
from Salinas)—it fluctuates.
2. It may be the case that demand exceeds now, and
at some point, it will be that supply will exceed.
3. Do not burn bridges.
4. Protect your reputation and your name.
5. Choose a new job carefully. Think it through before
accepting. Yes is yes...not maybe.
6. If you accept a job, then do it. If somehow you do
change your mind, then tell the recruiter ASAP, or the
employer, if no recruiter is involved.
7. If something happens during the period between
when you accept and when you start, then
communicate ASAP. Recruiters and employers alike
understand that stuff happens. We’re people, too!
8. No negative surprises—whenever possible.
So, what is that potentially scary ending I referenced in
the beginning? Karma! This is a small business world,
and your reputation and deeds—good and bad—can
follow you for years. You’ll make mistakes, we all do,
but just try to do the right thing and do your best.
Communicate. Don’t ghost! You don’t want your
ghosting to haunt you later. It will!
Employers, Avoid Ghosting By:

4. Reciprocity—for years employers have been ignoring
resumes that come into their company. Not even a
“Thank you, we’ll get back to you when we have a fit/
opening.” Perhaps this practice needs to stop. Perhaps
it’s time for the Golden Rule: treat employee candidates
as we would like to be treated.
5. Once a candidate has accepted a job, the “courtship”
is still alive. During the time between when they accept
and when they start, it’s important to stay in touch and
keep them engaged. If they’re in your area, or coming
in during a move, share a meal and get to know them.
Make the effort to connect.
6. Once they’ve started, make sure your onboarding
process includes times to stay in touch and engaged.
Another tactic is to assign a “buddy” to help them get
comfortable and up to speed.
7. Back-ups can be important. When releasing the #2
and #3 candidates, try to do it with grace and kindness.
You may be calling them back...as the new #1.
“I ain’t afraid of no ghost!” Or so goes the song, but the
truth is that I am afraid...and motivated to avoid them.
When it comes through your door
Unless you just want some more
I think you better call (Ghostbusters)
A better idea than Ghostbusters: Follow these steps and
avoid ghosts/ghosting all together!

1. Once an offer is accepted, get that person in and
on the team ASAP. 2018 is a lot different than 2008.
Adjust your perspective and practices. Time kills deals!
2. Watch for small clues that may be signs of integrity
and/or self-discipline issues. They don’t have to be
“deal killers,” but it’s good to dig deeper and know
what you’re getting into.
3. Again, there are no perfect candidates. ZERO! So,
it’s good to identify the flaws and know what you’re
getting. Just like marriage, there are no perfect
boyfriends or girlfriends, but we marry the person
whose positives outweigh their negatives. It’s exactly
the same thing here. The tough thing is that our
“dating” (aka interviews and references) is much
shorter than the two-plus-two of people dating.

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
Rex Lawrence
North America, covering a
Founder & President
wide range of produce and
Joe Produce Search℠
produce-related businesses.
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Purposefully

Incomplete
by Kayla Webb

T

Catania family leader, from Michael,
he produce
to Paul, Sr., to Paul, Jr., has pushed the
industry is like
company to new heights, leaving their
a puzzle—a
mark on the company’s place in produce.
thousand-piece
puzzle capturing
I sit down to chat with Paul Catania,
every nook and
Jr., President of Catania Worldwide, to
cranny of our
learn more about the history behind this
vast, beautiful
business. Catania Worldwide has, since its expansive company.
inception, been a major player in ensuring
“The idea behind Catania Worldwide
every piece is accounted for. With three
has always been to be as vertically
generations of leaders invested in filling
integrated as possible,” Paul tells me. “As
in the gaps, bridging the international
my grandfather, father, and I added
network, and establishing quality, taste,
companies and different operations to the
integrity, and traceability as produce
organization, the name changed from
necessities, Catania Worldwide’s storied
history is a puzzle in and of itself, and one M.L. Catania to Catania Worldwide
to include the expansion of all of our
that is purposefully incomplete in order
different branches. As the company
to leave room to respond to the changing
evolved to Catania Worldwide, I am
needs of our industry.
proud that our company’s main goal
remains the same as when my grandfather
From bringing commodities to new
first started the company. Our focus is to
markets and taking the company abroad,
provide service and quality, food safety,
to expanding from one banner to four
packaging innovations, profitability, and
offices, Catania Worldwide is one to keep
organics, all of which set us apart and
an eye on as setting the pace for produce
allow us to be a leader in the industry.”
runs in the Catania family’s blood. Each
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Paul Catania, Jr., is the third Catania
family leader to man the helm of
Catania Worldwide
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Paul goes on to explain that Catania
began in 1929 with his grandfather,
Michael Leonard Catania, in Los Angeles,
California. He then moved the business to
Toronto, Canada, looking for work in the
local produce industry.

“The idea behind Catania
Worldwide has always
been to be as vertically
integrated as possible.”
– Paul Catania, Jr., President, Catania Worldwide

“He was a true innovator. In 1929, all
vegetables that were consumed were
locally grown and, for the most part,
became unavailable after the last fall
crops were harvested. But my grandfather
devised a plan to ship lettuce in the winter
from California to Toronto by rail, and
I believe that was the first lettuce ever
seen in Canada in the winter months. He
moved back to Toronto shortly after and
established a produce brokerage firm,”
Paul reveals.
While Michael began to grow his business,
he married his wife and had six children.
The oldest, Paul, Sr., served in the
Canadian Navy overseas during World
War II. Upon his return in 1945, he was
entering a medical school subsidized by
the government for his wartime service
when his father told him that he needed
help with his business. Thus, Paul, Sr.’s
career in produce began.
“My dad took the produce brokerage
firm international in the 70s by getting
involved in Chile, Peru, Colombia, Spain,
Morocco, and New Zealand, adding to
what my grandfather built and laying
the foundations for how the company
operates today,” Paul notes.
Naturally, as someone with lineage
from two produce powerhouses, Paul’s
own journey began during childhood.
Growing up at the Ontario Food
Terminal, Paul claims this was similar to
going to a produce university thanks to its
vibrancy, bustling nature, and electricity.
While Paul took a brief detour from the
industry—after graduating from college
he began studies in radio broadcasting—
produce was always his destiny and never
far from his path.
“As a summer job, I worked at the Ontario
Food Terminal for one of M.L. Catania’s
customers, as I had for many summers,
to earn some extra cash. I was offered to
stay on with the company for more money
than I thought I could make in radio, and
so I stayed on after the summer,” Paul
laughs. “After two years, my father and
his partner offered me a position at M.L.
Catania. After growing up at the Ontario
Food Terminal, I could see that the major
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chain stores were buying directly more
and more by the early 90s, and I began
to look for other avenues in the industry
to make sure Catania was covering all its
bases.”
From there, Paul continued to expand
Catania into what it is known as today:
Catania Worldwide. Over the last 25
years, Paul has added banners and
facilities to the company’s operations—
including Stellar Distributing, Catania

an international produce company that
provides fresh figs, kiwifruit, persimmons,
pomegranates, and limes.
Paul then opened 150-acre Maple Leaf
Ranch in 2003, which has since expanded
to include three ranches in California
that specialize in harvesting kiwifruit,
figs, pistachios, pomegranates, and
persimmons. This includes 20 acres of
figs and kiwis on Gulke Ranch, and an
additional 760 acres of kiwis and figs, 60

forefront of the industry. But these
challenges are also what make our
industry unique, challenging, and,
ultimately, exciting,” Paul shares with me.
In addition to the company’s M.L.
Catania Canada location, which has
remained rooted in Toronto, Paul also
recently opened a facility in New Jersey
in 2018. This newer location supports
the storage and shipping for Catania
Worldwide as a means to supply the

“We are able to have more control, fruit
traceability, and freshness through
destination grading and packing.”
New Jersey, Catania Mexico, and Maple
Leaf Ranch—broadening the scope of
Catania Worldwide’s specialties.

of which are organic, that are farmed,
picked, and shipped through the Maple
Leaf Ranch banner.

Eastern United States with high-quality
fruit products. Catania New Jersey also
includes a 40,000-square-foot facility
with cold storage for 1,600 pallets, as well
as ripening facilities.

The company then traveled south,
“Catania Worldwide is now growing,
establishing operations in Mexico in 2004.
picking, and packing its own fruit from
“It is my opinion that we must strive to
Catania Mexico’s ranches harvest and
Mexico and California and shipping
offer the freshest, healthiest, and cleanest
provide Catania Worldwide with limes
it within our own company in Toronto
product to the marketplace, which is why
grown just outside of Guadalajara and
and the U.S via our facilities on the West
I have expanded Catania Worldwide
figs and avocados grown in the state of
Coast and Stellar Distributing in New
over the years. Having control of our
Morelos, south of Mexico City, as well
Jersey. We then do our own distribution
commodities from field-to-fork not only
as state-of-the-art, industry-certified
from each facility, which all have statepacking, cooling, and shipping operations allows us to accomplish that goal, but
of-the-art refrigeration and packing
also continue the legacy my father and
in both areas.
operations, to major retailers,” Paul says.
grandfather began before me,” Paul
“The advantages of our expanded network
shares. “Come visit us at PMA Fresh
“Our industry deals in constant change,
are numerous. We are able to have more
Summit at booth 343 to learn more about
and there are numerous challenges
control, fruit traceability, and freshness
Catania Worldwide.”
through destination grading and packing.” presented, like water and labor issues,
food safety requirements, and more
While it seems like there isn’t anything
that all end at the production chain.
Specifically, in 1993, Paul began Stellar
Catania Worldwide can’t do, the future
Distributing, based in Madera, California, Combined with the constant need for
is still ripe with possibilities and more
innovation in farming, transportation,
with Kurt Cappelluti as Manager. With
produce puzzle pieces to fill in.
an extensive growing base of customers
and packing, we have our hands full
and suppliers, Stellar Distributing is now
of challenges as we try to stay at the

Catania Worldwide grows figs and
more out of its Maple Leaf Ranch
and Mexico locations
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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 bruce A
WHOLESOME HERO?
Bruce has created a partnership
with local schools in economically
depressed areas, bringing in young
students to give them exposure to
produce items. It all began with
Apple Fest, a showcase of local
apples. Kids were bussed into the
store to learn about apples and
take them home. From there, the
partnership grew to encompass
Pumpkin Fest, a yearly train ride with
apples, t-shirts, and school supplies
provided through Bruce’s store and
partner organizations.

1

How did this program start?

2

Special Moments

3

What has kept Bruce involved?

4

What does bruce love
about working in produce?

5

What has bruce learned?

