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audience (be it buyers or consumers) you penetrate the 
micro-thin fibers of overstimulation, product and messaging 
saturation, and noise that can fill the B2C echo chamber—
and become a part of their home, family, and traditions. 
Also inside this space are chefs—our ambassadors to the 
plate—restaurants, and foodservice operators. Those that 
cherish the eating experience like Denny’s, Sysco, Markon 
Cooperative, and more.

Marketers are our warriors. Recipes are the experience. 

Recipes become a passageway for 
communicating the versatility, usage, history, 
and future of not only a product but a team 
of passionate people dedicated to the quality 
and health of the eating experience. Recipes 
create connections, forge memories, and 
locate people in time and space. They 

anchor us to our lives. Meals have always 
been an olive branch; a common thread; a 

source of joy, and a way of celebrating, grieving, 
and remembering. They are our conduits.

While calculating the metrics for a recipe’s return on 
investment (ROI) may be inevitably tied to the larger 
components of a marketing strategy, the scales of ROI 
feel like they must tip more toward the qualitative than 
quantitative. 

As Gene Harris from Denny’s knows and shares in the pages 
of this issue, meals are a handshake. And one of the most 
important ones we have.

So, extend a hand, turn a bell pepper into a refuge, a home, 
a laugh, and a memory. Turn a produce department into a 
kitchen table or a restaurant table into a storied experience.

Let the tip of the spear be the way.

2005 Capitol Ave., Sacramento, CA 95811

EDITOR’S LETTER

s marketing a cost or an investment? 

While relatively similar on a balance sheet, the 
frame of mind and the ripple effects of each are 
completely different. The perspective you adopt 
will change the way that marketing can flex, 
penetrate, and engage within the retail, foodservice, 
and consumer spaces. 

Marketing is strategy, it’s messaging, and it is vision, 
polished and crystallized into a sharpened 
spear. Marketing is the path and the way 
forward. It finds the point of connection in 
a nebulous relationship between business 
and consumer, and it harnesses such a 
sensitive conduit to make the intangible 
tangible. Marketers are that tip of the 
spear, honing an edge and fine-tuning a 
company’s abilities and level of execution. 

One of the ways marketers build that bridge 
of connection, piercing the distance between 
the seed and the shopper, is through the value on 
the plate—supported by recipe development, high-quality 
presentation, and education. What better way to celebrate 
their efforts than with our 72nd edition of The Snack, the 
What the Fork (WTF) issue?

Within this meal creation space occupied by marketers, we 
see a relentless desire to solidify that connection with the 
consumer. Many of the greatest marketers we know have a 
keen sense of what today’s produce-passionate want. Backed 
by research, data, testimony, and experience, they create a 
bridge between the supplier, retailer, foodservice operator, 
and consumer in a way that builds loyalty, ingenuity, and 
value. A key component in building that bond is also 
creativity, in all its possibilities and complexities.

Creativity can be harnessed into a shared experience 
today’s shopper, meal-maker, and relationship-builder 
seek, and one way that marketers have been building 
between grower, buyer, and consumer is through this recipe 
development and educational space. 

Maybe it’s the creative in me, or maybe it’s the amazing 
teachers we have around us in this industry like 
Mastronardi Produce®/SUNSET®, Sunkist Growers, 
Stemilt, Pure Flavor®, and more. Either way, I have learned 
that if you can create a shared experience with your target 

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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THE TOP 10 
WTFS THAT 
ROCKED OUR 
READERSHIP
From the beginning of  2022 
through our October issue, 
we have reviewed and 
reveled in some of  the best 
What the Fork (WTF) recipes 
we have seen in years. Check 
out 10 of  the top recipes we 
chose, with many more in this 
issue to entice and impress… 76
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SARA LOZANO,
Marketing and Product Development, Sambrailo

MY FAVORITE THINGS

Food lover, family woman, and adventure seeker, Sara Lozano 
knows how to live it up. Whether indulging in a buttery fresh 
croissant accompanied by a couple of espresso shots or taking 
a day trip to a national park to explore with her family, she is 

soaking in all of the beautiful things life has to offer and sharing 
that joy with the produce industry. So, grab a donut, throw on 
some baking shows, and get ready to uncover this blissful soul’s 
list of favorites—because that’s what Sara would do. You’ll see!

