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Editor’s Letter

often wonder how history books will
write about

2020 and 2021.

The past year felt far from linear, and the
months that we usually bookmark in our
bodies and memories with shows, travel, hugs,
holidays, and handshakes have been
traded for world-changing events, successes
and losses, and challenges and opportunities.
We have been existing in a state of always
arriving, like stops on a road trip that—
seemingly—has yet to map its destination.
This groundlessness has forced many of
us to discard time as we have known it
traditionally. I know I have. While all the
promise of this new year sets in and the past
12 months since our company went remote
stabilizes as routine—with less surprise and more
familiarity—there is one idea that surfaces for me as I
cast a wide net over the actions and ideas I have witnessed
from our industry: Never waste a good disaster.
As I write this, it feels a bit insensitive to type out what
seems like a flaw-ridden adage proposed in similar words
by the likes of Winston Churchill, amongst many others—
especially during this significant, momentous, and critical
time. But, crises present opportunities for radical change.
I have seen many of our industry members, leaders, and
advocates champion the cause and take risks that have
allowed us to review our commitment, values, and where
we want to lay the next paving stones in our personal and
professional evolutions.
We kick off 2021 with many of those individuals and
companies I speak to in the pages of our 56th issue of
The Snack Magazine; those leaning into risk despite the
uncertainty of reward. In my heart and mind, they are
already succeeding. Superfresh Growers® is among
the elite group of fresh produce leaders tackling issues
from social justice to culture and advocacy. President
Robert Kershaw takes us on a journey through a shifting
landscape to show us just how much one organization can
change in a year.

Giumarra Companies takes up the task of innovating in
times of crisis to help raise the bar on what is possible. The
team’s feats this past year have reminded me, and our
industry, of why leading by example is an attribute of a true
leader and a dedicated champion of fruits and vegetables.
In this issue, you will also find The Texas
International Produce Association and its diehard drive to galvanize the industry and come
together to build relationships, even in times
of hardships and hurdles. As the team
looks to Viva Fresh 2021, it sees the risks
it is taking and steps courageously into the
unknown with the rest of us, proving we
truly are all in this together.
There are many more faces and companies
in this issue that I can thread into this first
Editor’s Note of the year, but our editorial team
can tell their stories better, deeper, and with a passion
this small space cannot possibly convey. So, please, keep
turning these pages and take a walk with us on a road
paved for change.
There is beauty in our worlds collapsing into one another,
as much of the past year has taught us—revealing
the potential for what this new year can hold. This
fundamental breakdown of collapse provides the materials
for change, and we hope to narrate your journeys in
revealing the heart of the matter, the road it took to
get here, the one we walk today, and the topography of
tomorrow.

Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack Magazine

2005 Capitol Ave., Sacramento CA 95811
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WTF

DO I DO WITH

Sunkist® Cara Cara
and Navel Oranges

{ what the fork }

ORANGE ALMOND RICOT TA TOAST
INGREDIENTS
1 Sunkist® Cara Cara Orange
1 Sunkist® Navel Orange
2 slices sourdough bread (or bread of
choice)
½ cup dairy-free almond ricotta
2 tsps of honey
Honey, for drizzling
Prep Time: 8 min
Cook Time: 2 min
Servings: 2

?

1
2

Recipe by Jessica Bippen, RD
DIRECTIONS

Toast bread to your liking.
Slice Sunkist® Cara Cara Orange and Sunkist® Navel Orange into ¼" thick rounds.
Lay each orange round flat and cut around to remove the peel. Set aside.

3 Place the almond ricotta in a bowl and add 2 tsps honey. Mix together with a spoon.
4 Assemble toast by spreading ¼ cup of the ricotta mixture on to the toasted bread.
Top each slice of bread with four orange slices and drizzle honey on top.

5 Enjoy!
Tip: Replace honey with maple syrup for a vegan substitute.

For this Sunkist recipe and more, visit www.sunkist.com/recipes
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Giumarra Companies

J

ust when you think you know it all, something
new comes soaring in to shake things up. I
settled into my chair this morning, thinking I
had it all figured out—now finally able to keep
pace with our dynamic industry.
Boy, did I think wrong.
Between growing, packing, distributing, transporting, buying,
and selling, fresh produce is one machine whose parts never
stop moving. I was gently reminded of this as I sat down with
some key members from Giumarra Companies’ marketing
and management teams. And, by the end of our discussion, I
could practically see an entirely new supply chain mapped out
ahead of me.
“We’re always looking for ways
to innovate,” Kristina Lorusso,
Regional Business Development
Director, began. “Although we
are a fresh company first and
foremost, we are diversifying
ourselves as a services company
as well. We are extremely
interested in supply chain
relationships,
and have recently
Kristina Lorusso,
honed
in
on
some
new services
Regional Business
and
innovations
that
create
Development Director,
Giumarra Companies
unprecedented efficiencies.”

If you’re an avid reader of our sister publication
AndNowUKnow, you may recall in early August that Giumarra
had successfully flown peaches grown in California’s San
Joaquin Valley to select Gelson’s Markets locations in the Los
Angeles, California, area. Well, that was only a taste of the
extremely innovative operation, which has the potential to
redefine the relationship between buy and supply and create
new possibilities for collaboration.
“We formed a partnership with Reliable Robotics at the end
of May 2020 and prepared to do a proof of concept test with
its autonomous aircraft technology. We were fortunate to
also partner with Gelson’s for the test, which received these
flown-in peaches that had been picked within the same 24
hours prior to delivery,” Kristina explained. “Concurrently,
we worked with our grower partner to ensure the timing was
just right. We had to change the way we thought about and
managed the product, ultimately ensuring that the peaches
would reach their ideal maturity before we loaded them on the
plane.”
Yes, she said autonomous!
A plane without a pilot is certainly a futuristic concept, but the
practice may go mainstream sooner than we think. Reliance
Robotics’ autonomous plane completed a 200-mile journey,
including take-off, flight, and landing, by itself—a sight I am
now eager to see. Because it’s still in the early testing stages,
and for the sake of safety, there were pilots on board for this
test, but the goal is for the planes to eventually pilot themselves.
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“

Although we are a fresh company
first and foremost, we are diversifying
ourselves as a services company as well.

”

-Kristina Lorusso, Regional Business Development Director, Giumarra Companies

Giumarra Companies formed a partnership with Reliable Robotics at the end of May 2020 to test the concept of flying fruit
directly to retail

Once this innovative program is fully up and running,
there’s no doubt in my mind that retailers will be flocking to
Giumarra for their fresh fruit needs. Having been the first
grocer to benefit from the technology, Gelson’s has gained a
competitive advantage that no other retailer can currently tout.
“We at Gelson’s feel very proud and honored to have been
chosen by Giumarra as the first retailer to receive fresh
peaches via its new airfreight test program,” said John
Savidan, Senior Director of Produce and
Floral at Gelson’s. “The first-of-its-kind
autonomous plane peach shipment that
took place back in August was very
successful and is just the beginning
of what’s to come for the future of
fresh produce deliveries.”

John Savidan,

Senior Director of
Produce and Floral,
Gelson’s Markets
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Upon arrival, the shipment was
picked up by Giumarra’s trucking
operation for direct store delivery
(DSD) to participating Gelson’s. In
bypassing the warehouse, Giumarra
managed to avoid its peaches being
held overnight or longer before
hitting store shelves.

“We already discovered that we are able to deliver a fresher
product. Peaches, and stonefruit in general, are typically
grown and harvested so they can sustain the length of travel
it takes to arrive on the shelf. Not only is it about timing, but
our growers must be meticulous in the varieties they grow in
order to deliver the most premium product,” said Kristina.
“With this new possibility of getting peaches from the tree to
the store within 24 hours, we might be able to use different
varieties with unique flavor profiles. That would be a total
game-changer.”
As a devout stonefruit lover, my ears perked up at this.
Kristina explained that we may see a renaissance of varieties
that growers had previously phased out due to being more
perishable. In addition, Giumarra will test new varieties
from the company’s breeding program to meet specific goals
to enhance its flavor offerings to customers based on this
distribution model. The company is now in talks with its
growers surrounding the idea, rolling out tests to see how
certain varieties delivered via aircraft may help reduce shrink
at retail.
“I can’t say too much about the testing, but you’ll soon see
more from us in partnership with retailers in the Midwest,”
Kristina teased. “We have a long-term history in fresh and
have made a concerted effort over the years to start looking

into other ways that we can serve the retail community. With
that in mind, we have been looking for partners who are
thinking outside of the box, and we found that in Reliable
Robotics.”
As if autonomous aircrafts weren’t impressive enough, Kristina
revealed that Giumarra is developing a program to create
additional avenues for efficiency, such as autonomous highwaybased transportation and coordinated consolidation services
designed around retailers’ requirements. The company is
working with retailers to identify pain points in the supply
chain as it moves to continue expanding as a trusted fresh
company with a very robust services arm.
“We’re looking for more innovative ways to limit the number
of days for fresh fruit transport,” she continued. “You’ll be
hearing more from us on our new transportation initiatives,
as well as new consolidation services. We have facilities that
are primely located to serve as one-stop-shops for distribution.
Produce shipments may undergo quality control and be loaded
at our Nogales, Arizona, facility, for example, where a retailer
could pull a truck in and pick up their deliveries—even if they
are not Giumarra products. This is a new opportunity for our
retail partners as they seek to limit the number of stops that
their trucks need to make.”
Just because Giumarra is talking about services now does
not mean it will press the brakes on diversifying its fresh
operations. In fact, when it comes to this grower, fresh produce
and innovation have always gone hand in hand. This, the team
explains, is due in large part to the company’s long-standing
leadership. Efficiency and innovation at retail have remained a
central focus for Giumarra since the beginning.
“Historically, Giumarra began importing summer fruit in
winter from Chile to North America in 1985 to complement
our domestic growing
base,” said Director of
Communications Megan
Gorgisheli, delving into how
Giumarra’s leadership has
driven long-term growth.
“Our leaders foresaw a need
in the marketplace to offer
customers as close to a yearround supply as possible on
major produce items like
Megan Gorgisheli,
grapes. We partnered with
Director of
like-minded growers in
Communications,
Chile to make this happen
Giumarra Companies
and were among some of
the first companies in the
U.S. to do so.”
Top Right: Giumarra Companies flew its peaches to select
Gelson’s Markets locations in the Los Angeles, California, area
Bottom Right: The grower has been looking for partners who
are thinking outside of the box, and the team found that in
Reliable Robotics
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“
”

We have facilities that are
primely located to serve as
one-stop-shops for distribution.
-Kristina Lorusso
While Giumarra played a heavy hand in growing fresh
produce at retail, the company also led the charge at
foodservice in those early days.

“One of our premier grower partners, Santa Teresa, which is
located in Mexico, observed that many prominent U.S. tomato
growers in the 1970s and ’80s began to switch from vineripened to mature green tomatoes to service ever-growing fastfood chains,” Megan told me. “Our grower quickly pivoted,
and we were able to offer foodservice companies the same
mature green tomatoes out of Mexico, coupled with ripening
services. We are proud to say we have been working with
Santa Teresa for several generations.”
Giumarra Companies’ Chief Executive Officer, John
Corsaro, who has worked with the company for more than 30
years, echoed the spirit of inventiveness that has become so
fundamental to the company’s culture.

With the new possibility of getting peaches from the tree to
the store within 24 hours, Giumarra Companies is looking into
different varieties with unique flavor profiles
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“I am privileged to follow in the
footsteps of some great leaders,
including my father, Don Corsaro,
who helped shape Giumarra
into what it is today and infused
a strong sense of entrepreneurial
problem-solving into the way we
approach our business,” John said.
“There are some exciting things
on the horizon that we can’t wait
John Corsaro,
Chief Executive Officer, to share with our customers.”
Giumarra Companies

Have I shaken you out of all
you’re accustomed to yet? I
may still be a produce industry newbie, but I know a shift in
momentum when I see one.
Giumarra is piloting a new path for the supply chain, and I,
for one, am buckled in and ready to fly.

WTF

DO I DO WITH

Wish Farms
Strawberries

?

{ what the fork }

STRAWBERRY “BLS” LET TUCE ROL L-UPS
INGREDIENTS
1 package fresh Wish Farms
Strawberries, sliced
1 head lettuce (Iceberg, Romaine, or,
Butter)
8 slices bacon, cooked crispy
3 oz or 6 slices turkey or chicken
breast
2 tbsp mayo
Prep Time: 15 min
Servings: 2
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1
2
3

DIRECTIONS
On a large cutting board, lay out 5–6 large pieces of rinsed lettuce.
To the center, add 3 slices of lunchmeat, 1 tablespoon mayonnaise, 4 bacon slices,
and sliced strawberries.
Roll the lettuce like a burrito or serve ‘open face.’ Enjoy!

To learn more about Wish Farms,
visit wishfarms.com

Pete’s

Fiercely Fresh
By Chandler James

I

n the universe that is our fruit and
vegetable industry, there’s fresh, and
then there is greenhouse fresh. This
innovative indoor growing method
sets its products apart in the produce aisle
by bringing a premium edge to already
in-demand offerings. Greenhouse may be
small in acreage, but it is huge in dollars,
and industry frontrunners who’ve dipped
their toes in these waters have found
themselves not only afloat, but swimming.

