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Jordan Okumura
Editor in Chief
AndNowUKnow and The Snack Magazine

Where am I going with my mini diatribe? The consumer 
in me wants to be able to select  (fill in brand 
here) brand of grapes or sweet potatoes. The trade news 
writer in me wants to see digital retail spaces elevate the 
opportunities and potential for sales and consumer loyalty 
with better experiences and more representative brands on 

delivery and/or pick-up platforms.

It goes without saying, but we are storytellers 
here. I believe that the root of our products 
(quite literally) and the origin of our 
industry’s stories are what can differentiate 
us and expand our market share in the 
overall food sector. Battling against 
over-processed snack options and hyper-

branded junk food companies means we 
need to step up in the optics department and 

then deepen that action with story.

Here at The Snack and AndNowUKnow, we are driven 
by messaging, mining for meaning, and are thoroughly 
passionate about telling your stories. We are but one link 
in a longer chain from seed to consumer, but we are here 
to elevate the conversation, your brand, and how we speak 
about it all. Because language matters and so does visibility. 

So, where do we start? I would love to put that ball in your 
cart. Is it the chicken or the egg, the retailer or the supplier?

I look forward to hearing from you each. Because, at the 
end of the day, brands are good business…IF we have 
access to them.

2005 Capitol Ave., Sacramento, CA 95811

EDITOR’S LETTER

or this Editor’s LEttEr, let’s paint a 
picture.

Scene 1: A shopper walks into a produce 
department and is strategically pulled into a 
diverse and rich selection of brands, provoking 
both loyalty and impulse purchases. 

Scene 2: A shopper logs into their grocery 
delivery service app and finds only options 
for produce favorites in bulk or unbranded 
packaging. They search—without 
success—for the deep brand narratives 
and attention-grabbing merchandising 
that brings produce to life. And to the 
basket. But, with little luck.

Brands are good for business, and the 
two different experiences above are where 
my buying behaviors as a consumer continue to 
fluctuate, especially in recent years. 

While e-commerce was, let’s say, 15 percent of my shopping 
behavior pre-pandemic, today, my bank statement reveals 
to me that grocery delivery is nearly 60 percent. I am only 
speaking for myself, of course, but I have to imagine I 
account for some portion of produce-centric shoppers and 
how their channels of purchasing have changed. 

The problem I am addressing here is how some 
e-commerce platforms become a barrier to capturing 
produce sales for retail by not displaying or easily 
presenting brand and packaging diversity—if at all. Is it an 
issue with updating or executing on the part of the app? Or 
is it an issue of diligence and collaboration on the part of 
the retailer?

Today, when I don’t find the brand I want online, I either 
pass on the purchase or I get in the car, drive 10 minutes, 
park, and go into the store. The second part of that phrase 
takes dedication and time; I am not sure we want to bet 
on a consumer who will fight with their busy schedule to 
get into a physical produce department just to get their 
preferred product with convenience supposedly at their 
homebound fingertips. I just do not believe it is realistic.

DID YOU KNOW?
All issues of The Snack Magazine are 100 percent recyclable. Only AQ 

coatings are used as opposed to laminates, allowing our magazine to be 
reused as fresh paper in its next life. The protective bag is also accepted 
by bag recycling centers. Please find the nearest available location if you 

wish to recycle this issue’s bag. Keep it green!
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5 Sunkist® Cara Cara Oranges
1 Sunkist Lemon, juice and zest
3½ cups granulated sugar
3 cups water
2 tbsp rosemary leaves, chopped

Prep Time: 15 min
Cook Time: 1 hr
Servings: 8

1 Cut oranges into ¼" thick slices with peel on. Then, cut slices into quarter pieces.

2 In a sauce pot, combine all ingredients and cook at a low boil, periodically 
scraping down the sides of the pot.

3 Cook to reduce mixture to a syrupy consistency, about 30 minutes to 1 hour.

4 To check if mixture is finished cooking, spoon a little onto a cold plate and place 
in the refrigerator for about 5 minutes. The marmalade should have a gelatinous 
consistency.

5 When finished cooking, remove pot from heat and let cool.

6 Follow your standard canning procedure, then enjoy as needed! 

To learn more about Sunkist Growers, visit sunkist.com/recipes

CARA CARA ORANGE ROSEMARY MARMALADE

Sunkist® Cara  
Cara Oranges

Recipe credited to Chef Bruce Kalman
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“We grow more than just fruits 
and vegetables in this industry. 

We grow farmers.” 

And, just like that, Walt Dasher has given me the sustenance I 
need to launch into this story—with passion as an anchor and 
people as the purpose.
 
People like Walt are rare in the world, but standard-building in 
our industry. From the first time I spoke to him just a few years 
earlier to where we sit now, I have come to know Walt, G&R 
Farms’ Vice President, as a man with a fresh produce mythos 
that hums with the deep beliefs of our industry: connection, 
cultivation, and stewardship of both people and the land. 

Like stewardship implies, Walt is very much an entrusted heir 
tending to today’s fresh faces. A way to draw a line of legacy 
into the future—and not just for G&R Farms, but for the next 
generation of farmers as a whole. 

As we sit down to break bread and dig into G&R Farms’ 
annual program, Growing America’s Farmers (GAF), I can’t 
help but wonder how it all started and how Walt sees today’s 
dynamic conversation around our farmers laying a foundation 
for tomorrow.

By Jordan Okumura
Vice President, G&R Farms

A Q&A With Walt  Dasher,

PASSION
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Currently, only two percent of the entire 
United States population produces the 
food we all eat. Without food production, 
we have no security as a nation. We 
take for granted that here in the U.S. 
we have the safest, most affordable, and 
most abundant food supply in the world. 
As our food needs have grown with the 
increase in the global population, the 
pandemic also shined a light on the 
vulnerability of our food supply chains 
and how labor and logistics can not only 
delay, but completely cripple our access 

to food and even the farming inputs 
we use to grow that food.  

The relationship is directly related: 
As inflation grows, so does the 
cost of inputs. If we don’t place a 

priority on the role of farmers and 
the importance of the people who 

grow and harvest our food, we are all at 
risk of facing food shortages or quickly 
understanding how privileged we are 
to have access to affordable food, which 
could make food insecurity an even more 
critical problem for larger swaths of the 
U.S. population.  

The mission of our Growing America’s 
Farmers program is not only to build 
awareness for the people who grow our 
food now, but also those who will do so 
in the future—all while raising funds 
to support scholarships to advocate for 
students pursuing careers in production 
agriculture. That is it in a nutshell. But it 
is so much bigger than just these tenets. 

JO: To say that the situation around the 
future of food production is dire seems 
like an understatement. Tell me, how 
does the mission and vision of the GAF 
cause-marketing program address the 
immediacy of these issues?

WD: The key is production agriculture. 
It’s not that we don’t want to support all 
areas of agriculture, but there are not 
enough young people going into farming 
and ranching at the production level, as I 
mentioned before. 

On the supply-side, we are rallying our 
brand and our resources to address 
the needs of today’s industry head-on. 

Jordan Okumura: 
Walt, you have been 
rallying support for 

Growing America’s Farmers 
for some time now, and the 

movement continues to gain steam. I 
would love to know about the inception 
of this program and how the nonprofit 
foundation that provides college 
scholarships through the National 
Future Farmers of America 
(FFA) Organization has 
grown its values. Can 
you walk us through 
the origins?

Walt Dasher, 
Vice President, 
G&R Farms: We 
are a third-generation 
family farm and have 
been fortunate to have had sound 
generational transitional plans. But, I 
continued to see more and more family 
farms go away or pull out of the business 
because the next generation didn’t want 
to take the risk or couldn’t afford to 
gamble on the family farm. It shouldn’t 
have to be that kind of decision—that 
we can’t afford to farm or take a risk. If 
everyone made that decision, who would 
produce our food? Fewer and fewer 
people continue to produce the food we 
all consume, and it is estimated that we 
will need more than double the food 
produced today by the year 2050 due to 
the increasing global population. 

Q1

Q2
Additionally, we have built a robust 
partnership with retailers to help 
carry the message to today’s diverse 
demographics, age groups, and  
future farmers.

Through the program, a portion of the 
sales of designated products is donated 
to the National FFA Foundation, which 
designates those funds to local FFA 
programs of participating retailers’ 
choice. The money goes to supporting 
students that are pursuing careers 
in production agriculture. With the 
program, we have generated support 
from the seed to the retail front.

"Currently, only two 
percent of the entire 

United States population 
produces the food we 
all eat. Without food 

production, we have no 
security as a nation."

- Walt  Dasher,
 Vice President, G& R Farms
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participation with another commodity 
vendor last year and are now looking to 
include more brands and vendors in 2022 
to help grow awareness and funding for 
student scholarships and grants. 

Each and every one of us in the food 
business—every grower, packer, and 
shipper—needs to think about who 
will take our seat in the tractor as the 
new torchbearer. Any grower/shippers 
interested in participating can contact 
us at walt@grfarmsonions.com to learn 
more. The program includes public 
relations, social media, point-of-sale 
materials, and coordination with state 
and national FFA programs to amplify 
total reach. 

JO: I know that retailers have been 
getting involved so much more in recent 
years, which draws this campaign even 
more into the consumer’s mind. How 
can they continue to rally for this cause 
and get involved?

WD: Retailers who want to participate 
can reach out to me and the team as 
well. It’s not just a grower/shipper issue. 
Retailers have been a huge contributor 
to supporting ag and the next generation 
on the supply-side.

The National FFA Foundation has 
sponsors in every step of the food supply 
chain, except retail. In our conversations 
with the FFA, they have asked us how we 
can better complete that last step—the 
step closest to the consumer and the true 
endpoint—to close the loop. I’d love to 
see every retailer—small, independent, 
regional, and national—support this 
program. Imagine the message we could 
send about the future of agriculture.

JO: As we kick off 2022 and look to 
the opportunities ahead, can you tell 
me what we can expect from this year’s 
Growing America’s Farmers program?

WD: We have always focused on 
kicking off the Growing America’s 
Farmers program in May and running 
it through June, so there are a full 
eight weeks of promotional in-store 
campaigns as well as fundraising for 
maximum awareness. With that said, 
there is certainly flexibility to move the 
timeline for different retailers if needed—
including expanding the program to a 
longer period of time for greater impact. 
This program started as a small internal 
passion project with a few key customers 
and has grown to multiple retailers 
throughout the U.S. We also tested 

WD: We’ve already raised nearly 
$250,000 in scholarships for students 
pursuing careers in production 
agriculture. As more suppliers get 
involved, I’d love to see millions—even 
hundreds of millions—of dollars raised 
to support students pursuing careers in 
farming and ranching. 

It’s expensive to get involved in 
production—from the cost of land and 
equipment to the risk/return equation 
of planting a crop and all of the inputs 
waiting for harvest and payment. 
Anything we can do to help make that 
entry point easier is critical for the  
next generation.

Q3 Q4

Q5

"The mission of our Growing America’s 
Farmers program is not only to build 

awareness for the people who grow our food 
now, but also those who will do so in the 

future—all while raising funds to support 
scholarships to advocate for students 

pursuing careers in production agriculture."

JO: It must be incredible to watch such 
a passion project grow and to feel its 
impact every year. The more minds we 
have at the table and the more we build 
our generational diversity, the more 
solutions we will hopefully discover to 
respond to all your big questions, Walt—
which essentially are the industry’s. 

So, one more question from me: How do 
you see this program impacting America’s 
farmers today and in the future?

E nough cannot be stressed about 
the impact of today’s food 
production on the health of the 

present population and its viability in 
the future. There is no single individual 
who can piece together the puzzle of our 
predicament and make the health of the 
farmer whole again. Walt knows this. But, 
it has not and will not stop his drive to 
galvanize us. And when those individuals 
become many, and those many become a 
movement, we will look back and thank 
those like Walt. Those that grow more 
than produce, those who grow the heart 
of farming—the people.
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Just as one might nickname 
their tall friend “Shorty” and 
their muscle-bound pal “Slim,” 

Homegrown Organic Farms’ (HGO) 
new organic specialty citrus 
program, Buck Brand, is labeled a 
microbrand, but that shouldn’t keep 
you thinking small.

Adding to its growing portfolio of 
microbrands, HGO’s Buck Brand 
program offers 40 varieties in total, 
ranging from organic kumquats, 
Finger limes, and Buddha’s hand 
lemons to mango oranges and 
everything in between—not to 
mention its rare Heirloom Navel 
Oranges.

Like miners excavating the citrus 
category, HGO has found a rare gem 

A Closer Look at 
Homegrown Organic 
Farms Buck Brand
By Jenna Plasterer

with the Heirloom Navels originating 
from groves of first-generation, old 
stock trees dating back over 100 
years. With only a limited scattering 
of original trees in existence, they 
produce a rich flavor and a taste 
experience that will knock the socks 
off of any shopper.