Sun Gold Cherry 
Tomatoes

1 2 3

4 5 6

7 8 9

Croissants

Donut Sunday

The Great British 
Baking Show

Espresso

Farmers Market 
Strawberries

Tacos

National Parks

The Great Alone

With Jenna Plasterer

Plain, pain au chocolat, 
almond…I love them all!

We recently started 
growing these in our 
garden and eat them 
by the handful.

Our family 
tradition. We 
grab coffee 
and walk to 
get donuts 
every Sunday.

Our family enjoys road tripping 
to explore them, and we hope to 
visit them all someday.

Especially on 
homemade tortillas 
with a bit of spicy 
salsa.

A good book by Kristin Hannah 
that is one of my faves!

A little cup of 
heaven. Minimum 
of two shots a 
day to get started 
in the morning, 
especially with 
two little ones.

I could have 
this show on 
repeat and never 
get tired of it—
comforting and 
inspiring at the 

same time.

I never get enough 
during the season! 
We buy baskets at 
a time.

ut yourself in the shoes of  
your shoppers.

Eyes scan the berry patch for 
something sweet and juicy, 
potentially for a charcuterie 
board, maybe a light snack for the 
household, or to bake in a warming 
dish. Then, your eyes catch sight of  
a peculiar container.

It’s Nature Fresh Farms Strawberries.

You’re drawn to the luscious reds, 
the sweet fragrance, and the distinct 

A Closer Look at 
Nature Fresh Farms 
Strawberry Clamshell
By Lilian Diep

greenhouse-shaped clamshell. 
The 12 oz container enchants the 
hand to pick it up, the eyes see 
‘greenhouse,’ and the nose can’t 
help but take a gentle sniff of the 
fresh and subtle scent. 

Without another thought, the 
product is gently placed in the 
cart and makes its way safely back 
home. Rinsed and lightly dried, 
you take a testing bite to find the 
strawberries to be unlike anything 
you’ve tried. An elevated eating 
experience, irresistibly sweet, and 

unmistakably fragrant. Before you 
know it, the whole container is gone, 
and your shopping list has Nature 
Fresh Farms Strawberries at the very 
top with a star.

On the next visit, you’re back in the 
produce aisle, a beeline straight to 
the berry patch for a satisfyingly 
sweet repeat of a delicious journey. 

News across the berry patch is the 
grower is expanding its repertoire. 
Maybe the next trip will have these 
juicy gems available in organic too.

P
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12 oz package fresh Naturipe Cranberries
1 cup fresh Naturipe Blueberries
½ cup fresh Naturipe Strawberries, chopped
¾ cup water or orange juice
¼ cup port 
1 cup white sugar
¼ tsp pumpkin pie spice
½ tsp cinnamon

Prep Time: 10 mins
Cook Time: 40 mins
Servings: 6

1 Bring water or orange juice, port, sugar, and cranberries to a slow boil for 
30 minutes. Break cranberries with back of spoon.

2 Add blueberries and cook for another 10 minutes, or until thick.

3 Remove from heat and stir in chopped strawberries, pumpkin pie spice, 
and cinnamon.

4 Pour while hot into serving dish and let cool to room temperature, then 
cover and refrigerate overnight before serving. Enjoy!

To learn more about Naturipe, visit www.naturipefarms.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

STRAWBERRY, BLUEBERRY, AND CRANBERRY SAUCE

Naturipe Berries

Photo credited to The Produce Moms®
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We’ve been exclusively growing and marketing

certified organic fresh produce since 1998
Employee-Owned and Family Farmed

We share over 300 years of organic fresh fruit experience

Our tailor-made product line offers a

convenient, one-stop-shop option for

all organic retail and wholesale needs.

Our tailor-made product line offers a

convenient, one-stop-shop option for

all organic retail and wholesale needs.