Pete’s is one such waterbug, having
built a leafy greens empire out of its
greenhouse-grown lettuce lines. From
Living Lettuce to Butter Stuffers,
consumers have begun to see the lettuce
category in a new light—one which
brings versatility to the forefront.
Having opened the doors for
unprecedented category expansion,
Pete’s has now ventured to bring an even
fresher version of its lettuce to market by
evolving its strong hydroponic vision.

Corrie

hutchens,
Marketing and
Innovation Lead,
Pete’s

“Pete’s Greenhouse Fresh™ is a new line
of hydroponically greenhouse-grown
packaged salad varieties that are rooted
in sustainability,” Corrie Hutchens,
Marketing and Innovation Lead,
explained to me as she pulled back the
curtain on this exciting launch. “Pete’s
Greenhouse Fresh comes in four varieties:
Hydro Spring Mix, Indoor Romaine,
Nice & Crunchy, and Benevolent Butter.”

As Corrie mentioned, sustainability is a
cornerstone of Pete’s new Greenhouse
Fresh line. Being well-versed in
greenhouse and hydroponics from the
get-go, the grower is fully immersed
in all aspects of both methods. Some
would go so far as to say that giving back
to Mother Earth is the driving force
behind greenhouse and hydroponic
growing, an argument I believe Pete’s is
wholeheartedly committed to.
“These greens use 90 percent less land
and water than field-grown packaged
salad offerings,” Corrie told me.
“Another benefit of being hydroponically
greenhouse grown is avoiding a harsh
triple washing process that often includes
a chlorine bath. A simple rinse at home
by consumers is all that is needed, which
also saves a lot of water.”
Pete’s is one of the only packaged salad
lines on the market with a give-back
aspect tied into the product. And I’m
not just talking about an advantageous
promotion to bring more attention to the
line. Giving back is central to Pete’s being.
The employee-owned and operated
company’s team members have a stake
in the game with sustainability being a
central personal value.

Collectively, everything Pete’s does, it
does as a team for the greater good of
people, the planet, and leafy greens.
“Further solidifying the line’s sustainability,
we have partnered with 1% for the
Planet and will pledge one percent of our
Greenhouse Fresh sales to The Recycling
Partnership. Through these partnerships,
we can work toward a circular economy
and put an end to wish-cycling,” Corrie
said. “Another central goal of ours is to
make more packaging types 100 percent
recyclable.”
Not only is the Greenhouse Fresh line
a champion of sustainability because
it is hydroponically greenhouse grown,
but its tub is made from 100 percent
post-consumer recycled material and is
100 percent recyclable. In addition, the
flexible, resealable closure uses less plastic
and emits less CO2 than other rigid
plastic offerings. As we should all know
by now, recyclability is at the top of the
list when it comes to consumer demands,
giving Pete’s shoppers one more reason
to add lettuce to their carts.
While sustainability may be what
initially draws shoppers to certain retail
sets, food safety is what will keep them
coming back. Pete’s Greenhouse Fresh

“

In the event of
future variety recalls,
our hydroponically
grown items would be
exempt given that they
are not field-grown.

- Corrie

hutchens,

”

Marketing and
Innovation Lead,
Pete’s

Not only is the Greenhouse Fresh™ line a champion of sustainability because it is hydroponically greenhouse
grown, but its packaging uses entirely recycled materials
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line helps to drive category sales by
offering consumers an alternative choice
to field-grown packaged salad products.
Given that these products are grown
hydroponically indoors, there is an added
element of cleanliness and safety that
separates these offerings from field-grown
lettuce.
“We have seen multiple leafy greens
outbreaks shake the industry in recent
years, and informed shoppers will find
solace in knowing that they have another
option where their greens are grown in a
different type of controlled environment.
In the event of future variety recalls, our
hydroponically grown items would be
exempt given that they are not fieldgrown,” Corrie explained. “Additionally,
our packaging follows guidelines set forth
by the Produce Marketing Association
(PMA) to indicate where our greens
are grown and clearly call out that they
are grown indoors. This will translate
to having continual product on shelf
and consistent revenue from a retailer
perspective.”
Cleanliness is key in the consumer’s mind,
and the pandemic has only furthered
the expectation for advanced sanitation.
New regulations and practices put forth
by the industry are driving forces in
making fresh produce a trusted source
for consumption. Though it may seem
tedious to some, Pete’s is seeing an
32 / FEB 2021

overwhelming trend toward consumers
doubling down on their values. Corrie
told me that shoppers increasingly
search for and purchase brands rooted in
environmental and social causes. And by
those points of measurement, Pete’s is far
ahead of the pack.
The company isn’t resting on its laurels,
though, as Pete’s is also rolling out new
messaging to accompany the Greenhouse
Fresh line. So, not only does the line
bring truly one-of-a-kind products to the
retail shelf, but it provides buyers with
new opportunities to drive foot traffic to
the fresh produce department.
“In order to help generate demand
among consumers, we will be developing
messaging and leverage touchpoints
across POS to disrupt and capture
consumers,” Corrie continued. “We
utilize bold and vibrant colors on the
packs to draw consumers in, and will also
be leveraging POS signage highlighting
some of the key features and benefits
of this new line. This promotional
signage will include a QR code that
consumers can scan to learn more about
our products. We will also be leveraging
shopping cart signage, coupons, targeted
social media ads, as well as highly
targeted digital commercials.
All that’s left is to lure shoppers in and
see what they have to say for themselves

about the Greenhouse Fresh line. Early
evaluations of how the products resonate
showed that retailers are eager to get
their hands on these offerings. Fresh, safe,
sustainable, and rooted in giving back,
Pete’s line of Greenhouse Fresh packaged
salads are exactly what the buy-side has
been waiting for.
“The response has been overwhelmingly
positive. Greenhouse-grown packaged
salad had yet to be a U.S. West Coast
offering—until now! All of the retailers
who have previewed the products are
very excited about them and appreciate
that the positioning is in line with
many of their own corporate initiatives
around sustainability and waste,” Corrie
concluded.
Fresh is a fierce competitor on grocery
shelves. Every leading retailer knows
what sits at the top of that infamous
list of consumer demands—health,
cleanliness, and convenience.
So, why not give it to them?
With Pete’s as a part of your fresh
produce arsenal, you just might be the
pacemaker for a new retail race.

OFF THE SHELF

A Closer Look at
Pure Flavor® Cloud 9®
Tomatoes

CLOSE

By Lilian Diep

T

he gateway to Cloud 9 is a
lot closer than your shoppers
think, and it’s healthy too!
Snacking continues to grow as
a go-to activity for many, and
I’m sure there are those who
worry about how to make it both
healthier and tastier. Well, retailers
and consumers need look no
further than the produce aisle.

Pure Flavor® is hitting all the high
notes and bringing a sweet, new
variety to shoppers’ baskets with
its latest Cloud 9® Bite-Sized Fruity
Tomatoes. The premium, handselected, bite-sized tomatoes
contain a burst of sweet juiciness
that is sure to satisfy any sweet
tooth, transporting your shoppers
to a heavenly bliss from the first
bite to the last. A Tiny Taste of
Heaven™, in fact!
Finally, the time has come to
make a fruit salad that includes
tomatoes! Not only are these
tomatoes sweet, but their bold
flavor profile lends itself to a
variety of cooking applications,
bringing a light and welcome
reprieve as spring makes her way
to North America.
Packaged in 1 pint or 2 lb
containers, shoppers will get the
freshest taste experience thanks to
the resealable Top Seal and yearround availability. Bring a burst of
Heaven to the produce aisle, for I
know these little tomatoes will fly
off of the shelves.
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Wholesome 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 Frank
A WHOLESOME HERO?
Frank Swanson has held different
roles throughout his career in fresh
produce, mentoring so many in the
industry. With an understanding
of how to handle and manage
product, Frank has trained people
in the field and warehouses, serving
as a tremendous asset to guide and
support everyone from the farm
to hospitality and restaurants, as
well as having shown clients how
to help better impact the categories
they serve. Who better to name as a
Wholesome Hero?

1

An Industry Of Risk

2

A Career-Long Commitment

3

The Importance Of Mentors

4

Advice For Industry
Newcomers

5

Looking To The Horizon
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RAINIER ® FRUIT CELEBRATES WHOLESOME HEROES

Frank Swanson

Senior Manager, Produce Operations, Fresh Produce, US Foods
YEARS at
US Foods:

Years in
produce:

FAVORITE
PRODUCE ITEM:

25

25+

Pink Lady Apples

Frank went on a Washington
Commission trip the year 9/11 happened,
joining seven other passengers on a
747. One of the growers at that night’s
dinner thanked those who “took the risk
to come out,” to which Frank said the
growers’ planting and growing trees that
won’t produce for four years is a bigger
risk. Even in today’s pandemic, Frank
points out, we were anticipating growth,
but when business swung in the opposite
direction, the industry had to react and
adjust quickly to service customers with
quality produce.

“I’ve been very fortunate to do the things
I enjoy. It has been great to be able to stay
in produce and have it always be my focus,
where my knowledge is best utilized. As
we have grown, people have come to look
to me for history and advice—what we’ve
done in the past, what’s worked or didn’t
work. Over the years, I have come to
enjoy what I do more and more.”

It’s important that you can share
your knowledge and your experience,
Frank says, so people don’t have to go
through the trial and error. Instead, new
industry members can take advantage of
the experiences and learnings of others,
helping avoid some pitfalls and advance
more quickly. Today, with many
employees being newcomers to produce,
the need for education is greater than
ever. It’s important to have resources
if new industry members want to take
advantage of them.

“The biggest thing is to be aware that this
industry has unlimited opportunities.
Myself, for example: I had been
inspecting tomatoes on my first job in
the produce industry as a
USDA Inspector, and I remember
thinking, ‘I went through four years of
college and I’m inspecting tomatoes?
What happened?’ Then I saw the
potential to go far and thought, ‘Maybe
there is something about this industry.’
My advice is to know there are unlimited
opportunities and things change every
day, and it is never boring.”

“You just don’t know what tomorrow
will bring. Keep all your options open.
For example, I can continue to make a
difference in the industry even after I
retire. There is no set agenda; you have
to see each next opportunity and decide
if you will take it.”

Litehouse Foods

By the

Illumination of a

Litehouse
A

By Melissa De Leon Chavez

new reality is shaped by every decision. Going right rather
than left can determine a new destiny upon which everything
forward is built. In the case of one choice, a culture was
forged and a beacon lit—a Litehouse.

“If we had sold to a big conglomerate, it’s very likely that it would
have moved our team and our manufacturing facilities, and created a
hole in our communities in the process. By investing in the company
itself and becoming employee-owned, we created a different future,”
Camille Balfanz, Director of Brand Management for Litehouse Foods,
reflects as she takes me with her down memory lane. “Our Founders,
Doug and Edward (Junior) Hawkins, are still around since they began
selling freshly made 16 oz jars of Litehouse Bleu Cheese dressing
in 1963. One of them is even still on the Board. But, now that we’re
employee-owned, we’re writing our own future, actively looking to
solve problems for the consumer, and bringing forward new offerings
to continue building upon our success.”

“

By investing in the company itself
and becoming employee-owned,
we created a different future.
- Camille Balfanz, Director of Brand Management, Litehouse Foods

“

As someone with a deep appreciation for
having the pen in hand, I gravitate to how
Camille explains the shift in a company’s
drive when the employees are literally
put behind the wheel—to see each step
directly impact every person as Litehouse
invests and reinvests in its own.
“It has been really special to see how that
shift in ownership created a new culture
for us at Litehouse. We are all empowered
to think and act like Owners, sparking
the innovation and great ideas to move
our company forward. It has truly been
a game-changer for this company to be
employee-owned and create our own
future,” Camille shares.
And success breeds success. Like a keeper
tending to the lantern, Litehouse saw
returns on new products and offerings
build its own flame, encouraging the
team to focus and bolster research
and development (R&D) to further
seek innovative solutions and portfolio
differentiation.
“We are constantly watching trends to
ensure we are bringing products to market
within a continuous time frame, staying
ahead of the curve and keeping relevant,”
Camille tells me, explaining that, at
any given time, Litehouse is taking the
consumer pulse, watching demands spike,
and creating and curating products to
meet what it is finding.

Since Founders Doug and Edward (Junior) Hawkins began selling freshly
made 16 oz jars of Litehouse Bleu Cheese dressing in 1963, the company has
continuously expanded and innovated its offerings to become a premium
source of dressings, spreads, and more
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As someone also keeping a constant vigil,
I couldn’t help but ask how the team
keeps up its commitment in the race
against time—because, truly, I never run
into a member of the Litehouse team
that doesn’t seem to be bubbling with
contagious energy.
“That’s a really good question,” Camille
says, and I can hear the smile in her voice.
“And just like we have an R&D team, we’ve
got a market research team out there
supporting our retailers with category
management, data, consumer insights,
shelf sets, and beyond. Then, in the same
frame, we’re hearing from our R&D team
and our suppliers that they work with,
sharing what they’re seeing. Like a big
puzzle, we map out how all these things
come together daily, monthly, annually.”
Deep breath. Even just listening to the
process has the cogs of my mind spinning
sparks as they work to keep up.

