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There are story arcs that we love to share, and one of those 
is the rising-from-the-ashes-type tale. And Chelan Fresh 
has a tale to tell. Dale Davis of Chelan Fruit Co-Operative 
and Eric Borton of Borton Fruit know that, sometimes, 
creation can only come from destruction—at the very least, 
it creates an opportunity for epic growth.

We also bring you the collaborative mindset of 
the Fresh Solutions Network. President and 

CEO Kathleen Triou has bet her money 
on the many minds at the table, and the 
result is a range of partnerships to rival the 
masses across the potato categpory.

And that is not all.

A wonderful opportunity to change the face 
of the plate for suppliers is to partner directly 

with chefs to sweeten the deal that is placed in 
front of the diner. Seattle, Washington’s Chef and 

restaurant entrepreneur Ethan Stowell is doing that and 
more as he brings his own passion to the table and builds a 
culinary business model that does more than pay the bills—
it influences the palate of our end target: the consumer. 
What a better place to galvanize the consumer around 
fresh produce consumption than where the fork and knife 
hit the plate.

It is around this point in each editor’s letter that I write 
how I pause to take in the word count and realize that all 
the white space in the world will be needed to speak to this 
industry’s stories. And that thought is far from a frustration, 
but a gift.

There is always more to read as you turn the page, and 
please do, because this handful of words here is merely a 
taste of what the 43rd issue of The Snack Magazine has in 
store.

2005 Capitol Ave., Sacramento CA 95811

EDITOR’S LETTER

 he tip of the spear. This 
is how Robyn O’Brien, Vice 
President of rePlant Capital 

and a food industry transparency 
advocate, described the organic industry 

to me this summer, and to the crowd at 
the Organic Produce Summit 
this year. I would like to take 
that sentiment one step 
further and say that 

the entire fresh produce industry rests 
comfortably on that edge, that movement. 
After all, what is healthier and better for 
the common good than fresh produce? 
The goal? To reach a critical mass. And 
I believe, with continued awareness of 
fresh produce access, outreach, progressive 
marketing, and a strong and leading-edge 
group to guide that spear, the critical mass can 
evoke positive change, maybe even a transformation, that is 
permanent.

One of the things I love about what I do is being able to 
capture the stories of companies on this leading-edge, 
pulling together the raw materials of a life and a history, 
and then allowing them to speak in new and inspired 
ways. We hope that the passion of our team here at 
AndNowUKnow and The Snack Magazine comes to you the 
way that these stories evoke that passion in us—through 
connection.

Rising to the occasion are individuals like Jon Zaninovich 
of Jasmine Vineyards —always looking ahead at what is not 
only coming down the pipeline but how that pipeline might 
change. The California table grape industry is not for the 
faint of heart, and with a dynamic season this year, to say 
the least, John is in the thick of innovation with his team 
as the company seeks to find value in global trends and 
regional draw. One thing we can always expect is change, 
so it helps to be a cut above.

In addition, we bring you Greg Sagan of Giorgio Fresh who 
proves that a legacy, though rooted in the past, is tied to the 
future. Mushrooms are the new everything, if you ask me. 
And as they penetrate more and more menus and grocery 
lists, I am excited to see what kind of long-term change the 
company, and companies like it, can inspire on the plate 
and in the produce department.
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CHEF ETHAN STOWELL
EMERALD CITY DREAMER
Creating a community is just the tip of  
the iceberg of  Chef  Ethan’s dive into 
culinary fame. His love for his hometown 
of  Seattle, Washington, extends to his 
elevation of  clean, simple ingredients and 
remains one of  the foremost reasons he’s 
dedicated to fresh…

CRUNCH TIME APPLE 
GROWERS
VISIONARIES TO THE CORE
While its staple apple varieties have 
topped category lists and its sustainability 
efforts are top-notch, what really sets 
Crunch Time Apple Growers apart is 
its unique team of  trailblazers. Rena 
Montedoro and Joel Crist give us a view 
of  the future this team is cultivating...

FRESH SOLUTIONS 
NETWORK
THE MORE YOU KNOW, THE 
MORE YOU GROW
Collaboration is key in the growing age 
of  industry consolidation and rapidly 
changing consumer behaviors. President 
Kathleen Triou and the group of  
companies that make up the Network 
not only acknowledge this idea, but are 
thriving within it. What does that mean? 
Keep turning the pages...

NASH PRODUCE
SWEET ON SPUDS IN THE AGE 
OF CONVENIENCE
As public perception of  sweet potatoes 
shifts from ‘not sure’ to ‘heck yes!’, 
Nash Produce explores more avenues to 
increase consumption and spread North 
Carolina love. Tami Long explains why 
quality and customer service are at the 
tip-top of  Nash’s priorities…

GIORGIO® FRESH
CAPS OFF TO INNOVATION
As the company nears its centennial 
mark, it looks back at its rich family 
history. Although steeped in legacies, 
Greg Sagan, EVP of  Sales and 
Marketing, talks how Giorgio Fresh is 
at the forefront of  innovation in the 
mushroom category...

CHELAN FRESH
WHEN LIGHTNING STRIKES
Tragedy turned to transformation for this 
facility that Chelan’s Dale Davis, Director 
of  Special Projects, calls the future of  
the company, and perhaps the industry. 
Synonymously, grower parnter Borton 
Fruit is seeing its own facility of  the future 
come to fruition, as Eric Borton, Director 
of  Business Development, explains…

JASMINE VINEYARDS
A CUT ABOVE
With a commitment to both tradition and 
progress, Jasmine Vineyards has set out to shape 
what it means to be a modern grape grower. As 
the company continues shaking up the category with 
new varieties, optimized operations, and more, Jon 
Zaninovich walks us through what’s next as this leader 
continues to set the standard for being a cut above…

FEATURES
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Toast the bread with some olive oil or butter (optional). Meanwhile, gently 
mash avocado with salt and pepper using the back of a fork. 

Spread avocado mash evenly on top of the toasted bread. Place 2-3 slices of 
Fuyu persimmon on each piece of toast.

Finish with a drizzle of honey and red pepper flakes, to taste. 

To learn more about Giumarra and Nature’s Partner, visit naturespartner.com

1

2

3

SWEET & SPICY PERSIMMON AVOCADO TOAST

1 Nature’s Partner® Fuyu persimmon,  
     thinly sliced
1 large Nature’s Partner Hass avocado
2 slices good-quality country bread
¼ tsp salt
Pinch of black pepper
Honey, for drizzling
Red pepper f lakes, to taste
Olive oil or butter (optional, for toasting)

Prep Time: 15 min
Servings: 1-2 

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?
Nature’s Partner® 
Fuyu Persimmons
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IF you were another species in the 
animal kingdom, what would you 
be?
A giraffe—have you seen them run? It’s 
majestic! Also, hilarious.

IF you had to wear the same thing 
every day, what items of clothing 
would you pick?
Jeans and a black shirt—simple and 
always appropriate for the setting.

IF you had to eat the same thing 
every day for the rest of your days, 
what would you eat?
Apples! *Insert Crunch Pak plug here*

IF you could re-experience an 
awesome day in your life, what day 
would you choose?
Any day that ends with a nice sunset, 
great friends, and a bottle of Fielding 
Hills Wine!

IF you had $10 million that you had 
to donate to someone else, who 
would you choose and why?
Cancer for College. It provides hope 
and inspiration to low-income, high-
achieving cancer survivors through the 
granting of college scholarships and 

by providing professional mentor 
services.

IF you had a superpower, 
what would you want it to 
be?
Teleportation.

T his burgeoning produce pro loves to put a good spin on value-
added fruits, but what is she like outside the industry? After a 
few What IFs, I certainly wondered why I’m not meeting up with 

her more often! Find out for yourself why she’s a great partner in crime for 
more than just her prowess at selling apples...

» The IF List «
Megan Wade

IF you could have been born in 
another century or decade, which 
would it be and why?
The ’70s—great music!

IF you could be a character in any 
book, who would it be?
Hermione Granger—I’m a millennial, what 
can I say?!

IF you could be in any Hogwarts 
house, which one would you 
choose?
Gryffindor.

IF you had to choose, what would 
your last meal consist of?
Homemade Gnocchi—my favorite (and 
the way to my heart)!

IF you could have dinner with 
anyone, dead or alive, who would it 
be?
Tough one! Robin Williams, Brené 
Brown, Maya Angelou...there are so 
many!

IF you were stranded on a 
desert island, what three 
items would you bring?
1. Endless contacts—I’d be 
useless without contacts. 
I’d get eaten because I 
wouldn’t see anything 
coming!
2. A knife—isn’t that kind 
of obligatory for survival?
3. Wilson—Tom Hanks got 
off an island because of 
him, he must have been 
full of great advice.

PRODUCT DEVELOPMENT MANAGER, CRUNCH PAK

With Melissa De Leon
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JASMINE VINEYARDS

20

As JASMINE VINEYARDS continues to unveil new 
varieties, marketing endeavors, and operation strategies, the 
company has helped to define WHAT IT MEANS TO BE 

A MODERN GRAPE GROWER and set the curve for 
generations to come... 



Jon Zaninovich, President, 
Jasmine Vineyards
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thus far. From ground-breaking new 
varieties to boundary-pushing safety and 
operations strategies—and everything in 
between—Jasmine Vineyards has set the 
curve and, in the interim, defined what it 
means to be a grower in today’s times.
 

“For us, a modern grape grower is a 
combination of staying the course 
while continuously improving,” Jon, 
President of Jasmine Vineyards, begins. 

“Staying the course means being firmly 
rooted in our tradition of producing 
the very best grapes we can, in quality, 
consistency, and variety. It also means 
we are committed to progressive farming 
practices that meet and exceed many 
operations in the industry.”
 
This commitment to both tradition 
and progress is also what continues 
to motivate the Jasmine Vineyards 
team and keep them on the same track 
set by Founders Martin and Vincent 
Zaninovich in 1947. 
 

“Jasmine Vineyards’ strong foundation in 
the community and respected leadership 
in the California table grape industry is 
due in large part to my father, Martin, 

and his cousin Vincent,” Jon tells 
me. “Today, Jasmine Vineyards is a 
well-known brand producing delicious 
California grapes for the world to enjoy— 
all because my father and his cousin 
set the groundwork for the excellence 
Jasmine Vineyards still enacts today.”
 
When I ask Jon what Jasmine Vineyards 
is doing today to continue the legacy 
Martin and Vincent first began over 70 
years ago, he gives me a whole grocery 
list of items. From updating its varieties, 
packaging options, and food safety 
protocols to improving its operational 
efficiency, farmworker wellbeing, and 
consumer and retailer awareness, 
Jasmine Vineyards is never not busy 
striving to be one of the best growers, 
companies, and stewards of the Earth. 
 
To start, Jasmine Vineyards has 
shifted to all-seedless varieties, both a 
reflection of consumer preferences and 
a testament to the standard to which the 
grower holds itself. This year, Jasmine 
Vineyards is adding three new varieties—
Great Green, Sweet Globe, and Alison—
to its staple seven: Summer Crunch, 
Autumn King, Flame, Scarlet Royal, 

FROM LEFT TO RIGHT: Karla Camancho, Shipping Clerk; Julio Gonzalez, Food Safety Officer;
Yesenia Diaz, Shipping Clerk; Brian Crettol, Sales Manager; and Sara Diaz, Sales and Shipping Support

hen Jon Zaninovich 
first uses the phrase 

“a cut above” as we 
chat about Jasmine 

Vineyards, I can’t 
help but wonder if the play on words 
is purposeful. It’s too perfect of an 
expression for a story about a leading 
grape growing company in the United 
States, and one that admittedly gives 
me “sour grapes” for not having come up 
with it myself. But after Jon articulates 
the many efforts the company enacts 
to try to continually improve, I realize 
there’s more to it than that. Simply put, 
there is no other way to describe Jasmine 
Vineyards’ self-imposed bar and rigorous 
attention to its future than a cut above.

If you’re one to keep an eye and ear out 
for what’s coming through the grapevine, 
then you’ve probably seen and heard that 
our industry is changing in leaps and 
bounds with each passing day. Behind 
that change, Jasmine Vineyards stands 
amongst a few of our industry’s finest, 
holding the shears that have shaped the 
entirety of its fresh produce program 
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Sweet Celebration, Summer Royal, and 
Autumn Royal.  
 

“Our criteria for variety selection comes 
down to flavor, berry bunch and size, 
shelf-life, texture, and color. We want 
naturally-sweet, firm, elongated grapes 
in medium to large bunches with a long 
shelf-life. We also want crisp and juicy 
grapes with excellent crunch and hues 
of light to bright greens, deep pink to 
raspberry reds, and bold purple-blacks,” 
Jon notes. “We believe that all our 
criteria is met in our three new varieties.”
 
In addition to ensuring new and 
unique varieties line store shelves, the 
industry as a whole is concentrating 
its efforts so that these varieties sport 
built-out, established brands consumers 
can recognize and trust. For Jasmine 
Vineyards, this has meant doubling 
down on its marketing initiatives and 
introducing innovative packaging.
 

“In the last few years, we’ve updated all 
our packaging to reflect what we hope is 
the sentiment of our brand: quality and 
consistency. Increasingly, consumers 
are asking for Jasmine Vineyards 
grapes, and we wanted to create a strong, 
recognizable brand across the whole 
family line of packaging,” Jon says.
 
While its family line boasts the usual 
stand-up bags, clamshells, and punnets, 
it also features a real landscape changer: 
Grapes To Go™, available with a 
point-of-sale display box across all 
varieties of grapes and with peel-and-
reseal packaging for food safety. With 

the 2018 introduction of 125-gram 
Grapes To Go convenience-size options, 
Jasmine Vineyards is poised to expand 
its traditional retail sector by introducing 
the new packaging and brand to 
convenience and online markets. 

“We feel the single-serve option delivers 
big benefits to retailers and consumers 
in the way of profitability, health, and 
convenience,” Jon adds.
 

As if these new kid-friendly snackers 
weren’t enough, Jon has yet another 
surprise: free-pack grapes. He explains, 

“Buying habits in Mexico, Asia, and 
Europe are different from the U.S., so 
free-pack grapes are popular in open-air 
markets and grocery stores. For retailers, 
the free-pack option allows more 
flexibility—both in pricing and in the 
ability to repackage grapes according to 
their own preferences.”
 
And, as Jasmine Vineyards has pivoted 
to accommodate burgeoning markets, 
it’s also reinvented its marketing strategy 
to keep driving consumers to its product 
line—no matter the market. 
 

“We’ve shifted significantly into digital 
advertising, and as we’ve done so, we’ve 
realized social media has opened the 
door for us in a major way. From our Luis Katsurayama (left), Food Safety Manager, and Erik Castellanos (right), Repack 

Supervisor, examine one of Jasmine Vineyards’ packaging innovations 
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know it’s crucial for the longevity of 
Jasmine Vineyards, and the bottom line 
is that grapes produced more efficiently 
means we can pass those savings along 
to retailers and consumers.”
 
At this point in our conversation, I 
cannot help but wonder how Jasmine 
Vineyards accomplishes all that it does 
effortlessly. But Jon is quick to point to 
the support the company has received 
along the way.  
 

“Our long-standing partnerships 
with the California Table Grape 
Commission, California Fresh Fruit 
Association, and many others have 
been integral to our operations. From 
consumer outreach and healthy snacking 
campaigns to farmworker wellbeing 
through our partnerships with the 
California Farmworker Foundation, 
we are constantly collaborating and 
sharing resources with the industry,” 
Jon emphasizes. “And, each year we 
recommit to our vision to grow, pick, 
pack, and ship the most delicious, high-
quality California table grapes for the 
world to enjoy.”
 
With 2019 so close to its end, I begin 
to question what’s next for Jasmine 
Vineyards in the coming years. But 
asking if Jasmine Vineyards has 
something more up its sleeve is like 
asking if the sun rises in the East and sets 
in the West. It’s not a matter of “if” but 

“when.” 

Some are born a cut above, some 
achieve a cut above status, and some 
have a cut above-ness thrust upon them. 
For Jasmine Vineyards, it’s all in the 
mindset—and in the vines.

“Striving for excellence also means 
exceeding industry guidelines when it 
comes to food safety. Our comprehensive 
internal food safety plan includes 
exhaustive safety checks and procedures 
to ensure that our food safety objectives 
are met, every day. Thanks to our 
vigilant food safety leadership and 
ongoing employee training, Jasmine 
Vineyards has an excellent safety record 
in the agricultural industry because 
food safety is always a top concern,” Jon 
reveals. “We’ve gone to great lengths to 
offer many packaging choices to ensure 
the product purchased by our consumers 
is as safe as can be.”
 