All of Buck Brand’s organic specialty 
citrus, including its Heirloom Navels, 
is grown on a 250-acre farm outside 
of Porterville, California—a region 
that maintains an ideal microclimate 
for the growing needs of each variety. 

In addition to catering to the needs 
of its fruit, the program also features 
cutting-edge varietal development. 
Anticipating a 10 percent increase in 

new variety expansion over the next 
five years, consumers will remain 
engaged while retailers will continue 
to have unique new opportunities 
for promotions.

Having hit shelves last November, 
the Buck Brand microbrand has 
proven to be anything but small, and 
the same can be said for buyers’ 
chances to ramp up category dollars 
with these offerings added to their 
produce aisle displays.

To get an idea of how you can 
showcase HGO’s Buck Brand 
specialty organic citrus, check 
out this issue’s Libations For All 
Occasions, Crooner’s Delight, for 
a scintillating cocktail to keep 
registers singing.
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NORA TRUEBLOOD
Director, Marketing and Communications, Allen Lund Company

MY FAVORITE THINGS

From philanthropy to singing in the rain, Nora Trueblood 
dons a different hat for every facet of her life—all while 
keeping things that matter close to her heart. As a single 

mother, she’s learned to roll with the punches and has come 
out stronger for it. Read on to glean some inspiration yourself 

as we discover some of her favorite things…

Chicago, Illinois

1 2 3

4 5 6

7 8 9

Family

Blueberries

Sushi

Baseball

I-80 Truckers 
Jamboree

Bruce Springsteen and 
the E Street Band

Singin’ in the Rain

40 Acts of 
Kindness

With Lilian Diep

My hometown until I was five; 
what a vibrant city. I am still 
a Cubbies fan.

I’ve seen them six 
times, but have 
not since they lost 

Clarence Clemons.

It has to be really 
tasty and fresh!

We take our show truck, Big Al, 
to Iowa every July. My favorite 
place to talk to truck drivers.

I’ve been known to 
watch pretty much any 
game from college to 
pros and even the Little 
League World Series.

Oh, to be Kathy Selden would be a 
dream, to sing and dance each day!

You can eat them alone or in 
combo with ice cream, waffles, 
pancakes, or smoothies! They 
belong everywhere.

Philanthropy 
holds a special 
place for me. 
ALC encourages 
service to 
others, and 
we help feed 
thousands every 
year through 
Navidad en el 
Barrio.

My three children are now 
fully grown and flourishing. 
Recently, I became a NoNa!
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By Lilian Diep

To achieve this, the fresh tools of  the trade must drive ingenuity, 
efficiency, and the bottom line. From risk-takers to tradition’s 

stalwarts, we bring you the rising and reigning stars of  the 
foodservice plate in this editorial lineup...

A catalyst on the plate 
begins in the kitchen.

1 PACIFIC INTERNATIONAL 
MARKETING 

Petite Romaine

Lettuce is a convenient item to have in stock. 
Whether it’s for burgers, salads, or a rustic wedge 
dish, having this leafy green on the menu draws 
in the attention of  health-forward patrons and 
crunch-seekers—especially with Pacific’s Petite 
Romaine on hand. Easy to prep and use, the 
commodity boasts almost 100 percent usability 
both in hot or cold dishes.

4LIVE OAK FARMS 

Jalapeños

Spice has a unique gift; it adds a new element to a 
dish, creating another level for consumers to enjoy. 
Live Oak Farms Jalapeños are one ingredient to 
keep in your walk-in refrigerator as they bring 
the heat to every kitchen. Surpassing taste and 
quality expectations, the jalapeños pack a punch 
every consumer can enjoy as they purvey a slightly 
milder heat profile. Easy to use in a sweet and 
spicy dish or on top of  shareable plates, jalapeños 
are a must on your summer menu. 
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4DUNCAN FAMILY FARMS 

Organic Fresh Herbs

Quality is important, but the flavor is equally 
essential in my opinion. One easy way to add 
flavor is to incorporate some fresh herbs into the 
mix. Duncan Family Farms’ latest line of  Organic 
Fresh Herbs brings an herbaceous kick to any dish. 
Hold the salt, because Duncan has a wide range 
of  flavors at the chef ’s disposal. And, backed 
by a rigorous food safety program, Duncan’s 
Fresh Herb line exceeds standards as it comes in 
consistent supply and exceptional quality.

3 IPPOLITO INTERNATIONAL 

Florentino®

There’s a certain attraction to trying new things. 
Eating out makes it easier for consumers to 
explore new flavors, and a sure way to pique 
consumers’ interest is with ingredients. Ippolito 
International is drawing patrons’ eyes to fresh 
produce with its Florentino®, an elegant, tender 
variety of  cauliflower. The Florentino has a 
sweet and mild flavor and is satisfyingly crisp. Its 
golden-hued buds bring attention to the plate. As 
it is easy to use and enjoyable from the stalk to 
the crown, the Florentino might just become as 
big as broccolini.

5 MARKON COOPERATIVE 

Trimmed Leeks

The onion’s milder cousin, as I like to call them. 
Leeks are great to use for a little kick of  flavor 
but often take valuable kitchen time to clean. 
Markon recently launched its Markon First Crop® 
Trimmed Leeks with no green tops or roots that 
save on labor, waste, and walk-in storage space, 
giving chefs more time to get creative. Add this 
sophisticated ingredient to the station, and watch 
your diners order more.
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By Lilian Diep
What’s life without a few 
blueberries by your side? 
Simultaneously less and 
more blue, oddly enough. 
The joy and sweetness that 
consumers expect from this 
mighty superfruit make this 
berry a popular pick and a 
standard to uphold when 
enjoying a clamshell. As we 
prepare to emerge from our 
wintery cocoons, a punnet of 
antioxidants is just the ticket to 
get shoppers rushing into the 
fresh produce aisle. Don’t just 
take it from me; find out what 
our grower gurus have to say 
about this coming season…
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Regional Business Development Director, 
The Giumarra Companies

KRISTINA LORUSSO,

“With 52-week availability, blueberries 
are a staple item for many families. As 
consumers continue to focus on health 
and wellness, blueberries check all the 
boxes: brain food, great for a variety of 
eating philosophies, enjoyed by all ages, 
and rich in nutritional benefits. Now is 
a great time to offer shoppers creative 
solutions for integrating more blueberries 
into their meal planning. People have 
long favored blueberries in their baked 
goods; however, they are an incredibly 
versatile fruit and work equally well in 
savory presentations. Our team is happy 
to provide creative recipe ideas for point-
of-sale or on social media. Let us help 
you think outside the pint!”

“One of the great things about Naturipe 
Farms blueberries is they are available 
all year long. We are currently 
celebrating our annual FeBLUEary 
campaign, which highlights the peak 
season for our delicious imported 
blueberries. For consumers who prefer 
organic blueberries, now’s a great time 
for them to get their hands on the 
flavorful, fresh fruit.”

Vice President of Marketing, Naturipe Farms
CARRIEANN ARIAS,

“Fresh, crisp, and undeniably addictive—
and, no, we’re not talking about the 
legendary ‘old blue eyes’ Frank Sinatra. 
This time, it’s all about fresh organic 
blueberries. Just like Frank’s timeless 
music, fresh blueberries are beautiful 
melodies to everyone’s taste buds 
and are always at the top of the list as 
a favorite healthy snack, dessert, or 
salad topper. And of course, the sweet-
tasting concert is available for your 
enjoyment 365 days a year.”

Category Director, Homegrown 
Organic Farms

STEPHEN PAUL,

“The popularity of blueberries continues 
to grow with no end in sight, and so 
does its availability and volume. Oppy 
is proud to pack year-round blueberries 
in the Ocean Spray® label which carries 
96 percent brand awareness. Increased 
volume enables retailers to sell big 
packs on a consistent basis. And 
because blueberries are so versatile, 
they can be enjoyed at any point in the 
day—breakfast, lunch, dinner, and even 
for a snack!”

Category Manager, Oppy
TONY COLONNA,
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Director of Marketing, California Giant Berry 
Farms

KYLA OBERMAN,

“If you aren’t already having a daily 
serving of blueberries, don’t wait any 
longer! With global availability peaking 
at this time of year, now is a great time to 
grab a boost of blue while encouraging 
shoppers and patrons to do the same. 
Blueberries are portable, poppable, and 
so very flavorful thanks to the wide array 
of varieties. Additionally, there is so 
much culinary inspiration available to use 
blueberries as an ingredient item. From 
savory sides to decadent desserts, there’s 
a blueberry recipe for every menu!”

“There is nothing better than organic 
blueberries picked at the peak of 
season in the Pacific Northwest. 
Antioxidant-rich and nutrient-packed, 
these plump, sweet-tart berries are a 
fantastic way to promote healthy eating 
while celebrating seasonal organic 
produce at its finest. Like the wild 
huckleberries harvested by tribes from 
the slopes of the Cascade Mountains for 
thousands of years, the nutraceutical 
traits of these powerhouse berries 
illustrate how good food is medicine.”

Sales and Grower Relations, Bridges Organic 
Produce

MICHAEL MCMILLAN,

“Who doesn’t love blueberries? 
They’re colorful, sweet, and one of the 
healthiest things you can eat! People 
have been enjoying their deep purple 
goodness for at least 13,000 years—
starting with Native Americans who 
were the first people to discover their 
health benefits and versatility in a 
variety of dishes. Until about 100 years 
ago, they were only found in the wilds 
of North America. These days, they’re 
grown in both North and South America 
and are available for retailers year-
round. They’re a delicious addition to 
your shoppers’ favorite recipes, or by 
the handful as a grab-and-go snack.”

Marketing Director, Trucco
YASMIN PACIA,
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“I was approached for a position 
in a space where I saw huge 
potential: the controlled 
environment agriculture sector. I 
started with Hollandia Produce/
Pete’s as Vice President of Sales 
and Marketing in February 
2016. By the end of 2017, an 
opportunity came up to serve as 
the interim President. It was like 
a childhood dream coming true!” 
Brian says with a smile. 

The previous CEOs of Pete’s, Pete 
Overgaag and John Cochran, 
saw in Brian the leadership 
qualities that would take their 
company to the next level. 

“I’ve always hoped to be a leader 
that could make a difference,” 
Brian says to me. “With an 
amazing team in lockstep, Pete’s 
has done some incredible work.”

To be the kind of leader Brian 
aspires to be, he’s had the help 
of his third mentor, Kent Kuwata, 
who is currently Category 
Manager at Smart & Final. 

“I learned a lot from Kent about 
the people side of the business. 
He has been my go-to as I 
progressed in my career, making 
moves to the companies I 

MENTORS IN THE MAKING

Brian Cook

NO ONE WALKS ALONE 
IN THEIR CAREERS. This 
is especially true in fresh 

produce, where the threads of 
knowledge, shared experience, 
and relationship building make 
every success story a brightly-
colored tapestry. 

For Brian Cook, the weaving of 
his produce career began over 
20 years ago, when he started 
a job with Plastech Specialties. 
This outfit supplied and printed 
sign programs for retailers and 
point of sale (POS) materials for 
brands to increase their on-shelf 
presence. It was a perfect launch 
site for the now Chief Executive 
Officer of Pete’s, who found 
himself immediately bumping 
shoulders with retail giants. 

“While I was at Plastech, I took 
to the produce rags to get a feel 
for the market and the who’s 
who of the industry,” Brian tells 
me. “Dick Spezzano was always 
being interviewed and quoted, so 
I dug up his info and reached out 
to him to see if he was willing to 
give a new kid on the block a little 
guidance. He was amazing. Not 
only did he accept my invitation 
and provide his thoughts on how 
to make an impact, but he also 
shared his story.”

It stands to reason that Dick’s 
story influenced Brian’s own, as 
he too felt the pull of the produce 
world. Through this connection, 
he became involved in the Fresh 
Produce & Floral Council (FPFC), 
where he started working on 
committees. From there, he found 
himself taking his first position 
in produce as a Salesperson for 
United Produce Sales, a start-up 
focused primarily on melons. 

Once Brian had a taste for this 
industry, there was no going back. 
He met Jan Berk of San Miguel 

Produce while working on the 
Expo Committee for FPFC, who 
asked him if he’d be interested in 
exploring options to work together. 

“This turned out to be a huge 
move for me personally. It 
ultimately led to a lot of sacrifices 
with my immediate family since 
the position was in Ventura 
County, California,” Brian notes. 

“The experience, however, was a 
great one. I moved from a Sales 
Associate into running the sales 
and marketing departments for 
the company, and eventually 
became the Director of Sales 
and Marketing. At San Miguel, I 
learned a lot about reaching out 
to other departments to assure 
alignment for the greater good of 
the company.”