Litehouse Foods has seen employee
ownership shift and strengthen its
culture as it continuously reinvests
back into itself

“We also have a Food Service and
Ingredient side of the business,” Camille
continues. “Prior to and throughout
COVID-19, that segment has been
really beneficial as we get insights from
restaurants on what is popular, and then
we create our marketing and product
development strategies around those
insights.”
Naturally, as we are still settling into a new
year, the first thing I have to follow up with
is what Litehouse is currently eyeing, and
Camille points out that it’s flexible.
“A big insight is that many consumers are

“

trying to become more flexitarian instead
of extreme vegan—and they’re doing it
for a variety of reasons. They could be
environmental, they could be ethical, or
there could be health reasons. So, we’re
really targeting more of the flexitarian
rather than the strict vegan,” Camille
shares of the latest turn in Litehouse’s
product strategy.
In fact, a brand new line is hitting the
salad case that will directly target this very
demand channel.
“Green Garden, our new brand positioned
to empower people to choose plantbased, planet-friendly foods easily every
day, is launching in April,” Camille
reveals, adding that it will be more than
just a product line. “We’re launching
into three categories: dressings, dips, and
mayo. Our mission was to create great
tasting, non-GMO, plant-based products
in flavors our consumers know and love
from a brand founded on transparency
and sustainability. We know consumers are
constantly evolving and changing, and so
we’re always looking to them to figure out
what the next thing on the horizon will be.”
This brings us back to that quick-footed
culture we began with—to constant
consumer research, information collection,
and strong in-house creativity that is ready
and willing to turn on a dime.
“We owe so much to our award-winning
R&D team, with certified food scientists
that help us develop these great products,”
Camille says. “They, along with our
research and marketing teams, are who

We are all empowered to think and act
like Owners, sparking the innovation and
great ideas to move our company forward.
It has truly been a game-changer for
this company to be employee-owned and
create our own future.
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“

Among Litehouse’s secrets to success is the company’s award-winning
research and development team of certified food scientists, as well as its
marketing, warehouse, and production team members

help us stay ahead of the trends and
identify what’s coming. They’re constantly
recapping—monthly, quarterly, et cetera—
to say, ‘Here’s what is really important and
what you want to get your eyes on,’ and
it’s been crucial to the loyal following we
have built.”
That loyalty, Camille points out, is the
strongest proof of all for the success
of a product, and the team has seen its
reception on the rockiest cape of today’s
market. After all, where are any of us
bravest about our opinions?
“Something that’s been really cool is people
sharing and posting organically on social
media—seeing how many, for example,
use a 20 oz Homestyle Ranch, which is
the number one item in refrigerated salad
dressing according to IRI MULO. That’s
been really eye-opening for us,” Camille
continues. “We’ve seen social media
debates about the best salad dressing,

and there are people out there defending
our brand. When it’s coming from your
audience and not your team, you begin to
feel you are really making an impact.”
And with brand awareness comes a loyalty
that cannot be oversold. Even so, Camille
says there is further to go for the Litehouse
brand.
“It is exciting to see the Litehouse logo
gaining recognition and a true following,
but we continue to strive for stronger
household penetration and even more
product diversity,” Camille reflects. “But
we are staying true to who we are as we
do so and growing as we always have—
organically.”
After all, with each decision comes an
opportunity to write a new destiny—an
adventure made even more tempting
when guided by the illumination of a
Litehouse.
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WTF

DO I DO WITH

LIV Organic Grapefruit,
Oranges, and Lemons

?

{ what the fork }

CITRUS CREME BRULEÉ , SERVED IN FRUIT SHELLS
INGREDIENTS
Option 1: 2 LIV Organic Grapefruit
Option 2: 2 LIV Organic Oranges
Option 3: 2 LIV Organic Lemons
2¾ cups heavy cream
1½ tsp zest
2 tbsp fruit juice from chosen citrus
½ cup sugar
6 large egg yolks
½ tsp vanilla extract
Sugar, for topping
Prep Time: 30 min
Cook Time: 50–60 min
Servings: 4

1
2

DIRECTIONS
While preheating oven to 325° F, bring a medium pot of water to a simmer.
Use a sharp knife to flatten bottom of your choice of fruit so it will stand upright
without falling. Cut the fruit in half, crosswise. Scoop out flesh with a spoon to leave
just the shell.

3 Beat egg yolks in a bowl and set aside.
4 Add cream, ½ cup of sugar, and zest to a medium saucepan and bring to a simmer
over medium heat. When cream is hot, gradually whisk in beaten egg yolks to
mixture. Whisk in vanilla and fruit juice from halved fruit.

5 Place fruit shells in a glass baking dish and fill with the cream custard mixture until
it reaches the top.

6 Add simmered water to baking dish until the fruit shells are covered about halfway.
7 Bake about 50–60 minutes or until the custard is set.
8 Remove the baking dish from the oven. Move the fruit from the dish to a plate.
Refrigerate until cold.

9 Before serving, sprinkle sugar evenly over the tops of the custard. Use a torch to

lightly brown the sprinkled sugar (or briefly broil in oven). Garnish as desired and
enjoy.
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To learn more about LIV Organic, visit www.livorganicproduce.com

Viva Fresh Produce Expo

						 A

Bellwether
of Change
By Jordan Okumura

“

T

he Tex-Mex corridor is
essential to making sure
consumers have plenty of
fresh produce to fuel their
new and healthier lifestyles.”

This is the bottom line,
Craig Slate, President
and Chief Executive
Officer of SunFed
and Chairman of the
Texas International
Produce Association
(TIPA), tells me as
we reflect on the
adventure that we call
2020.
Craig pauses to cast a wide gaze at
the possibilities of 2021, and I ask
him how he plans to address all the
uncertainties of the new year. His
response surprises me.
“From a platform of a specific
certainty, actually—that Texas and
Mexico are not only relevant but
crucial and imperative in our vision
to address the integrity and vitality
of the supply chain,” he reflects.

There are many advantageous
words associated with the Texas
International Produce Association,
but the one I lean into most often is
integrity. With all the dynamics and
politics of a whirlwind year, let alone
the past few years, it is incredible
to watch a region pivot and
rise to the occasion, time
and time again. And it is
doing it once more with
the upcoming Viva Fresh
Produce Expo 2021, slated
for March 26–27 at the
Gaylord Texan Resort in
Grapevine, Texas.
The event will include both inperson and virtual components that
offer solutions for all attendees,
addressing the challenges of today
in real-time and executing the vision
with some of the most innovative
minds at the table. In order to bring
more ease to these great minds,
safety will be imperative, Craig says.
“This year, the Board’s attention
has been focused on safety and
attendee confidence. As the first

in-person produce conference since
the pandemic restrictions began,
we know we are the bellwether for
in-person events, so it’s crucial we
get it right,” he remarks, adding
that the 2021 model will provide
in-person elements similar to the
traditional Viva Fresh Produce Expo
which include the tradeshow, golf
tournament, reception, and buyer
speed meetings.
For the virtual resources and
platforms at the Viva Fresh Produce
Expo, the Clean Eating Challenge,
In Bloom, Aggies-for-Fresh, and
educational components will take
to the digital stage and afford many
the comfort of attending while also
being able to practice personal and
mandated safety protocols.
“Viva Fresh has been such a great
event since its inception. At the
heart of the event every year is a
focus on innovation and health.
This March will be no different. I’m
anxious to hear from the Clean
Eating volunteers and can’t wait
to meet the next group taking the

Bret Erickson,

Testimonials
Joseph Bunting,

Dave Corsi,

Senior Vice President of Business Affairs,
Little Bear Produce

Produce Business Director, United
Supermarkets

Vice President of Produce and Floral,
Wegmans

“I’m so excited to be
talking about Viva
Fresh again! Our
team has been hard
at work developing
the framework for
a premium hybrid
event that I believe will
exceed the expectations
of buyers and suppliers. We have
developed some really unique
strategies to help ensure that
Viva Fresh continues to deliver
an impeccable experience for
attendees, while also offering
a safe event that will keep
attendees happy and healthy.
Now more than ever, these
intimate regional shows will
continue to provide relevance
for those looking to zero in
on developing new business
opportunities. The fact that we
will be able to offer both inperson and distance educational
sessions, as well as virtual
speed meetings for buyers and
suppliers and safe one-onone interactions at the event,
should provide an extraordinary
experience for attendees.”

“We are looking forward
to the Viva Fresh
Expo for 2021. The
virtual shows have
been great, but there
is still nothing like
meeting partners and
future partners face to
face. This show offers so many
opportunities to strengthen
current relationships and build
new ones as well. The association
also does a great job of keeping
up with the latest trends
and looking ahead at future
possibilities. The new location in
Grapevine, Texas, will make the
show more convenient to attend,
too. I can’t wait to see what the
2021 Viva Fresh show has to offer
this year!”

“Our team is more
selective than ever
in choosing which
events we participate
in, and we’ve found
Viva Fresh of value
every year. Not only is
it an excellent opportunity
to meet new suppliers, but it is
also our time to check in with
existing suppliers and visit with a
few of our Texas-based partners
while we’re there. Now more
than ever, we are excited to stay
connected and continue to grow
the business of fresh.”

Ed Bertaud,

Director of Retail Sales, IFCO
“The amount of
planning and financial
commitment that
goes into executing
an event such
as Viva Fresh is
extraordinary in the
most ordinary of times.
Under the current circumstances,
it is a challenge to say the least.
We are encouraged by the
response we have received thus
far for this year’s event. Sponsors,
attendees, and exhibitors alike
continue to see value in the Viva
Fresh Expo and are counting on
us to provide as safe an event as
possible. Suffice to say, we do not
take the charge lightly and look
forward to providing a successful
hybrid—in-person/virtual—event!”

42 / FEB 2021

Tommy Wilkins,

Director of Sales and Business
Development, Grow Farms, Texas and
Board Member, Texas International
Produce Association

“What we grow is
good medicine,
so promoting it—
especially during this
time—is essential
in the trade and to
the consumer. For
the 2021 show, we are
utilizing a Retail and Foodservice
Advisory Board to develop an
event that meets the needs of
buyers and suppliers. Sprinkle
in a little Texas hospitality and
you get Viva Fresh. For more
than 45 years, I have had the
privilege of making a living in
the fresh produce industry. This
show brings together the formula
that has molded my success by
bringing the supply-side and the
buy-side together. Spotlighting
the Texas-Mexico corridor has
been one of the greatest goals of
my life, and I am proud to have
served on the steering committee
since day one, working diligently
as the Chair of sponsorships. We
look forward to a safe and muchneeded show in Dallas!”

April Flowers,

Marketing Director, Lone Star Citrus

“We are so looking
forward to
reconnecting with
friends and colleagues
at Viva Fresh 2021.
Because Viva Fresh is
a smaller, more intimate
show, we really enjoy
the expanded opportunity to
make valuable, new connections
with buyers who are looking
for suppliers from our specific
region. Beyond the connections,
the educational sessions and
presenters are always top-notch,
so every member of our team
benefits from their time at the
show.”

Brent Erenwert,

Chief Executive Officer, Brothers
Produce Houston/Houston Cold Storage
“The Viva Fresh Expo
is the picture-perfect
experience of what
a trade show should
be, from the exhibitor
to the end user. I am
looking forward to
the 2021 show. I was very
disappointed to not be able to
attend Viva Fresh last year as it’s
the only trade show I attend!”

2021 challenge. These folks are all so
inspiring and show how more fresh
produce in your diet can deliver
some amazing health results,” Craig
reveals. “What better place than
Dallas and the Gaylord Resort to
bring the industry together and kick
off Spring 2021?”
An exclusive industry pool, that is.
That exclusivity factor of this event
is not only by design but driven by
necessity, as the Viva Fresh team will
be limiting the number of attendees
per company as part of those new
safety protocols.
“The industry is craving safe, inperson experiences—a foundational
element of how we do business.
The health and safety of our
attendees, from exhibitors to
retailers to staff, is our number one
priority. We will implement new
safety protocols in order to meet
in a safe manner. This year, the
Board’s attention has been focused
on those concerns and attendee
confidence,” Craig expresses. ”While
we are more advanced and adapting
technologically more today than
ever before, we are a business of
comradery, handshakes, and sweat
equity. This event may not promote
the traditional handshake as we
know it, but there is nothing like
standing across from your partners
and customers to really solidify one
of the facets that fresh produce
thrives on: relationships.”
Viva Fresh has always been an event
where friends can reunite and new
relationships can be formed.
“This year’s event will look very
different from past years, but we
will not abandon the pillars that
have made our show the valuable
experience it is to attendees. Top
of mind will be education on the
Tex-Mex corridor, the importance of
health from eating this region’s fresh
fruits and vegetables, and, of course,
the interactions between buyers
and suppliers in a smaller, more
intimate format,” shares
TIPA’s Chief Executive
Officer, Dante Galeazzi.
“In a year where health
and wellness meant
more to our society
than perhaps ever
before, we could not be
stronger believers in the
core of our mission and
sharing that message with
our industry.”

The Viva team hopes to provide a
space where people can foster those
relationships that have been years in
the making, and in a safe manner.
Additionally, TIPA shortened the
time of the expo from three days
to two while, as mentioned earlier,
keeping outdoor activities such as
the golf tournament and moving
some of its popular events to virtual.
The team will also be enforcing a
mask mandate and social distancing
guidelines while at the show.

fresh produce to make it from point
A to point B. The Texas-Mexico
corridor is even more important now
as our industry has had to pivot and
learn to do business differently.”
This region, which encapsulates
the state of Texas and some of the
most varied and rich microclimates
in Mexico, offers one of the most
diversified produce portfolios in the
U.S. Everything from avocados and
bananas to tomatoes and zucchini
cross through, or are grown in, Texas.