While some might view the extra steps 
needed to achieve food safety as a hassle, 
Jasmine Vineyards has optimized its 
operations in order to take anything 
and everything in stride. This has 
included implementing drip irrigation 
to maximize efficiency in its water 
consumption, reducing its pesticide use 
with natural enemies to mitigate pests, 
and relying on recyclable materials for 
its packaging, shipping, and packing 
supplies. On top of all that, the grower 
also began construction on a new cold 
storage facility in 2017 that ultimately 
increased its capacity to hold 900,000 
boxes of fresh grapes.
 

“Despite its grand scale, our new facility 
is an efficiency machine, designed 
to minimize electricity usage while 
maintaining that just-picked, sun-
ripened flavor of our grapes,” Jon 
notes. “We’re also looking into different 
mechanized practices to increase 
equipment usage and decrease labor, 
particularly in the fields. Since this 
involves upgrading our trellis system, 
this will be a long-term rollout. But we 

Martin Zaninovich (left), past President 
and Co-Founder, with his son and current 
President, Jon Zaninovich (right)

“Staying the course means being 
FIRMLY ROOTED in our 

tradition of producing the very 
best grapes we can, in quality, 

consistency, and variety.”
- Jon Zaninovich, President, Jasmine Vineyards

Central Valley, California, farmland, 
we share videos, photos, and news 
from the field to our retailers across the 
world. We use Instagram and email to 
deliver Fresh Alerts™, and we’ve used 
Facebook to build an organic following 
via behind-the-scenes views of our fields 
and operations,” Jon elaborates. “We are 
also exploring live event sponsorships 
to promote fun and healthy messaging, 
like ‘Hydrate with Grapes,’ and to get 
our product into consumer’s hands at the 
right place and at the right time.”
 
This increased communication with 
consumers and buyers across all 
channels is also evident in the grower’s 
commitment to be as transparent as 
possible in areas like food safety and 
operations. And in this new era of food 
safety, Jasmine Vineyards is once again 
stepping up and fulfilling its role as an 
industry leader.
 

Luis Katsurayama and Jon Zaninovich in one 
of Jasmine Vineyards’ vineyards
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Took my first flight when I 
was less than one year old...
haven’t stopped.

9

On the committee for several years, it’s 
been thrilling and humbling to have been 
there from the ground up.

2

NICOLE HULSTEIN
Category Manager, Food Lion

MY FAVORITE THINGS

This gal has a smile to dazzle and an attitude to match. When she isn’t 
busy driving fresh produce concepts forward at her retail homebase, you can 
catch her helping to make an impact on behalf  of  women across the industry 

with the Southeast Produce Council’s Southern Roots program. And that’s 
not all. Here are a few of  her favorite things...

1

My husband Kevin and I have been 
married for 12 years and have two 
beautiful children; Noah (8)  
and Quinn (3)

7

 Dancing

1 2 3

4 5 6

7 8 9

Family

Sports

Travel

Lemons

Live Music

6 Moving

 Peonies

Serving Southern Roots

An athlete through 
college, I love 
the thrill of  

competing (and 
winning)! 

I’m citrus obsessed!  
I have a fresh lemon 

in my water every 
single day!

“

3The fragrance and elegance of  
this flower makes me swoon. 

I don’t have the gift of  song, 
but I have a special talent 

for remembering song 
lyrics in any genre!

4

“6 An unpopular favorite for most.
I find it therapeutic!

Few things make me feel more 
alive than cutting loose on the 
dance floor! 

”

”
8

“
”

5
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EMERALD
CITY
DREAMER

By Anne Allen

CHEF ETHAN STOWELL

 26

Chef Ethan Stowell stands in front of 
some of Stemilt’s Piñata® apples. Ethan 

believes that simple ingredients make 
for better-tasting meals



C
lose your eyes and 
imagine your favorite 
neighborhood restaurant. 
Can you picture its 

well-worn chairs, familiar faces, 
and the mouth-watering aroma 
of your favorite meal? It’s a 
heady memory, one that may 
be different for all of us, but it is 
still an experience we all share. 
It’s part of how food draws us 
together, how it creates memories 
as soon as we are warmly 
welcomed into an establishment 
that will become our regular spot. 
 
This was the goal that Ethan 
Stowell, Seattle, Washington’s 
preeminent chef and 
restauranteur, had in mind when 
he created his restaurant empire. 
 

“I originally wanted to open up a 
restaurant in every neighborhood 
I’ve ever lived in, because I’ve 
lived all over Seattle. And we did 
that,” he says. “Our goal with 
opening these restaurants was 
to put them in community-driven 
neighborhoods, so they could 
eventually become a part of the 
fabric of that area. We wanted 
them to become places that 
people know and seek out. So, 
it’s really geared toward getting 
involved with the community. 
If we open a restaurant in a 
neighborhood, we find the 
schools and get involved with 
their auctions—offering gift cards, 
for example—so that people 
within the community know who 
we are.”
 
But every empire has its 
beginnings, and Ethan’s story is 
no different. 
 

“My passion for food started when 
I was very young. Both of my 
parents had been professional 
ballet dancers and were founding 
Artistic Directors of the Pacific 
Northwest Ballet, but my dad’s 
hobby was cooking,” Ethan 
shares. “A lot of the stuff we 
did around the house involved 
food. On Sundays, we’d take trips 
down to the fish markets and the 
produce stands. This was before 
farmers markets were popular, so 
you really had to drive out of the 
way to get fresh, farm-to-table 
produce.” 
 
Ethan traces his start in the 
restaurant industry for me, 
remembering the days when 
he was a janitor at a catering 
company. The more I learn about 
breaking into the restaurant 
biz, the more I understand the 
importance of chance.
 

“I was trying to become a cook, 
so my parents called a family 
friend and said, ‘Hey, my son is 
interested in cooking; would you 
mind helping him out with a job?’” 
he recalls. 
 
His first employer, Joe MacDonald, 
owned a catering company called 
The Ruins. While Ethan worked 
with him, Joe instilled in him a 
passion for being transparent 
about the things you care about. 
 
Along the way, his other mentors, 
such as Chef Phil Mihalski, taught 
him about cooking the old-
fashioned way. As much as Ethan 
learned from those around him, 
a huge portion of his knowledge 
comes from reading cookbooks 
and himself. 
 

THESNACK.NET / 27



“Learning how to cook this way 
was definitely hard, but it was 
also good. You make mistakes 
and they’re painful, but you learn 
from them faster than anything 
else,” he explains. 
 
Deeply devoted to his hometown, 
Ethan is a fervent advocate 
committed to seeing that Seattle 
is recognized nationally as a 
culinary destination. His highly 
acclaimed restaurants include 
Tavolàta, How to Cook a Wolf, 
Staple & Fancy Mercantile, Ballard 
Pizza Company, Rione Xlll, Mkt., 
Red Cow, Frēlard Pizza Company, 
Bramling Cross, Marine Hardware, 
Tavolàta Capitol Hill, Cortina, and 
Super Bueno, as well as Goldfinch 
Tavern in the Four Seasons Hotel 
Seattle. He’s due to open Wolf in 
the new Nordstrom flagship store 
in New York City this fall. 
 
In total, he operates 20 
restaurants. But rather than let 
this success go to his head, Ethan 
is in it for a very straightforward 
reason: to create good food 
effortlessly. 
 

“It’s pretty natural,” he tells me, 
describing his cooking technique. 

“I keep things pretty simple. I buy 
the best ingredients I can, and try 
not to screw them up.”
 
He laughs, and although it seems 
to me that he’s downplaying his 

skill, I can sense the deep pride he 
holds for what he does. 
 

“There have been times in my 
career that I’ve been a really 
creative chef, where I tried to 
push the boundaries of what I’m 
doing in my restaurants by using 
different cooking methods and 
mediums. But I suppose, for the 
most part, I like to keep things 
based on tradition and history, 
with my own twist,” he shares. “I 
want to make sure the chefs that 
work for me are fundamentally 
sound before they start branching 
out and creating new things. If 
you’re fundamentally strong, your 
food’s going to come out great no 
matter what.” 
 
As our conversation takes a turn 
from the past to the present, 
Ethan begins to share with me 
the role he sees fresh produce 
playing in the foodservice world. 
Last December, he partnered 
with Stemilt Growers to deepen 
his farm-to-table connection. He 
paired the grower’s signature 
apple variety, Piñata®, with 
dishes he created for his Cortina 
restaurant. However, he went 
a step further to prove his 
commitment to understanding 
the world of produce. Ethan 
went to Wenatchee, Washington, 
to experience what it’s like to 
harvest and pack apples in real 
time. 
 

It’s this commitment to 
strengthening his knowledge of 
produce that truly makes Ethan a 
chef to look out for. 
 

“Produce is becoming so much 
more of a mainstream dining 
event. People are eating out more 
often than they ever have, and 
due to this, they’re looking for 
things to be healthy and they’re 
looking for things to be fresh,” 
he explains. “I love creating 
vegetable dishes; I think that I’ve 
always built my kitchens around 
the vegetable stations.” 
 
A fan of fresh, light flavor, Ethan 
consistently looks toward 
his hometown’s seafood for 
inspiration, but he always returns 
to what he knows: the fresh and 
green siren call of vegetables. 
 

“There are so many people turning 
to plant-based diets, and in doing 
so, they’re turning away from a 
restaurant culture that courted 
excess and went to extremes,” he 
tells me. “People are learning 
more and more that what 
they put into their bodies 
is going to help them 
perform better. So, 
we’re definitely 
seeing requests 
for lighter 
dishes and 
more fruit 

“PRODUCE IS BECOMING 
SO MUCH MORE OF A 
MAINSTREAM DINING 
EVENT.”  
- CHEF ETHAN STOWELL 

Chef  Ethan prepares an apple salad
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He also released his cookbook, 
Ethan Stowell’s New Italian 
Kitchen in 2010.
 
So, how does Ethan find the time 
to take a beat and relax? His 
two boys, aged five and almost 
seven, like to tinker with Dad in 
the kitchen—the oldest’s favorite 
dish is steak tartar—and he’s more 
than happy to simply go to the 
swim park and play a game of 
baseball with them. 

But really, I think Ethan feels 
relaxed anywhere he goes, 
especially in the restaurants he’s 
created. After all, they’re meant to 
be a home away from home. 

2017 with the opening of The 
Delta Sky Club at Seattle-Tacoma 
International Airport. In January 
of 2018, Ethan joined Holland 
America Line’s esteemed Culinary 
Council, and began a culinary 
partnership with Flatstick Pub. 
In October of 2018, he opened 
Ethan Stowell Pizza and Pasta 
in The Flight of Dreams complex 
at Chubu Centrair International 
Airport in Nagoya, Japan. 
 

To see so many successes in one 
person is humbling and reminds 
me of how hard Ethan has worked 
to make a name for himself. 
 
He was named one of the Best 
New Chefs in America by Food 
& Wine in 2008 and was chosen 
as a Best New Chef All Star 
in 2013. He made the Puget 
Sound Business Journal’s 2010 

“40 Under 40,” a list honoring 
young business leaders who 
excel in their industries and 
show dynamic leadership. In 
2016, Ethan was named the 
Richard Melman Innovator of the 
Year. Presented by Restaurant 
Hospitality Magazine, the national 
award honors leading restaurant 
operators.
 
On top of all of this, Ethan sits 
on the Board of Directors of the 
Woodland Park Zoo and was Co-
Chair of the United Way of King 
County 2018 Annual Campaign. 
He is also a founding member 
of +togetherSEATTLE, an 
organization dedicated to raising 
awareness and funds in support 
of human rights.
 

“THERE ARE SO MANY PEOPLE TURNING 
TO PLANT-BASED DIETS, AND IN DOING 
SO, THEY’RE TURNING AWAY FROM A 
RESTAURANT CULTURE THAT COURTED 
EXCESS AND WENT TO EXTREMES.”

and vegetable-based dishes.” 
 
And with such a lengthy list of 
accomplishments under his 
belt, it’s obvious that Ethan has 
nowhere to go but up. 
 
In 2010, Ethan began consulting 
for the Seattle Mariners, where 
he worked with the team to bring 
local products into the stadium 
for fans to enjoy. He also has an 
ongoing chef partnership with 
Delta Air Lines that began in 

Chef  Ethan hangs out with the  
apples on the Stemilt conveyor line

Chef  Ethan prefers to use simple, clean 
ingredients and make them shine 
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Combine zest and juice of the pink lemon, apricots, rolled oats, chia seeds, 
and sea salt in a food processor. Pulse until a batter forms.

Roll mixture into balls, approximately 2" in diameter. Top with extra lemon 
zest, as desired.

Store in container, freeze for 1 hour, and enjoy! Keep stored in the fridge and 
consume within 2 weeks, or store in the freezer and consume within 2 months.

To learn more about Limoneira visit www.lemonsforlife.com

1

2

3

PINK LEMON ENERGY BITES

1 Limoneira® pink lemon, for juice and zest
8 oz dried apricots
¾ cup rolled oats
2 tbsp chia seeds
Pinch sea salt

Prep Time: 10 min
Chill Time: 1 hour
Servings: 12 bites

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?Limoneira® Pink 
Lemons
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Summer
Royal

Midnight
Beauty

Sweet
Sapphire1

Autumn
Royal

Season: MAY-OCT
Color: Black

Size: Medium
Shape: Round to 

Slightly Oval
Seeds? No

Season: JUN-SEP
Color: Blue-Black

Size: Large
Shape: Elongated

Seeds? No

Season: AUG-SEP
Color: Blue-Black

Size: Medium-Large
Shape: Elongated 

with dimple    
Seeds? No

Season: AUG-JAN
Color: Black
Size: Large

Shape: Oval, 
Elongated
Seeds? No

G
R
A
P
E

Arra Mystic
Dream

Season: SEP-NOV
Color: Black 

Size: Large-Extra Large
Shape: Oval 

Seeds? No

IFG SIX

ARRATHIRTYTWO

If one were to ask what 
premium fresh produce 
category comes to 
mind, right off the 
bat, when thinking of 
California-grown, what 
would you say? Your 
first thought might be 
the Golden State’s table 
grape cornucopia. This 
exciting category is 
not only coveted for its 
amazing flavor, quality, 
and variety, but for the 
real estate and demand 
that California table 
grapes draw in the 
produce department. 
Let’s size up what some 
of these grapes have to 
share in this 43rd issue 
of the magazine...

