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Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack Magazine

the physical road back together will remain intact, pebble 
or otherwise. But, should it fall away, the trials of our past 
have revealed that we can build that bridge where there 
was once a lacuna. We have each other. 

I think this is why it is more important than ever to keep 
our communication instinctual, our connections 

fused by story and sound, and our ears 
and hearts open. And we hope we have 

accomplished this in our issue.

From Giumarra Vineyards’ generational 
echo and renewed commitment around 
excellence and family to Dan’l Mackey 
Almy’s rallying cry and Steve Junqueiro’s 
historical vision of the future, we hope you 

find yourself in these pages.

Truly, our hearts were in this issue as much as 
they always have been, but time and context change 

the way we experience such dedication. 

So, please, stride with us through this topography. 

Let’s endeavor to stride together and let the fodder of 
these recent months provide a gift for reinterpreting and 
continuing to reinvent the future. Our strata is strong, and 
the pebble is proof of that.

EDITOR’S LETTER

y training friends tease me about 
how i can run for a long time with 
a pebble in my shoe because i tend 
not to sweat the small stuff.”

What a sentiment. What a corporeal and tangible image.

While these words are not my own, they do hold a 
universal feeling. As if we all stepped onto the 
same path for a moment, at different points 
and junctions along its course.

I love moments like this. Writer’s gold. 
This simple grouping of symbols is 
tailored in such a manner as to give 
the reader compassion and connection, 
creating both a visceral and intellectual 
familiarity. Maybe you reach down and run 
your hand against the side of your foot, or flex 
the toes in your shoe. You look up, away from the 
page and into memory.

Maybe you feel the heart thump, taste the adrenaline, smell 
the wet earth, or squint your eyes the same way you did the 
last time you ran with your own pebble in your shoe.

These words make me smile at their simple and profound 
complexity, and also because of the woman who shared 
them—Oppy’s Karin Gardner. Without even meaning 
to, the powerhouse produce advocate’s Executive Director 
of Marketing spoke across miles, time zones, years, and 
experiences to connect with our writer Peggy Packer in this 
issue. What came from this sentiment was a confluence, a 
partnership, deep passion, and a reminder that we all build 
our own genealogies in real-time.

Collectively, I feel we all thrive in moments like these, 
where geography, time, and competition collapse to bring 
us all together. This October, we have our fingers crossed 
that not only can we connect with you in this issue, but 
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How many bites does it take 
to get to the seeds of a 
LolliPepper™? Consumers will 

not have to bite their way through 
this greenhouse-grown vegetable 
to find out. In fact, I have a feeling 
that once they glimpse the newly 
revealed packaging rebrand by 
Mastronardi Produce®, they’ll want 
to take a bite anyway, challenge  
or not! 

Seedless and stunning, this is one 
remaster that is sure to succeed. 
Stand-out messaging and graphics 
have upped the value of the 
proprietary item, not to mention 
how the glistening red bulbs invite 
eaters through the window of the 
new pouch bag.

Playing off its signature attention-
grabbing purple and the natural 
bright red hue of the peppers 
themselves, Mastronardi Produce’s 
latest revisit of its LolliPeppers mini 
peppers packaging is sure to snag 
the eyes of any shoppers perusing 
the produce aisle. This convenient 
veggie is a great candidate for 
everything from snacking to quick 
meal prep, adding a new spin to the 
seedless craze. And that is all from a 
glance at the bag they are presented 
in. Add in some fun playful graphics, 
and the marketing snare is set and 
ready to capture pepper lovers of all 
ages looking to add a little crunch to 
their lives.

So, how many bites does it take to 
get to the center of a LolliPepper? 
The whole bag might be gone before 
we find out!

A Closer Look at 
SUNSET® Rebranded 
LolliPeppers™ 

By Melissa De Leon Chavez
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also solidify her friendship with 
her mentor Teri Miller, Senior 
Category Manager of Produce for 
The Fresh Market and Founder 
of Southern Roots. Becoming 
friends before Sabrina joined 
fresh produce, together they 
navigated the waters of a new 
industry by leaning on each other.

“The instant in which I knew fresh 
produce was where I belonged 
was at my first Southeast 
Produce Council (SEPC) event 
in 2008,” she enlightens me. “I 
was inspired by the camaraderie, 
companionship, and true care 
that all of the members had for 
one another, and the common 
and enduring purpose everyone 
seemed to share was amazing!”

Not only did her time with SEPC 
solidify her admiration for the 
industry, but it would also lead 
her to become a Director on 
the Council’s Board and a part 
of the Founding Committee of 
its Southern Roots leadership 
program alongside Teri. 

MENTORS IN THE MAKING

Sabrina Pokomandy 

When you know, you know. 
A phrase we’ve all heard 
before. 

Some of us have even been lucky 
enough to experience it. That 
sensation of ease and validation 
that comes from knowing you 
are doing exactly what fate 
intended for you is what Sabrina 
Pokomandy, Account Manager 
at Highline Mushrooms, felt as 
she entered the fresh produce 
industry.

While Sabrina’s love for fresh 
produce took root later in life, 
her admiration of food was 
the initial spark that would 
eventually light that flame, and it 
all started in childhood. 

Growing up, Sabrina’s father 
was a chef by trade, opening 
her eyes to the culinary world. 
Her mother taught her about 
authentic, seasonal, and fresh 
ingredients right from their 
home kitchen. From those 
moments on, Sabrina carried the 
lessons into what would become 
a successful industry career.

However, before making her 
official entry into fresh, Sabrina 
developed a penchant for food 
while working in the hospitality 
sector, fanning the flame 
that would intensify with a 
suggestion from her husband, 
Harold Paivarinta.

“After college, I worked in sales, 
marketing, and public relations 
for the luxury hotel sector. It was 
there my passion for food met 
my ability to promote flavors 
and the gastronomic experience, 
and I was hooked,” she tells me. 

“Later, my husband approached 
me with the idea to transition 
over to fresh produce. When 

the opportunity to promote 
healthy, diverse ingredients 
presented itself, I was excited to 
experience this new perspective 
of marketing and took the 
plunge. I began my produce 
career in marketing and public 
relations for a greenhouse 
vegetable grower/shipper, where 
I worked until I joined Highline 
Mushrooms.”

Fast forward to today, and 
Sabrina has been working at 
Highline Mushrooms for four 
years, making the leap from the 
world of tomatoes, cucumbers, 
and peppers to what she 
so fondly references as “the 
wonderful world of mushrooms,” 
and she could not be happier 
with the decision.

“My role at Highline 
Mushrooms provides me 
with the opportunity to 
collaborate, innovate, 
and work directly with 
retail and foodservice 
partners—a blend 
of all the things 
I love,” Sabrina 
enthusiastically 
explains.

Seeing Sabrina 
beaming over her 
passion for her 
career at Highline, 
I had to find out 
exactly when she 
discovered that fresh 
produce was the 
perfect industry for her 
to thrive in. Although each 
of her past experiences 
and jobs added tinder to 
the blaze, the occasion 
that provided her with the 
a-ha moment of realization 
was where she would 

BY JENNA PLASTERER

Sabrina Pokomandy,
Account Manager, 

Highline Mushrooms
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Designed to create meaningful connections 
between women in the produce industry, 
the program uses events, education, and 
mentoring to help improve leadership skills, 
making Sabrina a mentor in her own right.

And speaking of making connections, 
throughout Sabrina’s journey, one of the 
things that has remained dear to her has 
been the bonds she has come to form, like 
the one she has with her other mentor,   
Stephanie Hilton, Marketing and Business 
Development at Tom Lange Company, 
who she has grown a close friendship with 
through their shared time together.

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

Stephanie Hilton,
Marketing and Business 

Development, Tom Lange 
Company

I am honored that Sabrina considers me as a 
mentor. Are you sure she didn’t say she was 
MY mentor? I met her before she was in the 
produce industry and, quickly, we became 
close friends. Once she joined fresh produce, 
we worked together often. Since neither of us 
grew up in this industry, there was much for 
both of us to learn, and we became sounding 
boards for one another.

She is also a key part of the founding group of 
Southern Roots. Sabrina’s unique perspective 
and style, as well as her drive for continuous 
improvement of people, processes, and 
products make her an essential part of this 
organization. She is my dear friend who has 
perspectives that allow her to maintain an 
opinion that is free from groupthink, which 
can be hard to avoid. The produce industry 
is blessed to have her leadership, and I’m 
blessed to call her my friend.

I met Sabrina when we were both asked to 
serve as founding members of the Southeast 
Produce Council’s Southern Roots. What 
I noticed about her right away was her 
drive and dedication. Immediately, she was 
committed to not only the success of the 
Southern Roots mission but also to each of us 
who served on the committee. In a short time, 
it seemed as if I had known her forever. What 
also struck me about Sabrina was her love for 
this industry. When you meet someone new, 
you never know whether they are going to be 
as passionate as you are about produce, but in 
a very short time Sabrina demonstrated that 
she most definitely was. And, even though 
we don’t see each other frequently, and even 
less so lately, we always love to catch up with 
one another at conferences and conventions. 
Sometimes catching up is a quick hug on the 
show floor, and other moments we find time 
to sit down and talk about our work, families, 
and pets. However, over the last year, we have 
incorporated the occasional Zoom happy hour, 
which has made being separated much easier 
to handle. 
 
In my time knowing her, what has made me 
most proud of Sabrina is how she followed 
me as Chair of Southern Roots and onto the 
Board of the SEPC, and I am positive her 
contributions will be exceptional, just like her.

Teri Miller,
Senior Category Manager of 

Produce, The Fresh Market and 
Founder of Southeast Produce 

Council’s Southern Roots

Powered By

All of this leads Sabrina to her final piece of 
advice for anyone in the industry, or outside 
of it, looking to find new inspirations.

“Everyone we meet is better than us at 
something,” Sabrina says. “With each new 
acquaintance comes an opportunity to 
learn, grow, share, and teach. So, get out 
there, meet your peers, and embrace new 
relationships!”

In true mentor fashion, this very piece of 
wisdom could be the spark to set another 
produce hopeful’s passion ablaze.
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By The Snack Editorial Contributor Rex Lawrence, 
Founder and President, Joe Produce SearchSM

I t’s not always easy to locate great talent and the 
right match for your company, especially in tight 
labor markets like the one we are experiencing in 
2021.

First, you have to find those candidates. Then, there’s 
the endless screenings, interviews, and, lastly, the 
negotiations. If it’s not all managed smoothly, you may 
lose a great candidate. Or, worse yet, hire a bad one! 
Why not utilize a professional, efficient, and proven 
solution? A professional search agency (a.k.a. recruiters, 
or so-called “headhunters”) can save you time, money, 
and headaches. 

When you utilize a reputable search firm, you partner 
with a company that has professionals who know the 
industry and who spend the time to understand your 
needs, criteria, culture, and ultimately what constitutes a 
great fit for your business. They also know how to guide 
the process to a successful completion.

Here’s how a search firm can help you 
recruit top talent...

1. Save yourself time and money 
As the saying goes, “Time is money.” Finding the perfect 
candidate can be costly. When your senior management 
team is spending countless hours and energy searching 
for top-tier talent, you’re utilizing valuable resources 
that could be better used elsewhere.

2. Find hard-to-locate prime candidates
Not every star candidate is actively looking for a new 
job. That’s why the top professional athletes have 
agents. Search agencies target, source, and directly 
recruit “passive candidates” who have the knowledge, 
skills, and experience that you’re seeking. Think of 
it as ordering something on Amazon. You order the 
professional you want, and the search agency delivers 
them to you. It’s not quite that easy, but close! 

Time is

MONEY
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Invest in your new team members by making them 
feel welcomed, informed, and connected. This starts 
before they even begin their new job. Once they have 
accepted your offer, you need to maintain contact 
and stay connected with them. Anything you and your 
staff can do from this point forward to make them feel 
welcomed and comfortable will go a long way with 
them and their family in this major life change. 

You have one chance to make a lasting and positive first 
impression —make it a great one!

4. It’s a process and a team effort  
Finding great candidates is just the start. Oftentimes, 
they need to be informed and encouraged about your 
opportunity. After that, there is the ongoing process of 
interviews, references, scheduling your interviews, and, 
ultimately, working out the details of the offer and its 
acceptance. The best scenarios include a cooperative 
client-employer who is working in tandem with the 
search consultants. “Help me, help you” is one of my 
favorite lines by Tom Cruise from the movie Jerry 
McGuire. Work with your recruiter and secure your 
best candidates! 

3. Dig deeper for talent
A strong recruiter knows how and where to find the 
best talent. Professional produce recruiters have years 
of experience developing a deep network of industry 
specialists. They are talking to people every day and 
building rapport with highly qualified professionals, 
whether they are looking or not. This way, when strong 
opportunities arise, they are able to present them to 
the right people who may specifically fit your needs 
and culture. They know who is seeking a job or thinking 
about a move, and, more importantly, they know 
the strongest players in the market. By keeping their 
fingers on the pulse of the industry and networking 
with the strongest players all year long, they are able 
to determine who is ready to entertain a stronger 
opportunity and next step in their career.  

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

produce business in 
addition to various 
related sectors.

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

Founder and President, 
Joe Produce Search℠

Rex Lawrence, 
JoeProResumes.com

5. “No deposit, no return”
Remember that phrase on the bottle caps? It still 
applies to many things in life. In other words, expect to 
get out what you put in. This holds true with securing 
exceptional talent. Find the right search agency 
and invest a little time into educating them on your 
company, culture, selling points, and, of course, your 
candidate criteria. Then, partner with them throughout 
the process.  
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1 Envy™ apple, thinly sliced
8 slices raisin bread preferred
⅓ cup peanut butter
2 tbsp maple syrup

Prep Time: 5 min
Cook Time: 5 min
Servings: 2

1 Stir together peanut butter and maple syrup until well combined.

2 Assemble sandwich by spreading peanut butter mixture on one side of the bread and layer 
with apple slices. Spread more peanut butter mixture on a second piece of bread and affix 
on top of Envy™ apples. Repeat for remainder of ingredients.

3 Press sandwiches between the hot panini maker until toasted. Let cool slightly and then 
slice in half. Serve and enjoy—especially with a tall glass of milk! 
 
Tip: If a panini maker is not available, preheat two cast iron pans in a 400° F oven and then place 
sandwiches between them; continue to bake until toasted.

To learn more about Envy™ apples, visit envyapple.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

ENVY ™ APPLE AND RAISIN BREAD BREAKFAST PANINI

Envy™ Apples
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Gene Harris is a bit of a local celebrity here at The Snack Magazine and 
AndNowUKnow. Taking home the prize for multiple AndNowUKnow 
Quiz Quix contests, Gene has a hankering for information, 

opportunities, and engaging with the industry. More importantly, this feat 
also speaks volumes to his eye for detail across the board, an essential talent 
in leading the fresh produce buying platform at Denny’s. A penchant for 

excellence and managing multiple programs is clearly keeping the foodservice 
champion at the top of his game. With so much about Gene to celebrate, we 
thought it was the perfect time to bring him into The IF List fold and let him 
inspire us once again…

» The IF List «
Gene Harris

 IF you could have been born in another 
century or decade, which would it be 
and why? 
The 1950s, when I was actually born. I’ve 
seen a lot of amazing things and was just 
young enough to not have to go to Vietnam, 
although I did serve in the U.S. Navy 
Submarine Service.