One person who specifically 
helped mentor Brian in this role 
is none other than Rick Cruz of 
Pavilions, Assistant Sales Manager 
of Produce. 

“Rick is an inspiration on 
innovating within the retail 
segment,” Brian exclaims. 

“From merchandising 
and signage to product 
launches, he is always 
checking every detail 
to make sure the 
shopping experience is 
at an all-time high. As 
I developed programs 
over the years, I took 
his lead in working 
collaboratively with 
the full team. He thinks 
outside the box and isn’t 
scared to innovate, and 
his overall management of 
taking care of a team is very 
inspirational.”

At the end of 2015, a thread in 
Brian’s career tapestry pulled 
taut, landing him the opportunity 
of his dreams. 

BY ANNE ALLEN

Brian Cook,
Chief Executive Officer, 

Pete’s
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have worked and volunteered for. He is a selfless 
individual and will do everything in his power to 
help the causes he represents,” Brian reflects.

As we speak, it’s clear Brian values every single 
person he’s encountered in this big wide world of 
produce. He tells me mentorship doesn’t necessarily 
come from someone higher in status, but from 
someone who sees your strength and wants to 
respond with their own experiences in order to 
build you up further. 

“I am truly a sum of many mentors, advisers, 
experiences, and learnings that have come over the 
years. Both positive and negative experiences can 

THE MENTORS
Here is what they have  

to say about Brian...

Kent Kuwata,
Category Manager, Smart & Final

Powered By

I met Brian in the early ’90s. During his 
early years in the produce industry, he 
was selling plastic signs. Brian gave his 
presentation and at the very end, he came 
back to my office and asked if we could 
talk. He wanted to know how he could 
improve. From that point on, that’s how 
we’ve grown our partnership.
 
One thing that I admire most about Brian 
is his dedication to his family. We’ve stayed 
close throughout all of his moves, and 
every time Brian made a career change, he 
wanted to make sure that the fit worked 
for his family as well. To me, that’s really 
important, because family is number one. 
Brian is a hard worker and while he has 
moved up in his career, he’s also made it a 
point to give back and pay it forward. 
Brian’s taken that passion to the next 
level through his relationships with 
Fresh Produce & Floral Council, as well 
as with the International Fresh Produce 
Association in their separate capacities as 
the United Fresh Produce Association and 
Produce Marketing Association. Watching 
him grow and become a part of these 
organizations has made me very proud. 
I think what sets him apart is how he’s 
always wondering what he can do for 
the industry. I’ve watched Brian mentor 
others, both in his company and across 
the industry, and it’s amazing to see those 
people blossom under his wing. Words 
cannot express how proud I am to be a 
part of Brian’s success.

I got a call from Brian about 20 years 
ago when he was a new salesperson for a 
plastic sign company that we were using 
at Vons where I then worked. Brian asked 
if he could take me to lunch and talk about 
the industry. We did, and what impressed 
me then was the great questions he was 
asking. Later, Brian moved on to Pura Vita, a 
Los Angeles, California, produce brokerage 
firm, and then to San Miguel Produce as the 
company’s lead Salesperson. After that, he 
got a job at Hollandia Produce, which later 
became Pete’s, and he was appointed CEO. 
During his work journey, we have had many 
conversations about the industry and life in 
general. I have followed his career and have 
been a fan of Brian since our first meeting. 
From a new Salesperson to the CEO of a 
large produce company—impressive.

Dick Spezzano,
Retired President, Spezzano 

Consulting Service

be used to guide and form you into a strong leader,” 
Brian concludes. “I have had the opportunity to 
work in various industries, and produce is the best 
by far. There is this level of selflessness, passion, 
and overall camaraderie that is intoxicating. 
Externally, I love thinking about what we are 
accomplishing. When you get out of the proverbial 
trees to look at the forest, we provide healthy, 
nutritious foods to families all over the world. 
What’s not to love about that?”

It’s clear Brian will never walk alone as he weaves 
his produce tapestry, and I can’t wait to see who he 
will guide in turn.
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By Jordan Okumura

am a firm believer in the idea that the external 
environments we create or inhabit can influence 
and steer our inner atmosphere. We are always in 
a state of flux—balancing the scales that tip ever 
so slightly toward chaos or peace. All we need are 
a few external elements to shift in our periphery—

obstruct our focus—and we can gently or powerfully 
swing toward comfort or dismay. 

Shift the eye and the mind will follow. 



While this applies most days to simply being human, it 
is also a practice I see tapped by some of the best retail 
conceptualizers in our industry—building brick-and-
mortar experiences as lifestyle cornerstones instead 
of an errand or a chore. Call them 
merchandising choreographers or 
sensory architects, these buy-side 
operators know how they visually 
represent their stores will influence 
the way shoppers internalize the 
company’s value—and how they 
perceive a price tag. 

The GIANT Company is among those 
navigating these states of grace 
with both optics and sensations in 
mind, demonstrating what drives 
success in the competitive and 
highly impacted fresh food space. 
Take the retailer’s urban flagship 
store in Philadelphia, Pennsylvania, 
as an example. Dubbed its Riverwalk 
GIANT location, the store opened 
its doors early last year with more 
than a couple of lofty goals in mind—
namely, celebrating transformation, 
offering an elevated omnichannel 
grocery experience, and designing 
a perfect blend of modern 
sophistication and surprise. 

When I asked Paul Madarieta, 
Regional Director, to paint a picture 
of how this store was designed 
specifically to inspire shoppers to 
experiment with new ingredients, he 
laid out the vision for me.

“Everything about our urban 
flagship store is intentional. Our 
team at The GIANT Company 
thoughtfully designed the layout 
to inspire, educate, and encourage exploration,” Paul 
expressed, taking a moment to reflect back on the 
company’s commitment to authenticity and enriching the 
community. “From product adjacencies to merchandising 

displays and assortment, no matter your skill level, we 
can support you in your culinary journey—that is our 
message to the city of Philadelphia.” 

At this point in the storytelling tour, 
I drift under the soft lighting and 
through a walkway of seasonal 
produce displays that guide me to 
port amongst islands of fresh food 
and heightened craftsmanship. 
Everything in this store has been 
made with precision and aspiration. 

The mind feels it. And adapts to it. 

Built to inhabit 65,000 square feet, 
the store occupies two stories of a 
25-floor residential tower. Imagine 
if you had a grocery wonderland 
at your back door. Residents living 
above the new format have access 
to a private elevator, which brings 
them directly from their apartments 
to the second level sales floor, 
where the environment transitions 
them into fresh food bliss.

“While we’ve been serving the 
greater Philadelphia area for years, 
it’s only recently that we have 
made a push into Center City, 
with the exception of our Grant 
Avenue location that opened in 
2011,” Paul asserted. “We have 
successfully opened three GIANT 
Heirloom Markets in the city now. 
We knew there was still so much 
potential there; GIANT at Riverwalk 
recognizes that and is the next step 
in our Philadelphia strategy.”

A strategy of connection and 
reputation: Share a message and then deliver on it, time 
and time again.

By January 2022, the company had also opened three 

“From product 
adjacencies to 
merchandising 

displays and 
assortment, no 

matter your skill 
level, we can 

support you in your 
culinary journey—

that is our message 
to the city of 
Philadelphia.”

Paul Madarieta,  
Regional Director,  

The GIANT Company
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additional stores in the city: Cottman Avenue and 
Columbus Boulevard—which are both GIANT stores—and 
the third is a GIANT Heirloom Market in the Fashion 
District of Center City. The team added a GIANT 
Direct e-commerce fulfillment center in the Eastwick 
neighborhood of Philly on November 8, 2021, as well.

As Paul’s words guide me through 
the store—and the story—I 
immediately arrive at one of 
the more requisite questions 
we ask of any retailer: What 
differentiates this company’s 
fresh concept? At that point, 
Chris Keetch, Director of 
Produce and Floral, began 
to add to the vision, making the 
strategy a living and breathing entity.

“Our stores offer an experience to enrich our shoppers’ 
day, not complicate it. Produce and floral are front and 
center as one arrives off the escalator or elevator. Unlike 
a traditional store, produce is positioned horizontally 
across the full width of the sales floor—versus vertically 
down the left- or right-hand side,” Chris starts, continuing 
to paint the environment with engaging eye appeal. 

“Organic produce will have a ‘destination’ set on both 
the island cases and the wall case and is clearly signed 
to drive customer awareness around the breadth of the 
assortment. Overall, the assortment mirrors our large-
format stores but with a local focus on neighborhood 
demographics and on specific categories and items.”

These demographics have come to play an essential role 
in how the company brought the Riverwalk location to 
the public. Philadelphia has a fantastic food scene, as 
Paul added, and The GIANT Company team has been 
fortunate to introduce several local purveyors like Isgro’s, 
Claudio’s, High on Market, One Village Coffee, and so 
many more to Philadelphia customers, as well as those 
across Pennsylvania. 

“Another example can be found right in our Food Hall, 
with Mission Taqueria, a beloved, local restaurant. We’re 
thrilled to be bringing its fantastic, authentic, Mexican 
cuisine into our store,” Paul said. 

With the internal and external cultures reflecting each 
other so elegantly and genuinely, the Riverwalk GIANT 
appears to show the execution of a goal: melding the 
identities of a community with the food that supports it. 

As the team paints larger brushstrokes with the 
conversation, Chris explains how the vision for this 
unique flagship store aligns with the company’s 
more encompassing vision around fresh, access, and 
differentiation. 

“Fresh produce—and access to it—is extremely 
important to us,” he revealed. “It’s one of our signature 
departments that helps us stand out from others. We’ve 
been working very hard across all stores to ensure we’re 
providing the best produce we can source at the best 
value to our customers. It’s all about variety and quality.”

With such growth, popularity, and promise in the air for 
The GIANT Company, Paul added there is still much left 
to be discovered and dreamt in Philadelphia and across 
all of the company’s regional locations and divisions. 

Chris Keetch, 
Director of Produce and Floral,  

The GIANT Company

“Fresh produce—
and access to 

it—is extremely 
important to 
us. It’s one of 
our signature 
departments 
that helps us 

stand out from 
others.”
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The goal? To view each store as an organism and an 
opportunity for exploration.

“Our Riverwalk location was uniquely designed for the 
Logan Square community, but there’s definitely an 
opportunity to test and learn here and bring elements 
from this store into others, if it makes sense,” Paul shared 
with me. “2021 was an exciting year for us. Between 
doubling down on omnichannel growth, and investing 
in our traditional store base through remodels and new 
stores, as well as e-commerce and digital solutions, there 
are so many budding opportunities just waiting to be 
discovered. Introducing our new brand platform and 
adding amenities like GIANT Direct click-and-collect, as 
well as beer and wine eateries, to name a few, have kept 
us busy.”

But this is how the team likes it. Busy with purpose.

Busy with vision.
  
And I love when a vision echoes my own. This may be 
the true feat of a salesman, a craftsman, a tradesman—to 
cultivate an experience that changes the way we move, 
whether it is across the street, down a corridor, through 
a produce department, or through a store. This is also 
why I believe that brick-and-mortar concepts will never 
fade into irrelevance or take a back seat to the digital 
doors to which we often find ourselves arriving. People 
love a threshold. They love scent and memory and 
community. There is a sensory experience that we all 
desire as humans which enriches our lives, balances the 
scales between internal and external peace of mind and 
adventure. 

As a consumer, writer, and witness to the wonder of 
our industry, I am always seeking those spaces where 
execution replicates vision, and where entering a space is 
not an exit from my mind, but a welcoming home.

“2021 was an exciting year for 
us. Between doubling down 

on omnichannel growth, and 
investing in our traditional 

store base through remodels 
and new stores, as well as 

e-commerce and digital 
solutions, there are so many 
budding opportunities just 
waiting to be discovered.”

Paul Madarieta
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I
t is a topic we often talk about in our industry, but Rainier 
Fruit Company is living up to the demands from both 
consumers and retailers through its actions and intentions. 

From its soil health to its tiniest workers in nature, Rainier works 
with Mother Earth to bring the healthiest, tastiest produce to 
our shelves—sustainably.

SUSTAINABILITY

Rainier Fruit Company’s Industry Spotlight 
represents individuals and ideas making a 
positive impact in the community through 
their work, volunteer efforts, sustainability, 
or health and wellness initiatives.

RAINIER FRUIT COMPANY

INDUSTRY SPOTLIGHT

REDUCE, REUSE, 
RECYCLE

A key component to 
growing fruit is healthy soil. 
Rainier’s soil amendment 
program utilizes clippings 
from the orchards, 
culled apples, and other 
organic matter to create 
a naturally nutritious 
compound called humus. 
Humus keeps the plants 
strong and healthy, getting 
them the nutrition they 
need all year long.