6

What would bruce tell others
who are looking for a way to get
involved?
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RAINIER ® FRUIT CELEBRATES WHOLESOME HEROES

Bruce Magee

Produce Manager at Real Canadian Superstore®
by Loblaw Companies Limited
YEARS IN PRODUCE

YEARS WITH Loblaws

FAVORITE PRODUCE ITEM

28

19

Lychee Fruit

1 4

Bruce’s wife is a kindergarten teacher
at a local school, and in a conversation
sharing their day-to-day activities
he had an idea. His department was
already showcasing apples at the
store, but he expanded his existing
Apple Fest to include educational
programming and invited students
from local schools to join in the fun.

2

Recently, Bruce helped with an annual
train ride for children at all 18 PALS
(Partners Assisting Local Schools)
schools. The ride is a high point of the
school year for students, and they love
being served lunch on board. Bruce
helped secure apples and other healthy
lunch items for the kids, as well as
coloring books and crayons.

“I love the opportunity to work with
something that is always changing,
and design displays that highlight each
season’s bounty. It gives me a unique
way to engage with shoppers and the
community as a whole.”

5

Bruce’s department hosts more
community events than any other
department in the store. He’s found
that fresh produce is really a vehicle
for community engagement through
events and educational opportunities.
With his programs for children, he’s
learned that a lot of kids out there
don’t have much exposure to the
wonderful world of produce. With his
programs, he’s changing that.

36

“Bringing kids into the store is a huge
hit. For many of the students, coming
into the store and learning about
different produce items exposes them
to a world they wouldn’t otherwise
know. The kids get really excited, and
wear the complementary apple t-shirts
all year. The store dietitian gets
involved, too, doing demonstrations
for the kids and helping encourage
them to make healthy choices.”

“Do what you can to educate in your
own small way. The value that I see
in what I do is having the kids walk
away enjoying the experience and
learning something that will help
them live healthy lives. It’s all worth
it when you see how much the kids
look forward to these events.”

t
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—SNAPSHOT—

Grown domestically in Central America nearly
5,000 years ago, sweet potatoes have been a staple
for centuries. Although it is no potato, the plant is a
member of the morning glory family, and produces
sweet, starchy roots that are edible. Known for its
delicately sweet taste and soft texture, the versatile tuber
can be fried, roasted, or glazed. To learn more about
this autumn-hued veggie, dive in here…
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Flavor: Mild, sweet, drier tasting,
with nutty and earthy flavor
Shape: Longer and thinner when
compared to blocky, elongated
spuds
Color: Yellow skin; white to
yellow flesh
Eatability: Smooth and dry with
medium firmness; low in visual
and residual fiber

Covington
Flavor: Moist, sweet, and earthy
Shape: Short and blocky

Color: Burnt-orange skin; orange flesh
Eatability: Smooth and fibrous; softer variety

Diane

Flavor: Very sweet and extra moist
Shape: Elongated

Color: Red-copper to plum skin; orange flesh
Eatability: Smooth
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Evangeline
Flavor: Sweet and moist

Shape: Elongated and blocky

Color: Rust-orange skin; orange flesh

Eatability: Smooth and fibrous

Murasaki

Flavor: Mildly sweet, drier tasting, full,
nutty flavor, with vanilla aroma; exotic
alternative to traditional sweet potatoes
Shape: Short and blocky

Color: Dark purple outside; white inside
Eatability: Smooth, dry, firm, and dense

Beauregard
Flavor: Very sweet and extra moist
Shape: Elongated

Color: Red-copper to plum skin;
orange flesh
Eatability: Smooth

Source: Information provided by AndNowUKnow Sweet Potato Grower Contributors
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LIBATIONS
FOR ALL OCCASIONS:
blood orange
blackberry rum punch
by KAYLA WEBB

G

ather round all ye ghouls and goblins—our
favorite season is about to begin. Dusk is
falling without mercy and the cold is chasing
humans indoors, which means us monsters
can gallivant around the town—our slumber is
no more. This season’s drink of choice is an eerie
witch’s brew featuring a few select fruit-gredients,
so get your cauldrons bubbling and awaken your
friends—it’s Halloween once again!
Out of lore and legend this drink does come
and will satisfy any dragon or demon’s tongue.
Wizards and warlocks, werewolves and wraiths
will all be pleased with its fleshless taste. But
should a host choose to muddy it up, you can
squeeze what’s left of a hideous heart into
each guest’s cup. When brewed with the
juices of a tart blood orange and a few sweet
blackberries, the concoction will satisfy, from
nightfall to daybreak, any spirit’s cravings.
And, should you choose to cast a spell upon
it or even add some dry ice for trouble, the
brew will, like a hell-broth, boil and bubble.
So, blast your favorite playlists of whistling
winds and creaky doors and get the party
started. This drink is best enjoyed in the light of
every full moon, and, remember, it’s not for the
fainthearted.

INGREDIENTS

DIRECTIONS

1 cup chilled blood orange juice
12 oz chilled natural blackberry soda
1 cup rum
¼ cup fresh lime juice
1 cup fresh blackberries
1 blood orange or red grapefruit,
thinly sliced
Human bones for garnish (optional)

1 In a large pitcher filled with ice, combine all of the ingredients.
Stir gently to combine.

2 Add several blackberries and an orange/grapefruit slice to
each glass and pour the punch into the glasses.

3 Garnish with a human bone, if desired, and serve immediately.
Servings: 4 cups
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Relevance
OPPY LOOKS
BACK ON
160 YEARS...
by Melissa De Leon

It’s 1858 British Columbia, not yet turn-of-the-century.
It is a province that will one day be governed by
Canada—once it becomes a country—and is home to
one grocery and supply store that provides food and
necessities to those heading up north from California in
search of gold. It’s here in future BC that four brothers
settled. After immigrating from Germany to New
Orleans, then San Francisco, they braved the cold and
unknown to set up shop in anticipation of an industry
that was still finding its footing. Locals knew it then as
Oppenheimer Bros & Co. Today, we call it Oppy.
“It was actually the first company in BC to be
incorporated and the only one remaining 160 years
later. It’s the same age as the province and older than
the country of Canada,” Chairman, President, and
CEO John Anderson tells me as he and Vice President
of Marketing James Milne walk me through the
memories of a company so vibrant, you wouldn’t guess it
was celebrating its 160th birthday.
I’ll have what they’re having, thank you.
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Re(DE)fined

(left) James Milne, Vice President of
Marketing and (right) John Anderson,
Chairman, President & CEO survey fresh
blueberries in Pitt Meadows, BC, not far
from Oppy headquarters
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John Anderson leads a team meeting

For those of you who think markers of
age are dulled senses, a little less vitality,
or maybe moving more slowly, know
that many of the hallmarks of Oppy’s
innovation have happened in just the last
40 years of its lifetime.
“I started in 1975 in a warehouse, and
in those days we had one office and did
about seven million dollars in sales,”
John says of his start. “Even though the
company was more than 100 years old,
the produce division had broken away
from the grocery side in the early 60s
and was just being developed. I took it
from that one office and built it into the
billion-dollar company it is now.”
As it parted from its retail roots to
become the produce marketing and
transport partner we know now, John
and James share with me how new
products, a computer system a decade or
two ahead of its time, and an auspicious
rebrand have turned The Oppenheimer
Group into Oppy: “Expect the world
from us.”

“There’s a rich history there, and I think
at times it’s hard to encapsulate it all,
especially when it stretches so far back,”
James tells me as he explains that the
modern interest in storytelling is one of
the best things to happen to Oppy. “In
many ways, we were in the right place
at the right time to fulfill a period of
change the industry was going through.
From the 90s going into the early 2000s,
for example, we were starting to see
things that were common in Europe,
Asia, and parts of the Middle East
become very much sought-after here as
well. We were right where we needed to
be and had the capabilities of handling
those changes, no matter how obscure or
big in volume, and were very adaptable
to that scene.”
The same could be said for when the
company revisited its roots by returning
to where the founding brothers’
entrepreneurial spirit started: the U.S.
“Our first foray into the United States in
the 1980s was a big thing for us,” John
shares as one turning point. “We opened

our first Oppy office in
Seattle, Washington.
We were selling into
the U.S. from Canada,
but what allowed us
to open that office, as
well as ones in Los
Angeles, California, and
Wilmington, Delaware, is
that we brought the New
Zealand apple business
in North America under
our umbrella. Previously,
the sales structure was
fragmented; we were able
to bring that all in under
us, which allowed us to
get established in the U.S.
and to get into a lot of
other products as well.”

A further step in that
establishment was the
ahead-of-its-time computer system I
previously hinted at, similar to what
everyone uses today but that wasn’t even
a blip in the early 90s produce world,
John tells me.
“People demanded more products on
a year-round basis, which started to
accelerate the product introduction
process and allow for more import
opportunities. At the time, we developed
a computer system in-house that really
put us at a competitive advantage,” John
explains.
That system was one that gave a single
invoice no matter how many points of
transport a load had to go through, as
opposed to five invoices detailing the
trip. Easy traceability and consolidated
information became a necessity that
Oppy could provide as its resources grew.
“With 27 countries and all those different
growers and products involved, we
needed to keep on top of everything and
be accountable for orders reaching the
retailer at the right time, at the right

...THERE’S A FULL-SERVICE PACKAGE HERE THAT’S
BEEN DEVELOPED OVER MANY YEARS, AND WE
REALLY ENSURE THAT WE CONTINUE TO BE RELEVANT
TO THE FUTURE RATHER THAN COMPLACENT.
John Anderson

Chairman, President, & CEO, Oppy
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price, and in the right condition,” John
shares. “Those things were put in place
so that in the 90s, we could take off and
successfully handle that volume.”
The result was an Oppy renaissance
of new products, partnerships, brands,
and innovations. One of the last, but
certainly not least, of those turning
points was the rebrand of the company
itself. When I ask what milestones make
the list, this is one of the first that comes
to mind for John and James together.
“When we chose the
tagline ‘Expect the
world from us,’ that
not only set the tone
for our culture but also
helped back up the
one we had in place. I
think those words were
among the events that
occurred that really
helped us go to the
next level,” John says.

In asking about the transition, I confess
to them that I don’t even know how long
I went before realizing what ‘Oppy’ was
originally short for. James and John
both laugh, and I feel better about my
admission.
“It was actually an easy transformation
for us because it was already an existing
brand, just sort of underground,” James
explains. “We were hearing it from
the growers and retailers. It wasn’t
really resonating with us, but we knew
we needed to get more contemporary

before because, obviously, social media
is having an impact. We can support
retailers by giving them the stories
they need to tell their consumers, while
at the same time, helping tell the
consumer ourselves. And we still have
new products always in the works—I’d
say we’re pretty innovative,” John
grins. “We’ve added a lot of products
and over 600 different pack-types. We
do all the packing, the shipping, the
merchandising—there’s a full-service
package here that’s been developed
over many years, and we really ensure
that we continue to be
relevant to the future
rather than complacent.”
That full-service
package, James says, is
an increasingly valuable
offer in itself, with so
many other companies’
solutions in logistics and
transportation being
handled by third parties.