 IF you had to choose now, 
what would your last meal 
consist of? 
My wife’s delicious meat sauce with 
Italian sausage over thin spaghetti 
pasta, a delicious salad, and garlic 
bread. Key Lime Pie for dessert!

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

 IF you could redo one 
moment or event in your 
life, which one would you 
choose and why? 
The day I married my best 

friend, Annie! It was a great 
day filled with love and fun, 

but it went by too fast!

 IF you were 
another species in 
the animal kingdom, 
what would you be? 

Probably a giraffe 
because they are tall and 

thin—I am neither! LOL!

 IF you had to wear the 
same thing every day, what 
items of clothing would you 
pick? 
Comfortable Wrangler jeans, a 
Hawaiian shirt, and sandals.

 IF you could enhance one aspect of your 
intelligence, what part would you want 
to improve? 
My ability to remember names the first time! 
I’m great at remembering faces.

 IF you could re-experience an awesome 
day in your life, what day would you 
choose and why? 
Both times that I became a dad! It’s a great 
and unique feeling.

 IF you had a superpower, what would 
you want it to be? 
The ability to heal physically and mentally.

 IF you wrote an autobiography, what 
would be the title? 
It Was Never Boring.

 IF you could imagine yourself in a 
different industry, what would it be? 
General Contractor, building both luxury 
homes for profit and Habitat for Humanity 
homes to donate.

 IF you could give your younger self one 
piece of advice, what would it be? 
Learn more about the stock market at a 
younger age and invest wisely.

 IF you could make everyone watch a 
movie of your choosing, which movie 
would you want them to see?   
Marley and Me.

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

Senior Purchasing Manager, Denny’s

With Jordan Okumura
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A Q&A WITH ALEXANDRA RAE MOLUMBY,
Marketing Manager, Bako Sweet®

By Melissa De Leon Chavez

Produce has its own language. 
The fact there are turns of phrase 
specific to this business is one of the 
first observations I communicate 
to new additions on our team, and 
it has been my privilege to learn to 
speak Produce well enough to write 
for those whose fluency is as deep 
as the roots they cultivate.

But I had rarely spared a thought to 
how this language might alienate 
the consumer for which the speakers 
of fresh produce provide for. Sitting 
down with Country Sweet Produce’s 
Marketing Manager, Alexandra Rae 
Molumby—Rae to her friends and 

colleagues—helped me understand 
there is a gap between how 
farmers talk about their crops and 
how consumers speak about their 
shopping lists. To close the gap 
could mean to close the sale as well. 

Whether it is assisting with retailers’ 
merchandising strategies or 
ensuring the packages in the store 
speak to consumers on a more 
familiar level, the company’s Bako 
Sweet® brand is on a mission to 
make sure fresh produce does not 
get lost in translation.



Melissa De Leon 
Chavez: To start 
off, Rae, can 
you explain to 
me how Bako 

Sweet reevaluated 
consumer 

messaging and what 
impacts that had on the team’s 
strategy?

Alexandra Rae 
Molumby, 
Marketing 
Manager, 
Bako Sweet®: 
We realized 
having a high-
quality, eye-catching 
product is a great strategy, but there 
are certain words that could be lost 
on consumers because not everyone 
speaks the farm language. For 
example, they might not know what 
a Covington sweet potato is, but 
they certainly know an orange sweet 
potato from a purple one. Embracing 
this drove us to redesign our steam 
bags to showcase our organic sweet 
potatoes in a bold new way with 
familiar, attention-grabbing terms to 
communicate not just the product’s 
attributes, but what it means to the 
consumer’s health to add them to 
their basket.

We rephrased the messaging in 
more consumer-friendly terms to 
make for a quick, easy read. There 
are three 14 oz steam bags, and 
each has a different organic variety: 
orange sweet potatoes, purple sweet 
potatoes, and white sweet potatoes. 
They make it easier than ever to cook 
a nutritious meal in minutes—no prep 
time, simply pop into the microwave 
and enjoy! Each package features 

“reci-tips” as well—recipe inspiration 
for appetite appeal—with a 
corresponding photo and nutritional 
call-outs to clearly communicate 
health benefits to the consumer and 
a colorful design for increased shelf 
visibility.

MDC: As someone who still stumbles 
when speaking Produce, this 
absolutely makes sense to me. In 
addition to consumer fluency on 
the packaging, what strategies 
is Bako Sweet implementing to 
ensure maximum merchandising 
opportunities at retail, and how does 
it alleviate work on the retailer’s 
side?

ARM: Bagged sweet potato sales 
make up 9.48 percent of total sweet 
potato sales*, meaning that there’s 
a lot of room for growth in the 
value-added category, and we are 
helping our retailer partners take 
advantage of this! Additionally, sales 
per million ($/MM ACV) was $741.10 
higher for retailers who had at least 

10 value-added SKUs in comparison 
to retailers with five value-added 
SKUs. With Thanksgiving practically 
around the corner in the U.S., 
buyers should take advantage of 
the seasonal push by making time-
saving and value-added solutions 
easier for shoppers to find! We are 
prepared and ready to support 
retailers to increase their sales, 
especially because the numbers tell 
us that sweet potatoes can do that. 

To assist retailers in increasing 
their sales, we are ready to work 
with them to create custom 
merchandising strategies to meet 
goals and solve existing challenges.

MDC: That is a good point and has 
me curious about breaking out of 
traditional molds. One thing Bako 
Sweet often emphasizes is how 
sweet potatoes are no longer strictly 
for the holiday season spread, and 
I’d love your insights on branching 
out while still bulking up for 
traditional dishes.

ARM: Definitely. Consumers stick 
with what they know. They can 
feel intimidated approaching our 
purple sweet potatoes even though 
they can be used similarly to an 
orange sweet potato. Making it 
more relatable to them, such as 
showcasing our in-house developed 
sweet potato recipes on-pack, has 

Alexandra Rae Molumby,

“We realized having a high-
quality, eye-catching product 

is a great strategy, but 
there are certain words that 
could be lost on consumers 

because not everyone speaks 
the farm language.”
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helped shoppers discover more 
uses for fresh produce and break 
the category out of its traditional 
seasonality. We are meeting 
customers where they are online by 
investing in social media influencers, 
targeted advertisements, sponsored 
posts, giveaways, and our new email 
newsletter. Bako Sweet is inspiring 
shoppers to explore new sweet 
potato recipes in addition to the 
familiar ones.

The twist now is that consumers are 
more inclined to cook with fresh 
instead of the canned produce that 
most Thanksgiving casserole dishes 
still suggest. With our new steam 
bags, all they have to do is pop 
them in the microwave and use fresh 
ingredients while still saving time in 
the kitchen!

Growing up, my mom used to make 
sweet potato casserole topped 
with marshmallows. The sweet 
potatoes were canned. That was 
the only experience I had with 
sweet potatoes. Now, I incorporate 
them into everything, and other 
consumers are doing the same—
especially with organic options. 
They are a nutritious superfood, and 
there are so many new recipes for 
this delicious veggie. Once I realized 
that I could cut down prep time by 
microwaving them, I began to put 
them in chili, salads, or eat them for 
breakfast with a drizzle of almond 
butter! 

MDC: Absolutely. Speaking to that 
last point, particularly organic, 
what has Bako Sweet uncovered 
about merchandising strengths and 
strategies in the past that has fueled 
this latest approach?  

ARM: Total organic produce dollars 
increased by 9.3 percent in Q1 of 
2021, and organic volume for March 
of 2021 increased by 5.7 percent, 
surpassing conventional.** Forty 
percent of consumers will move 
away from settling for basics per 
the Organic Trade Association, 
seeking out organic products across 
categories. For this reason, we 
emphasized “organic” clearly on our 
latest packaging.

Our bags can be displayed alongside 
the bulk sweet potato section of 
the produce department, but we 
see secondaries boost sales in 

“With Thanksgiving practically around the corner in the U.S., 
buyers should take advantage of the seasonal push by making 

time-saving and value-added solutions easier for shoppers 
to find! We are prepared and ready to support retailers to 

increase their sales, especially because the numbers tell us 
that sweet potatoes can do that.”
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*Sweet Potato Council, April 2020
**Organic Produce Network

The final piece, I would say, is 
education, which we are working to 
tackle by providing the nutritional 
benefits of sweet potatoes on the 
front of our bags with consumer-
related buzzwords.

When you walk down center store 
aisles, all these containers call out 
the nutrients and how they benefit 
the consumer’s health—which 
produce can, and should, more 
than match. Sweet potatoes are a 
nutritious superfood with twice the 
fiber of potatoes and 368 percent 
the daily value of vitamin A. Now, 
our new packaging tells shoppers 
that in a way they can see. Add in 
colors that pop—what stands out 
more than purple, green, and red?—
and I see the trend for the category 
continuing up and up!

L
anguage can be the lock or the 
key, reminding us that while 
bright points of color and 

visuals certainly have their place 
of importance, they can also 
distract from our simple code of 
communication. Simple does not 
mean easy, and it certainly does 
not mean insignificant. So, when it 
comes to all that is branding, Bako 
Sweet serves as a strong reminder 
that the time and money invested 
in a pack means little if the words 
written fall on eyes that are not 
uninterested, but unaware.

the department, especially when 
it’s a bright and delicious display. 
The great thing about secondary 
displays is you can place them 
along with other items for that 
sweet potato casserole and other 
dishes to make it easy for shoppers 
to grab all their ingredients in one 
place. And beyond the seasonal 
pairing with marshmallows, brown 
sugar, and pecans, you could pair 
displays with the ingredients used 
in the recipes we suggest on our 
new steam bags, like green onions 
and cilantro. This new packaging 
and visual merchandising hit shelves 
early last month in Safeway and 
several other retail stores, and, so 
far, we’ve gotten great feedback 
from customers. They are all eager 
to get these eye-catching bags onto 
the shelves.

MDC: It sounds to me as though 
every piece of the puzzle is 
accounted for! With all this in place, 
where do you see the category 
going from here?

ARM: With a boosted focus on 
merchandising, working with 
retailers based on goals in their 
produce departments, as well as 
ensuring the category is more 
approachable by being consumer-
friendly, everyone is set up to win. 
There is so much data supporting 
the rise of conveniently packaged 
products and how value-added 
makes for a great addition to the 
bulk display. Because of this, we 
have display bins ready to go and 
are prepared to take on any outlying 
challenges to serve as a strong 
partner to our retailers. 

“The twist now is that consumers are more inclined to cook with 
fresh instead of the canned produce that most Thanksgiving 
casserole dishes still suggest. With our new steam bags, all 
they have to do is pop them in the microwave and use fresh 

ingredients while still saving time in the kitchen!”
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1 LIV Organic Lemon, cut in 
wedges

2 oz of your favorite whiskey
¾ oz simple syrup
4 mint leaves
Mint sprig, for garnish
Ice

Prep Time: 5 min
Servings: 1

1 Muddle 3 lemon wedges and mint leaves in a shaker.

2 Add whiskey, simple syrup, and ice to shaker and shake until well-chilled.

3 Double-strain into a rocks glass over fresh ice.

4 Garnish with a mint sprig, lemon wedge, and enjoy!

To learn more about LIV Organic, visit www.livorganicproduce.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

LIV ORGANIC LEMON WHISKEY SMASH

LIV Organic Lemons
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By Jenna Plasterer

Here is a riddle for you:
 
I’m crisp and green with a crunch so fair. 
If you look in the fresh produce department, you will find me there.  
I can be discovered in chefs’ kitchens, too—also within children’s 

lunchboxes, Bloody Marys, even stews. 
Available year-round to consumers’ delight, if put on display your 

sales will spike. 

What am I?

If you haven’t already guessed by the title, the answer to 
our riddle is celery! With a multitude of applications and 
staple status in many restaurants’ and shoppers’ kitchens, 
we turned to industry experts to explain why celery is a 
must-have at retail...
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“The holidays bring all the cooks to the kitchen—home chefs 
and pros. Celery is a staple ingredient in savory holiday dishes, 
absorbing the flavors of a favorite dressing or adding a refreshing 
crunch to a crudité platter or tossed salad. This key ingredient 
on holiday shopping lists demands more visibility in the produce 
department. Cross-merchandise with herbs to maximize affinity 
purchases and incorporate secondary displays to make the addition 
of this popular ingredient to shoppers’ carts simple. Ocean Mist® 
Farms offers both conventional and organic celery stalks and hearts. 
With our four-hour cut-to-cool policy and top-quality standard, we 
are poised to satisfy increased demand as we look forward to the 
holiday pull.”

Senior Director of Marketing, Ocean Mist® Farms

Diana McClean,

Senior Director of Marketing and Packaging Procurement, 
Duda Farm Fresh Foods

“This holiday season is the perfect time to showcase celery’s 
versatility through fall- and winter-inspired dishes. Whether 
you’re using it for Thanksgiving stuffing, adding it to homemade 
soup for an extra crunch, or just enjoying it on its own as a 
refreshing snack, celery can do it all. Furthermore, Dandy® celery 
is sweeter, crispier, and less stringy than others on the grocery 
store shelves, making it the kitchen staple for the entire season.”

Nichole Towell,

Ray Cunanan,
Sales Executive and Commodity Manager, 
Pacific International Marketing

“Celery always adds a special crunch to the holiday season! Our 
celery sticks are the perfect item to promote throughout this 
time due to the convenience they provide consumers during what 
feels like an endless prepping and cooking cycle. Celery sticks 
provide a quick item to clean for hosts or party attendees to use 
for recipes such as a stuffed celery appetizer, or minimal prepping 
for any holiday dish in general. Promote this item with a shelf talker 
utilizing a QR code directing shoppers to celery-based recipes like 
cranberry-stuffed celery sticks to maximize purchases.”
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Ryan Scott,
Chef and Owner of Ryan Scott 2go Catering and Author of 
No Fuss Family

“Celery is both unsuspecting and essential. From slowly braised with truffles 
during the winter to sliced raw with loads of lemon juice and Parmesan 
cheese in a salad in the summer, celery is the most famous un-famous 
ingredient on menus everywhere that everyone wants to hang out with. 
This holiday season, it will be essential to have this item available as more 
diners and chefs boost versatility and flavor on their plates.”

Daniel Bell,
Senior Produce Buyer, Grocery Outlet

“Celery is near and dear to every true produce person’s heart! From 
traditional cold-weather soups, roasts, or stars of a classic mirepoix used 
in the foundation of so many great meals to the juicing trend for folks 
that want to live a healthier lifestyle—celery is an essential category for 
everyone to tap into. Traditionally merchandised in the wet rack, it’s 
now available in many different ways in the grab-and-go sets of every 
supermarket, either in celery stick packs or in the new snack packs that 
have become mainstays for consumers. When I need a quick snack, celery 
sticks and peanut butter can’t be beat.”

Price Mabry,
Vice President of Fresh, HAC, Inc. dba Homeland Stores, 
Country Mart, and United Supermarkets

“I’ve always pushed celery because it’s an item you can share with the 
family and it’s a party item. Celery can be a great snack in between or 
leading up to the meal, or you can spice up the main dish by adding 
celery, especially for Thanksgiving. Retailers also love that you can dice 
celery, making it a great addition to the fresh-cut segment. And, while 
you might see celery prices higher, in my experience, when you keep it 
to a certain window—around the 99 cent range—you know consumers 
will buy. All in all, the key that keeps this category strong is that celery 
is one of those veggies you know will bring people around the table.”
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Demand is directly tied to the land on which 
we walk. This intimate relationship with the 
Earth supersedes price, competition, and 

showmanship. And I would call it rare.