“The Tex-Mex corridor is
essential to making sure
consumers have plenty
of fresh produce to fuel
their new and healthier
lifestyles.”
- Craig Slate,

President and Chief Executive Officer of SunFed and Chairman
of the Texas International Produce Association

While the gravity of the day’s issues—
from COVID-19 to international
politics—weighs heavily, it is always
a comfort to know that one thing
is clear: our ability as an industry
to impact increasing fresh produce
consumption, education, and
technology remains.
“Fresh produce is always a go-to in
challenging times. It is the best
nutritional return for your
dollar. This past year, the
importance of health
took a major leap
forward with things like
Peloton® and produce
both serving as vehicles
for healthier lifestyles,”
Craig says with a smile.
“Growers are still growing,
and people are still eating.
We must reinforce the need for

“Having all these items, several of
them year-round, arrive via trucks
to the center of the U.S. provides
a huge value and multiple benefits
to everyone in the supply chain,
especially the end consumer,” Craig
adds. “This is our calling. This is
where we must put our personal
politics to the side and do a greater
service.”
I admire this strength of will and
firmness of purpose of Craig and
the growers in this essential region,
especially in a time that requires
our ultimate flexibility. But, as
Craig reflected earlier, in times of
uncertainty, we can lean on one
unwavering certainty: Texas and
Mexico not only have a seat at the
table, they are helping to serve.
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TEXAS

1015
onion
theOfsweet
South Texas
By Jordan Okumura
One of the newest signs of spring here in the Northern Hemisphere comes in
the form of versatile vegetables with layers of complexity and flavor. If you
have not guessed it yet by the amazing design in this Snack spread, it is the
Texas 1015 onion. With a sweet eating profile and wildly unique taste, this
variety is sure to take the onion category up a notch and add another layer of
value and specialty status to fresh produce departments everywhere...

The Texas Sweet Onion is
the official vegetable
of the Lone Star State
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Only 22 shippers are authorized
to sell Texas 1015 Sweet Onions

Visit www.Tx1015.com for the full list

SOURCE | South Texas Onion Committee

1

1

2

Plantings are
concentrated in
two regions of
South Texas

UVALDE/
WINTER GARDEN

RIO GRANDE
VALLEY

z

9

9

IN 2020,

there were nearly

7,000

Acres 60 70% 30 40%
Acreage has varied between
6,500 to 7,500 acres annually
over the last 5 years

q

of fresh market onions

Sweet & Yellow
onion varieties

–

q

–

White & Red
onion varieties

The warm, mild winters in
in
South
South
Texas
Texas
allow
allow
thethe
harvesting of Sweet Onions
to begin as early as March

Availability

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Deep South Texas (Rio Grande Valley): Mar–Jun

South-Central Texas (Uvalde/Winter Garden): May–Jul

THESNACK.NET / 45

When we started farming in 1980, weather patterns were predictable.
Those days are gone.
We are living through mega-wildfires, record hurricanes, and devastating drought.
Life for millions has become exponentially more difficult.
We don’t know if it’s too late to mitigate climate change.
We do know it’s not too late to try. Together.

TRUE TO TASTE

®
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TRUE TO TASTE

R

ecognized by a signature
rainbow umbrella and acting
as a beacon for all those in
search of a flavor experience
like no other, el frutero, or the fruit
vendor, can be spotted throughout my
California locale touting a delicious
combination of fresh produce and
authentic Mexican seasonings, or
especias mexicanas as they are
referred to by Spanish speakers, that
will make your taste buds tingle.
Expertly covering the likes of mangos,
pineapple, watermelon, cucumber,
and many more with a spicy, savory
combination of Tajín® Clásico, chamoy,
salt, and freshly squeezed lime, each
vendor knows how to elevate already
delectable fruits and veggies to a
whole new level, making each cart a
place of wonder.
With a penchant for amping up
flavor, this simple, yet effective,
blend of spices and seasonings seen
throughout the Mexican culinary
tradition and perfected by each fruit
vendor has made its way into the
limelight, going from a regional delight
to international plates. Splashed
everywhere from the virtual world
of social media to restaurant menus,
these core Mexican flavors are making
their mark on entrées, appetizers,
desserts, and drinks—you name it,
these spices can transform it.
As consumers chase this delicious
combination of flavors, it creates an
excellent opportunity to not only
promote the unique offerings but drive
produce sales as well.
Where traditional seasoning salt once
stood, Tajín has now stepped in to
grow the space. Consisting of a mouthwatering blend of dried chile peppers,
dehydrated lime, and sea salt, together
the unassuming ingredients form a
powerhouse seasoning that will make
your lips pucker.

Tajín is the perfect product to
display in any produce section,
as it creates endless creative
opportunities for consumers to add
a little spice to their fresh snacks.
The distinctive blend is not only
delicious sprinkled over fresh fruits
and vegetables to add extra zest,
but it can be used as a rub to add a
kick of flavor to any protein or as a
garnish for a mixed drink to give it
extra flair. Just like the color black,
Tajín goes with everything, which is
why this spice is easy to promote
across produce aisles and will
practically sell itself when placed
alongside fresh produce.
Seamlessly complementing Tajín,
chamoy is the glue that holds
everything together. A unique
combination of pickled apricots,
mangos, or plums; chiles; and lime
juice, the mixture will leave palates
rejoicing when placed on fresh
fruit. The deliciousness doesn’t
stop there, though. Chamoy can be
used as a dipping sauce for almost
anything from veggies to candy,
but like each fruit vendor, our
industry knows that fresh produce
is always the best option! Since
the main ingredients for chamoy
are found in the fresh produce
aisle, what better way to get
shoppers to fill their baskets than
by encouraging them to make their
own sauce?
Bring the expertise of el frutero to
your produce section by offering
consumers the perfect combination
of Mexican seasonings and spices
through cross-promotions and
displays at their fingertips. At a
time when unnecessary traveling
is out of the cards, give your
shoppers’ taste buds a vacation
south of the border.
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TRUE TO TASTE

Libations

FOR ALL OCCASIONS:

MICHELADA
By Jenna Plasterer

S

flavor. Building on the timeless
Bloody Mary base that usually
includes Clamato or tomato juice,
Worcestershire sauce, and hot
sauce, the Michelada adds its own
unique flair. With Tajín, fresh lime,
and Mexican beer or a pale lager
to maximize flavor, each ingredient
gives this thirst-quencher a little bit
of oomph. To truly take these flavors
over the top, rim your ice-cold glass
with lime, Tajín, and chamoy to
create an explosion of taste as spicy
meets tangy in this match made in
cocktail heaven.

imple and spicy—two of my
favorite words when it comes
to recipes, and the perfect
way to describe a Michelada. Like
a Bloody Mary with a tangy, Latin
twist, this classic Mexican drink
will add some flavor to the end of
the winter season and provide a
unique opportunity to promote
savory ingredients like Tajín®
Clásico, chamoy, and even Bloody
Mary mix across the fresh produce
aisles. While often associated with
the summer months, I stand firm
in believing that there is no wrong
time of year to enjoy the refreshing
flavors of this zesty drink, and your
taste buds will likely agree.

If you want to add a delicious snack
to go along with your Michelada,
read up on this month’s flavor trend
for a new source of inspiration to
expand your palate and spice up
your life.

After the mayhem of the holidays,
give yourself a break with this
simple drink that delivers on

INGREDIENTS
Coarse salt
2 lime wedges
Chamoy sauce
1 oz fresh lime juice
2 oz Clamato or tomato
juice (canned, bottled, or
fresh)
½ oz hot sauce
¼ oz Worcestershire sauce
½ tsp Tajín® Clásico
seasoning
1 bottle (12 oz) Mexican
beer or pale lager, chilled

50 / FEB 2021

DIRECTIONS
1.

Rub the rim of an ice-cold beer mug
with lime and dip into chamoy sauce,
salt, and Tajín seasoning.

2.

Add lime juice, Clamato or tomato
juice, Tajín Clásico, Worcestershire
sauce, and hot sauce.

3.

Slowly pour ice-cold beer into the
glass to top.

Time: 5 min
Servings: 6–8

TRUE TO TASTE

Photography by Carlos Palacio
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WTF

DO I DO WITH That’s Tasty™ Mint ?
{ what the fork }

STRAWBERRY MINT MARGARITA
INGREDIENTS
6 leaves That’s Tasty™ Fresh Mint,
and more for garnish
8 large strawberries
3 oz silver tequila
1.5 oz triple sec
1 oz fresh lime juice
½ oz agave syrup, or add to taste
Margarita salt, as needed
Prep Time: 10 min
Servings: 2

1
2

DIRECTIONS
Add strawberries, mint, tequila, triple sec, fresh lime juice, and agave syrup to a
blender. Pulse on high until strawberries are broken down.
To rim the glasses: Pour margarita salt on a small plate and squeeze fresh lime juice
onto a second small plate. Dip the rim of two glasses in the lime juice and then the
margarita salt. You can use sugar instead if you prefer something sweeter.

3 Add ice cubes to the glasses and pour over the margaritas.
4 Slurp and enjoy!
Tips: Add ice cubes to the blender for a frozen slushy margarita. Substitute mangos, peaches, or
pineapple for variations. Add additional agave syrup for a sweeter drink.

To learn more about Shenandoah Growers, visit www.thatstasty.com
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» The IF List «

Steve Barnard
President and Chief Executive Officer, Mission Produce

T

With Melissa De Leon Chavez
o sit with Steve Barnard is to be transported to a place and time
of playful ease. Both caring and carefree, with an easy sense of
humor and a practical look at life, he is more than a leader—he
is an example. Few people have the talent and joie de vivre Steve
brings to any conversation. With his signature way to tell it like it is that
leaves a smile on my face—no matter the gravity of the conversation—
how could I not ask him a batch of IFs? After reading, I promise you too
will be left smiling...

IF you could have been born in another
decade or century, which would it be
and why?

I was born in the fabulous ’50s, when life was
simple and fun, and wouldn’t want it any other
way. Even though things have become more
complicated in the world, I’m still having fun.

IF you had to choose now, what would
your last meal consist of?

A great steak, a fine wine, a side of veggies,
and peach cobbler à la mode.

IF you could have any actor play you in
a movie, who would you want?

Clint Eastwood. He can play a serious role as
he did in Dirty Harry or a fun role as he did
in Every Which Way But Loose. Hopefully, he
would make me look good.

IF you could imagine yourself in a
different industry, what would it be?

I would be a stockbroker. I like the market
opportunities, speed, and intensity of the
industry.

IF you could have dinner with anyone,
dead or alive, who would it be?

Ronald Reagan. He was witty, personable,
sharp, and just got it. I had lunch with him
once and he was great. I’m not sure I would
want to know how you would pull that off,
though!

IF you could redo one moment or
event in your life, which one
would you choose and why?

I would go back and buy stock
in Apple, Microsoft,
Google, and Amazon
when they opened.
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IF you wrote an autobiography, what
would be the title?

Don’t Be Afraid to Lose.

IF you had to eat the same thing every
day for the rest of your days, what
would you eat?

A salad with some avocado and protein.

IF you could join a musician, dead or
alive, on stage to sing along or play an
instrument with, who would you choose
and why?

The Beach Boys. Most of their songs are
so upbeat and fun. They remind me of the
carefree days of the ’60s.

IF you had $10 million that you had to
donate to someone else, who would you
choose and why?

It would be a children’s charity. Not all kids are
given a fair shot, and I want to help them have
opportunities.

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

I would have the superpower to fix any
problem. I would fix things so everyone lived a
long, healthy, and fun life.

IF you had to choose one song to be the
soundtrack of your winter season, what
would it be?

The Mission Impossible
theme song, except
I call it “Mission
Possible.”

VOICES OF THE INDUSTRY

california
avocados

L

snackchat

By Melissa De Leon Chavez

et this year be one that’s green, not with envy, but possibility.
The sky’s the limit, and nothing showcases that more than the
days when California avocados come to fruition, becoming an
increasingly valued addition to coffee and dinner tables, be that for
the everyday or any occasion. Here are a few experts to help make
sure that your sales this season are in the green…
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VOICES OF THE INDUSTRY

gary clevenger,
Managing Partner, Freska Produce International

“Retailers, I have always felt the best way to merchandise
is to speak to your customers. Produce Managers need to
talk to people and see if they have any questions—discover
what they are looking for so you can plan your displays
and verify your marketing plan. Make your displays count
so that they will drive business. Design them so that
the customer will not be able to miss them. With small
displays, make them eye-grabbing, eye-level, and leverage
informational signage. Make sure to keep things well
stocked and freshly rotated, which makes customers feel
like they are getting the best of the best, and monitor your
sales to see how these strategies are working!”

denise junqueiro,
Senior Director of Marketing and
Communications, Mission Produce

“Getting that avocado merchandising strategy for seasonal
events like the Big Game right is key to any retailer winning
big. Running bag promotions the two weeks leading up to
events, whether the Big Game or eating holidays like Easter
and Cinco de Mayo, and switching to ripe bulk promotions the
week of will help capture every sale.”

gary Caloroso,
Regional Business Development
Director, Giumarra Companies

“California avocado season offers supermarket retailers a
golden opportunity to create excitement for avocado lovers
within California, the West, and other selected parts of the
United States. Retailers can effectively merchandise premium
California avocados in-store through colorful, eye-catching
point-of-purchase signs and specially made bins developed by
the California Avocado Commission. Additionally, retailers can
utilize digital marketing, including social media, to communicate
California’s unique seasonal exclusivity, local terroir, freshness,
quality, nutritional/health benefits, and the Golden State’s overall
sunny lifestyle and culture.”
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jan delyser,
Vice President of Marketing,
California Avocado Commission

“Themed events, from Super Bowl and Cinco de Mayo to the
Fourth of July, have evolved into some of the top opportunities
for merchandising avocados. Retailers win with strong primary
displays of avocados and complementary produce items, building
higher basket rings. Additional avocado displays in and beyond the
produce department, as part of themed promotions, are excellent
ways to boost sales. For California avocados, the opportunity is
already local, with the season just getting underway, and some
picking being done before the Big Game. The harvest should build
into March, with peak promotable volumes in spring and summer.
Meanwhile, I’m rooting for my hometown Kansas City Chiefs to
become repeat Super Bowl champs!”

