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move the fulcrum to leverage more of the humanness that 
makes the fresh produce industry great while still elevating 
efficiency, productivity, capacity, and output? 

As some of our industry members from retail through the 
supply chain prepare for the uncertain future—which, by 

default, is always uncertain—I ask how we can hold 
this paradox more dearly, in a way that adds to 

the strength of our legacy instead of taking 
from it.

In our corner of the world here at The 
Snack, we will be your dedicated and 
driven advocates and representatives—
here to not only tell your stories but to 

support your vision and give those words 
room to breathe, be heard, and echoed. As 

a company steeped in both tech and tradition, 
we understand the need and impossible task 

of balancing the weight of the bottom line and the 
intangibleness of altruism—the head and the heart. Lucky 
for us, our opportunity to storytell builds the humanity 
and intimacy back into the digital space, constructing a 
bridge between the evermore removed life that tech can 
provide and the closeness that such a collapsed distance 
can also allow. If anything, we are looking to make our 
own paradox thrive.  

So, this is my invitation to you. Come to us with your 
paradoxes, your wisdom, your impossibilities, and your 
solutions. We are always listening—a page, an email, and a 
phone call away.

2005 Capitol Ave., Sacramento CA 95811

EDITOR’S LETTER

s humans, we are far from immune to a 
good paradox. In fact, I think we might 
just love it.

Our ability to carry opposites is what 
makes us human, and the fresh produce 

industry is wonderfully (and woefully) made of 
many of these. Today, the inconsistency and 
mystery that has relentlessly stuck in my 
craw—and one that I continue to hear 
about from many of our friends—is how 
our industry can both pride itself on its 
relationship-driven and community-
oriented philosophy of business and, at 
the same time, be moving toward a more 
transactional, even clinical, business style. 

Whether this is at the price-negotiating table 
at retail between buying groups and suppliers 
or with requests for proposals, we hold a very 
complicated paradox with who we are and who we want 
to be. As a witness to the business that unfolds in the 
fresh produce industry, this impression feels like the crux 
of such conversations. How do we reconcile the detached 
and impersonal nature of the business with the part that 
we call passionate—that badge of honor we carry?

A strong disclaimer: This by no means accounts for 
all business-to-business relationships or companies 
in general. But, there are many key players that have 
removed the human interaction from the relationship 
and made formulas out of handshakes, digital interfaces 
out of face-to-face interactions, and spreadsheets out of 
holistic experiences. 

There are no answers here in this letter. In many ways, 
it is just me sorting through the confusion scattered in 
puzzle pieces across the table before us. This letter is a 
question: Where do we go from here?

Yes, we must innovate. Yes, we are too busy to travel 
across cities, states, and countries to sit face-to-face with 
every customer and counterpart. But, is there a way to 

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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grilled cheese

2–3 slices Divine Flavor Roma 
Tomatoes

1 large slice rye or sourdough bread
1 tsp Dijon mustard
2 slices ham or crispy bacon
⅓ cup shredded Gruyère cheese

tomato confit

½ pint Divine Flavor Grape 
Tomatoes

1 tsp olive oil
3 garlic cloves, peeled and smashed
¼ tsp fine sea salt
2 bay leaves
2 thyme sprigs 
¼ tsp red pepper flakes

Prep Time: 10 mins
Cook Time: 2 hrs 15 mins
Servings: 1

1 Preheat oven to 250° F with rack in the center.

2 Place all confit ingredients into a roasting pan and spread into a single layer, stirring 
gently to combine.

3 Roast for two hours until tomatoes are blistering but do not burst. Remove bay 
leaves and thyme. Place to the side to cool.

4 To make grilled cheese, lightly toast bread. Spread mustard on the bread and place 
on a baking pan.

5 Layer bread with ham or crispy bacon, tomato slices, and then cheese with a slight 
border around so the cheese doesn’t melt over the edges. 

6 Place sandwich in the center of a toaster oven or standard oven at 350° F until the 
cheese is melted and the remaining ingredients are warmed through. 

7 Top with ¼ cup of warm tomato confit. Enjoy!

To learn more about Divine Flavor, 
      visit www.divineflavor.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

 GRAPE TOMATO CONFIT GRILLED CHEESE SANDWICH

  Divine Flavor Grape 
and Roma Tomatoes
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Quinton Woods
Senior Sales and Plant Operations 
Manager, Gwillimdale Farms

What Your Role Is Really Like
“Honestly, it’s tough to describe my 
current role as is. Not only am I in 
charge of sales, but also packing plant 
operations, procurement, and logistics. 
As for sales, the effort to attract new 
customers takes a tremendous amount 
of time, but the reward is massive. 
Sales Manager is a role that is heavily 
involved in day-to-day sales, while also 
managing the department/team.”

Q
uinton Woods has done more in his 10-plus-year tenure with 
Gwillimdale Farms than what some people do in an entire career. 
Since joining the company in 2011 as a co-op student, he developed 

Gwillimdale’s CanadaGAP® program within eight months of starting; 
traversed plant supervision responsibilities, a full course load in school, 
and the sales department; developed procurement programs and grower 
partnerships with farmers in Georgia, New Mexico, and California; 
and settled into his current role as Senior Sales and Plant Operations 
Manager. And, yes, that was one long sentence. But well worth the write. 
Find out more about this MVP in Quinton’s own words.

A Mentor Mentored: Those 
Who Have Shaped Quinton  
Jeff Hughes, Gambles Produce

Michael Valpredo, Country 
Sweet Produce and Bako Sweet®

How Sales Becomes A Life Lesson
“Sales really has changed my life. 
Everything I do and look at turns into 
a negotiation. When I’m purchasing, 
I look for the qualities in the service/
product that we here at Gwillimdale 
represent: quality, service, and passion.”

With  Jordan Okumura

Time at Gwillimdale Farms: 11 Years

Honesty
—

Integrity
—

Fairness
—

Respect

July MVp

highlights

Surprise Us
“When I started in the industry 11 
years ago, I didn’t have time for 
hobbies, it was literally: eat, sleep, 
and work. A lot of hours and effort 
have brought me to a point in time 
now where I can start focusing on 
my personal life a little more. My 
two children are my world, but 
for something I enjoy for myself, it 
is car racing. I started watching 
Formula 1 five years ago, and I get 
more interested in it as time goes 
on. It’s a sport that also keeps my fire 
burning and teaches me things like 
overcoming adversity and to keep 
pursuing your goals.”

Words of Wisdom for the  
Next Generation

“GET INVOLVED! Honestly, the 
cheapest networking is at associations 
like the International Fresh Produce 
Association, Canadian Produce 
Marketing Association, and others 
like them. A lot of high-level retail 
associates are involved and you have 
easy access to them there.”

4 DulceVida™ Twilight Edition™ White 
Nectarines, halved, pitted, and cut 
into ⅛" slices

1 9" prebaked pie shell
6 tbsp sugar
¾ cup heavy whipping cream
1 tsp almond extract
1¼ cup almond flour
½ cup ricotta cheese

Optional: 2 tsp peach or apricot jam

Prep Time: 30 mins
Chill Time: 2 hrs
Servings: 4

1 To make the filling, whip together sugar and heavy whipping cream until almost 
firm in a medium-sized mixing bowl. Add almond extract, almond flour, and ricotta. 
Whip together until smooth. With a spatula, spread filling into the prepared pie 
crust and smooth out the surface.

2 Starting from the outer edge, place nectarines slices in a circular direction, slightly 
overlapping each slice. Gradually, meet in the center until the entire tart is covered 
with nectarines, resembling a rose pattern.

3 Gently brush peach or apricot jam on top of the nectarine slices and chill in the 
fridge for 2 hours or more before serving. Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

NO-BAKE WHITE NECTARINE ALMOND CREAM TART

DulceVida™ Twilight 
Edition™ White Nectarines
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’ T is the season! Not to embark on a journey 
through a winter wonderland, but to 
reinstate those shorts and sandals and 

fire up the grill. With the prime time for 
backyard barbecues upon us, a stream of 
traffic is headed for the produce department 
as shoppers gather any and every item 
deemed grillable. From peppers and tomatoes 
to sweet, juicy watermelon—no category is 
off limits when it comes to this celebratory 
merchandising season. Lucky for you, I know 
a few fresh experts who are bringing the heat 
just in time for summer BBQ promotions…
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Stephanie Cantero, 
Communications and Marketing 
Coordinator, The Nunes Company
“When firing up the grill this summer, 
do not forget about the veggies. 
One of the easiest ways to prepare 
and add flavor to your favorite 
vegetable is by simply grilling them. 
For instance, grilling vegetables like 
leafy greens can add smokiness and 
caramelization to Romaine hearts, 
kale, or collard greens, making for a 
delicious side dish to complement 
any barbecue. These are some of 
the perfect items to merchandise 
during the summer grilling season.”

John Shuman, 
President and Chief Executive 

Officer, Shuman Farms
“Grilling season starts with Vidalia® 
onions! Their sweet, mild, and 
versatile flavor allows them to be the 
perfect addition to any dish—burger 
toppers, kebabs, salads, and more. We 
recommend that our retailer partners 
build secondary displays of Vidalia 
onions in both the produce and meat 
departments that complement items 
such as bagged salads, peppers, 
mushrooms, burgers, sausages, 
and steaks. Consumers wait eight 
months for Vidalia onions to hit store 
shelves, and when they do, they bring 
a lot of excitement to the produce 
department—just in time for backyard 
barbecues and summer gatherings.”

Pedro Balderrama,
Sales, SunFed

“Being born and raised in the industry 
means I have access to the freshest 
produce for most of the year. According 
to my taste buds, zucchini is best served 
fresh off the grill, no matter what time 
of the year it is. Season it with a bit of 
olive oil, garlic salt, and pepper, then it’s 
straight to the open flame. Whether it 
be to color up a juicy plate of steak or 
simply to eat right off the grill, it’s the 
perfect summer BBQ item. Even my kids 
love grilled zucchini pizza bites, or at 
least play the part very, very well!”

“The weather is not the only thing I’m 
looking forward to this summer! Pour 
on the coals because sweet potatoes 
are coming in hot. Sweet potatoes 
are a convenient addition to any BBQ 
cookout, packed with nutrients and 
offering an endless variety of uses! 
Our award-winning Bako Sweet® 
branded products benefit both our 
retail partners and the shoppers they 
serve. This summer, be the shopping 
destination that’s known for triple-
washed, nutritious, high-quality sweet 
potatoes that you can only get from 
Bako Sweet. Now, excuse me while I 
heat up my grill to make our Grilled 
Sweet Potato Kebabs recipe.”

Alexandra Rae Molumby, 
Director of Marketing, Bako Sweet ®

Kayla Dome, 
Global Marketing Manager for 

Retail, Potatoes USA
“Independence Day sets the pace for a whole 
month of summer celebrations. It’s the perfect 
time for grilling and eating outside, and 
potatoes are the perfect food no matter what 
the activity. There is no shortage of options 
for retail consumers. In fact, carrying a variety 
of fresh potato types including russet, red, 
yellow, white, petite, medley, fingerling, and 
purple potatoes gives consumers options, 
which leads to increased sales. Additionally, 
in-store displays with potatoes along with 
other elements of a summer grilling feast 
will help shoppers see meal solutions all in 
one place. Whether it is a potato salad made 
ahead of time or potato planks cooked on the 
grill, potatoes are a nutrient-dense vegetable 
to fuel any summertime activity.”

Greg Sagan, 
Executive Vice President of Sales 
and Marketing, Giorgio Fresh Co.

“Mushrooms are always the star of our 
BBQ spread. They make for a satisfying, 
meatless main course or a healthy 
summer side. Simply thread your 
favorite mushrooms along with chopped 
vegetables onto skewers, brush with olive 
oil, and lightly season to taste. We like 
to place our mushrooms directly on the 
grates of the grill, so they soak up the 
smoky flavor and get slightly caramelized. 
After a few minutes on the grill, the meaty, 
umami flavor will shine through. Nothing 
is better than the classic pairing of grilled 
mushrooms, a perfectly grilled steak, and, 
of course, a nice glass of wine.”
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Traditional sweet brown sugar flavor; 
apricot and floral aroma

Elongated

Smooth; excellent for baking, 
roasting, or in casseroles

Copper-rose to tan skin; orange flesh

Flavor:

 
Shape:

Eatability:

 
Color:

Beauregard

Very sweet and extra moist

Elongated

Smooth

Red-copper to plum skin; orange flesh

Flavor:

Shape:

Eatability:

Color:

Diane

Mildly sweet, drier-tasting, full, nutty 
flavor, with vanilla aroma; exotic 
alternative to traditional sweet 
potatoes

Short and blocky

Smooth, dry, firm, and dense

Dark purple skin; white flesh

Flavor: 

Shape:

Eatability:

Color:

Murasaki/Japanese

Moist, sweet, and earthy

Short and blocky

Smooth and fibrous; softer variety

Burnt-orange skin; orange flesh

Flavor:

Shape:

Eatability:

Color:

Covington

Flavor:

Shape:

Eatability:

Color:

Sweet and moist

Elongated and blocky

Smooth and fibrous

Rust-orange skin; orange flesh

Evangeline

Flavor: 

Shape:

Eatability:

Color:

Mild, sweet, drier-tasting, with  
nutty and earthy flavor

Longer and thinner when compared 
to blocky, elongated spuds

Smooth and dry with medium 
firmness; low in visual and  
residual fiber

Yellow skin; white to yellow flesh

O’Henry/Bonita

SOURCE: INFORMATION PROVIDED BY ANDNOWUKNOW 
AND THE SNACK SWEET POTATO GROWER CONTRIBUTORS

T here is warmth in the sweet potato category. From its 
glorious color palette to the feeling of comfort that comes 
with each eating experience, these special spuds have 

consumers coming back to the produce aisle again and again. 
Diversity of supply is key, though, so check out all of the exciting 
varieties, and let your merchandising imagination run wild…

By Lilian Diep
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A 
A Q&A With Brooke Becker, 

Senior Director of North American Retail, Mission Produce
By Lilian Diep

Learn by Doing. 
We are all learners at our core. While we may not be 
students in the traditional sense, we are learning, every 
day, to do things differently or better.

David Kolb’s Experiential Learning Theory is the 
practice of encouraging students to learn by doing—
the hands-on approach. As a student, the kinesthetic 
learning style is a method where you are immersed 
in actions to better understand concepts, whether it’s 
through gestures, movements, or object manipulation—
and Brooke Becker is one such challenger who takes 
trials head-on, by being hands-on.

Brooke got her feet wet in the industry early on when 
she studied Agribusiness at California Polytechnic State 
University, San Luis Obispo, more commonly known as 
Cal Poly. There, the school’s “Learn by Doing” motto 
gave Brooke the opportunity to dip her feet in the retail 
side of the industry through a fortuitous internship. The 
thrill from that experience never left her, and she sought 
to further quench her thirst.

Now, the sales savant has carved her path at Mission 
Produce as the Senior Director of North American Retail, 
building upon her 11-year career with the company. With 
the avocado grower expanding its portfolio to include 
mangos, Brooke has a learner’s thirst for knowledge and is 
eager to master the challenges ahead.

Learner’s 
Passion

Grilled Sweet Potato Kebabs

BakoSweet.com | sales@countrysweetproduce.com

SCAN TO CONTACT US ABOUT
CUSTOM BAKO SWEET®
MERCHANDISING SOLUTIONS
FOR YOUR STORE.

Make your store a destination for sweet
potatoes with merchandising tactics
and a concerted effort to drive foot
traffic to stores.

the sweetest
destination.

YOUR PRODUCE
DEPARTMENT:



LD: I feel a great sense of connection and pride that 
you have for your growing family. As you have leveled 
up to your Senior Director position and Mission 
continues to expand, what challenges have you come 
across? Are there any that you look forward to?

BB: There are plenty of challenges, especially in 
produce, but it is also very rewarding. Navigating our 
way forward as a public company brings a whole new 
set of learnings. I’ve seen the family-owned side, and 
now I’m seeing the publicly traded side. This means  
we have a new audience of stakeholders we must 
consider in all our business decisions, which comes 
along with more checks and balances and increased 
attention to detail.

Because of this, my priorities have grown to consider 
Mission’s position in the bigger picture.

I have an increased level of obligation to lead by 
example now as the Senior Director of North American 
Retail. I’m in front of more accounts and I oversee the 
career development of an entire team of individuals.

As a leader, there’s always someone paying attention to 
how you solve problems and respond to situations. So, 
it’s important to adapt your way of thinking in order 
to tackle those challenges with poise. You have to be 
strong, focused, dedicated, smart, humble, kind, and 
forward-thinking. 

LD: Lead by example and lead by doing, just as you were 
taught at Cal Poly, correct? With that in mind, what are 
some moments in your career that you feel have shaped 
you as a leader today?

BB: Yes, correct. When I first started, I had the pleasure 
of working under some exceptional mentors that helped 
build me into the professional I am today.

A former Sales Executive at Mission made a strong 
investment in me and my career. He introduced me to 
many people, instilled the confidence I needed to speak 
effectively, and provided me with many opportunities. 

I’ve also had access to a career coach, who has helped 
shape me into an effective leader. This person taught 
me that being a good leader is about the way you lead 
yourself. It’s important to remember that others are 
learning from your decisions, so you need to ask, “How 
can I better the team? How can I better Mission?”