“I agree with John.
“We’re blessed that
Once ‘Expect the
we have our own
world from us’ was
transportation company
born in early 2000
for many reasons,
to 2001, it really
including the big picture
galvanized us and our
perspective it provides
organization. We asked
that’s applicable to other
‘What are we going
aspects of our business,”
to differentiate
James shares. “We
One of the original oppenheimer stores in Barkerville, british columbia
on and what are
are in a position
we were going to
to get creative
dominate on?’ and
when there are
what it came down
pressure points on
to was customer
the market. For
service. We knew
example, when
we weren’t going
freight rates
to be the cheapest
from the western
out there because
to eastern U.S.
a lot of our
are high, we
James Milne
imports require
can cultivate
Vice President of Marketing, Oppy
a premium price
an openness
point to present
to comparable
the most sought-after attributes retailers
and friendlier with the generation that
product grown in Europe because
are looking for—appearance, flavor,
was coming through. A lot of them
sea freight rates could be lower than
convenience—sometimes from an area
found ‘The Oppenheimer Group’ a bit
ground transportation, enabling a better
with a higher cost of production. So, we
corporate. So, we embraced it and it’s
situation for our East Coast customers.”
really needed to dominate in customer
been great ever since!”
service. And what I’m very proud of is
The irony of Oppy’s ingenuity, perhaps,
how John instilled that you will get the
Now what? What is the next frontier for
lies in its age—having the in-house
same level of customer service from us as
this company that has set out to prove
transportation before the necessity, the
you will in our Tampa, Florida, office, as
that the refinement of age can meet with
traceable technology before traceability
you will in our Chilean office, and that’s
what is modern, even fun?
was a buzzword, and the brand story
a wonderful attribute I would say has set
before millennial and Gen Z consumers
us apart,” James adds.
“We have an opportunity to get closer
were around to demand it. Has your
to the consumer than we’ve ever been
concept of age been redefined yet?

IN MANY WAYS, WE WERE IN THE
RIGHT PLACE AT THE RIGHT TIME TO
FULFILL A PERIOD OF CHANGE THE
INDUSTRY WAS GOING THROUGH.
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1858

Four brothers open
Oppenheimer Bros. &
Co. in Victoria, BC, to
provide food and other
supplies to thousands
of Gold Rush fortune
seekers. A second store
is built in Yale in 1859,
and a third branch in
Barkerville in 1862.

160 YEARS OF
1985
1956

The first-ever Granny
Smith apples are
introduced to retailers
in North America.

1887

Brothers open
Vancouver, BC’s
first wholesale
provisions
warehouse.

The U.S. branch,
David Oppenheimer
& Company, is
established in Seattle,
Washington.
Oppenheimer
introduces Gala
apples to the U.S.
and Canada.

1992

1891

The first Japanese
mandarin oranges
are sold, beginning a
seasonal tradition—and
grower partnership—
that endures today.

1960

First kiwifruit
imported to
Canada, and a
robust New Zealand
apple program is
built across North
America.

David Oppenheimer
Transport Inc. begins
East Coast operations in
Wilmington, Delaware.
Now known as Oppy
Transport, it has since
expanded to include
transportation services
throughout North
America.

2017

Oppy becomes 50 percent
owner of Delica North America,
significantly boosting export
capacity. The Ocean Spray
Family Farmer Owned Berry
brand is launched. John
Anderson is named as one of
Canada’s Most Admired CEOs
by Waterstone Human Capital.

2013

Oppenheimer joins
Total Produce, one
of the world’s largest
produce marketing
companies, based in
Dundalk, Ireland.

2016

A joint venture with the
Hasegawa family, a third
generation California
strawberry grower,
strengthens Oppy’s berry
category. Waterstone
Human Capital recognizes
Oppy’s culture as one of
Canada’s 10 Most Admired.
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2012

A new sales
office is opened
in Toronto,
Ontario.

OPPY-TUNITIES
2001

1996

Canada’s National Post
newspaper recognizes
Oppenheimer as one of
the country’s “50 Best
Managed Companies,”
a designation Oppy
continues to earn
annually.

Under the direction of VP
and COO Doug Grant, one
of the most sophisticated
management information
systems in the produce
industry is unveiled.

2000

President, Chairman,
and CEO John Anderson
serves as Chairman of
the CPMA. In partnership
with ZESPRI
International Ltd.—
first gold kiwifruit
is introduced to
North America.

2004

Brand promise called
“expect the world
from us” publically
announced, signaling
a commitment to
exceptional service
and global reach.

2003

Oppenheimer-branded
packaging is introduced; first
JAZZ™ apples are brought to
North America, in partnership
with ENZA; marketing
agreement with Divemex is
signed to complete a 52-week
supply of greenhouse sweet bell
peppers; Ocean Spray chooses
Oppenheimer to market fresh
cranberries in North America.

2006

2011

Oppenheimer becomes
a year-round avocado
marketer with the
addition of the Mevi brand.
Divemex becomes Fair
Trade Certified, bringing
North America’s first Fair
Trade Certified sweet bell
peppers to market.

2010

First domestic cherries
are brought to market
through a partnership
with Orchard
View Farms.

2008

July 12, 2008 is
declared “David
Oppenheimer Day” in
Vancouver to honor
David and celebrate
Oppenheimer’s 150th
anniversary.

Exhibiting leadership in
technological innovation,
Oppenheimer participates in the
produce industry’s first Radio
Frequency Identification (RFID)
and Reduced Space Symbology
(RSS) trials. Premium organic
greenhouse vegetable line is
launched with Origin Organic
Farms of Delta, BC.

2007

Oppenheimer receives the 2007
PMA Innovation Award in the
Sustainability Category for North
America’s first fully compostable
pack, made of Earthcycle palm fiber
material, NatureFlex film, and a label
made with compostable ink.
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up
close
A Closer Look at LGS
Specialty Sales, Ltd.
Darling Clementines ®
by Andrea allen

“O

h my darling, oh my
darling, oh my darling
Clementine, you are tasty
and delicious, won’t you
be my snacking prize?”

You could easily get me to
do just about anything for a
sweet, easy-to-peel clementine.
And with Darling Clementine’s
rebranded packaging, featuring
an orange mesh bag and
contrasting blue label—there’s
just something about those two
colors together that make my
heart sing—these tiny fruits are
enough to make me swoon.
Grown from some of the best
groves in the world, Darling
Clementines have been making
consumers’ citrus dreams come
true for 28 years. High-quality
and available year-round, you
too will be happily singing when
you grab one—or four—to take
with you.

Available in 2 lb, 3 lb,
5 lb bags, and a 5 lb
box, the clementines
are bundled together at
peak freshness to ensure
consumers will enjoy
these sweet and tangy
flavors every month of the
year. You won’t be able to
tear your eyes away from
the color combo and the
promise of all that citrusy
goodness inside.
Perfect for a
grab-and-go
snack, Darling
Clementines
will have
you seeing
sunshine-y
days, even in
the middle of
October.
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grown by
APPLES. PEARS. CHERRIES. APRICOTS. ORGANICS.
www.cmiorchards.com | Ph. (509) 663-1955 | Wenatchee WA

KIKU® is a registered trademark of
KIKU® Srl-GmbH, Italy, not an
apple variety. Kanzi® is a registered
trademark of GKE-NV. JAZZ™,
Envy™ and Paciﬁc Rose™ are
registered trademarks of
ENZAFRUIT New Zealand
International Ltd.

up
close
A Closer Look at Jasmine
Vineyards GrapesToGo™
by Andrea allen

T

booming demand for fresh
fruit in the snacking space,
GrapesToGo features grapes still
grown on the vine, promising a
longer shelf-life.

Designed after the team
at Jasmine Vineyards saw a

With simple and clean packaging,
the snack packs draw your
attention to what really
matters—the grapes inside.
Options include red, green,
and black grapes—all of which
are a perfect addition to any
lunchbox. The size of the pack
optimizes tucking them away into

he eyes are the windows
to the soul, and with its
peekable pouch—Jasmine
Vineyards’ GrapesToGo™—
offers a window to snacking
heaven. With an eye-catching
125g pack, GrapesToGo is both
cute and practical, due to its
single-serve, resealable package.
In my mind, GrapesToGo reflects
an essential truth: that grapes are
as snackable as any other treat.
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schoolyard lunches or ensuring
that adults get that healthy
punch of vitamin C.
As millennials continue to drive
trends in the convenience retail
space, GrapesToGo answers the
call for both ready-made and
healthy. For anyone looking to
find a snack that takes away
hunger pangs and cures a
sweet tooth, you needn’t look
any further: Jasmine Vineyards’
GrapesToGo is here.

fall fruit par excellence
and a staple in sweet
and savory dishes
throughout the holiday
season, the cranberry
has been delighting
eaters with its tongueteasing tartness for
centuries. In the late
17th century, German
and Dutch colonists
in New England coined the phrase “cranberry,”
remarking that the flower, stem, calyx, and petals of
the plant resemble the neck, head, and bill of a crane.
Let’s learn more about this saucy fruit…
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A

lthough I’ve been cooking in
restaurants since my teens, I never
cooked cranberries until way later
in my career. My first job out
of culinary school was interning at the LA
Times food section. My first assignment was
Thanksgiving. I went from never cooking

W

hen I think of fall baking, I
think of cranberries! Utilizing
fresh cranberries in muffins,
coffee cake, and cobbler is a
great way for cooks of all skill levels to achieve
the sweet-tart balance that makes cranberries
so distinct. Try pairing cranberries with apples

I

’ve always loved when the first organic
cranberries of the year come in. I have
nothing against delicious sweet summer
fruit, but there is nothing like the tart,
bitter pop of a fresh cranberry to wake up your
taste buds. Cranberries are one of those produce
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cranberries to making cranberry sauce,
cranberry upside-down cake, muffins,
smoothies, relish, chutney, dressing, and
more! I had the ultimate cran-immersion,
and they have been a regular part of my
repertoire ever since.”

or citrus to really highlight their flavor. While
I bake with cranberries all through the fall, I
really go all-out come Thanksgiving. Just last
year I made three different cranberry sauces, as
well as a cranberry-lime pie. The deep maroon
color and bright tart flavor of the cranberry
curd definitely makes this pie a standout!”

items that have always signified a transition in
season, which means the excitement of turkey
time is on its way (along with the inevitable
adrenaline-induced semi-sleepless nights)...Stress
dreams aside, whoever first decided to plop some
cranberry sauce on turkey is a hero in my book!”