Connected by a long kinship of choices and 
intentions, a berry stops being just a berry. A pear 
becomes an extension of a purpose, miles long and 
hearts deep. When someone standing in a fresh 
produce department reaches for a clementine, 
they—knowingly or not—grasp at that purpose, a 
swath of time, a pocket of sun: a gift. Jeff Fairchild 
knows this. 

While many in his position may tie a significant 
amount of their decisions to the bottom line, he 
sees each product as a story, as an expansion of 
his own values. Don’t get Jeff wrong, his more 
than 40 years in the business are a testament to 
his prowess as a produce buyer—but his ability 
to balance a soulful investment with a wealth 
of success for New Seasons Market is truly a 
distinction worth noting.

“If I am not going to buy it, how am I going to sell 
it? It is as simple as that,” the Produce Director for 
the Pacific Northwest U.S. retailer tells me, smiling 
but stern in his resolve. 

The simplicity stops me in my tracks. I cast a line of 
memory back to a handful of conversations I have 
had with suppliers, buyers, friends, or restaurant 
owners, who rarely eat the food they sell.

“I buy food for our shelves that I want to personally 
eat, that I want my family and neighbors to be 

By Jordan Okumura

Progressive

50



Produce Director, New Seasons Market

JEFF
FAirCHILD
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able to buy. I think it’s a really different way of looking 
at produce. I don’t think many produce buyers consider 
these as values,” Jeff shares, further crystallizing his 
philosophy. “In a lot of cases, the purchasing of produce 
isn’t even done locally, and so it’s less of a personal 
experience. Every choice is quite personal to me.”

Jeff is far from cut and dry, but he does say exactly what 
he means. Remove all the salesmanship, the negotiating 
table, the market prices, the fluctuating trends, and this 
foundational philosophy has had staying power with Jeff 
and is a contributor to New Seasons’ produce success. 
Jeff’s perspective and progressive simplicity help him 
keep his eye on the long game: customer loyalty. And, 
when complexity clouds progress, you can always cut 
clean through it with this ideal as your goal: Feed your 
family.

“We were founded on the idea of being best in the 
market. I know that’s a loaded term, but what it means 
to us as a company is different from everyone else’s 
interpretation. For New Seasons, what really defines 
our success is our focus on being a great local partner. 
Not just good, but a great local champion for our 
consumers and our vendors,” Jeff asserts. “This begins 
with our produce partners. We are incredibly focused 
on partnerships, especially long-standing ones. So, from 
the beginning, it has been very important for us to find 

If  I 
am not 
going 

to buy it, 
how am I 
going to 
sell it? 
It is as 
simple 
as that.

Produce Director, New Seasons Market
Jeff Fairchild,
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Executing this vision is what motivates Jeff to build a 
strong network of vendors who share the same deep 
investment in what a given product communicates to the 
customer. With the desire to exercise such a philosophy, 
Jeff looks for the best growers he can find: Partners who 
are looking to invest in a long-term relationship and, 
preferably, with long-term family farms. 

“I love to find those people who have their name on the 
box,” he says. “They put themselves on the line and are 
willing to let their name carry that weight—successful or 
otherwise.”

I admire this standard of Jeff’s, and it makes a lot of 
sense to me. When your name is on the box, you assume 
a position on the front line and, for better or for worse, 
your name will always be associated with that product, 
story, and experience.

“Good, sustainable, hands-on growers—they are the heart 
of the matter, as is our focus on organics. With Certified 
Organic products nourishing nearly 70 to 80 percent of 
the inventory across our stores, there is an even deeper 
level of commitment when it comes to how we impact 
the Earth as an extension of our vendors,” Jeff says. He 
settles in to let the story unfold. “But, that being said, in 
the end, it’s got to be food that my customers like. I can’t 
buy only on politics. It’s not just a political decision, but 
that is a part of the decision. And, so, the big win for me 
is finding vendors who see the food they grow with the 
same passion I have to buy it. I’m trying to find people 
who share that passion for great food, who see the 
importance of growing it right, and who recognize the 
importance of presentation, flavor, and excellence. I want 
to partner with those growers who will give me stellar 
fruits and vegetables.”

Jeff is not one to mince words or his clear-cut intentions: 
When it comes to challenging his existing partnerships 
to continue to keep up with what the consumer wants 
and what the Earth requires in order to thrive, he will sit 
down at any table anywhere to distill the shared purpose. 
Jeff adds that this drive to bring the best produce to his 
“extended family” also compels him to be honest about 
where New Seasons’ vendor partners are falling short, 
deciding what’s critical, and where they could pivot for 
short- and long-game execution. 

growers who are the absolute best at what they produce. 
Then we nurtured those relationships and still do today.” 

Jeff pauses for a moment and speaks over his shoulder to 
a team member, giving me time to let the first wave of his 
vision wash over me. What Jeff is sharing are the pillars 
of New Seasons’ fresh concept, starting with vendor 
relationships. 

“Another of our pillars is built around the drive to ensure 
we have the best tasting produce in town,” Jeff adds. 
“And then, of course, there is customer service, which, 
by design, is multifaceted and constructed around value 
and quality over penny-pinching. We know our suppliers’ 
costs have been rising and that we have to meet them 
in the middle. We also know some consumers will pay 
a bit more for quality food but not all, and it has to be 
consistently great.”

Finding a balance within this complicated dynamic of 
costs, benefits, consumer demand, and vendor needs 
is a vein that Jeff mines well. In this regard, customer 
service is a pillar directed toward both the vendor and 
the consumer—an element you might think would only 
further muddy the waters, but it does not for Jeff.

This customer service tenet is deeply embedded in 
the forward-facing culture of each store as well as the 
internal culture of the company. New Seasons supports 
and promotes educated and engaged staff that can 
speak to the company’s pillars and guide consumers 
into a superior shopping experience. These essential 
individuals help balance the customer service and loyalty 
for which New Seasons is so well known.

“Our in-store produce teams are doing more than just 
pointing items out to shoppers. They are able to talk 
about our partnerships and the food and, with honesty, 
say, ‘That’s great, that product is an extension of our 
vision, buy that,’” Jeff reflects. “Our members can slice 
an apple while simultaneously rooting its fresh flavor 
inside the origin of a family, a region, or a purpose. New 
Seasons has allowed me to live my dream in this sense 
and care about the product more than in most buying 
organizations, and I am thankful for that.”
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In order to have such a dynamic and engaged 
relationship with vendors, Jeff ensures that he 
communicates with them directly, no matter if the 
products are going through a wholesaler or distributor. 

That hands-on, deeply connected approach also drives 
Jeff into the produce department every day. At any 
given moment, he can tell you exactly how a product 
is bunched, what peach sizes are front-and-center that 
morning, how the berries are tasting, and what the 
texture is eating like on the latest shipment. Jeff can 
slice open a Navel orange and be sure that everyone will 
experience that same gem throughout the store because 
he has cut 20 by 7 a.m. and has already ushered in the 
best citrus of the day. Then, on top of that, Jeff can tell 
you about the family that grew those Navel oranges, 
about how they tend to the land and interpret great food.

“I’m in the store working every day because I like that part 
of my job. I like the artistic part of setting up the displays 
and the experience for the shopper. And then, every 
Tuesday, I walk my inventory with a couple of people 
that support me and we look a bit more downfield,” Jeff 
conveys. “We walk around for an hour and we cut almost 
everything—taste what is right there on the produce floor. 
Every Tuesday, we get a really good window into what’s 
going on in the market, on the farm, and in the supply 
chain—that helps me remain connected and aware of 
what our shoppers are experiencing.”

He pauses for a moment, then adds that this daily and 
weekly routine is something the vendors are aware of as 
well, and this keeps them accountable. At any given time, 
there are produce partners with different lots, grower 
networks, and situations. If they know Jeff is going to 
taste the produce they’re going to sell to him and that he 
is going to make purchases based on quality, they take 
care of him.

“Over the last 40 years, I’ve met and worked with so 
many great growers who no longer exist today, so when 
I find those partners that cherish their products and 

people, I do everything I can to keep them going and 
thriving. Because, in a price-driven market, there are 
fewer and fewer people who see the market the way I 
do—and it’s making it harder and harder for that special 
food to continue to exist,” Jeff expresses, followed by the 
longest sigh of our call.

I imagine that Jeff has had many a long sigh in his 
40-plus years in the industry—sighs of satisfaction, of 
triumph, of challenges, and the sigh that comes from 
looking back over a long and beautiful career deeply 
supported by the company in which he works. 

With more than two decades under his belt at New 
Seasons Market and an origin story in grocery that dates 
back another 20 years to the 1980s, Jeff’s prowess knows 
no bounds. Now, with 18 stores throughout Oregon 
and Southwest Washington, Jeff is able to maintain his 
connection and care while also growing the New Seasons 
concept and legacy. In the past decade, New Seasons 
became one of the first grocery stores in the world to be 
certified as a B Corporation, which is issued to for-profit 
companies meeting social sustainability, environmental 
performance, accountability, and transparency standards.   

“When it comes down to those things that you really 
celebrate—whether it be cherries, or berries, or great 
apples in the fall—I want to taste them, see them, and 
feel them in my hands,” Jeff says. “Most people think 
being a great buyer is about negotiating the best price. 
To me, it’s about buying the best for my family and my 
neighbors. In this sense, I care for my shoppers as I care 
for my family. That’s what drives me.”

To have such values, intentions, actions, and outcomes 
align is a rare occasion inside of an already unique life. As 
Jeff peels back the light on a Navel orange at 6 a.m., he 
finds the slice of sweet that is his favorite part of this story.

Which, because of Jeff, is our story.

I love to find 
those people who 
have their name 
on the box. They 
put themselves 
on the line and 

are willing to let 
their name carry 

that weight— 
successful or 

otherwise.
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W hat is sweet without sour? The underlying relish one feels 
after the initial pucker is what consumers look for when 
perusing the citrus section. And with the heightened focus 

on health and nutrition as of late, the benefits and uses of citrus have 
drawn shoppers in droves to the fresh produce aisle, and the quality 
of life consumers feel keeps them coming back for more. From the 
Meyer lemon to Finger limes, entice consumers to continue trialing and 
repurchasing with some show-stopping favorites...

By Lilian Diep

Blood Orange
ATTRIBUTES

AROMA
FLAVOR

Deep maroon interior with very few seeds and  
orange/red blushed exterior; easy to peel

Mildly floral with an earthy papaya fragrance

Rich, tart, plum flavor with wild raspberry overtones
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Cara Cara Orange

Valencia Orange

Clementine, W. Murcott, & Tango

Navel Orange

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

AROMA

AROMA

AROMA

AROMA

FLAVOR

FLAVOR

FLAVOR

FLAVOR

Rich pink pulp with orange exterior; 
seedless

Pleasingly tropical

Extremely sweet with a cranberry-like zing 
and cherry undertones

Differentiated from other orange varieties by 
thin, slightly pebbly rind and occassional seeds

Orange blossom

Perfect balance of sweet and tart flavors; high 
 juice content

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

Sweet, wildflower, pomegranate

Crisp apricot nectar flavor and a rich aftertaste

Small navel formation on the blossom end, 
easy-to-peel, and seedless

Sweet, floral

Refreshingly sweet with rich vanilla finish 
and cherry undertones

Page Mandarin
ATTRIBUTES

AROMA
FLAVOR

Prominent circle on blossom end

Crisp, citrus scent

Rich flavor
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Satsuma Mandarin

Gold Nugget Mandarin

Meyer Lemon

Eureka & Lisbon Lemon

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

AROMA

AROMA

AROMA

AROMA

FLAVOR

FLAVOR

FLAVOR

FLAVOR

Varying in shape from flat to necked; easy to peel and  
segment; seedless

Sweet honeysuckle aroma

Refreshing with warm, tropical hints

Bright and slightly bumpy rind, seedless, sweet,  
and easy to peel

Candy citrus

Rich and sweet, juicy flavor

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

Rich, lemon blossom; floral, sweet lime, lemon, and mandarin

Zesty sweet, deep citrus flavor

Two different types that are virtually indistinguishable from each 
other; bright yellow with medium to slightly pebbly skin; most 
popular citrus fruit used in cooking today

Crisp, floral smell

Distinct tangy flavor that complements both sweet  
and savory foods

Pink Variegated Lemon
ATTRIBUTES

AROMA
FLAVOR

Pink on the inside with a yellow-and-green striped 
rind

Bright, crisp

Slightly less acidic than conventional lemons

Page Mandarin
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Grapefruit

Oro Blanco & Melo

Texas Rio Red

Pummelo

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

AROMA

AROMA

AROMA

AROMA

FLAVOR

FLAVOR

FLAVOR

FLAVOR

Yellow skin with a pink blush, flesh varies 
from light pink to deep red

Subtly sweet, sour cherry

Perfect balance of sweet and tart flavors; 
extremely juicy

Oro: Slightly larger than grapefruit, thick green-
yellow rind 
Melo: Larger than Oro, thinner rind

Both are sweet

Oro: Juicy, sweet, bitter membranes 
Melo: Sweet, but less than Pummelo

 

Overall blush on the exterior peel with a 
deep red interior color

Bright and floral

Surprisingly sweet with a hint of zing

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

Zesty; slightly tropical with a hint of  
jasmine and lime

Sweet with a candied aftertaste
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SOURCE: The Snack and AndNowUKnow Citrus Grower Contributors 

Minneola Tangelo

Persian Lime

Key Lime  
(Mexican or West Indian Lime)

ATTRIBUTES

ATTRIBUTES

ATTRIBUTES

AROMA

AROMA

AROMA

FLAVOR

FLAVOR

FLAVOR

Cross between a grapefruit and tangerine; a deep orange 
with a knob-like formation at the stem end; few, if any, 
seeds; peels easily

Robust, tart-orange aroma

Bold, tangy flavor and bursting with juice

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

Spicy, floral

Distinctive limey flavor

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

Highly crisp aromatic attributes

Fresh, tangy taste

Finger Lime
ATTRIBUTES

AROMA
FLAVOR

Not related to a lemon or a lime; considered a  
micro-citrus with tiny fruit pearls in a wide 
range of colors

Unique refreshing lime

Similar to a lemon-lime-grapefruit combination

THESNACK.NET / 61



2 Limoneira Lemons
6 tbsp extra virgin olive oil
2 thin-cut chicken breast fillets
1 tbsp all-purpose flour
1 tbsp coconut flour
1 tsp dried parsley
1 tsp onion powder
1 tsp black pepper
1 tsp sea salt
1 tsp oregano
12 oz spaghetti
Fresh parsley

Prep Time: 35 min
Cook Time: 20 min
Servings: 2

1 Preheat oven to 425° F.

2 Add flours and seasonings together in a medium bowl with zest from one lemon and whisk 
together.

3 In another medium bowl, mix 2 tbsp olive oil and the juice from one half lemon. Add the 
chicken breast fillets and let marinate for 30 minutes.