LADYBUGS PUT 
TO WORK

Ladybugs are incredible 
little creatures. They 
eat aphids and other 
critters that can eat crops, 
protecting Rainier’s fields. 
Using natural predators to 
keep harmful bugs at bay 
lets nature function as it’s 
meant to.

MOTHER NATURE 
MEETS TECHNOLOGY

Ladybugs aren’t the only 
bugs that are strategically 
brought into Rainier’s 
orchards. Using drones, 
the company releases 
lacewings, another kind 
of predatory insect that 
consumes harmful larvae.

FLORA TO 
FLOURISH

In addition to bringing 
helpful bugs into the 
orchards, Rainier has 
also planted a strategic 
pollinator habitat to 
support native pollinators. 
Planting the right flora in 
the right regions is critical 
to keeping the buzzing 
farmers happy and healthy.
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Apples, Pears,
Cherries & Blueberries

our nature
the PNW is in

Protecting



hen it comes to uplifting the sweet onion category this season, 
buyers should be thinking big. What better place to start than 
the Lone Star State? Hailing from an exclusive network of 
shippers, the Texas 1015 variety is readying to nab the spotlight 
from March all the way through July—and with good reason. As 

the domestic season kicks off here in the United States, read on and 
see for yourself what coveted treasures lie beneath the Texas soil…

THE TEXAS SWEET ONION 
IS THE OFFICIAL STATE 
VEGETABLE OF THE LONE 
STAR STATE.

ONLY 22 SHIPPERS ARE 
AUTHORIZED TO SELL TEXAS 
1015 SWEET ONIONS.  
Visit www.Tx1015.com for the full list

BY PEGGY PACKER
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PLANTINGS ARE 
CONCENTRATED 
ON TWO REGIONS 
OF SOUTH TEXAS.

UVALDE-
WINTERGARDEN

RIO GRANDE
VALLEY

ACRES 
OF FRESH 
MARKET 
ONIONS.

ACREAGE HAS VARIED BETWEEN 
5,500 TO 7,500 ACRES ANNUALLY 
OVER THE LAST 5 YEARS.

IN 2021, THERE WERE NEARLY

6,000 60–70%
SWEET & YELLOW  
ONION VARIETIES

30–40%
WHITE & RED 
ONION VARIETIES

SWEET & YELLOW WHITE & RED

THE WARM, MILD WINTERS IN SOUTH 
TEXAS ALLOW THE HARVESTING OF SWEET 
ONIONS TO BEGIN AS EARLY AS MARCH.

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

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

Source: South Texas Onion Committee
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I f you have not yet cruised through Gelson’s Markets’ fresh 
departments with Paul Kneeland, you need to add this to your retail 
wish list. From produce to deli and prepared foods, this man can 

make sales into poetry and vice versa. His fresh acumen, experience, 
passion, and knowledge have allowed him to reinvent and re-envision 

the way Gelson’s Markets speaks about and executes its fresh food 
strategy. From organic produce to local artisans, there is no territory 

that does not inspire this retail trailblazer. But, accolades aside, he is also 
just an awesome person to know. So, we thought we would let Paul share 
a little bit more of himself with you in our renowned IF List…

» The IF List «
Paul Kneeland

 IF you could join a musician, dead or 
alive, on stage to sing along or play an 
instrument with, who would you choose 
and why? 
Tom Petty and the Heartbreakers. Just a 
smooth vibe.

 IF you wrote an autobiography, what 
would be the title? 
Hey, There Is the Easy Way Right There! Let’s 
Go This Way Instead.

 IF you could be a character in any book, 
who would it be? 
The Cat in the Hat.

 IF you could have any actor play you in 
a movie, who would you want? 
Ben Affleck. We grew up in the same city.

 IF you could have dinner with anyone, 
dead or alive, who would it be? 
Winston Churchill—on leadership and 
decision making.

 IF you could have been born in another 
century or decade, which would it be 
and why? 
The 1940s, so I could experience the ’50s and 
’60s—muscle cars and music!

 IF you had to choose now, what would 
your last meal consist of? 
Short ribs, mushroom risotto, a California 
Cabernet, and tiramisu.

Vice President of Fresh Operations, Gelson’s Markets

With Jordan Okumura

 IF you could imagine yourself in a 
different industry, what would it be? 
The restaurant business. I love when people 
enjoy my food!

 IF you were another species in the 
animal kingdom, what would you be? 
A panther. They are so cool.

 IF you had $10 million that you had to 
donate to someone else, who would you 
choose and why? 
Elon Musk, if he focused on curing cancer. He 
finds a way to get stuff done.

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

“We Are the Champions” by Queen.

 IF you could redo one moment or 
event in your life, which one would you 
choose and why? 
 Nothing. I learned a lot from my mistakes.

 IF you could give your younger 
self one piece of advice, 
what would it be? 
Do what you love to do.
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I n recent years, you’ve seen consumers reaching for 
trendy dishes such as avocado chocolate mousse, stuffed 
avocado boats, and avocado wraps. A key ingredient 

you’ve most likely picked up on is a fabulous green fruit—
avocado. Hype surrounds the avocado, and for good reason. 

The delicious, nutritious, and versatile fruit lends itself to 
a multitude of uses that brings culinary dishes together 

and shoppers’ wallets out. How best to market these 
beauties California is so proud of? With a couple of 

insights straight from the industry savants that 
know the category best...

By Lilian Diep

Avocado
SnackChat

California
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Jan DeLyser,
Vice President of Marketing, California Avocado Commission

“California Roll. California omelet. California burger. Those dishes and more 
showcase how people naturally associate avocados with California. I’m excited 
to kick off this season’s California avocado marketing programs, including the 
advertising campaign The best avocados have ‘California’ in them, which plays 
off the ‘CA’ found in the middle of the word ‘avocado.’ This campaign has been 
very effective at increasing the already-high brand awareness of California 
avocados, and I’m excited about our 2022 media plan. The Commission also 
offers custom marketing support for retailers and foodservice operators who 
appreciate the quality and consistency of the crop.”

“We expect to see more shoppers purchase avocados this spring and summer 
for parties and social events and get creative with incorporating them into 
recipes. Retailers can make the most of this demand by offering bagged fruit 
to capture incremental sales, as well as cross-merchandise both inside and 
outside the produce department. Consumers get excited about California 
avocados because they know they can count on a high-quality, locally 
grown product with exceptional flavor. On the foodservice side, we will see 
an increasing variety of menu options featuring avocados as restaurants 
continue to reopen.”

“Avocados have become such a dominant force in the produce aisle, 
mainly due to the versatility of the fruit. Their flavor and texture are great 
additions to any dish or recipe, and avocados are even amazing on their 
own. The nutritious aspects, vitamins, and minerals make this fruit a top 
choice whether showcased at a get-together or a quiet night in. And, with 
The Big Game coming up, avocados can invigorate any plate as family and 
friends gather around! Seems like a no-brainer to me.”

Gary Caloroso,
Regional Business Development Director, The Giumarra Companies

Gary Clevenger,
Co-Founder and Managing Member, Freska Produce International
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“The start of the California avocado season always brings a wave of 
excitement around Del Rey Avocado Company and its growers. This year’s 
crop will be larger than last year and should provide some wonderful 
promotional opportunities for retailers and foodservice as early as the Super 
Bowl, which is a week later this year. Post-Super Bowl, California avocados 
will be available through September, which will provide opportunities all 
spring and summer for retailers to increase rings at the registers with locally 
grown avocados from San Diego to Morro Bay.”

“I love that when people think of California, they think avocados and sunshine! 
I grew up in California surrounded by the beauty of avocado trees, and I am 
so thankful Westfalia gets to share our beloved California avocados with the 
world. I am proud of our heritage and legacy in making the industry what it is 
today. We are delighted about the upcoming California avocado season and 
will be launching exciting marketing and promotional strategies. Westfalia 
looks forward to supplying our customers with our sought-after avocados. 
It’s an amazing job to provide a fruit that makes people’s eyes light up just by 
mentioning them!”

“Avocados are my favorite superfood. I love their versatility and flavor profile, 
and they are the perfect healthy one-for-one swap as a tasty substitute for 
butters and oils. The new year has been an ideal time to Opt for Avo and add 
some healthy fats and fiber into my diet, while also taking care of my heart 
and skin health. I personally love to eat them with a spoon and some salt. 
Mission’s Minis are an excellent single-serving size for that.” 

Denise Junqueiro,
Vice President of Marketing and Communications, Mission Produce

Angela Tallant,
 Director of Sales, Westfalia Fruit

Patrick Lucy,
Vice President of Sales, Del Rey Avocado Company
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1 Preheat oven to 350° F. Line a 12-cup muffin pan with cupcake liners.

2 In a large bowl, mix the dry ingredients together.

3 In a second bowl, whisk together the wet ingredients.

4 Pour the wet ingredients into the dry ingredients bowl and mix until everything is 
combined. It is okay if  the batter is slightly lumpy. 

5 Gently fold in the cranberries.

6 Evenly distribute the batter into the cupcake liners.

7 Bake for 23–25 min, or until a toothpick inserted into the middle of  the muffins 
comes out clean.

8 Let muffins cool before you enjoy!

To learn more about Bee Sweet Citrus,  
visit www.beesweetcitrus.com

⅓ cup freshly squeezed orange juice from 
Bee Sweet Citrus Navel Oranges

Zest from 1 medium Bee Sweet Citrus 
Navel Orange

2 cups all-purpose flour
⅓ cup light brown sugar
½ cup granulated sugar
¾ cups oatmeal
1½ tsp baking powder
1 tsp cinnamon 
½ tsp salt
2 large eggs
½ cup milk
½ cup unsalted butter (melted)
1½ tsp vanilla extract
1¼ cups fresh cranberries

Prep Time: 15 min
Cook Time: 23–25 min
Servings: 12

CRANBERRY ORANGE BREAKFAST MUFFINS

Bee Sweet Citrus 
Navel Oranges
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A unique berry is coming to 
the high-value fruit lineup, 
welcoming those looking for a 

little adventure in their food lives. A 
berry so new, it’s still blushing.

After teasing the big launch for 
much of 2021, Wish Farms unveiled 
Pink-A-Boo Pineberries®—a white 
berry with a name created to convey 
the swirl of strawberry flavor with 
the notes of pineapple, pear, and 
apricot it provides. How is that for a 
new adventure in eating? 

Before you suspect the science, 
Pink-A-Boo Pineberries are a non-

A Closer Look at 
Wish Farms Pink-A-
Boo Pineberries®
By Melissa De Leon Chavez

GMO innovation with a crisp flavor 
profile and skin shoppers will learn 
to read: white inside and out, with a 
slight pink blush on the skin and  
red seeds.

This new baie blanche—as French 
style demands such a vogue 
addition be referred—blushes a 
light pink as it ripens, helping the 
fruit communicate more clearly to 
consumers when to enjoy it.

Millennials and Gen Z have proven 
themselves drawn to fresh colors in 
the produce department. What is 
seemingly out of place in the aisle 

fascinates and brings a splash of 
the unexpected to their grocery 
experience. 

With the right signage and proper 
education, retailers can count on 
the white gleam of the new Pink-
A-Boo Pineberries to bring the 
deal home. Details and information 
already have a home at 
www.wishfarms.com/pinkaboo.

Once consumers have tried them, 
let the repeat purchases speak for 
themselves.
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1 Red Sun Farms™ Red Bell Pepper, sliced thin
1 Red Sun Farms Yellow Bell Pepper, sliced thin
1 Red Sun Farms Orange Bell Pepper, sliced thin
8" spring roll wrappers, fresh or thawed in the 

fridge before wrapping
1 red onion, sliced thin
Salt and pepper, to taste
A small bowl of water for sealing the wrappers
½ cup vegetable or canola oil, for frying

dipping saucE 
¼ cup soy sauce
1 tbsp sesame oil
½ tsp chili flakes
½ tsp hoisin sauce
1 tbsp chopped parsley
1 tsp chopped cilantro

Prep Time: 30 min
Cook Time: 15 min
Servings: 4

1 Starting tip: Have all ingredients cut and ready to go before opening the 
spring roll wrappers.

2 Lay the wrappers out in a diamond-shaped position.

3 Layer 2–3 pieces of each vegetable across the wrapper starting 2–3" from the 
bottom of the wrapper.

4 Bring the bottom up and over to cover the stuffing. Fold the outside edges 
over each side and roll it up. Seal it closed by dipping your finger into the 
water and wiping the last inch.

5 Fry spring roll in vegetable or canola oil until golden brown.

6 To create dipping sauce, combine all the ingredients in a small bowl and mix 
well before serving. Enjoy! 
 
Note: Create an optional dipping sauce by combining plum sauce with Sriracha sauce.