Now that I am here in my current position, the biggest 
thing I’ve learned is communication is key. By taking 
the time to take a step back and attempt to understand 
others, you demonstrate that you truly care. When people 
feel appreciated and valued, they will work for you on an 
entirely new level, which creates stronger, more strategic 
relationships, as well as better outcomes all around.

One person that placed their value in me early on was 
Steve Barnard, our Chief Executive Officer and Founder. 
I have to thank him for giving me the platforms I needed 
to succeed—he rarely tells me “no” and supports me, 
even in my downfalls. It’s been meaningful to have Steve 
and others throughout my career believe in me, and it’s 
rewarding to now be in a position where I can pass what 
I’ve learned on to others.

This line of work keeps you on your toes, but that’s the 
fun of it. I approach challenges head-on, and I know that 
overcoming these challenges leads to more opportunities.

T he lessons we learn early on become the 
building blocks for success, and the experiences 
we accumulate become the mortar to solidify 

our knowledge.

While, in my mind, the student has become the mentor, 
Brooke is still a learner at heart. If it weren’t for the 
educators, leaders, and mentors shaping Brooke’s path, 
we wouldn’t have this exceptional teacher paving the 
way for our industry to stand upon.

As Mission Produce has its own kinesthetic learning 
moment, Brooke and the growing team are ready to 
become the students again, eagerly tapping into the 
immense knowledge bank that is our industry.

Lilian Diep: Brooke, I know you 
were introduced to the produce 
industry early on. What was the path 
you took to become a part of the 
Mission Produce family?

Brooke Becker, Senior 
Director of North American 

Retail, Mission Produce: I was 
able to partake in a phenomenal 
produce internship program with 
Kroger through Cal Poly. The 
university’s culture of “Learn by 
Doing” motivated me to explore 

produce, and I got a taste of both 
the buying and selling sides of multiple 

commodities. I also met a lot of intelligent, 
passionate people at the sales desk, which solidified my 
interest in the field.

Later on, I connected with a few people at the Mission 
Produce booth during a San Luis Obispo career fair. 
I learned that Mission was at the forefront of new 
technology, had a family-oriented culture, and was 
located close to Cal Poly on the Central Coast, which 
checked off all the boxes I was looking for. I was 
recruited right then and there, and I walked out of the 
career fair with an interview—after which, they hired 
me on the spot.

LD: You said your interest in sales was solidified by 
your time in retail with Kroger. Was that interest 
carried over to the supply-side of the industry when 
you joined Mission?

BB: Absolutely. When I graduated in 2010, I joined 
the Mission Produce family immediately as a Sales 
Intern. Three months in, I said I was hungry for 
more, and they advanced me to a full-fledged Sales 
Representative. They gave me a blue book, and I 
called and called customers until my fingers were 
blue, but from then on I was able to build my own 
book of business. I was probably the youngest Sales 
Representative Mission had at the time.

LD: After 11 years with the company, how do you 
view Mission Produce’s position in the industry? How 
does it stand apart from the rest of the industry?

BB: Early on in my career, I met a lot of people in the 
produce industry who I could look up to. The people 
I connected with loved what they were doing—they 
were passionate, had opportunities, seemed successful, 
and looked like they were going places. That was 
really appealing to me and, so far, that initial 
impression hasn’t faltered.

We’re encouraged to think big and innovate to provide 
our customers with what they need. This enables us to 
pioneer our own careers and try cutting-edge ways of 
doing business—and Mission provides the support and 
resources to do so. There’s a new challenge every day, 
which keeps us hungry, driven, and adaptable. 

While remaining at the forefront of new markets, 
technologies, and ways of doing business, Mission has 
maintained a family-oriented culture through and 
through. This family feel is not only internal, but it 
extends into our business relationships with partners 
across our global network.

Our business partnerships are more than 
transactional. We prioritize the relationship, and 
we support our partners by bringing them into 
the Mission Produce family. Because of this, we’ve 
built deeply rooted relationships and meaningful 
connections throughout the industry.

Mission is a company that truly cares, which is 
something you can’t find just anywhere. 

- Brooke Becker, Senior Director of North American Retail, Mission Produce

“Our business partnerships are more 
than transactional. We prioritize the 

relationship, and we support our partners by 
bringing them into the Mission Produce family.”
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½ cup Jasmine Vineyards Black 
Seedless Grapes, halved, plus more 
for garnish

4 sprigs fresh rosemary
4 oz vodka
4 tsp simple syrup
1 lemon, juiced
Ice
Club soda

Prep Time: 10 mins
Servings: 2

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

THE JASMINE 75

Jasmine Vineyards 
Black Seedless Grapes

1 Muddle grapes and 2 sprigs of rosemary in the bottom of a cocktail shaker.

2 Add vodka, simple syrup, lemon juice, and ice. Shake vigorously.

3 Add ice to two cocktail glasses. Strain mixture over ice, then top with club soda.

4 Garnish with remaining rosemary sprigs and a few grape halves.

5 Serve immediately. Enjoy! 
 
Note: To make simple syrup, combine 1 part sugar with 1 part hot water and whisk until sugar is dissolved. 
Let cool before serving. Can be refrigerated for up to 3 months.

To learn more about Jasmine Vineyards, visit www.jasminevineyards.com
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By Anne Allen

Marko and Andrew 
Zaninovich, Co-Owners 
of Sunview Vineyards and 
Marketing, stand side by side

½ Calavo Growers Avocado, sliced
2½ cups Romaine or lettuce of choice, 

chopped
2 sweet mini peppers, sliced
4 Grape tomatoes
¼ cucumber, sliced into half moons
2 tbsp crouton crumbles
1 tsp "Everything Bagel" seasoning
2 oz red wine vinaigrette dressing

Prep Time: 10 mins
Servings: 1

1 Place lettuce, sliced peppers, tomatoes, and cucumber into a bowl.

2 Drizzle dressing on top and toss together to combine.

3 Place dressed salad in serving bowl.

4 Lay sliced avocado on top.

5 Garnish with crouton crumbles and sprinkle of  
"Everything Bagel" seasoning. Enjoy!

To learn more about Calavo Growers, visit www.calavo.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

"EVERYTHING YOU AVO WANTED" SALAD

Calavo Growers 
Avocados
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Some stories begin simply.
That doesn’t mean they lack for passion. 
Rather, they possess a fire aligned with 
a presence of vision, one that crystallizes 
over generations to form a distinct path 
and the steps needed to travel the long 
road of success. 

It’s an innovative spark that steers a story 
from the everyday to extraordinary. 

In the distillation of history, we often 
forget that companies begin as these 
passionate dreams—some of which 
propel families across oceans. The 
simplicity of this drive should never be 
underestimated, though, as it has given 
rise to operations that serve as quiet but 
innovative leaders of industries. 

One such story is set in the heart of 
California’s Central Valley, only a few 
hours from where I currently pen this 
article in Sacramento. The Central 
Valley is often featured in the landscape 
of those minds searching for a particular 
kind of American Dream. 2021 marked 
the 100th anniversary of Marko, Andrew, 
and Morgan Zaninovich’s grandparents 
immigrating to the United States. 
Arriving from Croatia in the early 1920s, 
one can only imagine how they looked 
at the opportunities of California and 
considered what that land might look like 
a century later—and how their family 
would have a hand in shaping that vision. 

California represented a chance to build 
something from nothing, to put down 
roots that would soon sprawl across acres 
which would one day bear the name 
Sunview Vineyards and Marketing. 

Embracing his ancestors' vision, the 
patriarch of the family, Marko B., 
methodically and dynamically built 
the foundation and set the vision for 
Sunview. His contribution to not only 
the fiber of the company but also the 
California table grape industry and his 
ever-present attention to detail is visible 
in all aspects of the company.

The name Sunview has become 
synonymous with many words, but 

perhaps none more so than innovation—
which all three brothers speak to with a 
figurative fire in their eyes. 

No story would be complete without 
this sense of pioneering, and Sunview’s 
narrative is rife with examples. One 
of the early adopters of organic grape 
farming in the 1980s, the company has 
been a leader in the sector for over  
four decades. 

“Organic farming practices drive 
innovation and filter through the rest 
of production,” kicks off Andrew, Co-
Owner, who runs Sunview alongside his 
brother and fellow Co-Owner, Marko. 

“Natural farming is good farming. Yes, it 
takes extra commitment, training, and 
investment, but I think the quality of our 
grapes speak for themselves.”

Leading-edge techniques blend with old-
world knowledge as Sunview harnesses 
agility and bends with ease to meet the 
demands of our industry. In its research 
and development (R&D), and grape 
breeding programs, four decades of 
innovation have prompted the success 
of many grape brands including three 
proprietary brands: Stella Bella®, prized 
for its large size, crisp texture, and 
sweet flavor; Sparkle™, a large-sized and 
elongated-shaped premium red seedless 
grape grown exclusively by Sunview 
in California; and Sweet Carnival™, a 
golden grape with a unique flavor that is 

“As sweet as any carnival treat.”

The company’s R&D is only one portion 
of Sunview’s long-term innovation and 
investment plans. 

“A new brand takes a solid 10 years to  
get into commercial production,” Marko 
says. “We want to ensure that the right 
product gets out at the right time, and 
you can’t rush something like that. 
The current success of our proprietary 
brands, notably Stella Bella, Sparkle, 
and Sweet Carnival, are examples of our 
commitment.”

Marko, Andrew, and Morgan, who run 
the Rutherford Ranch winery in Napa, 
California, all impart that knowledge is 
key when it comes to cultivating high-
quality grapes, whether they are table 
grapes or wine grapes. 

“We’re conducting daily field analysis 
and have collaborated with the 
University of California and California 
State University systems, as well as the 
USDA program at California State 
University, Fresno,” Marko comments, 

“which resulted in a clear understanding 
of our soils, groundwater, and vineyard 
microclimates. Couple that with 
our commitment to innovation and 
sustainability and you get a unique 
process that allows each of our delicious 
grape varieties to reach their full 
potential.”

We take a beat to ponder the weight 
of these words. The vineyards and the 
family have become inseparably fused 

S

“Organic farming 
practices drive  
innovation and 

filter through the 
rest of production.”

Andrew Zaninovich, Co-Owner, 
Sunview Vineyards and Marketing

“We want to ensure that the right product gets out 
at the right time, and you can’t rush something like 

that. The current success of our proprietary varieties, 
notably Stella Bella®, Sparkle™, and Sweet Carnival™ 

are examples of our commitment.”
Marko Zaninovich, Co-Owner, Sunview Vineyards and Marketing
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together; it's their way of life. I can see 
Marko, Andrew, and Morgan walking 
through the vineyards, morning light 
dappling their faces as they take up the 
devoted mantle of generations past. 

“Our deep roots in table grapes extend 
over three generations,” Marko reflects, 
as the enormity of how his family’s 
arrival to California became a success 
story bears down on us. “Even then, the 
Zaninovich family had a global vision 
for fresh grapes and wanted to bring the 
category to areas without them.” 

Since its beginnings, the family-
run operation has built itself on the 
founding pillars of reliability, trust, 
and integrity. All the brothers exude 
these qualities, as they’ve been passed 
down through the family’s collaborative 
approach to business. 

“Everyone has active roles in the 
company,” Andrew notes with 
pride. “Our family members are out 
in the vineyards every day. The third 
generation is prepping the fourth, 
teaching them the ropes on everything 
from integrative pest management to our 
breeding program.”

Mitch Wetzel, Vice President of 
Sales and Marketing, emphasizes the 
importance of the family's role within 
the company—noting how each brother 
encompasses the drive and passion 
Sunview has come to be known for. 

“Their approach to running the company 
is the most hands-on approach I’ve 
ever seen. The brothers and their father, 
Marko B., provide the company with 
guidance that drives everyone to be 
better,” Mitch imparts. “There is not 
a day that goes by where they aren’t 
walking the vineyards and looking at the 
fruit, inspecting the daily pick, talking to 
salespeople and customers in the office. 
They lead by example, that’s for sure.”

Investing in its people is part of the 
Sunview legacy, as the company knows 
that a high-value product can only come 
from a high-value team. Throughout 
the year, Sunview’s dedicated employees 
tend, cultivate, and monitor vine 
development before and after the harvest 
to ensure that the grapes are of the 
highest quality.  

“We have a low attrition rate, and a high 
percentage of our crews are employed 

Mitch Wetzel, Sunview Vineyards and Marketing's Vice President of Sales and Marketing, sees the passion of the Zaninovich family on a 
daily basis

year-round,” explains Marko. “Valuing 
relationships is central to us here at 
Sunview because we’re working side 
by side with both our customers and 
our team to bring the best grapes to 
consumers all over the world.” 

Another characteristic that sets Sunview 
apart from other companies is its 
attention to sustainability—and how this 
affects both the operation today and the 
operation it will be in the future.  

“I think it’s important for both the buyer 
and the end consumer to know that 
buying Sunview grapes means they’re 
buying a product from a company that 
cares for the land it farms,” Andrew 
shares in regard to why sustainability is 
always top of mind for Sunview. 

This care of the land begins at the soil-
level, as Sunview makes use of natural 
fertilizers to create a symbiotic balance 
in the soil and in the vineyard. It actively 
reduces its use of chemical applications 
and makes use of cover crops, a natural 
ground cover that promotes beneficial 
insects. The company also makes use of 
integrated pest management, a method 
that breeds other beneficial insects in 

“Their [Andrew and 
Marko's] approach 

to running the 
company is the most 
hands-on approach 

I’ve ever seen."
Mitch Wetzel, Vice President of Sales and 

Marketing, Sunview Vineyards and Marketing

the greenhouse to be released into the 
vineyards to feed on invasive pests.

“We can’t say it enough: The 
farmer is the ultimate and very first 
environmentalist,” Marko emphasizes. 

“For us, we believe that high-quality and 
safe produce should be grown in a way 
that doesn’t come with an environmental 
cost. We are the third generation to farm 
this land, and everything we do is in 
dedication to protect the soil, water, air, 
and wildlife near our operations.”

As a vertically integrated operation, 
Sunview has control over the entire 
production process, meaning that 
quality and consistency are maintained 
throughout. Its Casa Cristal Vine 
Nursery optimizes production quality, as 
well, which then allows for a better speed 
to market when these new products are 
introduced. 

Vertical integration has been part and 
parcel to Sunview’s strategic vision for 
decades. This has led to another clear 
advantage to Sunview’s operations: the 
company only sells fruit from its own 
vineyards. In addition, it sells rootstock 
of popular varieties. Not only does this 

show a dedication to the success of the 
industry at large, but it also underscores 
an overarching value: stewardship of 
the land. Since rootstock can improve 
plant health and increase production,  
it helps sustain the health or survival of 
a vineyard.

Making use of 99.9 percent of its 
crop, Sunview’s full crop utilization 
is a direct link to the company's 
commitment to sustainability. Grapes 
that are not harvested and packaged 
for fresh table grapes are made into 
raisins or bulk wine. 

There is a consistency in Sunview’s 
dedication to land stewardship and 
sustainability that touches on the 
company’s time-honored techniques. 
Both quality and mission blend 
together in the table grape grower, 
outfitting the company with a blueprint 
of future success. 

“As we think about the future, we’re 
thinking in terms of 50 years down the 
horizon. Sunview values quality over 
short-term profitability. If we have 
to sacrifice that, we won't do it. We 
have 100 years of farming experience 

under our belt,” Andrew relays. “That 
experience accounts for a variety of 
conditions, including our current 
concerns with water availability  
and drought.”

Combating this, Sunview leaves a 
significant portion of acreage fallow 
each year, and its long-term water plan 
includes proactively anticipating any 
further complications from California’s 
water challenges. 

The promise of the American Dream is 
not without its hardships, as those who 
have faithfully tilled this land know well. 
The reward would not be as sweet if the 
road was easy, a notion I believe the 
team at Sunview would echo. 

Stories might begin simply, but their true 
beauty stems from being passed down 
from generation to generation despite the 
hardships they faced. 

I imagine the Zaninovich family working 
the land all those years ago, knowing, in 
that deep sense of knowing only families 
share, that somewhere in the future, 
their grapes will be tended to with the 
same care.

Developed using a traditional, natural breeding process, Sweet Carnival™ grapes have a unique flavor reminiscent of your favorite carnival treat
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B
lueberries are a star of the summer fruit season, and Rainier Fruit 
Company takes a unique approach to growing them. Rainier’s 
blueberry program is 100 percent organic and comes from one 

grower all summer long. One of the reasons this program stands out 
is because of the commitments at the center of its vision. The core of 
the business is Rainier’s belief in taking care of its corner of our Earth 
and doing what’s right for the land and the fruit that grows on it. That 
means using sustainable farming practices such as drip irrigation 
systems and natural weed prevention methods so customers can feel 
confident in where their fruit is cultivated—from Rainier’s farms to their 
family’s tables. So, how does Rainier do it?

ORGANIC BLUEBERRIES

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

ONE GROWER

Using the hard-earned knowledge 
gained from a century of farming, 
the Zirkle family began growing 
blueberries 15 years ago. As Rainier 
Fruit Company’s sole organic 
blueberry grower, its vertically 
integrated program enables the 
company to put a special focus on 
quality and consistency. The Zirkle 
family’s belief in farming with integrity 
means the organic blueberries are 
sustainably grown so the grower 
can provide the best fruit possible 
throughout the entire season.

ALL ORGANIC

Rainier Fruit Company sets out to 
grow the best-tasting blueberries 
possible—and that means organic. 
To do this, the company got 
innovative in regard to farming. All 
of its organic blueberries are grown 
under netting to provide protection 
from birds and other creatures 
looking for a healthy snack. The 
company also plants wildflowers 
around its organic blueberry crops 
to help prevent invasive local 
weeds. This amounts to 100 percent 
organic, sustainable, and pretty 
blueberries to boot.