4 Add one tbsp of olive oil to your baking dish. Coat both sides of the marinated chicken 
breasts with the flour mixture, add to your baking dish, and bake for 20 minutes.

5 While chicken breasts bake, boil your spaghetti, drain, and top with 3 tbsp olive oil, juice 
from the remaining lemons, and chopped fresh parsley.

6 Once chicken is fully cooked, slice and serve on top of spaghetti with a lemon slice garnish!

To learn more about Limoneira, visit www.limoneira.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

LEMON HERBED CHICKEN PASTA

Limoneira Lemons
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64

By  Melissa De Leon Chavez

To manifest is to shape imagination into reality, 
wielding belief as Michelangelo wielded the tools 
that freed David from the marble. Seeing what is 

possible with such conviction bends the world to work 
deductively for you, building a pathway to your dream 
as if the road was there all along.

To anyone on the outside, it looks like luck. They might 
even call it magic. 

To those in the know, it’s willpower trained toward vision.

“We have an insatiable thirst for being a part of the 
solution,” Chief Executive Officer Bert Mucci tells me 
as we sit down to discuss the vision Mucci Farms has 
managed to create out of, seemingly, thin air. “We 
are determined to provide more access to locally 
and regionally grown fresh fruits and vegetables for 
consumers across the continent, and so we do.”

And so they do.

Within the simple power of these words, glass cities 
have actually been erected. Closest to home, and as 
indicative of the growth of Mucci Farms as the seedling 
off of a plant, is the 100,000-square-foot warehouse 
expansion at the team’s head office in Kingsville, Ontario, 
Canada, which will be ready in early 2022.

“Once complete, this will double our dock doors from 13 
to 26, which will improve efficiencies in getting trucks 
loaded and on the road quickly,” Bert shares, explaining 
how the company’s expansion and demand for that 
expansion have risen hand-in-hand. The result is today’s 
grand total of over 350 growing acres in Canada and the 
U.S., in addition to a rapidly increasing grower partner 
network representing over 1,700 acres.



For reference, 
Mucci Farms 
started in the 
early 1960s 

as a traditional 
tomato field farm 

operation before 
diving into controlled 

environment agriculture (CEA) 
with greenhouses in the 1970s. It 
took 40 years for the company to 
hit 100 acres (which it did in 2011), 
and then just 10 years to build 
another 250—not only in Canada, 
but with a foothold in the U.S. as 
well. Nearly 200 of those acres 
were built in the last five years 
alone.  

“We more than tripled our acreage 
in less than 10 years,” Bert sums 
up. “When we talk about rapid 
growth, we mean it.”

And Mucci also means covering all 
facets to which growth could be 
applied. The company is currently 
exploring expansion opportunities 
to grow berries in the U.S., which 

includes an expansion of the 
Smuccies™ product line, adding 
blackberries as a follow-up to the 
success it has already seen in the 
strawberry set. 

“These are two items that are not 
grown at any significant scale in 
North American greenhouses. 
The demand for controlled 
environment berries goes beyond 
our borders, and retailers are 
seeing the success we are having. 
The quality and shelf-life that can 
be achieved by growing indoors 
is becoming much more apparent 
to buyers, so we are currently 
exploring opportunities to build 
a U.S. berry program at a similar 
scale to what we have here in 
Canada,” says Joe Spano, Vice 
President of Sales and Marketing. 

“To further diversify greenhouse 
expectations, we are also working 
on expanding our lettuce program 
to include cut lettuce.”

As demands and possibilities 
continue to roll in, Mucci Farms 

“We have an insatiable 
thirst for being a part 
of the solution. We 
are determined to 
provide more access to 
locally and regionally 
grown fresh fruits and 
vegetables for consumers 
across the continent,

- Bert Mucci, Chief Executive Officer, Mucci Farms

is actively seeking to establish a 
presence on the U.S.’s West Coast 
and is strategically searching for 
new regions in Canada to service 
customers across the continent.    

“From end to end, no matter 
what size retailer, we have the 
means, the access, the expertise, 
and the support system to meet 
their needs efficiently and with 
excellence. Our growth and 
expansion plans are among 
the tools allowing us to handle 
significantly more business. In-
house, we have support covering 
everything from marketing, 
public relations, and social media 
to packaging, signage, vinyl 
application, and large-scale print. 
It’s all at arm’s length when you 
work with our team,” Joe reflects.

So, what changes take place to 
make for a glow that, from the 
outside looking in, borders on the 
fantastical? Perhaps, as the stories 

Mucci Farms is seeing growth in 
every aspect, including acreage, 
category reach, and personnel

^
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of old have told us, it is the power of 
belief evincing itself in the world.

“We believe the CEA greenhouse 
produce industry can address 
food-related global issues linked 
to climate change, food insecurity, 
sustainability, and environmental 
responsibility,” Danny Mucci, 
President of Sales and Marketing, 
imparts to me. “Beyond increasing 
the overall quantity of product 
available in the market across all 
commodities, the most major impact 
we intend to make is to increase the 
supply of local and regional product. 
All of our new builds are equipped 
with grow lights, allowing us to 
cultivate product throughout the 
winter months. This improves quality 
and shelf-life because of a significant 
reduction of food miles, and just 
as important, it also decreases our 
impact on the environment and our 
reliance on foreign product.”  

On a different branch of that same 
vine, Danny shares that Mucci Farms’ 
new award-winning paper Top 
Seal packaging is doing very well, 
fueling further explorations such 
as reducing plastic by 50 percent 
on the company’s new Living Basil 
sleeve, another award-winning effort.

To realize that mission even 
further, and add a little extra 
zest to its magic recipe, the 
company is working on expanding 
its sustainability team to better 
establish, organize, and achieve 
high-level company goals and 
targets related to reducing 
carbon emissions, plastic, and 
environmental impact. 

In fact—as Danny and I reach the 
same point simultaneously—perhaps 

“From end to end, no matter what size retailer, we 
have the means, the access, the expertise, and the 
support system to meet their needs efficiently and 
with excellence. Our growth and expansion plans are 
among the tools allowing us to handle significantly 

- Joe Spano, Vice President of Sales and Marketing, Mucci Farms

it is the people who are the 
magic. Such grand feats could 
not be accomplished without 

the force to catalyze it, and in 
the case of Mucci Farms, that has 

become a power all its own.

“We have successfully grown our 
team to over 1,500 individuals 
across both countries,” Emily 
Murracas, Director of Marketing, 
tells me. She goes on to explain that, 
despite the transition from a small 
farm to a more corporate-level size, 
Mucci Farms has placed an immense 
amount of emphasis on maintaining 
the family business feel.

“In terms of our team growth, we 
have a premium focus on company 
culture and do everything we can 
to keep all our facilities connected,” 
Emily says. “It is because of these 
efforts, which include numerous 
initiatives and incentive programs, 
that we have been able to increase 
our employee retention. Over the 
past year, we celebrated over two-
dozen promotions and more than 
100 milestones spanning 5, 10, and 
15 years with the company.”

In addition to these 
acknowledgements, the team 
introduced the Mucci Farms 
Excellence Program to award 
employees for exceptional work 
throughout the year. Also launched 
was the official Mucci Farms Grow 

“In terms of our team growth, we have a           

- Emily Murracas, Director of Marketing, 
Mucci Farms

on company culture and do everything we 
can to keep all our facilities connected.”
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- Dan Branson, Senior Director of Business and Product 
Development, Mucci Farms

“The CEA industry, and Mucci Farms in particular, 
is ideally situated to address a number of major challenges 
when it comes to food supply, sustainability, and food 
insecurity. I think we have a big role to play in the

and it’s exciting to be a part of it.”

With Us scholarship fund for local 
high school students pursuing post-
secondary education with career 
aspirations to work in produce, 
effectively ensuring present success 
while inspiring future loyalty as well. 

Few could likely attest to this with 
as much insight as former retail 
executive Dan Branson, Mucci’s new 
Senior Director of Business and 
Product Development. 

“With the rapid expansion of the 
company, it was imperative for us 
to bring in leaders that could really 
provide insight and experience 
to help us maximize our ability to 
service retail partners. Dan worked 
for the largest grocery chain in 
Canada, Loblaw Companies, for 
15 years in a variety of roles, most 
prominently with the executive team 
that focused on branding, packaging, 
merchandising, and overall strategy,” 
Joe explains.

The Mucci Farms team has the access, expertise, and support system to meet retail needs with efficiency and excellence

^
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With an emphasis on supporting 
the local community, Mucci Farms 
recently launched the Grow With 
Us scholarship program

insecurity. I think we have a big role 
to play in the future of food, and it’s 
exciting to be a part of it,” says Dan.

What began as pure vision is quickly 
taking tangible form, with Mucci 
Farms celebrating not just the 
increased greenhouse acreage and 
personnel, but also the addition of 
cross-dock distribution facilities in 

<

“We are hyper-focused on not just 
expansion but also digging deeper into 
non-traditional greenhouse-grown items 
and expanding existing programs to add

- Danny Mucci, President of Sales and Marketing, 
Mucci Farms

When speaking to Dan about the 
move, I notice an alignment between 
his thoughts and the desires driving 
consumer demand as a whole.

“The CEA industry, and Mucci Farms 
in particular, is ideally situated 
to address a number of major 
challenges when it comes to food 
supply, sustainability, and food 

San Antonio, Texas, and Romulus, 
Michigan, which are officially up and 
running as of February and April, 
2021, respectively.

By the time we ring in 2022, the 
company will have added over 250 
acres of tomatoes, cucumbers, 
strawberries, and bell peppers in 
Canada and the United States.

Does anyone have a partridge to 
add to one very tall pear tree?

While I might make such comments 
in good fun, the 12 categories of 
greenhouse are not far off from 
Mucci’s strategy to continue to 
shake up the sector.

“We are hyper-focused on not just 
expansion but also digging deeper 
into non-traditional greenhouse-
grown items and expanding existing 
programs to add more products,” 
Danny shares. “We touched on how, 
less than a decade ago, we stood 
with 100 total acres of tomatoes and 
peppers, all in Canada. At the time it 
was no small feat, but it’s so far from 
where we are both geographically 
and categorically today.”

When asked if there is a guiding 
light, some glimmer at the top of the 
climb, Danny brings it back to the 
power of manifestation.

“We are confident beyond a shadow 
of a doubt that we are providing 
a need and that we really can 
accommodate any scale. When 
orders keep coming in, it tells you 
you’re satisfying a gap in the market; 
our success, paired with feedback 
from our partners and consumers, 
has spoken volumes,” he says.

If the key to manifestation is clarity 
of vision, it is easy to understand 
how this power can remain out of 
reach for many. But, Mucci Farms 
understands what it desires with a 
conviction that yields a clear path to 
its goal—carving reality out of belief 
and holding it up to the light for all 
to see.
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apple pie filling

3 large Stemilt Fuji Apples, peeled and diced
1 tbsp lemon juice
2 tbsp maple syrup
1 tsp cinnamon
¼ tsp allspice
1 tbsp tapioca or arrowroot flour (may use 

cornstarch instead)
2 tbsp water

crisp taco shells

1 package of corn tortillas, street taco-sized
2 cups gluten-free granola
½ tsp cinnamon
2 tbsp coconut sugar
⅓ cup vegan/plant-based butter
Cupcake pan or similar for shape

topping (optional)
Dairy-free vanilla ice cream

Prep Time: 25 min
Cook Time: 12 min
Servings: 4

1 Preheat the oven to 400° F. Place diced apples into a medium saucepan along 
with lemon juice, maple syrup, cinnamon, allspice, flour, and water. Stir to 
combine and heat over medium heat, stirring frequently until the apples soften, 
about 15 minutes.

2 Meanwhile, to prepare the shells, combine the granola, cinnamon, and coconut 
sugar in a food processor or blender and blend until you have a very fine crumb 
texture. Place the crumb mixture into a bowl.

3 Melt the butter in a separate bowl, gently dip each corn tortilla in the melted 
butter, and then coat with the cinnamon sugar granola crumbs. Flip a cupcake 
pan top-down and place a tortilla between each cup to allow the tortilla to hold 
its taco shape while baking. Repeat with the rest of the tortillas until you have 
9–10. (It’s okay if the tortillas are slightly overlapped. You may need to use more 
than one cupcake pan.)

4 Bake the shells for 10–12 minutes until they look golden and crispy. Let them 
cool completely before adding the apple pie filling.

5 Enjoy with a scoop of dairy-free vanilla ice cream on top!

To learn more about Stemilt, visit www.stemilt.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

APPLE PIE TACOS

Stemilt
Fuji Apples

Gluten- & 
dairy-free 

recipe!
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T
he wheels on Karin Gardner’s 
bike grind against the ground 
beneath her as she speeds down 
the farm roads near her North 
Dakota home, generating a 

steady cadence rhythmic enough to be 
hypnotized by. Her white sneakers push 
against the pedals, each rotation gliding 
her further into the prairie sunrise. 
Heavy breathing mimics the whirl of the 
early-morning wind as Karin’s flushed 
face remains intense and focused, 
showcasing the admirable stamina of 
this eminent leader.

At least, that is the image that flutters 
through my mind as Karin outlines the 
many ways her zeal for biking, running, 
and swimming aligns directly with her 
passion for fresh produce.

“Working in produce takes stamina!” 
Karin exclaims before we take a deep 
dive into her influential career as Oppy’s 
Executive Director of Marketing. “We 
all race against perishability every 
single day, so you might as well be 
trained for it. Being an endurance junkie 
has taught me a lot about remaining 
patient and picking my moment. My 
training friends tease me about how I 

Champion
By Peggy Packer

A P R O D U C E

76



in sports writing, but it was tough to 
find work that would pay the rent. Jobs 
were scarce, and Seattle, Washington, 
was already ridiculously expensive, even 
in 1992. Fortunately, I had done some 
internships along with editorial work 
at the UW Daily, so I had a book full 
of published samples to present at my 
interview at Oppy. I was offered the 
job of Public Relations Assistant, and I 
jumped on it. There were three of us in 
the office who had just graduated from 
college: myself; Marnet Gilkey, who went 
on to make a name for herself in the 
Seattle coffee culture; and Jerry Kraft, 
who is now with the Grant Hunt Co. We 
called ourselves the Oppenheimer Kids, 
and we had a lot of fun together while 
learning the produce ropes from the 
experts around us.”

As anyone who has ever participated 
in a long-distance race knows well, the 
speed at which you cross the finish line 
is not always reflective of the journey 
itself. Sometimes, that lengthy trek 
begins simply with a steady cruise.

When Karin was first hired at Oppy, she 
had the pleasure of joining a smaller 
team operating out of an intimate office 
on Pier 90 in Seattle, adjacent to the 
warehouse where New Zealand apples 
were stored in the spring and summer. 
Karin became the 50th employee of 
an operation that now includes more 
than 300 associates. The Seattle office, 
while creating a unique environment 
and family-like feel, also presented 
her with a number of chances to try 
new things and get out of her comfort 
zone—a feeling I imagine she has gotten 

Karin Gardner (pictured above sporting a navy blue cycling jersey) has a passion for biking, running, and swimming that directly aligns 
with her approach to managing the day-to-day demands of fresh produce marketing

“I feel really fortunate to have 
landed in an industry that inherently 

does good in the world.”

can run for a long time with a pebble 
in my shoe because I tend not to sweat 
the small stuff. Produce days can be 
uncomfortable—everyone who is good 
at it has learned to manage their stress 
and discomfort to some degree. The 
rules of sportsmanship and respect 
translate right over from my athletic life 
to my work life and back again.” 