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

VEGGIE SPRING ROLLS AND DIPPING SAUCE

Red Sun Farms™

Sweet Bell Peppers
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When I typed “dates fruit” 
in my search engine, one 
of the first images to 

appear mirrored one I had just been 
admiring not minutes before—a key 
indicator that a brand is succeeding 
in its recognition strategy. 

It is little surprise Bard Valley Natural 
Delights® comes up quickly in date 
research. The brand is hitting all the 
marks in physical and digital ROI 
on its mission to change the face of 
an ancient fruit. Now, with its new 
Organic Mini Medjool Dates, the 
company has come full circle in this 

A Closer Look at Natural 
Delights® Organic Mini 
Medjool Dates
By Melissa De Leon Chavez

expedition, honoring the soil that 
enriches the produce as well as a 
moniker that has spread like wildfire 
through our industry.

Versatility is key in this fruit dressed 
as an indulgent offering, which 
is easily sold as a dessert or as a 
healthy on-the-go snack. Utilize 
them in your Valentine’s Day 
merchandising displays, your high-
impulse purchase areas, or surprise 
shoppers with what looks like candy 
in the healthy snack section. I will 
happily swap out my See’s box for 
the snow-topped Organic Cacao 

Coconut, a standout among multiple 
SKUs to choose from. 

Ramping up the burgeoning date 
sector with a smaller, more portable 
take on its classic rolls, Natural 
Delights is bringing balance to the 
bite-sized market with nutrition 
and variety. Add to the package 
a natural sweetness, a plethora of 
toppings, and a suspicious amount 
of nutritional value for such a tasty 
treat, and you have a match to spark 
impulse buys wherever you might 
need them.
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I’ve spent the majority of my 
career elevating how and 
why marketing is essential 

for us to increase the consumption 
of fresh food. And, believe me, that 
won’t be changing. However, as I 
stepped back and observed the 
team working around me, I realized 
I’ve surrounded myself with well-
equipped, exceptional marketers 
who are equally as passionate about 
carrying that narrative forward. 

So, in terms of what I could 
contribute to this industry and our 
society, I have struggled with the 
question of “What’s next?” 

What became abundantly clear 
to me was the importance 
of personal growth or, more 
specifically, personal growth in the 
role of leadership. Because of the 
vast information and resources 

available, we have an extraordinary 
opportunity to present ourselves as 
more self-knowledgeable and aware 
than the leaders who got us this far. 
I have to remind myself that success 
doesn’t have to be determined by 
the roles or titles that preceded me. 

Allow me to give you some insight 
into why this topic is so important 
to me. 

By The Snack Editorial Contributor Dan’l Mackey Almy, 
President and Chief Executive Officer, DMA Solutions

PERSONAL GROWTH
THEJourneyOF
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This year, DMA Solutions will 
celebrate 18 years of supporting and 
elevating fresh produce brands in 
our industry. This is something I’m 
extremely proud of. However, when I 
look back at the first half of those 18 
years, I was solely focused on being 
the best marketer on behalf of our 
clients and our industry. While this 
certainly isn’t a bad thing, it wasn’t 
until our company began to grow 
in size that I started to realize the 
risk of only focusing on the work. 
I realize now my leadership was 
creating a culture issue, though I’m 
not sure I even knew what “culture” 
or “leadership” were eight years ago. 

But, I did know there was a problem, 
and I knew in order to fix it, I had to 
start with me. 

I decided to conduct team 
evaluations and to start with myself. 
I knew I wasn’t perfect, but we were 
producing great work as a team, and 
I thought we all got along fairly well. 
I didn’t see any glaring red flags. 
That is until I received my evaluation 
with a 26 percent approval rating. 

Twenty-six percent. 

Now sure, I scored high in other 
areas relating more to my work 

and abilities, but as a leader, I 
scored 26 percent. So, what 

did this tell me? People 
were willing to 

follow me, but 
they weren’t 

flourishing or reaching their fullest 
potential as a result of my leadership. 
And that wasn’t okay with me. 

Looking back, that approval rating 
(as well as a combination of other 
personal struggles occurring at 
the same time) was one of the 
most major shifts not only in my 
career, but in my personal life 
as well. I could have ignored the 
feedback, but I didn’t. I decided 
to do something about it. I put 
down the business books I was 
studying and picked up personal 
growth resources to guide me and 
our company. I dove into books 
by Brené Brown, podcasts like 
EntreLeadership®, and resources like 
the Enneagram to better understand 
myself and those I was leading. 

I didn’t know where to start, but  
I started.

I practiced and applied some of 
these new tools and will be the first 
to admit that sometimes I got it right, 
and sometimes I got it really wrong—
seriously, let’s grab a cocktail and I’ll 
share all the stories about the times I 
got it really wrong.

Sometimes the journey was a 
wonderful time of self-discovery, and 
sometimes it hurt like hell. Putting 
in the work isn’t easy; it requires 
vulnerability, self-reflection, patience, 
and grace for yourself and others.

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

“What became abundantly clear to me was the 
importance of personal growth or, more specifically, 

personal growth in the role of leadership.”

Dan'l Mackey Almy  
The President and Chief Executive Officer’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.

What I’m trying to say is, I stumbled 
through it. But, I realized it doesn’t 
have to come from a place of 
struggle for everyone. Leaders can 
choose this journey instead of being 
pushed toward it, like I was, with a 
low approval rating. 

To me, leadership is a decision and 
a commitment—not an anointed 
position. And to be honest, I chased 
that “anointed position” for years 
thinking when I got there, I would 
have “arrived.” But what I’ve 
realized is there is no finish line. 
The pursuit of “better” is a journey, 
not a destination. Once leaders 
understand that, the tide begins  
to turn.  

I’m passionate and excited about 
seeing this conversation heightened 
in our society and am hopeful 
to have it heightened within our 
industry. While I care about the 
work we do, I care more about us 
being better humans. Because when 
we’re better humans, we’re better 
marketers, we’re better leaders, 
we’re better family members, and 
we’re better friends. 

We can’t be all of those things 
without a commitment to being 
better every day. 

So, what is to come?

Eight years later and we’re still 
finding new resources and learning 
new things. I’m excited to share 
those with you all soon.
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4 medium LIV Organic™ Yukon 
Gold Potatoes, cut and quartered

4 medium LIV Organic Red 
Potatoes, cut and quartered

½ large LIV Organic Yellow Onion, 
finely chopped

4 tbsp olive oil
1 red bell pepper, chopped
2 tsp kosher salt, divided
2 cloves garlic, minced
½ tsp smoked paprika
¼ tsp dried rosemary
1 tsp dried oregano
½ tsp black pepper
2 tsp chives or parsley, chopped

Prep Time: 5 min
Cook Time: 25 min
Servings: 4

1 Parboil (partly cook by boiling) cut potatoes in a saucepan by covering with water. 
Add 1 tsp kosher salt and bring to a rapid boil. Cook for 8–10 minutes or until tender. 

2 Strain the potatoes and allow to steam dry for 5 minutes.

3 Heat a cast iron skillet over medium-high heat until hot. Add potatoes, olive oil, and 
remaining kosher salt. Cook for 5 minutes undisturbed.

4 Add chopped onion, chopped bell pepper, and minced garlic. Toss together and cook. 
Stir occasionally for 5 minutes or until potatoes are crispy. 

5 Add in smoked paprika, dried rosemary, dried oregano, and 
pepper. Gently toss. 

6 Serve with chopped chives or parsley and enjoy! 

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

LIV ORGANIC ™ CRISPY BREAKFAST POTATOES

LIV Organic™ Yukon 
Gold and Red Potatoes
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cherry red baton sits primed in the 
bright afternoon sun, its hollow 
center whistling in the wind as it 
anticipates the hands of the first 

runner. The relay race plays out before me, 
each stride seeming longer than the next and 
with power building in every footstep. 

I did not expect to find myself at a 
metaphorical track meet when I sat down 
to interview long-standing leaders from 
Highline Mushrooms, but the thrill is far 
beyond any expectations. The baton lands in 
the hands of Jane Rhyno, Vice President of 

Sales and Marketing, who has been crossing 
finish lines at the company for over 11 years.

“As cliché as it may be, my favorite part of 
this job is the relationships I’ve formed and 
the dynamic nature of the business. My 
current role is in sales and marketing, but 
really, my focus is on building a team,” she 
tells me, setting the stage for her fellow relay 
racers. “Of course, we’re focused on what 
our customers need and what the consumer 
wants. But, for me personally, it’s about 
focusing on the team and how we can make 
their jobs enjoyable and help them feel 
successful in their roles.”

By Chandler James
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In everything she does, Jane is 
looking to support Highline’s buy-side 
customers. Remember the team she so 
fiercely supports? They are building a 
sales and marketing program that is one 
of a kind for Highline—something I am 
sure the grower’s customers consider a 
key selling point.

“With our sales team, honest 
communication with customers is the 
key foundation. Our ultimate goal is to 
protect and grow our businesses, and 
being upfront about opportunities and 
obstacles is critical for our relationship 
with them. We provide ideas and 
business recommendations to our 
customers that not only benefit us, but 
benefit them as well,” Jane adds. 

Interviewing three different Highline 
members, I notice a running theme. 
Challenges are not only par for the 
course, but they are welcomed and 
ambitiously addressed. Such is the 
message from 25-year company vet 
Hinre Yako, Growing Operations 
Manager – Head Filling.

“Challenge is something I look forward 
to,” Hinre says of his move from Grower 
Assistant to his previous role as Head 
Grower at the Leamington, Ontario, 
Canada, headquarters. He started at 
Highline in 1997 as Runner before 
moving up to Junior Grower after just 
nine months. “Becoming Head Grower 
was the next step in challenging myself 

Jane’s shoes first hit the produce track 
when she was 16 years old. Her father 
and grandfather each came from the 
industry, so when she got her high school 
job at a grocery store, the seeds had 
already been planted. Eventually, she 
worked her way up to Produce Buyer at a 
large retailer, which is where she became 
familiar with Highline Mushrooms.

“I got to know the company and felt our 
values were very well aligned,” Jane 
explains. “When I moved on to another 
position at another company, I kept in 
touch with the leader at Highline, and 
when an employment opportunity came 
up, I jumped at it.”

The experience gained from her nearly 
15 years on the buy-side is evident to me, 
bringing to her role a unique lens to look 
through as she navigates the supply chain. 

“When you’ve been a customer and 
had the experience of being a buyer, 
you have a better understanding of 
the customer and the difficulties and 
challenges faced at retail. They’re not 
just thinking about mushrooms all the 
time; they have to think about their ads 
and the stores. Being aware of the many 
demands they meet and trying to help 
make their job easier has certainly given 
me a good perspective,” Jane tells me. 

“Additionally, I have had the opportunity 
to see the end consumer’s actions and 
reactions at retail.”

- Jane Rhyno, Vice President of Sales and Marketing, Highline Mushrooms

“As cliché as it may be, my favorite part of this job is 
the relationships I’ve formed and the dynamic nature of 
the business. My current role is in sales and marketing, 
but really, my focus is on building a team.”

Highline Mushrooms evaluates all of its 
farming operations daily and will use 
the ideas implemented on one farm to 
improve the functions of others
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to be better. By accepting greater 
responsibility in each role and taking 
charge of an entire crew, I was able to 
grow even though I went outside my 
comfort zone.”

Moving from the field to the corporate 
office was a challenge in and of itself, 
widening Hinre’s scope from one single 
growing operation to Highline’s entire 
farm network as a whole.

“Most of the time, my concentration is 
50/50 between the Leamington and 
Kingsville, Ontario, farms. Based on 
where the need is greatest, I will ensure 
equipment is functioning properly and 
that we maintain quality of the fill 
and quality of the compost 
daily,” Hinre says. “A lot of 
good ideas can come from 
one farm and be useful 
to the other. Most of the 

farms utilize different machinery, are 
housed in different buildings, and are 
run by different operators, meaning each 
can learn from the rest.”

I imagine Hinre wearing a different 
hat—or jersey—with each operation he 
focuses on, chasing a different challenge 
each day with the foresight that the 
baton should be passed as many times  
as possible.

“Highline’s second top value is 
‘challenge,’” Hinre says, echoing the 
beginning of our conversation and 
explaining it falls just after the first 
value: family. “You always have the 

opportunity to take a step up, and 
this opportunity is open to 

everybody. It’s up to each 
individual to decide 
whether to take that 
challenge or not.”

Having been with the company for over 
two decades, Hinre has experienced 
many challenges, even outside of his own 
roles. He experienced the company’s 
rapid growth across Canada, making 
him an integral member of this team.

“I started with Highline when the 
company only consisted of our old farm 
in Leamington and our Wellington, 
Ontario, facility. It was a really big 
experience for me to be part of Highline 
during that expansion when we 
bought the Kingsville facility 10 years 
later. From there, we pursued further 
expansion into Western Canada and 
bought more facilities,” Hinre adds. “By 
starting out small and going bigger, I 
continued to build more experience, 
more knowledge, and, ultimately,  
was happier.”