ALL SUMMER 

While its organic blueberries 
are available from mid-June to 
September, Rainier is busy planning 
year-round. Always looking to offer 
the best in flavor, size, and crunch, 
the company continuously works 
toward growing the latest organic 
blueberry varieties available. 
Every single berry is hand-picked, 
which means the company is able 
to focus on bringing consistent 
quality all summer long.

RAINIER FRUIT COMPANY 
INDUSTRY SPOTLIGHT
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1 Red Sun Farms™ Red Bell Pepper,  
finely diced

1 Red Sun Farms Yellow Bell Pepper,  
finely diced

4 Portobello mushrooms
4 large white Button mushrooms
1 small onion, finely diced
½ cup panko bread crumbs
½ cup grated Parmesan cheese
¼ cup olive oil
¼ cup balsamic glaze or balsamic vinegar
¼ cup finely chopped chives
Salt and pepper

Prep Time: 30 mins
Cook Time: 20 mins
Servings: 4

1 Preheat oven (or barbecue) to 350° F.

2 Clean and remove stems from mushrooms. Lightly oil outside of mushrooms, 
and place on a baking sheet.

3 Mix diced bell peppers and onions with panko bread crumbs, cheese, salt, 
and pepper.

4 Stuff mixture into each mushroom and drizzle with olive oil.

5  Bake for 20 minutes. Top with chives and balsamic glaze and serve. Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

VEGETARIAN STUFFED MUSHROOMS

Red Sun Farms™ 
Bell Peppers
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as wide-reaching and rapidly 
growing as Oppy—even with its 
long-established history of nearly 
165 years. 

Oppy Chairman, Chief Executive 
Officer, and Managing Partner 
John Anderson has long-seen 
this value, establishing the 
Champions of Change in 2003, 
which Kelsey has contributed to 
for five years, bringing several 
departments together so 
everyone can shape company 
strategy.

“With our department changing, 
the industry advancing, and 
the world evolving, there’re 
jobs, growing methods, and 

is a complement and a contrast 
that really helps bring everything 
together. I think you need that in 
your mentors; you don’t want the 
same perspective or approach.” 

This prism of Kelsey’s 
accumulated experience would 
not be complete, though, without 
the particular radiance of Satri 
Alpine, Vice President of Talent 
and Culture and Chief People 
Officer, Oppy.

“Satri, being in Human Resources, 
is such a people person, and so 
am I. You can plan for everything 
and check every box, but people 
are going to react how they 
want to react. It’s my favorite 
aspect of marketing, but also 
the hardest to pin down,” Kelsey 
smiles. “So, Satri and I are 
always in conversation about 
the good of the people, the best 
for everybody, and, in being the 
communications lead, how do 
we best present information and 
make people feel good about 
their experience at Oppy?”

It’s an important piece to any 
workspace, especially one 

MENTORS IN THE MAKING

Kelsey Van Lissum

KNOWLEDGE IS NOT A 
STRAIGHT LINE TO BE 
WALKED IN A SINGLE 

DIRECTION. Moments of 
insight are beams of light that, 
when caught in the prism of 
knowledge, can proliferate every 
which way, bouncing off of each 
other into different perspectives.

I was recently reminded of 
this scope of knowledge when 
discussing mentorship, and those 
who can gift both of them to us, 
with Oppy’s Kelsey Van Lissum.

Shining brightly just seven 
years into her fresh produce 
experience, the rising Marketing 
Communications Manager is a 
glistening example of how multi-
directional mentorship can be 
when based on something as 
malleable as experience, both in 
who you might learn from and 
who might learn from you.

“We have hired so many brilliant 
Gen Z additions, and I’ve been 
thinking about who could be my 
next mentor in this group. No 
matter our generation, we can 
all learn from each other. Is there 
somebody younger—fresh out of 
university with new information 
we didn’t have when I was in 
school—who could have the 
answers to what is next for us?” 
Kelsey asks me, turning me on 
my head and checking my bias. I 
have learned so much from our 
own writers, younger and newer 
than me, yet I assume mentors 
are going to be more senior  
than mentees. 

Kelsey’s observation isn’t just 
evocative, it’s paradigm-shifting. 
And I suspect it has something to 
do with those who have helped 
her along the way.

“By the time I was done with 
school, I had a few years of 

public relations experience 
under my belt and was ready for 
my big-girl full-time job. Oppy 
was looking for its first Social 
Media Coordinator, and my skills 
aligned with the newly created 
position,” Kelsey remembers. 

“I immediately fell under the 
guidance of Karin Gardner and 
have been able to flourish and 
find my true passion through her 
trust and wisdom.” 

Beyond trusting Kelsey to find 
her way, she recalls how Karin, 
Oppy’s Executive Director of 
Marketing, advocated leadership 
on her behalf to ensure there was 
plenty of room to grow. 

“Karin always was and still is 
empowering me to pave my own 
path and do things my own way. 
It is who she is as a mentor and 
a manager, wanting to uplift her 
team and letting people lead 
themselves with guidance as 
needed,” Kelsey shares.

If the light of Karin’s 
teachings is a steady 
flame for Kelsey. Jason 
Fung, Vice President 
of Categories and 
Strategy, is a bright 
spark every time she 
needs a sharp strike of 
inspiration.

“Jason has such an 
analytically strategic 
mind. He’s so great to 
bounce thoughts off of 
because he always has a 
clear vision and a different 
perspective than I do. At 
the same time, because Jason 
was previously a Marketing 
Manager for Oppy, he also 
has that marketing mind. He 
always shows me something 
I was missing before,” Kelsey 
points out, laughing as she 
explains the two styles. “There 

BY MELISSA DE LEON CHAVEZ

Kelsey Van Lissum,
Marketing Communications 

Manager, Oppy

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

Kelsey has an extremely bright 
future at Oppy. Her ability to 
listen, problem solve, and drive 
consensus creates a strong 
platform for Kelsey to continue 
to grow her career. Kelsey’s 
leadership potential is driven 
by her thirst for knowledge; her 
adaptability; and her natural, 
easy-going, but professional 
personality. Kelsey’s values are 
strong and will continue to guide 
her well into the future.

I am deeply grateful to have 
worked with Kelsey Van Lissum 
over the past six-plus years. 
Kelsey has established herself 
at Oppy as a rising leader; her 
positive yet pragmatic approach 
has allowed her to build strong 
internal and external relationships 
and build her influence and 
impact. Kelsey is naturally curious, 
which allows her to learn about 
and contribute to the business 
beyond her immediate function. 
Her willingness to extend her 
skills into complementary areas 
enables a deeper understanding 
and knowledge base. Her 
natural warmth and interest in 
contributing on numerous levels 
will absolutely serve her as a 
mentor for others in the industry.

technologies we don’t even know 
exist yet. So, it’s likely the next 
person to help me evolve as 
needed is the newest generation 
to join our business,” Kelsey 
says, pulling me down the rabbit 
hole as she goes. “Which is why 
I would ask a Gen Zer to be a 
mentor. It’s up to us to empower 
the younger generation to 
use their voice and share 
their perspective—something 
I’ve been made to feel by my 
passionate, wise, and supportive 
mentors, because mentorship is 
a two-way street.” 

So, in this multi-directional 
collection of knowledge, who 
is the mentor and who is the 

mentee? In opening herself up to 
learning from a newer produce 
professional, Kelsey shares words 
of wisdom only a mentor in the 
making can give.

“Imagine how much more 
collaborative and synergistic our 
multi-generational teams could 
be if we all saw that in each 
other,” she shares. “We do not 
have to do things a certain way 
just because it’s how it’s always 
been done. That’s what it means 
to be innovative.”

Though Kelsey sat down with me 
to discuss those who’ve guided 
her, I already see in her the light 
that is guiding others.

Powered By

Satri Alpine,
Vice President of Talent and Culture 

and Chief People Officer, Oppy

Jason Fung,
Vice President of Categories  

and Strategy, Oppy

Karin Gardner,
Executive Director of Marketing, 

Oppy

Highly focused and solutions-
driven at even the most 
stressful of moments, Kelsey’s 
technical abilities as a writer, 
editor, and strategist are 
eclipsed only by her natural 
warmth and sincerely caring 
style. Always people-first, 
Kelsey has become a fresh 
produce expert, in part, as 
a result of the time she 
spends listening and sharing 
information with her strong 
and diverse network of friends 
and associates—within Oppy 
and across the industry. Kelsey 
is trusted for her perspective, 
valued for her steadfast sense 
of fairness, and loved for her 
encouragement of others on 
their own pathways to success.
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NABA BAKAR
Vice President of Marketing, GoldenSun Insights

MY FAVORITE THINGS

Maryland is known for many things: seafood, Old Bay® Seasoning, 
and the savvy marketer herself Naba Bakar. GoldenSun Insights’ 

Vice President of Marketing is well-known for her keen eye, sharp 
wit, and spicing up the fresh produce marketing space. However, 

what seasonings go into her mélange of life? Check them out below.

Fresh Garden 
Herbs

1 2 3

4 5 6

7 8 9

Baltimore Ravens

Coffee

Dirty Martini With Blue 
Cheese-Stuffed Olives

Summer Lake Days

Running

Old Bay® Seasoning

Maryland Crab 
Cakes

Art Galleries

With Lilian Diep

I love Sunday 
football and 

rooting for my 
hometown team!

Cooking meals for 
my family with 
fresh-cut herbs is a 
summertime favorite.

Need a little jolt 
every morning to 
get me going!

Nothing beats an 
authentic MD 
crab cake!

I put it on 
everything; it’s a 
Maryland thing.

I try to imagine what the artist 
was thinking about as they were 
creating their artwork.

It’s like a drink and a 
meal at the same time.

Helps me 
unwind and 

clear my head.

Spending summer 
weekends with my 
husband and son 

on our pontoon is 
always fun.

1 cup fresh Foxy Strawberries, sliced
10 large rice paper wraps 
2 cups purple cabbage, finely sliced
1½ cups carrots, matchstick
1½ cups cucumbers, matchstick
1 cup packed cilantro leaves
1 cup packed fresh mint leaves
2 large ripe avocados, thinly sliced  
½ cup gluten-free peanut butter 
¼ cup tamari 
3 tbsp lime juice, freshly squeezed
2 tbsp liquid honey
2 tbsp sesame oil 
1 tbsp Sriracha hot sauce 

Prep Time: 50 mins
Servings: 10

1 In small bowl, stir together peanut butter, tamari, lime juice, honey, sesame oil, and 
Sriracha. Transfer dip to small serving bowl.

2 In a large container filled with cold water, saturate rice paper wraps one at a time 
and lay on a plate. Rice paper should be slightly tender but still firm.

3 Arrange cut ingredients and herbs on rice paper wrap edge closest to you. Fold side 
edges of  wrap in toward the center and roll tightly to enclose fillings. Repeat for 
remaining wraps, and arrange on a serving platter with dip. Serve and enjoy! 
 
Tip 1: Rice paper will continue to soften when wet, be careful to not over soak. If  they are too soft and 
saturated, they are more prone to ripping and tearing during assembly. 
 
Tip 2: Add 2 chopped Bird’s Eye chilis or 2 sliced Jalapeño peppers for a spicy kick.

To learn more about Blazer Wilkinson Gee, 
      visit www.blazerwilkinson.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

STRAWBERRY SUMMER ROLLS

Foxy Strawberries
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BY CHANDLER JAMES

efore we begin this story, I’d like to ask you to 
take a break from the page. Take a moment to 
close your eyes, deepen your breathing, and 

imagine joy. Focus on the word sitting in front of you.

Joy.

Once you’ve returned, ask yourself this: What emotions 
do those three little letters exude? Your mind may have 
drifted to sunny skies and the excited laughter of children. 
Or, maybe, you recalled an instance when you climbed 
a proverbial mountain and felt fueled by the reward 
waiting on the other side. 

Joy is multidimensional—proving that happiness and 
challenge are not mutually exclusive. Joy, in a sense, is life. 

Regardless of where your imagination went in that moment, 
I am confident the vision was vivid, casting a line back into 
your memories and drawing seemingly small moments to the 
forefront. Words, after all, are our truest guides. Where the 
letters lead, we follow.

Such is the philosophy of a produce marketer. These sculptors 
create in many mediums, wielding color, imagery, and 
language to magnetize the heart. An apple is no longer just an 
apple, but a vessel for human emotion that connects the mind 
to the stomach. 

When shoppers see the words Joyfully Grown™—the new 
brand identity of Chelan Fresh—they will be left with little 
choice but to smile.

“We wanted to come up with something 
fresh and meaningful that spoke to 
who we are and why we do what we 
do,” Chief Executive Officer 
Tom Riggan explains to me. 

“Through the brand, we are hoping 
to tell our story to the consumer, 
which can be very difficult to do with 
just a couple of words.”

The impetus for this new brand was a corporate restructuring 
at Chelan Fresh. The company saw an opportunity to reinvent 
itself in the eyes of the consumer, deciding not just to pivot its 
feet, but to take hold of its future. After many Board meetings 

“Through the brand, 
we are hoping to 

tell our story to the 
consumer, which 

can be very difficult 
to do with just a 

couple of words.”
TOM RIGGAN, 

Chief Executive Officer, 
Chelan Fresh
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“Growing certainly brings us joy, through the good times and 
the tough times, and it brings us all together. This is especially 
true during the tough times, when we’ve got to persevere and 
carry on to provide a really good piece of fruit to the consumer, 
knowing that, ultimately, it brings them joy,” Tom continues. 

“We take pride in what we do, and Joyfully Grown says a lot 
about our commitment to providing the best we can to the 
consumer.”

As Daniel reminds me, Joyfully Grown is a consumer-facing 
brand with the Chelan Fresh stamp of approval. As such, 
the message communicated to shoppers was of the utmost 
importance when deciding on the new brand.

“At the core of Joyfully Grown, it demonstrates we’re doing 
things right—for the environment, for the customers, and for 
our employees. And, by doing everything right and providing a 
superior product, it brings us all joy,” Daniel states. “Our hope 
is that when consumers see the Joyfully Grown brand of apples, 
pears, and cherries, it gives them a connection to the families 
that are growing it for them and gives them the assurance that 
we’re doing things right.”

When I take a step back to let these words sink in, what strikes 
me is the connection made between the grower and the 
consumer. While the two may never come face to face, the 
vehicle that is this effective brand holds a mirror up to each of 
them—paralleled worlds on the same plane.

“We wanted a brand that was grounded in the foundation 
of who we are, who our growers are, and has an authentic 
depiction in the fruit we produce,” Julie purports. “Having 

to create a brand that extends not just to the fruit it sells, but to 
the people who grow it. Two of the company’s grower families, 
the Gebbers and the Bortons, served as inspiration for the 
brand, exemplifying the values of Joyfully Grown in all they do. 

“When you drive around the orchard and talk with the family 
members, you can just see and feel that joy,” Daniel relays. 

“There is true joy in what our ownership does and what the 
growers do. I think, through all of the discussions we had, we 
really captured that with the Joyfully Grown brand.”

As so many companies do, Chelan Fresh was looking to connect 
the consumer to the grower through the magic of branding, not 
just by showing a picture of some nameless farmworker, but by 
delivering a clear message that resonates.

“Joyfully Grown shows the history and 
the experience, the attention to detail, 
and the quality that goes into our 
products,” adds Julie DeJarnatt, 
Director of Retail Strategy. 

“It bridges the gap for the customer 
who comes in and thinks that apples 
just appear on their shelves, opening 
that doorway to the idea that these are 
real people who get up and choose to do 
this every single day and honoring what they go through to 
produce such a consistent, fresh, high-quality piece of fruit.”

That choice, as Julie so beautifully articulates, is the defining 
aspect of Joyfully Grown. Tom, Daniel, and Julie all 
communicate this to me in their own words. 

“...we find joy in 
the success we 
can give to our 
employees and 
our partners.”

and much consideration, the team landed on Joyfully Grown—
an idea that reverberates through the company culture like a 
divining rod.

“I didn’t realize how deeply joy resonated with our growers until 
I heard them give their own definitions of the word. Although 
not everyone could be in the room when this decision was made, 
it clearly represents who we are as a company and the values 
we hold so dear,” Tom says. “We do what we say we’re going 
to do, and we want to be known for that. We want to show the 
consumer that the fruit we are growing brings us joy, and we 
hope it brings them joy too.”

In speaking with Tom and other 
members of the Chelan Fresh team, I 

was challenged to consider my own 
definition of the word “ joy.” As 
Daniel Gebbers, Domestic 
Sales Manager, tells me, the term 
goes so much deeper than happiness.

“‘Happy’ is a temporary feeling. And, a 
lot of times, you’re happy if something is 

easy. Something that’s joyful, on the other hand, might be 
really difficult, but you find joy in doing it. You find joy in 

that process and in the outcome. And, in our case, we find 
joy in the success we can give to our employees and our 

partners,” Daniel explains. 

When coming up with the 
idea for Joyfully Grown, 

Chelan Fresh aimed 

DANIEL GEBBERS,
Domestic Sales Manager, 

Chelan Fresh

something launch on-shelf that looks different from anything 
people have seen in the produce category brings them in and, 
hopefully, opens a doorway, helping them understand who it is 
that’s growing the fruit for them and connecting them to the 
people behind the brand.”