As I sit on the other end of our Zoom 
call, I quietly ponder how this industry 
champion helped catalyze not only 
an upward trajectory for the produce 
powerhouse that is Oppy, but her own 
evolution in a space that truly slows 
down for no one. It’s almost as if Karin 
can see the curiosity in my eyes, as she 
affectionately strokes her cat Sundance 
and lets out a soft chuckle before 
transporting me to the start of an 
inspiring origin story. 

“I came to Oppy 
within a year of 
graduating 
from the 
University of 
Washington,” 
she begins. 

“I had a 
degree in 
journalism and 
was interested 

- Karin Gardner, Executive Director of Marketing, Oppy
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very familiar with as a self-proclaimed 
endurance enthusiast. 

In her first year alone, Karin got 
the opportunity to develop a radio 
advertising campaign and help design 
Oppy’s booth for Produce Marketing 
Association’s annual Fresh Summit, 
something she laughingly describes 
as “an old hard-sided dinosaur” the 
company had bought secondhand. 

As someone who also pursued a degree 
in journalism and a year later found 
themself fully engrossed in the world 
of fresh produce, sitting down with 
Karin feels like gazing into a crystal ball 
glistening with promise and possibility. 
Within that possibility is an unparalleled 
sense of pride in all our industry has  
to offer. 

“I feel really fortunate to have landed in 
an industry that inherently does good 
in the world,” Karin beams. “Agriculture 
done right builds community and quality 
of life on one end of the supply chain 
while delivering nutrition, health, flavor, 
and adventure on the other. It’s a lot 
easier to log the long days knowing your 
work serves a higher purpose, especially 
when you’re doing it alongside 

thoughtful people who make you laugh 
and are willing to go to the mat with—
and for—you.”

This feeling resonates across Oppy’s 
entire marketing team, which has 
now evolved into a spirited division 
of industry trailblazers leading the 
company on a path to indelible growth. 
It’s this success that, in turn, provides 
the dynamic team with the resources to 
pursue novel opportunities to cement its 
place as a fresh produce purveyor. 

“I feel like this is one of the most exciting 
times in the 163-year history of Oppy—if 
not the industry at large. That’s because 
we’re innovating more than ever with a 
heightened sense of the global impact 
of these innovations,” Karin adds. “I 
often think of myself as ‘the first among 
equals’ in an incredibly talented team 
of marketing professionals that serves 
essentially as Oppy’s in-house agency. 
I am proud of how our group can start 
with a product concept from scratch 
and turn it into something tangible that 
appears in the produce department a 
few months later—and also makes good 
money for the person who grew it, as 
well as the person who is selling it. I 
love that our partners have confidence 
in Oppy’s ability to successfully and 
strategically launch new items thanks to 
the hard work of the small-but-mighty 
crew I have the honor of leading.”

Reflecting on Karin’s undeniable 
prowess in the industry, I can’t help but 
wonder when the produce aficionado 
became fully immersed and came to 
the realization that she had an intense 
fervency for fresh. It’s not long before 
she reveals to me that, as the company 
witnessed its own evolution, Karin’s 
passion grew from her immense pride in 
Oppy’s mission. 

“It’s hard to believe it’s been nearly 
two decades since Oppy introduced 
its Expect the world from us™ brand 
promise. That small phrase is the 
cornerstone of our culture. Everyone on 
the team understands what is expected 
of them and delivers on it in a unified 
spirit,” she notes. “I had the good 
fortune of working with John Anderson, 
James Milne, and Cathie MacDonald to 
develop that promise and bring it to life 
across the organization. While I already 
had a big heart for produce at that 
point, the pledge made my professional 
mission clear. Our work is always 
complex, but the approach suddenly 
became simple.”

Similar to the twists and turns of a 
marathon, Karin’s fresh produce journey 
becomes clearer with each move she 
makes. Around every corner, there is a 
new opportunity to spur growth for the 
company that ignited her passion and 
those who found a home at Oppy as she 
did nearly three decades ago.  

“Looking ahead, I think about the current 
generation of Oppenheimer Kids. They 
are way ahead of the game compared to 
Jerry, Marnet, and I in the early 1990s,” 
Karin explains. “Our young people are 
so smart and tuned in. I know I’m not 
going to be here forever, and I enjoy the 
days when I find myself as the Executive 
Director of Mentoring as much or more 
than when I’m the Executive Director of 
Marketing. It’s so much fun to wear the 
coach hat and watch others develop 
and grow.”

At the end of our conversation, the 
image of that foretelling crystal ball 
resurfaces, as Karin’s face disappears 
from my screen in the same way it 
would fade from the mystical sphere I 
had imagined before me. As I sit back 
for a second to reflect, relishing in the 
inspiration she has left me with, I realize 
you can only discover the beauty of the 
journey if you choose to keep going.

Not despite the pebble in your shoe, but 
because of it.

Karin was the 50th employee of a formidable operation that now comprises over 300 
trailblazers whose innovation uncovers new opportunities for the leading grower, 
marketer, and distributor
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1½ lb Mim’s Famous Sweet Potatoes Medley
Olive oil to coat
Everything Bagel seasoning
Honey
Salt
Black pepper

optional seasonings

Spicy mix: chili powder or red pepper flakes
Smoky mix: cumin
Sweet mix: honey and cinnamon
Simple: fresh lemon juice and sea salt

Prep Time: 10 min
Cook Time: 20–35 min
Servings: 2

1 Preheat your oven to 400° F.

2 Cut the Mim’s Sweet Potatoes in quarters.

3 Using a zip-top plastic bag, combine sweet potatoes with enough olive oil to coat. 
Add honey, salt, pepper, and seasoning of your choice, to taste. Seal the plastic bag 
and shake to mix. 

4 Line a baking sheet with parchment paper. Place the tossed sweet potatoes on the 
baking sheet, making sure the sweet potatoes are not touching. 

5 Roast in the oven for 20 minutes, remove and flip, then cook for another 10–15 
minutes or until browned. Serve warm and enjoy! 
 
For a nice finger food snack, add some roasted Progressive Farms 
asparagus along with your roasted Mim’s Sweet Potatoes. To make the 
asparagus, follow the same recipe above, substituting asparagus for sweet 
potatoes.

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

MIM’S OVEN ROASTED MINI SWEET POTATOES

Mini Sweet Potatoes
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Aaron Clark
Vice President, Price Cold Storage

YEARS at 
Price Cold Storage:

26

FAVORITE 
PRODUCE ITEM: 

There isn’t one  
he doesn’t love

Years in 
produce: 

All his life

RAINIER® FRUIT CELEBRATES WHOLESOME HEROESWholesome Heroes  
represents individuals who are 

making a positive impact in their 
community through their work, 

volunteer efforts, sustainability, or 
health and wellness initiatives.

WHAT MAKES Aaron   
A WHOLESOME HERO? 

Aaron gives a new definition 
to “salt of the earth,” raising the 

standard for the title. A dedicated 
member of the Yakima, Washington, 

community, Aaron has served on 
many community boards and is 
an active member of his church, 
although his pride and joy is his 
family. Aaron and his wife of 31 

years have raised two children who 
are both serving in the community 

as a kindergarten teacher and a 
seminary student.

Service

Volunteering 1

2

3

4

5 Mentorship

Dedication to Career

Goal-Focused

Aaron was raised in the industry. 
Growing up on a peach farm in 

Eastern Washington, his love of fruit 
has only grown. Living right where 
amazing food is produced has given 

Aaron a sense of belonging, as he gets 
to be a part of what his family has been 

doing for the past four generations.

“I love that I get to spend time out in 
God’s creation in the orchards every day, 
observing the order and predictability of 
the seasons. Harvest happens every year 
at the same time; God is a God of order.”

Having spent his whole life in the 
industry, Aaron emphasized how many 

amazing people he has met through 
working and living in the community. 
As others were willing to mentor him 
through the years, Aaron is passing on 
the legacy of mentorship and guidance 

to the next generation.

Concerned with the legacy he leaves 
behind, Aaron tries to remember 

what’s really important every day—
faith, family, and work. Keeping those 
priorities in order helps him maintain 
the bigger picture personally and for 

those around him.

“The Yakima Union Gospel Mission 
(YUGM) holds a special place in my 
heart. YUGM has a stunning success 
rate of bringing people and keeping 
people out of homelessness. I believe 

in their mission, and love when I get to 
spend time there, they’re a cornerstone 

of the Yakima community.”   
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APPLES, PEARS, CHERRIES & BLUEBERRIES

Y O U R  P U R C H A S E  G E T S
C L O T H I N G  E S S E N T I A L S  T O  T H O S E  I N  N E E D

R I G H T  I N  Y O U R  C O M M U N I T Y.

APPLES AND PEARS
ON A MISSION



There is a kinship, a 
c a m a r a d e r i e ,  and a level 

of willingness to put it all on the 
line that is sacred to this industry.

82
Steve Junqueiro, 

Founder, Steve Junqueiro Associates, 
and Former President and Chief Operating Officer, The Save Mart Companies

COLLABO RATIONI n n o v a t i o n  T h r o u g h



By Jordan Okumura

W e all have an internal 
compass that syncs up when 
we are on the right path. A 

calling home. It is how we measure 
our distance or proximity from our 
recollections of the past to our visions of 
the future. When navigating by chance 
alone, we find ourselves in many places, 
but by compass, we find our way to the 
edge of our potential, and if we are lucky, 
we find our destiny waiting for us there.

This distinct dynamic marked by both a 
wavering path and a strong magnetism 
to our destiny is something I find 
surfacing often with Steve Junqueiro. 

If you ask him, he will say that, at first, 
much happened by chance, but I would 

argue he saw the opportunity where 
others did not. He sensed a gateway to 
his own future in fresh—all during a 
time when produce was moving from 
a commodity to a category and from a 
fixture to a destination. 

“When you have been in the business 
as long as I have—nearly 43 years at 
Save Mart and a lifetime overall— you 
have the great gift of watching things 
change,” Steve says, taking a deep 
breath as he dives into his story. “There 
is a kinship, a camaraderie, and a level 
of willingness to put it all on the line 
that is sacred to this industry.” 

I settle into this reverie sparked by 
reflection. Steve is good at striking a 

pause like this, and I think it is one of 
the reasons that his work has had such 
gravity in the industry over the years. 
He has a deep desire to leave something 
behind, something that will still grow 
after he has set it adrift or handed it off.

Working inside that broad swath of 
time has granted him some amazing 
milestones as well—moments of 
transformation we can only dream to 
witness and be participants of during our 
own tenures.

“Back in the day, retail and grower 
relations had a bit of a rough nature to 
them—more posturing and protection 
than productive communication. It 
was a different time,” he says. “The 

COLLABO RATION
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introduction and implementation of 
category management in fresh produce 
in the late ’90s was key to transforming 
the way we worked together. Before 
then, the relationships were often 
adversarial at best. In my eyes, category 
management marks the moment when 
the fresh produce department actually 

started to become a competing 
space in grocery.”

Led by Steve, fresh produce became 
the first department to embrace and 
institute category management for 
Save Mart. 

“This really changed the relationship 
between the suppliers and retailers. 
Before, it was about price, first and 
foremost. With the advent of category 
management, information sharing 
and collaboration became the new 
solution to increase productivity, sales, 
profit, and the ability to compete in 
the grocery store and in the market,” 
Steve reflects.

This transformative moment 
in Steve’s career and the 
progression of Save Mart’s 
differentiation in the retail 
environment sparked the desire 
for not only more innovative 
thought, but innovation through 
collaboration—a cultural pillar 
that marks the retailer’s ongoing 
success within its supplier and 
buyer relationships. 

“We are a strong, resilient, and 
unique bunch. We are, in fact, a 
mirror of what our farmers grow,” 
Steve considers. “Fresh produce is 
unlike any other department or food 
category. Because of the nature of 
the variables, demands, urgency, 
perishability, you cannot treat it like 
a box of crackers. Collaboration 
is a major part of what helped 
us succeed and fill in those 
challenging gaps and jump those 
hurdles in the past and we need to 
recommit to collaboration now.” 

This comes from Steve like a subtle 
warning, as he senses a storm just over 
the horizon.

“There has been some reverting back to 

the old ways in terms of the adversarial 
nature of buyer and supplier relationships 
that will only hurt us,” he says, and his 
words confirm my sentiment.

It is only with such essential observations 
over the course of 40-plus years that 
Steve can see the challenges and 
solutions with this level of clarity. To 
know we have turned a corner in the past 
tells us that we can turn a corner again. 
And he believes that a better relationship 
beyond the purchase order will do that.

Fresh produce already has to face so 
many challenges outside of any internal 
rivalries, he suggests. 

“There are challenges facing us both 
equally and that is where our attention 
should be—and we should be on the 
same page,” Steve tells me.

It is at this point in our discussion that 
he connects the dots and floats a phrase 
across the table that I have heard rarely.

“We are fighting ‘produce agnosticism,’” 
Steve says, saving me from the silence. 

“This is a belief that produce is the same 
as any other category or department and 
should be managed by the same rules 
as other grocery segments, and non-
perishable ones at that.”

He chuckles at my pause. 

I am immediately taken back to the box 
of crackers that Steve mentioned a few 
moments ago.

“Produce agnosticism is extremely 
dangerous. If you don’t develop your 
fresh department with its own unique 
set of rules, you cannot be optimally 
successful in the produce business,” 
Steve says.

What we need to do is educate the new 
leadership coming in and develop the 
leadership we have now to understand 
fresh as the integral qualifier of fresh 
produce. It is not a component of the 
category, it is the crux.

“We have a lot of really sharp and 
intelligent leaders and buyers in the 
retail and wholesale space who are great 
at navigating grocery from a 40,000-foot 

Top: Steve Junqueiro with mentor Frank Siciliani

Middle: Steve has preferred to be boots on the ground 
whether in the produce department or an apple orchard

Bottom: FreshSource’s Mike Casazza, Steve, Taylor Farms’ 
Bruce Taylor, and FreshSource’s Robert Thompson and Scot 
Olson lead in passion and ingenuity

We are fighting 
‘p r o d u c e  a g n o s t i c i s m .’
This is a belief that produce is 
the same as any other category 
or department and should be 
managed by the same rules as 

other grocery segments...
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view, but who have not developed a lens 
and toolkit specific to fresh produce,” 
Steve adds. “For this reason, we need to 
refocus and reintegrate collaboration to 
bring fresh up to the standard it deserves 
to be held at all of the time.”

Such actionable solutions are the beauty 
of this conversation. And they are right 
at our fingertips.

“We have more access to information, 
data, and resources than ever before. 
If we can all come to the table 
and collaborate under a renewed 
commitment to collaboration then 
we can reach the consumer and drive 
consumption on a whole new level,” 
Steve says.

It is at this point I feel the deep desire 
to straighten my back, put a little more 
strength in my step. It feels like a rallying 
cry. Many of the issues we are faced with 
these days have far-off, abstract solutions. 
But what Steve speaks of is tangible and 
we have done it before. To Steve, we can 
now do it even better.