SNAPSHOT

SUGRATHIRTEEN
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Sheegene-20

Arra Passion
Punch

Sweet
Celebration

Jack's
Salute1

Scarlet
Royal

Scarlotta
Seedless1

Crimson
Seedless

Vintage
Red

Holiday

Season: AUG-JAN
Color: Red
Size: Large
Shape: Oval
Seeds? No

Season: SEP-OCT
Color: Pinky-Red 

Size: Large-Extra Large
Shape: Oval

Seeds? No

Season: AUG-DEC
Color: Red
Size: Large
Shape: Oval
Seeds? No

Season: SEP-OCT
Color: Soft Red

Size: Large
Shape: Elongated 

Seeds? No

Season: JUN-JAN
Color: Red
Size: Large
Shape: Oval   
Seeds? No

Season: SEP-JAN
Color: Red to Dark Red

Size: Large
Shape: Oval, Elongated

Seeds? No

Season: AUG-JAN
Color: Red
Size: Medium
Shape: Cylindrical
Seeds? No

Season: AUG-JAN
Color: Red
Size: Large
Shape: Oval, Elongated
Seeds? No

Season: SEP-DEC 
Color: Red 

Size: Very Large
Shape: Round 

Seeds? No

Flame 
Seedless

Season: MAY-OCT
Color: Red

Size: Medium
Shape: Round

Seeds? No

IFG 68-175

90-3618

IFG NINE

SUGRANINETEEN

ALLISON

C51-63

ARRATWENTYEIGHT
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SweetiesTM

Passion
Fire TM

Superior
Seedless

Pristine

Sheegene-21TM Autumn
king

Thompson
Seedless

Arra Sugar
Drop TM

Princess

Red
Globe

Season: JUL-SEP
Color: Bright Green

Size: Exceptionally Large
Shape: Elongated

Seeds? No

Season: JUN-AUG
Color: Fiery Red
Size: Large-Extra Large
Shape: Oval
Seeds? No

Season: MAY-SEP
Color: Green
Size: Large
Shape: Oval, Elongated
Seeds? No

Season: JUL-SEP
Color: Green

Size: Very Large
Shape: Elongated

Seeds? No

Season: AUG-NOV
Color: Green
Size: Large
Shape: Oval
Seeds? No

Season: AUG-JAN 
Color: Green

Size: Very Large
Shape: Cylindrical to Oval 

Seeds? No

Season: JUN-NOV
Color: Green
Size: Medium-Large
Shape: Cylindrical    
Seeds? No

Season: JUN-JUL
Color: Creamy Green 

Size: Large
Shape: Elongated

Seeds? No

Season: JUL-OCT
Color: Green

Size: Large
Shape: Cylindrical 

Seeds? No

Season: JUL-JAN
Color: Red
Size: Very large
Shape: Round
Seeds? Yes

ARRATWENTYNINE

SUGRAONE*

Ivory , Sugar Crunch , 
& Summer Crunch

BLANC SEEDLESS

ARRATHIRTY

ARRA FIFTEEN

*some fruit sold under license 
as superior seedless

Sources: Information from California Table Grape Commission, The Snack, and AndNowUKnow Table Grape Grower Contributors
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JASMINE VINEYARDS • DELANO, CA • jvine@jasminevineyards.com • (661) 792-2141

Let’s get naked!Let’s get naked!
LOOSE PACK PREMIUM TABLE GRAPESLOOSE PACK PREMIUM TABLE GRAPES

OUR NEW GRAPE TAGS GIVE RETAILERS A BUNCH OF OPTIONS:
ZERO-WASTE • IN-STORE PACKAGING • MARKET-FRESH DISPLAYS

OUR NEW GRAPE TAGS GIVE RETAILERS A BUNCH OF OPTIONS:
ZERO-WASTE • IN-STORE PACKAGING • MARKET-FRESH DISPLAYS



It is hard to walk through any 
produce department worth its 
weight in innovation and not 
find a destination overflowing 

with the industry’s most desired 
tomatoes. One company 
that’s always on the cutting-
edge of variety development 
is SUNSET®. With a distinct 
flair for bringing the unique to 
fresh produce, the company 
has introduced Sprinkles™, Tiny 
Mighty Tomatoes™. Small but 
mighty, these unique micro-grape 
tomatoes explode with a sweet 
flavor and stand out on the shelf 
with packaging that screams to be 
sold.

Sprinkles, Tiny Mighty Tomatoes 
provide a convenient and healthy 
snack that will delight tomato-
lovers of all ages. This mini-bite 
variety is perfect on salads, in 
kids’ lunches, or as a snack on-
the-go. While the packaging will 
pop at a retail tomato destination, 
Sprinkles, Tiny Mighty Tomatoes 
also creates opportunities for 
cross-merchandising displays, 
from salads to fall lunchbox 
spreads.

In addition to its small but mighty 
power, the packaging size is 
convenient and features a Top Seal 
tab that makes it easy for little 
hands to open, encouraging new 
usage occasions in the growing 
snacking segment. Everyone is 
looking for the one-two punch, 
combining premium produce with 
clever and unique convenience. All 
for yum, and yum for all.

A Closer Look at 
SUNSET® Sprinkles™, 
Tiny Mighty Tomatoes™

By Jordan Okumura
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Steam the trimmed French beans for 5 minutes, then rinse with cold water and drain. 

In a bowl, combine soy sauce, sesame oil, vinegar, red wine, and sugar. Then set aside. 

Heat oil in a large skillet and stir-fry the steamed French beans for 1 minute. Remove 
and set aside. 

In the same skillet, reheat the oil and add onion, garlic, ginger, scallions, and red 
pepper flakes, and stir for 30 seconds. Return beans to skillet and fry for an additional 
minute. 

Add the soy sauce mixture and coat the French beans. Remove from heat and sprinkle 
with the desired amount of sesame seeds. Serve immediately. 

To learn more about 4Earth Farms visit www.4earthfarms.com

1
2
3

4

5

SZECHUAN ORGANIC FRENCH BEANS

1 lb 4Earth™ Farms Organic 
     French Beans, trimmed
5 tbsp soy sauce
2 tbsp sesame oil
1 tbsp apple cider vinegar
1 tbsp red wine
2 tbsp sugar
2 tbsp olive oil
1 small onion, minced
3 garlic cloves, minced
3 tsp fresh ginger, minced
5 tbsp scallions, minced
2 tsp red pepper f lakes
Sesame seeds, for garnish

Prep Time: 10 min
Cook Time: 8 min
Servings: 4

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?4Earth™ Farms 
Organic French Beans
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teaches me something new about 
retail execution, pricing, and 
seasonal strategies with every 
commodity. I consider myself 
honored to be able to call her 
one of my mentors.”

Another mentor of hers is 
Nancy Johnston, Vice President 
of Produce Procurement for 
Renaissance Food Group, a true 
industry powerhouse and a force 
to be reckoned with.

“Nancy Johnston and I became 
close with each other when we 
were Co-Chairs of the Women’s 
Fresh Perspectives Committee 
for the Center for Growing Talent 
by PMA,” Alex tells me. “She 
stood out to me as someone I 
wanted to know because of her 
hunger to do the right thing for 
consumers, as well as industry 
talent, no matter the roadblock. 
Since working together as Co-
Chairs, Nancy has helped me 
navigate managing people, how 
to truly give back to the industry 
in an impactful way, and to go 
above and beyond for consumers. 
Her spirit is contagious and 
inspiring, and I am so grateful to 
have Nancy in my corner.”

Mentors come in all shapes and 
sizes, so to speak, and sometimes 
they even come in the form 

MENTORS IN THE MAKING

Alex Berkley

WHEN ALEX BERKLEY 
TELLS ME she was 
born into produce, I 

picture her popping up out of 
the dirt ready and rarin’ to go, 
because it’s hard to think of 
her as anything other than the 
fully-formed produce pro she is 
today. Alex was lucky enough to 
have mentors aplenty from day 
one, including her grandmother, 
Frieda Caplan, Founder of 
Frieda’s Specialty Produce, and 
mother, CEO Karen Caplan. 
Although she never thought 
she would end up in the family 
business, her strong roots in the 
industry led her right back to 
where she started as a child.

“Being in a family business, you 
can say my career started when 
I was two years old, coming into 
the office frequently and being 
dubbed the ‘official taste tester.’ 
When I was 13 years old, I started 
my career as our sampling 
person at every trade show 
booth—I took that so seriously, I 
would study the products on the 
flight to the show like it was a 
test!” she tells me.

After earning a degree in 
Communications, Alex spread her 
wings to explore other companies 
in the produce industry, working 
as a Marketing Intern for DMA 
Solutions, and later Perfection 
Fresh Australia.

“Those experiences made me 
fall in love with the produce 
industry—I saw it as an industry 
full of amazingly passionate 
people who immediately felt like 
family,” Alex comments. “I also 
learned the value and privilege 
of having a family business, 
particularly one with a strong 
legacy.”

It’s that passion that drives Alex—
the ability to influence the way 
people eat and how they live 
their lives. Alex brought that fire 
in her belly with her when she 
eventually came home to Frieda’s, 
gracing the company’s marketing 
department with her talent and 
expertise. But there was more 
in store for her and, once again, 
family played an important role in 
the evolution of her career.

“One day, my mom, our CEO, 
threw me into sales—I am not 
joking—on a Monday after 
an Account Manager had to 
abruptly resign due to health 
reasons. I was not thrilled,” she 
recalls. “However, my mom was, 
because she knew I was a natural 
salesperson and would kick ass. 
She was not wrong. I have never 
looked back and am now the 
Director of Sales at Frieda’s.”

Alex’s family gave her a 
foundation on which to build a 
career. But that’s not to say that 
family was her only influence, 
because at every step along 
the way, Alex was lucky to 
be exposed to industry 
pros offering guidance 
and support, including 
Marianne Santo, Senior 
Category Manager at 
Wakefern Food Corp.

“Marianne Santo is one 
of my longtime mentors,” 
Alex says. “I remember 
meeting her when I was 
in marketing at Frieda’s 
before she became one of 
my buyers when I went into 
sales. Marianne has seen it all—
she grew up in the ‘good ol’ boys’ 
club of produce and has helped 
foster the change of increasing 
the younger and female talent 
in our industry. Every week, she 

BY MAGGIE MEAD

Alex Berkley
Director of Sales, Frieda’s 

Specialty Produce
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THE MENTORS
Here is what they have  

to say about Alex Berkley...

Marianne Santo
Senior Category Manager, 

Wakefern Food Corp.

Sponsored By

It would be easy for anyone to say that Alex 
was walking through this industry in the 
shadows of her grandmother and mother. 
However, those of us that know her know that 
she is building her own career and making her 
own path. Not only is Alex always wanting to 
learn about every aspect of this industry to 
further her own knowledge, she is the future 
of our industry and is taking a leadership role 
in helping us develop what that future is going 
to look like. I had the pleasure of working with 
Alex on the PMA Women’s Fresh Perspective 
committee. Alex really listened to the questions 
and concerns from the women who attended 
the annual conference—if she didn’t have an 
answer, she didn’t stop until she found one or 
was heard by the right people who could help 
her. Alex was and is so approachable for all 
who want to share in her passion of produce. I 
hope that people just joining our industry seek 
her out and pick her brain as, at such a young 
age, she already is and will continue to be a 
great mentor. I am honored to know Alex and 
not only call her an industry peer, but a friend, 
and look forward to watching her grow in all 
aspects of her life.

Nancy Johnston
Vice President of Produce 

Procurement, Renaissance Food 
Group

Alex Berkley is a force of nature whose poise, 
energy, and sales expertise clearly drive her 
success. I first met Alex in 2013 at a Cooking Light 
event in New York City, and the following year we 
both attended the PMA Women’s Fresh Perspective 
Conference in Scottsdale, Arizona. I was impressed 
by how she seamlessly navigated that conference, 
met with attendees, and spoke at several different 
sessions.

She has a knowledge and passion for the produce 
business that could be attributed, in part, to her 
family ties. But it’s clear that Alex doesn’t rest on 
her laurels or family name—rather, she has solidified 
her reputation through hard work, perseverance, 
and an innate understanding of what customers 
want.

I’m so honored that Alex considers me a key 
mentor. She is already a leader in the produce 
industry, and a legacy and mentor in the making. 
She inspires me to reach higher and do better both 
professionally and personally, and I look forward to 
watching her career grow in the coming years.

It’s always nice to see new talent enter our 
industry and grow into leaders. Alex is one 
of those individuals that you know will be an 
industry leader for many years. Growing up 
in the trade provided her with occupational 
insights prior to entering the business, and 
she has rapidly become a great partner for 
us as we work together to grow the specialty 
category. Alex quickly gets to know her 
business partners, their needs, and how to 
work together to achieve common goals. 
She’s dedicated to helping our consumers 
understand new products and how they are 
used in order to create consumer awareness.  
Her passion for results and mutual success is 
evident during each meeting as we collaborate 
to create new selling events. I look forward to 
watching Alex continue to prosper and take 
on new leadership roles over the next several 
years.

Brian Balladares
Produce Director, Ralphs Grocery

of customers. Like Marianne, Brian Balladares, 
Produce Director for Ralphs Grocery, is another 
customer who offered Alex a peek into the retail 
side of the produce industry.

“Brian is the customer I have had the pleasure 
of working with the longest in my career thus 
far,” she comments. “Being in our backyard, I am 
fortunate to see Brian on a pretty regular basis. 
Not only has he helped Frieda’s become a better 
partner through his honesty about our programs, 
Brian has helped me learn how to be a better 
partner to the produce buyers I work with. He 
has shown me how to successfully navigate 
through trial and error and what metrics really 
mean the most to a retailer. I am grateful to have 
such a smart individual as a mentor.”

With no shortage of mentors, Alex can rely not 
only on her own ambition and verve (of which 
she has plenty), but also on the support of other 
industry experts—an invaluable resource for 
anyone.
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T he California table grape 
category is a produce 
department mover and shaker, 

and Bravante Vineyards is continuing 
to support the groundwork it has 
laid with buyers as the team sets 
up shop with retail partners for the 
fall harvest. With ranches in the San 
Joaquin Valley of California, Bravante 
harvests 17 different varieties in all 
three traditional colors, from start 
to finish, bringing the Bravante 
program late in the season into mid-
December.
 
From Arra Fire and Flame to Ivory 
and Princess and Summer Royal, 
the retail mix is sure to please. In 
addition, the high-end, premium 
product comes in elegantly designed 
pouch bags and clamshells that 
align with the premium quality and 
value of the grapes themselves. The 
California table grape destination 
in produce departments demands 
a presentation that is ripe for the 
consumer looking to bring the 
sweet treat home to their family and 
friends!
  
Shipments leave the company’s 
Fowler, and Madera, California, 
facilities throughout the season, 
making their way into partnering 
retailers’ locations. The best 
presentation is one that speaks 
for itself and Bravante does just 
that with its clean and classy 3 lb 
clamshell.

Making each day a “grape” escape, is 
not such a stretch with a partner like 
Bravante Vineyards.

By Jordan Okumura

A Closer Look at Bravante 
Vineyards California 
Table Grapes
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WHEN
LIGHTNING
STRIKES

L
ife is what happens while we are busy 
making other plans. In the case of 
Chelan Fresh, life came in the form of a 

fire.

“With great loss comes great beginnings,” 
Dale Davis, Director of Special Projects 
for Chelan Fruit, says as we look back on a 
sad blow that began a new generation of 
technology and operations for the treefruit 
cooperative. 

“On Friday, August 14, 2015, at approximately 
9:00 a.m., there was a lightning strike to the 
south side of our Plant 1. The fire it created 
traveled to the west, towards the city of 
Chelan, Washington, and directly in line 
with a school and residential district,” he 
recalls in detail for me—a terrible day in the 
grower cooperative’s recent history. “By 
late morning, several borate bomber planes 
were flying over the town, saving the school, 
residences, and business. Around 2:00 p.m., 
the winds shifted and brought the fire back 
to our Chelan Fruit facility Plant 1.” 

Several hours later, the building was fully 
engulfed. It’s a pain we are too familiar with 
in the west, which touches all aspects of 
our industry and beyond. But the tragedy 
united two buildings that previously stood 
separately and became the start of a new 
story for Chelan Fresh—one of strength and 
rebuilding. 

“When you look at the positive side of the 
tragedy, the right facility burned—it was 
the oldest and had the most issues from 
a building, mechanical, and operational 

standpoint,” Dale shares. “Immediately, we 
started excavating both above and below 
ground in preparation for building back an 
entirely new facility that would replace the 
same processing volume we lost. We knew 
we were building the future of Chelan Fruit 
Co-Operative.”

Life may have happened in a way that 
drastically changed Chelan Fruit Co-
Operative plans, but a hop, skip, and a 
jump over at Borton Fruit, partner grower 
at the Chelan Fresh sales desk, a similar 
construction stands for the future. This 
one, Director of Business Development Eric 
Borton tells me, is a long-awaited realization. 

“Borton Fruit is a fourth-generation family 
business that has been farming since 1912. 
The new Borton Packing Center has been 
a huge investment not only in terms of 
a cap-ex cost, but it marks a distinctive 
evolution for our company,” he explains. 

“Every detail of this facility has been planned 
for a purpose and in a manner to achieve 
maximum efficiency, quality, and output. The 
new facility is an investment that will pay 
dividends for our company for generations 
to come. It provides a platform for continued 
growth and equips Borton Fruit with 
entirely new capabilities and cutting-edge 
technology for the production and storage 
side of our business. It is a state-of-the-art 
showcase facility and, in addition to our 
quality horticultural focus, it is a cornerstone 
for the success of our company going 
forward.” 

These two companies’ buildings stand apart 

How a Brainstorm and a True
Storm Jumpstarted The Future

By Melissa De Leon
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as separate operations within the Chelan Fresh 
organization, but with a common purpose: 
to enhance and expand the treefruit industry 
with cutting-edge technology and resources. 
The investment by these two partner firms, 
they explain to me, equips Chelan Fresh with 
industry-leading facilities and the ability to 
meet customers’ ever-changing needs and 
requirements at the highest level. 

“This Borton facility has been thought out and 
designed very carefully. Our goal was to build 
a facility where we could consolidate all of the 
company’s production operations to one site 
that could not only handle our current needs, but 
also be set up for our growth on a 50-plus year 
timeline. The objective was to design a space 
that handled our total production capacity and, 
at the same time, achieve maximum efficiency for 
our business,” Eric tells me. 

In addition, he explains that with both labor and 
input costs continuously rising, it’s essential 
that Borton implement more automation and 
technology into its production ecosystem. 

