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Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack Magazine

I trusted that it would feel like an accomplishment, 
but I did not assume that, settling into the pages of 
this issue, I would find something that would feel like 
home.

During this time, these hectic and crazy and 
difficult days, there have been moments of 

frailty for all—a strong sense of being 
human and fallible and lost off course. 
You have all taught us what it means 
to be a part of something larger. That, 
sometimes, gratitude comes at you 
sideways and that obstacles are not 

always akin to the door slamming shut, 
but a gift cast in the thoughtful light of 

intention.

Yes, home. After 50 issues, nine years, and 
more heartfelt conversations than I can count, this 
may just be something of a return. So, 50, you feel 
like thousands and thousands of pages, of drafts, of 
layouts, of stories undone and then built back from the 
wreckage. 

And so, 50, you feel like a thank you and a gift for the 
future. 

You feel like coming full circle to a warm welcome 
home.

2005 Capitol Ave., Sacramento CA 95811

EDITOR’S LETTER

have to admit, this is not what i 
expected 50 to feel like. 

I remember writing for the first 
issue of The Snack Magazine back 
in the summer of 2013. The 
drought was heavy and 

weighing on everyone 
here in California. In 

some regions, it was the driest year 
on record since the late 1800s. I had 
been at the company for just about 
two years, and it felt like scratching 
the surface—standing on the edge 
of a storm as I looked to find my way 
through the cumulus clouds and thunder 
to that quiet eye at the center. 

Today still feels very much the same on many 
occasions, but instead of standing on the edge, 
you have invited each of us on our team into the 
center. You have welcomed us into the fold of your 
companies and your friendships. 

I have learned humility, resilience, hope, and 
resolve in this interconnected world of agriculture 
that we all call fresh produce. And, most 
importantly, I’ve found grit and grace, artistry, and 
ingenuity. 

This year we are being tested and tried, and we 
are rising to the occasion. Instead of going round 
for round to claw for the top, we have stood closer 
together and leaned to the horizon with hope as an 
industry.

I expected 50 to feel like awe. But, it has left me far 
from speechless.
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MASTRONARDI 
PRODUCE®

IGNITING AN INNOVATION 
REVOLUTION
Though we often throw around words like 
“innovative” and “influential,” we took to the 
frontlines of  the greenhouse category to find out 
what it takes to ignite a produce revolution from 
visionaries SUNSET® and Peppe Bonfiglio…

FEATURES

BOLTHOUSE FARMS
ACHIEVING THE IMPOSSIBLE
Coming out of  the gates with a new plan 
to create a plant-based food system for 
the 21st century is no small feat, but CEO 
Jeff Dunn and his team are doing just 
that. Utilizing a complex background to 
reawaken a brand known for innovation, 
this is a story of  two dark horses not to be 
underestimated...

83
YERECIC LABEL
THE LEANING TOWER OF CHANGE
The solutions provider’s Kristin Yerecic 
Scott lays down the groundwork of  what 
it takes to become a produce monument 
and how reimagining the label sector 
has propelled the company’s status as an 
innovative leader...

75
DELFRESCOPURE®

SLICING A FRESH STRATEGY
As specialty categories influence new 
buying behaviors, the greenhouse 
innovator wields flavor in a bid to 
grow an up-and-coming category. Carl 
Mastronardi slices into this dynamic 
heirloom tomato program with key 
insights for the industry at large...

69

28

PRATT INDUSTRIES
PACKAGING A SUSTAINABLE 
FUTURE
What does it take to become a major 
player in the ag industry? CEO Brian 
McPheely believes it rests on four critical 
pillars that drive this packaging company 
to be one of  the MVPs in the produce 
arena...

57
GEORGIA-PACIFIC 
A HUMMINGBIRD’S EYE VIEW
The difference between a product that 
flies off the shelf  and one that doesn’t has 
everything to do with the wind beneath 
its wings and the digital print packaging 
at its back. Robert Seay tells us more...

48
WAKEFERN FOOD CORP.
BREAKING GROUND
Some tread lightly and some blaze a trail. 
Marianne Santo, the Senior Category 
Manager of  Produce and Floral for the 
beloved retail cooperative, has a story to 
tell and a winding road to lead you down. 
So pack lightly, friends...

38
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I t is easy to see—and read—why this amazing industry advocate has 
such a gravity to her. A chameleon of the best kind with a gift for 
marketing and communications, Megan relishes in bringing out the 

best in the programs and the people around her. It is no surprise that her 
IF List has the same unique energy and unstoppable charisma that only 
this breed of human could define...

» The IF List «

Megan Schulz

 IF you could have been born in another 
century or decade, which would it be 
and why? 
I’d like to see what life is like in the 25th 
century, and meet my descendants several 
hundred years from now.

 
 IF you had to choose now, what would 
your last meal consist of? 
A meal composed of many different Spanish 
tapas —heavy on the produce, meat, bread, 
and cheese! Rich chocolate soufflé for dessert.

 
 IF you could imagine yourself in a 
different industry, what would it be? 
One that involves interacting with people and 
making a positive contribution to their health, 
such as medicine or fitness.

 IF you could have dinner with anyone, 
dead or alive, who would it be? 
My paternal grandmother passed 
away when I was 17. She was 
hilarious and wise, and I’d love to 
reconnect with her as an adult.

 IF you were stranded on a 
desert island, what three 
items would you bring? 
Sticking to items and not people: 
a machete, a sleeping bag that 
can double as a mosquito net, 
and a solar-powered satellite 
phone.

 IF you were another 
species in the animal 
kingdom, what 
would you be? 
A dolphin. I love the 
ocean, and dolphins 
are highly social 
creatures that form 
deep connections 
with each other but 
are also free-spirited.

Director of Communications, Giumarra Companies 

With Jordan Okumura

 IF you wrote an autobiography, what 
would be the title? 
What Are We Gonna Eat? One of life’s great 
questions. People close to me know that I’m 
often thinking about my next meal!

 IF you could make everyone watch a 
movie of your choosing, which movie 
would you want them to see? 
Interstellar. It’s unique and moving.

  
 IF you had to eat the same thing every 
day for the rest of your days, what would 
you eat? 
Breakfast: a superfood smoothie to make sure I 
don’t develop any nutritional deficiencies. 
Lunch: a poke bowl. 
Dinner: Neapolitan pizza and an Italian 
chopped salad.

 
 IF you could enhance one aspect of 

your intelligence, what part would 
you want to improve? 

I’d like to be able to learn and retain 
new skills at a remarkable speed. 

 
 IF you could join a musician, 
dead or alive—on stage to sing 
along or play an instrument 
with—who would you choose? 
I’d join Led Zeppelin for an epic 
rendition of “Stairway to Heaven.” 

I’d play the recorder so the 
audience wouldn’t have to 

hear me sing.

 IF you had a 
superpower, 
what would you 
want it to be? 
Time travel!
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Few items inspire such impulsive 
purchasing as cherries in the produce 
department and beyond. A short yet 
sweet experience you can’t get enough 

of, cherries are a seasonal item with all the 
makings of summer love.

For retailers, an opportunity for more color 
increases such value, making the Skylar Rae® 
variety an ideal double threat. 

The attractive swirl of colors on this cherry’s 
skin has helped build an attraction to the 
brand, while its guaranteed sweetness has 
made for a strong flavor following. Employing 
all these advantages, CMI Orchards is offering 
a new 2-box shipper that will help retailers 
quickly and efficiently maximize Skylar Rae 
cherry sales. 

Featuring the golden yellow and peachy-rose 
color palette of Skylar Raes themselves on a 
black background, these boxes optimize the 
beauty of a truly unique fruit option.

Serendipity brought this blushing beauty to 
market, and its lineage remains an intriguing 
mystery while its availability is a tantalizingly 
tight window. Peaking this month, these lovely 
fruits have a brief but boisterous time to be 
consumed, as they are available only through 
mid-July.

Any consumer who enjoys a sorbet swirl or 
rainbow sherbert will be drawn to Skylar Rae 
cherries. And, at 23 to 25 brix, no one will miss 
swapping one sweet option for this one after 
taking their first bite—followed, swiftly and 
inevitably, by their second, third, and fourth. 

Doubt the gravity of this special variety? It is 
the only one of its kind with its own PLU, so 
you can see for yourself the return on such an 
investment. 

Bursting with flavor, intrigue, and individuality, 
this is an item that assures a summer romance 
your shoppers can love while it’s here and look 
forward to when it’s gone.

A Closer Look at CMI 
Orchards Skylar Rae® 
2-Box Shipper
By Melissa De Leon Chavez
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Is there anything more beautiful than the radiating hues of cherries? From 
deep maroon to bright yellow to the quintessential red, this category has 
become synonymous with summer. However, each variety is different from 
the last with their own unique aspects that change the phrase, “Life is a box 
of chocolates” for a box of cherries. Find out why here...
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STACCATO®

Large
Vibrant, deep red to mahogany
Super sweet profile

SIZE:
COLOR:

FLAVOR:

SWEETHEART
Medium to large

Deep red with purple hints

Firm and sweet; mild acidity

SIZE:
COLOR:

FLAVOR:

TULARE
Oblong and symmetrical

Red 

Firm and sweet flesh that varies 

from pink to red

SIZE:
COLOR:

FLAVOR:

SKYLAR RAE®

Large

Golden yellow with a partial  

to full orange-red blush

Very firm and “one of the 

sweetest cherry varieties”  

to eat

SIZE:
COLOR:

FLAVOR:

Large size

Deep red with purple hues

Crisp with balanced sweetness 

and acidity

ROYAL HAZEL 
SIZE:

COLOR:
FLAVOR:

SIZE:
COLOR:

FLAVOR:

LAPIN
Large to extra-large

Mahogany

Very sweet with underlying 

acidity and a pleasing 

complexity

SIZE:
COLOR:

FLAVOR:

CHELAN
Large

Dark red

Sweet with moderate firmness

SIZE:
COLOR:

FLAVOR:

Large 

Deep mahogany

Exceptionally sweet and 

mildly acidic

SENTENNIAL™

Brooks, Tulare, Garnet, 

Rainier, Bing, Coral, Sequoia®, 

Royal Hazel

Chelan, Lapin, Skylar Rae®, Bing, Sequoia®, Rainier, Santina

SOURCE | INFORMATION PROVIDED BY ANDNOWUKNOW AND THE SNACK CHERRY GROWER CONTRIBUTORS24 / JUNE 2020



Extra-large

Golden yellow with high levels 

of red blush

Dessert-sweet with a crisp bite

ORONDO RUBY™

SIZE:
COLOR:

FLAVOR:

Large 

Dark red

Sweet, rich flavor

SEQUOIA®

SIZE:
COLOR:

FLAVOR:
Large and uniform

Dark red skin

Firm and sweet flesh that 

varies from red to pink

BROOKS
SIZE:

COLOR:
FLAVOR:

SIZE:
COLOR:

FLAVOR:

Large

Deep mahogany red

Firm, sweet, and juicy

BING

SIZE:
COLOR:

FLAVOR:

Exceptionally large

Distinctively golden colored with 

a red blush

Delicately sweet with 

extraordinary sugar levels

RAINIER

SIZE:
COLOR:

FLAVOR:

Large 

Dark red, nearly black

Very firm and sweet

SKEENA

SIZE:
COLOR:

FLAVOR:

Large 

Rich red with glossy finish

Very sweet with low acidity

CORAL

SIZE:
COLOR:

FLAVOR:

Large 

Dark red color with high luster

Super sweet with low acids

SANTINA

SIZE:
COLOR:

FLAVOR:

GARNET
Medium to large

Bright red

Firm and sweet

Skeena, Staccato®, Orondo 

Ruby™, Bing, Skylar Rae®, 

Lapin, Sweetheart, Rainier

Skeena, Staccato®, 
Sweetheart, Sentennial™
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42

1

Cameron Newell
Program Coordinator, Bee Better Certified and 

Pollinator Conservation Specialist

YEARS at 
Bee Better Certified:

3

FAVORITE 
PRODUCE ITEM: 

Cherries

Years in 
produce: 

3

RAINIER® FRUIT CELEBRATES WHOLESOME HEROESWholesome Heroes  
represents individuals who are 

making a positive impact in their 
community through their work, 

volunteer efforts, sustainability, or 
health and wellness initiatives.

WHAT MAKES Cameron   
A WHOLESOME HERO? 

As our industry’s brightest minds 
increasingly lend their brainpower 

to the sustainability movement, 
it’s more important than ever to 

highlight advocates like Cameron 
Newell. As someone on the 

frontlines of  environmentalism, 
Cameron knows a thing or two 

about conservation, with the title of  
Pollinator Conservation Specialist 

to show for it. And though the 
species he works to conserve is 

small in stature, Cameron is one of  
many making a big difference by 

advocating for those without a voice.  

Joining the Buzz

Spearheading Sustainability1

2

3

4

5 Advice for Others

Accepting the Challenge 5

3

Accolades and Accomplishments

“Bee Better Certified is so important 
to the produce industry—and all 

industries—because bees and other 
invertebrates are the little creatures 
that run the world! They pollinate 

plants, break down waste, control pests, 
cycle nutrients, filter water, control 

erosion...the list goes on.”

Cameron first became involved with 
Bee Better Certified because he had 
been a fan of The Xerces Society for 

Invertebrate Conservation, a nonprofit 
environmental organization that works 

to conserve invertebrates and their 
environments. Wanting to do his part 
alongside the organization, Cameron 

joined its team as Bee Better Certified’s 
Program Coordinator.