I agree with all three company representatives that the simple 
and elegant design of the Joyfully Grown brand will not 
only draw the eye to the shelf, but welcome consumers’ own 
interpretation of the brand, ultimately creating an intimate 
experience that is memorable and comforting.

“Joyfully Grown will be easy to recognize and understand 
because it’s simple. The logo is bright and fresh, and when you 
read those words, it’s hard not to be joyful or think of joyful 
things,” Tom tells me. “It’s very simple, and I think it’s going 
to be something that shoppers remember as they have a good 
eating experience.”

Consumer purchasing behavior, as Julie explains, is driven by 
emotion. Think back to what you felt at the beginning of this 
story. Can you imagine what that would feel like on a sales 
floor? In your own kitchen? 

There is no better word to describe it: Joy.
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HEAR WHAT 
THE GROWERS 
THEMSELVES 
HAVE TO SAY…

“The brand reminds me of the 
joy of raising apples and raising 
children and working on a farm—

if you put work in and you try 
hard, it will give you back all kinds 

of things to feel blessed about.”

GINI GRILLO,
GRILLO ORCHARDS

“Joyfully Grown does not mean 
easy, it means you get joy out of 
the process and the people you 

get to work with.”

BYRON BORTON,
BORTON & SONS

“Joyfully Grown means farming 
the same land my great-
grandfather started farming in 
1912 and sharing those memories, 
the hard work, and all that goes 
into it with my family and my kids.”

ERIC BORTON,
BORTON & SONS

“Joyfully Grown means I can tell 
people about my family and our 
story and how their fruit is coming 
from somebody who takes a great 
passion in growing it.”

REBA GUZMAN,
CHELAN FRESH/
GEBBERS FARMS

“When I hear Joyfully Grown, I think of 
everything we go through as a family 
and all of the friendships made out here, 

forming a team that brings a product we 
can be proud of to consumers.”

HAWKINS GEBBERS,
GEBBERS FARMS
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CHOPPED
CILANTRO

G O L D  C O A S T

Flavor That Lasts!
Washed and Ready to Use.

www.goldcoastpack.com            sales@goldcoastpack.com



1½ large LIV Organic™ Grapefruit
1½ medium LIV Organic Oranges
1 medium LIV Organic Lemon, plus extra 

for garnish
1½ oz vodka or gin
1 tsp organic ginger root, finely grated
Organic rosemary
Ice

Prep Time: 5 mins
Servings: 1

1 Juice the LIV Organic Grapefruit, Oranges, and Lemon. Combine and 
set aside. Save leftover halves of grapefruit and orange and slice with 
lemon for garnish.

2 Peel and grate organic ginger root and add to juice mixture.

3 Place ice into cocktail shaker. Add vodka and juice mixture. Shake until 
throughly chilled (about 30 seconds). Strain into mason jar and garnish 
with a slice of grapefruit, lemon, and a sprig of organic rosemary. Serve 
and enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

ORGANIC SUMMER CITRUS COCKTAIL

LIV Organic™ Citrus
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A Q&A With  Rick AlcocerRick Alcocer,, Senior Vice President of Fresh Sales, 
Duda Farm Fresh Foods

By Peggy Packer

The lights are dim. The low 
and continuous buzzing of 
people lost in conversation 

swirls around you. A heavy aroma 
of fresh cuisine fills the air. As every 
second passes, each of your senses 
is awakened one by one. First sight, 
then sound. 

Smell. 

Touch.

Taste. 

This is an experience that is truly 
embodied within the walls of the 
foodservice sector.

If home is where the heart is, 
then my place of residence is a 
corner booth toward the back of 
my favorite restaurant, adjacent 
to the bar. Good food has a way 
of bringing comfort to nearly 

any location; it is a magic that 
is certainly not lost upon my 
friends and me as we laugh and 
reminisce over a spread of delicious 
appetizers and cocktails dressed 
with the most beguiling of produce 
items. 

To be in this moment is to 
understand the importance of 
sharing a meal. To embrace the 
opportunity to be together and 
recognize that food is one of the 
strongest tethers that not only 
upholds, but generates, our human 
connection.

With a wide-spanning portfolio 
of produce products, Duda 
Farm Fresh Foods is one of the 
industry forces helping to create 
this enchanting experience by 
supporting the mouthwatering 
menus of top-tier foodservice 
operators. Keeping its commitment 

to quality and innovation at the 
forefront of every move it makes, 
the supplier is dedicated to 
uplifting its partners with superior 
products and ensuring the ongoing 
vitality of the sector. 

When I speak to Rick Alcocer, 
Senior Vice President of Fresh 
Sales, bringing high-quality items 
from the field to the plates of 
restaurant consumers seems so 
natural—like it is all in a day’s work 
for the grower. But, I am no fool 
to believe the provider’s success 
in both foodservice and organics 
is anything less than the result of 
extensive research, a dedicated 
team, and a resolute set of 
company values.

Trust me when I say this is one 
produce connoisseur everyone 
should be keeping their eyes on.

2 medium RealSweet® Vidalia® Sweet 
Onions

2 avocados, pitted
1 lime, halved
2 medium Heirloom tomatoes
1 Poblano pepper
1 tbsp olive oil
Sea salt and fresh ground pepper, to taste

Prep Time: 30 mins
Cook Time: 20 mins
Servings: 4

1 Heat the grill to medium heat, about 350° F. Oil the grill grates so that the  
onions and pepper will not stick. Slice onions into thick rings, leaving the rings 
intact for grilling. 

2 Grill the Poblano pepper about 8 minutes, or until the outside skin has begun 
to blister. Grill the onions at the same time on both sides until char marks have 
formed (about 4 minutes per side). Set aside to cool.

3 Chop avocados into medium-sized pieces and place in a large bowl; squeeze lime 
juice over them to prevent browning and toss gently. Chop tomatoes and add to 
bowl. Next, chop the cooled onions and Poblano pepper, and add to the mixture.

4 Drizzle olive oil over the mixture and add sea salt and pepper to taste. Chill 
before serving. Enjoy! 
 

To learn more about Shuman Farms, visit www.shumanfarmsga.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

GRILLED VIDALIA ® ONION, AVOCADO, AND HEIRLOOM TOMATO SALAD

Shuman Farms 
RealSweet® Vidalia® Onions

Recipe and photo credited 
to Jodi Danen
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Duda Farm Fresh Foods offers a wide-spanning portfolio of foodservice 
offerings to make menu planning and preparation easier for its partners

question 1question 1 
Peggy Packer: 

Rick, as we 
settle into this 
discussion, it 
is already clear 
that Duda Farm 

Fresh Foods 
has established 

itself as a formidable 
partner in the foodservice sector. 
What would you say are some key 
components of Duda Farm Fresh 
Foods’ vast portfolio of foodservice 
offerings, and how do they set the 
program apart in this constantly 
growing arena?

Rick Alcocer, 
Senior Vice 
President 
of Fresh 
Sales, Duda 
Farm Fresh 
Foods: For 
our foodservice 
partners, we offer all 
of our products! Everything from 
leafy greens to celery, radish, corn, 
cauliflower—you name it, we’ve got 
it available for foodservice. Duda’s 
foodservice program offers fresher 
products from multiple growing 
locations, including California, 
Arizona, Michigan, Georgia, and 
Florida. By providing year-round 
availability, we are able to make 
menu planning and sourcing easier 
for foodservice professionals who 
choose to partner with us.

We’ve recognized that all lettuces 
are key commodities in the 
foodservice sector. Whether they 
are included in a traditional salad 
bowl, used as a fancy garnish, or 
warmed and sautéed, almost every 
plate going out of the kitchen has 
some form of lettuce on it. To help 
restaurants meet this demand, 
Duda offers red leaf, green leaf, 
Iceberg, and Romaine lettuce as 
well as Romaine hearts. From citrus 
shrimp tacos paired with Southwest 
cream sauce and shredded Iceberg 
lettuce to a Green Goddess quinoa 
salad with chopped red leaf lettuce, 
scallions, and fresh lemon juice, the 
menu options for these products  
are endless.

In addition to that, we also have a 
very strong celery program, with 
proprietary seed varieties that 
guarantee top quality and flavor. 

Fresh-cut Dandy® celery utilizes a 
variety of processes to protect and 
extend the shelf-life of our products. 
From seed selection to transplanting, 
growing, harvesting, processing, and 
shipping, Duda Farm Fresh Foods 
ensures best practices to deliver 
unmatched freshness and quality to 
our customers worldwide. 

question 2question 2
PP: I don’t pride myself on being 
that great of a chef, but I can’t help 
but dream up some drool-worthy 
recipes as you list just a few of the 
many products that Duda has to 
offer. From what I understand  
about the company’s history, it 
seems that celery has been one of 
the major categories driving growth 
for Duda Farm Fresh Foods since 
Andrew Duda took his first cart to 
market back in 1926. How has the 
company maintained its position as 
a pioneer in the category, and what 
benefits do Duda’s celery products 
provide foodservice operators who 
utilize them?

RA: Taste is one of the primary 
benefits of our celery program. 
Duda Farm Fresh Foods leads the 
world in research and development 
to naturally breed superior seed 
varieties for a difference consumers 
can taste. We have invested heavily 
in research and development, as 
well as worked alongside nature 
to perfect the process of growing 

the sweetest, crispiest, least stringy 
proprietary seed varieties available. 
Our research and processes give us 
the capability to grow in different 
regions of the United States without 
compromising the deliciously sweet 
flavor consumers enjoy. 

Catering to various formats, we  
offer our retail and foodservice 
partners conventional and organic 
whole stalk celery, celery hearts,  
and celery sticks. 

question 3question 3
PP: Rick, I would bet a good 
amount of money that bringing 
quality products like Duda’s to the 
foodservice market requires a ton 
of work behind the scenes. Can 
you tell me more about some of 
the operational innovations and 
advancements generating increased 
momentum for the purveyor? 

RA: First, Duda Farm Fresh Foods 
uses progressive processing by 
optimizing a highly innovative 
water jet cutting technology that 
eliminates the use of metal blades. 
This technique cuts our celery more 
smoothly—leaving fewer strings and 
pits—and locks in moisture, resulting 
in a higher-quality product. 

We also have our own in-house freight 
expert and logistics team that doesn’t 
depend on the open truck market to 

T he verbal expression of Rick’s 
admirable dedication rings 
in my subconscious as I 

think back to those extraordinary 
moments of enjoying a meal with 
my loved ones. What had already 
rendered itself as an almost other-
worldly experience has now been 
granted even more grandeur. Duda 
Farm Fresh Foods’ commitment and 
expertise are akin to sorcery—a true 
mastery of providing consumers with 
a small taste of magic, a delicious 
descent into a mystical new world. 

And it all begins with the first bite.

cover delivered business. In addition 
to our own truck fleet, we have 
developed direct relationships with 
various trucking companies, which 
have dedicated specific trucks for 
our program. This has granted us a 
consistent truck supply, which means 
we can achieve on-demand deliveries 
and excellent customer service.

question 4question 4
PP: That is an advantage that 
has surely come in handy amidst 
the many challenges posed to 
the foodservice sector—and the 
produce industry as a whole—by 
the pandemic, I would assume. How 
has Duda supported its allies since 
the beginning of the pandemic and 
through the ongoing pressures 
impacting the global supply chain?

RA: We are committed to remaining 
a reliable partner for our customers. 
As foodservice establishments 
continue to open up and rebound 
from the impacts of the pandemic, 
we want our customers to know 
that we are here to help and support 
them with whatever they need. 

Going forward, we will continue to 
work with our partners to assist them 
through the current challenges they 
face regarding labor and logistics 
shortages. We are partners that 
understand the logistical and supply 
chain issues that are currently  
facing not only our industry, but  
our world as well.

“By providing year-round 
availability, we are able to 
make menu planning and 
sourcing easier for foodservice 
professionals who choose to 
partner with us.”
Rick Alcocer, Senior Vice President of Fresh Sales, 
Duda Farm Fresh Foods

62 / JULY 2022 THESNACK.NET / 63



Whether it’s a salad craving (usually following 
an intake of too much sodium) or the need for 
a vehicle that isn’t bread, leafy greens are a 

foundational link in the North American food chain. On the 
menu, in the store, or in consumer kitchens, a member of the 
leafy greens family is sure to be there for both experienced 
health seekers and those just starting out on their journeys 
to eating better. So, how do you ensure you maximize the 
purchases of all? We tapped a few experts in the peak season 
of cool crisp leafy green eating to find out…

SnackChat

By Melissa De Leon Chavez

1 (2 lb) bag Nature’s Bounty Organic 
Lemons

1 (1 lb) bag Nature’s Bounty Organic 
Limes

1 (4 lb) bag Nature’s Bounty Organic 
Valencia Oranges

1 medium watermelon
2 (3 oz) packages lemon Jell-O
2 (3 oz) packages lime Jell-O
2 (3 oz) packages orange Jell-O
2 (3 oz) packages watermelon Jell-O
1¼ cup boiling water, each
1 cup vodka, for each flavor
½ cup ice cold water, each

Prep Time: 30 mins
Chill Time: 3 hrs
Servings: A party’s worth!

1 Cut the fruit in half lengthwise. Using a juicer, juice the lemons, limes, and oranges 
out into separate containers. Set aside.

2 Use a spoon to scoop out most of the remaining pulp, but be careful not to damage 
the rind. Place each hollowed half of fruit in a muffin tin cup to keep them upright 
once you add your gelatin mixture. 

3 For the watermelon, use a spoon to scoop out the flesh and place in a blender. Blend 
until smooth and set aside. Set your hollowed watermelon halves in large bowls to 
keep them upright once you add your gelatin mixture. 

4 Mix the 1¼ cup boiling water with the lemon gelatin, stirring until completely 
dissolved. Add ½ cup lemon juice, 1 cup vodka, and ½ cup cold water. Stir until 
cooled. Repeat with each fruit flavor in separate bowls.

5 Pour the gelatin mixture into each fruit half so that they are completely full. Carefully 
place muffin tins and bowls into the refrigerator and chill until fully set.

6 When ready to serve, remove your fruit from the refrigerator and turn them over on a 
cutting board. Using a sharp, warm, non-serrated knife, slice into wedges by cutting 
in a swift, fluid motion. Share and enjoy with friends on a warm summer day! 
 

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

SPIKED FRUIT SNACKS

Nature’s Bounty 
Organic Lemons, 

Limes, and Oranges
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“We are thrilled to expand our business and start shipping our 
leafy greens out of Georgia, the first of many facilities outside 
of California in our 50-year history. We chose Georgia because 
we wanted to expand somewhere people live and breathe our 
mission the way we do. Georgia Grown, the division of the state’s 
Department of Agriculture that assists agribusinesses like ours, 
really impressed and sold us on Georgia. Now that we are a Local 
Bounti company, we look forward to opening additional locations 
with the ultimate goal of bringing clean, sustainable, and locally 
grown greens to people in communities across the country.”

“The availability of leafy greens and their versatility make them the 
perfect vegetable for summer. Leafy greens are a great go-to as 
a summer side dish, whether it is serving a fresh chopped salad 
with Romaine hearts, a classic wedge salad with Iceberg lettuce, 
or simply tossing your favorite leafy green vegetable onto the grill 
for a little char. Leafy greens are highly nutritious, provide several 
health benefits, and, due to their versatility as a segment, are 
gaining popularity with consumers.”

“Our Salinas Valley, California, operations are positioned in the most 
ideal location for leafy greens crops with its very mild climate from 
April to early November. The area is blessed with many different 
types of soil that are rich with nutrient-holding capacity to enable 
top production to occur, which is extremely important for us at 
Duda Farm Fresh Foods. In addition to safety and quality, we 
also pay close attention to the production which utilizes some of 
the most cutting-edge technology, equipment, and processes to 
keep up with producing the best leafy greens in the most efficient 
manner. We look forward to this year’s Iceberg, Romaine, and green 
and red leaf crops making their way onto the grocery store shelves, 
into shoppers’ carts, and finally onto the kitchen table!”

“At Church Brothers Farms, we’ve seen our leafy green volumes 
continue to increase as the foodservice industry is opening up, 
especially on the value-added segment as labor availability continues 
to be a challenge for the foodservice operator. Our field-packed 
items have seen a stronger rebound in Romaine items than in 
Iceberg. On the value-added side, growth in leafy greens has been 
strong across the board, with particularly strong growth in our full 
line of whole-leaf products as well as tender leaf items. In the current 
climate of high freight costs, our broad assortment has provided a 
solid foundation to our value proposition for our customers, allowing 
them to source a broad array of products at one location.”

“The lettuce industry is changing for the better, and we’re 
excited to be a part of that. Convenience and sustainability are 
becoming table stakes for consumers in the category. Our new 
Queen of Greens brand delivers both of those benefits and 
offers a product that will stand out for its carefully selected 
varieties and exceptional flavor.”

“In the summer months, leafy greens are essential. Consumers want 
cool, crisp, satisfying nutrition. Buyers need to know that each of 
these leafy lettuces is distinctive. Green leaf flavor is slightly bitter, but 
its full-bodied texture proves itself crisp and intact in hot sandwiches. 
Delicate and light, red leaf has a sweet flavor complementary to 
tart, acidic flavor, or salty meats and cheeses. Romaine is a crisp and 
cool lettuce that holds its own in terms of leaf structure—it has an 
all-around satisfying flavor and texture. In-store delis, retailers, and 
foodservice operators can heighten engagement with leafy lettuces 
by promoting not one, but two to three lettuce varieties per sandwich. 
Pare down the proteins, begin with the leafiest green leaf, Romaine, 
and red leaf, add pepperoncini slices and Gouda cheese, then finish 
with a slice of turkey breast. Bring out the salad sandwich!”