In our final leg of the race, the baton 
is tipped to Will Peters, Corporate 
Technical Growing Specialist, whose 
path at Highline began very similarly  
to Hinre’s.

“I started in an entry-level position 
back in 1995 as Runner. After one 
year, I joined the cultivation crew 
on the East farm, and I’ve worked 
in every department since then with 
the exception of packaging and sales,” 
Will details. “After a few years on the 
cultivation crew, I became a Supervisor. 
I then became a Growing Manager 
before moving up to Farm Manager. I 
was a Farm Manager for a few years, 
and then with Highline expanding, there 
came the need for a Corporate Grower, 
and they offered it to me.”

“You always have the opportunity to 
take a step up, and this opportunity 
is open to everybody. It’s up to 
each individual to decide whether 
to take that challenge or not.”
- Hinre Yako, Growing Operations Manager – Head Filling, 
Highline Mushrooms

62 / FEB 2022



Will is now responsible for the growing 
side of things on all of Highline’s farms. 
Part of his job is also to educate the 
young growing team and perform audits 
on the farm. He notes that no two days 
are the same, and the constant change 
our industry presents keeps his day-to-
day interesting.

To little surprise, challenges are what 
truly light the fire in his belly. 

“Fair, challenging, and innovative,” Will 
answers when asked the three words that 
best describe Highline. “At Highline, 
we’re always experimenting and trying 
new things, and I think that’s how 
we became one of the most successful 
mushroom farms in the world.”

Because no two crops are the same, Will 
states there is no monotony or boredom 
when it comes to growing mushrooms. 
The obstacles presented by each new day 
are simply fresh chances to hone his craft 
and deepen his expertise.

The 25-year company leader also took 
on challenges from a personal standpoint, 
as he actually left for a year to pursue 
new ventures, but soon found himself 
back in the Highline home.

“I came to the area for a wedding, and 
Harry Enns, the former Chief Financial 
Officer, hunted me down and convinced 
me to come back. Everything clicked 
into place, and I have no regrets,” Will 
smiles. The happenstance is a shining 
example of how Highline attracts and 

“At Highline, 
we’re always 

experimenting 
and trying new 

things, and I 
think that’s how 

we became 
one of the 

most successful 
mushroom 

farms in the 
world.”

The long-standing leaders at Highline Mushrooms believe that the challenges it has 
overcome are what have made the company a leading mushroom supplier in the 
industry

- Will Peters, Corporate 
Technical Growing Specialist, 

Highline Mushrooms

maintains such a high level of talent. 
“Highline truly does pride itself on 
promoting within, and there’s a lot of 
experience on our staff. If you’re willing 
to work hard, you’re going to move up 
the ladder. Senior management does a 
really good job of recognizing people 
that are willing to put forth the extra 
effort and learn, and those are the people 
that move up the ladder fairly quickly.”

I believe a relay team is only as good 
as its runners. Those who make up the 
team and uphold their leg of the race 
are those with the most time clocked 
at the meets. Jane, Hinre, and Will are 
track stars in my eyes, each bringing 
a tenacious spirit to the field and all 
chasing a common concept: challenge.
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4 dry pints Pure Flavor® Cloud 9® 
Bite-Sized Fruity Tomatoes

1 medium butternut squash, spiralized 
1 clove garlic, chopped
1 cup pine nuts, chopped
1 bunch fresh parsley, chopped
3 tbsp olive oil, divided
Salt and pepper to taste
Grated Parmesan cheese, for garnish

Prep Time: 10 min
Cook Time: 20 min
Servings: 4

1 Preheat oven to 350° F. In a bowl, toss tomatoes, 1 tbsp of olive oil, and a pinch of 
salt. Roast in a baking dish for 15 minutes, or until soft.

2 In a small bowl, add garlic, pine nuts, parsley, and 2 tbsp of olive oil. Mix until 
combined.

3 In a skillet, add the olive oil and fry the squash noodles for two minutes. Add the 
pine nut mixture and combine.

4 Gently add roasted tomatoes and top with more pine nuts, grated Parmesan cheese, 
and salt and pepper to taste. Enjoy!

To learn more about Pure Flavor,
visit pure-flavor.com

BUTTERNUT SQUASH PASTA WITH TOMATOES

Pure Flavor®

Cloud 9® Tomatoes
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Meal prepping continues 
to be a popular go-to for 
shoppers as they embrace 

the cooking-at-home lifestyle. What 
hasn’t changed, however, is the need 
for time-saving and easy products.

Whether they’re ready-to-eat 
or quick-to-make, value-added 
products are bringing more 
opportunities to the table and 
traffic to the fresh produce aisle. 
One top-billing headliner is Gold 
Coast Packing, whose latest SKUs 
maximize convenience and repeat 
purchases.

Washed and ready to use, Gold 
Coast’s newest additions bring a 
wide range of options to the skillet. 
Big-ticket stars such as Broccoli 
Slaw, Garden Blend, and Brussels 
Sprouts give shoppers a variety of 
sizes. The new additions come in 2 
lb packs to make big-batch cooking 
a breeze or in new 12 oz options for 
single-serve occasions.

All products offer a 16-day shelf-
life, delivering a stunning lineup 
of options for everyday cooking. 
The prepped and fresh produce 
shines in the spotlight as the 
packaging utilizes an immense 
window, conjuring up images of 
potential dishes and uses. I know 
the Broccoli Slaw will go fabulously 
in some spring rolls for a crunchy 
burst of flavor.

With a cast of convenience on deck 
ready to stock your shelves, it can 
be hard to choose what to display! 
Any selection will be a box office hit 
as these products will run the show, 
and you don’t want to miss it.

A Closer Look at
Gold Coast Packing
Retail Fresh-Cut
Veggie Line
By Lilian Diep
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By Melissa De Leon Chavez

or every time you wondered if walls could 
talk, here you will find a voice given 
to the beams and bricks of an industry 

landmark. Often the companies that shape us 
are referred to as homes, and within those walls 
are the people who make up the foundation, 
helping to hold the structure together as each 
new addition builds one dream onto another.

It is this wealth of wisdom that has secured 
a legacy in the Giumarra Companies, which 

celebrates its centennial in the produce industry 
this year. A hundred years of relationships, 
stories, and success. Of being a part of a larger 
purpose, secure in its strength by the depths of 
its roots. The timeline alone is an impressive 
showing of the company’s standing, but dig 
deeper and you’ll also find careers cultivated 
and lives shaped. Reach into just a handful 
of the loyalties Giumarra has grown and find 
several pearls of such wisdom to choose from.



Giuseppe Giumarra, his brothers, and 
brother-in-law founded the wholesale 
operation Giumarra Bros. Fruit Co. in 
1922 in Los Angeles, California

Giuseppe Giumarra eventually 
purchased farmland in Bakersfield, 
California, in 1939 that grew into the 
Giumarra Vineyards of today. The family 
simultaneously operated Giumarra Bros. 
Fruit Co. in Los Angeles

Under the leadership of former 
President and current Chairman Don 
Corsaro, the wholesale operation 
experienced a period of rapid 
expansion beginning in the 1970s that 
grew the business into the Giumarra 
Companies you know today

In 2022, Giumarra proudly celebrates the 
100-year anniversary of its Los Angeles 
wholesale operation, Giumarra Bros. 
Fruit Co, encompassing more than 200 
employees, a global growing network, and 
an ever-expanding portfolio of high-quality 
produce and unique brand offerings
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Then: Receiving Process    Now: Retired, Grape Sales and Special Projects 

Then: Delivery and Manual Labor    Now: Vice President, Southern Hemisphere 

“Working at Giumarra has 
given me more than just 
my produce knowledge. It 
also taught me that being 
straightforward and honest 
outweighs the sale itself. I 
learned that those of us who 
grew up in California’s Los 
Angeles Wholesale Produce 
Market are a family.  

In market terms, my first role was to ‘push the 
yard.’ As my experience grew, my passion for 
the produce business continued to grow, as well. 
As soon as I turned 16, my father, Taro ‘Tom’ 
Uchizono, who was Executive Vice President 
for Giumarra Companies at the time, made me 
work every holiday break and every weekend 
throughout the year. I guess you can say it was 

“It takes special people to work the 
wholesale market in downtown 
L.A., or any other terminal 
market across the country for 
that matter. In my early days, 
the hours were not easy. I 
usually started at midnight and 
got home anytime from 10 a.m. 
to noon. You would constantly 
work on relationships with buyers 
walking by your fruit, trying to sell 
them first before getting to the next 
house, where you might just win or lose that 
sale. Your displays, your quality and condition, 
and—above all—taste, mattered. I remember 
seeing a customer take a bite out of two cloves of 
garlic and chew them to determine who had the 
best lot. Now, that’s dedication! Quite frankly, 
the same toughness and commitment are still 
required today to be better than the competition in  
our industry.

My favorite time in the Old 7th Street Market was during 
the early LTD (Giumarra California treefruit division, now 

a way for him to keep an eye on me and teach me 
what hard work really was. Well, that hard work 

turned into a different kind of understanding for 
me. I was the boss’ son, so my co-workers gave 
me all the hard jobs. I never complained and 
never said no, and it seemed I passed the test. 
After working all those holidays, weekends, and 
finishing my college education, I knew produce 

was in my blood. 

During the early 1970s and through the ’80s, 
just about every local chain store buyer and food 

distributor walked the wholesale produce market each 
day. They would see the produce on display and take the 
time to talk to the guys who pushed the yard and drove 
the trucks. Needless to say, my passion for the wholesale 
produce business started from those early experiences 
I remember. The camaraderie from co-workers in the 
wholesale market and sharing stories with the buyers 
from yesteryear are still things I cherish and miss.”

known as Giumarra Reedley) days. I still 
remember the aroma of peaches, nectarines, 
and apricots—and the adrenaline rush in 
making a deal with customers! Back then, 
having the chance to be Ted Nakamura’s 
Sales Assistant in the apple and pear 
department at Giumarra, I began actually 
selling to retailers, which opened up an 
opportunity to help start a new division 
that became The William Hooker Division 

focused on selling apples, pears, and stonefruit from 
California, Washington, Oregon, Colorado, and Idaho, 
as well as imports from Australia. 

While I had the chance to be a part of changes like that 
within our company, the biggest change I have seen 
industry-wide is consolidation on both the supply- and 
the retail-side. Smaller growers started consolidating 
their commodities either under one roof or as close to a 

one-stop shop as possible. This became even more important 
as the retail sector started buying up smaller retailers. Now, the 
goal is to be in front of the retailer year-round with the best 
quality product and consistent supplies.”

Glen Tomkiewicz

Craig Uchizono 
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“I think I was in eighth grade when I first 
got to work part-time at the produce 
warehouse and market. I washed 
floors and walls, painted those walls, 
and sorted fruit at the warehouse, 
then did the same at the wholesale 
store. When I got strong enough, 
I was allowed to deliver product 
by hand truck throughout the 
market, taking inventory on 
produce stored in the basement and 
the Stanford Avenue warehouse. This 
was between 1979 to 1988, and I was 
working when I was available in between 
school hours. I started full-time in the late ’80s. 
We had a telex machine—maybe the first fax 
machine (with curly paper)—and landlines. So, 
the biggest change for me has been watching 
the technology we use evolve. Obviously, in a 
32-year-span, many big changes have happened, 
but technology in all facets has, and will be, 
evolving continuously.

“My first role at Giumarra 
was working at the Escondido, 
California, avocado packing 
plant in 1994, putting stickers 
on avocados as they came down 
the line. With time, I learned 
QC [quality control], sorting and 
packing, shipping, gassing, picking 
and field/ranch pick-up with boom 
trucks, and how to speak Spanish. 
I love to share the story about the soccer game I 
played down in the Escondido parking lot. That 
was the first day I felt I became part of a family, 
crew, and team. 

Eventually I moved to working in the wholesale 
operation. My earliest memories of working on 
the Los Angeles Wholesale Produce Market 

Then: Clerk    Now: Chief Executive Officer

Then: Packing Plant, Sticker Application    Now: West Coast Manager, Giumarra International Berry 

were meeting a lot of crazy, funny, 
fun, hard-working people who I fit 

right in with. And of course, there 
was the time when I accidentally 
dumped not one, but two, full 
pallets of Hachiya persimmons 
off a forklift in the middle of the 
street. I thought I was in for it! 

My first thoughts were, ‘What 
is Don Corsaro going to do,’ and 

‘How will I pay for them?’ 

The wholesale produce market is the 
grassroots produce business, the old-school style 

of moving fruit. It is a lot of work and will make a 
man or woman out of you if you give it enough time. 
It is a great place to get ground-up knowledge of 
many different commodities in the industry.”