Another way Cameron is making a 
difference is by participating in citizen 

science initiatives, including the 
Monarch Thanksgiving Count. He also 
gives talks on pollinator conservation in 

his local community.

“Every bit helps, whether that means 
planting for pollinators in your own 

yard or not spraying pesticides. I also 
encourage those looking to make a 

difference to support organizations like 
Xerces by donating or buying food that 
is produced in a pollinator-friendly way.”

“By building new habitats and limiting 
threats, such as pesticides, Bee Better 

Certified has seen first-hand the 
differences we’re making. In fact, we see 
it time and time again. The great thing is 

that what we’re doing is something a home 
gardener and a big company can do.”
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ll it takes is a spark for a 
revolution to ignite. 

Or, in this industry, a tomato, 
a cucumber, a pepper, or 
even a fresh berry. 

For Peppe Bonfiglio, it was a 
Tomato Capital that first kindled 
his participation in our industry’s 
innovation revolution.

Leamington: The Tomato Capital 
of Canada and a hub for many of 
North America’s top greenhouse 
growers, Mastronardi Produce® 
included. But before Peppe played a 
part—a crucial part—in this produce 
capital, Leamington was simply the 
backdrop of his childhood.

Imagine an adolescence in which 
every whim and wonder, adventure 
and discovery, took place amidst 
produce power players, many of 

whom were growing a category that 
was quickly taking shape as a power 
player itself. Such was the landscape 
from which the Peppe the industry 
knows today emerged—the very 
best “product” of his environment, 
with a vision to match.

In hindsight, it’s easy to see 
how Peppe became one of 
many influential leaders on the 
Mastronardi Produce team, where 
he now serves as Vice President 
of Sales. But, to a company 
already immersed in a greenhouse 
revolution of sorts, how is it making 
sure the flames never die?

We asked Peppe this and 
more, taking to the frontlines of 
Mastronardi Produce’s innovation 
insurgency to get to the bottom 
of how this industry leader is 
revolutionizing the greenhouse 
category. 

Mastronardi
Produce®28



KAYLA WEBB: Peppe, 
Mastronardi Produce is renowned 
for its innovation. It seems like 
every season brings a new brand or 
product to the market. Though we 
throw the word around a lot, what 
does “innovation” mean to the 
SUNSET® brand?
 
PEPPE BONFIGLIO: To 
me, innovation means pushing 
boundaries and being revolutionary 
in the way we think about produce.
 
As an industry leader, SUNSET is 
continually finding ways to introduce 
new categories and shake up the 
categories we dominate. Sometimes, 
it’s an exciting new product that 
bursts with exceptional flavor; 
and sometimes it’s a revolutionary 
packaging solution or a label design 
that catches our consumers’ 
eyes as soon as they walk into 
the store.
 
It can also be setting industry 
standards in areas like food 
safety, traceability, and sustainability. 
One thing is for sure, we are 
constantly innovating and providing 
solutions to consumers that are 
meaningful and, obviously, flavorful.
 
KW: With this mindset, I can’t 
imagine you lending your expertise 
to any other industry. While your 
journey to produce isn’t necessarily 
a winding one, it does seem like 
our industry was where you were 
always meant to be, especially after 
growing up alongside it. How did 
your childhood in Leamington lead 
you here?
 
PB: Growing up in the Tomato 
Capital of Canada, I have literally 
been surrounded by produce my 
whole life. I obtained my Bachelor 
of Commerce and soon landed an 

accounting job at Heinz. But 
when a sales opportunity came 
up at Mastronardi Produce, I 

took the leap. I jumped at the 
opportunity to work for a leading 
produce company and knew this 
was the place where I could advance 
my career.
 
Not to mention, as an avid runner 
and fitness participant, SUNSET 
complements my lifestyle and shares 
my passion for health and wellness.
 
KW: And advance your career you 
did! What made you a good fit for 
the role of Vice President of Sales?
 
PB: I think my work ethic, follow-
through, and passion are what 
made me successful and continue 
to drive my career forward. I started 
at Mastronardi Produce as an 
Account Manager and then moved 
up to the position of Director before 
becoming the Vice President of 
Sales. 

 
I also believe positive things happen 
to people who are positive. With my 
new role, I now have the opportunity 
to coach and mentor more broadly, 
which is incredibly rewarding.
 
When I started my career, I was 
told three very important rules to 
succeed:

1. Follow up and follow through
2. Be honest
3. Stay passionate
 
I use these rules every day, and I 
really do think they continue to help 
me—no matter my role.
 
KW:  How have you implemented 
these philosophies for success in 
your new role?
 
PB: When you work at Mastronardi 
Produce, you need to be passionate 
about flavor and innovation. It is 
this shared passion that allows 
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us to continually grow, revolutionize 
the category, and solidify our mark 
as industry leaders.
 
When you’re passionate about 
something, you work hard at it and 
great results will follow. Such was 
the case with the launch of our 
WOW™ Berries Elevated™ premium 
line. We saw an opportunity to 
reinvent the berry category, as we 
did with tomatoes, peppers, and 
cucumbers, and the results have 
been astonishing.
 
KW: I have to agree. Within the 
last year or so, the WOW berry 
brand has taken off, carving out a 
new niche with consumers looking 
for a high-quality, sweet offering. 
What challenges has Mastronardi 
Produce overcome as it launched 
its new berry business and what 
exciting developments have 
emerged from those challenges?
 
PB: I think a challenge has been 
just learning the volatility of the 
berry category. Our new WOW 

Berries Elevated premium line is 
really going to change consumers’ 
expectations and provide a 
horizontal shopping experience that 
will grow the category.
 
KW: After debuting so many new 
products over the last couple of 
years, I have to ask: Are there any 
innovations we can look forward to 
in the near future?
 
PB: Hands down, our Honey 
Bombs™. Our Flavor Bombs® and 
Sugar Bombs® have had massive 
success with consumers, and I’m 
confident this newest addition is 
going to be just as explosive.
 

The innovation Mastronardi Produce 
is introducing to greenhouse is 

undeniably unprecedented. And, 
with leaders like Peppe on its team, 
the grower is already well on its way 
to setting fire to Leamington in order 
to build a new capital—perhaps a 
Greenhouse Capital of the World.

“WHEN YOU WORK AT 
MASTRONARDI PRODUCE, YOU 
NEED TO BE PASSIONATE ABOUT 
FLAVOR AND INNOVATION.”

PEPPE BONFIGLIO,
VICE PRESIDENT OF SALES,
MASTRONARDI PRODUCE®
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W
ith nearly 54,000 acres of this delicious fruit in sunny 
California alone, the green gold holds its own as a category 
defender. The avocado is loved by all and proves its 
versatility from the famed avocado toast to cocktails and 

desserts. What makes California avocados so unique that they 
leave consumers coming back for more? Find out here...
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CALIFORNIA AVOCADOS ARE GROWN 
BY MORE THAN 

IN THE GOLDEN STATE

THIS SEASON’S CALIFORNIA AVOCADO CROP 
IS ESTIMATED TO BE 

369 MILLION POUNDS

VARIETY IS A CALIFORNIA NATIVE. THE SEED 
OF WHAT WOULD BECOME THE MOTHER 
HASS TREE WAS PLANTED BY RUDOLPH HASS 
IN 1926 IN LA HABRA HEIGHTS, CALIFORNIA

THE HASS AVOCADO

THE CALIFORNIA AVOCADO YOUTUBE 
CHANNEL HAS GARNERED NEARLY

2 MILLION VIEWS THIS IS THE 9TH YEAR FOR THIS CALIFORNIA 
AVOCADO COMMISSION PROGRAM

JUNE IS CALIFORNIA 
AVOCADO MONTH—

3,500 GROWERS

369 MILLION
POUNDS

+70%

AVOCADO IS A DERIVATIVE OF THE 
SPANISH WORD AGUACATE, WHICH IN 
TURN COMES FROM THE WORD AHUACATL 
IN NAHUATL, A LANGUAGE SPOKEN BY 
PEOPLE SUCH AS THE AZTECS
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*2019 CALIFORNIA AVOCADO TRACKING STUDY
**2020 CALIFORNIA AVOCADO COMMISSION MARKET 
BASKET/AFFINITY STUDY, IRI CONSUMER NETWORK™
***2018 MENU MATTERS STUDY

SOURCE | CALIFORNIA AVOCADO COMMISSION

CALIFORNIA AVOCADOS ARE GROWN 
ON APPROXIMATELY

THROUGHOUT CENTRAL AND SOUTHERN 
CALIFORNIA

54,000 ACRES

IF GIVEN A CHOICE,

OF AVOCADO SHOPPERS IN THE WEST 
WOULD PREFER CALIFORNIA AVOCADOS*

67 PERCENT

IN CALIFORNIA, SHOPPERS BUY AVOCADOS 
MORE OFTEN DURING

(UP FROM 4.26 PURCHASE OCCASIONS 
TO 4.87)**

CALIFORNIA 
AVOCADO SEASON

WHEN AVOCADOS ARE IN A SHOPPER’S 
GROCERY BASKET, THE OVERALL BASKET 
RING INCREASES NEARLY

(FROM AN AVERAGE $31.85 TO $67.80)**
113 PERCENT

WHEN SURVEYED IN 2018,

RESTAURANT PATRONS (70.5 
PERCENT) EXPECT AVOCADO 
ON MENU ITEMS WITH 
CALIFORNIA IN THE NAME***

SEVEN OUT OF 10
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Preheat oven to 350° F. 

Toss sliced cherry plums and raw sugar in a bowl and let them sit at room temperature for 
at least 15 minutes to macerate (release juices).

Meanwhile, in the bowl of a stand mixer or a large bowl with space for hand beaters, 
combine egg and granulated sugar. Mix on medium-high speed for 5–10 minutes until 
whipped and light in color (should form soft ribbons when you lift the whisk up). In a 
separate bowl, combine milk and olive oil. In a separate medium bowl, whisk together 
flour, baking powder, and salt. Add dry ingredients and wet ingredients in 2 alternating 
additions, mixing for about 30 seconds in between additions until all ingredients are well 
incorporated. Set aside.

Spray a 9" x 2" cake pan or skillet with cooking spray. Place cake pan on low heat on the 
stove top, and melt the butter and brown sugar, stirring until combined, about 1–2 min. 
Strain out the juices from the bowl of sliced plums and add the juices to the caramel in the 
cake pan, whisking to combine. Then, arrange the sliced plums in the bottom of the cake 
pan, nestling them in the caramel sauce. Next, pour the cake batter over top to cover.

Bake in middle rack of the oven for about an hour, or until a toothpick inserted in the 
middle comes out clean.

Let cool for 1 hour. Once the cake is cooled, but bottom is still just slightly warm, run a 
small knife around the edge of the cake pan to loosen the edges. Flip the pan upside down 
onto a plate or cake stand and gently lift up. Top with freshly sliced cherry plums if desired. 
Enjoy!

To learn more about The Flavor Tree Fruit Company, visit flavortreefruit.com

1
2

3

4

5

6

½ lb Verry Cherry Plums, pitted 
and sliced ¼" thick

1 tbsp raw sugar (can use 
granulated instead)

1 cup all-purpose flour
½ tsp baking powder
½ tsp kosher salt
¾ cup granulated sugar
1 egg
½ cup whole milk
½ cup high-quality extra virgin 

olive oil

caramel

4 tbsp unsalted butter
¾ cup light brown sugar

Prep Time: 30 min
Cook Time: 1 hr
Servings: 8

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

OLIVE OIL CAKE WITH VERRY CHERRY PLUMS

Flavor Tree’s 
Verry Cherry Plums

Recipe by Lindsay Berhane
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By Jordan Okumura

Wakefern
Food Corp.

Breaking
Ground
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I love the sentiment, “The first 
through the wall always gets 
bloody.” 

While Marianne Santo was not 
the first to embark on the fresh 

produce buy-side path as a woman, 
she is one of a select group that truly 
helped pave a course by laying that 
path for today’s women to tread. And 
not lightly, if you will, but with a fervent 
desire and fierce passion to impact the 
inclusivity of today’s industry voices 
and tomorrow’s produce demographic. 
We are all looking for that spark in 
our lives, the voice that provides a 
flashlight in the dark to guide us, a 
signal at the crossroads. Marianne, the 
Senior Category Manager of Produce 
and Floral for Wakefern Food Corp., is 
doing that as much today as when she 
first stepped into the produce division 
at New Jersey-based Wakefern more 
than 30 years ago. As one of the largest 
retailer-owned cooperatives in the 

“I try to 
honor those 
who had the 

patience 
and 

generosity 
to mentor 

me...”
Marianne Santo,

Senior Category Manager of 
Produce and Floral,

Wakefern Food Corp.

U.S., Wakefern’s flagship supermarket 
brands include ShopRite, Price Rite 
Marketplace, The Fresh Grocer, 
Dearborn Market, and Gourmet Garage.

“In the last few years, my inspiration has 
come from seeing how many women are 
involved in all facets of this business,” 
she shares when I ask her what really 
stirs her passion today. “When I started 
attending the Eastern Produce Council 
meetings 30 years ago, I was one of 
maybe five women in attendance. I 
would never have imagined back then 
that we would, at this point, represent 
close to half the room and that I would 
become the first woman President in 
52 years! It is a role that I am very 
respectful of and humbled by. When 
other women in this business express 
their gratitude to me for doing this, it is 
all the motivation I need.”
 
Thirty years can pass in the blink of 
an eye, as Marianne tells me. And who 
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would have guessed those three decades 
could have revealed such a marvelous 
tenure—especially for someone who 
set her wheels in motion as an English 
Literature major at Douglass College 
with absolutely no idea what career path 
she would venture down? 