Brian Cook,

Stephanie Cantero,

Martin Jefferson,

Rick Russo,

Paul Mastronardi,

Lara Grossman,President, Local Bounti

Communications and Marketing Coordinator,  
The Nunes Company 

Production Manager, Northern California,
Duda Farm Fresh Foods

Senior Vice President of Sales and Marketing, 
Church Brothers Farms

President and Chief Executive Officer, 
Mastronardi Produce®

Director of Marketing, Ippolito International
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4 cups Gold Coast Bite-Sized Broccoli
3 cups pasta of choice
2 cups milk
1–1½ cups cheese, shredded (Cheddar, 

Colby Jack, or your favorite cheese)
3 tbsp butter
3 tbsp flour
1½ tsp chicken bouillon
½ tsp dry mustard
Salt and pepper

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

1 Cook pasta to desired tenderness. Drain and set aside.

2 Add Gold Coast Bite-Sized Broccoli to a steam basket. Steam for 2–3 minutes or 
to desired tenderness.

3 Melt butter in a saucepan over medium-low heat. Whisk flour into melted butter. 
Add in dry mustard and chicken bouillon to mixture. 

4  Preheat milk. (Microwave for 1 to 2 minutes so you are adding in warm milk.) 
Once warm, slowly stir in warm milk. Stir constantly until slightly boiling, about 
7–10 minutes.

5 Add cheese in small batches, stirring until smooth. Season with salt and pepper.

6 Add in cooked macaroni and Gold Coast Bite-Sized Broccoli to cheese sauce, 
stirring until well combined. Enjoy!

To learn more about Gold Coast Packing, visit goldcoastpack.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

BITE-SIZED BROCCOLI MAC AND CHEESE

Gold Coast Packing 
Bite-Sized Broccoli
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By Chandler James

t the end of a long, winding road lives a 
charming indoor farming community. The 

path is lined by impressive structures 
reverberating a lilac luminescence that can 

be seen from miles away. Wafting overhead is an earthy 
aroma of freshly turned soil, and somewhere beyond the 
walls of those buildings is a small seedling that has just 
pushed its way into the open air—perhaps a new sprig of 
basil or Romaine.

The group calls themselves Soli Organic™, though some 
may remember them as Shenandoah Growers. I recently 
took a stroll down the pavement with Steve Wright, 
Chief Customer Officer, who explains why, after being in 
business since 1989, the grower decided to transition its 
outdoor operation to an indoor farming program.

“After 20 years, we realized that the high costs and 
production risks of outdoor farming—from natural 
disasters and droughts to labor shortages and high input 
costs—were not to be taken lightly,” he relays. “Ten 
years ago, we decided to transition to indoor production 
to ensure we could continue to meet the needs of our 
customers and consumers, and we were one of the first 
category leaders to do so. This decision feels even more 
prescient today, given current supply chain disruptions, 
high input and labor costs, and multi-billion-dollar 
climate disasters every year.”

Now, a decade later, the company stares down the road 
less traveled with a stern determination and unique value 
proposition. The relentless focus on the consumer that Soli 
Organic adopted all those years ago remains today, and, 
as Steve tells me, developing a soil-based indoor system 
opened a whole new world of possibilities. 

“This included the ability to complete our transition 
to producing 100 percent organic-certified produce at 
affordable prices, which we know is what consumers 
want. Our research tells us that nearly 90 percent of 
shoppers would purchase organic if it cost the same as 
conventional,” Steve outlines. “Being hyper-focused on 
consumer demands, and shifting to a system with less 
variability than outdoor farming, allows us to put our 
retail partners in the best position to succeed.”

Even amid the global pandemic when conventional 
outdoor growers had difficulty moving food from field 
to shelf, Soli Organic was able to respond to retailer 
demand. The organic provider is now bringing additional 
products to market through its soil-based biofarms and 
transforming the produce sector by delivering consistently 
flavorful, fresh, quality herbs and greens year-round. 

“At Soli, we believe nature does it best. So, we bring the 
best of nature indoors and apply the latest technology to 
ensure our customers and consumers receive the freshest, 

Steve Wright, Chief Customer Officer, 
Soli Organic™

“...we bring the best of 
nature indoors and apply 
the latest technology to 
ensure our customers 
and consumers receive 
the freshest, healthiest, 
most flavorful, and 
most affordable organic 
produce possible.”

Soli Organic™ recently opened the doors of its newly 
upgraded indoor vertical farm in Elkwood, Virginia
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upgraded indoor vertical farm in Elkwood, Virginia, just 
a couple of months ago.

“This is where we harvest our new Indolce basil, which 
landed on shelves this past May,” Steve shares with me. 

“Our Anderson, South Carolina, farm will be opening 
later this year as well. We are also excited about our 
ongoing commitment to the Pacific Northwest, where 
we will be opening a facility in Marysville, Washington, 
which will serve the Seattle area and the broader region. 
Our Northwest pack facility is scheduled to go online 
later this summer, while the full facility is expected to be 
operational by the first quarter of 2023.”

As Soli Organic knows well, the road to greatness is 
anything but straight and narrow. You must be willing to 
take risks and venture into the unknown despite whatever 
is at your back. Technology is certainly one space fresh 
produce operators are dipping their toes into, but in many 
ways, the possibilities are still endless.

“Technology is a critical component of successful indoor 
growing. It is what enables efficient resource use and 
precise control of inputs in the growing process. It also 
advances our ability to monitor, adjust, and maintain 
optimal growing conditions, including lighting, water, air 
movement, and environmental elements,” Steve relays. 

“Our vertical farms, by nature, require an extensive 
amount of robotics and artificial intelligence to monitor, 
move, maintain, and harvest the product.”

Steve notes that the development of robotics and artificial 
intelligence (AI) will only grow in importance as 
technology continues to advance. From his perspective, 
technology is critical to enhancing cost advantage while 
improving unit economics and minimizing environmental 
impact.

“Soli Organic is adopting innovative technologies based 
on AI and machine learning, which enable us to make 
more data-driven decisions and will significantly enhance 
our ability to provide affordable, sustainably produced 

products it puts on the shelf, being kind to the Earth is 
top of mind. One of Soli’s most recent efforts includes the 
rollout of new sustainable packaging.

“Our new Indolce™ basil and our leafy greens are packaged 
in 100 percent post-consumer recycled material trays. 
No virgin plastic is produced to make these trays, and 
they are recyclable as well (based on locally available 
infrastructure). It also offers peel-reseal functionality for 
the consumer, which enhances freshness and shelf-life. 
The basil will also be merchandised in a high-graphic, 
display-ready box, perfect for driving incremental sales,” 
Steve divulges.

What else is new with Soli Organic? My interest was 
certainly piqued by Steve’s mention of the recently 
debuted organic Indolce basil line, which launched this 
year in a 2 oz package.

“It’s a unique variety that delivers exactly what consumers 
want out of basil: sweet and indulgent, with just a hint of a 
peppery kick,” Steve explains. “We are taking flavor and 
freshness to a whole new level through our research and 
technological partnerships, and Indolce basil is just the 
first of many more to come.”

Of course, an expanded product line necessitates an 
expanded footprint—something Soli Organic is working 
tirelessly toward. In fact, Soli opened the doors of its newly 

healthiest, most flavorful, and most affordable organic 
produce possible,” Steve shares. 

The use of soil in Soli’s growing system has been a key 
factor in eliminating synthetic fertilizers and enabling 
the team to grow 100 percent USDA-Certified Organic 
produce. As Steve puts it, Soli believes that the USDA 
organic standards truly are a gold standard for those 
looking for assurance that their food was grown in a way 
that’s good for them and the planet.  

“Having ‘Organic’ embedded in our brand reflects our 
commitment to that standard, and our system delivers 
unit costs that allow us to make our organic produce truly 
affordable and accessible to everyone,” he notes. “We also 
build sustainability into every component of our processes, 
and we are committed to measuring and continually 
improving how we make a positive impact on people and 
the planet. This is our passion, and our new brand brings 
that message to life.”

While the grower was founded in the Shenandoah Valley 
of Virginia, Soli intends to have a total of 15 soil-based 
indoor farms in strategic locations around the country 
to better serve customers with regionally grown produce. 
The word “Soli” itself is inspired by the Latin word for 
soil and reflects the pivotal role of soil in the company’s 
proprietary controlled-environment systems. This enables 
Soli Organic to make low-cost, high-quality, organic 
produce grown nearby available to everyone.

“Our old brand didn’t speak to the future of the company,” 
Steve says of the rebrand. “Our business continues to 
grow and expand across the country, and we are fully 
transitioning to our next-generation soil-based indoor 
growing system. As we embark on this next phase, our team 
knew it was time for a new brand that better reflects what 
we do and how and where we do it—a brand that speaks to 
the heart of what our company values as an organization.”

In Steve’s eyes, what separates a brand from just 
another label is delivering a product that is consistent, 
differentiated, and tasty. Soli Organic achieves this by 
taking the uncertainties of nature out and keeping the best 
of nature in, delivering an organic product with distinctive 
flavor and texture that comes from growing in perfect soil, 
and at a price point consumers can afford.  

And, by dispersing Soli’s operations across the country, the 
company is able to reduce the miles that stretch between a 
product’s origin and its place on the shelf. 

“The most exciting thing we are doing is reinventing the 
supply chain. By growing organic herbs regionally in our 
vertical farms, we are taking five to six days out of the 
transportation process,” Steve imparts. “This means a 
tangibly better experience for the consumer in terms of 
freshness and flavor, while also cutting down significantly 
on waste, which is critical for the environment.”

As I quickly learn while meandering down this path with 
Steve, sustainability is a key tenet of the Soli Organic 
mission. From the supply chain it has innovated to the 

The use of soil in Soli Organic’s growing system 
has been a key factor in eliminating synthetic 
fertilizers and enabling the team to grow 100 
percent USDA-Certified Organic produce

“By growing 
organic herbs 
regionally in our 
vertical farms, 
we are taking 
five to six days 
out of the 
transportation 
process.”
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crops to consumers around the country. Automation will 
continue to be at the forefront of both our growing and 
packing operations. The recent challenges in the global 
economy and ongoing labor shortages have intensified 
that need,” Steve adds. “That said, we are working on 
many patented tools that will allow us to grow even more 
harmoniously with nature. Imagine a world where the 
plant tells us what they need when they need it. That 
world is fast approaching!”

I ruminate on that image for a moment as we come to the 
end of our journey together. I can see it now: Steve leans 
down toward a group of leaf lettuces as they whisper to 
him that they are nearly ready for harvest. It may seem a 
bit fantastical, but for Steve, a version of this reality is not 
so far away.

“We are extremely energized about the future and 
continuing our approach to developing innovative new 
products, packaging, and merchandising while building 
on our strong relationships with our retail partners,” 
concludes Steve. “We are particularly excited about 
our multi-year partnership with Rutgers School of 
Environmental and Biological Sciences. We will explore 
and bring new types of produce to market that, while 
not feasible for commercial outdoor cultivation, can be 
grown organically indoors and offer improved flavor, 
nutrition, and yield. The key to a sustainable future is 
identifying plants that offer consumers higher nutritional 
density, bursting with flavor, and the lowest possible 
environmental impact.”

Sitting at my desk as I near the conclusion of this story, 
I think back to what’s at the end of that long, winding 
road. I picture a world living in perfect harmony, where 
busy hands and sophisticated machinery are hard at work 
bringing the freshest herbs and lettuce to the masses. 

How did we get here? For Soli Organic, the answer is 
simple: by taking the road less traveled.

Soli Organic’s 
new Indolce™ basil  
launched this May 
and is packaged in an 
innovative 2 oz format
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      PARTNERING WITH Progress
As a company whose roots and vision stretch 
back for 100 years, this dedicated and passionate 
family-owned and operated enterprise sits at 
the pinnacle of both distinguished pedigree and 
precision. Spanning vineyards from the southern 
end of California’s San Joaquin Valley to Ducor in 
Tulare County, the company cultivates its program 
in some of the richest land the Golden State has to 
offer. Harnessing a breeding program that creates 
and licenses the popular ARRA line of proprietary 
grape varieties, these are currently being planted 
and grown around the world. 

A Q&A With Randy Giumarra, Vice President of Sales, Giumarra Vineyards

Randy Giumarra, Vice President of Sales, Giumarra Vineyards

“We know that the best grapes we develop and/or 
plant offer a mix of tradition and innovation, and we 

hope to bring the Giumarra Vineyards’ differentiation 
to market through the multitude of flavors and 

textures we offer in our program.”

By Jordan Okumura

So, what does a company that has replaced 
thousands of acres and nearly all of its 
legacy varieties do next? It keeps the wheel of 
innovation turning and the standard high. And, 
this season, organics are the name of the game.  
With such an esteemed program built to support 
and elevate the needs of retail programs across 
the globe, it is no wonder that the company 
is in a constant state of evolution. Now that 
California’s table grape season has arrived, 
Randy Giumarra, Vice President of Sales, sits 
back in his chair for a brief moment—because, 
truly, a moment is all that he has—to open a 
window into the company’s organic program, 
which continues to create a buzz throughout 
buy-side conversations. 
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When you partner with 
Giumarra Vineyards, you 
partner with a legacy.

Jordan Okumura: 
I often feel like you 
are up before sunrise, 
and I have always 
felt kin to you in 
that sense. So, while 

we are kicking off this 
conversation early, it’s not 

necessarily our early. So, let’s 
get to it! Randy, it has been impressive 
to watch your company continue 
to innovate across flavor, variety 
development, growing practices, and 
so much more in just the 10 years that 
I have been in this industry. As we look 
to this June through November and the 
company’s California table grape season, 
can you share with me what we can 
expect on the organic front?

Randy Giumarra, 
Vice President of 
Sales, Giumarra 
Vineyards: 2022 
is an exciting time 
for our program. 
Giumarra Vineyards 
has four more varieties 
coming into production 
for our organic repertoire 
this season, in addition to the program 
we already offer. Two of our most 
popular and flavorful ARRA options 
are the Sugar Drop® and Passion Fire®, 
which will be strong demand drivers at 
retail, as well as our Sweet Scarlet and 
Sweet Globe™.   

As we all know, today’s consumer has 
a discerning palate, and being able to 
both listen to their needs and anticipate 
the changing demographics of today’s 
shoppers is what will help retailers 
flourish in this category.

In addition to nearly all of these organic 
grapes being new varieties, Giumarra 
will be the only grower in California 
offering the Passion Fire and Sugar Drop 
as organic options. This gets the season 
started with a much sweeter, better-
flavored organic white seedless than a 
Sugraone and a larger red seedless than 
the Flame. This will keep the consumers 
coming back for more!

 JO: Giumarra Vineyards is one of the 
top standard-setting companies in terms 
of research and development in my book, 
with a strong commitment to quality and 
customer service. Turning to organics, 
what is driving the company’s organic 
message this year?  

RG: Growth and precision. The 
Giumarra family is proud to be 
increasing our volume with a very 
expansive line of organic grapes that 
are almost exclusively new and/or 
proprietary varieties, which now includes 
the Sugar Drop and Passion Fire starting 
this month in July.  

We have made it a focus in recent years 
to offer customers the best new varieties 
conventionally, and now in GrapeKing 
Organic, too.   

The GrapeKing brand carries both 
a reputation for premium quality 
fruit and is a brand that consumers 
are drawn to, so we hope this allows 
retailers to set a very high bar for 

their table grape destinations, both 
conventional and organic. Consumers 

want options, and if they are invested in 
their health and well-being, they have 
shown that they’re willing to pay more 
for those options. As we all have to make 
our food dollars stretch, it’s great to 
see consumers reaching for something 
delicious, healthy, and nutritious 
(whether conventionally or organically 
grown) instead of processed, sugary foods 
for their families.

JO: Looking at these four new organic 
varieties, can you share with me the 
highlights of each variety and the 
characteristics that retailers will need 
to know in order to best understand the 
value of each grape? 

RG: We will start with the incredible 
Sugar Drop and Passion Fire. These two 
varieties kick off in early July. The Sugar 
Drop is an elongated white seedless 
variety with a snappy texture—it eats 
just fantastic! The Passion Fire offers up 

a jumbo red seedless option with a meaty 
texture and sweet flavor.   

Looking to the exceptional Sweet 
Scarlet, these grapes are crunchy and 
they have a delicious muscat flavor with 
beautiful bright pink-red coloring. Not 
only are they visually unique, but the 
flavor is a rare find as well. The Sweet 
Globe variety is grown to have a creamy 
finish with a crisp, sweet flavor—all in a 
nice large berry.

We know that the best grapes we develop 
and/or plant offer a mix of tradition and 
innovation, and we hope to bring the 
Giumarra Vineyards’ differentiation to 
market through the multitude of flavors 
and textures we offer in our program.

JO: I imagine, with such a wealth of 
flavor and eating attributes, these new 
organic varieties will be dressed to 
impress as well. What packaging and 
merchandising options will you be 
offering this season? 

RG: Giumarra Vineyards will be 
offering our organic varieties in our 
newly designed GrapeKing Organic 
pouch bags and 2 lb clamshells that my 
cousin Mimi Corsaro, Vice President of 
Marketing and Director of Export Sales, 
designed to coordinate with our colorful 
branded packaging for our conventional 
varieties. They’re bright, eye-catching, 
fun, and look great on the shelf. These 
will all be packed in the new GrapeKing 
Organic craft box, which is as eco-
friendly as it looks! 