Gahl Crane,
Sales Director, Eco Farms

“The California avocado season promises good supplies,
continued great quality, and solid demand. Overall acreage
remains stable state-wide with over 3,500 growers from San
Diego to San Luis Obispo, and many growers, including Eco
Farms, are planting more trees and boosting their per-acre
yields, which has been a trend in California in recent years.
After a huge 2020 California avocado season, the 2021
season will be slightly lower than last year’s 380 million-plus
pounds packed and shipped, but will exceed 300 million
pounds. Eco Farms began packing in late January and will
plan to go through October to November 2021, with peak
harvest set for April through August.”

Angela Tallant,
Director of Sales and Marketing,
Westfalia Fruit America

“Working with an infinitely flexible and healthy superfood
is exciting and rewarding. As we’ve seen more adventurous
cooking at home over the last year, consumers are finding even
more awesome ways of incorporating avocado into their daily
diets. As an industry, we need to make sure our merchandising
and packs meet the different needs of all consumers from
single-serving sized options to bags for that once a week shop
to ripe and ready-to-eat offerings.”
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MY FAVORITE THINGS

LINDSAY MARTINEZ
Marketing Manager, Fresh and Foods Divisions, Calavo Growers
With Melissa De Leon Chavez

While some relationships build with time, others spark quickly
across a table. Such was the case when I met Lindsay Martinez.
This instantly charismatic human is much more than her
marketing prowess—getting to know her only fans the flames
and makes you want to dive into all of her favorite things!

I fell in love with
the kind-hearted
people, culture,
food, and beauty
after spending
time there as an
exchange student
when I was 16.

Maisie and Rosie are little
clowns full of unconditional love.

Nothing better than spending
time and connecting with
those I love most.

Meeting the Dodgers’
Cody Bellinger at
the airport when
heading to a produce
industry event this
past February made
this even more of a
favorite!

It really is cheap medicine. So
good for both body and soul.

What’s not to
love? Delicious
AND good
for you means
no-guilt superfood!
Thankful to work with
amazing people and this
essential industry to bring
healthy, nutritious food to
people all over.

I love how it
makes me feel.
I wear it even
while working
from home,
just for me.

1

2

Brazil

4 The Dodgers/
Annual Spring
Training Trips
7
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Chanel Coco
Mademoiselle
Fragrance

As a kid growing
up with the series,
the action, characters,
and fundamental good
versus evil stories made
a huge impact on me.

3

Family Time

5 Avocados
8

My Produce Family

6
9

My Rescue Pups
Laughing

Star Wars

FRESH FOLK

MENTORS IN THE MAKING

Jen Velasquez
BY MELISSA DE LEON CHAVEZ

I

N AN INDUSTRY WHERE the
grapevine is as literal as it is
figurative, each tendril you cultivate
adds to your story. And no one tells
a story quite like Jen Velasquez. The
people she has encountered have
helped to shape her career, leaving
in her wake a reputation that inspired
Melinda Goodman, Managing Partner
at Full Tilt Marketing, to call her up
about an opportunity that eventually
named her Director of Marketing.

“I didn’t know Melinda well, but we’d
crossed paths in the industry and she
was willing to try things out. Now, I
really enjoy where I am and can’t wait
to see what happens next,” she laughs
while looking back at the roller coaster
she’s been on.
Jen’s journey began in Dallas, Texas,
with a public relations (PR) firm that
worked with Central Market. It was here
she was first introduced to the world of
produce.
“I then worked with a company that
promoted Spanish wines, where I found
I loved working with growers and the
Earth, and I was drawn to the idea of
generational growth,” Jen says.
Jen tells me our industry courted her
with surprising turns and, before she
knew it, she was in love. Serendipity
stepped in further when it brought her
to a PR agency specifically focused on
fresh produce.
“I didn’t know what I was getting myself
into!” she says with a smile. “I went
to California to work with the Chilean
Avocado Importers Association and
when I picked up avocados from a
distributor they weren’t ripe enough
for our event the next day. I remember
I was in my hotel room, putting the
avocados in brown paper bags with
apples and bananas trying to ripen
them overnight, thinking, ‘How is
this what I’m doing as my job?’ I was
problem solving on the fly to create the
best experience for my client and it all
clicked, this was where I was meant to
be—I fell in love with the industry and
doing ‘weird’ things that are no longer
weird.”
This was also when Jen met one of
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the first voices in her head, Maggie
Bezart (Hall), now Director of Strategic
Sales and Marketing for La Bonanza
Avocados.
“Maggie was amazing—I could
immediately tell that she knew so
much and I admired her very quickly.
I’ve really looked up to her throughout
my career,” Jen reflects. “She is one
of the first faces at a trade show that
became familiar and somebody I have
really come to love.”
Trade shows—remember those?—are
where I first began to get to know the
bright light that is Jen. Quickly, she
became one of the beacons I found
as I learned my own way around the
industry, and it was a thrill to discover
who held that space for her.
“One of the reasons I like the produce
industry so much is that when you go
to a trade show, it’s like seeing your
friends and family again. Someone I
always look for who has had an impact
on me is Ashley Rawl, Vice President
of Sales, Marketing, and Product
Development at WP Rawl and Sons,”
Jen shares.

Jen worked with Ashley and the WP
Rawl team while she was at Golden
Sun Marketing (GSM), an opportunity
she says opened doors to several
mentors—too many to name.
“Another former client-turned-friend
and mentor is Lori Anne Carr, Vice
President of Titan Farms,” Jen points
out.
Lori Anne and her husband Chalmers
have grown Titan Farms into the
respected company it is today through
passion and attention to detail, Jen
shares, recalling what it was like
to work with them in all aspects of
marketing and branding.
“Lori Anne is someone with whom I
personally worked really well. Today, I
not only consider Lori Anne a mentor
but also a friend and I think that comes
from having traveled with her for six
summers doing the Lori Anne Peach
retail tours. We laughed, we cried, we
talked about life and work while we
sampled peaches and drove from
city to city. She taught me to expect
excellence and never settle for less, but
something else I really admire about
Lori Anne and Chalmers is how they
treat the people that work for and
with them—they become family. That
might sound cliché, but I experienced
it firsthand and it’s how I want to lead
as well.”
Looking across all the voices that
continue to influence her, Jen adds, “I

Ashley, Jen tells me, is not only the
reason kale is now a staple in her
fridge, but also one of the first
people she saw helping to bring
a love for fresh produce to the
next generation.
“Our industry has always
highlighted the importance
of giving back, and with
Ashley I witnessed it
firsthand. Ashley was very
invested in helping Katie
Stagliano grow Katie’s
Krops, which empowered
kids to grow vegetables
and donate the harvest.
Giving back to the community
is something that was very
important to him and to the
family—to the whole company.
How could I be a part of that and not
see Ashley as a mentor?” Jen says.
“I just loved the way that I always
have seen him treat people. The way
he speaks and the way he carries
himself makes him someone I aspire to
be like.”

Jen Velasquez,
Director of Marketing,
Full Tilt Marketing

FRESH FOLK

think that you get something different from each person
you meet if you are willing to be open and listen. Maybe
it’s something that you need at the time, or maybe
it’s something you will need later. I love that about our
industry and about mentorship.”
And nothing showcases an understanding of what
others have taught you like striking out to find your
own way, a key step in Jen’s journey from student to
burgeoning teacher.
“I learned so much from our team at Golden Sun and
from Don Goodwin, the Founder and former Owner,
who not only mentored me for over eight years but
was so gracious when I felt I needed to explore a new
chapter,” Jen says.
That new chapter was no small one and led to more
than a year of freelancing on Jen’s part as she followed
her heart to Ireland, where Melinda came to find her. If
distance makes the heart grow fonder, Jen’s was tinder
to the produce flame.
“I just love that I found this industry and how everyone in
it welcomed me with open arms,” she shares. “I want to
make sure I create the same experience for every new
member of our industry that I meet, welcome them, and
create an opportunity for them to feel at home the same
way I felt. I want them to realize how awesome it is and
that this is somewhere they can spend their career and
do so happily,” Jen concludes.

Ashley Rawl,

Vice President of Sales, Marketing,
and Product Development,
WP Rawl and Sons, Inc
I had the pleasure of working with Jen for a
little over five years. Whether brainstorming
new campaign strategies or coordinating a
summer camp for children, she was always full
of enthusiasm for anything thrown her way.
Everyone always loved when Jen visited our
office headquarters. If you know Jen, then you
know she never met a stranger and everyone
she meets loves her. Many colleagues who
worked with Jen have always looked up to
her as a leader. Her positivity, desire to learn
more, and strong work ethic are just a few
of the traits that make her so special. Jen
played a very instrumental part in growing
our marketing efforts to where they are today.
It has been exciting to see the growth in her
career over the past few years and I am excited
to see where the future takes her.

Lori Anne Carr,
Vice President, Titan Farms

So, while some industries might play telephone, ours is
one to hear through the grapevine and listen.

THE MENTORS
Here is what they have
to say about Jen...

Maggie Bezart (Hall),
Director of Strategic Sales and
Marketing, La Bonanza Avocados

It has been such a pleasure to know Jen the past 12
years. She was just starting out in PR when we met,
and her first assignment was to design, set up, and
run an interactive booth at a Chivas game in Los
Angeles. It was her first trip to California and she
was nervous, but she was brilliant. Families flooded
her booth. Her language skills were amazing—
switching between Spanish and English, entertaining
families. Her smile and laugh are unforgettable. She
has moved on to much bigger and better roles in
her career, each one a stepping stone of marketing
and sales. I am proud that she chose me to mentor
her all these years. Now, it is time for her to support
the next generation. She has a broad knowledge
of the produce industry and understands what it
takes to go to market. Her fun-loving spirit, ability to
think on her feet, and team spirit have been an asset
to me. I look forward to seeing her career in the
produce industry continue to grow and add value
for all of us.

In all the time I have known Jen Velasquez, she
has never failed to have a bubbly personality,
an ever-present smile, and to meet every
situation with determination and a great
attitude. Initially, she knew little about peaches
other than she enjoyed them. After traveling
with me for eight summers promoting Lori
Anne Peaches, she now knows as much about
them as anyone! Jen was instrumental in
building the foundation for what has become
our signature brand. She often visited the
farm and quickly became a part of our Titan
family. Working closely with members of the
sales and operations teams, she was thought
of as much more than a marketing consultant.
When Palmetto Processing Solutions came
to life, the fruit processing space was new to
us. Jen took the lead and enabled GSM to add
even more value to our operation. I have often
thanked Don Goodwin for assigning Jen to lead
our account. As we traveled countless miles
through Louisiana, Texas, Arkansas, Nebraska,
and Virginia, just to name a few, talking to
thousands of retail customers while slicing an
indeterminable number of Lori Anne Peaches,
she was an ambassador for our brand, a
diplomat when things weren’t quite right, and
she grew to be a treasured member of my
team. It is my pleasure to have been a part of
encouraging her to follow her heart and her
dreams. I cannot wait to see what’s ahead in
the next chapter of her life!
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CMI Orchards

Coloring

OUR
OUR

EXPERIENCE
By Anne Allen

SWEET

TART

E

xperiences color our
perspective. They sharpen
the palate, if you will,
preparing the brain for
what’s next. For instance,
opening a new document on
my computer may fill me with a
strange mixture of excitement and
dread—an experience I think any
writer will attest to. Experiences
are not a single blip of emotion;
they’re a myriad of complex feelings
ricocheting off of each other to form
the final takeaway.
But experiences, as Wenatcheebased CMI Orchards sees them,
are more than just how we view
situations. They change how we
view our food, too.

Diving into this take with me is
none other than Rochelle Bohm,
the vertically integrated company’s
Brand Manager. We’re exploring
CMI’s Flavogram® resource, an
educational tool for the buy-side
that helps shoppers learn about the
unique flavor nuances of apples.
One of the key components is—
you guessed it—the apple-eating
experience.
“Most traditional apple charts show a
scale that simply reveals placement
on a linear ranking of sweet to
tart,” Rochelle begins. “Typically,
Fuji and Gala apples are at the top
of the chart, and Granny Smith
and Braeburn at the bottom. We
believe this is an oversimplified
and old-school way of looking at
apples. There is so much more to
an apple-eating experience than
just how sweet or tart it is. Using a
similar thought process to what has
been adopted by the wine industry,
CMI designed a tool that better
describes the flavor dimensions of
each unique apple, bringing appleeating into the 21st century. With
so many wine choices available,
flavor descriptions are vital and help
customers make selections that
appeal to their taste preferences.”
So, why not apply the same thinking
to apples?
Instead of a linear ranking, the
Flavogram program describes
the flavor experience each apple
delivers. The Flavogram bar, a
color-coded system that allows
shoppers to virtually identify what
eating experience the apple offers,
utilizes pinks, yellows, and greens
to describe flavors. Let’s look at
KIKU®, for example, an apple that

“USING A SIMILAR THOUGHT
PROCESS TO WHAT HAS BEEN
ADOPTED BY THE WINE INDUSTRY,
CMI DESIGNED A TOOL THAT
BETTER DESCRIBES THE FLAVOR
DIMENSIONS OF EACH UNIQUE
APPLE, BRINGING APPLE-EATING
INTO THE 21ST CENTURY.”