“After working in an accounts receivable 
department at another company for a 
year, I interviewed with Wakefern for a 
position in the Produce Store Services 
Department because I wanted to work 
for a company that valued a college 
degree,” she says with a smile. “Within 
my first year, the Procurement Manager 
asked me if I would like to get involved 
with produce buying, and the rest is 
history. It didn’t dawn on me at the 
time that what I was being offered 
and pursuing was relatively uncharted 
territory for women on the buying side.”

Marianne is well known for being a 
tough but fair negotiator—a worthy 
opponent, if you ask me. Add in her 
mastery of procurement systems and 
ability to work through the complexities 

of warehouse buying and domestic and 
international sourcing, and you have a 
hat trick if there ever was one.

“After a career spent learning the produce 
business at Wakefern, I now find myself 
in a position to be a teacher as Senior 
Category Manager. I try to honor those 
who had the patience and generosity 
to mentor me by paying it forward. Of 
equal value is what my fellow employees 
teach me—my relationships with them 
are based on the sharing of all our 
individual skills,” Marianne says. “I 
am motivated in life by feeling blessed 
to do what I love for as long as I have, 
and being married to someone who has 
always supported my career and the 
very demanding hours that this business 
requires.”

The time constraints, the early hours, the 
middle-of-the-night calls, the incoming 
storms, wind, rain, droughts, floods, 
frosts, earthquakes, and transportation 
nightmares over the years have kept 
many like Marianne on their toes in the 
produce world. But, as the gift of time 

passing gives us all, we can look back 
with a smile on how things have changed 
and how they have stayed the same.

“When I started, everything was done 
over the phone or by fax,” she laughs. 

“Emails and texts didn’t exist. While 
those methods have streamlined 
communication, I believe that personal 
interaction is still a very vital part of 
this business. Retail has obviously 
undergone tremendous change with the 
advent of shopping from home, in-store 
pickup, and home delivery, as well as 
competition from club stores and online 
retailers. Our stores need to be all of 
those things while maintaining our 
history as family-owned businesses that 
value customer loyalty on a personal 
level.”

Wakefern’s dedication to consumers’ 
needs is the company’s main focus  —
something that the team prides itself 
on, Marianne notes, along with keeping 
up with trends and nutritional concerns, 
and providing as much information as 
possible about the retailer’s products. 

Left: Marianne at Fruit Logistica Berlin, 2020
Top right: Wakefern’s ShopRite banner brings the authentic atmosphere and the style 
Bottom right: Highlighting produce front and center catches and drives attention to fresh
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This produces a loyal customer base, a 
notion that truly defines the Wakefern 
vision and can also be seen in the 
longtime employees who choose to stay 
and literally grow their tenure with the 
company.

“There are many reasons why Wakefern 
retains its employees for so many years. 
It’s the connection to our members, 
an industry that is both challenging 
and engaging, and the cultivation of 
relationships made among all of us who 
have worked together for more than half 
our lives,” Marianne says. “Personally, 
the reason I am most proud to work for 
this company is our year-round hunger 
fighting initiative, the ShopRite Partners 
In Caring program. Many years ago, at 
a Category Managers meeting, Wakefern 
President and COO Joe Sheridan shared 
the sentiment that Partners In Caring 
allows people in need to acquire food with 
dignity. That resonated with me, and I’ve 
tried to incorporate that effort both with 
Wakefern and in my role as President of 
the Eastern Produce Council through our 
philanthropic programs.”

Marianne has a way of getting to the 
heart of the matter and that truly 
is, for her, what Wakefern represents 
through its many departments—care, 
commitment, and authenticity. This 
comes across especially in the company’s 
fresh produce department.

“Wakefern’s produce vision involves 
diligence in regard to food safety, 
educating our consumers, supporting 
local and family-owned farms, and 
providing the best-quality product to 
encourage healthy eating habits for all 
of our customers,” she tells me. “We 
work hand in hand with our dietitians 
to achieve this goal and have amazing 
programs in our stores that are truly best 
in class in our industry.”

Here is a fun fact about someone who 
enjoys an admirable balance of both 
work and play, and one I adore about 
Marianne: She is often referred to 
as “The Watermelon Queen” amongst 
her peers, a title I imagine is not given 
lightly, speaking to her strong love for the 
category and her dynamic imagination 

for communicating its value. But, her 
love without a doubt extends to her other 
coveted category specialties, including 
honeydew, cantaloupe, citrus, potatoes, 
and onions, as well as Eastern and 
Western vegetables.

I often wonder, as I hear people’s stories, 
where their passion might have taken 
them in other industries, especially with 
a passion as voracious and wonderful as 
Marianne’s. 

“Had I been asked what my career choice 
would be when I was in college, I would 
have said to become a writer. Who 
knows? That may still happen,” she says, 
and I am immediately on my heels, spell-
checking my notes.

Whether to write the next page of her 
saga or to sign a PO as we move into 
summer, the pen is in her hand and the 
ink is far from dry for this retail leader, 
this mentor, this student, this woman of 
produce.

“I am motivated in life by 
feeling blessed to do what I 

love for as long as I have...”
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Preheat oven to 350° F. Combine milk with lemon juice in a sealed container and allow 
to sit in refrigerator for at least 20 minutes. Mixture will curdle slightly. 

Meanwhile, combine dry ingredients in a large mixing bowl: wheat flour, cake flour, 
sugar, salt, baking powder, baking soda, cardamom, and lemon zest. Remove milk 
mixture from fridge and, in a separate bowl, combine wet ingredients: milk mixture, 
melted butter, and egg. Blend well. Slowly add wet ingredients to dry ingredients until 
well combined. Then fold in finely chopped blueberries and mix well. Spoon mixture 
into a large pastry bag or 1-gallon sealed plastic ziplock bag with corner cut off and fill 
pre-greased donut baking pans each about ¾ of the way. 

Bake donuts for approximately 10 minutes or until lightly brown. Remove from oven 
and allow to cool slightly on baking rack.

Meanwhile, fill deep frying pot with vegetable oil to about 2" deep. Heat oil to 
approximately 365° F. Fry each donut in oil for about 20–30 seconds on each side or 
until medium brown color appears. Allow grease to drain from donuts.

To create the icing, place ½ cup chopped blueberries and ½ cup of water in a sauté 
pan on medium heat. Bring mixture to slight boil and cook blueberries down until 
completely soft. Remove from heat and combine with powdered sugar and milk in 
medium bowl until desired icing thickness has been reached. When donuts are cool 
to the touch, dip top of donuts into icing mixture and drip dry on baking rack. Allow 
icing to harden slightly then serve.

To learn more about Homegrown 
Organic Farms, visit www.hgofarms.com

1

2

3

5

4

½ cup Homegrown Organic Farms® 
blueberries, chopped fine

½ cup wheat flour
1 ¾ cup cake flour
½ cup granulated sugar
1 ½ tsp baking powder
¼ tsp baking soda
1 tsp ground cardamom
½ tsp salt
Zest of 1 organic lemon
4 ½ tbsp organic lemon juice
1 cup milk
1 tbsp melted butter
1 egg
1 quart of vegetable oil for frying

icing

½ cup Homegrown Organic Farms 
blueberries, chopped

½ cup water
2-4 cups powdered sugar
1-2 tbsp milk, for thinning

Prep Time: 30 min
Cook Time: 12 min per batch
Servings: 1 dozen

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

BLUEBERRY CARDAMOM BUTTERMILK DONUTS WITH BLUEBERRY ICING

Homegrown Organic 
Farms® Blueberries
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These days, you can dress to impress, 
but it’s the stuff you are made of that 
truly speaks to value. Yes, we are talking 
about packaging, but please apply where 
you would like. As the nature of the fresh 
produce game changes, so do the demands 
on packaging’s evolution and, today, 
sustainability reigns supreme. From design 
to material or the branded end-design for 
suppliers, the vision behind our industry’s 
finest can be found on the shelves of 
retailers and at the consumer’s counter 
across the globe. Here are some different 
takes on sustainable packaging this season...
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Matt Alexander, Vice President of Sales and Marketing, Volm

“We are excited to offer CLAF Bio Fabric™ to complement the Volm packaging 
portfolio. CLAF Bio Fabric contains 96 percent biobased content, specifically 
derived from sugarcane, a highly renewable resource. Not only is it made with 
a substantial reduction in fossil fuels, but it is also compatible with the current 
polyethylene recycle stream, providing an additional marketing advantage for 
growers and packers. CLAF Bio Fabric is available on many common package 
styles.”

Packaging Material
Volm’s CLAF Bio Fabric™

Packaging Options
Pillow Pack, Half-N-Half® bags, All-mesh bags, 
Tube Bags and Vertical Form, Fill and Seal for 
pillow packs, or gusseted bags with finger holes

Aaron Fox, Executive Vice President, Fox Packaging

“Through our Stand-Up Combo pouch bag, brands can customize their packaging 
program to exemplify their sustainability mission. This packaging format 
features non-laminated polyethylene paired with our signature Fox Fresh Mesh, 
which directly contributes to extended shelf-life through superior ventilation to 
combat food waste. This design is recyclable through store drop-off programs 
and customers have the option to feature the How2Recycle® label to showcase 
their leadership in environmental mindfulness. Convenient and compatible with 
automation solutions, this pouch bag is manufactured with 25 percent less energy.”

Packaging Material
HDPE or LDPE

Packaging Options
½ lb–5 lb

Fernanda Albuquerque, Packaging Development Manager, Mucci Farms

“With sustainability at the top of everyone’s mind, this is an innovative solution 
that allows the entire package, including both the tray and now the film, to be 
100 percent recyclable. Our packaging also maximizes shelf-life, helping to limit 
trips to supermarkets for consumers, which of course is an added benefit at this 
time.”

Packaging Material
PET Plastic Tray with All New Paper Top 
Seal Film

Packaging Options
1 pint–2 lb depending on the commodity
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Elizabeth Yerecic, Key Account Manager, Yerecic Label

“Yerecic Label is proud to introduce SustainLabel!® in support of our customers’ 
packaging sustainability initiatives. This product is a recycling friendly, pressure-
sensitive labeling solution for PET clamshells designed to improve recyclers’ 
yield of rPET flakes. SustainLabel! provides multiple material options to meet 
the challenges of the fresh perimeter’s unique supply chain and drive circular 
packaging design from concept to shelf.”

Packaging Material
SustainLabel!® - Film Label with Wash 
Away Adhesive Properties

Packaging Options
Custom

Bill Tracey, Vice President, Industrial Packaging, GP Corrugated

“Changing package dimensions or making creative supply chain improvements can 
be as environmentally beneficial as changing packaging material. Georgia-Pacific’s 
Packaging Systems Optimization (PSO®) team worked with Taylor Farms to adjust 
its corrugated box, maintaining the same cubic volume in a taller format that allows 
20 percent more product to be shipped on each pallet. Fewer trucks and less fuel 
are needed, improving environmental performance and saving nearly $1.3 million.”

Packaging Material
Corrugated Box

Packaging Options
Fully customizable, including a broad range 
of print options and sizes

Product of The Snack
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By Kayla Webb

Georgia-Pacific
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eorgia-Pacific believes 
that digital print has only 
just begun to influence the 
produce industry.”
 

When Robert Seay tells me this as 
we talk about Georgia-Pacific and 
its packaging solutions division 
Hummingbird™, the precipice our 
industry has been teetering on 
materializes in my mind.
 
Change has long been in the air 
across the produce supply chain. But 
it isn’t until my conversation with 
Robert that I realize this change 
has already taken effect—that our 
industry’s version of Pandora’s 
box has already been opened. But, 
instead of the contents, it is the box 
itself that has captured many of 
produce’s most inquisitive minds.
 
Packaging, point-of-sale materials, 
and other physical in-store branding 
strategies are the reason for the 
vast changes happening in produce 
aisles across North America. And, 
when later generations of produce 
purveyors retell the story of our 
industry’s evolution, it won’t be 
hope symbolizing the turning point. 
It will be a hummingbird—more 
specifically, Georgia-Pacific’s 
Hummingbird business.
 

“Hummingbird is looking to help 
produce providers and retailers lean 
forward and capitalize on digital 
print’s endless possibilities,” Robert, 
Director of Digital Business Ventures, 
asserts. “High-graphic packaging 
can increase brand relevance in a 
way that helps move more product, 
benefiting everyone in our industry 
from growers to retailers.”  
 

Quick, efficient, and extraordinary. 
Though these are attributes of one of 
the animal kingdom’s smallest bird 
species, they are also characteristics 
that differentiate Georgia-Pacific’s 
eponymous Hummingbird arm.
 
From the perspective of a 
hummingbird, the sweetest nectar 
is always within eye-catching 
packaging: flowers, if you will. In 
fact, branding—engaging branding—
plays a pivotal role across all life 
on Earth. And the produce aisle is 
no exception. But, believe it or not, 
there’s more to packaging than 
meets the eye—namely the process, 
which is where Hummingbird comes 
in. 
 

“After experiencing strong demand, 
Georgia-Pacific expanded 
its offerings to include the 
Hummingbird digital packaging 
solution in 2017. We saw that analog 
pre-print solutions were not able 
to meet the full range of customer 
needs, leaving significant gaps in 
cost, quality, turnaround time, and 
run length. Hummingbird believed 
that digital preprint would provide 
a complementary offering to fulfill 
these needs within a comparable, 
cost-neutral range,” Robert explains.
 
Hummingbird was first incubated 
from Georgia-Pacific’s Color-Box®, 
which produces high-graphic 
packaging using offset presses. 
Hummingbird takes this solution 
up a notch by digitizing packaging 
presses.
 