As one of the most competitive 
categories in the fresh produce 

department today, table grapes have 
been a prime arena for both growth 
and innovation. Add “grown in 
California” to that selling point, and 
you have a retail program with endless 
possibilities—but, only with the right 
partner. 

As Randy tells me, you team up with 
more than just a product when you break 
bread with a vendor—you partner with 
their values, vision, and strategic mission. 

In other words, you partner with a past, 
a present, and a future.

A legacy.
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salad

½ bag Lipman Family Farms® Green Beans 
¾ cup purple cabbage, shredded
¾ cup carrots, grated
⅓ cup pomegranate arils
¼ cup fresh mint, chopped
3 tbsp peanuts, chopped
1 tbsp sesame seeds 

INGREDIENTS

DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

SPICY THAI GREEN BEAN SALAD

Lipman Family Farms® 
Green Beans

dressing

2 tbsp soy sauce 
2 tbsp neutral oil 
2 tbsp rice vinegar
2 tsp maple syrup 
1 tsp sesame oil 
Juice of 1 lime (~1 tbsp) 
1 tsp chili flakes 
Pinch of salt 
½ tbsp freshly grated ginger 

Prep Time: 10 mins
Cook Time: 20 mins
Servings: 2

To learn more about Lipman Family Farms®, 
visit www.lipmanfamilyfarms.com1 In a medium saucepan, bring salted water to a boil. Add green beans to the pot; once 

they turn bright green, drain and place in a bowl of ice water to chill.

2 In the meantime, combine dressing ingredients in a small jar and mix to combine. 

3 Cut green beans into halves or thirds, depending on size. 

4 Combine green beans, cabbage, carrots, pomegranate seeds, and mint in a large 
shallow bowl. Drizzle with dressing. Garnish with peanuts and sesame seeds. Enjoy!
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F or as long as I can remember, I’ve seen 
Driscoll’s berries at retail. Conceptualizing 
that level of brand legacy and consumer loyalty 
might have been unfathomable to me as a 

child, but I now know it’s par for the course for industry 
powerhouses like Driscoll’s, who have taken the berry 
category to premium heights. 

In order to reach that legacy level—where an experience 
sticks in the mind of a child and becomes a synonym for 
delight from a young age—that is a viewpoint through 
which I need to know more. Luckily for me, I have 
Frances Dillard by my side. 

The Vice President of Brand and Product Marketing 
knows that years of innovation have solidified Driscoll’s 
position as a category leader, and wants to utilize its 
latest launch to hammer the point home. 

It’s too big a launch for me to unveil, so I’ll leave the 
introduction in Fran’s capable hands. 

Buckle up, industry. You’re about to meet the Tropical 
Bliss™ Strawberry.
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Anne Allen: Fran, I’ve got to know 
the journey behind this new proprietary 
variety. Don’t hold back. 

Frances Dillard, Vice 
President of Brand and 

Product Marketing, Driscoll’s: We were the 
first to introduce a complete premium collection of 
high-flavor berries across strawberries, blueberries, 
blackberries, and raspberries in 2019. The collection 
included Sweetest Batch™ strawberries and Rosé 
Berries™, and this premium strawberry collection spoke 
to our heritage as strawberry growers and the deep genetic 
pipeline we have. 

Several of our cross-functional groups are constantly working 
together to identify what varieties in the pipeline might have 
consumer appeal and, in turn, fit a profitable marketplace 
need. In this instance, Phil Stewart, our Director of 
Strawberry Breeding, identified this proprietary variety, which 
has a unique flavor profile and an interesting visual appeal. As 
a product concept, we put the idea through a traditional Stage 
Gate process for product innovation to test the marketplace 
appeal across various stages—such as consumer tasting, focus 
groups, all the way to brand architecture and pricing scenarios.

AA: Taking a variety from its figurative infancy and 
developing it into a full-fledged product is quite a feat. When 
you’re working on an innovation like Tropical Bliss™, how are 
you ensuring that these new varieties also translate as category 
sales at the retail level? 

FD: This is super important for us as we began to expand 
our super premium high-flavor collection, since we ground 
ourselves in the science of flavor. As part of a strategic move 
to manage our product strategy, we felt that we needed 
to introduce Berry Patch Sensory Wheels™ as a credible 
validation of the accurate eating experience for the consumer. 

Our communication strategy for the high-flavor strawberries; 
Sweetest Batch Strawberry™, Rosé Strawberry™, and Tropical 
Bliss™ Strawberry, is to “Try all Three Flavors,” as each brings 
a unique and incredible eating experience. The consumer is 
incentivized to trial and purchase all three. 

AA: Fran, wait a minute, we’ve got to pause on Sensory 
Wheels! What is this new innovation? Now, I know that 
the premium berry eating experience is an essential part of 
Driscoll’s mission, so I can imagine that Sensory Wheels speak 
to that on some level. 

FD: If you look at other categories like the coffee or wine 
industry, they have created the true discipline and accuracy 

AA: Before we make our way back to Tropical Bliss™, what 
are you hoping Sensory Wheels will bring to the berry 
industry?  

FD: We are hoping Sensory Wheels elevate the credibility of 
our marketing communications efforts to ensure the consumer 
is getting what they are buying. How do you know you have 
tropical flavor notes in a berry unless it’s been put to the test of 
sensory analysis? The sensory notes are accurately captured, 
and we include them on our packaging and other marketing 
materials, so in those ways, we’re continuing to lead the way in 
elevating a full sensory experience.

“We are hoping 
SENSORY WHEELS
elevate the credibility 
of our marketing 
communications 
efforts to ensure the 
consumer is getting 
what they are buying.”
- Frances Dillard, Vice President of Brand 
and Product Marketing, Driscoll’s

of a consumer consumption experience through the art and 
science of sensory and flavor wheels. These tools take out 

the guesswork of what to market because it’s direct 
validation of a rigorous sensory process.

Driscoll’s is a consumer brand, and our proprietary 
varieties are not a commodity. Our dedication to 
the consumer and their consumption experience 
is at the core of our mission for delight. We 

wanted to validate and map that delight through 
our proprietary Sensory Wheels. We have sensory 

experts as part of our research and development team 
of experts, and they took the challenge to develop the sensory 

wheels to ensure our marketing of flavor is accurate to what is 
communicated to the consumer.

AA: For Tropical Bliss™, Sensory Wheels must have played 
a huge part in its development. Who else is behind this 
product launch?

FD: The cross-departmental team that brought this to life 
is indispensable to this launch. A strong, cross-functional 
team, as anyone in the business knows, is critical to bringing 
a product to market. 

Naomi Sadoka, our Senior Product Marketing Manager, and 
Grant Garbinski, our Product Marketing Manager, worked 
to identify the consumer need and clarify product positioning. 

As I mentioned earlier, strawberry breeding was led by Phil 
Stewart, and he’s an essential part of this process. Then 
there’s the Sensory Science aspect of it, headed up by 
Consumer Lab Lead Henry Yeung and Sensory Scientist 
Katherine Phetxumphou. Branding and packaging design 
also plays a huge part, and that was handled by our Senior 

AA: Hats off to that incredible team! Because of them, 
Driscoll’s now has three high-flavor strawberries already under 
its belt, and now, the Sensory Wheels innovation as a vehicle 
through which to market them. What’s next for Driscoll’s?

FD: Understanding and adapting to the changing needs 
of the future consumer is a priority for Driscoll’s—not only 
in product innovation but throughout all the marketing 
communications strategies. On the product innovation front, 
we’ve introduced several new products outside of the high-
flavor premium segment, including Berry Big Strawberries and 
a trio pack of berries called Rainbow Pack™.

You can expect new packaging innovations moving us toward 
a more sustainable footprint and, of course, continued news 
coming from our partnership with Plenty® for indoor-grown 
strawberries. 

Ultimately, we are poised to leverage our market 
leadership in flavor and identify new usage occasions 

to deliver delight. 

I no longer think it’s strange that I can 
remember Driscoll’s from childhood. 
The obvious and undeniable strategy 

here is a foregone conclusion; I don’t mean 
to dismiss it, because the brilliance of this 
master plan is underscored in every word 
Fran speaks. 

We’re working with innovation on a 
sensory level—and that means bending the 
sensory wheel. 

Essentially, Driscoll’s is provoking that 
level of wonder I felt as a child. The 
Driscoll’s team is taking consumers back to 
a time when senses ruled and crystallized 
memories—and our shopping loyalty. 
That’s a part of the magic, and Driscoll’s 
captured the way those senses spin.

Brand Marketing Manager Jamie Bassmann. And we’ve got 
our omnichannel strategy plotted out, which is handled by our 
Director of Omnichannel Marketing, Diane Scalisi; and then 
our product business management, handled by Joe Palomera, 
our Product Business Manager. 
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By Peggy Packer

T
o prosper in the produce department, look to the mystical mango 
tree. Adorned with alluring, ombre-colored offerings, this historic 
gift from nature has brought glory to growers and consumers 
alike for centuries. At first glance, it may seem like a rather simple 

fruit, but one slice unveils the produce gold hidden beneath its 
colorful skin. This captivating category will lend itself to a host of 
uses as shoppers seek out some sweetness this season—and where 
shoppers swarm, sales will follow…

½ Dole® Banana, peeled and cut 
crosswise into ½" thick slices

2 Dole Oranges
1 cup Dole Strawberries, chopped
½ cup Dole Pineapple, chopped
½ cup Dole Blueberries
½ cup Dole Green Grapes, halved
4 Dole Raspberries
½ cup Dole Blackberries
2 tsp chia seeds
1 cup nonfat zero sugar Greek vanilla 

yogurt
4 (16 oz) Mason jars (with lids for 

traveling)

Prep Time: 20 mins
Servings: 4

1 Slice off ends of oranges; place cut side down on a cutting board. Slice down sides 
of oranges to remove skin and white pith with a paring knife. Hold oranges over 
a medium bowl and gently cut along sides of membranes to release each segment 
into a bowl.

2 Layer oranges, strawberries, and pineapple in jars. Top each jar with ¼ teaspoon 
chia seeds and 2 tablespoons yogurt. Continue layering with blueberries, grapes, 
and blackberries and layer with ¼ teaspoon chia seeds and 2 tablespoons yogurt.

3 Top jars with raspberries and bananas if serving immediately. Otherwise, close 
jars tightly with lids and refrigerate up to 1 day; top with raspberries and bananas 
just before serving. Enjoy!

To learn more about Dole®, visit www.dole.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

ULTIMATE FRUIT INFINITY JARS

Dole® Bananas

Inspired by Dole’s 
Healthy Heroes, Assemble! 
empowered-living initiative 
and Marvel Studios’ Thor: 

Love & Thunder
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Legend Total US
Dollars Contribution 0.54%

Dollars Velocity $264

Volume Velocity 248

Average Retail Price $1.06

Pacific

Mountain

Mid-Atlantic

East 
North Central

West 
North Central

East 
South Central

West 
South Central

New 
England

South 
Atlantic

P E R F O R M A N C E

P E R F O R M A N C E

0.67%
$254
291
$0.87

0.31%
$126
117
$1.08

0.55%
$243
212
$1.14

0.56%
$422
330
$1.28

0.55%
$298
220
$1.35

0.40%
$197
175
$1.13

0.39%
$159
136
$1.17

0.49%
$272
291
$0.94

0.74%
$382
404
$0.95

385
366 369

406

2017 2018 2019 2020 2021

376

( M I L L I O N S )

Annual Retail
Volume Mango volume 

is up +2% 
from 2019, 
but down -7% 
from last year

Annual Retail
Volume Velocity

Volume Velocity is down 
-6% from 2020, yet 
Volume Velocity was higher 
than 2017-2019, at 248 
units per store/week

Q1
-8%

Q2
6% ( M I L L I O N S )

Organic Quarterly Volume 
Organic volume remained higher than 
2019 despite a -2%, loss in volume vs YA

Q2 and Q3 had highest organic volume

19.68
22.71
22.17

3.44
3.24
4.06

5.54
8.02
6.72

5.00
6.14
6.52

5.69
5.31
4.86

Q3

Q4

Annual

-16%

25%

%Chg 2020: -2%
%Chg 2019: 13%

2019 2020 2021

2017 2021202020192018

242 231 236
262

248

2017 2018 2019 2020 2021

$343 $332 $348

$411 $400

( M I L L I O N S )

Annual Retail
Dollars Mango sales 

reached 
$400M in 
2021, up +15% 
from 2019

Annual Retail 
Dollar Velocity

Mango dollar volume is down 
-1% from 2020, yet much 
stronger than prior years

2017 2021202020192018

$216 $209 $222

$265$264

2019

2020

2021

Annual Volume
( M I L L I O N S )

Annual

17.63 18.79
20.58

%Chg 2020: 10%
%Chg 2019: 17%

Sources: Nielsen Answers on Demand® Total U.S. xAOC

Annual Avg
Unit Price

Annual

5.06 5.16 5.19

%Chg 2020: 1%
%Chg 2019: 2%

Annual Dollars
( M I L L I O N S )

Annual

$89.26 $96.96
$106.73

%Chg 2020: 10%
%Chg 2019: 20%

Both Conventional and Organic

Both Conventional and Organic
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still remember the first day I introduced my air 
fryer to its new home on my counter.

What appeared to be just a shiny new kitchen 
appliance soon revealed itself to be a portal 
to delicious possibilities. Truth be told, I 
definitely wasn’t eating as many fruits and 
vegetables as I should have been a year ago, 
but my air fryer has since metaphorically 
grabbed me by the hand and guided me to 
increased produce consumption—and I’m sure 
it’s doing the same for many of your shoppers.

Appealing to shoppers who don’t typically 
purchase large amounts of produce by 

demonstrating an easy way to incorporate it into 
meals they already love will widen the produce 
department’s reach and drive overall basket share.

The air fryer effortlessly meets the common 
consumer’s desire for convenience and access to 
foods that may be time-consuming to prepare or 
might not immediately spark their interest flavor-wise. 
Opening up the door to opportunities in terms of 
recipes and preparation is a simple way to introduce 
shoppers to categories they otherwise wouldn’t have 
sought out before. 

Think mouthwatering apple fritters; egg rolls stuffed 
with carrots, mushrooms, and cabbage; or, my 
personal favorite, homemade french fries. With each 
enticing recipe comes a list of fresh products to add 
to shoppers’ baskets, and the repeat purchases will 
follow once the consumer has fully realized the glory 
of each category they encounter. 

This is especially important as research shows that 
people are consuming fruits and vegetables less 
frequently, with the most significant contributor being 
a 16 percent decrease in vegetable consumption 
frequency*. However, veggies deemed handy and 

easy-to-use are increasing in popularity amongst 
shoppers over the past few years. If I’m putting two 
and two together, driving produce sales could boil 
down to showcasing just how simple a product is to 
prepare. What’s easier than popping an item in the 
tray, seasoning it up real nice, and pressing start? 

An increasing focus on healthy eating and oil-free 
diets have considerably driven the adoption of air 
fryer products**, and it seems like, nowadays, more 
households own one than those that don’t. Placing 
mouth-watering air fryer recipes throughout the 
department will surely catch the attention of these 
shoppers, while also inspiring them to pick up fresh 
products they might have previously overlooked. 

While some may argue that the air fryer could 
challenge the nutritious attributes that we all value 
so much about fresh produce, I can honestly say 
that the journey toward a healthier lifestyle begins 
with small steps. And getting more fresh fruits 
and veggies into the carts of consumers who 
wouldn’t typically purchase them sounds like 
a pretty good step to take. 

The air fryer is more than a convenient 
kitchen appliance. If you harness its 
rising popularity, it can be a gateway 
to higher fresh produce sales from 
untapped demographics.

* **
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By Peggy Packer

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.

GOLD COAST PACKING 

CHOPPED CILANTRO 

In this industry, time is money. When seeking the 
perfect addition to back-of-house kitchens and 
restaurant menus, it’s a seemingly obvious choice 
to seek out an option that not only dazzles diners 
in terms of  flavor but increases efficiency by 
minimizing necessary labor. Gold Coast Packing 
has answered our calls with a product that’s all of  
that and more. As someone who once spent my 
Saturday mornings methodically chopping up 
cilantro in a restaurant kitchen, I know how time-
consuming it can be. With a 16-day shelf-life, the 
value-added expert’s Chopped Cilantro offers up a 
quick, brilliant way to uplift produce-centric salsas, 
flavorful proteins, and more. 

4
LIPMAN FAMILY FARMS® 

 CRIMSON™ 
TOMATOES

The art of  plating is not one taken lightly amongst 
foodies, as sight is often the first sense through 
which we experience our food. Lipman Family 
Farms® exclusive, field-grown Crimson™ tomato 
variety easily introduces a vibrant pop of  red 
to any dish, with a uniform presentation that 
directly calls to the artistic eye. Strategically bred 
for its signature crimson red color, show-stopping 
flavor, and high lycopene content with antioxidant 
properties, the product tends to consumers’ rising 
focus on maximizing health benefits without 
sacrificing taste. Reportedly picked at peak 
freshness and providing year-round consistency, 
Lipman Family Farms’ Crimson tomatoes bring 
endless plating possibilities and consumer appeal 
right to the palm of  your hand. 