Citrus Blueberries Tree Fruit Grapes



Berries

SNACKCHAT

By Anne Allen

Inescapable is the berry in holiday spreads; in fact, 
if you Google “holiday berry recipes,” a veritable 
avalanche of festive cheer will blast through your 

computer—believe me, I’ve checked. The bright hues 
and the sweet bursts of flavor embody the warmth 
surrounding the last two months of the year. My own 
memories of a berry compote fresh from the oven 
springs to mind. In order to capture this magic in the 
produce aisle, I spoke with several industry friends 
who know a thing or two about merchandising 
berries this holiday season…

Ajit 
Saxena,

“Strawberries, specifically Smuccies™ Sweet Strawberries, 
are a great fit for promotional opportunities during the 
holiday season. The bright red color and sweet flavor 
make them the perfect festive fruit to add to desserts, 
or even pair with your favorite spirit or bar of dark 
chocolate! Even better, our berries are CEA-grown year-
round in southwestern Ontario, a typically cold region.  
For customers in the Midwest and on the East Coast that 
usually rely on imported berries, our proximity to market 
helps us reduce food miles, allowing for maximum flavor, 
quality, and shelf-life!” 

Public Relations and Digital 
Marketing Manager, 
Mucci Farms

Kyla 
Oberman,

“Including berries in holiday dishes is a great way to 
elevate a dish! Berries not only add flavor, but they 
also bring a pop of color and pack a nutritious punch. 
Berries are diverse when used as a cooking ingredient. 
Naturally, they complement most sweet dishes—
however one may be surprised by the multiple savory 
applications berries go well with—such as my current 
favorite side: Strawberry and Grilled Asparagus Salad! 
It’s a flavorful, easy dish, prime for the holiday season, 
or any other day for that matter!”

Director of Marketing, 
California Giant 
Berry Farms

CarrieAnn 
Arias,

“Fall is a great time to slow down and spend a little 
more time doing what we love. We like to promote 
our berries by putting a twist on classic holiday 
recipes. For example, our triple-berry sauce, which 
includes cranberries, blueberries, and strawberries, 
is a holiday favorite. It takes a recipe from delicious 
to ‘oh, my goodness!’ with just a few minutes in the 
kitchen. In addition to September and October being 
peak cranberry season, we also have promotable 
volumes of blueberries this season. This makes our 
Strawberry, Blueberry, and Cranberry Sauce the 
perfect addition to families’ holiday tables.”  

Vice President 
of Marketing, 
Naturipe

Kiana 
Amaral,

“Not only are strawberries the bright red color associated 
with the holidays, they are a sweet, colorful, and healthy 
treat for the whole family. You can dress them up with 
chocolate, sprinkles, or other fun and festive decorations 
for any celebration. I like to use them as garnishes for 
champagne glasses while my mom is sure to makes her 
famous berry pies. So, whether you’re jazzing them up as 
tiny Santa hats or grabbing a handful out of the fridge as 
you dash from party to party, strawberries are sure to be a 
crowd pleaser through the holidays and beyond.”

Chief Operating Officer, 
Blazer Wilkinson Gee/Foxy® 
Berries
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Peppe 
Bonfiglio,

“Our award-winning WOW® Berries offer exceptional 
varieties and arguably the best strawberries in 
North America. These special berries are an ideal 
treat to bring around for special occasions. So, the 
holiday season lends itself perfectly to promotional 
opportunities for our berries. Not to mention, at a time 
of year when many growers are unable to meet the 
demand for certain fruits, SUNSET® has the capacity 
to deliver exquisite berries and delight consumers 
throughout the holidays and beyond. And we have 
more surprises following the holidays: Look out for our 
incredible angelberry™ raspberries and moonberry™ 
blackberries launching in 2023!” 

Vice President of Sales, 
Mastronardi Produce®/
SUNSET®

Frances 
Dillard,

“With the holiday season fast approaching, fresh 
blackberries and raspberries are top of mind for 
consumers when it comes to delicious recipes. 
Driscoll’s is the market leader with these two 
berries, continuing to disrupt the category with 
explosive growth. Great flavor drives sales growth 
and we are excited to see the power of the brand 
make a difference in the marketplace. As always, 
expect a few more surprises from Driscoll’s as we 
continue to push innovation and meet consumer 
needs in new ways.”