This energy that Steve employs and 
radiates is contagious. And while his 
opinions and insights hold the weight of 
truth for many, they have taken decades 
to evolve into what they are now: a 
compass always pointing due north. 
Starting over a gentle rise in Tracy, 
California, with a handful of tomatoes 
as a homing beacon, Steve set his course 
toward a produce path. 

“My life was unfolding the path before 

me before I even had 
a choice. I grew up 
around agriculture. My 
grandparents had a 
ranch where they grew 
crops like asparagus, 
tomatoes, and alfalfa,” 
Steve reminisces. “I 
loved it. I did not know it 
then, but it planted a seed 
and deep appreciation for 
what it takes to grow food 
and run a farm.”

Steve followed that 
passion and while 
attending college, he took a part-
time job in a Save Mart produce 
department. His internal 
navigation told him that this 
was the right place, that the 
choices were syncing up to fuel 
something bigger. Something 
lifelong.

Steve went on to spend about 
12 years in-store as a Produce 
Clerk and Produce Manager 
before he moved up to 
Produce Merchandiser and 
then Supervisor. By the time 
he made it into corporate, 
he had become only the 
second Produce Director for the 
company, as his mentor and predecessor 
Frank Siciliani retired. 

“Frank taught me everything I know 
about the business. I watched him 
harness innovation and innovative 
thought like a second skin. It was 

Top: Steve is a leader amongst leaders, sharing what he 
has gleaned with today’s professionals and tomorrow’s 
produce passionate

Middle: Past Chairmans of the Produce Marketing 
Association: Steve Barnard, Janet Erikson, Steve, Grant 
Hunt, and Dave Eldridge

Bottom: Steve with his daughter, Natalie J. Machado, 
FreshSource’s National Director of Marketing

C o l l a b o r a t i o n  is a major 
part of what helped us succeed 

and fill in those challenging gaps 
and jump those hurdles in the 

past and we need to recommit to 
collaboration now.

THESNACK.NET / 85



inspiring and the impact Frank has 
had on me is lasting and evolving, even 
today,” Steve shares, detailing how this 
drive that is bone-deep in him now was 
years in the making and grew with each 
location the team opened.

With just 22 stores in 1974, Steve 
watched the company expand to 
approximately 245 stores by the time 
Steve retired from his position as 
President and Chief Operating Officer 
in 2017.

“I have an amazing career behind me 
and in front of me still. I have been lucky 
during my tenure to be involved with 
thought-leaders in organizations like 
Produce for Better Health, the Produce 
Marketing Association, and even the 
USDA Foreign Agricultural Service 
where we took trips abroad to help 
other countries handle their cold chains 
with their domestic and international 
business,” Steve says. Lingering for a 
moment while I take it all in. “Surround 
yourself with leaders and learn from 
them.”

Now, Steve is the leader of leaders. 
With all the knowledge and tools 
that Steve has gleaned over the years, 
he knew his work was not done and 
retirement only provided another sway 
of the compass. In 2017, he founded 
Steve Junqueiro Associates.

Today, he gets to lead and support, 
cultivate and champion on his terms 
with his consulting firm. While his reach 
is extensive and not restricted to grocery 
or fresh produce, he finds that nearly 
95 percent of people who come to him 
want to talk to him about fresh. It is 
the Rubik’s Cube which, to many, feels 
unsolvable. But, for Steve, the need for 
more fresh thought—pun intended—
allows him to circle the home he loves so 
much in ag.

“I am privileged today to bring growers, 
suppliers, and buyers together to not 
only encourage innovation but execute 
it,” Steve expresses. “By coordinating 
the introduction of innovation to the 
retail side and using my experience and 
relationships to bridge that gap, I find 
that I can help companies make headway 
faster and that is a boon for everyone.”

Like an amazing coach, he always turns 
the gratitude back on the players, the 
industry members he works with as they 
exercise the values and understanding 
that will take produce to new heights 
and concretize its importance as a 
destination in the grocery store.

As companies continue to grow, evolve, 
and adapt to the changing dynamics of 
the day, Steve is helping teams through 
reorganization and restructuring 
strategies for their business models, 

enabling them to better understand and 
elevate fresh in all its unique ways.

“It is an amazing thing to be a witness 
to—watching the produce industry grow 
up,” Steve says, a smile creasing the 
edges of his voice. “I mean look at what 
has transpired, Save Mart was one of 
the first test markets for products such 
as mini carrots and cello head lettuce, 
spinach, and mushrooms. We worked 
with Fresh Express when they first came 
out with salads and were being hand-
sealed at the end of a conveyor belt. I was 
able to watch the value-added segment 
boom. That desire, passion, and ability 
to be first to market and to innovate is a 
part of the way I see the world.”

Having been a part of so many changes 
and events that have transformed fresh 
produce, Steve reveals to me quickly 
that he is simply that mirror of our 
industry, reflecting back on what is 
inherent in its roots. 

While Steve’s eternal compass kept him 
steady on his path, it has grown to be 
more than just a part of how he ticks 
these days.

It is a part of how we tick.

So, please, Steve. 

Steer us.

If we can all come to the table and 
collaborate under a renewed commitment 

to collaboration then we can reach the 
consumer and d r i v e  c o n s u m p t i o n 

on a whole new level.
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FROM COACHELLA, CALIFORNIA.



1 lb bag Sweetreats Mini Peppers, 
halved and seeded

1 pint G.R.EAT!® Red Grape Tomatoes, 
chopped

1 small white onion, finely chopped
1 lb ground beef
1 packet taco seasoning
1½ cups shredded Cheddar cheese
1 jalapeño pepper, seeded and finely 

chopped
2 tbsp minced fresh cilantro
Optional toppings as desired: sour cream, 

olives, avocado, etc.

Prep Time: 15 min
Cook Time: 15–20 min
Servings: 1

1 In a large skillet over medium heat, add onion and cook ground beef until just 
cooked through, about 7–10 minutes. Add taco seasoning and sauté until well 
combined. Remove from heat.

2 Preheat the oven to 400° F and line a cookie sheet with parchment paper. Arrange 
mini peppers in a single layer, cut-side up, very close together.

3 Sprinkle with ground beef mixture and shredded cheese. Bake 5–10 minutes or until 
cheese is melted.

4 Remove from the oven and top with chopped tomatoes, jalapeño, cilantro, and any 
other desired toppings. Serve immediately. 
 
Tip: This recipe can easily be made vegetarian by removing the ground beef or replacing it with a 
protein of choice.

To learn more about DelFrescoPure®, visit www.delfrescopure.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

MINI PEPPER NACHOS

DelFrescoPure® 
Sweetreats Mini Peppers
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Autumn is a time of 
transformation—of 
shedding leaves of old to 

prepare for something fresher and 
stronger.

Family Tree Farms has taken this 
and packaged it, quite literally, in 
a brand refresh. In one sweeping 
launch, the company has captured 
a new, elevated presence for 
the eyes while preserving the 
heart of an image that already 
accomplished so much before 
being reborn. 

Spotlighting its exclusive 
blueberry and stonefruit varieties, 
Family Tree Farms’ modern take 
on its label rolls out the red 
carpet for produce packs. From a 
beautiful crimson apricot basket 
and pouch bag to a tasteful level-
up for its staple plumcot clamshell, 
the rebrand directly reflects the 
vibrant, high-quality fruit the 
company is known for, tying the 
eyes inextricably to the stomach. 

The wallet, in turn, will delightedly 
play those strings on its way to 
the register.

Though this may be a season 
which traditionally sees trees give 
a last surge before becoming bare, 
Family Tree Farms will do more 
than retain its color. Losing only 
the unnecessary leaves, what is 
left is a reinvention, revealing that 
beauty might be in the eye of the 
beholder, but such enamour can 
certainly be packaged.

A Closer Look at 
Family Tree Farms 
Packaging Rebrand
By Melissa De Leon Chavez
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Ashleigh Lombardi Young
Marketing, Communication, and Development, 

Pacific International Marketing

MY FAVORITE THINGS

There are some people in this world with personalities like 
magnets—pulling you in with the sheer force of their infectious 
enthusiasm for life. One person that immediately comes to mind 
is Ashleigh Lombardi Young. Drawing others in with her sense of 

excitement, I discovered what charges this magnetic spirit when her 
fresh produce hat comes off…

Saturday Mornings

1 2 3

4 5 6

7 8 9

Family and Friends

Our Dogs

Salinas Valley Fair

Schitt’s Creek

Cake4Kids

Craft Cocktails and 
Appetizers

Christmas Gift 
Wrapping

California Hideouts

With Jenna Plasterer

Those that I love, look up 
to, and endlessly support.

Waking up early, grabbing 
a blanket, and hitting the 
couch with my coffee is 

THE BEST!

Sadie and Sammy, the 
cutest duo ever!

I enjoy it so much I 
started a side hustle 
wrapping and creating 
gift boxes year-round.

My chosen version of 
“wine and dine.”

Downtown Paso Robles and 
Lake Nacimiento are some of 
my favorites to explore.

I really do love this 
journey for me.

My favorite time 
of year! It’s a 
fantastic way to 
support the local 
area.

Baking cakes for the 
underserved youth 
in Monterey County, 

California, is a special 
way to give back.
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By The Snack Editorial Contributor Dan’l Mackey Almy, 
President and Chief Executive Officer, DMA Solutions

elieve it or not, in this day and age, there is still one 
thing you can control. 

Even in the midst of a pandemic paired with untimely 
acts of nature, we can control the way we present our 
brands to our target audiences with clear, meaningful, 
and intentional communication.

In order to be successful with marketing, especially in 
our world of uncertainty, the journey must begin with an 
elevated focus on communication. This fundamental piece 
of the marketing puzzle lays the groundwork from which 
brands can build a marketing strategy. Without it, brands do 
not have a voice.

B



SERVE VERSUS SELL
Communication helps set the 
stage for elevating who you are 
as opposed to only what you sell. 
This is a key differentiator amongst 
brands. It’s obvious to people when 
a company is showing up only to 
push a product vs. a holistic brand 
that really cares for the wellbeing of 
their audience.

While it is important to get the 
details of what you are selling 
straight, it’s even more important to 
build and nurture relationships over 
time so you can share your story 
on a deeper level. Showing a little 
vulnerability to your audiences won’t 
hurt either.

“The past year and 
a half revealed 
to us that brands 
must have a 
comprehensive 
communication 
plan in place to 
not only react to 
unpredictable 
situations, such 
as the pandemic, 
but to serve as a 
trusted voice for 
both buyers and 
consumers.”

Dan’l Mackey Almy, Founder 
and Chief Executive Officer, 
DMA Solutions

“Communication 
helps set the 
stage for 
elevating who you 
are as opposed 
to only what you 
sell. This is a key 
differentiator 
amongst brands. 
It’s obvious to 
people when 
a company is 
showing up only 
to push a product 
vs. a holistic brand 
that really cares 
for the wellbeing 
of their audience.”

When building a voice consumers 
trust, brands must be willing to 
communicate with consumers year-
round. 

The past year and a half revealed 
to us that brands must have a 
comprehensive communication 
plan in place to not only react to 
unpredictable situations, such as 
the pandemic, but to serve as a 
trusted voice for both buyers and 
consumers.

So many fresh produce brands have 
a tendency to wait until disaster 
strikes to take action and begin 
communicating. Sometimes, these 
brands find they are too late. To 
avoid this, the following points are 
proven strategies for achieving a line 
of trust between your company and 
buying audiences through consistent 
communication.

ESTABLISH A FOUNDATION
When beginning to think about 
communication, you must first 
determine the key messaging 
needed to elevate your brand. 

This messaging should be tailored 
to the various audiences you seek 
to connect with, whether it be 
buyers, consumers, internal teams, 
suppliers, etc. This is the foundation 
for which you build the rest of the 
communication strategy, so it’s 
important that you start here. 

Next, determine a cadence in which 
you’d like to speak to your audience. 
Is it bi-weekly, monthly, quarterly? 
Implementing a communication 
schedule will build trust with your 
audience who will know when they 
will hear from you and listen to what 
you want to communicate to them.
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as brands are willing to be patient, 
trust will come as it is earned.

During this time when so many 
external factors are affecting 
our businesses, we must turn our 
attention and efforts to focus on 
the things we can control. Staying 
present and serving empathetic 
and helpful communication to your 
audiences will only position you to 
navigate the challenges and prepare 
for your brand’s future growth.

Dan’l Mackey Almy’s 
passion for fresh produce has paved 
the way for her dynamic career in 
the industry for over 25 years. In 
2004, she founded DMA Solutions, 
a leading marketing agency that 
exclusively serves the fresh 

produce industry. Dan’l and the 
team of marketers at DMA provide 
solutions to increase demand for 
fresh produce in pursuit of creating a 
positive impact on society.

MANAGE THE NARRATIVE
As mentioned earlier, there is a lot 
in this world we cannot control. 
From a pandemic or natural 
disaster to a product recall or water 
shortage, so much can go wrong 
that is out of our hands completely! 
Communication gives back the 
power to control how you interact 
and respond to certain situations. 

You do have control over how 
you manage the narrative in both 
predictable and unpredictable 
situations, so use your voice to 
communicate effectively!

BUILD TRUST OVER TIME
Trust is built through the investment 
of time and consistent actions. This 
was proven during the pandemic 
as brands that had invested in the 
marathon of marketing found their 
brand loyalists were in contact to 
ask questions and seek guidance 
during that particular time of crisis. 

Marketing is the vessel that carries a 
brand’s message to consumers and 
allows them to engage with you on 
their terms. This sort of interaction 
fuels a trusting and long-lasting 
relationship that is priceless. As long 

“You do have control over how you manage 
the narrative in both predictable and 
unpredictable situations, so use your voice to 
communicate effectively!”
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T his is Halloween, everybody scream. 
Won’t you please make way for a 
very special drink. 

In this case, make way in those produce 
departments and beverage aisles: 
Everyone hail to the Pumpkin King-tini.

Something I especially love about Tim 
Burton’s The Nightmare Before Christmas 
is how it can easily set the stage for 
celebrations from Halloween through the 
holidays, and so can this beverage.

There is a special place in my stomach 
for libations that use true ingredients, 
and the Pumpkin King-tini falls in line, 
translating to fresh sales. Actual pumpkin 
purée gives the intended creamy 
texture of this comforting drink, which 
promises to keep everyone soothed as 
the Northern Hemisphere’s days become 
shorter and colder. 

In a pinch, canned pumpkin will work. I 
encourage anyone sharing this recipe 

with shoppers, customers, and friends 
to go one step further, though, by 
recommending fresh pumpkin purée 
made at home. 

A longer, more relaxing process in the 
kitchen is what autumn and winter days 
are for, right?

Topped off with a toasted marshmallow, 
the nostalgia is two-fold between any 
childhood memory by a campfire and, 
of course, Jack’s swallowing a torch to 
reveal his   Skelington self in his Nightmare 
Before Christmas intro. Clearly, toasted 
marshmallows and pumpkins are a match 
made in autumn heaven!

To keep this fun addition to the martini 
family at the table through the holidays, 
add a graham cracker rim, and you have 
Life’s Ambrosia’s Pumpkin Pie Martini with 
a marshmallow twist.

So, raise a glass, and everyone hail to the 
Pumpkin King-tini!

DIRECTIONS

1. In a cocktail shaker, combine ice, vodka, cream 
liqueur, half-and-half, pumpkin purée, and 
pumpkin pie spice. Shake vigorously until chilled.