I have so many incredible memories, 
it’s hard to single one out. What 
gives me the most pleasure are the 
people and work environment. The 
market was a beautiful melting pot of 
ethnicities with an extended family 
mentality. The wholesale produce 
market is still involved in a great deal 
of ethnic-specific trade. It has also 
become a logistics hub for produce, 

rather than a point-of-sale market. You learned to 
work as a team. It required strong basic math and the 
ability to negotiate any type of situation. 

A funny story I recall is one time, John McCormick 
was parading his sales invoices up to the cashier in 
front of Tommy Uchizono. The only problem was, 
Frank Lopez had hooked a ‘tail’ on the back of his belt 
and lit the end on fire. Tommy only shook his head and 
went upstairs to his office.”

Gregory Atkinson

John Corsaro
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“When I started in the industry, 
there were not even fax machines; 
we had a teletype for export 
orders. There were no cell phones. 
I was the first to get a ‘mobile 
phone’ in the company. It was 
a combination of a car phone 
and mobile phone the size of a 
backpack or briefcase, weighing 
about 20 pounds. Today, a 
lot of business is conducted by email, text, etc. 
Relationships are still very, very important, but the 
business is less and less personal than it used to be. If 
I could change anything about the business, I would 
change that trend.

My first night on the L.A. Wholesale Market was 
in 1976, and I was amazed by all the activity and 
the unbelievable scents I experienced while walking 
through with my boss at the time, Al Dieter of 
La Habra Produce. A week later, I was doing all 
the buying for La Habra. After about a month, I 

“When I began working in the produce 
industry as a teenager in 1976, my father 
was a salesman for T&T Produce at the 
wholesale market. I did a brief stint 
making deliveries within the market. I 
remember when deliveries were made 
only on ‘clamp trucks,’ or ‘two-wheeled 
dollies.’ The job was practically all 
manual labor, with everything stacked 
by hand. Occasionally, you might see 
a forklift, but it was rare. There were no 
pallets or pallet jacks back then.

I spent a good chunk of my career on the buying 
side, and also operated my own retail grocery store, 
Forest Farms’ Farmers Market in Big Bear Lake, 
California, during 2003–2010. As a buyer during the 
1980s, ’90s, and early 2000s, I walked the wholesale 
market every day, Monday through Friday. I started 
as early as midnight—the competition as a buyer 

was approached by one of the ‘old timers’ of 
Kaplan Produce who pulled me aside and 

told me I had a decision to make—to look 
for a new job or not—warning me, ‘If you 
stay, produce will get into your blood and 
you will do this for the rest of your life.’ 
He was right! In January of 1980, I asked 
Craig Uchizono if Giumarra might be 

looking for a good man to hire. He asked 
who I had in mind, and I said, ‘Me!’ Craig 

said, ‘Can you start next Friday?’ 

The wholesale produce market taught me the 
value of relationships, hard work, and what fresh 
produce is all about. At the time, the wholesale 
market was the building block for the produce 
industry. Technology has made things much 
different now, but I think there isn’t anything more 
important in my career than the experience I 
gathered working on the market from the bottom up.”

called for it. I had to make sure I 
got there early to get my share of 
the best quality product.

For several reasons, most of 
the larger customers that once 
shopped the market now source 
directly from grower/shippers, so 
the foot traffic in the market has 
scaled way back. The customer 

base is still abundant; those customers just don’t 
walk the market as they did ‘back in the day.’ 
Most importantly, you can still source just about 
any produce item at the L.A. Wholesale Produce 
Market. If it grows and it’s available, it will be there. 

There are many stories to look back on, but what 
matters most of all are the friends and relationships 
that were made within the market and the produce 
industry. That is the best takeaway to remember.”

Then: Yard Dispatcher    Now: Grape Sales Manager

Then: Delivery and Manual Labor    Now: Division Manager, Giumarra Bros. Fruit Co. 

Tom “TW” Wilson

Chuck Anunciation
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Retailers could set their metaphorical 
watch to companies like Dole, which 
invest and create so consistently that 

innovation becomes a pinion or wheel. Right 
on schedule, the company has introduced a 
new idea of what salads are capable of via 
three new SKUs to its already successful 
DOLE® Chopped! Salad Kit line.

Available nationwide with a suggested retail 
price of $3.90, each kit serves three people—
creating an affordable, healthy option for just 
about any household.

Right away, I was on board with the Fiesta 
Lime Salad Kit, a mix of DOLE green leaf 
lettuce, kale, green and red cabbage, carrots, 
and green onions. The mix is then topped 
with crispy corn, cheddar cheese, cilantro 
seasoning, and DOLE Cilantro Lime Dressing. 
Someone, please get me a napkin before I 
drool on my keyboard. 

For sweet eaters, there is the new Teriyaki 
Pineapple Salad Kit, and for the more classic 
cobb-seeking fans, there is the Applewood 
Bacon Salad Kit. 

Yes, the DOLE brand has brought pineapples 
and limes to the salad section with a new 
splash that reminds us how the leafy logo rose 
to household recognition. The three offerings 
leverage not only the versatility of fresh fruit 
flavor profiles, but also consumer demands 
that are elevating Japanese, Mexican, and 
BBQ cuisines in North America. Utilizing  
Dole’s in-house prowess, original dressings 
create what the company promises is a unique 
flavor experience. 

The result are products that stand on their 
own while adding to a collective line now 
made up of 14 DOLE Chopped! Salad Kits, 
not to mention a lineup of 60 other salad kits, 
mixes, and slaws.

All while ensuring that the hands of the 
innovation clock continue to turn under Dole’s 
watchful eye and creative mind.

A Closer Look at DOLE® 
Chopped! Salad Kit Line
By Melissa De Leon Chavez
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It’s February, and you know what that means:  
L-O-V-E is in the air! Let me channel my inner Nat 
King Cole to break down what that means for you. 

“L” is for lots of merchandising opportunities.  
“O” is for making your orange suppliers happy. 
“V” is a very, very, simple drink recipe.  
“E” is even more of those register rings that you adore.

In this month of amore, whether you want to show 
appreciation for your gals, your pals, your lads, or 
moms and dads, I have the perfect libation to share 
with the special people in your life—including your 
shoppers. 

I’m calling this delicious beverage Crooner’s Delight 
because the combination of zesty orange and 
indulgent chocolate makes me want to belt out a love 
song á la legends like Frank Sinatra, Ella Fitzgerald, 
Dean Martin, Etta James, and, of course, Nat King 
Cole (if you can’t tell from the introduction).

DIRECTIONS

1. First, make the orange syrup by combining water with 
granulated sugar and orange zest in a pan. Bring to a 
boil, then cool and strain the syrup with a fine mesh 
colander.

2. Chill 4 or 5 coupe glasses, then dampen the rims with 
a little water and dip them top-down in the grated 
chocolate. 

3. In a cocktail shaker, shake the vodka, crème de cacao, 
orange syrup, and orange juice with ice. You may need 
to make it in 2 batches. Pour into the glasses.

4. Enjoy with someone “you’ve got under your skin” to let 
them know that they are unforgettable and that your 
love is here to stay.  
 
Inspired by: www.bbcgoodfood.com/recipes/jackos-chocolate-orange

INGREDIENTS

orange syrup

1 cup granulated sugar
1 cup water
Zest of 2 oranges 

cocktail

4 shots (4.5 oz) vodka
8 oz crème de cacao
4 oz orange syrup
4 oz fresh-squeezed orange 

juice (about 2 oranges, 
squeezed)

Ice
Dark or milk chocolate, grated 

for garnishing the rim

Prep Time: 20 min
Servings: 4–5 glasses

As the citrus season here in the States is in full 
swing, get ready to fly your shoppers to the moon 
with this unique, citrusy twist on the Valentine’s 
Day classic: chocolate-dipped strawberries.

Already stocked up on chocolate for the 
quintessential dessert, all consumers will need is 
some fresh oranges, granulated sugar, and vodka—
which can easily be cross-merchandised in the 
produce aisle—and flash, bam, alakazam! They’ve 
got a delightful drink that will have them singing 

“something’s got a hold on me, oh, it must be this 
cocktail.” 

So, pull out your record player for added romance—
although your phone speaker works, too—put on 
your favorite balladeer’s tunes, and get ready to 
dance cheek to cheek with extra shopper dollars all 
February long.
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FOR ALL OCCASIONS:

CROONER’S DELIGHT

By Jenna Plasterer

Libations



Photography by Craig Wheeler
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Is it possible to gift the future? 
For those purchasing Oppy’s 
Happy Berry™ label, the answer, 

inarguably, is yes. 

The specialty berry pack is a 
revolutionary step in the sector, 
consisting of hydroponic table-top 
strawberries. The concept itself was 
developed by New Wave Berry, a 
joint venture formed by Oppy, Red 
Dog Management, and Farmers Gate, 
all of which wanted to present the 
future of strawberry production. 

A Closer Look at
Oppy’s Happy Berry™

By Anne Allen

The pack itself is a striking blend of 
old and new guard. Packaged under 
Oppy’s Ocean Spray® label, Happy 
Berry calls out to shoppers seeking 
a trusted brand—and welcomes new 
ones by advertising that the berries 
are hydroponically grown. 

The method itself is a remarkable 
step forward in berry harvesting. 
The strawberries are grown on 
tables raised to chest height, making 
labor more ergonomically friendly 
to those getting the berries into the 
pack. Retailers—and the suppliers 

that support them—know how 
important it is to present a product 
to consumers that speaks to the 
challenges we currently face. A QR 
code on the front tells shoppers 
even more about the hydroponically 
grown strawberries and the benefits 
to both labor and crop management. 

It may sound paradoxical, but the 
future is no longer years ahead 
of us. The future arrives when 
we least expect it, and it’s up to 
innovators like Oppy to keep us in 
front of the curve.
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A Q&A With Stephanie Swatkow, 
Director of Marketing, Nature Fresh Farms

By Peggy Packer

nature
fresh
farms

The first time I cut my own bangs, I was only three years 
old. While the outcome may have been a dramatically short 
pile of curls atop my head that led many to believe I was 
a bright-eyed little boy, the gravity of a conspicuous new 
look was revealed to me right then and there. 

When Stephanie Swatkow, Director of Marketing for Nature 
Fresh Farms, tells me that the greenhouse supplier recently 
rolled out new branding to better showcase the company’s 
progression, I am reminded that most successful 
rebranding efforts do not often begin with a bored toddler 
and a pair of safety scissors. 

In truth, most moves to refresh the public’s perception of 
you begin with a deep reflection of who you once were and 
an imaginative look at who you want to be. 

I have long understood the 
power of a rebrand. 



Peggy Packer: Stephanie, it’s 
obvious that Nature Fresh Farms 
has experienced tremendous 
growth in the past few years 
through its continuous innovation 
and research. How does this 

strategic rebrand represent the 
company’s next phase of growth 

in the industry, and how does it better 
position its products at retail? 

Stephanie Swatkow, Director of 
Marketing, Nature Fresh Farms: 
Essentially, we had grown out 
of our previous branding and 
felt it no longer represented 
today’s Nature Fresh Farms. 
Nature Fresh Farms is a 
much bigger operation now, 
as our geographical presence 
continues to expand. In the past 
18 months, we’ve added the Texas 
and Mexico markets, and now have a greater 
portfolio than when we launched 20-some years 
ago. It was important that the branding evolved 
along with us.

Before our rapid expansion, our packaging had 
primarily been designed to get us on the shelf. 
There was no real brand cohesion to how our 
products appeared in stores, so we knew there 
needed to be more intention behind it. 

Produce is a very competitive and crowded 
market. If we wanted to stand out, we had to 
differentiate ourselves and have more consumer 
appeal. Our research concluded that our new 
brand-forward approach, with simple messaging 
and a clear view of the product, directly 
accomplished this.

PP: I can definitely see that. When calling out 
to today’s consumer, striking, recognizable 
packaging is worth a thousand words. Where was 
this new look implemented across the company’s 
portfolio, and how does it demonstrate the quality 
of the premium products it now encompasses? 

SS: Our new brand is an entirely new look for 
Nature Fresh Farms. We’ve changed our logo 
and our colors to better reflect who we are. The 
logo features our inviting greenhouse. Our team 
loves how this emblem allows for a variety of 
expressions that represent our personality and 
the many facets of Nature Fresh Farms—including 
our produce and our growing practices—in a bold, 
delightful, and optimistic way.

The logo is the cornerstone of our identity, and 
it visualizes the pride Nature Fresh Farms has in 
its process. Our team wanted to ensure our visual 
identity was as unique as our brand, so we did a 
lot of work and research to make sure we were 
truly capturing Nature Fresh Farms’ culture  
and vision.