“Technology has advanced to a state where 
we can achieve these goals in virtually every 
aspect of the production process. This facility 
is a culmination of several years of research and 
development and planning to achieve what we 
feel is a next-generation facility in the treefruit 
industry,” he continues.  

When I ask about the importance of moves like 
these, Dale explains the necessity of resources 
and strengthening both companies’ capabilities 
as partners to each other and to retailers.

“We are a large supplier to most of the major 
retailers and club stores. Large retailers are 
targets of consumers for litigation reasons. 
These retailers require that their supply will 
be consistent, on time, and meet federal food 
safety regulations. To do that, you must have 
facilities that are constructed, maintained, and 

Dale Davis,
Director of
Special Projects,

Chelan Fruit 
Co-Operative

Facilities and operations are very important 

to the retailers we are doing business 

with. We can affect their operation in a 

positive or negative way, and they must have 

more than confidence in that relationship 

between processor and retailer.

Chelan Fresh’s new state-of-the-art facility 
ensures top-of-the-line food safety
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operated in the most professional manner,” 
Dale says. “Going forward, this will be done 
at lower packaging costs. These retailers visit 
our facilities no less than annually and have 
audits for our processing system, storability, 
grower audits, and ethical audits on how 
we treat employees. It is very extensive. 
Facilities and operations are very important 
to the retailers we are doing business with. 
We can affect their operation in a positive 
or negative way, and they must have more 
than confidence in that relationship between 
processor and retailer. We are on the way 
to full automation or as close as any packer/
shipper can get. We are strategically 
planning to achieve the automation goal as 
soon as possible for all these reasons.”

Eric explains that Borton’s facility strives 
to be at the leading edge of its food 
safety approach, unique in how it achieves 
sanitation, even including self-cleaning 
automation within the operation.

“This facility, and specifically the packing 
line, was built from the ground up with a 
food safety focus, to be cleanable and as 
accessible to sanitation needs as possible,” 

Eric shares, explaining it was designed in 
a way where Borton can access every part 
of the line easily and be able to clean it in 
an efficient and comprehensive way, using 
sanitation-ready materials throughout the 
construction of the line. 

In addition, the team has built into the 
packing line several Clean-In-Place (CIP) 
systems to provide the capability to 
automatically and systematically sanitize 
areas of the line that are both traditionally 
hard to clean as well as take a lot of manual 
labor to clean. 

“Another aspect of the facility that 
will provide efficiencies and reduced 
environmental impact is our Centralized 
Sanitation System, the first of its kind in our 
industry. We estimate at least 20 percent 
labor and time savings directly relate to the 
Centralized System, and it will also allow us 
to reduce our chemical and water use by 
approximately 25 percent. In addition, the 
system provides detailed data that essentially 
verifies and validates our sanitation program 
at this facility and allows us to monitor it in 

With the newest additions to Chelan Fresh’s facilities, the 
cooperative is able to maximize production efficiency
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real-time what activity is occurring,” Eric 
explains.

It’s a project close to Eric’s heart as his role 
with the Borton team has developed over the 
past several years. 

“When I first joined the company in 2011, as 
part of the fourth generation to be involved 
with Borton Fruit, I was heavily involved in 
the management of our sales department, 
with a large focus being in the trenches 
of our export sales program. It provided 
a great platform to learn and understand 
the business from a global perspective. We 
merged our sales and marketing operation 
with Chelan Fresh in 2017, and my focus has 
transitioned away from the sales side of the 
business into the warehouse production 
and strategic development aspects of our 
business,” he tells me.

Dale’s background is even more extensive, 
having completed 37 years of service with 
Chelan Fruit Co-Operative, though he didn’t 
technically start with CFC until 2004. 

“Through three co-operative mergers, I 
have remained with this company. I started 
in refrigeration and quickly moved to the 
packaging and production side. Through 
the three different companies I was an 
Operations Manager, Production Manager, 
and was Plant Manager at several points in 
those 24 years of production processing 
management. In 2012, I was offered the 
role of Projects Manager because of my 
involvement with production processing 

and a mechanical background, and I took 
the new opportunity. Currently, I have 
constructed all three cherry lines, four 
apple/pear packaging lines, and one pre-
sizer. There is only one packing line that I 
have not modified or replaced with a new 
one based upon new design requirements at 
Chelan Fruit,” Dale says.

Both Eric and Dale have been with their 
respective teams long enough to recognize 
the huge steps the new facilities mark 
for each of their companies, and the fruit 
industry as a whole, as they work toward 
establishing the foundation for more 
sustainable practices for generations to 
come. 

“With this rebuild, our key customers have 
seen firsthand our commitment to the future 
with the buildings, the type of building 
construction, and the automated packaging 
lines. I believe most retailers, and people 
in general, would say this is a world-class 
operation,” Dale assures. To put it simply, 
he adds, “We are poised for the future just 
as the same growers were nearly 100 years 
ago.”

Despite such different beginnings, both 
companies’ operations mark a continued 
evolution of where we can expect the 
team to go next. I think that it is safe to 
say that, even if lightning strikes twice, the 
idea that fuels Chelan Fresh and its grower 
partners will not just remain standing, it will 
strengthen.

With automated sorting and packing, care and consistency 
can be assured to all of Chelan’s partners and customers
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Sometimes, in the produce 
industry, the smaller the bite the 
bigger the flavor! And for Lipman 
Family Farms, the company’s new 
Crimson grape tomato is exactly 
that. The exciting grape slicing 
tomato variety has a similarly 
intense, juicy, homegrown taste 
to Lipman’s Crimson round 
proprietary tomato, but with a 
smaller stature for that snacking 
tomato category.

Available from April through 
December, the Crimson grape 
tomato pops on the shelf inside 
its popular re-sealable, top-seal 
containers which allow for full 
transparency and expediency. I 
would consider this presentation, 
packaging with elegance—letting 
the tomato speak for itself.

With a vibrant red from the skin 
to the center, Crimson grape 
tomatoes are sweeter than most 
grape tomato varieties and born of 
an heirloom-grape crossbreeding 
that gives the tomato its rich flavor 
profile, unique dimples, and non-
uniform, authentic tomato shape. 
The imperfect dimpling around this 
new variety gives home chefs the 
look and feel of cooking with an 
heirloom variety while delivering 
the texture and flavor profile of a 
premium tomato cultivar.

The fresh produce department 
has become a showcase of flavor 
and presentation that mirrors 
the intersection where art meets 
science. Finding that focal point of 
fresh is the goal of many produce 
companies, and I believe Lipman 
Family Farms has charted its 
journey toward the top well, and 
with flavor to guide the way.

A Closer Look at Lipman 
Family Farms® Crimson 
Grape Tomatoes
By Jordan Okumura
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I love analogies, and so here is one that 
makes my point:

Automobile
noun

au· to· mo· bile

Definition of automobile

 (Entry 1 of 2)

: a usually four-wheeled automotive vehicle 
designed for passenger transportation

t seems that we need to revisit, with some 
alacrity, the descriptions each company creates 
for a role they are looking to market and fill. I 
have said it before and once again: Attracting 
candidates to a job at your company is 
marketing.

If that sounds familiar, I’m glad to hear you have been 
reading. We laid the groundwork for job descriptions 
in Issue 31 of The Snack (I know, a lifetime ago in 
produce) and now I think it’s time to take it a step 
further. 

There are two very separate documents that are 
closely related but different: job descriptions and job 
ads. Job ads are marketing, job descriptions are an 
HR doc. Here in our office, we jokingly refer to some 
of them as “OSHA Compliant job descriptions” versus 
job ads with a marketing strategy.

By Snack Editorial Contributor Rex Lawrence
Founder and President, Joe Produce Search

Job Ad Optimization
JAO
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NOTE: Factors like supporting your community, giving, 
sustainability, etc. are all climbing the list as meaningful 
to the younger generations looking at their employment 
options.

Most big decisions are being made by more than 
one person. So, you don’t have to market just to the 
candidate, but also their husband, wife, partner, parent, 
friend, or confidant. Remember that human beings make 
decisions with their minds and hearts—speak to both!   

The “JAO” Way:

Why is this a great place to work?
“We work hard, expect results, and expect our team to 
have balance to enjoy their families and lives outside of 
work.” WOW! If that’s the case, share it.

WIFM (What’s In It For Me?): This is what the 
candidates want to know. I’ve heard employees say 
that they were attracted to a company because the 
leadership was known to listen to their people and use 
their ideas. Is that your company? If so, share it.

Next Gen: The newer generations place a high value 
on the environment and culture. If you have that, then 
share it.

Of course, salary and benefits will always be in the top 
five. It is why many of us work, after all! Perhaps you 
want to let candidates know that you pay well and have 
a solid benefit program.  

Why do people leave employers? 
Go back to the “11 Wants List” above. If someone is 
leaving, some of those things are missing.

So, communicate why you’re a great place to work, and 
then be a great place to work. You’ll attract and keep 
more people!

Think Inspire versus Inform!

I had one HR professional tell me that a position “may 
have to work outside, may have to lift a 35 lb case, and 
that information had to be on our job ad.” No it doesn’t! 
It’s an ad! That job was for a Sales Coordinator. Do not 
clutter your message with the legalese and compliance 
when it comes to your job ads. Inspire!

As for crafting your job ads, one of the most effective 
copywriting strategies at your disposal is to mirror the 
candidates’ goals in their next career venture. So, what 
do they want from their next employer? Obviously, 
that can vary widely, but there are some common 
denominators; I bet you and your colleagues can list 
more, too. 

Here are 11 “wants” that we hear often:

Security: A financially stable company with 
relatively predictable performance

A great culture and work environment 

A place where people get along, work as a team, 
and support one another

A company that is growing and dynamic

Overall solid leadership

Ownership and/or management is pleasant and 
supportive, with good communication

Good medical benefits, 401k, etc.

A bonus/commission/reward program that is 
understandable and documented

A clear vision, direction, and mission

Upward mobility, such as opportunities to advance 
in their career

Products and/or services that customers want and 
that the candidate believes in

Rex Lawrence, Founder & 
President of Joe Produce Search℠ 
Joe Produce Search (JPS) is the 
Executive Search division of Joe 
Produce®. Joe Produce Search 
is comprised of experienced 
search consultants and produce 
professionals. Our placements 
range from middle management 
to C-level positions, throughout 
North America, covering a wide 
range of produce and produce-
related businesses.

Founder & President 
Joe Produce Search℠

Rex Lawrence 
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Ferrari
Think Ferrari and you think beautiful, fast, elite, 
Italian racing car. That notion pops into your mind 
even if you have never been behind the wheel of 
one—or even in the showroom. 

“Put a Ferrari in the dark,” says Marco Mattiacci, 
President and CEO of Ferrari North America, “and 
just by touching the car, you will recognize it as a 
Ferrari.”

It’s the type of brand and messaging that inspires 
people. There are cars, and then there are Ferraris. 
There are companies and jobs,  and there are special 
places to work. Special teams, cultures, and roles.
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ChefSnackChat
There is no better time to look to 
our chef Rolodex than in the run 

up to the holiday push.
With Rosemont, Illinois-based Reinhart 
Foodservice boasting 26 distribution 
centers and services, including menu 

planning assistance, trends and industry 
insights, nutrition services support, kitchen 
management software, and training—this 
company is catering to customers from 

independent restaurants to delis, sporting 
venues, schools, nursing homes, hospitals, 
the military, and renowned chain accounts. 

But really, our concern was much more 
taste-related. We just had to know what 

gets them excited during the fall and 
winter holidays...
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Reinhart Kansas City
Yvette Marie Hirang

“When I plan my holiday menu, I always 
look for fruits and vegetables I can poach 
and roast. The holidays are the best time to 
enjoy different flavors and spices and use 
them to enhance your roasted and poached 
vegetables and fruits. I love poaching pears, 
apples, chayote, even jicama because they absorb 
all the flavors you put in your poaching liquid. 
Spring and summer are the best times to enjoy your 
garden, bounty fresh. But autumn and winter, for me, is 
all about root vegetables, spices, and roasting. Sprinkle 
Asian 5-Spice on acorn squash, toss multi-colored carrots 
in Garam Masala and olive oil, or flavor purple and yellow 
cauliflower with nutmeg and rosemary. Holidays are all 
about how we can have fun with, and also elevate, fresh 
produce.”

Divisional Chef
Shawano-Marquette

Brian Funk

“Basil—if it was socially 
acceptable—I would wear a basil 
necklace. Lemon basil, Blue Spice basil, Thai 

basil—all that can be grown in your garden. 
Add Lemon basil to a spicy dish such as Shrimp 

with Sambal Chiles or add to a smoothie for a citrus 
twist. Basil is a superfood. It is anti-inflammatory, anti-

bacterial, and an excellent source of vitamins A, K, and 
C.”

“I am always about simplicity during the 
holidays. I like to enjoy the family, music and 
the food most of all! So I usually tend to go 
with anything that can be done simply. With 
that said roasting for me is the way to go. I love, 
love Brussels during that time of year, mixed 
with yellow bell peppers, shallots, garlic and yes 
even sweet potatoes! The mix for us is usually spot 
on with something smoked that we are doing. After 
roasting with salt and EVOO I toss this smoked onion 
jam on top that we thin down with an extra kick of spicy 
vinegar and boom! Vegetables done right at the Quick 
house. These are a few of my favorite things.”

David Quick
Division Chef KNX
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Corporate Executive Chef  
Boston Division

Jeffrey S. Merry

“Savor fall produce and its rich earthy 
flavors. Warm up with a creamy potato and 
leek soup. Roast root vegetables with onions, 
potatoes, turnips, carrots, parsnips, butternut 
squash, garlic, and sweet potatoes. Earthy herbs 
like sage and rosemary can really add depth to its 
flavor. I like to use these ingredients as a foundation 
for hearty dishes like goulashes and stews or let them stand 
alone as a vegetable-centric option. In New England, apple 
picking is a fall tradition, so consider incorporating those 
fresh-picked apples to make cobblers and crisps. Grab a 
gallon of local cider, add a little cinnamon and clove, and 
warm it up on the stove.

And you can’t relish in fall without thinking about pumpkins. 
Head out to the local pumpkin patch to pick out your next 
blank canvas for creative Halloween carving. Then, roast 
the pumpkin seeds in a hot cast-iron skillet, adding a little 
sea salt for a delicious snack. Local squashes like acorn, 
butternut, Hubbard, or spaghetti are great to roast, stuff, or 
puree and are great sides to any holiday buffet.”

Division Executive Chef
Lou Rice

“It may be colder outside, but that 
doesn’t mean that you have to forego my 
favorite cooking method—grilling. Grilled 
vegetables can make any holiday table offering 
a truly unique experience. Cast-iron and heavy-

bottom grill pans are common in kitchens and 
do a great job of providing that caramelized grill 

effect that adds visual appeal and flavor. For a twist 
on sweet potato mash, think grilled sweet potatoes 

with brown molasses butter. The flavor of Brussels sprouts, 
carrots, asparagus, and even green beans can be greatly 
enhanced by cooking in a grill pan.
 
Due to the high cooking heat, it is best to add sauces to 
vegetables when they are removed from the grill pan. Keep 
sauce flavors simple and appropriate. Make a roasted 
mushroom butter on grilled green beans, hot bacon 
vinaigrette on grilled Brussels sprouts, or a lemon garlic 
butter brushed on asparagus. Desserts can also benefit from 
the grill pan. Grilled slices of fresh pumpkin with cinnamon 
caramel sauce is a delicious crowd-pleaser.”
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Preheat oven to 425˚ F. Slice sweet potatoes into ¼" rounds and place in 1 
layer on a baking sheet. Toss with a little olive oil, garlic powder, salt, and 
pepper. Bake about 10 min on each side. For crunchier potatoes, cook longer. 

Drain and rinse chickpeas. In a bowl, mash chickpeas partially with a fork. 
Add tomato, onion, jalapeños, cilantro, lime juice, garlic powder, salt, and 
pepper. Stir lightly to mix. 

On a serving plate, create a bed of arugula and lay the cooked slices of sweet 
potato on top. Spoon out the chickpea salad mixture evenly. Top with sliced 
avocado chunks and more lime juice.  