1
HMC FARMS 

SLICED GRAPES

This revolutionary product from HMC Farms has 
granted foodservice operators a novel chance to 
efficiently revitalize their menus with fresh fruit. 
These innovative sliced grapes make it easier than 
ever to incorporate the fan-favored offering into a 
wide array of  dishes, and the washed and ready-
to-serve format provides a safer, more convenient, 
and cost-effective alternative to slicing grapes 
in-house. Available in 1 lb and 4 lb trays, with a 
14- to 18-day shelf-life from the date of  packing, 
foodservice providers can harness these small-but-
mighty delicacies to decrease prep labor while 
boosting creativity in the kitchen. 

4

JACOBS FARM DEL CABO 

SPEARMINT

Herbs—the unsung hero of  some of  the most 
adored gourmet dishes. Easily incorporated into 
cocktails, salads, or decadent desserts, mint is 
a simple way to elevate culinary delights with 
a refreshing pop of  flavor. Jacobs Farm del 
Cabo harvests most of  its organic spearmint 
in Pescadero, California, to arm foodservice 
operators with a versatile product with never-
ending potential in the kitchen. If  that isn’t 
enough to spark your inspiration, the supplier also 
offers chives, basil, cilantro, and dill to present 
even more herbaceous opportunities to chefs. TANIMURA & ANTLE 

ARTISAN BABY 
ICEBERG LETTUCE

Just as restaurant-goers are turning their heads 
to eco-friendly foods with a better impact on the 
environment, I’m directing your eyes to an offering 
that delivers on quality, flavor, and sustainability 
all at once. Tanimura & Antle’s Artisan Baby 
Iceberg lettuce is the culmination of  extensive 
research and development regarding the variety’s 
proprietary seed genetics. Engineered to guarantee 
optimal flavor, quality, and year-round consistency, 
the product wields the familiar crunch and texture 
of  a traditional Iceberg with a sweeter taste sure 
to make an impression on consumers. On top of  
that, the variety requires less water to produce, 
supporting companies in their overall efforts 
toward sustainability. A foodservice win-win.

3

5
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By Melissa De Leon Chavez

Is today a lesson in tomorrow’s 
progress or a deterrent?

It is easy to say that we embrace change and growth; 
it’s challenging to put into action. In truth, many of 
us spend an exorbitant amount of energy trying to force 
stability rather than surrender to the current of evolution.

Tomorrow is an unstoppable force, and it is up to us to decide 
how we will meet it. 

Katiana Valdes dove into that current 
in 2017 when she joined Crystal Valley 
Foods, a company that had long decided 
not only to surrender to change, but 
champion it.

“Initially I came in focusing on marketing 
as the company had never had a 
dedicated person in that position,” the 
now Director of Marketing and Business 
Development points out. “Crystal 
Valley opened in 1994, and much of 
its success up to that time was due to 
word of mouth built on the excellent 
quality of product and service offered. 
The company flourished because of 
its excellent sales, operations, and 
management team.”

To go from having a nearly non-
existent marketing strategy to placing 
Katiana at the head was less a gentle 
progression and more a sharp 90-degree 
turn. Having spent almost a decade 
leveling herself up in marketing and 
communications for Fresh Del Monte 
Produce, North America, Katiana came 
with no small amount of experience to 
build out and bring focus to this new 
area for Crystal Valley.

Since starting with the company 
just over five years ago, Katiana has 

helped make evolution its differentiator. 
Expanded facilities, acquired companies, 
new channels, new products, and a new 
way to tell its story have seen the brand 
realize its vision to be the solution to its 
supply chain, embracing all tomorrow 
has to offer and more. 

“Expansions have allowed us to grow 
our workforce in the United States 
and of our partners in Guatemala 
and the Dominican Republic. In the 
Dominican Republic, alone, our new 
Island Farms packing plant will generate 
more than 120 new jobs in the La Vega 
free zone and indirectly more than 
500 jobs throughout the neighboring 
countryside,” Katiana says, adding how 
Island Farms is one of the only certified 
pepper packing plants and fields in 
the country. “The packing plant will 
start with packing specialty peppers 
(like Habanero peppers and Thai chili 
peppers) and tropicals in bulk and retail 
packs. Looking forward, it will continue 
to expand to include other locally 
sourced fresh fruits and vegetables.”

The Dominican Republic, always a 
favored and important growing region 
for Crystal Valley because of its rich 
soil and variety of microclimates, 
allows for a diverse range of fruits and 

vegetables to be grown year-round and 
throughout the country. Coupled with a 
sophisticated infrastructure and a short 
ride away from U.S. ports, product 
arrives quickly at lower costs than other 
markets. 

“When we acquired Joco Produce in 
2019, we expanded our line of products 
to include many more tropical and 
ethnic items, many of which are grown 
in the Dominican Republic,” Katiana 
explains. “It is important for us to have 
a presence in the country in order to 
have better control of the quality and 
packing of the product.” 

A similar strategy led the company 
to open additional warehouse and 
packinghouse space in Guatemala, 
allowing it to pack more product, 
including items from its expanding 
value-added line.

“Guatemala is already the primary 
sourcing region for our French beans 
and green beans. French beans are a 
product we have been focused on and 
that we have had as part of our portfolio 
since we started,” Katiana shares, 
adding how this category in particular 
has seen exponential growth in recent 
years especially. “There is typically 

- Katiana Valdes, Director of Marketing and 
Business Development, Crystal Valley Foods

“It is important for us to have a 
presence in the country in order to 
have better control of the quality 
and packing of the product.”
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“We have made necessary investments to 
make sure that we continue delivering 
the highest-quality product at a superior 
service level. We are constantly focused 
on innovation and growth to make sure 
we are here for the long run,” she assures.

From a new bagging line and expanded 
repack capabilities in Miami, Florida, 
serving increased demand in value-
added asparagus to investments in 
grower partnerships and facilities, every 
development seeks to fill a present or 
future need for Crystal Valley customers. 

“We understand that our job is to make 
the relationship seamless for those we 
serve. Beyond being adaptable to their 
needs and giving excellent service, we 
believe ensuring the success of the entire 
supply chain is essential to this business 
as a whole,” Katiana observes. “Our 
team members—employees, suppliers, 
growing partners, carriers, and 
packaging suppliers—are all a critical 
piece. Every partnership we enter into 
has long-term goals in mind; to make 
sure we are not only working with the 
best, but working together to ensure 
success at all levels.”

This commitment is a granular one, 
Katiana shares, building up to a 
company composed of excellence 
throughout its every fiber. 

good supply when domestic green beans 
gap, and we have focused on growing 
our Guatemalan year-round green bean 
program with increasing success in both 
categories.”

So, which moves galvanize change 
and which gradually evolve with it? 
According to Katiana, growth is about 
finding balance in both.

And the best way to find balance is to 
keep your gaze on a fixed point. In this 
case, a goal. 

“We pride ourselves on being nimble 
and reactive to the market and to trends 
in order to anticipate the needs and 
demands of our customers. If a customer 
is looking for a special product, if they 
are looking for something new and 
innovative, or even if they are in need of 
a special pack or size, we go above and 
beyond to make it happen,” she says. 

“Our recent expansions, diversification, 
and acquisitions all play into our goal 
of being that one-stop shop.”

With much, if not all, of Crystal 
Valley’s investment in growth and 
expansion being a response to 
customer demand, Katiana says the 
focus never wavers: to make every 
aspect of the business more efficient 
and diverse in order to meet their 
changing needs. 

“We understand that our job is to make the relationship 
seamless for those we serve. Beyond being adaptable 
to their needs and giving excellent service, we 
believe ensuring the success of the entire supply 
chain is essential to this business as a whole.”

“We have an incredible team at Crystal 
Valley that is very passionate about 
their jobs and the industry. The culture 
is one of camaraderie, where everyone 
works together and supports each other 
with a focus on the ultimate goal of 
company success and, most importantly, 
the success of our customers,” she tells 
me. “Our strengths, knowledge, and 
experience of our employees have been 
highlighted even more so throughout 
these last two years. At a time when 
there have been these unprecedented 
events and much uncertainty around 
the world, our team and company have 
come through even stronger.” 

That strength has progressed not just 
for the company as a whole, but for 
the individuals who support and are 
supported by it—a halo Katiana says she 
has unequivocally been affected by.

“I have been able to use my marketing 
background to help with our growth, but 
I have also been able to explore different 
areas of the company like business 
development, sales, procurement, and 
more,” Katiana shares, reflecting on 
how her own position has evolved 
along with the company. “It has been 
very rewarding to be a part of Crystal 
Valley’s achievements and growth.”

Katiana says she only added to a spirit 
that was there long before she joined, 

pointing to the opening of Crystal Valley 
West 10 years ago on the Los Angeles 
Wholesale Produce Market and how the 
company continues to invest in its reach.

“The facility has been an essential 
part in allowing us to better serve our 
customers on a national level. Now, with 
increased storage capacity and offerings, 
this expansion will help position us 
for additional growth in the region. 
In addition to it being the company’s 
West Coast shipping and cross docking 
point, it is strategically located to allow 
for sourcing supplementary products 
from Mexico and Western states for 
distribution in the region and for 
shipment back east. It is a strategy we 
continue to see succeed as we grow even 
further,” she smiles.

To persevere and expand throughout 
the pandemic and beyond, a period 
when many companies saw disruption, 
downsizing, or worse, testifies to 
Crystal Valley’s success story. A story 
where today is a lesson in how to make 
tomorrow even better, and where 
evolution might be challenging, but it is 
not the challenge.

It is the solution.
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Even before I met Bob Mast, 
I knew he was a force. So, 
when I sat down to have 

a conversation with him, I was 
prepared for an influx of industry 
knowledge that would tell the 
story of CMI Orchards. Bob did 
not disappoint. In fact, I was blown 
away by the President’s big-picture 
insights that spoke to not just who 
CMI is as an organization, but the 

By Chandler James

BOB MAST,
President, CMI Orchards

A Q&A With

Chandler James: Let’s 
start at the beginning. 
When the company 
rebranded from 
Columbia Marketing 
International to CMI 

Orchards in 2016, what 
were some of your goals 

and what kind of growth ensued? 

Bob Mast, President, 
CMI Orchards: 
For us, the 
rebrand was 
a long-term 
strategic 
move to 
connect and 
convey the CMI 
image in a more 
meaningful way—
grounding us in the local orchards 
we operate. The iconic eagle with 
its great wingspan, holding the 
green leaf, conveys the trajectory of 
strength, growth, and sustainable 
farming that CMI is on while 
simultaneously giving us a fresh look. 

Following the rebrand, we entered 
a period of massive growth. In 2019, 
we partnered with Pine Canyon 
Growers, adding a significant volume 
of core apples to our manifest. 
During 2020, we brought on Yakima 
Fruit—adding more core apples, 
along with Independent Warehouse, 
a premier pear grower here in 
Central Washington. 

In 2020 alone, we increased our 
volume by nearly 4 million cartons, 
and we’re on track to add an 
additional 2 million cartons this 
year. The long-term outlook has 
us expanding well beyond this 
impending success as well. We are 
managing our growth closely to 
both support our retail partners and 
enhance our existing growers.

CJ: I know partnerships have been 
one of the key drivers of this growth. 
How does CMI leverage its network 
to better serve the industry and 
accomplish your long-term vision?

BM: In evaluating potential new 
partnerships, we are very selective; 
operational directives prioritize 
meeting our customers’ needs, 
increasing and extending year-
round supply, improving our ability 
to successfully market existing fruit, 
and, most importantly, ensuring 
that we’re bringing the very best 
genetics to market. 

Our partnerships provide 
tremendous opportunities to 
increase daily shipping capacities 
with the expansion of packing 
facilities, cross-docking capabilities, 
and high-density acreage. This 
added volume enables significant 
growth for CMI and our partners, 
providing a robust portfolio for the 
future.

CMI is on an aggressive growth 
trajectory and is exceptionally well-
positioned to handle our increasingly 
challenging customers’ needs—with 
more announcements coming soon. 

CJ: Bob, you mentioned that, 
currently, 50 percent of CMI’s entire 
operations are Equitable Food 
Initiative (EFI) Certified, including 
100 percent of orchards that belong 
to Co-Owner McDougall and Sons. 
As part of CMI’s commitment to 
responsible sourcing and equitable 
social responsibilities, how has the 
recent EFI Certification helped to 
elevate and empower your farmers?

BM: In practice, our dedication 
to doing the right thing means 
developing cross-functional 
leadership teams that train workers 
in soft skills, fostering a culture 
of safer and more secure work 
environments, building better 
lines of positive communication, 
and problem-solving across 
departments. We want our 
workforce to be active participants 
in the decision-making process, 
and we are committed to systems 
rooted in continuous improvement 
for both compliance and 
performance. We aim to exceed the 
industry’s most rigorous standards 
in the areas of labor practices, 
food safety, and integrated pest 
management.

EFI practices have been a key focus 
of our growers for many years. 
Moving toward certification was 
an opportunity for McDougall and 
Sons to validate the many existing 
efforts we were already practicing. 
It was also an opportunity to 
explore new ways of improving 
operations—keeping the best 
interests of the farmworkers central 
to our daily operations.

CMI is in the process of bringing 
the remaining 50 percent on 
board. We are confident that facing 
this challenge head-on will lead 
to the outstanding continuous 
improvement of CMI collectively, 
encourage us to innovative new 
best practices, and spur the 
common good for our industry.

direction in which fresh produce is 
heading and the trajectory that got 
us to where we are today.

While CMI’s growth serves as a 
guidepost for this story, what was 
revealed to me by Bob is much 
larger than any one business—it is a 
compilation of category benchmarks 
executed by the industry as a whole. 
Apples, cherries, and pears are the 

lifeblood of CMI Orchards, and at 
the same time, the company often 
reflects on the forces outside its 
organization as a means to foster 
continuous improvement.

A retail vet turned supply-side 
expert who sits on many industry 
Boards, I cannot think of a more 
adept individual to tell this story 
than Bob.
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CJ: CMI seems to be very dedicated 
to the development of its product 
portfolio as well, especially as it 
relates to organic production—a 
strategic move to assist retail 
partners to capture incremental 
sales. How does the company 
maintain consumer engagement 
through varietal development?

BM: Shoppers expect high quality 
and continue to seek out premium 
items and new flavor profiles. By 
soliciting consumer feedback 
and studying sales analytics and 
buying habits, we feel it is vital 
to give shoppers exactly what 
they want: branded organics. This 
trend is a win-win, as retailers are 
rewarded by consumer sales and 
loyalty, shoppers are delighted, 
and the industry is elevated by 
innovation. That said, a four-tiered 
sales approach of conventional core, 
conventional branded, organic core, 
and organic branded is central to 
CMI’s brand—allowing us to meet 
retailer and consumer needs across 
the buying spectrum. 

Similar to our tiered offerings, CMI 
leverages significant in-house 
branded programs—American 
Dream®, Flavogram®, and Flavors of 
the World®—which serve to capture 
multiple varieties or brands and 
give retailers more promotional 
merchandising opportunities. Our 
portfolio of branded apples includes 
Jazz™, Envy™, Smitten™, Ambrosia 
Gold®, KIKU®, Kanzi®, EverCrisp®, 
Cosmic Crisp®, and the newly added 
Sunrise Magic®. We follow these 
apple programs up with branded 
summer offerings with our Skylar 
Rae® and Strawberry cherries. 

Sublicensing agreements on KIKU 
and Kanzi brands with our valued 
partners Applewood Orchards 
and Rice Fruit Company allow us 
to extend the availability of these 
programs for year-round coverage 
while bringing great products in 
proximity to Midwest and Eastern 
regional markets for locally grown 
programs. We also have our Horizon 
program, which functions as a trial 
program for evaluating new varieties, 
and we are a proud partner of the 
International PomeFruit Alliance 
(IPA). The IPA program is a group 
of six of the finest growing entities 
from various apple producing 
countries coming together to grow 
and distribute new and exciting 
varieties around the world.

This added volume enables 
significant growth for CMI 
[Orchards] and our partners, 
providing a robust portfolio 
for the future.

-Bob Mast,
President, CMI Orchards

CJ: We at AndNowUKnow and The 
Snack are always itching to hear 
what’s next in the world of produce. 
What can you tell us about CMI’s 
upcoming innovations?

BM: We believe we are centered on 
the next big industry breakthrough—
and the downline of that realization 
is the waypoints of sustainability, 
stewardship, and best practices 
brought to scale.

CMI is on a rapid, but strategically 
managed, growth trajectory. We 
strive to be a strategic partner for all 
of our customers and to continue to 
provide new and innovative ways to 
stay on top and stand out from the 
masses. CMI wants to be the easy 
button for our retail partners, delight 
consumers by offering the greatest 
possible eating experience through 
the best varieties globally, provide 
relevant and sustainable solutions to 
significantly reduce waste, give back 
to our communities and the people 
that drive our business, and remain 
forward-thinking in our approaches. 
We frequently say at CMI that 
we will always strive to outhustle, 
outperform, and outservice our 
competitors. No matter how big we 
grow or what the future holds, our 
growers, employees, and customers 
will remain the lifeblood of our 
operations.

CJ: Sounds like CMI has a lot to 
celebrate in terms of successes! I 
know your ownership group has had 
some recent achievements as well, 
can you tell me about those?

BM: Mike Robinson, Co-Owner of 
Double Diamond Fruit and part 
of the CMI ownership, was named 
the 2021 Grower of the Year by the 
Good Fruit Grower. Secondly, we are 
celebrating the McDougall family, 
who was just recently announced 
as the 2022 Apple Citizens of the 
Year by the Washington State Apple 
Blossom Festival. 