- Rochelle Bohm,
Brand Manager, CMI Orchards

is supremely sweet from start to
finish. On the Flavogram bar, the
uninterrupted pink denotes the
journey consumers will experience
when eating the apple.
“For Kanzi® apples, the experience
is the opposite. Upon first bite,
you’re met with an intensely tangy
experience that finishes with a
lingering sweetness. Surprisingly,
Kanzi apples can have a very high
sugar content, which can be masked
by the intensity of the tanginess that
hits your tastebuds immediately. To
place a Kanzi apple on one end of a
sweet or tart spectrum would not do

justice to the full flavor experience,
nor would it show the journey from
tartness to sweetness—which is
opposite to a lot of other tangy
apples out there,” Rochelle further
explains.
The shopping climate of today is a
far cry from the shopping trends of
yester-year, as consumers actively
seek out a product that delivers on
experience. For retailers, offering
this level of interaction can become
the make or break decision between
drawing in demographics like
millennials and even Generation Z.
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“Retailers can use the tools CMI
has developed to provide better
education for their customers,”
Rochelle states. “This is useful in
trading customers up to higher
valued apples, for driving trials and
introducing them to new flavors,
and to deliver better customer
service and more help in the
decision-making process. Shoppers
are hungry for information about
the products they buy, and CMI’s
tools deliver an excellent way for
retailers to drive information to
their shoppers. We can work with
our retail partners to customize
our Flavogram content, building
custom in-store signage, helping
with displays and merchandising
tools that utilize our Flavogram
resources to create a better in-store
environment for shoppers that want
to know more about the products
they are buying.”
With a myriad of apple options
available to shoppers today,
standing out is critical to category
success. To capture the incremental
sales opportunities that specialty
apples deliver, customers need
to be incentivized to make a shift
from tried and true favorites to new
options that align with their flavor
preferences. As Rochelle noted,
helping them understand which
experiences they’re after is one
way those along the retail frontlines
can find success when it comes to
driving category sales.
“In addition to educating consumers
at the store level, Produce Managers
love the information the Flavogram
delivers, which in turn helps them
better serve their customers,” she
comments. “With Pocket Pro guides
that Produce Managers can keep on
hand to answer customer queries to
in-store signage, our program can
be adapted to help retailers educate
both consumers and produce staff
alike. We can create posters, channel
cards, retail signage, ads, and more.
And retailers can use the Flavogram
information to add value to online
shopping, where education and
information are even more important
as the shopper cannot see the
product in person.”
Online shopping has become an
essential part of the shopping
experience, and consumers still hope
to be wowed through the screen.
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KIKU ®
Flavor Experience
Extremely sweet and juicy
from start to finish

SMITTEN ®
Flavor Experience
Starts out sweet and
finishes with a hint of tart

HONEYCRISP
Flavor Experience
Light, crisp, and sweet with
a subtle tang that lingers

KANZI ®
Flavor Experience
Intensely tangy bite
followed by a sugar punch

GRANNY SMITH
Flavor Experience
Tart and acidic with a
slightly sweet finish

“THIS IS USEFUL IN TRADING CUSTOMERS
UP TO HIGHER VALUED APPLES, FOR
DRIVING TRIALS AND INTRODUCING THEM
TO NEW FLAVORS, AND FOR DELIVERING
BETTER CUSTOMER SERVICE AND MORE
HELP IN THE DECISION-MAKING PROCESS.”

Experiences do extend beyond
the physical act of interacting with
produce, meaning the eyes and that
age-old fear of missing out on the
next big thing should be wooed.
“The visual way that the Flavogram
represents each apple flavor will
help guide online shoppers toward
trialing by showcasing what is
mainstream and which newer
variety is closely aligned with it. For
example, if a shopper is inclined to
purchase a Gala because they enjoy
that mild crispness, they would be
able to see that Ambrosia Gold™ is
comparable in its taste profile, but
offers more honey-like sweetness
and crunch. This allows retailers to
guide customers to ‘trade up’ and
help grow category sales when
demos and in-store events aren’t
happening,” Rochelle expresses.
Visual wooing can take many forms,
and CMI’s design aesthetic for the
program is vibrant, eye-catching,
and appealing.
“We’ve been met with nothing but
high praise from retailers interested
in the program, who are immediately
drawn into the color scheme we’ve
adopted,” Rochelle notes. “The color
system we’ve created amplifies

the aesthetics of the program,
making it not only incredibly rich
from an educational opportunity
but also visually appealing from a
marketability standpoint.”

As I said earlier, experience sharpens the
palate. And a supply-side partner like
CMI Orchards sharpens your edge.

Although it’s impossible to
determine what trends we will see
this year, I can’t help but prophesize
that marketing experiences will
be at the heart of outstanding
category performance. I
believe I have a like-minded
soul in Rochelle, whose own
determination to pump up
apples is unmatched.
“We have high hopes for
continued growth in the
apple category,” she
proclaims. “Our goal is
to continue to partner
up with our retail
customers to create
a richer experience
for their shoppers.
We truly believe that
the adoption of our
Flavogram tools will
help drive the trial of new
varieties and trade shoppers
up. We want to deliver the
easy button for shoppers and
to help them make informed
choices to help drive repeat
purchases.”
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WTF

DO I DO WITH

Red Sun Farms
Sweetpops Tomatoes ?

{ what the fork }

HOT TOMATO CHEESE DIP
INGREDIENTS
1 cup Red Sun Farms Sweetpops Tomatoes, quartered
2 medium Red Sun Farms Tomatoes, finely chopped
⅓ red pepper, diced small
⅓ yellow pepper, diced small
⅓ green pepper
¼ Vidalia® onion, diced small
½ cup panko bread crumbs (reserve half for topping)
⅓ jalapeño pepper, finely chopped (optional)
Salt and pepper
½ cup grated gruyère cheese (reserve half for topping)
½ cup grated mozzarella cheese (reserve half for
topping)
¼ cup chopped fresh chives (reserve half for topping)
4 leaves basil, chopped fine
Sprigs of basil, for garnish
Drizzle of olive oil
½ French baguette, sliced thin
Prep Time: 15 min
Cook Time: 30 min
Servings: 4
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1
2
3

DIRECTIONS
Preheat oven to 350° F.
Mix all ingredients not reserved for topping in a bowl.
Grease a 6" shallow cast iron or oven-proof pan. Pour mixture into pan,
making sure it is gently packed.

4 Top with the reserved ingredients and drizzle with olive oil.
5 Bake for 20 minutes until dip has firmed up and contents are baked
through.

6 Cut baguette diagonally ½" wide, brush with olive oil, and bake for 5
minutes at 350° F. Dip in and enjoy!

To learn more about Red Sun Farms, visit www.redsunfarms.com

WTF

DO I DO WITH

2 Sunkist Blood Oranges
2 slices whole grain bread
1 avocado
1 tsp honey
1 pinch coarse sea salt
½ tsp hemp hearts
®

Prep Time: 8 min
Cook Time: 2 min
Servings: 2

?

{ what the fork }

BLOOD ORANGE AVOCADO TOAST
INGREDIENTS

Sunkist®
Blood Oranges

1
2
3

Recipe by Kaleigh McMordie, RD
DIRECTIONS
Toast bread to your liking.
Scoop avocado from the skin and mash with a fork. Divide and spread evenly
between the two pieces of toast.
Peel Blood Oranges and cut into segments by sliding knife between the white pith of
each segment. Top each piece of toast with the segments of one orange.

4 Drizzle honey onto the toast. Sprinkle with salt and hemp hearts.
5 Enjoy!
For this Sunkist recipe and more, visit www.sunkist.com/recipes
THESNACK.NET / 67
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A

DATE
WITH
DESTINY
By Jordan Okumura

You can never truly exhale
in this industry.
This is that mythical thread that DJ Ryan shares with me as we navigate through
the promises of a new year and the impacts of a decades-long vision for SunDate to
translate success into continual growth and excellence.
As I looked back at my notes that revealed the task of this story, I realized that
we never truly took a deep breath in this conversation either, except for a few
moments of pause. And even those fleeting breaths feel brief as DJ casts a look
back over his shoulder—back past the storm of 2020, back around the corner of a
25-year commitment, to a partnership that leveraged the growing and operational
expertise of two industry-leading catalysts that raised the stakes on the date
category: SunDate and Anthony Vineyards.
“It was the partnership between two like-minded families that truly gave our
company the edge, the foundational expertise, and the industry prowess that
SunDate is known for today,” DJ tells me. He settles in to share the story of an
undertaking to steer a niche category into a highly demanded resource for flavor,

Left to right: Bobby Bianco, Anthony Bianco,
Gordon Chuchian, Scott Chuchian, DJ Ryan,
and Howard Chuchian

nutrition, and, of course, competitive
sales in the flourishing specialty foods
space.
To break a complex kinship down into
its parts, SunDate is structured as a
partnership between two families: the
Biancos of Anthony Vineyards and the
Chuchians of SunDate. Nearly all of
the fruit that SunDate runs through the
Coachella, California, headquarters
is owned by the partnership, either
collectively or individually—making
the vertically integrated company a
mainspring of quality control and
diverse resources for its retail partners.
Founded in 1977 by industry titan Sunar
“Sunny” Chuchian, category innovator
SunDate grew out of a need in the U.S.
for a reliable and dependable source
for dates that could not only commit
to consistent quality and flavor, but
address the desire from retailers to give
consumers what they wanted: access
to a category not readily available in
the late ’70s. In 1996, a meeting of the
minds brought Anthony Vineyards’
Bianco family and its vast date-growing
operations to the table, and the meal was

set for a partnership that would allow
SunDate not only to thrive, but reinvest
back into the company and establish the
roots of what we all hope to achieve in
this industry: a legacy to rival.
“The fit was gold from the start. On the
Anthony Vineyards side, Cookie and
Bobby Bianco brought a burgeoning
growing enterprise that the Chuchian
family needed and wanted in order to
establish itself in the category longterm. While principally a grape grower,
Anthony Vineyards also happened to be
one of the largest individual date growers
in California. On the Chuchian family
side, Sunny and Gordon Chuchain
brought unparalleled expertise in date
cultivation, grading, and packing,” DJ
says. “It made sense back in the late ’90s,
when there was a lot of what we—at
the time—described as upheaval in
the date business here in Coachella, to
form partnerships and strengthen our
footprint and commitment in the date
industry.”
That partnership found success almost
immediately, promoting progress that
translated into growth and reinvestment

in the business. After Sunny’s untimely
death in 2001, Gordon assumed the
role of President of the partnership
and further invested into the SunDate
legacy. Scalable growth is critical in an
industry that constantly succumbs to and
rivals against the wills of the weather,
markets, global competition, and volatile
consumer buying behaviors. And these
are only a few reasons why you can never
truly exhale, DJ reiterates with a laugh.
“SunDate is constantly pushing to find
new markets, develop customers, and to
help mature our existing relationships.
There’s always more fruit coming down
the pipeline, and how we choose to
address that production matters every
step of the way,” he says.
Today, what has emerged from a
quarter-of-a-century-long partnership is
an industry stalwart and retail partner
driven by a passionate vision to impact
the space and how consumers experience
the date category. As DJ notes, most
date varieties in California are centered
around the Medjool and Deglet Noor
cultivars, with the Medjool variety
increasing in usage and versatility over
the past three decades. This wildly
popular date, coupled with its growth
trajectory, has invited SunDate and
Anthony Vineyards to grow their
acreage exponentially by aggressively
planting date gardens.
“Scalable growth is a goal we all strive to
achieve in fresh produce, and a difficult
one to achieve without the right people,
minds, and resources,” DJ expresses to
me, and I feel the weight of the venture.
Such an effort is at the will of a “chicken
or the egg” mentality. Do you become a
part of generating demand by planting
in the early stages, or do you wait for the
heightened consumer interest to dictate

Above: Bobby and Anthony Bianco
of Anthony Vineyards
Right: Gordon, Howard, and Scott
Chuchian of SunDate
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evolution and education of fully qualified
staff, food safety managers, on-staff food
scientist, as well as highly skilled team
members that are focused on assuring
the food safety piece of the puzzle is
locked in place and present in every
aspect of what we do,” DJ reveals.
These moves are required by a lot of the
customers that SunDate has, from the
Costcos and Aldis in the U.S. to major
retailers around the globe.