To learn more about Bako Sweet visit www.bakosweet.com

1

2

3

SWEET POTATO NACHO SALAD

1 large Bako Sweet® organic sweet potato
1 can chickpeas
1 tomato, chopped
¼ red onion, chopped
2-3 jalapeños, sliced
¼ avocado, chopped
¼ cup cilantro, chopped
Juice of 1 lime
Olive oil, to taste
Garlic powder, to taste
Salt and pepper, to taste
Arugula

Prep Time: 30 min
Cook Time: 20-25 min
Servings: 2

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?Bako Sweet® Organic 
Sweet Potatoes
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T he more time I spend in the 
industry, the more convinced 
I am that those in produce are 
cut from a different cloth, or 

in this specific instance, a different 
tree—probably even grown in a different 
orchard altogether. How else would we 
have a group of people so passionate, so 
persistent, so prosperous at innovating 
categories that have been around for 
thousands of years? 

This idea first came to me after listening 
to Rena Montedoro and Joel Crist 
tell the story of Crunch Time Apple 
Growers. As I sat down to listen, I wasn’t 
expecting to take a back seat in my own 
interview. But as Rena and Joel drove 
me through their past milestones, present 
strategies, and future goals, the view 
in front of us was clear: The grower-
owned and operated collective wouldn’t 
be where it is today without its team of 
trailblazers propelling it forward every 
step of the way. 

“Our innovation isn’t just in applying the 
latest technology in our orchards. It’s the 
ideas and vision of our next generation 
of apple growers,” Rena, Vice President 
of Sales and Marketing, emphasizes 
to me. “Our company is made up of 
thought-leaders from across the state of 
New York—all with unique perspectives, 
insights, and experiences that strengthen 
all aspects of our operation.”

It was one thought-leader—to steal 
Rena’s term—in particular who 
jumpstarted the formation of Crunch 
Time Apple Growers back in 2007.

“Dr. Susan Brown, a notable apple 
breeder at Cornell University, had a 
vision to develop apples that consumers 
would love to eat as much as farmers 
would love to grow—apples that would 
pack and look better and last longer on 
grocery aisle shelves,” Rena explains.
 
This vision led to the creation of the 
SnapDragon® and RubyFrost® varieties. 
Once Walt Blackler, Roger Lamont, 
Mason Forrence, Jeff Crist, and Bob 
Norris tried the apples for themselves, 
the group quickly formed Crunch Time 
Apple Growers, securing the license 
to solely market SnapDragon and 
RubyFrost. In 2014, RubyFrost officially 
hit the market, followed by SnapDragon 
a year later—both with limited volume. 
Four years later, however, volume and 
sales for both varieties have tripled.
 

“We have been growing SnapDragon and 
RubyFrost since the very beginning of 
their development,” adds Joel, Chairman 
of Crunch Time’s Board of Directors 
and a grower with Crist Brothers 
Orchards. “We knew they would be vital 
to New York’s apple industry and keep us 
relevant in bringing forward the highest 
quality fruit. Today, it’s surprising to find 
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(left) Jeff and Jenny Crist of Crist Brothers Orchards 
(Right) Fresh picked apples from Crist Brothers Orchards  

“
”- 

Our innovation isn’t 
just in applying the 
latest technology in 
our orchards. It’s the 
ideas and vision of 
our next generation 
of apple growers.
Rena Montedoro, Vice President of Sales and 
Marketing, Crunch Time Apple Growers

someone who doesn’t list SnapDragon 
and RubyFrost as two of their top 
favorite apple varieties.”
 
When attributing this success, though, 
there is no beating around the bush or 

wondering what came first, the 
apple or the seed. For Crunch 

Time Apple Growers, the seed came first, 
planted by those early thought-leaders 
who had the drive, passion, and vision to 
shake up the apple category.
 

“One of the things that makes Crunch 
Time Apple Growers and its apple 

production so unique 
is its leadership. We 
are grower-owned 
and operated and 
made up of highly 
respected industry 
leaders,” Rena notes. 

“The majority of our 
members are family 
farms—some going 
back six or seven 
generations to the 
very beginning of 
apple farming in the 
state of New York—
representing close to 
60 percent of all apple 
production in New 
York.”
 
Today, that little 
seed—first planted by 
those early thought-

leaders—has grown into a mighty tree, 
each of its branches represented by a 
member of Crunch Time’s Board of 
Directors. Over time, the likes of Joel, 
Henry Forrence, Bob Norris, Austin 
Fowler, Jim Bittner, Warren Abbott, Walt 
Blackler, Brett Kast, and Mark Russell 
have helped Crunch Time withstand the 
challenges of each season and bear fruit 
every fall. It is for this reason that Rena 
highlights these people as a testament to 
why Crunch Time’s biggest strength is 
its team. 
 

To take the tree metaphor one step 
further, I would describe Joel’s figurative 
branch of the mighty Crunch Time tree 
as a newer sproutling—and one growing 
straight toward the sun at that. As the 
youngest Board member (today he is 31 
years old but first joined the Board at 
the age of 29), Joel represents the next 
generation of Crunch Time leaders and 
sets an example for what the future holds 
for New York apple growers.  
 

“Joel has been a champion of 
SnapDragon and RubyFrost in New 
York State, as he sees the varieties not 
only helping farmers grow a better apple, 
but ensure we remain competitive,” 
Rena explains. “He is involved in every 
aspect of Crist Brothers—from planting 
in the spring to running the pack line 
in the fall—and as a result, offers 
tremendous insight to the industry. He is 
extremely progressive in his marketing 
approach, understanding that appealing 
to the consumer will drive sales and 
build a loyal fan base.”
 
The way Joel tells it, though, is much 
simpler. In fact, when faced with a 
few pointed questions I lob his way to 
confirm Rena’s account, Joel grounds 
me in the joy he finds as an apple grower. 
And, the more he explains, the more 
his dedication to the success of Crunch 
Time Apple Growers and its two staple 
varieties becomes as palpable in the 
room as an apple ripe for the picking. 
 

“What’s most interesting about being a 
part of the industry is witnessing the 
pace at which new varieties are taking 
hold, while some traditional varieties 
are dropping out or losing traction 
among apple lovers,” Joel reveals. “We 
are proud that the experience of eating 
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(left) Four generations of Kast Farms (Right) Brett Kast, Crunch Time 
Apple Growers Board member and his two future family farmers

SnapDragon is taking the managed 
variety into a whole new category

Our growers are committed to 
sustainability, stewarding our 
land, and protecting our farms 
for future generations. “ ”Joel Crist, Chairman, Crunch Time Apple Growers and 
Grower, Crist Brothers Orchards

- 

a SnapDragon or RubyFrost is just so 
phenomenal that it’s hard to go back to 
anything else. We want to keep it that 
way for years to come.”
 
And, speaking of the future, Joel 
turns my attention to the collective’s 
sustainability efforts. He describes 
apples as a perennial crop, which means 
it is vital that Crunch Time makes 
sure its land is taken care of and has 
enough energy to produce a new crop 
the following year. This is just one of 
the many reasons why the collective is 
so heavily invested in implementing the 
most sustainable practices available.  
 

“Our growers are committed to 
sustainability, stewarding our land, 
and protecting our farms for future 
generations. We recognize that what 
we do today will impact crop quality 
now and into the future,” Joel says. “We 
also want to preserve the legacy of 
family farming for future generations 
by employing innovative technology 
from the orchard to the pack line. We 
are equally committed to using only 
the most sustainable and responsible 

growing methods to ensure the best 
product possible reaches the hands of the 
consumer.”

Bob Norris, Board member, adds, “No 
one cares more about the land than 
we do. We choose growing practices 
that create high-quality apples while 
supporting our land, employees, and 
consumers.”
 
Thus, initiatives such as water and soil 
conservation, well-balanced ecological 
pest management systems, and 
integrated nature preserves are all part 
of Crunch Time’s sustainability and 
stewardship efforts—which the company 
also enacts thanks to a little help from 
its shipper and packer friends, like New 
York Apple Sales, Fowlers Fruit Farms, 
United Apple Sales, Niagara Fresh, Hess 
Bros., Apple Acres, and Hudson River 
Fruit.
 

“We have a terrific advantage in working 
with our shippers. They are the best 
in the industry and provide a wide 
geographical reach that allows us to 
get more apples to more consumers 
across the country and overseas. In 
addition, each shipper is bringing their 
sales expertise to the table. It is a huge 
benefit to Crunch Time Apple Growers 
to have this type of talent representing 
our brands,” Rena adds, before 
concluding: “The members that make 
up Crunch Time Apple Growers bring 
a wide variety of experience, vision, and 
dedication to the industry. And it is these 
very members who will keep New York 
apple growers in the race for decades to 
come.”

While my time with Crunch Time Apple 
Growers has drawn to a close, I leave our 
conversation with a crisper image of that 
metaphorical tree. I don’t know where 
it’s growing, but with budding branches 
like Rena and Joel, there’s no doubt it 
won’t be anywhere but up.
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Libations
FOR ALL OCCASIONS:
BUTTERBEER APPLE 
CIDER HOT TODDY

By Anne Allen
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As soon as September rolls around, I 
instantly want three things: apples, 
cinnamon, and my Hogwarts 
acceptance letter. Since I aged out of 

that last possibility, I have to content myself by 
drinking a Butterbeer-inspired Apple Cider Hot 
Toddy. 

With warm autumn notes of cinnamon, clove, 
and vanilla, this drink will whisk you away to the 
moors of Scotland. The heat from the whiskey 
and the fizz of the ginger beer could transport 
anyone to The Three Broomsticks in Hogsmeade. 
Topped with whipped cream, apple slices, and 
cinnamon sticks, it looks like shoppers will 
instantly be attracted to the appeal of Harry 
Potter. No need to argue with me on this, guys, 
because the story of The Boy Who Lived has 
no age limit. Consumers still go starry-eyed for 
anything Hogwarts-related—as well they should—
and it’s not difficult to see these Butterbeer 
Apple Cider Hot Toddies imbibed at Harry Potter 
parties across the nation. 

So grab your House scarf—badgers unite!—and 
whip up this exceptionally cozy drink for the 
perfect fall night in.

    
INGREDIENTS

4 cups apple cider
3 cinnamon sticks
3 star anise
10 whole cloves
⅓ cup butterscotch sauce 
1 cup ginger beer
2 tbsp vanilla

DIRECTIONS

Combine apple cider, cinnamon, star anise, and 
cloves in a small sauce pan and bring to a boil 
over medium-low heat. 

Remove from heat, cover lid, and allow spices to 
steep for about 12-15 minutes. 

Strain out spices and return to pan. Add 
butterscotch sauce and allow to melt. 

Add whiskey or bourbon.

Remove cinnamon sticks, star anise, and cloves. 
Divide apple cider and bourbon mixture into four 
glasses. 

Top with ginger beer and whipped cream, and 
garnish with a cinnamon stick and an apple slice.

Servings:  4

1 

2

3

4
5

6

½ cup whiskey or 
bourbon (or more, 
depending on strength 
you prefer!) 
Whipped cream, for 
garnish
Apple slices, for garnish 
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Three decades can seem like a long time in many 
industries, but in fresh produce the time just flies 
by. If you ask anyone in the business, it is not easy 
growing flavorful and trademarked varieties, but 
when you have the right balance of innovation, 

adaptability, and fortitude—great things can happen. 
This year at Stemilt Growers, we are celebrating the 30th 
anniversary of our Artisan Organics™ program.
 
Our journey began in 1989, at a time when the only organic 
presence came from small boutique growers 
or shops that took the form of roadside stand 
operations. The apple industry was brought 
to its knees when an episode of 60 Minutes 
featuring Meryl Streep spoke negatively 
about a growth regulator called Alar, which 
most apple growers were using throughout 
the U.S. Alar allowed growers to hang their 
apples on the tree longer to achieve a better 
ripeness, but it was said that Alar was a cause 
of cancer. This was scientifically proven 
wrong, but, as you know, once any belief hits 
the airwaves, public opinion can become a 
tremor across any industry.
 
The damage was done. The industry lost 
millions of dollars and much of its reputation 
to boot. So, Tom Mathison, our Founder 
and West Mathison’s grandfather, decided 
that he wasn’t going to be defenseless to 
chemical companies’ reputations and negative PR. Tom began 
to convert a large orchard north of Wenatchee, Washington, 

to organic. People were skeptical of Tom’s idea and, in fact, 
questioned his decisions. However, when the dust settled, 

this once unprofitable orchard created a profit.
 

Thus began the organic journey for Stemilt. This orchard 
eventually became over 400 acres of organic apples in a 
marketplace where 10 acres seemed large. Tom changed the 
landscape in a series of three short years. Like most of Tom’s 
work, it was done way before the market was asking for it. He 
was a visionary the industry came to love.
 
When Tom and Stemilt kicked off the program, the primary 
varieties dominating the market were Red Delicious, Golden 
Delicious, Granny Smith, and some Gala. Jump ahead three 

rapid decades and times have changed, as 
we all know. The Mathison family, now led 
by West, continued to evolve the concept to 
include new and higher demand items which, 
today, include Honeycrisp, SweeTango®, 
Piñata®, Fuji, and Pink Lady®. We are even 
starting to expand the program with an 
exciting and unique variety: the Rave® apple.
 
West is amazing at planning and thinking 
strategically—an element of his leadership 
that has allowed us to truly look downfield. 
He has set the company on a track that, 
when an orchard is planted, he already has 
determined how much of the orchard—and 
varieties on it—will become organic in three 
years and beyond. Our organic mix is part 
of our five- and ten-year strategy and has 
become one of our core competencies today.
 

Stemilt has become a leader in organic pears, organic cherries, 
organic peaches, and organic nectarines. Today, we guide 
our retail partners with an organic plan that will meet the 
demands of their customer base and push them towards 
growth.
 

TheArtof

By The Snack Editorial Contributor Roger Pepperl, Marketing Director, Stemilt Growers

Organics

“...When you 
have the right 

balance of 
innovation, 

adaptability, 
and fortitude—

great things
can happen.”

Roger Pepperl
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I often get questions about Stemilt that include,“How has your 
evolution into the organic segment impacted or challenged 
your mission and vision for growing the most flavorful and 
best-quality apples in the market?” Honestly, growing organic 
has allowed us to cultivate even more flavor due to some of the 
inherent elements of the process.
 
Growing organic treefruit allows you to achieve great flavors 
fairly easily. Most organic orchards struggle to get enough 
nitrogen due to the absence of synthetic fertilization and the 
main resources being used are, instead, manures and composts. 
Because of this, the trees tend to be light on nitrogen, and the 
fruit they set is not being pushed by rapid growth. Due to this 
process, the fruit will actually have great complex flavors. We 
can control the amount of nitrogen and growth the trees are 
allowed and that makes for an incredible apple and eating 
experience. Learning from organic farming is just a smart 
thing to do.
 
One of the challenges we find in the organic space is alternate 
bearing, where we have a big crop this year and no crop next 
year on a particular orchard. This can be solved by better 
feeding programs and crop thinning to prevent overcropping 
one season—this helps to stave off any crop failure the next 
season. We try to make sure our trees get in a better balance to 
cut out potential light crops.
 
Fireblight—a disease affecting apples, pears, and some 
other members of the family Rosaceae—is another 
serious issue that isn’t easy to solve. It has caused 
hundreds of lost acres over the years. Pears, Pink Lady, and 
Piñata can all have extreme issues on this front. The ways we 
address Fireblight include strict management of affected limbs 
and using new rootstocks that slow excessive growth, which 
can be an accelerator of the issue. New sports or some varieties 
are often Fireblight resistant these days. Feeding is an issue 
as well, and we use composts to help in our soil dynamics. 
The soil’s ability to hold helpful bacteria that keep elements 
available to the roots. So, in general, the chemical tools to grow 
organic fruit are more challenging, but they are getting better 
every year. Organic farming solutions are often so good that 
they are used in conventional farming also. We are learning 
constantly.
 
And those moments of key learning are opportunities to 
celebrate. The ups and downs of adapting to the changing 
organic landscape and addressing the demands of the fruit 
make everything we do, and have done, that much more 
satisfying and rewarding. The successes we have experienced 
really help us acknowledge those hurdles.
 
One of the biggest achievements we celebrate is our status as 
one of the pioneers of today’s organic production. Tom and the 
team, and now West and his, were willing to take chances and 
losses for the overall market that occurred. This primarily took 
place in the late ’80s and ’90s. These were the people who not 
only grew organic product, but did it to a scale that had never 
been done before. They turned it from a specialty into a job!
 
The next real milestone was the proliferation of new, high 
flavor, and unique items that replaced the common mix of 
organic. This really turned the market on. This happened as 
we hit those years around 2005 and beyond.
 