2. Use a napkin to wet the rim of a martini glass. 
Combine equal parts cinnamon and sugar on a 
plate. Roll the rim in the mixture.

3. Pour the martini in the prepared glass and 
sprinkle with more pumpkin pie spice if desired. 
Garnish with a toasted marshmallow as pictured 
and enjoy!

Optional: Add crushed graham crackers to the 
sugar rim for a pumpkin pie-inspired alternative.

 
Source: www.lifesambrosia.com/pumpkin-pie-martini-recipe

INGREDIENTS

2 tbsp maple syrup
½ cup ice
1½ oz vanilla vodka
1½ oz cream liqueur (Baileys or 

similar)
⅓ cup half-and-half
3 tbsp pumpkin purée, fresh or 

canned
1 tsp pumpkin pie spice
1 large marshmallow
Cinnamon and sugar, for 

garnish
Crushed graham crackers 

(optional)

Time: 5 min
Servings: 1 cocktail
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Libations
FOR ALL OCCASIONS:

PUMPKIN KING-TINI

By Melissa De Leon Chavez



Photography by Craig Wheeler
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8 oz 4Earth Farms™ Organic Shishito Peppers
1 medium watermelon, peeled and cut into 2" cubes
Fresh mint leaves
1 tbsp oil

dressing
1 tbsp 4Earth Farms Organic Lemon zest
1 tbsp 4Earth Farms Organic Lemon juice 
1 tbsp honey
½ tsp ground paprika
½ tsp kosher salt
½ tsp ground black pepper
2 tbsp finely chopped fresh mint
3 tbsp extra virgin olive oil

dry rub for watermelon
2 tsp sugar
½ tsp salt
½ tsp cumin powder
½ tsp paprika powder

Prep Time: 20 min
Cook Time: 20 min
Servings: 4

1 Combine all the dressing ingredients in a small bowl and whisk until it 
forms a smooth sauce.

2 Combine all the dry rub ingredients in a small bowl and mix.

3 Preheat oven to 400º F. Toss shishito peppers in a bowl with oil and 
kosher salt until well coated.

4 On a cookie sheet, spread coated shishitos evenly. Place in oven, roast, 
and toss occasionally until soft and slightly charred (about 15 minutes).

5 Preheat grill plate or BBQ. Sprinkle dry rub on both sides of the 
watermelon and place on the hot grill. Grill about 3 minutes on each side 
until lightly charred.

6 Plate watermelon and shishitos, drizzle with dressing, and garnish with 
fresh mint leaves. Serve immediately.

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

4EARTH FARMS ™ ORGANIC SHISHITO AND GRILLED WATERMELON SALAD

4Earth Farms™ Organic 
Shishito Peppers

Inspired by 
playfulcooking.com
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105
From left to right: Jeff Giumarra, Randy 
Giumarra, Alex Giumarra, Joe Giumarra, 
Mimi Corsaro, Mike Rodgers, and 
Konrad Kuntz



t is no small thing to hold the world in the palm of your 
hand, let alone a cluster of worlds which all tendril off 
the same branch. So it is with table grapes—each bunch 

represents a global network of those who have entrusted 
their livelihood, their time, and their passion in these small 
civilizations.

The long story of grapes in human history is often tied 
to luxury. It is a tangled narrative that the family behind 
Giumarra Vineyards works tirelessly to unwind. 

“Consumers expect and deserve to have quality grapes all year, 
so we’re constantly tailoring our program, with our vineyards 
and with our partners abroad, to bring them the best the world 
has to offer,” Randy Giumarra, Vice President of Sales, shares 
as we discuss the legacy of the fruit Giumarra Vineyards 
provides 365 days a year. “There are very few produce items 
that will still bring people into a grocery store when they’re 
on ad—grapes remain one of them. Suppliers and retailers 
have done a wonderful job of expanding the grape category 
by offering a consistent selection of new varieties that satisfy 
consumers looking for pleasurable and simpler grape flavor as 
well as those looking for a fun, unique experience. At one time, 
grapes may have had the perception of being a more regal 
item. That can be both a blessing and a curse, so our program 
is focused on helping people snack like a king no matter their 
budget.” 

Mimi Corsaro, Vice President of Marketing and Director 
of Export Sales, picks up where Randy left off in further 
expanding on Giumarra Vineyards’ vision for differentiation as 
she explains how the company started out with the Grape King 
label—a symbol of premium grapes with room for growth. 

“Over time, our mascot has evolved, and now we are testing a 
new, more modern version of the Grape King. Our varietal 
mix has also evolved to include a wide catalogue of tastes with 
something for every palate,” she shares. 

The criterion is of such importance that it is on an already 
extensive list of expected items for Giumarra Vineyards’ 
expanding cross-breeding program.

“We have some really special niche varieties that offer unique 
flavors and shapes, but we are focused predominantly on 
creating the best new ‘everyday’ grape varieties,” Randy 
comments. “What we are pursuing are sweet and flavorful 
conventional varieties that are really crunchy, juicy, and easy to 
eat, which we can deliver at a price point that is attractive for 
the consumer.” 

Mimi agrees, and echoes the sentiment.

“We can elevate the ‘everyday’ in a way that creates a consistent 
experience with varieties that are available not only from 
California, but through our grower partners that help us 
provide a taste of summer all year round,” she says.

Putting the ordinary in the extraordinary, so to speak. At least, 
as ordinary as it can be when the day-to-day expectations of 
your basic table grape are to be delicious, pop-in-your-mouth 
good. This is the legacy that the third generation Giumarras 
try to uphold—a legacy of table grape growing that extends 
much further than biological relations or the local growing 
area. Family now defies geography to include business and 
grower partners around the globe.

“My dad,   John Giumarra, Jr., used to say 
something that really stuck with me:

That is a responsibility that we take very seriously.”

Vice President of Sales, Giumarra Vineyards

‘WHEN YOU’RE SELLING THE GRAPES FROM OUR 
GROWER PARTNERS, YOU HAVE TO REMEMBER THAT 
THEIR FAMILIES’ LIVELIHOODS ARE IN YOUR HANDS.’

Randy G iumarra,
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“My dad, John Giumarra, Jr., used to say something that really 
stuck with me: ‘When you’re selling the grapes from our grower 
partners, you have to remember that their families’ livelihoods 
are in your hands.’ That is a responsibility that we take very 
seriously,” Randy says, wasting no time putting what he and 
his colleagues do into perspective. 

Giumarra Vineyards has maintained the partnerships that 
have made the 365-days-per-year experience possible for 
decades. Randy and Mimi share some of these elite exporters: 
in Chile there is Frucentro, which Giumarra Vineyards has 
worked with for over 30 years; and the Salazar family in 
Mexico that has worked with Giumarra Companies for 28 
years. At home in the U.S., there is the innovative work done 
by the Karniel family, a partner in ARD for the ARRA 
breeding program since the 1990s; the business relationship 
with cousin Don Corsaro, then Director of the Giumarra 
Companies, which extends back to the 1960s and continues 
with his son John, now Chief Executive Officer of Giumarra 
Companies. Along with Tim Riley, President, they have grown 
the Los Angeles, California, wholesale business into a global 
marketing and service company.

“Growers around the world are making huge investments into 
their crops and they export the majority of their volume to 
the United States,” Randy continues. “Whether it’s a family 
operation or a farming company with a more corporate 
structure, they are entrusting their financial livelihood to 
us. They place it in our hands, and that means a lot to the 
Giumarras and our team.”

Domestically, the company owns every acre on which they 
grow. Abroad, Giumarra depends on partners that show the 
same passion and diligence in their growing and post-harvest 
practices that has allowed them to improve varietal offerings 
and quality together in recent years.

“We’re working with retailers to determine how to make the 
transition periods better for their grape category offering. 
With that feedback, we’re utilizing our partnerships, new and 
established, to provide the best varieties from the appropriate 
offshore region. Our cross-breeding venture has led to some 
wonderful new relationships with incredible growers that are 
progressing at the same rate we are here in California. We 
deeply respect our partners in other countries. Plus, the hard 
work of team members Mike Rodgers, Director of East Coast 
Operations, and Mike Walsh, Sales, back on the East Coast, 
as well as our whole team here in Bakersfield, California, adds 
the critical service element that is as important as the product,” 
Randy reflects. “Every facet of this network is important if you 
want to add value in this competitive global grape market.” 

The gift of trust given to them by both family members and 
a world-wide network of growers is not lost on the leaders of 
Giumarra Vineyards, nor is the opportunity to have seats at the 
table. There is a strong desire to serve and strive for more in 
place of the obligation one might expect in a family business. 

Because, Mimi points out, the team never forgets what is at stake.

“If you look at it from a corporate structure point of view, 
our shareholders are our family members. My sister is a 

“We can
ELEVATE THE 

‘EVERYDAY’ in a way 
that creates a consistent 
experience with varieties 

that are available not 
only from California, 

but through our grower 
partners that help us

PROVIDE A TASTE OF 
SUMMER ALL YEAR 

ROUND.”

Vice President of Marketing 
and Director of Export Sales, 

Giumarra Vineyards

Mimi Corsaro,
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shareholder,” Mimi tells me, crystallizing this point. 
“I want to do the best job I can so that she, our 
families, and employees are taken care of. When 
your shareholder is a faceless someone on the 
trading floor, I don’t think you have that level  
of awareness.”

Mimi and Randy, as well as Jeff and Joe 
Giumarra, are part of the third generation 
of the founding families that built Giumarra 
Vineyards. This family roster also includes 
several additional first and second cousins 
like David Stanley, Vice President of Field 
Operations, and Robert Stanley, Packaging 
Manager, in addition to newest family employee 
and Sales Representative Alex Giumarra. 
Joining the multigenerational lineup too is Konrad Kuntz, son 
of Northern Vice President of Field Operations, Leroy Kuntz.

“The evolution of our family business here at Giumarra 
Vineyards is not unlike other farming family businesses, where 
the elder generation worked until very late in their lives,” Randy 
shares, and I immediately think of every time I laughingly 
teased anyone in our industry who said they were retiring.

Who really retires from fresh produce?

“Exactly,” Randy agrees. “And I think everybody in our 
generation was very eager to have our opportunity to 
take this company to the next level—whether it’s 
redevelopment in the vineyards, new varieties, 
branding and marketing, new software for 
accounting and production, or new items. Our 
grower relations are expanding not just in Chile, 
but in Peru, Brazil, Mexico, and beyond. I don’t 
know of any place on the globe where grapes 
can be grown that our collective program is not 
currently touching.”

Jeff, Chief Financial Officer, agrees this latest 
generation has not just picked up the ball, but 
has been running with it full speed. 

“Our generation has made a big investment, 
both financially and emotionally, to get to 
where we are. We’ve worked really hard to 
accomplish a lot. It’s safe to say we’ve put 

our time in,” he says with an infectious laugh 
that resounds through the group. It’s a laugh of 

agreement with a hint of understatement. “It’s 
fair to say we have ownership now.” 

Ownership is not a concept so easy to define 
as looking it up in the dictionary. Desire, need, 
and obligation are all different words that fall 
under the ownership umbrella. Depending on 
which is the motivator, each affects how the 
person who takes up the mantle executes their 
responsibilities.

One thing that rings true around the table 
of Giumarra Vineyards’ leadership is that 
everybody wants to be there. 

“It’s not a business for the fainthearted,” Jeff shares. “We’re a 
dying breed as one of the last relationship-based businesses. 
Many companies are moving toward little to no human 
interaction. We’re a supply-demand market which, if you’re a 
farmer, is not always good. You may spend X amount of dollars 
to put something in the ground, yet our market doesn’t always 
show the love back to us. There have been a lot of seasons 
where growers sold at or below cost based on the supply and 
demand of our industry.”

One who has seen more seasons than most and borne 
witness to the changes the company has undergone to 

stay ahead of the challenges is Joe, Vice President 
of Southern Field Operations, who served his first 
summer in the family business in 1964.

“We’re using new techniques and technology 
to feed the vine exactly what it needs, giving 
us superior fruit no matter the variety. We’ve 
seen an increase in quality and quantity per 
acre, while finding ways to mitigate costs as 
everything goes up around us,” Joe tells me, 
noting that there is certainly a legacy of being 
on the cutting-edge.

The key? Special attention and investment to 
each vine with a focus on a diversified portfolio. 
In fact, there is just one hold-up that technology 
has presented—in the veteran’s opinion—which 
echoes Jeff’s. 

Vice President of Southern 
Field Operations,

Giumarra Vineyards

Joe G iumarra,

Chief Financial Officer, 
Giumarra Vineyards

Jeff G iumarra,
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“Interaction is the key. It is important to show what we have 
to offer. Walking buyers through the vineyards, letting them 
experience our new varieties, and seeing the quality firsthand 
means a lot. Bringing the buyers closer to us and fostering a 
good relationship is critical for both parties,” Joe reflects.

Handing me a fresh bunch he just clipped off the vine, he 
smiles as I take my sample. There is a burst of flavor and 
hydration, followed by a smooth sweetness. I personally invite 
all buyers to accept any opportunity to take Joe up on his offer!

Joe says the biggest innovations—constantly transitioning out 
varieties to ensure a continuously better crop—have also been 
the most challenging as growers, by nature, tend to do what 
they have always done. 

“Changing out varieties and reevaluating how we do things 
consistently is a big deal. We’ve achieved a lot and we continue 
to improve; constantly experimenting to see if there’s a better or 
faster way to grow and harvest,” he adds. “We can’t stay with 
the status quo because the growing environment is changing all 
the time, and we have to change with it.” 

Randy explains further about the time and financial investment 
this sort of innovation means for Giumarra as it looks to lift not 
just its own standing, but the entire grape category.

“Thousands of crosses are made every year, from which only 
a handful make it to the next stage. We may wind up with 
one or two each year and we make the tough decision about 
whether to go forward or not,” Randy says. “This year, our 
yield per acre with our new proprietary varieties are exceeding 
expectations. This is even more notable as a lot of traditional 
varieties for the industry are rumored to be down 10 percent or 
more across the valley.”

He shares that it’s a high-risk, high-reward game, because input 
costs versus what is expected for a certain output may not come 
to fruition. If not, it goes straight into the red.

“We spend years on trials to make sure we’ve done everything 
we can to ensure the variety will react the same way across 
hundreds of acres as it did in the experimental row. Our 
ARRAs are producing beyond our expectations during a tough 
year, so we’re really excited about that,” Randy smiles. “And 
there’s more good ones to come!” 

It’s a far leap from the summer of ’64, to say the least. 

“Everything was on a T trellis or no trellis,” Joe laughs when I 
make the comparison—spoiler alert, there is no comparison. 

“We had vineyards that we would train just like a tree, planted 
and formed by pruning. Now, we have these beautiful arbors, 
which can carry a lot more grapes. We went from picking 400 
to 500 boxes per acre to over 2,000 to 2,500 boxes per acre 
today. It’s also a much more comfortable environment for our 
harvest crews. It’s unbelievable how much things have changed.”

Randy seconds this notion by echoing that Giumarra’s product 
offering has changed radically just in the past three to five 
years alone. 

“I love our current lineup, but we’re not slowing down. 
We’re excited about the new varieties we have coming into 
production, which we feel will really set our program apart in 
both conventional and organics,” he says. 