DJ Ryan,
Sales and Operations
Manager, SunDate

“It was the partnership between
two like-minded families that
truly gave our company the
edge, the foundational expertise,
and the industry prowess that
SunDate is known for today.”

the planting? It takes about seven years
for a newly planted date tree to produce
a crop, making strategic planning critical
to success. Calculating the formula is
proprietary to many companies, and
SunDate appears to have one with a
winning streak.
It does go without saying—but, I
must—that the needs of the retailers
have driven the reinvestment strategies
of SunDate on a varietal front in recent
years, and they have also driven the need
for more organic options to address that
evolving sector of the consumer basket.
Such a change in the conventional status
quo has resulted in SunDate responding
with an expansion of its organic offerings.
“Each year, we have more date gardens
that transition into organic. In 2021,
we’re probably approaching 80 percent
of our Medjools grown organically, and
about 60 to 70 percent of our Deglet
Noor dates will be organic as well,” DJ
expresses. “The ability to adapt to a
changing consumer environment and
retail space is genuinely attributed to
our vertically integrated operation and
the incredible organic expertise of the
Biancos and Anthony Vineyards.”
That vertically integrated element that
DJ mentions has also played a significant
role in the company’s ability to thrive

this past year in an era of COVID-19
and increased food safety demands.
“SunDate is well-positioned for the
increased requirements and restrictions
around food safety because we
are, essentially, our own grower—
eliminating a lot of risk due to our
ability to have eyes on everything from
pollination all the way through harvest.
If there are issues, SunDate can trace
them back, find the root cause, and
correct them immediately,” DJ says,
relaying that it is no small feat in today’s
age.

“But, these new investments are a
requirement that we welcome because
it allows us to confidently do what we
need to do to return the highest value
we can to our team members and retail
partners,” DJ states.
This series of operational investments
also allows the team to sleep a little
sounder at night, knowing that the
company is doing everything it can to
ensure that food safety is paramount in
SunDate’s endeavors.
SunDate’s operational features,
advantages, and benefits extend even
further into its thriving date program, all
thanks to continuous strategic planning
that allows the date grower to remain a
leader of the pack in terms of quality.
“On the grading side of it, we’ve
transitioned away from purely
visual grading, and we incorporated
sophisticated electronic grading on
both the Deglet Noor variety and
the Medjools. With the Medjools in

Food safety has been a major priority
for the SunDate team as it embraces
the evolving demands of its partners
and the end consumer. With a vertically
integrated operation sustaining its
success and allowing for essential
pivots, SunDate has made tremendous
operational investments to execute a
safe, quality product from the seed
throughout the supply chain.
“With the ownership investing heavily
in planting acreage, the two partners
also needed to up their investments in
state-of-the-art packing and grading
equipment—all of which tie into food
safety protocols and quality assurance.
At our plant, we’ve made big investments
on the food safety side, including the
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California’s Coachella Valley provides a rich microclimate for growing dates and elevating flavor
particular, we made a tremendous
investment in the last 16 months in
grading equipment that can more
accurately detect defects, but also more
accurately sort and pack consistent
grade,” DJ says. “The equipment that we
have here is state-of-the-art, and there’s
very little as new and modern in this
hemisphere. The equipment has helped
us tremendously in getting through
the pandemic, allowing us to grade
fruit with fewer people. Which, when
the pandemic hit, we had tremendous
challenges around.”
Now, the company is able to react and
move through the challenges around
COVID-19 without interrupting
deliveries to SunDate customers. This
is incredibly important as SunDate has
grown into one of the largest growers,
packers, and shippers of California
dates in the Coachella Valley. Not slim
pickings for a category transitioning
speedily from niche to mainstream.
Such numbers have seen their own
evolution, as dates barely had a shelf in
the nut aisle three decades ago. Since
the company’s inception, SunDate
has watched the dynamics of the date
category evolve and has pivoted to
respond to those evolving changes.
Originally, the company settled into
Deglet Noors as the driving force behind
its program, and Medjools didn’t come
in in a big way until the early ’90s.
“There has been an explosive growth
around Medjools that started in the
’90s which rippled through a lot of club
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store business, contributing to a big part
of the growth of Medjools,” DJ says.
“Consumers began to see that dates were
more than just something that went into
your grandmother’s fruitcake.”
The consumer interest spawned from
two big realizations: One reveal came
in the form of the date’s ability to offer
a healthier way to sweeten foods as
more folks looked to move away from
processed sugars. Then, there was the
second contributor—the discovery of the
Medjool date variety at retail. Behaviors
began to reveal that the specialty date
warranted more engagement and
demand than the date’s status as a simple
ingredient. It became a stand-alone item
that consumers wanted in their baskets.
This spurred the movement of dates from
the nut aisle to multiple areas of the store,
including the produce department.
SunDate saw date demand around the
traditional Western holidays grow at
first. Then, retail recognition of how
diverse the country was becoming began
to develop, as did the impact of the
Muslim celebration of Ramadan—which
travels forward about two weeks through
the calendar each year. Medjool dates,
in particular, have now been driving
demand exponentially in just the past 10
years.
The area of category expansion can
be a double-edged sword, as DJ tells
me, but also one that can help fine-tune
a company’s focus to an even sharper
point.

“Sometimes, you can get so caught up
in the growth that you lose the forest in
the trees, but at the end of the day, both
sides of the partnership are focused on
one measurable attribute that genuinely
reveals how successful we are: quality.
You can be the best without being the
biggest, and it’s important that we
establish and maintain the reputation
of really delivering the best—first and
foremost. Scale will come,” DJ expresses,
taking a quick pause—so rare in this
industry—to reflect. “We like to call
our product ‘The best dates under the
sun.’ It’s our tagline, but it’s also what
we truly strive for. This vision of the
Chuchians and the Biancos is spelled
out in everything we do and with every
handshake and promise to our team and
our customers.”
It is this statement that has me turning
my own corner in this story. While the
company has invested enormously in
its operations over the past several of
years, I realize that the all-encompassing
goal and achievement is actually
SunDate’s investment in its word. As a
storyteller, that makes the most sense
to me. Whether you are a date grower
in Coachella or a trade news writer in
Sacramento, California, we have more
than an industry in common.
We have our word.
And SunDate’s will carry on long past
the last breath of this sentence.
That is more than a hope. It is an
investment.

OFF THE SHELF

A Closer Look at
Mann Packing
Veggie Sides

CLOSE

By Lilian Diep

I

personally love to cook and
create new dishes, but there are
times when a little value-added
boost makes a huge difference
in my kitchen—and I know I am
not the only one that thinks that
way. Value-added products not
only allow buyers to bring muchneeded convenience to both
home kitchens and foodservice
operations, but they add an
extra level of fresh and delicious
vegetables to everyday lives.
Mann Packing is aiming to be
that provider with its Veggie
Sides lineup. Ready in just three
minutes, Veggie Sides deliver on
flavor, convenience, and variety—
all while checking off the mental
checklist consumers are looking
for.

The new lineup comes locked and
loaded with produce players like
sweet potato, cauliflower, and
my personal favorite, broccoli.
Paired with a lemon herb sauce
and in an easy-to-prepare format,
consumers will be reaching for
this variety faster than it can be
stocked!
Value-added fresh-cut sales won’t
be slowing down anytime soon,
so be sure to add the full lineup
of Veggie Sides and watch the
category and sales grow!
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Superfresh Growers®

By Melissa De Leon Chavez

T

he past year was not an evil spell
cast upon us. It did not break at
the stroke of midnight on New
Years’, leaving only recollections
of a bad dream that was a public health
crisis, political and civil unrest, and
the aftershocks of those accompanying
emotions. As an industry, we did not just
endure, but continued the work to grow,
learn, unlearn, and relearn.

Yet without the dark, we would never
see the stars. We would not know how
beautiful dawn is when it breaks. Such is
my conversation with
Robert Kershaw,
Chief Executive
Officer for
Superfresh
Growers®,
as we sit and
reflect on the
gamut of the past
12 months and what
he and his team have
chosen to take away from it.
“Ultimately, the constant thread through
all of last year’s challenges was pulling

together to keep the team safe, customers
covered, and communities fed. It was
about teamwork, inclusion, and really
understanding—some for the first time—
that we are all essential, from orchard to
office,” Robert begins.
For the Superfresh team, this was not
just about revelations, but about dusting
off an underlying iron to its culture that
had not had the chance to show beyond
a declaration of company values.
“This past year emphasized the
importance of transparency at a level
beyond buyers and consumers. It
emphasized making sure all employees
have a voice,” Robert shares. “When
COVID-19 concerns created labor
unrest last spring, we really needed
to slow down and check in with our
employees and teammates. We set
aside time for socially-distant meetings
to explain what new regulations and
news were affecting our industry. We
explained what we were doing to help
create a safe workplace and called on all
teammates to be leaders through
the crisis.”

As additions and expansions on existing
food safety protocols took place, having
a strong foundation in these areas helped
the company find surer footing where
it might have faltered, cracking open
opportunities for more conversations. A
COVID-19 team took the reins to ensure
needs were being met, and the impact of
its presence was felt from the ground up.
“In the first five months or so of
COVID-19, we were packing 18
hours a day, and the team became
more connected than we were before
the pandemic. Our cross-functional,
company-wide emails became an
emotional place to share the various
hardships and adversities that we were
all battling that week, that day, that
hour,” Robert recounts, but his most
moving memory came after one of the
team’s early COVID-19 sociallydistant meetings.
“Without prompting, one of our
warehouse employees approached the
mic and described in Spanish how
thankful she was for the COVID-19

team, managers, and supervisors who
were all doing their best to protect the
employees with barriers, informational
meetings, and lunches,” Robert tells
me. “The meeting had been adjourned
and everyone was walking away, but
they stopped when she started talking
and listened. When she finished, they
clapped in celebration of the hard work
being done to protect each other by all.”
It’s these moments that help guide
the team, giving value to lessons the
company has learned while operating
amid the pandemic. Another focus that
has remained for Superfresh has been in
creating a round table discussion space
for employees to share ideas
and brainstorm.
“This has been a year of change and
fluctuation, which has created a lot of
great areas for our team to grow as well.
We all sit at a round table with no head
or bottom—everyone’s ideas are valued,
and we work to surround ourselves with
those that care about their fellow team
members. Above all, we acknowledge
that we are all human, and we are all
equal at the core of humanity,” Robert
says.
Equality, of course, has been a consistent
headline in previous months, and
Superfresh is far from suppressing the
effects of these conversations at its open
table. In fact, the company declared late
last year that Dr. Martin Luther King
Jr. (MLK) Day would be a paid holiday
within the Superfresh family. This, I

While much has changed throughout the industry and world, the Superfresh® team
has seen a deepening of its culture and practices as it worked through the challenges
of the past year

think, must have prompted discussions
throughout the culture, which Robert
says was a key point of the move.
“Our conversations are similar to those
the whole country has been having.
2020 was rough on everyone. Division,
illness, injustice, uncertainty...This is
true regardless of your outlook on the
world. What better way to heal and
support each other than by observing
a day of service in the memory of Dr.

Martin Luther King Jr., one of our
country’s greatest unifiers?” Robert
tells me. “In my eyes, this decision is
about recognizing that we all need to
unite at a local and regional level to help
the country heal. In an industry like
produce—which is international and
comprised of people from all walks of
life—if we show that we stand for human
rights and unity, we will set an example
for many to follow.”

“In the first five months or so of COVID-19, we were packing
18 hours a day, and the team became more connected
than we were before the pandemic. Our cross-functional,
company-wide emails became an emotional place to share
the various hardships and adversities that we were all
battling that week, that day, that hour.”
Robert Kershaw, Chief Executive Officer, Superfresh Growers®
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me, is one of Dr. King’s most meaningful
quotes: ‘Injustice anywhere is a threat to
justice everywhere.’ As the saying goes,
justice will not be served until those who
are unaffected are as outraged as those
who are. That is when real change will
happen,” Robert says.
And if it must start somewhere, why
not with the most professional
acknowledgment—that something is
important enough to pause
production for?

Eric Guido is a member of the company’s
COVID-19 response team. A key moment
for Superfresh® leader Robert Kershaw
was hearing an employee publicly thank
the COVID-19 team, leadership, and
company for the work to ensure and
maintain a safe a work environment

I would be remiss to say there aren’t
barriers even within our beloved
industry to the dreams Dr. King stood
for, but examples serve as hammers to
such walls, and Robert and his team
make no bones about being willing to be
the first ones to punch a few holes. But,
he points out, it will take more than one
company, or even one region, to break
such barriers down.
“None of us can do things alone. I just
hope that everyone remembers what, to

“I am hoping that everyone in the
industry also makes MLK Day a paid
holiday. It is hard for one company to
have a big enough impact,” Robert
reasons. “I hope that our customers
and producers all do the same,
understanding if customers are
demanding that the industry works
on that day, then it is pretty hard to
accomplish. But, I am hopeful and
confident that the incredible people in
the produce industry from production
to the consumer will see the benefit to
taking this day to reflect and honor Dr.
King and what he stood for.”
While MLK Day was the clearest answer
to cracking open more conversations
about equality and civil unrest in the
workspace, it is far from a single step for
Superfresh, which sees a pattern in
its solution.
“As part of this conversation, we are also
discussing other national holidays and
what we can do to pay them the level
of respect they deserve, for example,

Veterans and Columbus/Indigenous
People’s Day. We look forward to more
of those conversations as 2021 gets
underway,” Robert tells me.
As Robert and I discuss all that we have
experienced this year—individually and
communally—he recalls one story that
came up consistently which brings the
need for everything his team is doing
down to a single thought, strong
and true.
“Home is not a building or even a place.
Home is the people that value, respect,
and look out for you. It’s where you can
live, laugh, learn, and grow as a human.
It is where you dream about your future
and what is possible. It is a place that you
can have unconditional love from your
family,” Robert says. “At Superfresh
Growers, we can provide a home—not
just a safe space, but a HOME—for
people. That is the ultimate goal. But,
it is not something that leadership or
management does, it is everyone in the
house that creates that home.”
While the initial reaction to a year like
the one we have just completed might
be to put it to bed, I have to wonder if
Superfresh, and companies like it, could
have gotten to such a space without the
trials of the infamous 2020.
Perhaps instead of being the evil spell
cast upon us, the past year was what
served to break an existing illusion.
Now, with our eyes open, we can move
forward with the lessons those trials
left us.