There are so many more breakthroughs that have occurred 
along the way, from when organic food stores began to take 
organic merchandising to the next level, to a new shift from 
a solely conventional supermarket industry, to a rising tide of 
organic real estate. Another big milestone is the advent of all 
the great grower brands that deliver the message of who grew 
their food. This will end up being the strategy that will drive 
organic products in contemporary retailers. People want to 
know the story behind the food on their plates.
 
It’s a phrase often used, but a rising tide lifts all boats. We all 
need to seek to raise the bar and then stay along for the ride. 
We are going to need more retail space in the mix to keep 
up with demand in the coming year, and years ahead. Store 
layouts are not friendly to consumers who cross-shop from 
organic to conventional. We will need more integration of the 
key categories. Growers are going to need varieties that are 
less susceptible to disease and pests. Organic will need more 
collaboration between growers and retail to make this work. 
Retail needs to sell bigger packages of organic product.
 
If you look at the sales breakdown in the grocery store, the 
organic shopper is the largest purchaser of produce in the 
supermarket, yet we choose to sell organic in smaller packages 
than conventional because of the retail price point. This is a 
paradigm that needs to change.

 
We need to sell this value in bigger increments to the people 
willing to buy it. We can’t make farming about low-cost, or 
organic will not have the chance to help change produce 

consumption which is lagging in today’s food business. 
Foodservice operators who buy a lot of dollars with much 
less volume need to develop more menu choices with organic 
offerings as well. This is happening in a smaller way already, 
and I am optimistic that it will keep going.
 
So what is next, folks? This is the question that energizes our 
team and also keeps us up at night. I hope to see better organic 
methods that will allow us to sell more of our crops organically. 
This is happening but it can evolve even more. I see a point 
in the next decade when 50 percent of the produce sold could 
be organic. Could a decade be too soon? Possibly. But, in my 
opinion, it is coming.

Among his decorated portfolio, Roger was a produce buyer 
and merchandiser for the Midwest supermarket Meijer for 
21 years and has been Stemilt Growers’ Marketing Director 
for 19. He has served on boards for several industry groups, 
including a year as Executive Board Chairman for the Produce 
for Better Health Foundation, member of Produce Marketing 
Association’s Exhibitor Advisory Committee, and United Fresh 
Board Member and Chairman of the Marketing-Merchandising 
Council. His major objective is to innovate and create a brand 
that separates products from becoming “commodities.” He 
believes the best marketing team members in the produce 
industry make goals fun and achievable.

Roger Pepperl
Marketing Director
Stemilt Growers
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www.montereymushrooms.com/mushroom-resources

Visit Our



Mushrooms have it all—texture, flavor, versatility, 
and they are the masters of their own kingdom.  
Classified as neither a fruit nor a vegetable, 

mushrooms are fungi, which are so distinct in nature they 
are classified as their own category, separate from plants 
or animals, according to the Mushroom Council. This, by no 
means, keeps them out of the fresh produce department. 
If nothing else, they draw consumers, chefs, and retailers 
alike with their allure and endless culinary possibilities.
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WhiTe/white button

Portabella/Portabello
Shiitake

APPEARANCE:

FLAVOR:

USES:

Varies in color from creamy white to off-
white

A fairly mild and woodsy taste; their flavor 
intensifies when cooked

Very versatile and equally tasty fresh 
or cooked; use raw in salads, with dips, 
sautéed with side dishes, breaded, or as 
an ingredient to enrich 
sauces, soups, stuffings, 
or entrées; excellent for 
blending with ground 
meat

baby bella/Crimini
APPEARANCE:

FLAVOR:

USES:

Light tan to rich brown cap; same variety 
as traditional Portabellas/Portabellos, 
differing only in size

A deeper, earthier flavor than whites and 
firmer in texture

An excellent addition to beef, wild 
game, and vegetable dishes; sauté, broil, 

microwave, or cook 
almost any way

APPEARANCE:

FLAVOR:

USES:

Tan or brown caps and measure up to six 
inches in diameter

A deep, meat-like flavor, with substantial 
texture

Serve whole or sliced, grilled, baked, or 
deep-fried; a delicious vegetarian alternative 
as a meat substitute in stir-fry dishes, sautés, 
and sauces

APPEARANCE:

FLAVOR:

USES:

Tan-dark brown with broad, umbrella-
shaped caps, wide open veils, tan grills, 
and curved stems

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

Cook before eating
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beEch Oyster

Lion’s Mane

APPEARANCE:

FLAVOR:

USES:

Petite in size, with either all-white or 
light brown caps

Mild, sweet, and nutty, with a crunchy 
texture
Best enjoyed cooked, either whole or 
sliced; add to stir-fry dishes, soups, 
stews, or sauces

APPEARANCE:

FLAVOR:

USES:

Can be gray, pale yellow, or even 
blue, with a velvety texture

A very delicate flavor

Sauté with butter and onions to 
bring out their flavor

APPEARANCE:

FLAVOR:

USES:

Thick, white flesh that is firm-textured 
and meaty, with a blunt cap

Very savory, with a chewy texture

Best sliced and sautéed

APPEARANCE:

FLAVOR:

USES:

Large, white, shaggy mushrooms that resemble a 
lion’s mane as they grow; also called hedgehog, 
bear’s head, old man’s beard, bearded tooth, 
sheep’s tooth, and pom pom mushrooms

Hearty, slightly sweet, with a meaty texture

Can be enjoyed raw, cooked, 
dried, or steeped as a tea

KinG Oyster
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GIORGIO® FRESH

Greg Sagan, Executive 
Vice President of Sales and 
Marketing, Giorgio Fresh, 
outside of the mushroom 
house in Temple, Pennsylvania  
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(From left to right) Pietro Giorgi, Pietro’s 
father Giovanni Giorgi, and Pietro’s uncle 
Nazzereno Giorgi, taken before their 
immigration to the United States

CAPS OFF
By Anne Allen

to Innovation
s I try to place myself in the mindset 
of a company nearing its century 
mark, I find my mental feet treading 
a winding road. They lead me to 
sprawling country fields, their grass 
a lush and technicolor green. I survey 
my surroundings, note the crispness 

of the air and the give of the earth, 
and think: This is precisely why Giorgio 

Fresh has settled here. 
 
Just a little over 90 years ago, the Giorgi family 
planted its roots—and its mushrooms—in the fields of 
Temple, Pennsylvania. Its first mushroom house was 
erected by Pietro Giorgi; and once its walls stood, a 
tradition of excellence and innovation immediately 
sparked. 

It would be 84 years before Greg Sagan, Executive 
Vice President of Sales and Marketing, stepped onto 
the scene. When he arrived at the company in 2012, he 
immediately felt a kinship with its values. 

“Everybody at Giorgio is very passionate about 
mushrooms,” Greg shares, and it’s evident from his 
voice that he is counted among these passionate folks. 

“We know that they have many healthy attributes that 
consumers are looking for. They’re low in calories and 
versatile, and people are starting to use them more as 
the plant-based and meatless movements continue to 
take off.”

Greg got his start in the food industry at Campbell 
Soup Company. He started in the 1980s, just as 
Campbell's was getting into fresh. In a felicitous turn 
of events, the Consumer Packaged Goods (CPG) 
company was looking into mushrooms in particular. 

A “That was my first real introduction to produce. After 
going back into classic grocery roles, I returned to the 
produce world in 1996. I enjoyed the relationships, the 
customers, honestly everything about it. It just made 
sense to me. It was exciting,” Greg explains. 

Since 1996, Greg hasn’t left produce. It jives with his 
pioneering spirit, it would seem, and his inability to sit 
still and accept that things can’t be improved. For him, 
Giorgio Fresh was a natural landing pad, and in 2012, 
he began working for the mushroom provider. 

“I love being associated with a company that 
continually invests in the 
future. We invest in our 
people, our customers, and 
the consumers,” he says. 

“Giorgio has a rich 
and beautiful history. 
It has changed 
throughout the 
years, but at our 
core, we are still 
a family-owned 
business, and 
the family wants 
the company to 
be progressive as 
it moves into the 
future. But at the 
same time, we want 
to keep the legacy and 
traditions as part of who 
we are and what we do.” 
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Giorgio recently streamlined the consumer shopping 
experience by color-coding each segment to help the 
packages stand out on store shelves

For nearly 100 years, Giorgio Fresh has melded this 
passion for innovation and tradition and used it to take 
the mushroom category to new heights. Founded in 1928, 
Giorgio Fresh leapt onto the produce scene with a central 
goal: to bring into being a tradition of high quality that 
has carried through three generations. 

“We’ve gone from a single mushroom house to today, where 
we’re a multi-faceted company. We are one of the largest 
mushroom growers in the world,” Greg tells me. “We have 
been known as America’s favorite mushroom year after 
year, and we continue to uphold the family tradition of 
excellence by implementing innovative and continuous 
improvement.”  

Before I delve into the nitty gritty of developing products 
and a forward-thinking mindset that would set any futurist 
to shame, Greg remarks on a key tenet of the company’s 
culture. 

“It is our obsession with detail that has led us to set an 
industry standard for quality and reliability. Today, as 
we continue to grow, we are investing considerable time 
and energy into the innovative management philosophy 
called Kaizen. This program stresses the value of seeking 
‘continuous improvement’ in everything we undertake—
from growing and processing to service and delivery. 
The key to that is you get everybody in the organization 
involved, which means it’s not only leadership telling 
others what to do. It’s everyone on the team having a 
chance to provide their input,” Greg explains.

"

"

...WE CONTINUE 
TO UPHOLD THE 

BY IMPLEMENTING 
INNOVATIVE AND 

CONTINUOUS 
IMPROVEMENT.

family tradition
of excellence

Executive Vice President, Sales  
and Marketing, Giorgio Fresh

- Greg Sagan
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Each employee at Giorgio Fresh is passionate about 
mushrooms and brings this passion to work every day 

obsession with detail
THAT HAS LED US TO SET AN INDUSTRY 

STANDARD FOR QUALITY AND RELIABILITY.”

IT IS OUR "

Perhaps this is why Giorgio continues to develop products 
that speak to today’s consumers. Rather than shrink from 
shifting consumer diets, the company has accepted them 
with open arms. 

“We are very active in product development. Our research 
and development team has been tasked with developing the 
mushroom products of the future,” Greg says. “We don’t 
want to lose our core values or ignore where we came from, 
but we do think outside the box.” 

These items have included Blendabella, a portabella 
tapenade; Savory Wild, a portabella jerky, which speaks to 
the growing movement of plant-based diets; and its stuffed 
mushroom line. 

“New products like our stuffed mushroom line really take the 
prep out of the equation,” Greg laughs. “Most people want to 
be able to enjoy entertaining without all the work and items 
like our stuffed mushrooms allow them to do that.” 

As the company’s successful products continue to flourish, 
Greg points me in the direction of several trends he’s seen 
over the years that have driven this momentum.

“We’ve been hyper-focused on consumers’ thirst for recipes. 
Over the last few months, we’ve introduced new packaging—
specifically, labels. What drove that change was evaluating 
our customers and understanding what they were looking 
for, which was usage of product. They wanted a simple label, 
something that had a new, clean, and simple look,” he says. 

Once it understood precisely what consumers wanted, 
Giorgio got to work on making it happen. It color coded each 
segment, made the product name prominent, and invited 
shoppers to learn more about the use of mushrooms through 
a call-to-action to visit the website. 

Although it may seem like a no-brainer, this drive to change 
is bred into the bones of Giorgio Fresh. It’s a simple enough 
thing, to be sure, but it’s one of the core elements that really 
make it a company to watch out for. 

“Something I think about 24/7 is ‘What role do our 
customers and their consumers play in our business?'" Greg 
shares. “And more importantly, what is this going to look 
like tomorrow? How do we prepare ourselves to better serve 
them? What skill levels do we need from the people who 
make up our team? As the consumer base changes, we as a 
company must continue to evolve.” 

As Giorgio nears its 100-year anniversary, the company’s 
future couldn’t be more promising. 

“Looking at our company over the last few years, we want 
to continue the trajectory of being seen as leaders in insight 
and innovation. We want to keep that focus moving forward,” 
he concludes. “I want customers, even if we’re not servicing 
them, to tell others that if they have a mushroom-related 
question, Giorgio is the one to call.” 

It would seem that the innovative spark in 1928 has not 
dimmed. In fact, it only seems to be growing brighter.
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Age of 
Convenience

by Maggie Mead

“As people continue to look for 
healthier options, more and more 
are adding sweet potatoes to their 
diets. Sweet potatoes are a cheap, 
easy, and healthy vegetable that is 
available all year,” Tami Long, Nash 
Produce’s Director of Marketing 
and Business Development, tells 
me. “Their sweetness makes them an 
excellent alternative to sugar. And, 
well, sweet potatoes are sweet! How 
can you not like a sweet vegetable? 
Consumer demand continues to 
grow for sweet potatoes, and it does 
not show any signs of slowing down.”
 
Neither a farm nor a grower, Nash 
Produce is a packinghouse for sweet 
potatoes, which are then shipped 
directly to retailer and foodservice 
depots and processors. The 

NASH PRODUCE

Sweet potatoes and I go way 
back. As a kid, my favorite 
variety was purple and came 
from Okinawa, Japan, and 

I would gobble it down from dawn 
till dusk. My dad would microwave 
one up and toss it in my lunch bag, 
so as other kids were chowing 
down on boring or generic treats, I 
would have a bright purple tuber to 
gnaw on—and I couldn’t have been 
happier. After my indoctrination 
into the produce industry, my eyes 
were opened to just how vast 
and intriguing the world of sweet 
potatoes could be. I had to know 
more. 

Sweet on Spuds in the 75



company was founded in 2006 by 
farmers who were passionate about 
growing quality produce but wanted 
to shift their focus away from 
business-side operations. So, Nash 
Produce was established to handle 
the selling, marketing, processing, 
packing, and shipping, allowing the 
farmers it partners with to focus on 
farming.

“The farmer brings the sweet 
potatoes straight from the field. 
Within hours of harvest, the sweet 
potatoes are put in curing houses 
where they will remain for up to a 
week. From there, they are moved 
to storage where they remain until 
an order comes in. At that time, the 
sweet potatoes are washed, sorted, 
packed, and set up to ship,” Tami 
comments.
 
Nash Produce only ships sweet 
potatoes grown in North Carolina—a 
state with soil and a climate ideal 
for growing sweet potatoes with 
a taste that rivals other growing 
regions, Tami tells me. I learned that 
most North Carolina sweet potato 
farmers also grow tobacco, rotating 
the crops so the soil stays fertile and 
nutrient rich.
 
The company truly outdoes itself 
with its buyer relationships as well, 
because Nash Produce considers 
itself a true partner. Not content 
to just make a sale and drop off 
product, the company puts real 
elbow grease into working with 
buyers to grow the category.
 

“Nash Produce provides superior 
customer service. While we strive to 
ship the highest quality product, we 
are here to solve any problems that 
may occur,” Tami says. “Basically, 
we work to keep any sweet potato 
problems off our customers’ desks. 
Nash Produce is here to help 
retailers and foodservice buyers 
think outside the box. We can 
provide new and exciting ways to 
connect with their customers. Nash 
Produce doesn’t just ship sweet 

potatoes, we are here to partner 
with companies.”
 
Although I was content to happily 
munch on my Okinawan sweet 
potato as a kid in the ’90s, not 
everyone shared my enthusiasm for 
the category. Most relegated the 
sweet potato to holiday dishes and 
pies, unaware of the vegetable’s 
versatility. But then came the great 
health wave, where consumers 
began to prioritize healthy living, 
starting with the foods they ate. 
Shoppers soon learned about 
the vast array of uses for sweet 
potatoes. No longer trapped in a 
side dish, sweet potatoes have taken 
a top spot on the list of nutritious 
and adaptable fruits and veg.
 
However, as public perception of 
sweet potatoes continues to shift, 
it seems as though more and more 
consumers are thinking of the 
vegetable as a staple—not a bad 
development, except that many 
shoppers are expecting lower prices, 
despite the often specialty status 
of the product. This dynamic has, 
unfortunately, trickled down to the 
grower level.
 

“Retailers are demanding lower 
prices, but if the farmers are not 
making money, they will plant 
something else,” states Tami. “I find 
it fascinating that consumers balk 
at paying an extra twenty cents per 
pound for produce, but they will 
spend 1,000 dollars on a phone. The 
better you eat, the healthier you 
are and the less you will visit the 
doctor’s office. People need to look 
at the costs in this way.”

 
Retailers, understandably, want to 
keep their customers happy, but, 
as Tami explains to me, the prices 
they seek out can end up inhibiting 
production.
 