Vice President of 
Brand and Marketing,
Driscoll’s

Ryan 
Lockman,

“With farms throughout the world, our farmer-
owned cooperative does have berries that will be 
very promotable for the upcoming holiday season, 
particularly organic and conventional blueberries in 
November and around Thanksgiving. Raspberries and 
blackberries will also have promotional opportunities 
through the Thanksgiving loading period and into 
December. Berries will be a very important piece to the 
holiday menu and whether it’s blueberries, blackberries, 
or raspberries, they will be readily available over the 
holiday period.” 

Vice President of 
Sales and Procurement, 
North Bay Produce

Amber 
Maloney,

“Fall is in the air and we know this time of year 
pumpkin flavor is on everyone’s mind. Pumpkin spice 
fans—cover your ears! Berries pair perfectly (dare 
we say, better?) with all the warm spices of fall like 
cardamom, cinnamon, clove, and nutmeg. To bring 
new fall inspiration, Wish Farms will be sharing a series 
of full-length recipe videos in partnership with Retro 
Rad Chef Emily Ellyn. This Food Network star cooks up 
unexpected flavor combinations mixing Wish Farms 
berries with all our favorite fall spices to create a 
twist on warm comfort dishes, desserts, and cocktails. 
Our hope is that berry lovers will find new ways to 
incorporate berries into their fall favorites.”

Director of Marketing, 
Wish Farms

Cindy 
Jewell,

“This is the time of year when fresh produce and 
total grocery sales are typically at an all-time high as 
the holiday season approaches. Now that our fresh 
strawberries are promotable on a year-round basis, they 
have quickly become a holiday favorite. The beautiful 
red color and sweet flavor of strawberries fit right into 
all the celebrations ahead for fall and winter holidays. 
We are sharing several new seasonal recipes from drinks 
to desserts to help those looking for inspiration to 
celebrate with family and friends.”

Vice President of Marketing, 
Bobalu

24 / NOV 2022 THESNACK.NET / 25

VOICES OF THE INDUSTRY VOICES OF THE INDUSTRY



berry gelee

1 cup North Bay Produce Raspberries 
1 cup North Bay Produce Blueberries
3 tsp unflavored powdered gelatin
6 tbsp water
½ cup granulated sugar

panna cotta

1 cup whole milk
1 tbsp unflavored powdered gelatin
3 cups heavy whipping cream
⅓ cup honey
1 tbsp granulated sugar
Pinch of salt

Prep Time: 1 hour
Chill Time: 1 hour
Cook Time: 20 mins
Servings: 6

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

BERRY PANNA COTTA

North Bay Produce 
Raspberries and 

Blueberries

1 For the berry gelee, sprinkle gelatin over water. Place fruit and sugar in a small 
saucepan and simmer until sugar has dissolved. Now, mix the gelatin into the berry 
mixture and stir until gelatin has dissolved. Remove from heat and pour into glass or 
ramekin. Refrigerate until set, at least 1 hour. 

2 For the panna cotta, pour the milk into a bowl and sprinkle gelatin evenly and thinly 
over the milk (make sure the bowl is cold by placing the bowl in the refrigerator for 
a few minutes before you start making the panna cotta). Let stand for 5 minutes to 
soften the gelatin.

3 Pour the milk into the saucepan and place over medium heat on the stove. Heat this 
mixture until it is hot, but not boiling, about 5 minutes. Next, add the cream, honey, 
sugar, and pinch of salt. Making sure the mixture doesn’t boil, continue to heat and 
stir occasionally until the sugar and honey have dissolved, 5–7 minutes. 

4 Remove from heat, allow it to sit for a few minutes to cool to room temperature. Pour 
into the glass or ramekin over berry gelee. Refrigerate at least 6 hours or overnight. 
Add garnishes of berries, mint, and honeycomb (optional) and serve!