The Superfresh® COVID-19 team from left to right: Chafeka Abdellatif, Aaron Arndt, Judith Lopez, John Harrington, Oscar Espinoza, Erika
Espinoza, Ben Barnes, Francisco Garcia, and Alma Ruiz
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WTF

Nature’s Bounty Organic

DO I DO WITH Citrus and Russet Potatoes?
{ what the fork }

NATURE’ S BOUNTY ORGANIC CITRUS AND ROASTED POTATO SAL AD
INGREDIENTS
5 large Nature’s Bounty Organic Russet
Potatoes, peeled and quartered
Juice of 1 large Nature’s Bounty
Organic Lemon
1 small Nature’s Bounty Organic Red
Onion, finely sliced
3 Nature’s Bounty Organic Heirloom
Navel Oranges, deveined and peeled
1 large Nature’s Bounty Organic
Grapefruit, deveined and peeled
2 tbsp olive oil
1 tsp sea salt
½ tsp black pepper
1 tsp garlic powder
1 tsp red pepper flakes
1 tbsp umami powder
2 tbsp fresh thyme
½ cup avocado, chopped
Prep Time: 30 min
Cook Time: 50 min
Servings: 4–6
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DIRECTIONS
Preheat oven to 400° F.
In a large mixing bowl, combine the potatoes, olive oil, salt, pepper, garlic powder,
red pepper flakes, umami powder, fresh thyme, and the juice of half a lemon. Toss
till well combined and transfer to a large baking sheet. Bake for 50 minutes, checking
occasionally to avoid burning and to flip.
While the potatoes cook, quickly pickle some red onion by adding the juice of half of
a lemon to a small bowl and then the sliced red onion. Top with some fresh thyme for
a flavorful infusion.

4 When the potatoes are done, pull them out of the oven and add them to a beautiful

serving dish. Top with fresh citrus, pickled onions, avocado, juice from the marinated
onions, and fresh thyme.

5 Warning, this is about to blow your mind—enjoy!
Special thanks to @FoodByMaria Founder Maria Koutsogiannis, for providing this amazing recipe!

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

VOICES OF THE INDUSTRY

Writing
a Great
Cover Letter

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

W

ouldn’t it be nice if every new employment
opportunity were accompanied by an
introduction from a mutual friend between
you and your potential employer? Imagine if you, the
candidate, could present yourself to any prospective
employer in a specific way, prior to handing them a
resume. No doubt, you’d feel better about your odds
versus just sending in your resume.
Naturally, whenever you can have a “warm” introduction
versus a “cold” or “blind” one, you should! There are
times, though, where you’re going to have to share your
resume before you meet the decision maker(s) and, in
these instances, you may want to consider a cover letter.

I’ve written before that a resume is a chance to make a
great first impression—I am not taking that back. Your
cover letter is an introduction to you and your resume,
strengthening that initial impression. This isn’t quite your
mutual friend introducing you to your desired future
employer, but a great cover letter beats no introduction
at all.
The questions that should be answered in your cover
letter are simple:
A. Why are you interested in their company
and the opportunity?
B. Why are you a good fit?
C. How will you add value?
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As with resumes, cover letters do NOT sell you. They’re
marketing documents, designed to get you to the
interview where you make the sale. The interview is
“where the magic happens.”
And, as with resumes, your cover letter should be
clear, concise, and developed to speak to your target
audience. It’s fine to start with a template or basic
outline, but do NOT send an employer a generic fillin-the-blanks cover letter. If you think a particular job/
employer is not worth the time to write a cover letter,
then perhaps you shouldn’t be wasting any time at all
on applying for that job—really!
Joe Pro Resumes, another service of Joe Produce®, is a
professional resume writing service. We blend industry
knowledge with a strategic marketing approach to craft
effective resumes that get interviews.

VOICES OF THE INDUSTRY

The top 15 recommendations for
great cover letters:

Hiring Managers, employers, and
Human Resource professionals:

1.

Do your homework regarding the employer and role

2.

Cover the aforementioned questions

3.

Do not exceed one page. Three to five well-written
paragraphs are plenty—opening, middle, second
middle, and close

4.

Do NOT “sell” yourself

5.

Do NOT turn this into highlights of your resume

6.

Have a clear agenda—again, see the three questions
above

7.

Be a person and not a “professional robot.” A small
and careful glimpse of you as someone who is nice
to work with every day is a positive impression

8.

Include a date as you would with any business letter

9.

Do NOT get into compensation-related issues

10. Make no mistakes, including spelling, grammar,
punctuation, etc.
11. “Thank you, Your Name” is an appropriate, safe, and
effective salutation
12. If you were referred by a mutual and respected
friend, then mention them
13. Sincerely compliment the company and let them
know why that is part of the attraction for you
14. Your cover letter should reflect the same font style
and size as your resume
15. Everything stated in your cover letter should be in
line with your resume and LinkedIn profile

Please read those cover letters—you may be missing
a gem! A well-written cover letter can directly share
details of the candidate that is not on their resume,
as well as more clues about them, such as: Did they
do some research about you and/or your company?
Are they a strategic thinker? How do they formulate
thoughts? Are they detail-oriented? Do they have that
“something extra?” Despite not checking all the boxes,
did they make you stop and think “What if?”

Job seekers:
Not all company career sites are set up to accept cover
letters. If you run into that situation, you may have to
get creative to get your cover letter into an employer’s
hands, but BE CAREFUL. There is a fine line between an
employer appreciating your creativity and tenacity and
one who feels you’re being a nuisance.

A handful of creative options:
A. If you have an email address for HR or the Hiring
Manager, then email that contact your cover letter—
only email them once, though. HR departments are
often spread thin, but they’re diligent. So, while you
may not receive a response, your message likely went
where it needed to go

Begin with the end in mind. Keep your objectives clear
and simple—this is a letter, afterall. Do not overthink it
and/or get greedy with what you’re trying to convey or
accomplish here.

B. You can send good-old-fashioned “snail mail” to
the Hiring Manager or HR manager. If you do so, be
sure to include your resume too. Presentation is
important, so use good-quality paper for both and
hand-sign your cover letter

If you need professional support with your resume,
cover letter, or LinkedIn profile, contact Joe Pro
Resumes for a quote.

C. Fax machines sit around forever now without
being used. It’s a bit old school, but you’re almost
guaranteed to be the only fax on the machine. Fax
numbers are often available online or in the Bluebook
D. Drop it off at their office if it’s close by. Again,
make sure that it’s in a nice envelope with nice
paper and hand-signed. Include your cover letter
and resume, even if you submitted your resume
electronically beforehand. And again, don’t hang
around and risk pestering anyone. Do make sure that
you look presentable and are ready to speak with
anyone right then, should lightning strike

NOTE: If you’re employed and trying to maintain
confidentiality, some of the ideas above may present
more risk. Be careful.

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
JoeProResumes.com
sectors.

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.

Rex Lawrence,

Founder and President,
Joe Produce Search℠
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OFF THE SHELF

A Closer Look at Fresh
Energy™ One Pound
Medjool Date Bags

CLOSE

By Jenna Plasterer

F

or Atlas Produce’s Fresh
Energy™ brand, the success
of its newest launch is in the
bag—a freshly designed pouch bag,
that is. Fresh Energy’s 100 percent
recyclable 1 lb Medjool date bags
combine sustainability, delicious
produce, and an eye-catching
design to create a new consumer
favorite.

The radiant sunshine yellow package
featuring a purple backsplash of
mountains alludes to the natural
power of Fresh Energy-branded
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Medjool dates while capturing
the eyes of consumers looking
for a unique snack upgrade. With
a resealable top for on-the-go
snacking without losing freshness,
the 1 lb bags are perfect for heading
to work or out on an adventure.
Inspired by the company’s grape
knowledge, the fun new format is
fitted with a clear window, allowing
customers to see the high-quality
dates within the package and
features an easy-to-carry handle
so shoppers can quickly add the

delicious dates to their baskets.
Developed with 70 percent less
plastic and completely recyclable
U.S.-sourced materials, Fresh
Energy provides an easy solution
for consumers looking to lower their
environmental footprint.
Complementing Fresh Energy’s
popular date tubs, these new 1 lb
bags will have shoppers coming
back for seconds. So, stock up and
watch these dates practically sell
themselves.

BY JORDAN OKUMURA

T

he strawberry category has gravity. From young
to old and all consumers in between, the coveted
strawberry holds our attention for its nostalgic
narratives, familiar yet unique flavor, and ability
to light up a produce department in the dead of
winter or the peak of summer. With stats like these
leaving their mark with buy-side decision-makers, it
is no wonder strawberries are a leader of the pack.
Category Partners, powered by Nielsen, joins us
to share the latest on the category and what data
insights are driving the strawberry’s success...
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86.1% CONVENTIONAL
DOLL ARS: $2,684,925,388

+15.6% VS. PRIOR YEAR

13.9% ORGANIC

DOLL ARS: $435,027,692

+14.2% VS. PRIOR YEAR

TOTAL STRAWBERRIES BY BASE SIZE DID YOU
KNOW?
SUM OF DOLLARS

DOLLAR SHARE

TOTAL

$3,119,953,079

100%

16 OZ

$2,168,523,328

69.5%

32 OZ

$779,171,606

25.0%

BULK

$142,248,013

4.6%

8.8 OZ

$8,818,468

0.3%

48 OZ

$4,636,250

0.1%

12 OZ

$4,358,318

0.1%
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16 OZ PACK
SIZES OF
STRAWBERRIES
HOLD THE
LARGEST SHARE
OF SALES BY FAR

SOURCE: CATEGORY PARTNERS POWERED BY NIELSEN

CONVENTIONAL BASE SIZE
DOLLARS

16 OZ: $1,794,560,930
12 OZ: $4,358,287
B U L K: $120,146,149
48 OZ: $4,636,250
3 2 O Z : $ 749 , 4 4 4 , 3 6 8

ORGANIC BASE SIZE
DOLLARS

16 OZ: $373,962,397
8.8 OZ: $8,816,700
BULK: $20,985,739
32 OZ: $29,695,773
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WTF

DO I DO WITH

Nature’s Partner®
Red Seedless Grapes ?

{ what the fork }

THREE-INGREDIENT GRAPE SORBET
INGREDIENTS
1 cup Nature’s Partner® Red Seedless
Grapes, frozen (see note)
1 tbsp maple syrup
1 tbsp lemon juice
Freeze Time: 5 hrs
Prep Time: 20 min
Servings: 2–4

1
2
3

DIRECTIONS
Place all ingredients in a food processor. Process until as smooth as possible without
letting the grapes melt too much. Stop the machine and scrape down the sides 4–5
times.
If the mixture gets too thick to process, add water one tablespoon at a time, as
needed.
Serve immediately or scoop out individual scoops on a baking tray and freeze until
ready to use.
Note: Recipe may easily be doubled or tripled. To freeze grapes, rinse destemmed grapes with running
water and dry thoroughly. Spread grapes in one layer on a baking sheet covered in wax paper. Place
in freezer until frozen—about 5 hours.
To learn more about Giumarra Companies and Nature’s Partner, visit giumarra.com
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COMMITTED TO

Science-Based
Standards

ONLY BUY FROM CERTIFIED LGMA MEMBERS
LOOK FOR THESE MARKS

California leafy greens farmers
collaborate with the scientific
community and government agencies
to drive advancements in food safety
practices and risk mitigation
techniques. All updates to improve
industry-wide food safety standards
are designed to protect public health
and are founded in valid science.
Find a list of certified LGMA members at
LGMA.CA.GOV

OFF THE SHELF

A Closer Look at
Good Foods™ Dairy
Dip Rebrand
By Jenna Plasterer

V

ersatile? Eye-catching? New?
If I had to describe these
delicious products, I would
choose all of the above. Good Foods™
recently rolled out a rebrand of its
dairy dips to fresh produce aisles
across the nation, and they are
catching the interest of shoppers
everywhere.

The line features three flavors: Feta
Cucumber, Creamy Ranch, and the
new Spinach Artichoke Parmesan.
Together, Good Foods’ dairy dip line
is perfect with a veggie appetizer or
as an easy hack to make cooking a
breeze.
Good Foods’ rebranded
packaging is also an attention
grabber. Switching from
photographic designs to
illustrated graphics, the update
captures the fresh, natural
focus of the products and has
now been extended across the
company’s other dip lines.
Each dip offers quality ingredients
that will tantalize consumers’ taste
buds, leaving them craving more.
The new Spinach Artichoke Parmesan
offering, for example, features
Parmesan cheese sourced from thirdgeneration Wisconsin cheesemakers
and is proudly made in America’s
Dairyland.
Cross-promoted with fresh produce,
the Good Foods dairy dip line will
have shoppers loading up their carts
as they search for a nutritious and
delicious product to add a flavorful
twist to fresh snacks.
Get your hands on the entire line and
give your customers something to
rave about.
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CLOSE

An Excellent Source
of Fiber

WWW.TRINITYFRUIT.COM
While many factors affect heart disease, diets low in saturated fat and cholesterol may reduce the risk of this disease. See back panel for information on cholesterol and other nutrients.