I

grew up south of Boston in Rochester,
Massachusetts, surrounded by miles of
cranberry bogs, filled with fresh berries
in the fall. My friends and I would spend
our summers chasing turtles and other wildlife
or going fishing. In the winter, long after the
harvest was done, the bogs would freeze over,
and we’d skate on them or play ice hockey—
with the farmers’ permission of course!
We always went to the local farmers markets

I

spent the first 22 years of my life in
Wisconsin, never knowing that it’s
the country’s leading producer of
cranberries. It’s even the state fruit! A
few years ago, one of our company’s agencies
sent us several bags of fresh cranberries (Yes, the
agency is based in Wisconsin). I’m embarrassed
to admit that I really didn’t know what to do
with them. Since I love using fresh fruits in

to get fresh berries in the autumn. This was
before there was awareness of cranberries’
health benefits, before it became cool to buy
two bags—one to use now and one to freeze
for later. My mom just made a really great
cranberry loaf. Over the holidays, it was
important to my parents to create a family
experience around the Christmas tree. We’d
use fresh cranberries and popcorn to make
garlands to decorate the tree.”

breads and muffins, I started searching for
recipes using fresh cranberries and found a ton
of ideas. I now regularly make fresh cranberry
muffins. My favorite recipe requires 1½ cups
of fresh cranberries and lots of orange zest. It’s
delicious. I’m heading back to Wisconsin this
year for Thanksgiving. I think it’s time to see
if my mom can give up the jellied cranberry
sauce, and I’ll make a fresh cranberry relish!”
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WTF

ay
Ocea n Spr
s
Cra n berrie

®

DO I DO WITH
{ what the fork }

BRIE CROSTINI WITH SUGARED CRANBERRIES
INGREDIENTS
1 bag Ocean Spray ® fresh cranberries (12 oz)
1 cup water

DIRECTIONS

1

1 cup granulated sugar
1 cup superfine sugar
1 baguette (6 oz), sliced into ½" rounds
6 oz brie, sliced

2

Olive oil
Prep Time: 30 min, chill overnight
Cook Time: 15 min
Servings: 18

3

Wash the cranberries and place in a bowl. Combine water and
granulated sugar in saucepan and heat to simmer. Stir until
sugar is dissolved and let cool until warm but not hot. Pour over
cranberries and refrigerate overnight.
Use a slotted spoon to remove berries from syrup. Spread berries
out so they don’t touch one another on a cooling rack placed over
foil. Let dry for one hour. Roll in superfine sugar and place on a
baking sheet lined with parchment or waxed paper. Allow to dry
for at least one hour before using.
Preheat oven to 350º F. Place bread slices on a baking pan.
Lightly brush each side with olive oil. Bake 8 minutes, turning
once. Top with brie. Bake 4 minutes more or until cheese is
softened. Top with sugared cranberries.

For more delicious, healthy, & easy-to-prepare recipes
visit www.oceanspray.com
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up
close
A Closer Look at West
pak™ Lil’ ‘cados: Just the
Ripe size
by Lillie Apostolos

T

here really isn’t much
I wouldn’t pair with an
avocado. Thankfully,
consumers now have the
perfect ratio of avo-can’t-dowithout-you to meal ingredients
with West Pak™ Lil’ ‘Cados: Just
the Ripe Size.

consumers that their hearts are
safe when falling for Lil’ ‘Cados.
The green mesh bags hold
vitamin- and mineral-rich fruits
that are a perfectly contained
snack or added ingredient

for whatever size meal of
your pleasure. Whatever your
shoppers’ avocado needs, Lil’
‘Cados have their backs
For more information, check out
www.lilcados.com.

The smaller-in-stature fruit offers
a value-added option for retailers,
while catering to the needs
of consumers to help reduce
food waste with a perfect-sized
avocado. To make that clear for
consumers, the label showcases
an illustrated avocado stating,
“Single Serving Avocados.”
West Pak’s beloved beauties come
in both conventional and organic,
too, so there is something for all
visitors. The inverted color palette
makes it easy for consumers
to spot which type they are
purchasing. Yellow—marking the
organic pouch—boasts a bright
background that is proudly
stamped with a logo stating
“100% Organic Avocados” in the
top left corner. A vibrant green
welcomes consumers looking for
conventional avocados.
Both versions of the label, though,
possess the American Heart
Association’s Certified logo on
the top right corner, shining like a
beacon in white and red to alert
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Making Roots

Georgia
by Jordan Okumura

(From left to right) Chief Financial Officer Jeff Moracci,
President Jamie Moracci, and Executive Vice President
Matt Mastronardi of Pure Flavor® watch over new
cucumber plants coming to life
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“We are the next generation

of vegetable growers.”

These are the words of Pure Flavor®
President Jamie Moracci as he looks to
inspire a new wave of greenhouse leaders
with a company positioned to put quality,
flavor, and customers first, with farms
strategically located throughout North
America.
Founded in May 2003, you could
consider Pure Flavor the new kid on
the block when it comes to the produce
game. But, the company has churned
out milestone after milestone during its
15-year tenure, with three leaders at the
helm rallying their produce backgrounds
to gain ground and build relationships
across the retail space: Jamie, along with
Chief Financial Officer Jeff Moracci,
and Executive Vice President Matt
Mastronardi. The three Co-Founders
and University of Windsor graduates
have been friends since they were
kids, bringing not only that wealth of
greenhouse-growing ties, but the family
element as well.
As the team looks downfield and shapes
the vision for their ongoing success, the
three execs continue to cultivate their
roots while also planting the seeds of a
legacy. The natural and logical evolution
from a sales company into a vertically
integrated, multinational greenhouse
vegetable company has not always been
an easy road but, then again, where is the
satisfaction in “easy”?
“Through significant capital investments
in land, growing and production, natural
resources, construction, operations and
general management, as well as research
and development, sales and marketing,
and logistics, we have been able to set
ourselves apart—and above—much of
the competition,” Jeff shares with me. “If
you look at our capacity to grow and

evolve to meet the needs of our retail
and foodservice partnerships, there is no
ceiling to our potential.”
So what has growth looked like for Pure
Flavor? In just those short 15 years,
the company has moved into larger
headquarters in Leamington, Ontario,
opened and expanded distribution
centers (DC) in Taylor then to Romulus,
Michigan; San Antonio, Texas; coupled
with a new DC slated for Peach County,
Georgia, and expanded its family of
growers year-over-year. Not to mention,
considerable expansions in its greenhouse
facilities in Leamington. But, Georgia is
really where the team has been aiming
their passion and expertise in recent
years.
“Our goal is to continue removing the
seasonality aspect from our business. By
growing year-round in the Southeast at
our Peach County, operation, it will allow
us to reduce food miles to our customers
while consumers get to enjoy fresher
product on the shelves,” Jamie says.

Robotics play a vital part in the
packaging process at Pure Flavor®
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(From left to right) Jeff, Matt, and Jamie
meet daily to review the business

The Co-Founders spent nearly two years
researching locations across the U.S. for an
expansion and strategically chose Peach County.
When all is said and done, Pure Flavor will have
invested more than $105 million USD to build the
75-acre, state-of-the-art, high-tech greenhouse
facility and distribution center. For perspective,
the reach of this latest project will allow the
location to distribute across 13 states, including
Georgia, Florida, the Carolinas, Alabama,
Louisiana, Arkansas, Mississippi, Tennessee,
Virginia, Kentucky, Missouri, and Texas.
Phase One, the first 25 acres, will be producing
greenhouse-grown vegetables in Peach County
this year.
“Our expansion in Georgia and the U.S. means a
lot for our business model,” Matt says, reflecting
on the research and meticulous planning that has
gone into the success of the project. “Regional
growing operations are key for growth and allow
us to continue exploring new markets. The entry
into a region that primarily has field-grown
operations also helps us differentiate. We will
also be able to create locally grown programs,
and bring our retail and foodservice partners a
competitive advantage.”
The move into Georgia will also allow Pure
Flavor to show support for state promoted

programs and connect with consumers who have
a buy local/buy USA-first mentality—a Georgia
Grown mentality, if you will.
“It can be seen as a game changer for consumers,”
Jeff adds. “This opportunity to tailor our
programs to the surrounding communities with
year-round availability, consistent supply, and
fresher product on shelves has really opened our
eyes to the vast opportunities of our project.”
The potential reach is incredible, Matt notes.
“We can reach 80 million people in a 24-hour
radius,” he says. “No small feat, but that is the
challenge we were hoping to address. Georgia is
the gateway to the southeastern United States and
is a heartland for agriculture. Also, the climate is
not as seasonal as what we may experience to the
north in Canada and to the south in Mexico.”
A word constantly being kicked around in our
business is “innovation,” and companies can tap
its fluidity across our industry. But, Pure Flavor
means business when it comes to innovation on
multiple levels. With a significant build like what
Pure Flavor is doing in Peach County, Georgia,
with its Peach County operation, innovation is
about integrating automation into its process
and the use of High Pressure Sodium (HPS) as
supplemental lighting to name a few.
“Already rich in agriculture heritage, the use of
high-tech greenhouse growing on a mass scale
in Georgia is seen as innovation,” Jamie says.
“There aren’t thousands of acres of row crops or
dozens of tractors and other heavy machinery
to work the land. It is about using forwardthinking technology to grow year-round.”

78 / OCT 2018

Pure Flavor’s growing strategy in Georgia is
twofold. One: expand the company’s growing
operations to meet the increased demands from
its retail and foodservice partners by
responding to increased demand
year-over-year for new
products, new distribution
areas, and quicker
to-market response.
And two: develop an
integrated, USAgrown program that
reduces food miles
and delivers fresh,
flavorful greenhousegrown tomatoes and
cucumbers year-round,
while creating consumer
awareness for U.S. grown
President,
items and increasing
confidence in items that are
locally grown.

well, with literally thousands upon thousands of
seed types and varieties available worldwide, and
Pure Flavor takes this process very seriously.
“As we grow in a variety of climates
and regions throughout North
America, we carefully
select varieties that will
produce the yield and
flavor we are looking
for,” Jamie tells me,
adding that the team
travels the world
extensively in search
of commodity-specific
attributes. “Not all
peppers are sweet;
not all cucumbers are
English or seedless; not
Flavor®
all tomatoes are red; not all
growers do things the same
way. Each has their own process
and recipe.”