“The problem is that the price 
point that retailers are demanding 
is not sustainable for all parties,” 
she says. “In 2018, many farmers 
in North Carolina did not plant 
sweet potatoes because they were 
not making a profit. This reduced 
acreage and two hurricanes 
hitting North Carolina has caused 
a shortage of sweet potatoes in 
2019. Raising the price of sweet 
potatoes by ten to twenty cents per 
pound would keep the acreage at 
a level that would maximize quality 
product. Costs are increasing for 
farmers—labor, shipping, packaging, 
processing, etc. They cannot meet 
these costs if the price of sweet 
potatoes continues to decrease.”
 
Still, despite some issues with 
pricing, Nash Produce’s sweet 
potato program is going strong—
the company offers a range of 
varieties, including Bonita, Murasaki, 
and conventional and organic 
Covingtons. Nash Produce is also 
promoting its new tray packs that 
were introduced to the Mr. Yam line 

“Basically, we work to keep 
any sweet potato problems 
off our customers’ desks.”
—Tami Long, Director of Marketing and Business Development, Nash Produce
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this year. The three- to four-pack 
design features innovative packaging 
meant to increase the convenience 
of cooking sweet potatoes, making 
it that much easier for consumers 
to integrate the vegetable into their 
daily routine.
 

“The unique aspect is that you 
put the entire package into the 
microwave, and in less than ten 
minutes you have a side dish for 
multiple people,” explains Tami. 

“Several friends tested the packaging 
and reported that these were some 
of the best sweet potatoes they have 
had. The tray and plastic covering 
steamed them to perfection.”
 
And just because Mr. Yam sweet 
potatoes are so convenience-
focused doesn’t mean the company 
has let taste fall by the wayside. In 
fact, as Tami tells me, taste is what 
makes consumers come back for 
more—and the testimonials prove it.
 

“I had a woman call from Florida to 
tell me that she had bought some 
of our Mr. Yam sweet potatoes,” she 
says. “Her husband had worked in 
Mississippi sweet potato fields most 
of his life. She wanted me to make 
sure that we keep shipping to her 
store because her husband said that 
our sweet potatoes were the best he 
ever had!” 
 
But it’s not always enough to let 
the products speak for themselves. 
Even though the market for 
sweet potatoes has seen an 
uptick, there can still be pushback 
from consumers who have a set 
expectation in their minds about 
what sweet potatoes are, without 
knowing about the wide range of 
flavors and textures that the various 
sweet potato varieties provide. 
 

“Some people—a sizeable portion 
of those, kids—do not like the 
orange sweet potatoes because 
they have a stringy texture. The 
white and purple sweet potatoes 
have a firmer consistency. In fact, 
white sweet potatoes look similar to 
regular baked potatoes, but they are 
healthier! We need to do a better 
job informing consumers of their 
options,” Tami comments.
 
To truly enrich the category, a 
significant amount of consumer 
outreach is required to educate 
the public on the benefits of sweet 
potatoes and how to use them. This 
is why Nash Produce is active in the 
community, participating in nutrition 
fairs at local schools and School 
Ecology Day with Nash county. Tami 
personally gives presentations at 
schools, Rotary Clubs, the Boys and 
Girls Club, and women’s networking 
groups, to name a few. Though Nash 
Produce takes an active role when it 
comes to consumer education, Tami 
acknowledges that retailers also 
need to reach out to their customers, 
as they occupy a unique space in the 
supply chain.
 

“If retailers want to get foot traffic 
back to their stores, they need to 
give consumers a reason to come 
in. Learning how to incorporate 
healthy foods in their diets is a great 
idea. Whether with demos or just 
in the produce department talking 
to customers, connecting with 
the shopper is key,” Tami stresses. 

“Retailers can provide items, but 
they can also give a service that 

consumers cannot get from online 
ordering—face-to-face interaction.”
 
It seems as though any time I log on 
to Pinterest, it’s sweet potato-this 
and sweet potato-that, so I know 
Tami is right when she tells me that 
as consumers are evolving to crave 
more health-conscious fare, so too 
does the category grow. 
 
Retailers who embrace this evolution 
and support their produce programs 
will place themselves ahead of the 
curve, and who better to take along 
for the ride than Nash Produce? 
The company remains a valuable 
partner and asset to those looking 
to ride the health craze wave by 
incorporating sweet potatoes into 
their departments as star players.

Left: North Carolina is an ideal 
growing region for producing high-

quality sweet potatoes
Right: As public perception of the 

category shifts, consumers are 
learning to appreciate the many 

varieties of sweet potatoes

Right Above: The Mr. Yam packaging 
makes cooking and eating sweet 

potatoes easier than ever

Right: Both cheap and healthy, sweet 
potatoes can be used for more than 

just holiday pies

THESNACK.NET / 77







3

2

1For Michael, the people make the 
produce industry the greatest of  ’em 
all! Human capital in the fruit and 
veggie world is simply unmatched.

“In 2015, I lost my dad to a long, 
courageous battle with brain cancer; he 
endured his illness with great fortitude. 

Thus, I’ve made a personal vow to 
put my efforts into helping fight this 

battle. He taught me that life is full of 
challenges, yet with a relentless work 
ethic and refusal to quit, no challenge 

is too great. Cancer is everybody’s fight. 
It’s going to take more than just courage 
to end this path of destruction. Together, 

we can turn this ambition into the 
greatest scientific accomplishment 

of our lifetime.

Michael Strock
Director of  Business Development, S. Strock & Co., Inc.

YEARS WITH 
S. Strock & Co., Inc.:

18

FAVORITE PRODUCE ITEM: 

Apples

Years in produce: 

18

RAINIER® FRUIT CELEBRATES WHOLESOME HEROESWholesome Heroes 
represents individuals who are 

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

wellness initiatives.

WHAT MAKES Michael
A WHOLESOME HERO? 

Michael holds the Dana-Farber 
Cancer Institute very close to 
his heart. The facility, located 

in his hometown of  Boston, 
Massachusetts, is a world-renowned 

leader in cancer research. For 
over 50 years, it has focused 

solely on providing expert care 
and groundbreaking treatments 

for patients. For the past four 
years, Michael has raised money 

for Dana-Farber through his 
participation in bike rides and 
rallying support from friends 

and family.

a personal vow

working in produce1

2

3

4

5 Advice for others

inspiration

4

In 2015, Michael purchased a bike and 
committed to riding 192 miles every 

August in the Pan-Mass Challenge. 100 
percent of rider-raised dollars goes 

directly to Dana-Farber. Michael has 
amazing friends and family who support 
his cause and make every pedal stroke 

along each training ride worth it.

5“My best advice to others who want to 
help humanity is to find a selfless cause 
that you’re passionate about, then don’t 
look back! Two hands working can do 

more than a thousand clasped in prayer. 
Donations always help, too!”*

the pan-mass challenge

The challenge in front of Michael, as a 
cyclist, is nothing compared to that of 

the many battling cancer right now. He 
draws inspiration through the cancer 

war stories from friends and family who 
motivate him to keep pedaling until all 

cancers are cured.

*Support Michael’s campaign at www.crowdrise.com/o/en/campaign/pmc-2019/michaelstrock
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Sometimes, looks 
do mean everything... 

PACKAGING CONCEPTS 

THAT DID IT 
RIGHT

By MAGGIE MEAD

CRUNCH TIME 
APPLE GROWERS

SnapDragon® 
Pouch Bags

When I’m about to bite into an apple, 
I’m looking for three factors: crunchy, 
sweet, and juicy—I will accept no 
substitutions. So, imagine my surprise 
when I first glanced at a bag of  Crunch 
Time Apple Growers’ SnapDragon® 
apples, which promises right on the label 
to be crunchy, sweet, and juicy—the holy 
trinity! Each bag has a clear window 
through which to size up the apples 
inside, along with a snazzy dragon logo. 
And call me crazy, but doesn’t the green 
base and blue top of  the bag make you 
think of  lush, green grass and a wide, 
blue sky above? Because, for me, the bag 
is reminiscent of  an eternal summer.

51

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

traffic through the produce department.
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I love grab-and-go snacks because I’m 
truly terrible at planning my meals ahead. 
So when a company offers me a product 
that I can toss in my bag, I’m the first 
to stand in line, though I know I will 
soon be facing the guilt that comes with 
disposable plastic use. Del Monte Fresh 
Produce, long revered for its convenient, 
healthy, and delicious fruit cups, has 
innovated its own product, revealing new 
Del Monte® film-sealed fruit cups, which 
feature more sustainable, recyclable 
packaging. Sporting an easy peel-off top 
and a subtle design, the cups showcase 
the fruit inside, because how can one 
compete with the brilliant rainbow of  
colors that Mother Nature provides in her 
produce?

When the upper crust wishes to indulge 
in produce, they demand the very best as 
they adjust their top hats and monocles. 
Though my perception of  the wealthy may 
or may not derive from the Monopoly 
man, I assure you, my eye for high-quality 
veg is spot on, and Southern Specialties 
Selects® Asparagus are positively regal. 
But these beauties aren’t just for royals—
all manner of  consumers now get a taste 
of  luxury. A transparent, but sturdy bag 
shows off the asparagus in all its glory, and 
the soothing, yet muted colors and labeling 
give the package a premium style and feel. 
When a shopper picks up a bag, there’s no 
denying that they’re holding something 
special, and a clear view gives an up-close 
look at every inch of  the glorious green 
stalks.

handy package. With tomato varieties 
including cherry, grape, and gold, as well 
as medley options, the grower’s organic 
wares add a bright pop of  color to salads 
and other dishes, though they need not 
be relegated to complex concoctions. 
Sporting a convenient peel and reseal lid, 
these containers perfectly facilitate easy 
snacking, and with a reduced packaging 
weight of  32 percent, retailers can stock 
their shelves with even more of  these 
colorful treats.

Consumers wandering the produce aisle 
have a whole world of  fresh salad choices 
in front of  them. Convenience, obviously, 
is key, but just as important is variety and 
quality, and in that respect, not all salads 
are created equal. FiveStar Gourmet 
Foods’ new Deluxe Simply Fresh Salads® 
offer shoppers incredible flavor options 
with the freshest and most premium 
ingredients, from Italian inspired Caprese 
to more familiar fare like Chicken Cobb 
and Chopped Wedge, and everything 
in between. These elite single-serve 
salads are lovingly packaged in recycled 
containers using Ultra Fresh Sealed™ 
technology that allows for the longest 
shelf-life and provides consumers with a 
more luxe experience than their bagged 
counterparts. The Deluxe line displays 
generous portions of  premium salad 
toppings artfully arranged on top of  the 
greens, giving consumers a peek at the 
vibrant colors and exceptional taste that 
raises the bar on their salad experience. 

I have to admit, I’m not the biggest fan 
of  tomatoes (though I do enjoy a good 
Caprese salad every now and then), 
but once I got a glimpse of  Veg-Fresh 
Farms’ new organic snacking tomatoes, 
I was wowed by the vibrant colors and 

4

3

SOUTHERN 
SPECIALTIES

Southern Selects® 
Asparagus

DEL MONTE®

Film-Sealed 
Fruit Cups

VEG-FRESH 
FARMS

Organic Snacking 
Tomatoes

FIVESTAR 
GOURMET FOODS

Deluxe Simply 
Fresh Salads®

5
2
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Combine spring greens, snow peas, zucchini slices, red onion, and cilantro 
leaves in a bowl. Assemble bean sprouts and apple slices/chunks on top.

In a separate bowl, combine dressing ingredients until well-mixed.  
Drizzle dressing over top of salad and enjoy! 

1

2

SNAPDRAGON ® ANTIOXIDANT POWER SALAD WITH ASIAN GINGER DRESSING

1-2 SnapDragon® apples, sliced thick  
     or chopped
4 cups fresh spring greens
1 cup snow peas
1 small zucchini, sliced on the bias
½ red onion, thinly sliced
½ cup fresh bean sprouts
2 tbsp cilantro leaves

Prep Time: 15 min

INGREDIENTS

DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?SnapDragon® Apples

asian ginger dressing
¼ cup peanut or canola oil
2 tbsp rice wine vinegar
2 tbsp coconut sauce
2 tbsp freshly grated ginger
2 tsp low sodium soy sauce
1½ tsp sesame oil
1 tsp agave syrup
1 tsp minced garlic

Servings: 1-2 

To learn more about SnapDragon apples, visit 
snapdragonapple.com

84 / SEPT 2019



The More You Know
The More You Grow

 
“In 2008, some of the best and brightest potato farmers saw major trends in the 
marketplace: supplier consolidation, retailer consolidation, focus on food safety/
traceability, the emergence of brands in produce, and many other changes,” 
Kathleen Triou, President and CEO, shares with me as she reflects on the origins 
of the company. “They realized that they needed to do business differently, not 
only to survive but more so to grow moving forward. The goal was to create 
a national network without losing the individual farm identity and local farm 

The future is collaboration. In many ways, I hear this more and more 
across not only our fresh produce industry, but across multiple 
businesses and industries as well. Maybe it is the simple thought that if 
we step into the ring together, we are stronger for it. If we bring more 

solutions to the fight and have more thought investment, then we are contributing 
to the dialogue. For Fresh Solutions Network (FSN), the meeting of the minds 
meant more partnerships to carry the value of innovation forward and to ensure a 
united front of category leadership in the marketplace.

By Jordan Okumura

FRESH SOLUTIONS
NETWORK
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strategy is that value of collaboration we 
spoke of earlier, and just as important: 
individuality.
 
Collaboration is powerful precisely 
because of the uniqueness of each 
partner and each customer, Kathleen 
shares. FSN believes each customer’s 
program should be tailored to its 
unique needs and developed through 
collaboration among and between FSN’s 
partners and the customer.
 

“We believe that respect for each FSN 
partner’s unique brand identity is 
fundamental, and sharing in each other’s 
ability to succeed is essential. Each must 
share if they are to grow, and each must 
grow if they are to share,” Kathleen 
notes.
 
Accountability and transparency 
contribute to the business model as 
well, playing huge roles in maintaining 
value and authenticity at all levels 
of the program. As Kathleen says, 
transparency demands accountability, 
and accountability demands 
transparency.
 

“We promise FSN customers will always 
know what product they’re buying and 
from which provider they’re buying 
it,” she mentions. “Additionally, FSN 
partners are accountable for quality 
and service, to each other and their 
customers, because it is their farms at 
stake, not someone else’s.”
 
Moreover, any company focused on 
long-term growth cannot pave the road 
forward without insight and innovation. 
Better information delivers a better 
product and better performance.
 

“We want every FSN customer to benefit 
from an analysis of their product mix 
and marketing plan in the context of 
their competitive set. With the context 
of competitive insights, the product is a 
strategic business asset. Without it, it’s 
just something you hope you can sell,” 
Kathleen explains. “We believe the 
best breakthroughs—in products and 
business—arrive at the intersection of 

Top:  Fresh Solutions Network’s full 
line of value-added offerings provide 

meal solutions for every occasion
Right: Flavor (and color) are the 

spice of life

sourcing and supply for a total custom 
assortment.
 

“This approach provides total 
transparency from field to fork. 
Everything we do is based on the idea 
that if you know more, you can grow 
more. That’s what happens when 
our partners work together with each 
other and when buyers work together 
with us!” Kathleen says. “In summary, 
Fresh Solutions Network partners are 
independent operating companies that 
grow, pack, sell, and deliver potatoes 
and onions to grocery and foodservice 
customers across the U.S. and Canada. 
Our operational solutions deliver supply-
side efficiency and quality through 
state-of-the-art agricultural, processing, 
packing, sales, and logistics operations. 
The Network partners span more than 
65,000 acres in the U.S. and Canada, 
and encompass all major growing 
regions, seasons, and varieties.”
 
The element that allows the Network 
to be so successful in its go-to-market 

positioning. The desire to achieve these 
ideals is what has elevated the Network 
and the potato category.”
 
With that in mind, the companies of 
Sterman Masser in Pennsylvania, Basin 
Gold Cooperative in Washington, and 
Michael Family Farms in Ohio created 
the Fresh Solutions Network, LLC. 
Jump forward a quick and productive 
seven years, and by 2015 the Network 
grew to its current state of eight partners, 
geographically located across the 
country in the best potato growing areas.
 

“Through the partners of the Network, 
we can supply the industry 365 days a 
year. We own the land and are vertically 
integrated. This business model helps 
to control the high quality that we sell,” 
Kathleen tells me, noting that the team 
continually strives to provide a better 
solution over other suppliers and brokers. 

“We strive to provide regional solutions 
and national reach to be a preferred 
supplier of retailers. We endeavor to feed 
the world one meal at a time.”
 