“Hummingbird’s solutions combine 
in-house print expertise and 
Georgia-Pacific’s extensive internal 
and external converter network 

“G
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teamed up to develop H2O Melon 
with the intention of introducing a 
differentiated watermelon brand to 
increase the appeal of the category 
as a whole. 
 

“We set out to create bins with high-
impact graphics that would draw the 
eye of consumers, a critical element 
in our plan for success,” Robert tells 
me.
 
Another critical element was skirting 
the $20,000 it would cost to create 
a set of plates for printing a full-
color design directly on a produce 
bin. Add in the fact that Savco 
planned to make frequent revisions 
to its bin design, and it was clear to 
both Hummingbird and Savco that 
printing a full-color corrugated bin 
using traditional methods wasn’t an 
option.
 

“So, we worked to design and print 
several versions of a full-color, eye-
catching bin for H2O Melon like 
Savco envisioned,” Robert recalls.
 
Today, Savco has taken full 
advantage of its partnership with 
Hummingbird by creating new bin 
designs each season while going 
to market with multiple bin designs 
at a time—only accomplishable 
through what Robert describes as 

“versioning,” a digital print capability 
that uniquely allows for multiple 

with the technical capabilities of 
the HP PageWide Web Press T1100, 
which produces offset-substitutable 
images on pre-print that can match 
the width of a 110-inch corrugator,” 
Robert continues. “The press also 
enables printing of variable box 
sizes and designs both down and 
across the web at speeds of up to 
600-feet-per-minute.”
 
In layman’s terms, Hummingbird 
pioneered a new flock of packaging 
solutions not found anywhere else 
in the market. Since first launching, 
Hummingbird has grown to be 
one of the industry’s most integral 
partners for this very reason.
 

“In today’s competitive retail 
environment, packaging can make 
the difference between a sale made 
or lost—especially in the produce 
aisle where packaging must be 
highly functional and visually 
appealing,” Robert details. “With 
high-quality print offerings, aqueous 
inks for food safety, flexible supply 
chain options, and expanded 
substrate options all provided by 
Hummingbird, produce can begin 
to adopt more digitally printed 
packaging as a preferred solution.”
 
Savco is one of many produce 
providers who have already 
begun to adopt Hummingbird’s 
packaging solutions. The two 
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designs to be dynamically printed at 
the same time on a single roll.
 

“Our customers have been thrilled 
with the produce bins,” Sav 
Tsoukalas, Founder of Savco 
Worldwide and originator of H2O 
Melon, shares with me. “Thanks 
to the appeal of the bins, our 
product is more visible to shoppers. 
Hummingbird continues to support 
us as we develop innovative ideas 
for our brand.”
 
In the future, Sav expects this 
to include more digital print 
innovations, like incorporating 
variable QR codes to facilitate GPS 
tagging.
 

“Our club customers were so pleased 
with Hummingbird’s colorful 
watermelon bins that they dedicated 
more store square footage to 
displaying them,” Sav continues. 

“Stores that used to display no more 
than four to six bins of watermelons 
at a time, assembled and placed 
18-bin displays of H2O Melons. 
Hummingbird made this possible.”
 
Success stories like Savco’s are sure 
to only increase as Hummingbird 
continues to encourage the produce 
industry to give digital printing a try.
 
Though the company’s overall goal 
is to increase the industry’s bottom 
line via eye-catching packaging, the 
value it’s integrating into the supply 
chain is similar to a matryoshka doll—
it’s never-ending, with the largest 

“doll” in the stack being cost-savings.
 

“Unfortunately, the high upfront cost 
of producing full-color corrugated 
packaging is a significant barrier to 
small brokers and farms, putting 
them at a competitive disadvantage. 
Hummingbird offers a digital print 
solution that eliminates the costly 
printing plates required to print 
high-graphic packaging and puts 
full-color, high-impact imagery 
within the reach of businesses of 
all sizes and types,” Robert says. 

“Overall, we’re giving smaller brands 
the chance to catch consumers’ 
attention and help drive sales.”
 
The second matryoshka inside of 
cost-savings is time and efficiency.
 

“The fast turnaround time for 
digital preprint allows marketers 
to be more responsive to customer 
demand and other market changes,” 
Robert continues.
 
He also notes that Hummingbird’s 
technology helps it deliver high-
quality packaging—for everything 
from pumpkin bins to pallet skirts—
that gets to market up to 80 percent 
faster than traditional methods.
 

“The packaging itself is the same 
high-quality corrugated product 
that produce companies have come 
to expect from Georgia-Pacific. 
It’s the how behind Hummingbird 
that makes the difference in our 
packaging,” Robert emphasizes. 

“Hummingbird uses an entirely digital 
workflow that enables us to turn 
finished packaging around in about 
two weeks instead of two months or 
more. The fact that we can do this 
even for bulk bins makes us a great 
partner for the produce industry.”
 
Change isn’t always easy. And it isn’t 
always quick. 
 
Luckily for our industry, Georgia-
Pacific’s Hummingbird division isn’t 
waiting around for its packaging 
solutions to take hold. For now, the 
packaging solutions Hummingbird 
offers are merely wind beneath its 
wings. 
 
Hummingbird is dawning a new age 
of packaging and inducting more 
partners into the digital print era. 
And, as it continues to do so, it isn’t 
a question of if the company will go 
down in produce industry history—
but when. 

And how.

“Hummingbird 
is looking to 
help produce 
providers and 
retailers lean 
forward and 
capitalize on 
digital print’s 
endless 
possibilities.”
-Robert Seay,
Director of Digital 
Business Ventures,
Georgia-Pacific
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Grab fresh slices of your favorite bread and toast as desired. Then choose which 
direction you’d like to take with these different toast variations. 

For a sweet twist: Smear some peanut butter across the toasted bread, top with 
granola, fresh raspberries, and banana slices. 

For a sweet and spicy twist: Smear creamy ricotta cheese over a slice of toast and 
drizzle honey across the top. Sprinkle a small pinch of red pepper flakes and top 
with fresh-cut strawberries. 

For a sweet and savory twist: Smear ricotta cheese over a slice of toast and add fresh 
arugula, balsamic vinegar, and blueberries to top.

To learn more about California Giant Berry Farms, visit www.calgiant.com

1

2

3

4

Fresh California Giant mixed berries
3 slices of your favorite bread

sweet

Peanut butter, granola, banana slices, 
raspberries 

sweet and spicy

Ricotta cheese, honey, red pepper flakes, 
strawberries 

sweet and savory

Ricotta cheese, balsamic vinegar, 
blueberries, arugula

Prep Time: 5 min per option
Servings: 3

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

TOAST WITH A TWIST

California Giant 
Berries
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explores the human rocket fuel behind 
unbeatable companies: the right CEO 
and the right Board.

The Right CEO

The pinnacle of career accomplishment 
is to become the Chief Executive 
Officer. It’s more powerful, exciting, 
and rewarding than any other 
position—but, as one who has peeked 
into many corner offices, I will also 
say the job is positively brutal, and 
is especially tough in the produce 
industry where so many executives are 
drawn to work in the business rather 
than on it. 

SOLVING THE FRESH PRODUCE

RUBIK’S CUBE
PART 2

By The Snack Editorial Contributor Julie Krivanek, 
President, Krivanek Consulting Inc.

I’m celebrating Krivanek 
Consulting’s 30th anniversary as 
a strategic planning consultancy 
hired to help invent the future of 

companies in the fresh food and produce 
industry. In Part 1 of this story in May’s 
issue of The Snack, I explained how, after 
all these years, I’ve discovered that 
success or failure pivots around only 
three things: the right strategy, the right 
CEO, and the right Board.

Previously, I zeroed in on creating 
the right strategy and vision while 
avoiding the five most common pitfalls. 
But, since a strategy is only as good 
as the people behind it, this article 

According to research in Chris Bradley, 
Martin Hirt, and Sven Smit’s Strateg y 
Beyond the Hockey Stick, the CEO 
controls all the business’ “biggest 
moves,” which account for 45 percent 
of a company’s performance. So, the 
impact of this position and the pressure 
to get it right is intense.

But, what’s enough to guarantee 
success? How many CEOs derail 
simply because they lack a future vision 
and strategic plan to get there? In 
truth, if he or she does not also produce 
financial growth year over year, the 
future never comes. The rare CEO 
has what it takes to juggle today and 
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...the job [of 
a CEO] is 

positively brutal, 
and is especially 

tough in the 
produce industry 

where so many 
executives are 
drawn to work 
in the business 

rather than on it.

tomorrow at the same time—and just 
like Goldilocks, succeeds in finding a 
balance that’s “ just right.”

The Right Board

Industry trade associations and 
other nonprofits have unique 
Board structures designed to foster 
engagement and support. Boards 
of publicly traded companies have 
elected Directors who govern over the 
company’s affairs, ensure corporate 
prosperity, represent the interest 
of stakeholders, and maximize 
shareholder value. 

An Advisory Board is an entirely 
different animal, and the secret 
weapon of privately held businesses 
who consistently beat the odds. 
These Boards are typically five to 
seven individuals with knowledge 
and experience that give a business 
confidence in their proven value. Board 
members are guided by a common 
vision, clear destination, and the ideal 
path designed to reach it. 

I honestly don’t understand why more 
produce companies don’t see the value 
that a competent, engaged Advisory 
Board can bring. It’s like having a 
business “dream team” and one of 
the best investments you’ll ever make. 
Some success stories from my 30 years 
of working with the right combination 
of Advisors, CEOs, Owners, and 
Investors have:

 Doubled the business in five years
 Consolidated a fragmented market through 
acquisition

 Expanded into national and global markets 
 Sold the business
 Tackled the turnaround, restructure, and 
renewal of a family business

 Found investors and raised capital for 
growth

 Boosted competitive advantage through 
technology and digital transformation

If you are an Owner or CEO of a 
private business, these examples should 
convince you not to go it alone. Worse 
yet, don’t bring in your certified public 
accountant (CPA) and attorney and call 
it an Advisory Board. And, if you run 
a family-owned business, don’t trot in 
every son, daughter, aunt, uncle, cousin, 
sibling, and in-law and call them the 
Advisory Board. Just don’t. 

Stumbling Blocks and 
Final Thoughts

While I’ve worked with so many 
accomplished businesses, there are all 
too many who struggle. I’ve seen two 
crucial reasons why:

Lack of trust: The produce industry 
culture is entrepreneurial and proud. 
We are very smart, but also a bit 
clannish. These tendencies can lead to 
a reluctance to bring in outside experts 
for help. Different ideas and fresh 
thinking aren’t a threat, but a path to 
discovering new ways to crack the code 
to the future.

All talk, no action: If the Board has 
to get overly involved with day-to-day 
decisions, yearly financial goals, and 
metrics, you have the wrong CEO. If 
the Advisors can’t solve the toughest 
issues, achieve the future vision, or hold 
the CEO accountable, you have the 
wrong Board. If talking about “people 
problems” drains your emotional 
energy and consumes your attention 
then muster up your courage, stop 
talking, and take action. 

I promise that if you obsess about being 
“fit for the future” with the right plan, 
the right CEO, and the right Board, 
your company will grow, prosper, and 
achieve its wildest dreams. I’ve seen it 
time and time again.

Julie Krivanek is a strategic 
plan and process Advisor 
to Boards, CEOs, and 
Executives in the fresh food 
and produce industries. 
She also serves on Advisory 
Boards and is a member of 
the National Association of 
Corporate Directors.
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My favorite memories are 
there, and it’s edgy!

9
Celebrations include everything from 
homemade pasta to spending every 
weekend with family.

2

TIFFANY SABELLI
Key Account Manager, Pure Flavor®

MY FAVORITE THINGS

Add one part down to earth to one part classy, stir it up, and you have some 
of the essential ingredients that make up Tiffany Sabelli. This produce 
professional proves that worldly tastes can be found right at home with 

family, and new experiences are just a sip away. I connected with the Pure 
Flavor® Key Account Manager to discover what powers the sales savant as 

she breathes life into classic favorites...

1Prepared simply with EVOO, garlic, 
and chili flakes!

7

A Fresh Orchid

1 2 3

4 5 6

7 8 9

Rapini

Niece and Nephew

New York City

Christmas Season

Dining Out

6 Fashion

Clambake

Our Italian Heritage

Cherish our special bedtime stories.

I love seeing 
everything sparkle.

3Annual Cousins’ 
Clambake on the beach.

Love trying new restaurants in 
different cities and reading the 

menu over a martini.

4
6

Saks Fifth 
Avenue—It’s my 
creative outlet.

It’s classic
and beautiful.

”

8

“

“ 5

With Lilian Diep

”“

”
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S
ome companies queue at the door of ingenuity. 
Others charge through, pushing the innovation 
gate open to lead the way for a more sustainable 
future both nationally and globally. There 

are many players throughout the supply chain 
in the world of agriculture. Each brings their 
own strengths from growing and handling to 
transporting and packaging, and all before the 
produce even reaches the shelves at retail. The 
success of this process doesn’t rest solely on one 
star player. However, having a leading and dynamic 
company such as Pratt Industries on your team can 
alter the game. 

A critical component of the supply chain lies in the 
packaging and the vision behind it, strengths Pratt 
excels at utilizing for its sustainable corrugated 
products. And within this power lies the potential to 
make a global impact.

The U.S. agricultural industry continues to be a 
leading player in the world’s growing arena. Pratt 
Industries stands at the ready with the desire 
to push the boundaries of sustainability with 
innovation and sharp minds to lead the team. I 
recently got the chance to pose some questions 
about this part of the supply chain with Brian 
McPheely, Chief Executive Officer, to find out how 
Pratt Industries is shaking up the world of fresh 
produce.