“We are going beyond the
package in everything
that we do in order to
differentiate and resonate
with customers.”
– Jamie Moracci,

“The Georgia Grown program is one of
the strongest state-promoted agricultural
programs in the U.S.,” Matt shares with me.
“Consumer confidence in greenhouse-grown
vegetables is ever-evolving, and we share a
transparent story that resonates. Greenhousegrown vegetables are a new concept in Georgia,
where field-grown crops have been the primary
staple.”
Jamie adds that ongoing research and
development is vital to the company’s business as

Pure

It is plain as day that the Pure Flavor team is
passionate about their business and everything
that it entails; from its employees across all of the
company’s sites in Canada, the USA, and Mexico
to the specific products it grows.
“We don’t look at our business as just shipping
another case; it goes far beyond that,” Jamie
articulates. “Our mission and vision are clear:
Pure Flavor is committed to supporting healthier
lifestyles by providing greenhouse-grown

Matt Mastronardi often walks the greenhouse to sample new
varieties to be able to share product updates with his customers
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vegetables that meet our exceptional
quality standards, and to remain a
humble, trusted, and innovative familyowned company that treats our growers,
employees, and customers as valued
partners in our sustainable growth.”
With a go-to-market strategy based on
delivering the best that the company
can grow, regardless of the season, you
can sense that this type of promise is
woven throughout
the mentality of
Pure Flavor team
members.
“Our family of
growers understands
the need to deliver
the best—week in
and week out—and
our customers
expect it, so we
work diligently, no
matter the team,
department, or
facility, to make
sure this happens,”
Jeff shares. “It is
that commitment
to bringing A Life
of Pure Flavor™
to communities
everywhere that
drives us.”

“This project has really opened our eyes
to being strategic beyond our growing
strategies. It requires an integrated
plan that is multi-faceted across many
channels to connect with customers and
consumers,” Jeff mentions, adding that
the company’s own sales and marketing
teams are strategic in how they look at
the business–it is not just about cases
moved.

“Our expansion in
Georgia and the U.S.
means a lot for our
business model.
Regional growing
operations are key for
growth and allows us
to continue exploring
new markets...”
– Matt Mastronardi,
Executive Vice President,
Pure Flavor®

While the team is keeping competitors
on their toes through multiple areas of
investments, a large part of that edge has
come from a brand revitalization project
that Pure Flavor went through over the
course of the last year.

Chris Veillon, Pure
Flavor’s Chief
Marketing Officer,
has had a huge
role in this brand
evolution, having
joined the team
in the summer of
2017 and bringing
a wealth of
greenhouse industry
knowledge to the
table.
When I ask Chris
how he would
describe the vision
behind this project,
he tells me that it is
natural. Simple as
that—natural.

“The growth was
significant yearover-year, and it
was time to take a deep dive into what
the brand was all about. We got very
granular in analyzing our messaging,
packaging, promotions, digital content,
and more. It was time for a fresh set of
eyes and a somewhat new coat of paint

Look how much you can grow up in this

“Our family of growers understands the
need to deliver the best—week in and week
out—and our customers expect it so we work
diligently, no matter the team, department, or
facility, to make sure this happens.”
– Jeff Moracci,
Chief Financial Officer,
Pure Flavor®
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Phase 1 of 3 in Peach County, Georgia,
completed in September 2018

that would help get the
brand the attention that it
deserves one tomato, pepper,
cucumber, and eggplant at a time,” Chris
says with a smile.
The foundation was already there; Pure
Flavor as a brand had great products and
great people and had been marketing
greenhouse grown vegetables for almost
15 years at this point.
“Pure Flavor needed an integrated
marketing strategy that was not only
relevant but would resonate with those
that it touched, no matter where the
product would be sold. It wasn’t about
taking an eraser and wiping away
what had been created, it was adding
color, organizing commodities, refining
messaging, creating appropriate touch
points, and, most importantly, developing
a strategy that would differentiate,” Jamie
notes. “Shaping a tactical messaging
strategy wasn’t just about creating ads,
it was making sure that we connected
the dots across all that we do. Over the
last 15 years, Pure Flavor has grown to
be one of the largest vertically integrated
greenhouse vegetable companies in the
industry. With a vast family of growers
across Canada, the U.S., and Mexico, we
needed to bring our collective position to
the next level.”
Pure Flavor’s messaging with the brand
revitalization is true to its focus on

healthy active living, with the goal to
fuel healthy lives as a lifestyle-focused
company.

“Already rich in
agriculture heritage,
the use of high-tech
greenhouse growing on
a mass scale in Georgia
is seen as innovation.”
– Jamie Moracci
“We are going beyond the package
in everything that we do in order
to differentiate and resonate with
customers—customers being two-fold:
our retailer and foodservice partner
network and the end consumers who
enjoy our products year-round. It was
important that we presented a united
front from a marketing communication
standpoint to ensure we are all rowing in
the same direction,” Jamie adds.
The Pure Flavor refresh also gave
the team the opportunity to create
a stronger position when it comes
to packaging with a more consistent
creative approach across all of the
commodities that it grows.

“We built families of products so that
when a consumer sees our products at
retail, they clearly know the brand and
commodity. For example, all tomato
packaging has yellow accents, cucumber
packaging has blue accents, pepper
packaging has light green accents,
eggplant packaging has orange accents,
and organic products are purple. We took
the same approach when it came to boxes
with color-coded panels to make it easier
for our production teams as well as the
receivers on the retail and foodservice
sides,” Chris reflects.
You can sense the wheels turning, if
not spinning wildly, towards success in
Jamie’s mind.
“We are expanding our reach weekover-week, with more product being
picked and shipped than ever before;
our social networks are booming;
website views increase exponentially
month-over-month and we are growing
in every direction,” he says. “We are
becoming more and more relevant in
all the conversations that we participate
in because we are top of mind—our
messaging and products resonate.”
I believe that is what we all wish
for—that our vision, our goals, our
gifts to this world resonate. Because
if they do, there is no stopping how far
a legacy can reach.
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up
close
A Closer Look at I Love
Produce Monster Garlic
by Andrea allen

O

ne might wonder what
Elvira, the Mistress of
the Dark, Halloween, and
garlic all have in common,
but the answer is quite simple:
OctCLOVErfest, a promotion
of garlicky-themed Halloween
treats and activities centered
on promoting I Love Produce’s
Monster Garlic.

The size is perfect not only
for roasting whole—excuse
my salivation—but great
for decorating, too! With
Halloween just around the
corner, retailers can further
entice their customers to pick
up these leviathan bulbs with
the OctCLOVErfest promotion,
which encourages kid-friendly
activities such as hand-painting
faces onto the garlic bulbs.
Monster Garlic is grown in
historical garlic powerhouse
Spain. The behemoth bulbs are
easy-to-peel, and deliver on
both flavor and size. I’m not sure
how anyone is going to be able
to keep their hands off of them.
Although I might be biased,
given that garlic and I have long
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been friends—if a recipe calls for
two cloves, I put in about ten (I
extend my apologies to those
friends and family who are not as
fond of garlic as I am).
For retailers wondering how
best to show off the colossalsized garlic bulbs—which
weigh between 3 and 4 oz—I
Love Produce packages them
in a unique, stackable box.
Each holds 10 Monster Garlics,
equalling out to a whopping 2.5
lb case of garlic!
Now, if you’ll excuse
me, I have to see
a man about
a monster. A
Monster Garlic,
that is.

WTF

DO I DO WITH

t
Bee Swee
ndarins
Citrus’ Ma

?

{ what the fork }

CITRUS PARFAIT WITH LEMON GRANOLA
INGREDIENTS
½ cup Bee Sweet Citrus mandarin
segments
½ cup Bee Sweet Citrus Lemon Granola
1 cup non-fat vanilla Greek yogurt
½ cup blueberries

DIRECTIONS

1
2

b e e s w e e t c i t ru s l e m o n g r a n o l a

2 ½ cups oatmeal
2 cups sliced almonds
1 cup coconut flakes
¼ cup brown sugar
½ tsp cinnamon
½ tsp vanilla extract
⅓ cup maple syrup
¼ cup sunflower oil
1 Bee Sweet Citrus lemon, juiced
Prep Time: 20 min
Cook Time: 20 min
Servings: 1 parfait

3
4
5
6

Preheat oven to 350° F and cover large cookie sheet with
parchment paper.
To create Bee Sweet Citrus Lemon Granola, combine dry
ingredients (oatmeal, almonds, coconut flakes, brown sugar, and
cinnamon) in a large bowl. In a separate bowl, combine wet
ingredients (maple syrup, sunflower oil, lemon juice, and vanilla
extract). Combine wet and dry ingredients, mix well.
Place mixture on cookie sheet and bake until golden brown (15-20
minutes); move mixture occasionally.
Let cool completely. Store granola in an air-tight container to keep
it fresh for up to two weeks.
Scoop yogurt into a bowl and top with granola, mandarin
segments, and blueberries.
Feel free to add additional fruit and/or nuts to customize the
recipe to your taste.
For more delicious, healthy, & easy-to-prepare recipes
visit www.beesweetcitrus.com
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–AllIn with–
by Melissa De Leon
“

very gambler knows that the
secret to survivin’ is knowin’
what to throw away and knowin’
what to keep. ‘Cause every
hand’s a winner and every
hand’s a loser, and the best
that you can hope for is to die
in your sleep.”

It’s little wonder that Kenny Rogers’s
“The Gambler” is Anthony Gallino’s favorite
song. It’s practically an anthem for selling
and for fresh produce, and the Vice President of
Sales for California Giant Berry Farms is deeply
embedded in both.
“I prefer to keep things simple—you keep selling
berries; we’ll keep sending them; when it stops
moving, we’ll stop shipping. It’s the philosophy
I was brought up with by Bill Moncovich and
Pat Riordan, two of our founding partners, and
the model works,” Anthony says as we discuss
building relationships with the buy-side. “You
can overanalyze it, let the counters run every
spreadsheet in the world, and there’s a lot of
great data that comes out of that. But when it’s all
said and done, it’s a feeling, and it’s what Mother
Nature is letting you do—it’s farming.”
Before there was California Giant, Anthony went
to one of the four founding partners of the berry

company and asked if he could push a broom
around while he worked on his credential as a
physical education teacher.
“I was lucky enough to learn from some of the best.
Bill called me the next day and told me to just
watch and listen,” he remembers. “I never thought
at the time that 25 years later I would still be here
representing a brand and a company that has such
a strong reputation in the industry.”
Through it all, Anthony has helped to build that
strong market presence, having joined the team in
1994 and rising through the ranks to now having a
team of his own.
“I interact daily with our sales team, especially
with our Director of Retail Nick Chappell and
Director of Foodservice Tom Smith on volumes,
pricing, and any issues that might arise from our
trading partners,” Anthony says of what his day is
like. “I like to give them input and let them make
decisions on certain issues. It’s great experience
for them as they grow in their produce careers.”
When I ask if he has a deal he remembers as his
own turning point, he barely hesitates.
“Walmart. That was one of the first times I got a call
saying, ‘Be here in Bentonville, Arkansas, at this
time,’ and I went. However, today that business and
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most of our sales and buying relationships have
evolved and changed dramatically. That is one of
the great things about being in produce: The everchanging landscape and sales environment. It’s all
about adaptability and understanding that each
customer is unique.”
And, of course, it’s always changing. When
Anthony first started selling berries it meant
constantly being on the phone with buyers,
sometimes 10 to 15 times a day he tells me,
developing trust and building
relationships. Today it’s a little
different.
“There were still a lot of
relationship-based customers.
Now, a lot of the buyers
don’t have time to call us.
Everything is electronic
or email,” he reflects
nostalgically, but I laugh as
he adds he was the first in
the company to get an email
address. The man I know is so
tech-savvy that even his dog,
Bici, has an Instagram. It’s all
part of staying ahead of the
curve, he reminds me, much
of which is following the gut.

not going to happen next year, but it’ll happen. It
always does.”
He explains that new higher-yielding varieties
with existing acreage have combined to make it
tough to move product during the peak of the
season. When I ask about how to correct it, he
says, “I think the next thing you might see in our
industry is consolidation. We just need to get
back to where volume and pricing is manageable
based on demand and what the market can bear
during those peak months, and
look at how we can smooth
out the bell curve.”