To learn more about North Bay Produce, visit www.northbayproduce.com

26 / NOV 2022



1 package (6 oz) Driscoll’s Raspberries
½ cup sliced almonds
1 package (13.3 oz) ripe Brie, top rind 

sliced off, chilled
¼ cup honey
1 tsp balsamic vinegar
½ tsp chopped fresh thyme
Water crackers or baguette slices

Prep Time: 10 min
Cook Time: 25 min
Servings: 4–6

1 Preheat oven to 350° F. Spread sliced almonds on a rimmed baking sheet. Bake 
6–10 minutes or until lightly toasted and fragrant, stirring occasionally. Set aside 
toasted almonds.

2 Cover a rimless baking sheet or the underside of a rimmed baking sheet with a 
piece of parchment paper. Place Brie onto baking sheet.

3 Bake about 15 minutes, or until warm and top of Brie is softened. Do not overcook. 
Slide warm Brie onto a serving platter and set aside.

4 Pour honey into a small saucepan. Add balsamic vinegar and chopped fresh 
thyme. Cook over medium-low heat until just warm, about 3 minutes. Stir in 
toasted almonds.

5 Top Brie with Driscoll’s Raspberries. Serve immediately while warm with crackers 
or baguette slices. Enjoy!

To learn more about Driscoll’s, visit www.driscolls.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

RASPBERRY BRIE WITH HONEY AND ALMONDS

Driscoll’s Raspberries

Recipe credited to Rick Rodgers
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1 cup Jasmine Vineyards Red 
and Black Table Grapes
2 Acorn squash
1 cup medium pearled barley
2 cups water
1 tbsp olive oil
½ cup bread crumbs
⅛ cup crumbled feta
⅛ cup chopped pecans
Fresh thyme and rosemary,  

finely chopped
Salt and pepper, to taste

Prep Time: 30 min
Cook Time: 1 hr 30 min
Servings: 4

1 Halve, deseed, and oil the squash. Place squash face-down on a baking sheet and roast for 
30 minutes at 375° F or until soft to the touch.

2 Cut the grapes in half and place them face-down on another baking sheet. Roast these in 
the oven with the squash until the grape skins start to blister, about 20 minutes.

3 While the squash and grapes roast, place barley, water, and salt over high heat and bring to 
a boil. Once boiling, reduce heat, cover, and simmer for 30 minutes or until barley is soft.

4 Remove barley from heat and set aside to cool. There should be about ½ cup for each 
squash half.

5 Remove squash and grapes from the oven and set aside to cool.

6 Mix barley with roasted grapes and finely chopped herbs, then fill the squash halves with 
the mixture. Sprinkle each stuffed squash half with cheese, breadcrumbs, chopped pecans, 
and salt and pepper to taste. 

7 Put back in the oven for 5–10 minutes to reheat before serving. Enjoy! 

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

CALIFORNIA-STYLE ROASTED SQUASH

Jasmine Vineyards 
Table Grapes

Like a beacon in the produce 
aisle, Misionero calls shoppers 
into the leafy greens section. 

Organic, dynamic, dare I say, epic?

The expansion of Misionero’s Earth 
Greens Organic Washed & Trimmed 
line brings field-grown Romaine and 
Green Leaf lettuces to its portfolio, 
thereby expanding the consumer’s 
craving for fresh and healthy. And 
with a vivacious blue against purple 
on the Romaine packaging, heads 
will turn.

Misionero’s Earth Greens brand is 
committed to the formula Organic 
+ Healthy = Happy. As shopping 
trends continue to show organics as 
a booming sector, I am a believer in 
this equation. While each product 
in the salad line comes in a 5 oz 
offering, the new Romaine and 
Green Leaf SKUs will be packaged 
in 7 oz peel and reseal packaging for 
ready-to-use versatility.

Ideal for salads, sandwiches, wraps, 
boats, smoothies, juices…you 
think it, consumers will make it. 
The value-added line makes meal 
prep a breeze, and your shoppers’ 
imaginations will fly when they see 
organic Romaine leaves next to 
items such as cuts of protein, juicy 
fruits for salads, or Vietnamese 
noodles for a myriad of dishes.