A Q&A with Brian McPheely, Chief Executive Officer, Pratt Industries
By Lilian Diep

Packaging APackaging A

FUTURE

Pratt Industries

57



Lilian Diep: In this industry, 
there are many trends and 
changes a company needs 
to navigate, especially in 
packaging. What helps 
Pratt Industries be so well-

equipped to handle and process 
these needs along the supply chain?

Brian McPheely: We understand 
agriculture—the long hours, the fast-
paced, non-stop nature of packing 
houses—and the entire supply chain, 
including the demands of modern-
day retailers and the impact that 
their policies have on growers 
and shippers. We also understand 
food safety and ways to maximize 
protection against potential 
food safety risks with regard to 
packaging.

For more than 20 years, our 
company has been focused on 
the manufacturing of sustainable 
corrugated packaging. Over 
the last decade, environmental 
sustainability has become critical 
for fresh produce companies 
when making packaging decisions. 
As the fifth-largest corrugated 
packaging company in the U.S., we 
possess one of the most modern 
containerboard manufacturing 
and distribution systems in North 
America. What has propelled this 
growth has been the vision of our 
Owner and Executive Chairman, 
Anthony Pratt, who has pledged 
over $2 billion to grow this 
company while adding thousands 
of American jobs. Each of our plants 
is strategically located to service 
growers, packers, and shippers of 
fresh produce of all varieties in the 
United States and Mexico.

Four areas of focus that have 
helped propel our growth in the 
fresh produce industry over the 
last decade are our commitment to 
supporting customers’ automation 
needs through packaging 
machines, our industry-leading print 
capabilities, our growing national 
footprint and equipment, and our 
just-in-time inventory management 
model.

LD: These four focuses are 
the pillars Pratt Industries 
stands on. How has 
focusing and developing 
these areas helped the 

company grow into what it is now?

BM: Service and support of our 
customers have been the biggest 
reasons we’ve continued to grow 
and be successful year after year. 
Our core expertise within the 
agricultural segment is listening to 
and caring for our customers. We’re 
good at that, and our customers 
appreciate it.

At Pratt Industries, we are also 
helping to lead the way in assisting 
the agricultural industry in its 
growth. We see an opportunity for 
the U.S. agricultural industry to 
be a major supplier to the world’s 
growing populations. Anthony 
Pratt has an excellent quote to 
help the agricultural industry grow 
its exports, “Export Food, Not 
Jobs,” which sums up his stance 
best as he continues to challenge 
the U.S. food industry to double 
food production sales, which would 
create millions of American jobs. 
Food security and food safety are 
issues in many parts of the globe. 
With the U.S. leading the world in 
the manufacturing, growing, and 
safety of food products, we see a 
major opportunity in exporting food, 
not jobs. We proudly support the 
Global Food Forum, which brings 
together industry and government 
leaders to share information and 
remove barriers that get in the way 
of doubling U.S. exports.  

Ultimately, our goal is to ensure 
that our customers’ fresh produce 
arrives at its destination in the 
best condition possible and in a 
container that they are proud to 
put their logo on. From custom-
designed multi-color print options 
to two-color standard options, we 
have a solution to fit every variety-
specific need.

LD: Why is agricultural 
packaging an important 
line of business and what 
do you hope to provide 
to your customers in this 
space?

BM: Our intention is to provide 
grower-shippers with the most 
advanced corrugated packaging 
solution available in the fresh 
produce industry. We are experts 
in corrugated packaging for fresh 
fruits, vegetables, and flowers. 
Our team has the experience, 
technical know-how, and industry 
relationships necessary to ensure 
that our customers’ products are 
packaged in the safest and highest 
quality single-use corrugated 
container available on the market. 

Not only are we providing our 
customers with a sustainable 
corrugated package, but we’re 
also supporting many of them with 
automated box setup equipment 
and the mechanical support 
they need to make their packing 
operations as efficient as possible.

Our team of experienced mechanics 
keeps the machinery running 
smoothly in packing houses 
throughout the country. They 
are incredibly important to our 
agricultural packaging group 
because they’re in our customers’ 
packing sheds every day providing 
preventative maintenance to the 
equipment and remedying potential 
issues.

“ WE SEE AN OPPORTUNITY FOR THE 
U.S. AGRICULTURAL INDUSTRY TO 

BE A MAJOR SUPPLIER TO THE 
WORLD’S GROWING POPULATIONS.” 

— Brian McPheely,  
Chief Executive 

Officer, Pratt 
Industries

Q1 
For more than 20 years, Pratt Industries has been focused 
on the manufacturing of sustainable corrugated packaging, 
helping to lead the way in agricultural industry growth

Q2 

Q3 
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LD: Nowadays, there is 
a lot of discussion and 
movement around how to 
bring sustainability to the 
forefront. What are some 

ways Pratt Industries has adapted to 
serve the agricultural market in this 
regard?

BM: As consumers’ preferences 
change, so does the packaging. 
We pride ourselves on bringing 
innovative solutions and ideas 
to our customers through box 
redesigns and style adjustments 
to support them as they look to 
provide new items for their retailers. 
Pratt Industries invests heavily in 
the design process and lab testing 
to make sure that our customers 
are getting a box that performs 
exactly as it should for its particular 
application. In one instance, we 
successfully moved a large grower-
shipper customer who was packing 
product in a standard tapered tray 
into an open-top display tray, which 
significantly improved print quality 
on the box, increased the box’s 
stacking strength, reduced the 
amount of paper used, and saved 
the customer a significant amount 
of money in the process. That’s 
innovation and a concrete example 
of Pratt rising to the challenges that 
our customers face.

“ ULTIMATELY, OUR GOAL 
IS TO ENSURE THAT OUR 

CUSTOMERS’ FRESH 
PRODUCE ARRIVES AT ITS 
DESTINATION IN THE BEST 
CONDITION POSSIBLE AND 

IN A CONTAINER THAT 
THEY ARE PROUD TO PUT 

THEIR LOGO ON.”

LD: For over 20 years, 
Pratt Industries has grown 
significantly in terms of its 
process, distribution, and 
portfolio. What are your 

plans for the company in 2020 and 
beyond?

BM: This year, we’re looking to grow 
with our customers throughout 
the United States. In California, we 
recently built a new state-of-the-art 
facility in Lathrop. The partnership 
between the Lathrop plant and 
our existing Salinas plant, formerly 
Robert Mann Packaging, is one 
that we believe is primed to benefit 
customers throughout the state. 
When you combine the expertise 
of our Salinas team’s years of 
experience in the California produce 
industry with our new corrugating 
plant in Lathrop, the options 
and possibilities available to our 
customers are endless. 

Additionally, we have invested 
heavily in our Georgia plant where 
we have doubled the size and 
production capacity of the facility. 
The same has been done at our 
North Carolina and Pennsylvania 
plants. These expansions will 
support the growth of our business 
in the Southeast and Northeast and 
should benefit our fresh produce 
customers in those regions. We also 
continue to grow and thrive in the 
Texas and Mexico markets.

I
t’s amazing how one component 
can prove to be so critical to 
an entire supply chain. From 
fields to shelves, the grower, 

shipper, retailer, and consumer all 
rely on packaging to protect the 
precious commodities inside. For 
it’s not enough to be the standard 
anymore—consumers and partners 
alike expect innovation in a 
sustainable fashion. Who better to 
put on the starting lineup than Pratt 
Industries?

Q4 Q5 

Pratt Industries invests heavily in the design process and lab 
testing to make sure that its customers are getting a box that 
performs exactly as it should for its particular application
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We all know that berries bring in the big bucks, and raspberries are no 
exception. Nothing quite says fresh the way that a table flush with 

raspberries does as the consumer walks into their local store. If the destination 
could talk, it might say, “Let me set the standard in your basket.” But, as 
produce displays have yet to find vocal chords, let us assist you with the help of 
Category Partners Powered by Nielsen...

Raspberry

Snapshot
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Conventional and Organic
Performance z

 6 oz         

 12 oz          

 9 oz          

 1 oz           

 24 oz            

 8 oz           

 16 oz               

 40 oz                

 5.6 oz                 

 1.25 oz

$535,351,855 

$241,791,645

$19,606,658

$6,248,464

$4,043,573

$2,657,999

$1,879,884

$1,150,626

$958,984

$821,511

66%

30%

2%

1%

0.5%

0.3%

0.2%

0.1%

0.1%

0.1%

PACKAGE TYPEPACKAGE TYPE SHARESHARE

$816,823,685

s TOTALTOTAL

Cumulative Total

 6 oz         

 12 oz          

 10 oz          

 16 oz           

 32 oz            

 9 oz           

 8 oz               

 1 oz                

 1.3 oz                 

 24 oz

$147,119,382 

$21,322,958

$8,118,513

$3,018,075

$2,502,393

$2,214,397

$690,459

$533,862

$303,230

$33,154

79%

11%

4%

2%

1%

1%

0.4%

0.3%

0.2%

0.02%

PACKAGE TYPEPACKAGE TYPE SHARESHARE

$185,895,706

TOTALTOTAL

ORGANIC

Cumulative Total

y

CONVENTIONAL

d
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SHARESHARE
d

 6 oz         

 12 oz          

 9 oz          

 10 oz           

 1 count            

 16 oz           

 24 oz               

 8 oz                

 32 oz                 

 40 oz

$682,471,238 

$263,114,603

$21,821,055

$8,529,941

$6,782,326

$4,897,959

$4,076,727

$3,348,458

$3,011,019

$1,150,626

68.1%

26.2%

2.2%

0.9%

0.7%

0.5%

0.4%

0.3%

0.3%

0.1%

PACKAGE TYPEPACKAGE TYPE SHARESHARE

$1,002,719,391 

TOTALTOTAL

Cumulative Total

Grand Total
Performance

$1,002,719,391

$909,206,959

10.3%

100%

139,312,193

119,663,110

16.4%

100%

 

SUM OF [$]SUM OF [$]

% CHANGE% CHANGE
SUM OF [$ YA] SUM OF [$ YA] 

SHARESHARE
VOLUMEVOLUME

VOLUME YAVOLUME YA
% CHANGE SHARE% CHANGE SHARE

TOTAL U.S.TOTAL U.S.
ALL OUTLET COMBINEDALL OUTLET COMBINED

CONVENTIONALCONVENTIONAL ORGANICORGANIC

SHARESHARE

$816,823,685

$743,689,561

9.8%

81%

120,241,198

104,373,334

15.2%

87%

 

$185,895,706

$165,517,398

12.3%

19%

19,070,995

15,289,776

24.7%

13%

 iGRAND TOTAL

Source: Category Partners Powered by Nielsen, Total U.S. xAOC, 52 Weeks to 4/11/2020 vs. A Year Ago

The latest Nielsen U.S. scan of the food and grocery category, which is inclusive of total grocery stores, drug 
stores, mass merchandisers, select dollar stores, select warehouse clubs, and military commissaries (DeCA) THESNACK.NET / 65



DIRECTIONS

To create simple syrup, mix granulated sugar and 
1 cup water in a saucepan and bring to a simmer. 
Once sugar dissolves, remove from heat.
  
Juice the lemons to yield roughly 1 cup of lemon 
juice. Combine lemon juice, simple syrup, and 
remaining water. Adjust ratios to taste. Chill. 

In a cocktail shaker, muddle five raspberries and 
sugar. Add vodka and lemonade and shake until 
well mixed.

Pour over ice in a highball glass. Garnish with a 
twist of lemon and a fresh raspberry or two.

Repeat steps 3 and 4 for additional cocktails.

1 

2

3

4

5

INGREDIENTS

lemonade
1 cup white, granulated sugar 

(can reduce to ¾ cup)
3—4 cups water, divided
4—6 lemons

cocktail
4 oz lemonade
1½ oz vodka
Fresh raspberries 
1 tsp sugar
1 lemon, sliced for garnish

Chill Time: 30 min
Drink Prep Time: 5 min per drink
Servings: 1 cocktail

Easy breezy is how I would 
describe my mentality in the 
month of June. All I need is a 

book to read, a chair for lounging, 
and a sunset to take in. But 
sometimes, I need to kick the easy-
breezy mentality into full throttle 
by adding a tart cocktail to the 
mix. And this spiked Raspberry 
Lemonade does just the trick. 

The pink drink has long been a 
summer staple in my eyes and 
consumers nationwide cannot 
help but agree. Although a 
sweet and sour combination is 

craveable throughout the year, 
there’s something about this 
flavor powerhouse that screams 
summertime. The best part about 
this Raspberry Lemonade is 
that it begins with a kid-friendly 
lemonade recipe—to help you 
maintain those devil-may-care 
vibes we’re all chasing after. 

Capturing market share from 
both adults and kids home from 
school, this two-for-the-price-
of-one recipe will have even the 
most hyperactive sitting back and 
kicking off their shoes.
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Libations
FOR ALL OCCASIONS:

RASPBERRY LEMONADE
COCKTAIL

By Anne Allen
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DelFrescoPure®

69

Each of a chef’s knives serves a 
purpose. Some have long blades 
ideal for slicing and dicing, while 
others feature small blades 

for trimming and peeling—and there 
are many variations of each. Not all 
chefs have the same tools in their knife 
block as cultural cooking styles require 
different ingredients. Therefore, diverse 
methods of preparation come to life. 
Between all of these factors, chefs build 
their perfect version of a knife set, slicing, 
dicing, trimming, and peeling their way 
to fresh culinary creation. 



heirlooms and now we grow over five 
acres. In the first year, I didn’t like the 
taste of many of the varieties. We had 
grown 50 or 60 varieties to see which 
ones were the best, and it gave us a 
better idea of which ones the consumers 
would prefer,” he explains. “When you 
evaluate your program, you want to 
consider how the consumer will react 
to new flavor profiles. You can put so 
many different varieties on the market, 
but some of them don’t taste as good as 
others. So, we focused on texture, flavor, 
and appearance.”