You can plan
all you want
but, ultimately,
it’s up to Mother
Nature...

— Anthony Gallino

Vice President of Sales,
California Giant
berry Farms

“You can plan all you want but,
ultimately, it’s up to Mother Nature because that
is something you can forecast and analyze, but
she always surprises you. A classic example is
this season: We had that freeze earlier in the year
and volume was so far up, nobody could have
forecasted the numbers. And it’s all because of a
frost,” he says.
Truly, volume-wise, it’s the biggest season ever
according to the longtime berry executive, with
two weeks of 10 million flats in the state, just to
give an idea.
“In 25 years I’ve never seen anything like it, and
the acreage was down by 2,000,” he says. “So I
think the industry needs another correction, it’s

“That’s another part of what’s
so cool about this industry,”
Anthony agrees. “You work
together on certain issues
and others you try to be as
secretive as you can. In the
end, on any given morning,
you’re going to see every
major strawberry supplier
in the same coffee shop in
Watsonville, California,” he laughs.

To that end, I ask how California Giant carved
out its space on that berry block. After all, the
company was still the new kid when Anthony
joined.
“Having a small grower base, and having control
on a consistent basis,” he tells me without
hesitation. “Probably the biggest key is having full
control of what goes in the box and working with
the growers with the same philosophy, not just
going for volume. We have a great market share,
but we view ourselves as a premium packer, and
that’s what we want. The whole goal is to remain
ahead of that curve.”

Anthony Gallino and the California Giant Berry Farms
Sales and Foodservice team
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As Kenny Rogers says,
“You’ve got to know when to
hold ‘em, know when to fold
‘em, know when to walk away,
and know when to run.”

“I was lucky enough to learn
from some of the best. Bill
called me the next day and
told me to just watch and
listen. I never thought at the
time that 25 years later I
would still be here...”
Bill Moncovich grillin’ up something fierce

It’s on that note that we discuss what it is that
makes California Giant such a strong fit for
retailers and foodservice operators, which
Anthony brings back to the berry itself as much as
those that deliver it.
“We want to be the go-to supplier for quality and
consistency in the berry sector,” he says. “We take
great pride in what we do and want to maximize
the return to the grower. Selecting the trading
partner is a huge part of that equation.”
Another aspect of being that strong partner is
staying ahead of the marketing curve, much like
how he and his team involved fresh produce
branding on sports jerseys, leading the industry to
cyclists and their potential for visibility.
Anthony recalls, having cycled and raced since
college, “I had all these buddies in racing saying
that we should sponsor them, and I thought, ‘Why
should I sponsor you when you can ride for us?’”
Thus begun California Giant’s cycling team. In
running this program, Anthony began what is now
a popular trend of fresh produce cycling kits. This
of course led to another brilliant marketing tool—
the Tour de Fresh.
Every time I talk to Anthony, I feel I have
dumbfoundedly circled back to his strolling into
the office of VP of Marketing Cindy Jewell to
pitch the thought of riding into a trade show with
produce professionals. How many times have I
asked him to recall how Cindy found a good cause
to attach the ride to before they together found
a name that had all the makings of a national ad
campaign?
“We were so ahead of the game as far as the
healthy diet, healthy lifestyle aspect of marketing,
now everyone’s doing it,” he says. “Same with
having our company on kits. It comes back to what
I said about trying to keep it as simple as possible.”
And having a strong partner in crime doesn’t hurt
either. “I still have a little marketing in me, but
it’s about having somebody like Cindy who’s just

phenomenal. I’m constantly just throwing ideas at
her whether they’re stupid or not,” Anthony laughs.
It all seems to circle back to partnerships; with
Cindy now, with buyers new and old, all the way
back to learning from some of the best in berries.
“Sometimes we lead, sometimes we follow, but
there’s so much knowledge at California Giant.
We miss Pat every day. But with Bill and with
Frank Saveria leading us we probably have more
experience in berries, both fresh and frozen, than
most of those that are still in it. There’s just a
handful of those guys with the background to
have seen it all. And we have so much experience
between our partners and our VPs that we
typically know how it’s going to play out. We just
have to choose which avenue you’re going to let it
play out in,” Anthony reflects. “We’ve made some
bad decisions in the past, and we’ve made some
great decisions in the past. Mexico, for example,
has given us some of our biggest growth over the
last 10 years but at the time was totally new to
us. You’ve got to spend a little to save a lot—every
deal’s different.”
Is it this background that keeps someone at a
company 25-years-strong?
“I’m always excited to come to work because this
industry has a cast of characters that can always
make you laugh and smile no matter what mood
I’m in each and every day,” he tells me.
With the breadth of knowledge he has at his
disposal, I ask what it is that keeps this berry
maverick up at night. He tells me that, in the
produce industry, he thinks a food safety issue is
what we all fear and keeps us up at night. However,
“Last night it was a damn raccoon climbing up my
back fence.”
Through it all, Anthony’s had a chance to help grow
the business in what he says has been a hell of a
ride. As for what’s to come, “You never count your
money when you’re sittin’ at the table. There’ll be
time enough for countin’ when the dealin’s done.”
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BY MELISSA DE LEON

Q&A WITH
VICE PRESIDENT OF
Sales & MARKETING

MUCCI FARMS

A

s an integral piece of the puzzle
that has made up Mucci Farms
for nearly two decades now, Vice
President of Sales & Marketing
Joe Spano has helped to collect a number of
prestigious industry accolades. Who better to
ask what mindset keeps this brand towards the
top of the deck, what retail strategies should be
hailed, and which of those strategies he hopes
never to see? Joe sat down with me to discuss
why glass houses are great, so long as you’re
growing in them.
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MD: With a number of awards and

Melissa De Leon: What are
some of your favorite strategies,
or even observations you've made,
concerning how retailers have
promoted greenhouse products
online and in-store?
Joe Spano: Our bar is set really high in

terms of creating and marketing our offerings.
The goal is to look beyond our industry and
maintain a brand that can compete with global
labels, not just produce.
We’ve found that the best strategies implemented
by retail partners, online or in-store, have
been built around educating consumers on the
benefits of greenhouse-grown product. Some of
our partners have sent out film crews to shoot
segments in our greenhouses for their own
social media campaigns so they can use popular
platforms to educate their fans and followers.
These video clips have given consumers a peek
into our greenhouses, an introduction to our
growers, information on where their food comes
from, and a look at the growing environment.
In-store, we find that product sampling works
very well. As greenhouse farmers, a key selling
point is the premium flavor that we can offer as
a result of our growing and harvesting processes.
We also take part in several in-store demo
opportunities, sending our team members along
with a chef to give consumers a chance to taste
our products with some easy cold-app dishes they
can try at home.

"...eye-catching
graphics go a long way
in creating legitimacy
and credibility."
- Joe Spano

VICE PRESIDENT Of Sales & MARKETING,
Mucci Farms
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innovations in presentation and
packaging, is there a key pattern
you can point to that continues
to keep Mucci Farms' place in the
category strong?

JS: The key pattern that we stick to isn’t all that
revolutionary: Always think outside the box. For
us, a great way to do that is to study packaging
trends in every industry. A major focus on a global
scale is sustainability in food packaging, so that’s
something that is always on our radar as well.
We are constantly searching for ways to use the
most environmentally friendly packaging, with
a strong commitment to use as little as possible
while maintaining the integrity of our products.
With a talented design team, it also goes without
saying that eye-catching graphics go a long
way in creating legitimacy and credibility. In
today’s digital world, it’s also imperative to create
excitement through social media with imagery
and videos that get people engaged about what
we’re doing. This has also been instrumental in
our ability to be awarded, as many judges assess
the overall marketing of a product, not just the
product or package in isolation.
MD: I definitely noticed a

pattern in packaging toward the
On-the-go consumer, Veggies
to Go™ for example, but what
are some other hotspots Mucci
Farms is hitting when crafting
its produce vehicle?

JS: It isn’t much of a secret that the snacking
category has seen an uptick over the past few years,
and it continues to rise rapidly. Using our bite-sized
items to target the snacking demographic was a
no-brainer for us, and we consistently looked for
new seeds to identify potential new items to add
to the lineup. We’re also committed to finding the
most practical packaging that is environmentally
friendly and appeals to the on-the-go demographic.
Another main point of emphasis is to market the
consistent high quality we are able to produce
using sustainable methods in clean growing
environments. That allows us to take advantage
of a long growing season that is close
to home. In addition, we are able to
leverage digital media by using our
website and social media channels
to find creative ways to promote
greenhouse education.

"The goal is to
look beyond our industry and
maintain a brand that can
compete with global labels, not
just produce."

MD: What advantages does

greenhouse-grown offer retailers
and/or foodservice operators, and
how do you factor that into your
marketing strategy?

JS: The overall advantage provided to all
our partners through greenhouse-grown fruits
and vegetables is consistency throughout the
supply chain, which facilitates premium food
safety, sustainability, and product availability.
We offer consistent supply with a significantly
longer growing season than traditional farming,
and with the use of supplemental lighting, we
grow several commodities 365 days a year. This
is extremely appealing to our retail, wholesale,
and foodservice partners because they can
deliver the exact same product with the exact
same quality to consumers throughout the year.
Supplemental lighting also helps us reduce
travel miles as we don’t have to rely as much on
foreign product, which in turn gets products to
shelves quicker, allowing customers to
take advantage of the longest possible
shelf-life.