PP: It seems like Nature Fresh Farms puts an 
immense amount of effort into guaranteeing the 
refreshed branding meets the needs of both its 
retail partners and consumers. How does the en-
ticing new look capitalize on rising trends to drive 
produce sales? 

SS: We know by now that consumer behavior 
changed drastically as a result of the pandemic, 
increasing the popularity of online shopping. This, 
in turn, has made packaging and brand recog-
nition more crucial than ever, especially among 
fresh produce and other perishable goods. 

Consumers want to trust the quality of what they 
buy. They want to know what to expect in terms 
of flavor and freshness. Shopping for a trusted 
brand provides a sense of security and comfort, 
and brand recognition is extremely important 

in accomplishing this. Companies often use 
similar tropes for branding in our categories, 

such as leaves, the color green, etcetera. 

Through interviews and research, our 
company found that many people know 
who Nature Fresh Farms is, but couldn’t 
remember what our logo looked like. 
Because of this, we put a heightened 
focus on consumer research to ensure 
our new branding was distinctive and 
memorable.
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PP: And memorable it is! I know the striking new 
appearance has already graced packaging for 
Nature Fresh Farms’ core commodities, including 
peppers, cucumbers, and tomatoes. Will the eye-
catching logo be staking its claim in any other 
categories this year? 

SS: Our company constantly embraces innovation. 
We truly do find beauty in ingenuity and are 
continually trying new things. 

Our premium, high-flavor Hiiro tomato will hit 
shelves in the first half of 2022, along with a 
full production of strawberries. At Nature Fresh 
Farms, we set out with an ambitious goal from 
the beginning to differentiate our products 
through quality, consistency, and an exceptional 
taste experience. With this philosophy, we’re 
now looking to leverage this expertise to further 
innovate the North American greenhouse sector 
and drive fresh consumption of strawberries 
grown closer to home. We plan to market our 
greenhouse-grown strawberries early this spring.

Our team has also been trialing something 
very different: little cocktail watermelons! After 
reviewing market research, we found that size 
and waste were the key barriers consumers faced 
when purchasing watermelons. We wanted to 
grow something that was small and sustainable, 
anticipating that our unique size and locally 
grown offerings will resonate strongly with 
consumers. Our company is presently trialing 
these personal-sized melons at the retail level. 

The main objective of all our trial 
programs is to learn how to grow more 
consistent and flavorful products. We put 

many hours into developing and trialing 
products that our team knows will stand 

out in regards to both quality and flavor, 
which is why we have chosen to bring these 
products to market. We know when we have 

something special to offer, and we are excited 
to bring more fresh, locally grown products to 

our community.

s Stephanie and I wrap up and she shares the 
well-thought-out details behind the company’s 
latest move to boost brand visibility, I feel 

almost silly comparing such a pivotal play to my own 
personal rebrand at the ripe age of three. 

This is so much more than an abrupt decision to switch 
up one’s image, but rather an intricate map to growth in 
an industry that is ever-evolving. It is a ground-shaking 
transformation that took root under the red roof of the 
Nature Fresh Farms greenhouse.

“Our company 
constantly 
embraces 
innovation. 
We truly do 
find beauty in 
ingenuity and 
are continually 
trying new 
things.” 
Stephanie Swatkow, 
Director of Marketing, 
Nature Fresh Farms
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ne of the first things Bobby Jones 
ever told me was that he was born a 
strawberry farmer. 

Both the Co-Managing Partner and the 
coveted produce his family cultivates 
mirror each other in characteristics 
of strength, passed from parent to 
child. Just as Bobalu berry quality has 
heightened and bettered, so have those 
growing them. 

Now, as the brand marks 60 years 
since Founders Bob and Lupe Jones 
first planted strawberries in Oxnard, 
California, their legacy both in blood 
and berries continues on, stronger and 
more strategic than ever.

By Melissa De Leon Chavez
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Melissa De Leon 
Chavez: Bobby, 
2022 marks a 
significant year for 

your family and for 
Bobalu. How will this 

stand out for both the 
team and the brand? Are there any plans 
in place to mark this 60th anniversary?  

Bobby Jones, 
Co-Managing 
Partner, 
Bobalu: My 
brother RC and 
I have a couple 
of exciting things 
happening to mark our 
60 years in business and are feeling truly 
grateful to be here and to be in a position 
of growth.

Our team is really pleased to announce, 
for the first time, we will be offering fresh 
berries from California all 365 days 
of 2022 and beyond. We typically rely 
solely on our Mexico crop during the 
winter months after California’s Santa 
Maria fall crop, and before the next 
spring crop in Oxnard. But now, we will 
have a fall Oxnard crop in addition to 
our fall Santa Maria crop that comes on 
later and will carry us into 2023. Bobalu 
looks forward to a full year of California 
fruit as well as what we bring in from 
Mexico during the winter to expand our 
availability.

MDC: What a beautiful way to pay 
tribute to the community, and to 
keep strengthening business in the 
region where your grandparents first 
planted strawberries so many decades 
back! Looking at the growth you’ve 
experienced since reviving the Bobalu 
brand in 2017, what stands out as a 
pivotal point or milestone moment?

BJ: 2021 was the year in which we did 
all the heavy lifting to make a complete 
transition to an in-house operation. 
Our company integrated new software 
and built a strong team of produce 
professionals with a number of strategic 
hires for future growth. Now, 2022 will 
see that milestone realized as it marks 
our first entire year as a company with 
a fully integrated in-house sales and 
marketing team. We are completely 
established and ready to roll.

What RC and 
I are most 
proud of is 
our long-
standing 

commitment 
to keepfamily first
in our 

company 
culture.

We are also very proud and excited to 
announce a new scholarship program to 
support graduating seniors of Oxnard’s 
high school district that kicked off at 
the beginning of this year. The launch 
acknowledges the local support we 
have received for 60 years and will help 
young adults in our community take that 
next big step in life by continuing their 
education. We will definitely be sharing 
more about this program as things 
continue to unfold.

Bobby Jones, 
Co-Managing Partner, Bobalu

Bobalu is among the first to 
grow strawberries in Oxnard, 
California, having begun six 
decades ago
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MDC: With so many resources now 
holstered, from expertise and in-house 
stabilization to the year-round growing 
resources all within a stone’s throw of 
your home base, what is next for Bobalu’s 
strategy? What should buyers, both 
current and prospective, know about this 
growing brand?

BJ: The team has had great feedback 
from both customers and consumers 
about our quality. This has been the core 
which we have built our business out 
from, and RC and I are both so proud 
of that. 

This year, we are very pleased to 
support the loyalty of key customers 
with increased supply throughout the 
year due to our acreage expansion in 
California, which will ensure more 
promotable volume for key accounts 
and premium quality every day. We are 
also expanding our foodservice business 
in 2022 and have already set the stage 
for that growth as we build on this 
very important segment of the industry. 
Most importantly, no matter where our 
product is going, that quality we are 
known for will remain.

MDC: I’m sure that staying tied to the 
heritage of the brand your grandparents 
established while also anticipating the 
new and cutting edge is a fine line to 
walk. How does today’s operation differ 
from the start of Bobalu, and how does 
it remain tied to the days when Bob and 
Lupe Jones started it all?

BJ: What RC and I are most proud of 
is our long-standing commitment to 
keep family first in our company culture. 
While that certainly means traditional 
family, it also encompasses anyone who 
works for us. Multiple generations have 
given to Bobalu, and not just from our 
own blood. Bob and Lupe established 
this belief, and it is one we have always 
maintained. It is represented in our 
slogan “Family Grown, Farmer Owned,” 
and everything that stands behind it.

Our biggest difference is the complete 
shift from being a regional supplier to a 
national brand. We have accomplished 
this balance between family and reach 
with controlled growth, as well as by 
being very strategic about how we 
expand our company.

MDC: And where does the next adventure 
lie for you and the team as we dig into 
this pivotal year? Is there anything in 
particular you would love to see come by 
the end of 2022?

BJ: While there is much to celebrate, we 
see this as a challenging year for us and 
all produce providers, with supply chain 
issues from last year continuing to loom 
ahead. We see issues with transportation, 
labor, availability of crop protection 
tools, and packaging. All of those listed 
come with decreased availability and 
increased costs. We are aware, and we 
are focused now on ensuring we keep the 
product moving and get everything in 
the box and sold in 2022. At the end of 
the year, we want to be looking ahead at 
what we can expand on next, not what 
we could have done better.

espite, or perhaps because of, the 
obstacles challenging the victories, 
Bobby, his brother RC, and the 
Bobalu team prove again and 

again that resilience is more than 
what you are born into; it is the outlook 
with which you choose to weather and 
treasure these dynamic years. To learn 
from those before you, so that the next 
generation—man or berry—is that 
much better.
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BY PEGGY PACKER

M
y mother has been 
transforming ingredients 
into art for as long as I can 
remember. Her delicious 
dinners have embedded 

themselves as some of the fondest 
memories of my childhood. While it 
may have been my younger brother 
who was gifted with the “good cook” 
gene, watching my mom bring light 
and love into the house through the 
imaginative recipes she creates is 
something I have not—and never 
will—take for granted. 

To this day, I find it mesmerizing to 
watch the individual components of 
a recipe come together tactically to 
create a mouthwatering outcome. 
And, to this trade news writer’s 
delight, fresh produce has become 
the star of my social media timelines, 
as videos of unique, fresh-forward 
recipes decorate my screen every 
time I scroll through TikTok or 
Instagram. 

Within each inventive video, I see 
not only some inspiration for my 
own kitchen, but a lucrative buy-side 
opportunity as well. 

Home-cooking is here to stay, and 
recent data shows many shoppers 
are turning to social media platforms 
for new recipe ideas, with YouTube, 
Instagram, TikTok, and Facebook 
all ranking among the top 10 ways 
consumers gather inspiration for their 
dishes*. These eye-catching visuals 
are surely driving fresh produce 
sales, and buyers can easily keep that 
momentum going. 

Harness the power of technology to 
drive engagement through visually 
pleasing content that encourages 
consumers to put produce to use 
in their own kitchens. In fact, 48 
percent of consumers say they would 
be interested in shortening the path 
from inspiration to purchase by being 
able to add the enticing products 
they discover in these videos to their 
carts immediately*. 

Developing striking videos or 
compelling contests with recipe 
information and pairing them with QR 
codes or embedded links could be 
all you need to drive produce sales, 
especially amongst Millennials and 
Gen Z consumers*. Even the more 
inexperienced home cook, like myself, 
can make a muse of this marketing 
tactic, thus boosting potential 
demand and expanding consumer 
reach beyond those who frequently 
don their kitchen aprons. 

Today’s shoppers are eating with the 
digital eye, and when you consider 
the fact that TikTok has one billion 
users alone**, creating unique and 
alluring videos becomes more than 
just a fun merchandising tactic, but 
a path to elevated brand visibility. 
What better way to familiarize 
consumers with a brand than by 
placing it right at their fingertips?

Don’t just tell consumers why they 
should pick the products off of the 
shelf. Get behind the lens and show 
them.

*SEPC & 210 Analytics’ What’s New: The Consumer Take on Produce Innovation & 
Technology Trends 2021
** https://www.cnbc.com/2021/09/27/tiktok-reaches-1-billion-monthly-users.html
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2 lb Progressive Farms Asparagus, 
washed and trimmed

1 sheet puff pastry dough
¾ cup sundried tomatoes
¾ cup Feta cheese, crumbled
3 tbsp olive oil or sundried tomato oil (or 

a combination of both) 
1½ tsp sea salt
1 tsp umami powder
1 tsp garlic powder, plus extra
1 tsp onion powder
½ tsp black pepper

Prep Time: 10 min
Cook Time: 15 min
Servings: 9

1  Pre-heat oven to 425° F and line a baking sheet with parchment paper.

2 Roll out the puff pastry dough until you can roughly sketch out 9 squares. Randomly 
drizzle the puff pastry with half of the olive oil.

3 Add equal amounts of sundried tomato, Feta cheese, and asparagus to each of the 9 
pastry squares. When placing the asparagus, make sure the top and bottom of the 
asparagus are aligned with two corners of the puff pastry.

4 Add the seasonings to a small bowl and stir to combine. Evenly dust each open 
bundle with the spice mixture.

5 Close the bundles by wrapping the two corners over the asparagus, then pinching 
the sides together to seal them.

6 Drizzle the bundles with more oil and lightly sprinkle with some garlic powder.

7 Place the baking sheet in the oven and bake for 15 minutes, or until golden brown. 
Be sure to keep an eye on your bundles to avoid burning.

8 Remove from oven and plate. Enjoy!

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

ASPARAGUS PUFF PASTRY BUNDLES

Progressive Farms 
Asparagus

Recipe credited to Maria Koutsogiannis @FoodByMaria
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