With such a vast array of flavors and 
colors on the market, a successful 
heirloom tomato program is not easily 
achieved. DelFrescoPure’s prowess in the 
industry precedes it, with Carl’s category 
know-how growing sharper by the bite.

Carl slices into a deep brown tomato 
now, touting its strong flavor as the 
quality that won him over. 

“I don’t eat all of the varieties because I 
don’t like all of them,” he asserts honestly. 

“Some heirlooms are mild while others 
have a more sharp flavor. I like sharper 
varieties, so I love the browns, deep reds, 

and oranges. I need to taste them for 
myself because if I don’t believe in the 
products, I have a hard time pushing 
them.”

Such diverse offerings make for culinary 
magic as chefs discover new inspiration 
at every corner—or, I should say, on 
every vine. Wielding each of their own 
tomato-slicing knives, chefs around the 
world have been particularly intrigued 
by the heirloom category. DelFrescoPure 
reports that the majority of its customers 
for this category reside in the foodservice 
sector. 

“This year, everyone’s circumstances 
have changed due to COVID-19, but the 
category is still very dynamic,” Carl tells 
me, “and we expect it to remain on an 
upward trajectory as we adapt to a new 
normal and foodservice strengthens its 
legs again.” 

It’s becoming more common to see 
heirloom tomatoes shining on the 
shelves of organic grocers and at the 
center of plates in high-end restaurants. 
Carl, however, believes that the 
category is ripe for growth beyond the 
specialty market as varieties are in such 

“All of the colors perform a function. 
Food is very unique in that way.”

- CARL MASTRONARDI, PRESIDENT, DELFRESCOPURE®

Lucky for chefs, there are many 
knives that can cut into a tomato. As 
I talk with Carl Mastronardi about 
the DelFrescoPure® heirloom tomato 
program, he uses a classic long-bladed 
chef’s knife to slice open a bright, yellow 
piece of fruit. It is a perfect pairing—the 
tomato slices like butter, and we each 
admire the complex cross section that is 
unveiled. 

“Yellow and orange heirlooms will give 
you a much sweeter flavor profile. Once 
you start putting them in different 
recipes, it’s beautiful to see the variety of 
colors they bring,” says Carl, President 
of the fast-growing greenhouse company. 

“All of the colors perform a function. 
Food is very unique in that way.”

As Carl continues slicing through his 
favorite heirloom tomato varieties, he 
describes the fervor with which he has 
grown this program.

Similar to the way a chef might build 
their perfect lineup of knives, Carl 
has personally evaluated hundreds 
of heirloom tomato varieties to build 
DelFrescoPure as one of the industry’s 
leading portfolios, tailored to the 
buying patterns of today’s 
consumers.

“We’re currently 
in our fifth year 
of growing the 
category. We 
started out with 
about one acre of 
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abundance. 
DelFrescoPure 
is currently 
working to 
continue growing 
the program, 
expanding its 
supply to more 
big-name chain 
stores.

“This is a category 
that everybody 
can enjoy,” Carl 
continues. “For 
the last three 
years, the industry 
standard for 
heirloom tomatoes 
has been a ten-
pound package 
with a PLU box. 
We have been 
tossing around the 
idea of developing double or single packs, 
even a three-pack for some of the smaller 
varieties.”

Within DelFrescoPure’s strategic 
expansion, the company is also 
growing beyond its conventional 
offerings through its organic programs. 
Consumers expect more from the 
products they purchase, and the grower 
is working to meet that demand. It is 
a natural next step for DelFrescoPure, 
as Carl explains that the grower’s 
hydroponic methods go hand in hand 
with organic standards.

“With hydroponics, we use Integrated 
Pest Management as biological controls 
and bees to pollinate. With pest pressure 
controls in place, this reduces our use of 

harmful chemicals,” Carl says. 

Carl holds a freshly-sliced, bright red 
heirloom tomato to the light, drawing 
our attention back to the intricacies this 
category is known for. 

There is a seemingly endless number 
of heirloom tomato varieties, and Carl 
insists it is up to him as a grower to eat 
them all and find out which will be most 
profitable. It is through this unshakeable 
belief that he has grown DelFrescoPure’s 
heirloom tomato program into what it is 
today.

“There are over 3,300 acres of high-tech 
greenhouses in Leamington, Canada, 
right now. When I started 30 years 
ago, there were maybe 200,” Carl 
reflects. “We started with two products: 

a cucumber and a 
Beefsteak tomato. 
Today, I have 
lost count of all 
the products we 
sell. And some of 
the bigger farms 
probably have 
double or triple 
the varieties. We 
aren’t just growing 
something for 
the volume 
anymore. We are 
growing categories 
according to 
the taste and 
perception of 
our consumers. 
Marketing plays 
a huge role in this 
growth, too.” 

Laying down his 
chef’s knife, Carl revisits the complexities 
hidden within each cross section of a 
tomato. Sight and taste converge to 
make an eating experience all its own, 
and no one color or flavor is objectively 
better than the next. 

When a chef looks into their toolbox, 
I imagine they are driven by time-
tested techniques as well as their own 
secret weapons. The knife they reach 
for depends entirely on the cumulative 
experience they have acquired.

So, maybe we should all try slicing 
into something new. Pick up that giant 
butcher’s knife we’ve been eyeing for 
months, or test our skills with the tried 
and true paring knife. Who knows what 
untapped potential we might discover.

“We aren’t just growing something for the volume 
anymore. We are growing categories according to 

the taste and perception of our consumers.”
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T he produce industry has consistently demonstrated its resilience 
and determination throughout the COVID-19 crisis. The United 
Fresh Produce Association has been at the forefront of the 
industry’s recovery efforts, focusing on two main priorities: Keep 

the produce supply chain moving and drive financial relief for those most 
impacted by this crisis.

COLLABORATION 

These times of unprecedented adversity have forced the produce industry 
to learn to connect in new ways, which, in some respects, has enabled it to 
work together more—both better and closely—than ever before. Since the 
foodservice channel collapsed in mid-March, United Fresh has worked with 
its members and allied produce associations across the country to develop 
new methods of collaboration to keep the produce supply chain moving 
and help those who have been hit the hardest.

In March, United Fresh formed a partnership with the National Grocers 
Association (NGA) to connect produce distributors who can deliver fresh 
produce and other items with independent supermarkets on a store-to-
door basis. The two associations have worked in tandem to get more fresh, 
healthy produce items into the hands of consumers.

Driving financial relief efforts for specialty crops, United Fresh collaborated 
with the Co-Chairs of the Specialty Crop Farm Bill Alliance, Florida Fruit 
and Vegetable Association (FFVA), National Potato Council (NPC), and 
Western Growers Association (WG). Together, the organizations developed 
specific proposals supported by the broad fruit and vegetable industry 
to outline financial needs to the United States Department of Agriculture 
(USDA) and the Administration. Most concerning, they estimated some $1 
million in losses per week since mid-March across the industry at the time 
of this report. In response, President Trump and USDA Secretary Sonny 
Perdue announced some $2.7 billion in financial support targeted to the 
fruit and vegetable industry, stemming from the bipartisan Coronavirus Aid, 
Relief, and Economic Securities Act (CARES).

“Our coalition has worked with USDA and our allied partners to ensure that 
these programs address the most urgent needs for the industry,” said 

Tom Stenzel, President and Chief Executive Officer, United Fresh. “Also, 
we’ll continue our push with Congress to allocate the resources needed 
to support our industry.”

As of the beginning of May, programs had just started to provide relief, 
albeit minor, to the industry including USDA’s AMS’s Farmers to Families 

Food Box purchasing program.

By The Snack Editorial Contributor 
Ben Massoud, Communications Manager,
United Fresh Produce Association

Collaborating, Innovating,
Developing Community
DURING A PANDEMIC&

“AS WE’VE LEARNED 
TO ADOPT ONLINE 

PLATFORMS TO 
CONDUCT OUR 

DAILY BUSINESS, 
OFFERING THIS FREE 

VIRTUAL EVENT 
BROADENS OUR 

OPPORTUNITY TO 
DELIVER REAL VALUE 
TO THOUSANDS OF 
INDUSTRY MEMBERS 

AT A TIME WHEN 
THEY NEED IT MOST.”

Michael Muzyk,
President, Baldor Specialty Foods, 
and Chairman of the United Fresh 

Board of Directors
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COMMUNITY

Companies across the supply chain 
have put a concerted focus on their 
communities to broaden access to 
fresh fruits and vegetables, despite 
their own economic hardships. 
To aid their efforts, the United 
Fresh Start Foundation infused 
the fresh produce industry with 
$25,000 in grant funds to provide 
more children and families in need 
with fresh fruits and vegetables. 
The association did this while 
also creating opportunities for 
foodservice distributors who have 
faced the loss of most of their 
markets with the impacts of the 
restaurant and hospitality industry 
shutdown.

The grants were an innovative 
solution made possible by those 
who donated their pre-paid 
registration fee for this year’s United 
Fresh convention.

The 25 grant recipients provided 
fresh fruits and vegetables 
to thousands of children and 
families in need, reaching them 
in school curbside distribution 
sites, community centers, and 
other emergency feeding sites, in 
communities spanning 18 states and 
one Canadian province.

Grant recipient Brothers Produce 
of Dallas, Texas, donated fresh 
produce to hundreds of families 
that are part of the local community 
served by Range Elementary School 
in Mesquite, Texas. 

“We are so glad to be able to provide 
our underserved community with 
access to fresh fruits and vegetables 
and to help ease their burden of 
bringing food to the table during 
these difficult times,” said Jose 
Monreal, Finance/HR Director at 
Brothers Produce.

To aid children and their families 
amid school closures, United Fresh 
began partnering with the School 
Nutrition Association (SNA) in April 
to connect produce distributors 
to school foodservice authorities 
requesting single-serve, individually 
wrapped produce as part of their 
COVID-19 meal distributions.

“Our members want to include fresh 
fruits and vegetables with their meal 
distributions and our collaboration 
with United Fresh assists our 
members in identifying local 
distributors that offer pre-packaged 
fresh produce that meets their 
needs,” said Patricia Montague, 
CAE, Chief Executive Officer, SNA.

As the fresh produce industry 
continues to adapt to extraordinary 
circumstances, we also will discover 
that our innovative solutions just 
may prove to become the new 
normal. 

United Fresh will continue to seek 
out opportunities to collaborate and 
innovate with, and on behalf of, the 
industry as we venture together into 
the new future of our supply chain. 
Now, more than ever, being United 
makes all the difference.

INNOVATION

Since 1904, United Fresh has 
gathered the produce community 
every year for its annual convention. 
That tradition will continue this year 
with a virtual twist.

Putting a new spin on the classic 
showbiz phrase “the show must 
go on,” the United Fresh Board of 
Directors made the decision to pivot 
not just their own businesses but 
the United Fresh 2020 Convention 
and Expo as well, moving the 
gathering onto the new platform 
United Fresh LIVE! The free virtual 
event will connect thousands 
of customers, suppliers, and 
colleagues across the industry and 
the globe to do business.

“United Fresh LIVE! is an innovative 
solution to an unprecedented 
challenge. Businesses across the 
supply chain are clamoring for 
information and connections,” said 
Michael Muzyk, President, Baldor 
Specialty Foods, and Chairman of 
the United Fresh Board of Directors. 

“As we’ve learned to adopt online 
platforms to conduct our daily 
business, offering this free virtual 
event broadens our opportunity to 
deliver real value to thousands of 
industry members at a time when 
they need it most.”

Debuting the week of June 15, 
United Fresh LIVE! features all 
the traditional United Fresh event 
opportunities the industry has relied 
on for over a century—a robust 
trade show, timely education, and 
engaging networking experiences—
delivered to you in new ways from 
the comfort and convenience of 
your own desk.

This unique opportunity to grow a 
business, grow a team, and connect 
with customers and suppliers in a 
virtual environment is one more 
example of how United Fresh is 
keeping the industry’s supply chain 
in motion. 

Tom Stenzel volunteers by serving boxes of fresh produce to hospital workers 
at The George Washington University Hospital in Washington, DC

A United Fresh Start Foundation’s 
grant recipient’s produce donations 
to a food bank
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Food theater begins in the 
fresh produce department 
if you ask me—the place 
where culinary dreams can 

be inspired and packaging is at its 
finest and most competitive. Actors 
stand out from the troupe—building 
momentum, setting the pace, and 
driving their roles forward with 
showmanship, grace, and versatility. 

Honey Bombs™, the newest addition 
to the SUNSET® Bombs™ family 
line, achieves just this type of 
transformation and value that the 
stage—in this case, the produce 
stage—demands.

If flavor and aesthetics are the 
themes in this production, then 
the Honey Bombs program has 
your ticket. Perfect for snacking 
and salads, these golden cherry 
tomatoes rock some seriously sweet 
flavor and are ripened and packed 
on the vine. 

Consumers are more drawn to 
texture and the entire eating 
experience than ever before, and 
these babies offer the perfect 
crunch and fragrant aroma while 
delivering a sweet-like-honey 
taste. Honey Bombs come in 12-oz 
clamshells and add a striking and 
vibrant color scheme and energy 
to the tomato destination, with 
foil details that help the packaging 
stand out on the shelf.