MD: Finally, what are some
how-tos on marketing and
presenting greenhouse products
in-store and online?
JS: Explain the difference. Unless you live in
a farming town, odds are your knowledge about
where your fruits and vegetables come from or
how they’re grown is limited. While we are seeing
an increasing amount of people, particularly in
the millennial demographic, starting to care a lot
about the specifics of their health and how their
food is farmed, it’s still not very common. As a
result, when we do in-store demos in particular,
our team emphasizes educating consumers and
retail staff on the differences between what we do
and traditional farming.
Since greenhouse-grown fruits and vegetables are
considered “premium” vegetables due to quality,
consistency, and cost of production, they are
generally offered at a higher price point than field
product, making it that much more important to
focus on educating consumers. We find that when
greenhouse-grown product is presented, whether
in-store or online, it’s important to create signage
or call-outs to educate consumers on why it’s
better for them. We’ve noticed, after speaking to
numerous consumers at the ground level in stores,
that they are far more intrigued with greenhouse
vegetables.

If there is anything I am taking away from this,
it is that execution can weigh in as effectively as
the package and product. As Joe and his team
continue to put in motion a brand that looks
to be not just recognizable, but a household
name, I can’t wait to see what innovations he
and the entire Mucci Farms team unveil next to
continue to connect that trifecta.

From a marketing perspective, we are
able to leverage these advantages in
several ways. From labels, to packages,
to our website and our social media
promotions, we use these direct access
points to the consumer to educate them
about why greenhouse-grown is the best
and most sustainable method of farming.
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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

GIORGIO FOODS

Savory Wild™
Portabella Jerky

One of the easiest snacks to stuff in
a backpack for a hike or shove in
a carry-on for a long flight is jerky.
Giorgio Foods is bringing a whole
new spin on the time-tested go-to
with its Portabella Jerky—available
in Sweet Balsamic & Golden Fig,
Roasted Garlic & Black Pepper,
and Sesame, Ginger & Korean
Chili. The variously flavored
options come in packs that are
adorned with warm colors that are
inviting, attracting consumers with
a stand-out look in the traditionally
carnivore-dominated snack space.
This portabella of the ball is sure
to attract swooning on-the-go
consumers.
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5

PACKAGING CONCEPTS

THAT DID IT

RIGHT
by LILLIE APOSTOLOS

3
2

TAYLOR FARMS

Caesar
Chopped
Salad Kit

Take the crisp tastes of summer
salads into the fall and winter
months with Taylor Farms’ Caesar
Chopped Salad. This convenient
take on my typical choice of leafy
goodness brings gourmet eating
to consumers’ office desks. Retail
customers drawn to all-in-one
options look to this kit for the ease
with which they can eat well—
meaning, delicious food that is
healthy and doesn’t require a dance
around produce aisles to find every
ingredient.

4EARTH FARMS

Organic
Stand-Up
Pouch Bag

There is probably nothing that
irritates me more than a messy
kitchen. Consumers like me will
breathe a sigh of relief because of
4Earth Farms’ ingenuity—it has
created a new Organic Stand-Up
Pouch Bag. As organics rise in
popularity, they will sit proudly on
the counters of consumers, who
will be drawn to the fresh white
swoop. The crisp look is made
even more appealing with the
easy-hold handle. My bet is on
consumers’ inability to just walk
past these bright bags. I mean,
how could they?!

4

NATUREFRESH™
FARMS

Tomberry®
Tomatoes

on shelves, and offer a new lease
on tomato life. Whether you grab
them one by one, by the handful, or
dive face first like you’re bobbing
for Tomberry Tomatoes, I’m
not going to judge you because,
honestly, I’ve been there. By
dazzling consumers with the
addition of these pretties, you offer
wide open culinary spaces.

5

GRIMMWAY
FARMS &
CAL-ORGANIC
FARMS

Organic
Rainbow
Carrots

“Give me all the colors,” said Lillie
at 5, 10, 20, and, now, 30. Luckily,
I am able to create culinary art
that is better than my colored
pencil doodles, all thanks to
Grimmway’s Cal-Organic Farms
Rainbow Carrots. Tri-tip? Toss
them in! Salad? Chop them up!
Ranch dip? You know it! We all
know that carrots go well with
ev-er-y-thing, and the lively colors
offered in Cal-Organic’s addition
to the produce aisle stand out so
uniquely that consumers will have
a hard time dishing up a meal that
doesn’t include them.

I’m not always a dainty snacker,
but when I am, I munch on
NatureFresh™ Farms’ Tomberry®
Tomatoes. These tiny babies are
beautiful in color, shining brightly
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SNACK. YOUR. WAY.

naturefresh.ca

ulilini
Mann’s Ca
™
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WTF

DO I DO WITH

?

{ what the fork }

FRIED CAULILINI™ SWEETSTEM™ CAULIFLOWER WITH HUMMUS & ZHOUG

INGREDIENTS
½ lb Mann’s Caulilini™ SweetStem™
Cauliflower
2 qts vegetable oil

1
2

½ bunch Italian parsley, picked
¼ cup toasted pine nuts
4 radishes, trimmed and sliced thin
¼ cup pomegranate arils
2 tbsp extra virgin olive oil

3
4

2 cups hummus
¼ cup zhoug
Prep Time: 15 min
Cook Time: 20 min
Servings: 6

5

DIRECTIONS
In a stock pot, heat the oil to 350° F.
Trim the Caulilini into 2" florets. Deep fry in small batches until
the white of the florets just begins to brown and crisp. Remove to a
paper towel to drain.
Fry the parsley leaves until crisp. Remove to a paper towel to drain.
Spoon the hummus in a “C” shape onto half the plate. Top with the
fried Caulilini, dot the plate with zhoug, and garnish with the fried
parsley leaves, pine nuts, pomegranate arils, and radish slices.
Drizzle the plate with the olive oil and serve.
Recipe by Chef Tucker Bunch, Sweet Earth

For more delicious, healthy, & easy-to-prepare
recipes visit www.veggiesmadeeasy.com
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THE FOUR P’S OF MERCHANDISING:

PRODUCT, PLACEMENT,
PRICING, AND PROMOTION
PA RT 4: A DE E P DIVE IN TO P RO MOTIO N
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

W

e have reached the end of the road for
the 4 P’s of Merchandising. It started
with selecting the right products and
putting them in the right places for the customer.
Next, we discussed pricing those products to convey
value to the customer. The last leg of the 4-P journey
is promotion. I left promotion for last because it
is often considered the most fun element of the
merchandising strategy, and it has the potential to
generate the most bang for your buck. For this reason,
I consider it the final course on the merchandising
smorgasbord—the dessert, if you will.
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P

romotions for a produce retailer
can come in many forms. They
can help drive a positive image
when used generically in the form of
social media, television, or radio ads,
or they can communicate low prices,
specialized assortment, or new product
availability when they come in the
form of a printed flyer. Promotions
can also show up entirely inside the
store with no outside communication
at all. These types of promotions strive
to accomplish a whole different set of
goals. For the balance of this article, I
will focus on the two latter forms: the
printed flyer and in-store features.

Generally speaking, produce
promotions strive to accomplish
one of three broad goals. Since the
printed flyer is widely distributed
via home delivery to potential
customers, its most important goal
is to convince customers to shop
at that location for the coming
week. It is a well-known fact that
most customers (even a store’s best
customers) shop at multiple stores
and, normally, the better the flyer,
the more customers will shop where
that flyer is honored. For this reason,
a time-tested strategy is to put the
most sought-after products at very
low prices on the flyer’s front page.
This strategy of promoting ‘loss
leaders’ is designed to convince
customers to choose that location as
their primary store for that week. It
is often said that the printed flyer
is the primary tool to advertise to
your competitor’s customers in the
hopes that they will switch grocery
stores, even if for just one week.
Being successful at convincing new
customers over multiple weeks can
greatly contribute to creating new
shopping habits for those customers.
In other words, writing effective
flyers is one of the best opportunities
for a retailer to grow their customer
base in the short-term.
There are two other broad goals
that can be met using promotions,
and they are best accomplished
using in-store features, commonly
referred to as “Managers’ Specials.”
Since these promotions are not
distributed outside of the store,
they cannot convince potential
customers to switch grocery stores,
but they can convince existing
customers to increase their basket
or prompt them to purchase one
product over another. In addition
to being produce professionals, we
are all produce customers, too. And
while some of us have a regimented
grocery shopping routine, complete
with our grocery list (my wife would
prefer to go a week without her
favorite product than stray from the
list), others like to browse and buy
whatever catches their eye.
This is where a strong group of
in-store features plays an important

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

role. A well-placed, popular product
with a sharp price has a way of
making it into many shopping carts,
even when that product never made
it onto anyone’s list. Let’s pause
and think about that for a moment.
Lychee fruit, for example, is a nice
item. It’s very tasty and exotic, but it
never makes it onto my grocery list.
I can go shopping twenty times and
never purchase lychee fruit, and I
am sure I am not the only one. But,
if one day I happen to see a good
supply of lychee fruit on an off-shelf
display for an appealing price, there
is a very good chance I will put
it in my shopping cart. Moreover,
there is a good chance that many
people will put lychee fruit in their
shopping carts. This is how a good
in-store feature can increase a
customer’s basket.
A well-executed in-store feature can
also prompt a customer to select
one product over another. If you
remember back to the piece on
placement, we talked about how
not all sales are created equally.
Again, a well-placed, well-signed
product at an attractive price can
convince a customer to purchase
one product over a different product
that is on their grocery list. Suppose
a customer has bulk Gala apples on
their list, which we heard last issue
is commonly a competitively priced,

lower profit Key Value Indicator
(KVI). It is likely that a big display
of higher profit Honeycrisp apples
will prompt many customers to
deviate from their list and buy the
Honeycrisp over the Galas. By
prompting the customer to switch,
the store will be more profitable.
Again, the store can thank their
in-store feature for developing this
higher profit sale.
Over this series, we have talked
about the importance of selecting
the right assortment and putting
products in places where customers
will notice. Plus, we talked about
how to price a product and a
category to remain competitive
and drive profitability. Finally,
we’ve completed the cycle with
a discussion on promotion.
Although in this series the 4 P’s of
Merchandising end with promotion,
from a customer’s perspective the
cycle often begins with promotion.
We as merchants will try very hard
with aggressive loss-leader flyer
promotions to drive a customer into
the store, and then use all the tools
in the merchandising tool chest
to convince that same customer
to finish their shopping with an
entirely different product in their
grocery basket. Well, not exactly—
we’re still happy if they purchase the
first product, plus a little more.
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SWEETREATS ® CAESAR POPPERS

INGREDIENTS

DIRECTIONS

1 lb bag Sweetreats Mini Sweet Peppers
®

1 package cream cheese
½ cup Caesar salad dressing
¼ cup crumbled bacon
Prep time: 10 min
Cook time: 10 min (optional)
Servings: 24 Pieces

1
2
3

Cut all the peppers in half lengthwise, remove any seeds, and
arrange on a serving platter.
Combine cream cheese, Caesar salad dressing, and crumbled
bacon.
Spoon and spread the cream cheese mixture into each pepper half.
Optional: Add chorizo, fresh herbs, or toasted nuts to create new
cream cheese flavors. Try grilling peppers for 10 minutes before
preparation to add a charred element to the dish.