Making selections isn’t always easy, Randy adds, sharing that a 
crucial attention to detail leads to the best chance of success. 

“The new varieties’ increased shelf-life is critical to those 
sourcing them, so it’s one of our biggest motivators in varietal 
selection. Not only does the fruit need great aesthetics and taste, 
but the varieties also have to prove that they can hold,” he 
shares. 

Randy points out that the entire group surrounding us has, at 
one time or another, let product sit on their desk for days or 
weeks just to watch how it holds up at room temperature.

Joe Giumarra has been in the family business since the summer of 1964, sharing decades of knowledge with Mimi Corsaro as they examine 
the most recent fruit
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“In fact, we’re doing a test up on my desk right now,” he laughs, 
diving into an exhaustive list of factors a variety requires before 
it even makes it to taste characteristics.

With so many variables at play, and one treasure for every 
thousand or so stones overturned, it is more than a wonder that 
the people that surround me not only do what they do, but do 
so with laughter and love.

“It’s too challenging to be just a job,” Jeff echoes, circling back 
to that desire to serve more than just earn a paycheck. “There 
is a purpose that has resulted in multiple generations in every 
department, and not just from the founding family. I think our 
definition of family has expanded.”

Giumarra Vineyards works through the challenges because the 
good times make it worth it. As Mimi says so succinctly: “We 
love it, but we work.” The produce industry’s rendition of the 
saying that teaches that if you do what you love, you’ll never 
work a day in your life.

“I’m sure, for many on the outside looking in, there’s a 
suspicion that people go into their family’s business because it’s 
easy, right? It’s quite the opposite in my experience,” Randy 
smiles as everyone in the circle rolls their eyes at the thought. 

“In the farming industry, it’s never because it’s easy. There 
is a love and a desire that has inspired us each to follow our 
parents into this business.”

Because a respect and love for the work is contagious, if 
not hereditary. I can’t think of a better way to summarize 
the passion I see around me as we all stand in the heat of 
Bakersfield, California, laughing, teasing, and reflecting.

“All the way around, from our ancestors who paved the way to 
those who packed the last box, I have so much appreciation 
for the opportunity to make our mark and take this company 
to the next level,” Randy reflects. “All the wonderful people 
that we work with every day at Giumarra Vineyards—the 
retail, wholesale, and foodservice customers who support our 
program; our grower community and our partners in ARD 
and The Giumarra Companies—they all make this possible. 
So many hardworking people. They inspire me and make me 
really excited about the future.”

Wherever this amazing path leads, it will leave one thing 
unchanged: a handful of grapes out of a Giumarra Vineyards 
bag means holding not just a legacy fruit, but a global network. 
A bunch of worlds tied together by one vine and one mission.

To elevate the everyday.
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1 ripe Mission Produce Avocado
½ cup red onion, chopped (about ½ an onion)
2 celery stalks, chopped
1 Persian cucumber, chopped
2 tbsp sunflower seeds
1 5 oz can wild tuna in water, drained
1 tbsp fresh parsley or dill, chopped
2 tbsp extra virgin olive oil
½ tbsp lemon juice
1 tsp Dijon mustard
Salt and pepper, to taste

toppings

Lettuce, tomato, sprouts, sliced avocado, and 
bread for sandwich

Butter lettuce, sprouts, sliced avocado, and 
sliced tomato for lettuce wraps

1 Mission Avocado for the avocado boats

Prep Time: 15 min each
Servings: 2

1 Slice avocado in half. Remove the pit and scoop one half into a bowl. Mash it 
with a fork, then mix with olive oil, lemon, and Dijon mustard. Set aside. Cut 
the other half of the avocado into cubes.

2 Place the chopped onion, celery, cucumber, sunflower seeds, cubed avocado, 
tuna, and parsley or dill in a bowl. 

3 Add the mashed avocado mixture in with the other ingredients and stir to mix 
everything well. Season to taste with salt and pepper.

4 Enjoy as desired in one of three ways: in a sandwich with lettuce, tomato, 
sprouts, sliced avocados, and two slices of your favorite bread; in lettuce wraps 
with butter lettuce, sprouts, sliced avocados, and tomatoes; or scoop into and 
eat straight from a Mission Avocado in an avocado boat!

To learn more about Mission Produce, 
visit www.missionproduce.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

AVOCADO TUNA SALAD, THREE WAYS!

Mission Produce 
Avocados
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“If we’re not making mistakes, we’re likely not 
pushing ourselves hard enough to innovate.”

Briana Giampaoli, Marketing and Product Innovation, Live Oak Farms

Over the past 92 years, Live Oak Farms has harnessed its grit and strength to create a lasting 
legacy in the fresh produce industry 

Football is like a drama 
unFolding on the stage. 

There are twists and turns, bonds 
formed and broken, incredible 
feats performed, and unbelievable 
upsets. In the end, there is either 
glory or defeat. Regardless of which 
outcome is achieved, players evolve 
with each matchup, leaving it all on 
the field, pushing their limits, and 
realizing the grit that lies within.

I would say our industry emulates 
some of these qualities.

Hailing from not only a writing 
background but from a football 
family with four generations of 
devout players and fans, there is 
something about the sport that 
resonates. In our family, you are 
handed a jersey as soon as you take 
your first breath. In other words, 
football is in our blood.

The same can be said for the family 
that established and runs Live Oak 
Farms: the Giampaolis. Football 
is part of who they are—and the 
passion it demands inextricably 
parallels a love of fresh produce. 

Maybe it is the mirror between the 
sport and the industry that make 
the Giampaolis such avid fans. Or, 
perhaps it’s how their values and 
company traits resemble those of 
the most decorated players and 
football franchises. Either way, when 
I see the connection formed, there 
is no way to break the thread of 

unfettered devotion, fortitude, and 
transformation that bonds the two.

Speaking with Briana Giampaoli, 
Marketing and Product Innovation, 
the ties strengthen as I see the 
history of the company; how it went 
from what would be considered a 
burgeoning team in the National 
Football League to a legacy 
franchise—think the Chicago Bears, 
Green Bay Packers, or the San 
Francisco 49ers (the Giampaolis’ 
favorite team).

Showing tenacity from the jump, 
Marino Giampaoli founded what is 

now Live Oak Farms with three of 
his cousins in 1929. Traveling from 
Northern Italy, he immigrated to Le 
Grand, California, staking his claim 
in the farming region. In the end, 
his perseverance amounted to the 
fourth-generation operation that is 
still evolving today.

“The uniqueness of Live Oak Farms 
lies in how involved our family is in 
the day-to-day operations,” Briana 
explains. “We have been family-
owned and operated for 92 years, 
and there are currently six family 
members working for Live Oak 
Farms in all divisions. We each 
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possess a distinct set of skills that 
drives the company. From farming 
and marketing to production, office 
management, and sales, you’ll find 
at least one family member in  
each department.”

However, creating a winning 
franchise does not only lie in the 
hands of the star players and 
coaches; there is an entire program 
and strategy working to ensure that 
every detail is precisely executed, 
and the same goes for Live Oak.

While the Giampaolis are the 
founding family and the roots of 
the company, there are a myriad 
of employees building up the team, 
making vital moves to keep the 
operations running smoothly from 
the front office to the farm. As 
Briana explains, part of the grower’s 
culture includes a dedicated squad 
of hard working associates that 
leave it all on the field—literally.

“Employees are the heart of the 
company,” she conveys. “They are 

Throughout the company’s history, the Giampaolis have remained dedicated to not only family, 
but Live Oak’s hard working team of employees that makes it all possible

what makes Live Oak Farms work 
from day to day. Their input is 
invaluable, and it is our job to make 
sure they have a voice. If you work 
hard with us, we’re going to work 
harder for you. We respect all who 
decide to work at Live Oak, whether 
it be an entire career leading up to 
retirement or just for the season. 
Together, we’re all invested in the 
company’s future. When doing 
business with us, you’re working 
with the family, and we treat you 
like family.”

Like any good team, Live Oak 
maintains an internal culture that is 
the driving force behind everything 
it does. Things can be uncertain, 
especially in our ever-evolving 
industry. Having a creed or code 
binds the team’s players together, 
giving them a sense of direction 
and way to come out ahead, and 
it all starts at the head of the 
organization.

“We lead by example. Work 
ethic, kindness, dedication, and 

accountability stem from the top 
and travel downward. These are 
standards we’ve put in place, and 
we make sure to hit them each day,” 
Briana relates. “We understand 
that people make mistakes, and our 
company encourages our employees 
to accept that one might fail, but 
that’s okay as long as you learn 
from it. If we’re not making mistakes, 
we’re likely not pushing ourselves 
hard enough to innovate.”

But, before innovation becomes 
possible, hard work must be done, 
and it’s not always for the faint of 
heart. That’s where one of Live Oak’s 
most important strengths comes 
into play: grit.

Present from the get-go, the grower 
taps into its ability to push beyond 
the limits, beyond the toil, and 
beyond the strain of the physical 
work to continue driving the ball 
toward the goal line.

“Live Oak wouldn’t be the company 
it is today without our grit. We 
started as farmers, and we’ll always 
remain farmers at heart as we evolve 
and explore other areas of growth,” 
Briana passionately describes. “We 
know the value of hard work and 
aren’t shy to get our hands dirty. 
When the going gets tough, we 
don’t take the easy way out. We’ve 
seen what faith and hard work have 
given us in the past, and we accept 
challenges, doing our best as a 
company to overcome obstacles. We 
do it as a team.”

And how, you may be asking, has 
this fortitude enabled the company 
to advance its operations? 

Well, just as a legacy franchise 
may build new headquarters or 
even a new stadium to continue 
its growth in the league, Live Oak 
has added new infrastructure to its 
organization. The grower will also 
be signing a few new players to its 
roster, taking its lineup to the 
next level.

“When Live Oak invested in our new 
state-of-the-art pepper packing line, 
it was the first step to establishing 
ourselves as a leader in bell peppers. 
Since then, we have expanded into 
other California growing regions 
and will soon launch our 12-month 
program in Mexico that’s been 
growing for over a century,” explains 
Briana. “We’ll also be making the 
move to grow under protected cover, 
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including implementing ‘Dutch-style’ 
greenhouse production.”

With its playbook for expansion in 
hand, what comes next is setting up 
a legacy of competitors that have 
the skills and mindset to put plays 
into action.

Enter Briana and her brother 
Dominic Giampaoli, the newly 
drafted contenders getting ready to 
suit up and take the field as starters, 
representing the fourth generation 
of the family. After learning the skills, 
techniques, and game plans from 
the greats that came before them, 
the duo is preparing to don the 
Live Oak uniform and continue the 
Giampaoli legacy.

“Dominic and I are looking to the 
future as an opportunity to make 
Live Oak into something more, but 
we will continue to pass down Live 
Oak Farms’ core values,” Briana 
expresses. “From generation to 
generation, the goal has always 
been to leave the company better 
than you found it. As rookies, we 
still have much to learn from the 
third-generation veterans, but the 
direction we choose to take the 
company in the coming years will be 
on our shoulders.”

To make their mark on the family 
company, Briana and her brother 
want to further tap into the aspect 
of the industry that has brought 
Live Oak so far already: the people. 
Looking to develop an even stronger 
fan base, the pair wants to create 
a more extensive network that will 
allow for future advancement in 
fresh produce.

“The company’s biggest strength 
is our loyalty—loyalty to our 
employees, community, and 
customers. Both of us want to 
continue to bring positive changes 
to the people who make such a 
big impact on Live Oak Farms 
and stay engaged with industry 
organizations,” voices Briana. “Our 
community and the people in it 
make up so much of the company, 
so we will continue to put them top 
of mind. And with all the support 
we get from our customers, Live 
Oak will continue to stay involved 
and prioritize growing strong 
relationships with our fresh 
produce peers.”

Just as Live Oak is loyal to 
its people, I have become a 
loyal fan of those running the 
company. You might even catch 
me switching my Raiders cap for 
the Live Oak one that Briana so 
graciously gifted me as I stand 
on the sidelines watching and 
cheering for the team as their 
story unfolds. 

If you want to join me, make sure 
to pay close attention. You won’t 
want to miss a single play in this 
game—it’s a legacy that lives on.

“We started as farmers, and we’ll 
always remain farmers at heart 
as we evolve and explore other 
areas of growth. We know the 

value of hard work and aren’t shy 
to get our hands dirty. When the 
going gets tough, we don’t take 

the easy way out.”

From left to right: Dominic Giampaoli, Donna Giampaoli (Vaughan), Sandy Giampaoli (Del Real), Briana Giampaoli, Bob Giampaoli (not pictured: Scott Vaughan)
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3 cups DOLE® Tropical Gold® Pineapple, diced
½ cup honey
½ cup water
2 pieces (1" each) fresh ginger, sliced
6 cups ice cubes
1 liter plain seltzer

cranberry “blood” syrup

½ cup frozen cranberry concentrate, without 
corn syrup

Prep Time: 15 min
Cook Time: 10 min
Servings: 6

1 Stir together honey, water, and ginger in small saucepan. Heat mixture 
until honey melts without bringing it to a boil. Remove from heat and cool 
completely. Remove ginger before using.

2 Combine pineapple and honey-ginger syrup in a food processor or blender. 
Cover; blend until smooth.

3 In a small saucepan, simmer thawed cranberry concentrate until reduced by 
half, about 4–5 minutes. Cool to room temperature. 

4 Fill six tall glasses with ice cubes. Divide pineapple mixture between glasses, 
about ⅔ cup in each. Pour ⅔ cup seltzer into each glass and stir. Dot some 
cranberry “blood” in several spots along inner edge of the glasses, making sure 
it touches the glass. The “blood” will swirl as it falls to the bottom. Enjoy your 
spooky drink! 

To learn more about DOLE, visit www.dole.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

SPARKLING GHOULS

DOLE® Pineapples

TIP
Cut a classic 

Jack-o’-lantern face 
into the side of a 

hollowed pineapple shell. 
Place a votive candle inside 

and reattach the leafy 
top to use as a table 

decoration.
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12 oz bag Lipman Family Farms® Cleaned 
and Trimmed Green Beans, cut into 1–2" 
pieces

½ baguette, or other crunchy bread
½ pint of grape tomatoes, cut in half
8 oz burrata cheese
Olive oil
Balsamic vinegar
Fresh parsley
Fresh oregano
Fresh basil
Salt
Pepper

Prep Time: overnight + 15 min
Cook Time: 15 min
Servings: 4–6

1 Cut baguette or bread of choice into 1" cubes the night before to let them dry out.

2 Preheat oven to 400⁰ F. Toss cubed bread in olive oil, salt, and pepper. Don’t skimp 
on the olive oil! Place seasoned bread on a lined baking sheet and bake for 8–10 
minutes, until golden brown and crispy. Remove from oven and let cool.

3 Finely chop the fresh herbs and mix together.

4 Cook green beans per instructions on the bag. Assemble the salad as desired with 
grape tomatoes, cutting the burrata into small pieces. Garnish 
with fresh herbs, olive oil, and balsamic vinegar. Enjoy!

To learn more about Lipman Family Farms,
visit www.lipmanfamilyfarms.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

GREEN BEAN PANZANELLA SALAD

Lipman Family Farms® 

Cleaned and Trimmed
 Green Beans
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No Matter the Season...
It’s All About the

castlerockvineyards.com
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