Fresh produce should not just offer 
a flavorful experience, but a gift for 
the eyes as well. If left up to SUNSET, 
this produce theater would be 
packing a full house.

A Closer Look at 
SUNSET® Honey Bombs™

By Jordan Okumura
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THE LEANING
TOWER OF
CHANGE

A Q&A WITH KRISTIN 
YERECIC SCOTT, 
MARKETING DIRECTOR, 
YERECIC LABEL

By Anne Allen

Yerecic Label

75

rom where I stand, the length of 50 years is a 
daunting stretch of road, a limitless highway 
in which the final destination is uncertain. 
For some companies, though, the destination 
has always been there, albeit in the guise 
of something much more concrete. In this 
industry, it’s all about building a lasting 
monument, a testament to a company’s 
quicksilver business decisions as it stares down 
a seemingly never-ending highway. And those 
decisions are the foundational stones. They 
are the enduring produce minds necessary to 
shape businesses into lasting endeavors, ones 
that have anticipated the changes, par for the 
course in the produce and retail industries and 
executed them with aplomb. 

Each industry has its monuments. The tech 
giant hubs of Facebook and Apple, the 
glittering score boards of Wall Street, even 
the single-level storefronts of mom-and-pop 
restaurants—all three stand equidistant on 
the boundless road to success. Along the way, 
however, your eyes cannot help but rest on 
the monuments within the produce industry. 

These structures, impossible to glance over, are 
made so by the people who construct them. 

For Yerecic Label and its team, it took the 
image of a monument and repurposed it for 
the future. The company knew it could build 
off of the formative grounds of the past, laying 
each decade as another pillar on which to erect 
a structure built to last. The first stone was laid 
in the garage of Art M. Yerecic, Sr., who did 
not yet know he was setting the foundation of 
a company that would seek out the future just 
as it upheld the standards of an industry’s past. 
For his vision of innovating produce packaging 
came with a constant hunger for ingenuity, one 
passed down to incoming generations. 

A member of that next generation fit to lead 
Yerecic Label into its next era of growth is 
none other than Marketing Director Kristin 
Yerecic Scott, who joined the company in 2014. 
She saw the rapid groundwork of expansion, 

F



witnessing the key movements of new machinery, new 
processes, and new facilities. But with five decades 
behind Yerecic Label, and its eyes already locked 
on the horizon, I asked Kristin how this inventive 
company continues to surprise both itself and the 
industry—and make monumental changes.

Q 1 Anne Allen: As Yerecic 
Label has grown 
throughout its 50 years, 
bringing on new technology 

and infusing new values with the 
old, how is the company looking to 
the future by investing in the next 
generation? 

Kristin Yerecic Scott: The biggest 
key to Yerecic Label’s success is our 

valued team members. Without their 
dedication, we would not be where 
we are today. They have embraced 
the next generation of Yerecic Label 
to help us understand the vast array 

of knowledge they’ve collected over 
the years. They also provide guidance 

toward becoming the best possible leaders 
we can be in our respective areas. 

One step we have taken in the past year is the 
introduction of our three Cross-Functional Teams 
(CFT), each led by a member of the next generation. 
My sister, Elizabeth Yerecic, a Key Account Manager, 
leads the Product Development team, which looks at 
new products, new markets, and testing processes. My 
brother, Josh Yerecic, our Production Manager, leads 
the Order Fulfillment team, as they look to break 
barriers in our processes from orders in-hand through 
shipping out our door. I lead the Pre-Order team, 
starting with our marketing initiatives 
through receiving an order. 

Q 2 AA: It seems obvious that 
Yerecic Label is dedicated 
to promoting team culture 
throughout its operations. How 

does this fit into your overall business 
goals and strategy? 

KYS: Yerecic Label is an avid 
enthusiast of lean manufacturing, 
with continuous improvement 
always being at the forefront of 
our minds. For years, our team 
members have contributed 

wonderful ideas to streamline our processes and better 
serve our valued customers. We know we make great 
strides in internal improvement with this type of 
business philosophy, but we’ve recognized recently that 
we struggle with the continuous aspect of it. The CFTs 
solve this issue as they meet for one hour each week to 
focus on the top barriers our teams face. 

Each CFT is composed of eight to 10 team members 
who work in different positions across Yerecic Label. 
The cross-functionality of the team members provides 
unique insights to each project that someone in the 
trenches of the day-to-day position may not have 
thought of before. We strongly believe that the best 
ideas come from our team members, which is another 
way the CFTs align with our long-term business goals. 

As part of our lean manufacturing journey, we have 
always used a variety of visual metrics throughout 
the facility to measure ourselves. Each CFT has their 
own set of standard metrics that we review each week 
to determine the impact our projects have on our 
organization. This helps us analyze our short-term 
growth toward our long-term goals. 

Q 3 AA: Recent product development, such as your 
SustainLabel!®, speaks to overarching trends 
within the industry. How do you see Yerecic 
Label working to become a leader in this space? 

KYS: Sustainability is such an important topic for 
shoppers and businesses, and has been a focus for 
Yerecic Label for almost ten years. Yerecic Label 
started our sustainability journey in 2011 and, at 
the time, 99 percent of our internal waste was going 
to landfills. By 2018, 99.6 percent of our internal 
waste was being recycled or sent to a waste-to-energy 
program. Sustainability is a huge passion for our 

“The biggest key to Yerecic Label’s success is our 
valued team members. Without their dedication, 

we would not be where we are today.”
- Kristin Yerecic Scott, Marketing Director, Yerecic Label
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projects within our label industry organization, TLMI, 
as well as throughout the fresh food community, like 
the Plight of Plastics panel at Southeast Produce 
Council’s (SEPC) Southern Exposure 2020. We 
also became members of the Association of Plastic 
Recyclers (APR) in 2019 to continue to build on our 
knowledge of how labeling impacts food packaging 
recycling specifically. 

Q 5 AA: As you’ve seen the business change 
throughout your time with Yerecic Label, what 
are you most excited about for the company’s 
future? 

KYS: The only thing constant in business is change, 
and I know the Yerecic Label team is always hungry 
for knowledge and innovation. I am most excited to 
work with our industry partners to help understand 
their challenges and, in turn, work hand-in-hand 
with the Yerecic Label team to exceed expectations in 
delivering solutions! 

B oth Kristin and Yerecic Label have opened my 
eyes to the ingenuity possible when staring into 
the future and daring it to stare back. In making 
a monument that stands the test of time, the 
solutions provider infused the legacy of forward 

thinking with the multigenerational power of family.

“Our goal is to help stimulate industry-wide change.”

team, and we wanted to find a way to create an impact 
outside our four walls. 

For years, Europe has been way ahead of the United 
States in recycling-friendly and sustainable material 
offerings, but this has changed in the last year or two. 
Yerecic Label is working closely with our suppliers 
to offer a variety of recycling-friendly label options 
through our SustainLabel! line. We look forward 
to continuing to add to this line with additional 
sustainable products in the future! 

Q4 AA: I know that your sister recently took a 
tour of rPlanet Earth’s facilities in Los Angeles, 
California, but how did that visit resonate with 
the entirety of the company? How do you now 

see Yerecic Label working to change how recycling is 
done throughout the supply chain? 

KYS: When Elizabeth, our Key Account Manager and 
Product Development Cross Functional Team Lead, 
toured rPlanet Earth, she came back with a wealth of 
information on how labels can negatively impact the 
recycling supply chain. There are a couple of major 
ways that labels contaminate rPET flake; ink migration 
can discolor the rPET flake, and labels can leave 
behind residual adhesive that also contaminates it. 

Yerecic Label and rPlanet Earth worked together to 
create a video that showcases some of these challenges. 
Our goal is to help stimulate industry-wide change. 
Yerecic Label is continually contributing to these 
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By The Snack Editorial Contributor Rex Lawrence,
Founder and President, Joe Produce Search

he Scout motto, adopted from Lord Baden-
Powell’s original Scouting for Boys Handbook, 
is ‘Be prepared,’ which means you are always 
in a state of readiness to do your duty, both 
in mind and body.

As you continue to build your professional career, a 
resume is probably the most powerful tool to have 
in your back pocket. It’s both a convenient resource 
for prospective employers and for your preparedness 
during times of uncertainty. In light of the recent events 
surrounding COVID-19, there’s no better time to update 
that ol’ curriculum vitae.

The return on investment (ROI) of a resume is 
tremendous. We encourage professionals to invest their 
time and/or money into making their resumes excellent 
and stand out from the mediocre masses. Again, be 
prepared! For some in our industry right now, it’s about 
necessity due to layoffs and furloughs. For others, it’s 
about being proactive. Either way, I encourage you to 
be prepared—have a solid resume ready.

In a previous Snack article (Oct 2015), I discussed 
critical Steps Not To Skip When Looking For A Job, 
covering that one vital component not to overlook—your 
resume. It may seem daunting at first, but a carefully 
crafted resume is valuable, and the process itself can be 
quite rewarding when completed. Another past Snack 
article (April 2017) I think you might also find of value 
is What’s The Value Of A Resume? where I discuss the 
various aspects of having a well-crafted resume.

For a snapshot of the highlights, here are 10 quick tips 
on what you should know when creating a solid resume:

Always be honest

Resumes are strategic marketing documents with one 
purpose—to get you to the interview. Do your selling 
and get into greater details at the interview

Know your target audience(s) prior to starting your 
resume

Know the job(s) you’re targeting prior to starting your 
resume

Accentuate your positives and de-emphasize your 
negatives/weaknesses

Remember, employers want to understand how you 
fit their needs and create ROI for their business

Two or three pages is fine. White space is good in 
terms of ease of reading

It’s worth saying it again: Your resume is marketing 
you, not selling you. No one gets a job based only 
on the resume, so don’t try to say it all in this one 
document

Be ready for an interview. Know your resume 
100 percent. Be able to answer every point when 
interviewers ask: “So tell me about this?”

Do not include your street address—city, state, and 
zip code are enough

Over the years, we have shared information about the 
importance of various aspects of finding and securing 
a great job, and now it’s more important than ever that 

T
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By the time this story is published, I can’t tell you how 
your OTHER investments are faring—hopefully well! 
What I can tell you is that an investment of your time 
and/or money in a well-crafted resume can provide you 
one of the best ROIs ever!

Let’s say that your next potential job pays you $50,000 
per year. And let’s say that you’re going to work there 
for five years.

Easy math: 5 x $50,000 = $250,000.00. The numbers 
grow as you continue your career!

What is it worth to you?

you be organized. At the very least, when you finish 
creating or updating your resume, you should feel great 
about your career and accomplishments. I can’t tell you 
how many times I’ve heard from industry professionals 
how they enjoyed the process with our resume writing 
experts and how much better they felt about the body 
of their work afterward. It’s cheaper than therapy—and 
you get a resume, too!

Most of my friends in life, in business, and on social 
media know that I’m a big fan of quotes and mottos. I 
love the gift of someone sharing their wisdom in so 
few words, and how it can stick with us for years, if not 
decades. Here are some to spur inspiration on your 
journey ahead:

“Success is where preparation and opportunity meet.” 
— Bobby Unser

“Give me six hours to chop down a tree and I will 
spend the first four sharpening the axe.” 

— Abraham Lincoln

“Proper planning and preparation prevents poor 
performance.” 

— Stephen Keague

“By failing to prepare, you are preparing to fail.” 
— Benjamin Franklin

“Prepare the umbrella before it rains.” 
— Malay proverb

“Our confidence comes from our preparation.” 
— Ronaldinho

“I don’t believe in luck, I believe in preparation.” 
— Bobby Knight

Our team has studied the science of resumes for years 
now. If you would like your resume reviewed and/or a 
quote on a new resume crafted by a professional, please 
visit us at JoeProResumes.com. 

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 and President 
Joe Produce Search℠

Rex Lawrence 

Joe Pro Resumes is another service of Joe 
Produce®. Joe Pro Resumes helps you write 
and refine your resume to help you find the 
produce industry position of your dreams. We 
have written hundreds of resumes for many 

professionals in the produce 
business in addition to 
various related sectors.JoeProResumes.com
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Preheat oven to 425° F.

Sauté spinach (optional), onions, and mushrooms lightly in olive oil. 

Coat a baking sheet with semolina powder before placing pizza on it. 

Add tomato sauce, spreading across entire pizza crust. Top with mozzarella, 
covering entire pizza. Add sautéed vegetables, peppers, and fig slices. Lightly 
sprinkle goat cheese over fig slices. 

Bake for 9–11 minutes or until well done and enjoy!

To learn more about Catania Worldwide, 
visit www.cataniaworldwide.ca

1
2
3
4

5

2 small Catania Worldwide black 
mission figs, sliced 

Medium-sized thin pizza crust, 
storebought or homemade

Tomato sauce of choice
½ cup Cubanelle or long hot peppers, 

chopped 
1 cup portobello mushrooms, sliced
2 cups mozzarella 
½ cup goat cheese 
½ cup onions, thinly sliced
1 cup spinach, optional
Semolina powder for dusting

Prep Time: 30–45 min
Cook Time: 9–11 min
Servings: 7–8 slices

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

FIG AND GOAT CHEESE PIZZA

Catania Worldwide 
Black Mission Figs
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Wash and peel potatoes. Cut into small pieces and place in a pot of cold water.

Bring to a boil over medium-high heat and allow potatoes to cook until they are 
soft.

Place softened potatoes into a large bowl. Mix in sour cream, garlic, cumin, salt, 
pepper, and oregano, and mash until well combined.