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

PRODUCE

BY LILLIE
APOSTOLOS
here is no such thing
as an ice cream
season—hot or cold
weather is no barrier for
a love set on the creamy
and sugary goodness
that sits atop a beautiful
waffle cone. We all know go-to flavors like
strawberry, banana, and blueberry, but what
about produce essentials that haven’t been
soft-served to the masses before? Boy, have I
got a treat for you!
To create an artisanal take on the time-tested
favorite, companies are tapping into what’s in
season for their ice cream ingredients. This is also
a new marketing strategy that is creating major
business opportunities—from new flavors in popular
brands’ line-ups, including Häagen-Dazs® Spoon
Vege flavors, to fun offerings like Duda Farm Fresh
Foods’ sweet corn flavor or Giumarra Companies’
avocado ice cream.

The trend is making its way onto
the showroom floor—adding milk,
sugar, and ice to position produce
front and center. The stars of the
show are the flavors offered to buyers.
The innovative approach allows people
to enjoy the items in a new way. That
relocation from the concrete appeal of
fresh produce transports those enjoying
the sugary treat into a new dimension of
culinary opportunities for growth—they see,
feel, and taste the flavors in their own right.
There are many popular flavors that I have
seen in my delicious research, but some that
stood out more than others are a tart-y party
rhubarb, a crisp cucumber, an always-a-goodidea avocado, and a hot-meets-cold jalapeño.
Never have I been more glad to hear the phrase,
“Don’t forget to eat your veggies!” I’m sure your
customers will agree.
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FAMOUS SOFTWARE’S TRANSFORMATIVE APPROACH
By robert Schaulis

“There’s very little—because of the
platform we’ve developed and the
product lines that we’ve created—that
we can’t do today. As long as we can

many products and services—the company’s
Famous WMS, a fully integrated warehouse
management system.

“It’s funny. If you look back, it’s really a series
of small decisions and small conversations
that end up becoming a big decision. When
we first started, it wasn’t a process where
we said: ‘We are going to build a warehouse
management solution.’ It was really about
trying to solve a particular customer’s
I’m speaking about the company with Heather, requirements, and it evolved through that,”
Heather tells me. “A few years ago, Pacific
Sales Manager Natalie Kaita, and Director of
International Marketing essentially came to us
Technology Brandon Roberts—a company
and said: ‘We need to have case tags on all
that’s been servicing produce providers since
just before the Apple I was conceived. Heather of our boxes, and we need to do it in the field.
We need a solution, and we want you to do
is telling me the story behind one of Famous’
support our customers, we can build whatever
they need—because of the team and the
company we have in place—and that’s a fun
position to be in,” says Famous Software
President Heather Hammack.
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“AS LONG AS WE CAN
SUPPORT OUR CUSTOMER,
WE CAN BUILD
WHATEVER THEY NEED...
AND THAT’S A FUN
POSITION TO BE IN.”
- Heather Hammack, President, Famous
Software

Above: Heather Hammack, President, and Natalie Kaita,
Sales Manager, outside the famous Software Offices in
Fresno, California

it for us.’ We agreed, and that was really the
genesis of that whole product line.”
Heather, in all her humbleness, is making what
I imagine to be a transformational moment
less of an epiphany or apotheosis and more a
process. Then she drops the end of her story.
“Today we have thousands of handheld devices
in hundreds of warehouses that are operating
our warehouse management solution,”
Heather adds. In just under thirty seconds, our
conversation pivots from a pilot program to a
fully integrated system using state-of-the-art
software and hardware designed and built
in-house.
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“WE’RE TRYING TO SOLVE
COMPLEX PROBLEMS
THAT OUR CUSTOMERS
SEE EVERY DAY. THROUGH
VISIBILITY TO DATA...OUR
CUSTOMER CAN MAKE
BETTER DECISIONS AND
TAKE ACTION...”
- Brandon Roberts, Director of Technology,
Famous Software

It gives me an almost vertiginous sensation; I
realize we’ve taken a leap, almost seamlessly,
from a conversation about tiny increments to
a 30,000-foot view of one of the industry’s
preeminent tech companies.
“We’re trying to solve complex problems
that our customers see every day. Through
visibility to data, for example, our customer
can make better decisions and take action
when they need to, because they’re seeing
data in a different way. In the last five years
or six, we’ve really evolved into more of a
technology company. We’re doing a lot
more with regards to production and data
visibility. We’re building apps now. We
process thousands of EDI transactions a
year,” Brandon notes. “These are all Famous
products; they’re all intertwined; they all
work together, and we’re responsible for all of
them. We’ve gone from being an accounting
software company to a full blown technology
company that is completely integrated. We
run on an Oracle Enterprise platform and
invest millions of dollars in technology on
behalf of our customers.”
In the same sense that Apple creates its own
ecosystem, tying all the complexities and
connections of its programs together with
an easy-to-use way, Famous’ products are
intended to make the disparate elements of
one’s business come together effortlessly.
From its Business Intelligence software and

Above: The Interior of Famous Software’s
recently expanded support department;
Right: Heather and Natalie share a joke
outside of Famous Software Offices

“WE SOLVED THAT
PROBLEM FOR THEM. AND
WE SEE THAT ASPECT
OF OUR BUSINESS—
FAMOUS INTEGRATION
SERVICES—CONTINUING
TO EXPAND BECAUSE
THAT’S WHAT RETAILERS
AND FOODSERVICE
PROVIDERS REQUIRE OF
OUR CUSTOMERS.”

- Natalie Kaita, Sales Manager, Famous Software
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Warehouse Management
System to Mobile platforms
and Integration Services
that allow customers to
trade with their customers
and suppliers directly, or
via third-party networks,
Famous offers a variety of
business solutions tailored
to the particular needs of its
clients—many of produce’s
biggest players.
When Walmart announced changes to its
standards for produce suppliers last year,
for example, requiring Produce Traceability
Initiative (PTI) Labels and Advanced Ship
Notification (ASN) information, the Famous
team was well-positioned to make that
transition seamless for its customers.
“Over 100 of our customers had to become
compliant very quickly, and they didn’t know
how to go about it. We solved that problem
for them. And we see that aspect of our
business—Famous Integration Services—
continuing to expand because that’s what
retailers and foodservice providers require
of our customers,” explains Natalie. “Famous
Software has offered an integrated EDI
solution since 2001, and PTI data has been
generated with the use of our ERP system for
over seven years. When Walmart required the

FAMOUS OFFERS A
VARIETY OF BUSINESS
SOLUTIONS TAILORED TO
THE PARTICULAR NEEDS
OF ITS CLIENTS—MANY
OF PRODUCE’S BIGGEST
PLAYERS.
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The Famous Software Management team
outside their offices in Fresno, California

ASN, we were already positioned to continue
to provide value to our customers.”
It’s thanks to prescience like this that the
company has grown precipitously over the last
decade—and has accelerated the process this
past year. Heather tells me that the company
has increased its staff by 20 percent in the last
nine months—bringing Famous’s team to a
total of nearly 90 employees.
Famous Software traces its roots to 1975—the
same year the MITS Altair 8800 ushered in the
first rumblings of the personal computer era—
and throughout the company’s history, its
growth has been directed by a single common
thread. Famous Software is, above all else,
dedicated to meeting the changing demands
of the company’s customers.
In her almost 20 years at Famous, Heather
has seen the company transform from an
accounting software provider to a top tier
tech company. Since 1999, the company has
seen the scope of its operation more than
double—in terms of employees and revenue.
The erstwhile accounting software provider
now boasts an impressive slate of Oraclebased business solutions employed by more
than 1,500 customers in the fresh produce
industry.

“WE AREN’T A TECHNOLOGY
COMPANY THAT BUILDS
PRODUCTS AND HOPES
THAT PEOPLE NEED
THEM—IT’S THE OTHER
WAY AROUND. OUR
CUSTOMERS DRIVE OUR
DEVELOPMENT.”
- Heather Hammack

Heather notes. “Famous is actually 43 years
old, which for a software company is ancient.
Through most of that time period, we were an
accounting software package and, really, that
was because that’s what the industry needed
at the time.”
Since then, Famous has transformed
itself to meet the needs of an increasingly
complicated industry. And with over 1,500
installation sites and more than 20,000
users, Famous’ variety of innovative solutions
have become a standard that so many
growers, packers, shippers, distributors, and
wholesalers throughout the industry have
come to depend on.

“We aren’t a technology company that builds
products and hopes that people need them— “It’s no longer just about the accounting—
it’s the other way around. Our customers
though that is the platform; debits still have to
drive our development. So throughout the last equal credits,” Heather concedes.
five years, we’ve been asked to do more and
more, whether that’s wireless handheld device With a new website set to debut this year and
production, data visualizations, or apps that
new clientele bringing bigger problems that
run iPhones or Android, it just really expanded require bolder solutions, Famous is proving
the breadth of functionality that we are able
it has yet to hit an apogee as it climbs higher
to develop and distribute to customers,”
and higher along the horizons of ag tech.
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AVOCADO BUDDHA BOWL
INGREDIENTS
1 large Mission Produce avocado
2 tsp chili powder
2 tsp cumin
½ sweet potato, 2" diced
1 carrot, 2" diced
1 zucchini, 2" diced
½ cup cooked quinoa
Pepitas
Olive oil
Salt and pepper, to taste

DIRECTIONS

1
2
3

av o c a d o t a h i n i

1 large Mission Produce avocado
¼ cup olive oil
¼ cup tahini
Juice from 1 lemon
Olive oil, for brushing
Salt and pepper, to taste

4

Preheat oven to 350° F. In a mixing bowl, toss together olive oil,
sweet potato, carrots, zucchini, chili powder, cumin, and salt and
pepper. Pour onto a baking tray and roast vegetables until tender
and golden brown, about 45 minutes.
To create Avocado Tahini, combine olive oil, tahini, avocado,
and lemon juice in a small food processor. Blend until smooth. If
the mixture is too thick, slowly add water while the food processor
is running until desired consistency is reached.
Heat up the grill. Cut avocado in half, remove pit and brush with
olive oil. Place avocado flesh side down onto grill. Once charred,
remove from grill, remove skin, and cut each into quarters.
To assemble your bowl: start with quinoa, roasted vegetables,
and top with avocado. Drizzle with avocado tahini and top with
pepitas.
For more delicious, healthy, & easy-to-prepare recipes
visit www.worldsfinestavocados.com

Prep Time: 15 min
Cook Time: 45 min
Servings: 2
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