CMI is also honored to have received 
the National Agri-Marketing 
Association’s Region One award, 
with our 2021 Flavogram® campaign 
that was developed by our very 
creative and innovative team in 
partnership with Curious Plot. 

CJ: Bob, our industry has clearly 
been faced with many obstacles to 
overcome in recent years. What are 
some of the ways CMI adapted and 
responded to these challenges?

BM: We have accelerated our 
emphasis and investment within 
our company’s logistics and 
transportation support divisions, 
which is an area of utmost 
importance to our retail partners. 
Similarly, the produce landscape 
continues to rapidly migrate from 
the physical to the digital space. 
This move was further accelerated 
with the onset of the pandemic. In 
response, we have quickly become 
experts in omnichannel marketing.

CMI also offers digital support 
with social media carousel ads 
that click through to retailers’ 
digital storefronts and produce 
departments, in addition to boosting 
geo-targeted ads in close proximity 
to stores. We are committed to 
doing everything we can to support 
our retail partners and make the 
process of increasing sales of our 
products as easy as possible.

In this way, CMI is also positioned 
to be a sounding board, a guide, 
or a go-to source when our 
retail partners are needing more 
information. While some retailers 
have in-house, pay-to-play digital 
platforms, CMI functions as a third-
party source allowing us to be 
nimble and responsive, leveraging 
our resources and expertise on the 
fly to flex for our retailers’ needs. 

In terms of sustainability, we’re 
taking the same approach as we’ve 
done with omnichannel marketing, 
and that is to become experts in 
this area. There’s so much technical 
information, especially related to 
sustainable packaging, and we 
see it as our job to ground the 
conversation as much as possible 
with good data. We just launched 
a new brand called Relax®, which 
puts an easily digestible shield of 
relevant information on the front 
of each package—conveying in 
simple messaging the sustainability 
benefits of the packaging. 

While Bob is still playing it 
close to the vest in terms of 
upcoming announcements, 

a track record like CMI Orchards’ 
speaks for itself. It truly takes a 
unique perspective to make it in this 
industry, and this is one treefruit 
supplier taking destiny by the reins 
and steering its carriage toward 
future success.

Mike Robinson

Pictured above (from left to right) are Matt Jeffrey, Scott McDougall, and Bryon McDougall
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By The Snack Editorial 
Contributor Rex Lawrence, 
Founder and President, Joe 

Produce Search℠

It’s a competitive market for talent—for both newer 
and experienced employees. What if we can keep the 
experienced people longer? And, at the same time, 
also see them refreshed, engaged, motivated, and 

actively contributing to their own succession?

One of the things that I discovered years ago is 
sabbaticals. We have quite a few Intel Corporation 
employees in our area, and I was surprised by the Intel 
sabbatical program. Intel offers a sabbatical to its United 
States-based employees who can choose to take eight 
weeks off after every seven years of service or four 
weeks off after every four years of service. This is on top 
of their regular vacation.

Many professionals are reevaluating their lives and 
priorities. We’re hearing words like health, family, balance, 
rest, reassess, and happiness. 

Concurrent to all this, we’re experiencing gaps in 
talent and companies hiring for succession; companies 
seeking experience and, all the while, seeing the rate of 
retirements increase. 

We have these conversations with folks in their mid-to 
late-50s who, “want to keep working another 7, 10, 15, 
or more years,” and, at the same time, they are thinking 
more about enjoying the last stages of their career; 
easing off just a bit, mentoring and giving back, having 
more to contribute, and, also, not knowing their next 
steps. They yearn for something different, but may not 
have a plan. 

Based on several conversations, including with those 
who left work for a while and find themselves returning 
with renewed interests and energy, I think many of these 
folks may just need a break to hit reset. Heck, even tennis 

How Radical is a  
 Sabbatical?

Founder and President, 
Joe Produce Search℠

Rex Lawrence, 

Joe Pro Resumes™ is a professional resume writing 
service. Our approach to resumes is based on 
decades of studying the resume audience and how 
best to communicate throughout the review and 
decision sequence. We have written hundreds of 
resumes for professionals in the produce business 

in addition to various 
related sectors. We begin 
with the end in mind.

Joe Produce Search℠ is the Executive 
Search division of Joe Produce. 
Placements range from C-level to sales 
and middle management throughout 
North America, covering a wide range 
of businesses and departments. 
Share your needs and objectives, and 
we’ll share our process and solution.

JoeProResumes.com

Benefits of Taking A Sabbatical 
Improve employee retention 
In this job market, retention is more important than ever. 
Typically awarded after quite a few years of full-time work, 
this gives employees more incentive to stick around. 

As an Intel employee shared via Rigby’s report, “I find 
that Intel employees really value the sabbatical benefit. 
Employees even have ‘count-downs’ to their first 
sabbatical on their office walls.” 

When CLIF Bar & Company asked its employees what 
perks they valued, sabbaticals ranked at the top, and 
partially as a result of offering time off to seven-year 
employees, the company had less than 3 percent turnover, 
according to Huffington Post.

Employees return and often work like they have  
a new job 
Burnout is real. After working the same job day in and 
day out, employees may lose the motivation that can 
be reignited by some time away. Not only are they able 
to recharge, but they also come back to work with 
renewed focus, increased general health, organizational 
commitment, a better assertion of their personal goals, 
and a stronger sense of well-being.

But, what if the employee returns from their sabbatical 
and quits? Good question! 

I’ve learned that some companies have a “refund 
policy” in place for paid sabbaticals: If the employee 
returns and quits within a short period of time, there 
is money owed to the company. There are some 
things to think about with that idea, but it’s certainly 
worth discussing as you weigh out the pros, cons, 
possibilities, and applicable policies.

If you planned and executed well before and during 
the sabbatical, you’re prepared and fully able to 
operate without them.

So, is the sabbatical too radical for produce?

I am beginning to think not, and will dive in further in 
the next issue of The Snack. 

Until then, I encourage you to think about this a bit, 
and perhaps do a little research. I’d love to hear from 
you before we complete Part 2 of this story, so reach 
out to Rex@JoeProduce.com, and I will catch you in 
the next issue.

Inspired employees can grow the business
Science shows—and Albert Einstein strongly supported—
that focusing on something other than your work can 
actually improve your ability to think of novel solutions, a 
phenomenon known as combinatory play.

A powerful recruiting tool 
As we look to attract and retain quality employees in a 
market that favors job seekers, every action is crucial. 
A MetLife survey of over 2,600 full-time U.S. workers 
found that paid sabbatical programs are among the most 
desired benefits, with 66 percent of respondents saying 
they were interested in them.

Young employees are encouraged to stay with the 
company 
Increasingly, many young employees jump from one job 
to the next, often spending as little as one or two years 
with a company. Sabbaticals that are rewarded based on 
time with the company encourage employees to remain 
loyal to a company for an extended amount of time, as 
well as envision longer-term career goals they may not 
have otherwise considered and planned for.

Less experienced employees have the opportunity to 
grow in their roles 
When more experienced employees take a sabbatical, 
the rest of the team has to pitch in to do the work the 
manager usually handles. This provides a great chance 
for younger employees to take on new job tasks and 
expand their skill sets. 

“Train other employees to do the job of the person who 
will be away,” advises Pamela Becker, Vice President 
of Human Resources/Training at Edelman Financial 
Services LLC**. “This causes people to become familiar 
with each other’s duties and strengthens the depth of 
talent in the organization. It also leads to new career 
opportunities as people get exposed to other functions 
in the organization. All this increases productivity, fosters 
camaraderie, and reduces turnover.”

  SOURCES:

has rests between sets, matches, and tournaments. So, 
how about a sabbatical?

But, why would someone take off from work for an 
extended period of time? And, more perplexingly, why 
would employers support it? According to author and 
consultant Amy Rigby*, there are many benefits to 
sabbatical leave…

*1.

**2. 
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and be fruitful at 
the same time.

“It’s very 
exciting to 
hit a billion 
dollars. I 

think in 
any business 

you’re in, that’s 
a pretty unique 
milestone. We 
don’t really 
concentrate 

on top-line revenue that much, 
though,” explains President Eddie 
Lund. “At Allen Lund Company, we 
like to look at other factors we think 
are important to see if we’re on the 
right path or not. We are still very 
proud and want our entire team to 
celebrate the achievement.”

While the $1 billion mark may 
serve as an exciting landmark to 
point to in the company’s history, 
for the transportation maven, it 
also indicates that its long-term, 
finely tuned strategy is paying off. 
And, with this expertly crafted 
plan in play, Allen Lund Company 
has seen a plethora of other key 
developments in recent years, all of 

In celebration of hitting the $1 billion revenue mark, Allen Lund Company’s executive team hit the road for its Gratitude Tour, making its way to all of its offices 
across the country

which played an integral part in the 
company’s recent accomplishment.

“We’re a sales company, and we’re 
in growth mode,” Eddie continues. 

“This recent milestone signifies that 
achievement and shows we had 
success in evolving with our current 
customers as well as adding new 
customers. Building on that, I think 
the bigger thing for us is that we’ve 
experienced incredible load growth 
of 94,000-plus in 2021 and a 30 
percent increase in loads moved in 
the first quarter of 2022. That’s the 
bigger thing to look at and one of the 
reasons we were able to hit the $1 
billion mark.” 

These impressive feats become that 
much more important when the 
current state of the produce industry, 
the supply chain, and the economy 
are taken into account. Earning 
$1 billion in revenue is always 
remarkable, but reaching that goal 
with those hurdles in place showcases 
the tireless efforts of ALC’s dedicated 
team in the face of challenges 
and the company’s unwavering 
commitment to serving the industry 
and local communities.

By Jenna Plasterer

T reat others how you want to be 
treated. That’s the Golden Rule.

It’s a simple notion many are taught 
growing up. However, in the jumble 
of adult life, with its many interactions, 
stressors, and opposing ideas, it can be 
overlooked. 

But not by Allen Lund Company.

The transportation expert has long held 
this concept at the core of its culture, 
treating every team member and 

customer as if they were family, and, in 
return, has received loyalty and love back.

Due to this unwavering dedication to its 
associates and its partners, the company 
recently hit a massive milestone—
reaching the $1 billion revenue mark. 
But, for an operation like Allen Lund 
Company, affectionately referred to as 
ALC, which prides itself on relationships, 
this achievement stands for so much 
more than financial success: It’s proof 
that strong dedication can foster an 
encouraging, caring work environment 

Eddie Lund, President, 
Allen Lund Company

“The industry has experienced one 
of the tightest truck markets over 
the last two years, and rates are as 
high as they’ve ever been. We told 
our people that we could have made 
a lot of excuses for not performing 
well, but we decided not to. Instead, 
we worked to figure out solutions 
to the challenges we were facing. It 
was great to be deemed an essential 
business during the pandemic, and 
we took that seriously. So, we made 
it our mission to move a lot of food 
and felt like we were contributing 
to the overall economy by getting 
products where they needed to be. 
At Allen Lund, we take a lot of pride 
in that.”

With all of these triumphs under 
its belt, Allen Lund Company did 
what anyone would do—celebrated! 
And, in typical company fashion, the 
organization took the festivities to its 
employees as part of its aptly named 
Gratitude Tour.

Hitting the road, Eddie and the rest of 
the executive team traveled across the 
country, paying special visits to every 
single Allen Lund Company office to 
honor the hardworking associates that 
have helped achieve these goals.
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Jim McGuire, Executive 
Vice President, showing 
off a Gratitude Tour T-shirt

As part of its Gratitude Tour, ALC’s executive team spent time with all of its associates, sitting down for a meal and providing them with exclusive gifts to honor its 
recent milestone

“The tour was quite a feat, especially 
with some of the COVID concerns 
early on,” Eddie imparts. “Right off 
the bat, we didn’t know quite how 

to celebrate this 
milestone. 
At first, we 

thought 
about 
having a 
big party at 
corporate, 

but it just 
didn’t feel 

like us. So, we 
said, ‘You know 

what? We’re a 
family business, 
let’s go see the 
entire family!’ 
And that’s exactly 
what we did—we 
visited our last six 
offices at the end 
of April.”

As the executive 
team snaked its 

way across the United 
States, they were able to 
spend one-on-one time 

with the dedicated employees that 
work tirelessly to keep the operations 
running smoothly. To say thank you, 
each team was provided with a lovely 
meal and was given a special-edition 
T-shirt to remember the occasion, 
because, for Allen Lund Company, 
all of its employees are rock stars, 
and what is a good concert without 
some fun merch?  

“I think the tour was very well 
received. Everyone we visited got 
a Gratitude Tour T-shirt with a 
rock-and-roll-style design, and we 
had a special gift for everyone that 
worked in 2021,” Eddie says. “It was 
a fantastic way to celebrate hitting $1 
billion, and also a great way to visit 
the offices and see everybody’s faces. 
We have hired a lot of new people 
that historically would have come to 
our corporate office for training, but 
that hasn’t really been possible since 
March 2020. So, this provided a 
great opportunity for us to meet a lot 
of new employees.”

Coming off of the Gratitude Tour 
and the company’s most recent 
success, Eddie tells me that, moving 

“We told our people 
that we could have 

made a lot of excuses 
for not performing 

well, but we decided 
not to. Instead, we 

worked to figure 
out solutions 

to the challenges  
we were facing.”

- Eddie Lund, President, 
Allen Lund Company

forward, its next goal is to continue 
expanding its family of associates. 
This has become especially 
important as the produce industry 
and other sectors in the United 
States have come up against a tight 
labor market. In other words, by 
adding more high-caliber 

people to its team, the operation will 
be enabled for further growth.

“Getting even more quality people 
into company seats is something we 
are working very hard on. Typically, 
before the pandemic, we probably 
had anywhere from 15 to 20 job 
openings at once, and right now 
we have close to 100 job openings,” 
Eddie conveys. “So far, we’ve done 
a good job hiring, but the truck 
market remains volatile, and we 
want to keep up. To do that, we’ve 
added to our recruiting team and 
bolstered our referral program for 
current employees, offering them 

added benefits if they help build 
out our team.”

With its strategy geared 
toward expansion, 
whether that be of its 
operations or its team, 
Allen Lund Company 
is taking its gratitude 
and its achievements 
and using it as fuel 
for its next phase of 
evolution.

San Antonio, Texas, 
Manager Troy Magers 
flashes a smile as he 
shows off his $1 billion 
commemorative coin

“We’ve jokingly been saying that 
the first billion-dollar mark is the 
toughest,” Eddie humbly kids before 
laying out Allen Lund Company’s 
ambitious future plans. “With the 
way 2022 has started, our short-
term objective is moving half a 
million loads in one year, and the 
long-term target is hitting that next 
billion. While it took us 46 years to 
get to that first billion, I’m confident 
we can get to the next billion in 
a fraction of the time. As long as 
we’re adding customers and carriers, 
increasing our load count, and 
providing great customer service, 
those top-line numbers will take care 
of themselves.”

You get what you give. Allen Lund 
Company is a prime example of this 
simple, yet powerful, idea, showing 
there is ample value in kindness and 
respect, especially in an industry of 
people like fresh produce. So, always 
remember to abide by the coveted 
Golden Rule—you too will uncover 
success in more ways than one.

To show its thanks for the hard work and dedication 
of its team in reaching $1 billion, ALC awarded them 
with special commemorative coins
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DIRECTIONS

1. Muddle plum, maple syrup, water, and 
lemon juice in a cocktail shaker. 

2. Add ice and whiskey. 

3. Shake and strain into an ice-filled old 
fashioned glass and garnish with a 
plum slice and a wedge of lemon.

4. Enjoy!  
 
Source:

INGREDIENTS

1 plum, cut into thick slices
3–4 fresh mint leaves
1 ½ oz lemon juice
1 oz water
½ oz maple syrup
2 oz whiskey 
 (bourbon also works!)

garnish

1 lemon wedge
1 thin plum slice
Sprig of mint

Time: 5 mins
Servings: 1 drink

Why, then, did the Plum Whiskey 
Smash skyrocket to the top of—
admittedly—a rather long list? The 
answer is simple: the stonefruit 
anchoring this beautiful drink, making 
for a sweet and warm sip that 
embraces you before kicking you in 
the teeth. (Can you tell I was inspired 
by the pulp novel?) 

I dare anyone who doesn’t like whiskey 
to give this drink a try. The sweetness 
of the plum blends beautifully with the 
natural cinnamon-y heat of whiskey. 
Lemon prevents the flavors from 
feeling too heavy; instead, you’re 
offered that elusive perfect sip.

With the domestic stonefruit season 
aligning with the July issue of The 
Snack, it’s nearly impossible to ignore 
the multiple applications of the plum. 
Why not start with a cocktail?

It was a hot summer night when I 
realized I liked whiskey. 

Although this sounds like the 
beginning of a bad pulp novel in which 
a down-on-her-luck dame finds the 
man who double-crossed her father, I 
swear this actually happened. I was 
watching Game of Thrones—remember 
that show we all collectively purged 
from our memories?—and I wanted a 
little something to imbibe. Glancing at 
the bar cart, there was only whiskey. 

What’s a girl to do but persevere? 

You know the rest of this story, 
because when I realized I liked 
whiskey, it was game on. The number 
of cocktails I was prepared to try 
numbered into the dozens, one of 
which is featured right here in this 
Libations for All Occasions. 

Photography by Emily McLain
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