Wrap the tortillas in a damp towel or paper towel and microwave for 15 to 20 
seconds so they don’t break.

On half of the tortilla, place about 1 tbsp of the potato mixture and spread it 
around. Fold the tortilla in half and repeat with the rest of the tortillas.

Heat 1" of vegetable oil in a pan. Carefully, place the potato tacos in the pan, 
allowing them to cook for about two minutes on each side.

Once they have developed a golden color, remove from oil. Using a paper towel, 
pat dry to remove excess oil.

Serve with your favorite toppings and enjoy! 

Special thanks to Progressive Produce team members Robert and Gael for providing this 
amazing childhood recipe!

To learn more about Progressive Produce, visit www.progressiveproduce.com

1
2

3

4

5

6

7

8

2 large Nature’s Bounty Organic® 
Russet potatoes

¾ cup sour cream
2 cloves garlic, minced
½ tsp cumin
½ tsp oregano
8 corn tortillas
Salt, to taste
Black pepper, to taste
Vegetable oil, for frying

optional toppings

Guacamole, salsa, shredded cheese, sour 
cream, Ole Pacifica cilantro, Nature’s 
Bounty Organic onion, Ole Pacifica 
jalapeño, Ole Pacifica lime, sliced 
avocado, chopped tomato, shredded 
lettuce

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

TACOS DE PAPA ORGÁNICAS ( ORGANIC POTATO TACOS)

Nature’s Bounty
Organic® Russet Potatoes
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ACHIEVING
By Melissa De Leon Chavez 

ImpossibleThe
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Bolthouse Farms



W hat is “impossible” but a 
state of mind? 

Before sitting down to hear Jeff Dunn’s 
vision to help Bolthouse Farms lead us 
all into a flexitarian future in which 
produce reigns, I might have said it 
was impossible. But, as it turns out, 
impossible just means it hasn’t happened 
yet. 

Like most visionaries, Jeff and Bolthouse 
each could have, at one time, been 
called the dark horse in their own races. 
Two unlikely trajectories, which began 
on separate courses and collided with 
a force, ricocheting throughout our 
industry. 

Bolthouse Farms: A Renaissance

Running parallel with some of the 
truest-grit companies in our long-
standing industry, Bolthouse was initially 
established in 1915 as a small Michigan 
carrot farm and remained family 
operated for several decades before 
changing hands.

“We were always an innovator, both 
on the carrot side and the beverage 
side. That’s one of the most important 
things we needed to reassert when 
we took over,” Jeff, Chief Executive 
Officer, recalls of the move to 
buy Bolthouse back from its 
former parent, Campbell’s—a 
company that was about 
as far from its family-farm 
beginnings as the food industry 
would allow.

As the ink on the contract dried, 
a renaissance began to ripple through 
Bolthouse’s culture. Time began to wind 
back to its agricultural roots, while those 
who had helped build a long history of 
fresh returned to the helm.

“Part of this reassertion was bringing 
back our product and renewing our 
marketing teams. We’re really excited 

about the amount of people who 
returned and the innovation we brought 
almost immediately to market,” Jeff 
shares.

Again comes the word “impossible.” 
What many would have called 
impossible was instead a booming 
declaration heard throughout 2019’s 
PMA Fresh Summit—Bolthouse Farms, 
barely a financial quarter into its new 
governance, was launching a slew of new 
products. 

The approach, Jeff says, is one adopted 
from technology teams and reshaped for 
fresh produce’s need for speed.

“Much like software companies, we are 
shaping our innovation strategy around 
the market and emerging needs. Then, 
based on what we learn, adjusting as 
needed to bring the next generation 
of reimagined products,” Jeff explains, 
telling me this is the answer to a problem 
he sees many large-scale food companies 
run into, produce and otherwise. “They 
try to ensure that a launch is perfect, 
pretty, and does everything. That takes 
too much time in an industry where 
we have no time. So, we set up a very 
fast innovation process that allows us 
to bring a new item to market, read 
the reception, adjust, and then bring 
something even better.”

 
The iPhone strategy has hit fresh 
produce—get the job done while 
perfection finds its way down the 
pipeline. Before my eyes, I see how this 
both fits and fights against our industry 
standards. We constantly preach against 
a level of perfection not found in Mother 

Jeff Dunn,
Chief Executive Officer,
Bolthouse Farms

Nature, while still doing our damndest 
to get as close as possible. Jeff, bringing 
a 40,000-foot viewpoint, has no qualms 
about being fast first.

“My venture experience may not have 
informed me of the traditional strategy 
behind plant-based products, but it 
fueled our internal strategy to turn 
around innovation and see how quickly 
we can pivot to identify these trends, 
develop products, and get them to 
market,” Jeff explains. “Consumers are 
changing fast, and we need to be able to 
respond just as quickly.”

Jeff Dunn: A Tale of Two Origins

Jeff’s path to becoming CEO of 
Bolthouse Farms is as versatile as the 
products he now helps shape and sell.

“I can’t keep a job!” he jokes of the 
wide-ranging portfolio that has clearly 

Impossible just means
it hasn’t happened yet. Impossible just means
it hasn’t happened yet. 
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enabled him and his team to take an 
entirely different approach to Bolthouse’s 
strategies—not just in the “launch 
first, perfect later” mindset, but seeking 
out and leaning into burgeoning 
technologies. He credits all this to the 
unlikely foundation his career was built 
on, one that is almost the exact opposite 
of Bolthouse’s.

“The first half of my career was at 
Coca-Cola, where I was able to build 
a strong brand, product, and global 
distribution background. What I learned 
there continues to serve me because 
the company really understands how 
to develop for, and service, the market. 
When I later moved into private equity, I 
was able to bring all of that experience,” 
Jeff recounts. 

It was private equity that then 
taught him more about software and 
technological capabilities, followed by 
Jeff launching his own venture fund. 
This brought him into the food business 
and to his first encounter with Bolthouse, 
nearly a decade before he would help 
lead the company.

“Having first approached Bolthouse from 
the consumer packaged goods (CPG) 
and beverage sides, and now working 
with the agricultural side, has shaped 
how I run Bolthouse today. It is also a 
part of the overall decision to make a 
plant-based food system the focal point 
of the company’s overall mission going 
forward,” Jeff shares, bringing to the 
surface not only his adaptive nature, but 
also his endlessly curious mind, reading 
anything that might influence the market 
and sharpen his vision to anticipate 
what’s next.

“In the past several years, the center of 
the store has shrunk. Fresh has grown 
dramatically, and so has the quality 
and the variety of its products. Look 
at any grocery store’s produce section 
today—much of it is structured around 
convenience,” Jeff observes, before saying 
something I rarely hear in produce. “I’m 
pretty good at predicting trends 10 years 
out, and I promise you that, 10 years 
from now, we will have migrated to a 
much more plant-based food system.” 

That vision, which began to take 
shape even before Jeff stepped into his 
current role, has now fully formed into 
Bolthouse’s new direction and guiding 
mission: Build a plant-based food system 
for the 21st century.

“The architects of these types of platforms 
can be the real drivers of that plant-
based shift. They will be the winners. We 
bought Bolthouse back because we saw 
it as a company with the opportunity to 

Since welcoming new ownership, Bolthouse 
Farms has brought itself back to the 
agricultural roots and family farm-like culture 
it was founded upon

become one of the leading platforms in 
this new space, and I deeply believe we 
will help change our food system moving 
forward,” Jeff says strongly.

Achieving the Trifecta

It’s impossible to know what the future 
holds...or is it? Bolthouse Farms all but 
tells our fortune with its promise to 

“create a plant-based food system for the 
21st century.” As a writer, I can dive into 
this statement and swim all afternoon in 
the depth of meaning that it holds.

“We think that innovation, built on top 
of operational excellence, is really the 
thing that has historically differentiated 
Bolthouse and the early returns on this 
have been incredible. Now, we are teed 
up and driving toward what we feel is 
the future of not just produce, but food 
systems overall,” Jeff shares.

How do you reach more than just 
burgeoning shoppers and families? 
Established ones and those who have 
yet to build their own bank accounts? 
Bolthouse Farms has navigated multiple 
generations, as has Jeff’s first industry 
teacher Coca-Cola, bringing two schools 
of thought together to form a strategy 
built to withstand just about anything.  

“One thing my first business chapter 
taught me is to look not only at changing 
consumer attitudes and behaviors, but 
what do 10 to 20-year-olds think, what 
do 20 to 30-year-olds think, and so-on. 
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Then manage that analysis over time. 
As I started looking at that data over 
the last three or four years, both as 
an investor and as an operator, what 
became very clear to me is that there 
was a fundamental shift taking place,” 
Jeff breaks down.

That shift, which our industry has 
seen take shape in the popularity of 
fruits and vegetables as well as their 
cousins, plant-based meat substitutes, 
has inspired consumers to want to give 
plants more real estate on the plate. But, 
Jeff points out a key challenge: American 
consumers don’t like to give anything up.

“If we can still have a cheeseburger or 
a hot dog, and it tastes, smells, and is 
texturally like the original, but just 
so happens to be plant-based, then I 
strongly believe that most people will 
make that decision more and more as 
products improve over time. That leads 
us to a healthier planet, to healthier 
humans, and, ultimately, it serves 
everybody’s needs,” Jeff sums up what he 
believes is not only a no-lose bet, but a 
surefire direction in the food industry.

Looking at how quickly the sector 
has moved from a niche offering to a 

fast-food option, it’s hard not to believe. 
Especially because, Jeff points out, much 
of the science and technology is either 
almost or already where it needs to be to 
achieve this. 

“The challenge at this point is cultural, 
and I think the key is in having a 
flexitarian view of the world,” he tells 
me. “It doesn’t have to be 100 percent 
plant-based to work. Veganism, for 
example, became exclusionary, and 
that’s a mistake. When we talk about 
plant-based, we don’t say exclusively 
plant-based. That’s the first thing. The 
second is that the knowledge of plants’ 
health benefits to humans is one of the 
places technology is really exploding. 
The whole secret is understanding not 
just how plants serve us but how to 
productize that in a way to get those 
benefits to people. How many current 
drugs and therapies can we replace with 
food?”

The third component is comprised of 
climate change and sustainability, which 
Jeff says inevitably follow the first two. 

“If you believe the first two points—that 
I can use technology to develop plant-
based products that are healthy for 

me and taste great—the last piece is 
psychological: I feel better both from a 
health standpoint and from a planetary 
standpoint eating a plant-based diet,” 
Jeff observes. “If we’re going to deal 
with climate change, we’ve got to reduce 
meat consumption. The developing 
world is going to continue to want more 
meat, but we can slow the effects of that 
by giving them plant-based alternatives 
that people in the developed world can 
generally afford. As they make that 
transition, the planet will get healthier.” 

The Ricochet

If there is a final thought Jeff leaves 
me with, it is that Bolthouse doesn’t 
necessarily want to be the biggest food 
company out there when it can be 
the quickest to identify and capture 
the direction the food industry is 
headed. In fact, being in a constant 
state of transition is what Jeff credits 
with Bolthouse’s ability to withstand 
the unanticipated curves thrown at us 
by the recent COVID-19 pandemic, 
while being able to help hold other 
organizations up as well.

“If there was ever a black swan event, 
we’re living in it. This is going to 
change more than we can even imagine 
at this point. If there was ever a case 
for what we’re talking about in the 
necessity to move fast, this is it, because 
the companies that pivot quickly and 
continue on simply by shaping their 
strategy, their internal operations, and 
their culture will be the winners. If 
you’re up and still running, it’s not 
because you’re lucky. Even here in 
California, one of the more highly 
impacted states, we’ve still been able to 
stay up and running, and that’s because 
we moved quickly to put in place the 
appropriate actions. I think if you can’t 
do that as a company today, you’re not 
going to succeed long-term,” Jeff advises.

If the word “impossible” is simply 
a direction yet to be taken, or even 
discovered, then to say so is nothing 
more than a challenge to prove 
otherwise. And no one likes to challenge 
or be challenged more than the dark 
horses in a race. Luckily, I happen to 
know just the two.

Products that are both delicious and healthy continue to trend 
upward, and Bolthouse Farms is confident that these are the future 
of not just the produce industry, but of the entire food sector

“The challenge at this point is cultural,
and I think the key is in having a
flexitarian view of the world. “

– Jeff Dunn, Chief Executive Officer, Bolthouse Farms
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I
dentifying the potential opportunities for 
growth across the fresh produce industry 
is essential to both financial success and 

lasting category loyalty. As we move through 
2020, organics have our ticket here at The 
Snack Magazine. Diving into total food sales 
in the United States for organics, including 
all outlets that envelope supermarkets, mass 
merchandisers, club stores, dollar stores, 
convenience stores, and military commissaries, 
is a lofty goal, but if someone has to do it, 
Category Partners and the Organic Produce 
Network can. Check out the numbers on 
organic performance according to the 2019 
Organic Produce Performance Report released 
exclusively by the Organic Produce Network 
and Category Partners, in this 50th issue of our 
magazine...

Snapshot
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Organic Fruit and 
vegetable sales

increased by

5.1% 
 

compared to a dollar increase of 
1.9% for conventional products

Organic Fruit and 
vegetable volume

increased by

4.6%  
compared to a volume change of 0.8% 
for conventional items

Organic dollar share

increased to

9.5% 
from 9.2% in the
previous year

Organic volume share

increased to

5.0% 
from 4.7% in the
previous year
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SOURCE | Organic Produce Network and Category Partners, powered by Nielsen Total U.S. Scan, Jan–Dec, 2019 THESNACK.NET / 89
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