When she says vertically integrated, 
Kathleen means that the Network 
grows, stores, packs, and ships all of its 
product, making it a one-stop-shop for 
all fresh potato needs. The category 
has always been a staple on the table 
with its presence across meals and 
demographics; the perfect partnership 
can make the ideal potato program for 
customers.
 
Kathleen and her team have not only 
removed barriers to entry for the perfect 
potato program, but have also created a 
road map to ensure success. So, what is 
this road map? Retail and/or foodservice 
buyers choose one or more preferred 
point(s) of contact from among all FSN 
partners, and the partners coordinate 
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insights and collaboration. FSN partners 
turn category data into insights and 
consult with their customers to develop 
innovative products.”
 
The beauty of the FSN way is that 
the consumer, category, industry, and 
trend insights serve as the foundation 
from which the Network identifies and 
introduces product, packaging, and 
process innovations—innovations that 
are designed to increase consumer 
satisfaction, stimulate incremental 
purchases, drive supply chain efficiencies, 
and improve overall category vitality 
and performance.
 

“Consumers have said that they are in 
a ‘potato rut’ and would serve potatoes 
more often if they knew of different 
ways to prepare them. They also want 
to get dinner on the table in 30 minutes 
or less and aren’t sure how potatoes 
can fit into that routine,” Kathleen tells 
me. “By reimagining and reinventing 
how consumers perceive, prepare, and 

serve potatoes, we reengage them in the 
category. The result is a reenergized 
category that drives traffic, sales, and 
profit.”
 
I love listening to Kathleen tell the story 
of FSN. You can hear from the start 
that the team has thought long and hard 
about what it means to speak their story 
and hold themselves to a higher standard.
 
Kathleen herself knows the meaning 
of leadership well, as she has a shared 
vision for growth based on nearly 20 
years of experience in the food industry. 
Before joining Fresh Solutions Network, 
Kathleen held senior marketing 
leadership positions for two of the largest 
produce industry commodity boards, 
Avocados From Mexico (AFM) and 
the United States Potato Board (USPB). 
While she was Chief Marketing Officer 
for AFM, Kathleen oversaw advertising, 
promotion, consumer public relations, 
foodservice marketing, and research. 
Before that, she was Vice President, 
Domestic Marketing, for the United 
States Potato Board, where she led the 
domestic marketing functions of the 
Board including consumer advertising, 
public relations, consumer research, 
foodservice marketing, nutrition 
research, retail programs, and social 
media.
 
The industry maven has also held client 
management positions at Seismicom, 
an integrated marketing agency; 
(Nielsen) Perishables Group, and BPRI, 
an international business-to-business 
research company, as well as marketing 
positions at the Almond Board of 
California and E&J Gallo Winery. 
Kathleen has an MBA from Midwestern 
State University, a BS in Business from 
Miami University, Ohio, and attained 
the rank of Captain in the U.S. Air 
Force.
 
She is a true believer in our industry and 
approaches each day with a passion for 
its success.
 

“I love the notion that we truly are 
feeding the world one meal at a time. 
How many people can say that?” she 
laughs and says.
 

The FSN product portfolio reflects 
the Network’s desire to energize the 
potato category with its Side Delights® 

brand of fresh potatoes. From organic 
and conventional bagged potatoes to 
gourmet potato kits, and convenience 
items like Steamables and Flavorables, 
the Side Delights brand delivers on what 
consumers want.
 

“Consumer macro trends would allude 
to more effort against bold flavors, 
convenience, snacking, sustainable 
packaging, and organic offerings. It’s not 
a mystery to know which direction the 
category should go; the trick is to realize 
the vision at retail, especially on the 
shelf,” Kathleen shares with me.
 
The company’s go-to-market strategy is 
more of a grow-to-market strategy, if you 
ask me. And in this industry, growth is 
the name of the game.

“By reimagining and 
reinventing how 

consumers perceive, 
prepare, and serve 

potatoes, we reengage 
them in the category. 

The result is a 
reenergized category 

that drives traffic, 
sales, and profit.”

-Kathleen
 Triou

President and CEO 
Fresh Solutions Network

Top Right: Layering flavors, the potato way
Top Center: A wide assortment of varieties and sizes 

brings differentiation to the produce department
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Dice strawberries and place in a medium-sized bowl. Dice mango and add to 
strawberries. Finely chop basil and mint leaves and mix gently with diced fruit. 
Add lime juice, cover, and refrigerate.
 
Add all dip ingredients in a food processor and blend until smooth. Cover and 
refrigerate until ready to assemble.

Place ⅓ of the strawberry salsa into the bottom of a glass bowl. Carefully spoon 
½ of the dip mixture over the salsa and spread evenly. Top with another layer 
of salsa. Repeat with the remaining dip, and top with the balance of salsa. 
Cover and refrigerate until ready to serve with cinnamon pita chips.
 
Chef’s tip: Add blueberries, golden apples, or kiwi for an even more flavorful 
experience.

To learn more about Mucci Farms visit www.muccifarms.com

1

2

3

LAYERED STRAWBERRY MANGO DIP

salsa

1 pint Mucci Farms Smuccies™ Sweet 
     Strawberries, washed and crowns 
     removed
6 fresh Mucci Farms Naked Leaf 
     Living Basil leaves (optional)
4 fresh mint leaves (optional)
1 medium ripe mango, peeled and seed 
     removed
1 tsp fresh lime juice
 
dip

250 g (or approximately 9 oz) block 
cream cheese, softened
⅓ cup vanilla yogurt
1 tbsp liquid honey
1 tsp lime zest
1 tsp lime juice
135 g cinnamon pita chips

Prep Time: 30 min
Servings: 4-6

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?Mucci Farms Smuccies™ 
Sweet Strawberries
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Great for eating, great for decorating, and even 
better when displayed front and center in 
produce departments, the squash category will 
be a festive and fun sector to promote this fall 

and winter. There is a squash for everyone, from summer 
varieties to a perfect pumpkin. So, we asked our industry 
friends: How do you squash?

Squash
snackchat
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“Squash is one of those underrated 
hardware items in the produce 
department that doesn’t get the credit, 
but its hardworking versatility makes it a 
steady performer. In the age of Pinterest 
and easily shareable recipes, as well as 
the focus on plant-based eating, squash 
shows up more and more as a star of the 
plate rather than a basic side dish. The 
age of spiralized vegetables first gave 
zucchini a new life, and today we see 
applications for stuffed zucchini boats 
and even baked zucchini chips. One of 
my favorites is still your basic grilled 
zucchini with a balsamic glaze.”

“Whether you grill it, sauté, bake, or 
noodle it, squash is fantastic! Its 
versatility as a side dish or as the star 
of the show allows you to do so much 
with it. There are so many varieties 
that can be used as great options for 
meatless Mondays, keto or low-carb 
diets, and as a staple with vegetarians 
and vegans alike. Me personally, I love 
Calabacita thinly-sliced, brushed with 
olive oil, a little salt and pepper, and 
grilled to perfection! This fall and 
winter is a great time to create big, bold 
destinations in produce departments as 
the squash category is a mainstay at the 
table throughout the holiday season and 
beyond.”

“I have always loved the fact that squash 
has been cultivated in the Americas 
for approximately 10,000 years—when 
Mastodons were still roaming the earth. 
Now that fresh produce is regaining the 
center of the plate in so many people’s 
diets, squash is being prepared in a 
multitude of delicious and inventive ways. 
From simple roasting to noodles, curries, 
soups, salads, and dips, there are endless 
ways to prepare winter squash. I never 
get tired of experimenting with new 
recipes and am almost always pleasantly 
surprised.”

Guillermo Martinez

Matt Mandel

Ben Johnson

General Manager, Wilson Produce

Vice President of Operations, SunFed

President, Bridges Produce

Squash Ratatouille

Grilled Calabacita

Grilled Zucchini

90 / SEPT 2019

VOICES OF THE INDUSTRY



“Hard winter squash is one of my favorite 
vegetables to work with because of its 
ability to evoke seasonal pleasure. That 
may sound a little weird, but I mean it! 
The pleasure you get when you smell 
winter squash roasting in the oven on a 
cool fall night, or the pleasure you feel 
when you are eating a roasted Spaghetti 
Squash casserole for dinner are purely 
seasonal. Many people have wonderful 
memories of eating roasted buttery 
squash with their holiday feasts, and I 
am one of them. Winter squash brings 
me pleasure in so many ways!”

“New healthy eating trends have 
catapulted the squash category into 
year-round demand, and Fresh Farms, 
based out of Rio Rico, Arizona, is one 
of the best sources for fresh summer 
and winter squash varieties. Zucchini 
noodles have become the new spaghetti 
to an infinite number of tasty dishes. Try 
adding Mexican gray squash to your 
next homemade soup and experience 
the incredible flavor it adds. Discover 
how yellow squash, cut and sautéed with 
a little salt and pepper, complements 
any entrée with a wonderful flavor. Let 
your imagination run wild with these 
wonderful varietal squashes.”

“As our team creates and promotes 
recipes for our key items—pumpkins and 
organic winter squash—we are thinking 
of three major buzz words: gluten-free, 
plant-based, and vegan. 

For a recent tradeshow sampling event, 
our team created the perfect Butternut 
Hummus. It was, as we like to say of our 
pumpkin and organic winter squash 
recipes, SHOCKINGLY DELICIOUS. 
However, tradeshow attendees can 
be our best critics. As each attendee 
sampled our Butternut Hummus, they 
were amazed at how great it tasted 
and how much better it tasted than 
traditional store-bought hummus! It was 
exciting to share and hear such positive 
comments.
 
Our Butternut Hummus recipe isn’t just 
for fall or winter squash promotion; it’s 
the type of recipe to be used every day. 
It’s simple and easy to make with just a 
few ingredients, and it can be used as a 
healthy snack or a healthier alternative 
to sandwich spreads, charcuterie boards, 
etc. It’s a healthy, gluten-free, plant-
based, and vegan alternative, and it’s 
shockingly delicious.”

Michael Stebner

Robert Hernandez

Michele Youngquist

Director of Culinary, sweetgreen

Sales, Fresh Farms

Owner, Bay Baby Produce

Butternut Squash Hummus

Spaghetti Squash Casserole

Zucchini Pasta Noodles
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Plastic packaging is a contentious issue at 
the moment, as it has been thrust into the 
global spotlight in the past couple years, 
with attention building in recent months. 
The daunting visuals we’ve become 
all too familiar seeing in mainstream 
media and on social media have spread 
like wildfire and resulted in increasing 

worldwide awareness of plastic waste. Whether it’s 
a sea turtle with a plastic straw stuck in its nostril 
or an ocean garbage patch composed mainly of 
plastics, our global community is starting to take 
note of harmful plastic waste. 

As a result, many consumers with a nominal 
understanding of the significance of plastics in their 
daily lives are quick to jump at the suggestion 
of national and international plastic bans—a 
sign of the rapid speed of feedback 
in this digital age. But customers 
expect changes to be taking place 
immediately, to be wide spanning, 
and most importantly, to be at 
no cost to themselves—the end 
consumer.

Various governments, as well as national and 
international organizations, have taken steps to 
commit to change with regards to plastic usage. 
Just months ago, in May 2019, nearly every country 
in the world agreed to a legally binding framework 
established by the United Nations (UN) for reducing 
polluting plastic waste—with a notable exception 
being the United States. The historic 186-country 
agreement holds nations accountable for the 
movements of plastic waste, even beyond their 
borders.

Nearly one year prior to the UN agreement, Canada, 
France, Germany, Italy, the United Kingdom, and the 
European Union adopted the Ocean Plastics Charter 
in June 2018. The charter included commitments 

to work with the industry to achieve 
significant reduction and recyclable 
goals by 2030 and 2040. 

In Canada, this led to commitments 
from the Canadian Council of 

Ministers of the Environment 
(CCME) to work together to 
address plastic waste. The 
CCME’s Strategy on Zero 
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By The Snack Editorial Contributor Ron Lemaire, President 
of the Canadian Produce Marketing Association



and business best practices that 
allows the opportunity for the produce 
industry to identify, prioritize, and implement 
systems-wide changes.

The fresh fruit and vegetable industry is unique 
in that we operate in a volatile environment that 
requires businesses to move highly-perishable 
produce throughout the supply chain to reach the 
end consumer—in immaculate condition, no less. 

In early July, the CPMA Plastics Packaging Working 
Group met for a one-day seminar which featured 
research presentations from subject matter 
experts speaking on topics including general 
industry landscape related to plastic use, Canadian 
regulatory review, economic analysis, public opinion 
studies, the psychology of consumer decision 
making, and challenges and opportunities in both 
our current state of recycling and our current state 
of plastic packaging. The group also heard an 
update on the Government of Canada’s plastics 
initiative from Environment and Climate Change 
Canada.

Following this meeting, the working group has set 
forth to create a roadmap to guide the next steps. 
It is essential that due process be undertaken to 
address this multifaceted issue in our industry.

As an example, a precarious aspect of the proposed 
measures in Canada, which is of the utmost 
importance to the produce sector, is trade. Canada’s 
fresh fruit and vegetable industry relies on imports 
from countless international trading partners and 
our final recommendations will need to ensure we 
are taking these partners into consideration. This is 
just one element among a myriad of others that we 
will be considering going forward. 

We have a sizeable challenge before us as we 
balance customer ideals versus industry practicality, 
all the while considering legal and regulatory 
requirements coming into effect. Ultimately, we 
remain dedicated to pursuing viable solutions that 
will work for the entire industry.

The produce industry must find creative solutions 
to effectively move and store fresh produce that cuts 
down on the use of plastics

Plastic Waste, approved on November 23, 2018, 
noted that, “achieving the vision of a circular 
economy for plastics will require that actions be 
taken in many areas, in some cases to enhance 
current performance, and in others, to transform and 
adopt new practices and behaviours.”

Most recently, on June 10, 2019, Canadian Prime 
Minister Justin Trudeau announced his government’s 
commitment to “ban harmful single-use plastics 
as early as 2021 (such as plastic bags, straws, 
cutlery, plates, and stir sticks) where supported 
by scientific evidence and warranted, and take 
other steps to reduce pollution from plastic 
products and packaging work.” Trudeau’s pledge 
also aims to “work with provinces and territories 
to introduce standards and targets for companies 
that manufacture plastic products or sell items with 
plastic packaging so they become responsible for 
their plastic waste.”

In the weeks before Trudeau’s announcement, the 
Canadian Producing Marketing Association (CPMA) 
began to take action within the produce industry by 
establishing the CPMA Plastics Packaging Working 
Group to identify a path forward to address the use 
of plastics within the produce sector, identify efforts 
already undertaken by the industry, determine 
best practices, and develop an industry-supported 
roadmap to maintaining food quality and safety 
while reducing the environmental impact of plastics. 

CPMA, with the support of our members and allied 
partners, hopes to support efforts within our sector 
to ensure we have a vision based on sound science 

“our global community is starting to 
take note of harmful plastic waste.” 

-Ron Lemaire

THESNACK.NET / 93

VOICES OF THE INDUSTRY





We have a lot of history, and 
you have been a big part of it. 

This Fall, we mark the 51st 
Nogales Produce Convention 
and Golf Tournament. Join us 

celebrating this very special 
occasion by participating in this 

landmark landmark event.



Combine wine, juice pressed from pomegranate arils, tangerine juice, and 
fruit in a pitcher and refrigerate for at least two hours or overnight.

Serve with a fresh rosemary garnish and top with desired amount of sparkling 
water for a festive fizz.

To learn more about Juicy Gems, visit www.juicygems.com

1

2

POMEGRANATE SANGRIA

½ cup Juicy Gems™ pomegranate arils
1 bottle red wine
2 cups fresh pressed pomegranate juice
¼ cup fresh squeezed tangerine juice
1 pear, sliced
1 Fuyu persimmon, sliced
Unflavored sparkling water
Rosemary, for garnish

Prep Time: 20 min
Chill Time: 2 hours or overnight
Servings: 1 pitcher

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH        ?
Juicy Gems™ 

Pomegranates
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California Giant Berry Farms | Watsonville, California | (831) 728-1773 | sales@calgiant.com

Because of our dedication to our farmers and the land on which we grow, California Giant Berry Farms is 
able to deliver the best quality berries from across the globe, when and where you need them.

See why our farmers and partners alike call us family by visiting calgiant.com/our-farmers.

Delivering the best quality berries
and giving back to our communities

Navarro Family:
California Giant Berry Farmers

Navarro Family:
California Giant Berry Farmers

Navarro Family:
California Giant Berry Farmers