Bring something fresh to the basket 
as shoppers prepare their holiday 
meals, and watch as they head back 
to the aisles for repeat purchases.

A Closer Look at 
Misionero’s Earth Greens 
Organic Romaine Lettuce
By Lilian Diep
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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.

RAINIER FRUIT COMPANY 
INDUSTRY SPOTLIGHT

A
ran Urlacher is one grower that nurtures Envy™, and we’re 
not talking about the emotion. The apple is widely eaten and 
enjoyed, a common category one might find in the aisles. 

However, many stories and myths surround this crunchy pome fruit, 
and we in the industry don’t view apples as common, but exceptional. 
Rainier Fruit Company brings these treasures from fields to shelves, 
and it does so with the collective might of its growers...

ARAN URLACHER

ARAN URLACHER

As Regional Farm Manager and Envy 
Grower, Aran joined Rainier in 2005. 
The Washington State University 
graduate manages the Mattawa 
Ranch in Washington, where he 
cultivates gold known as the Envy 
apple. Aran masters the depth and 
breadth of this microclimate to grow 
and care for the environment. His 
accomplishments have made a huge 
impact, contributing to the success 
of Rainier’s Envy profile.

FIELDS OF ENVY ™

“Envy is one of Rainier’s newest 
varieties. The Mattawa microclimate 
is similar to that of New Zealand’s, 
where the variety was first grown. 
They need a longer growing season 
than other varieties, and the longer 
summers in Mattawa play into this 
perfectly. The climate gives Envy 
enough time to mature on the 
tree to its perfect sweetness,” said 
Aran. “Envy is the No. 7 variety at 
retail, and it’s still growing in volume 
and sales. Because of its success, 
we continue to add Envy trees in 
Mattawa and will do so because the 
market reflects this success.”

CERTIFIED DELICIOUS

Rainier’s 2,300-acre Mattawa 
orchards are Equitable Food 
Initiative (EFI) certified. With over 
300 rigorous standards, the EFI 
certification is one of the most 
comprehensive programs in the 
industry, and Rainier has this 
certification branching to its Johnny 
Appleseed and Royal Slope orchards 
as well. By working with EFI, Rainier 
has confirmed its processes are 
always being tested to ensure its 
employees are being treated with 
integrity and excellence.
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1 bag (12 oz) Ocean Mist® Farms  
Fresh-Cut Vegetable Medley, chopped

1 block tofu, extra firm, drained, cubed
8 oz dried rice noodles
1 cup red bell pepper, thinly sliced
2 cups peanut sauce (or alternative  

nut-free sauce, premade)
1 cup canned baby corn
2 tbsp olive oil, divided
Salt and pepper
Green onion, basil, crushed red pepper 

flakes for garnish

Prep Time: 10 min
Cook Time: 35 min
Servings: 4

1 For the tofu, heat a medium-large skillet on medium-high heat. Heat skillet for 
approx. 2 minutes, then add 1 tbsp of olive oil. Once the oil is hot, add tofu. Cook 
approx. 15–20 minutes, rotating sides regularly until all sides are browned. Remove 
from heat, let cool a few minutes, and place in a medium bowl. Salt and pepper to 
taste.

2 For the entrée, in a large pot, cook rice noodles according to the package.

3 In a large pan, add the remaining olive oil and bring it to medium heat. Once hot, 
add veggie medley and bell pepper and cook while stirring regularly, for approx. 10 
minutes.

4 Once the vegetables are tender, stir in peanut sauce, noodles, baby corn, and tofu.

5 Evenly distribute the drunken noodles into four large plates or bowls and garnish 
with green onion, basil, and red pepper flakes. 
 

To learn more about Ocean Mist® Farms, visit www.oceanmist.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

THAI TOFU DRUNKEN NOODLES WITH ASIAN VEGETABLES

Ocean Mist® Farms 
Fresh-Cut Vegetable Medley
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A Q &A  With Deena Ensworth, Senior 
Content Manager, Markon Cooperative

BY PEGGY PACKER

n empty plate is a blank canvas. Like 
an artist taking their paintbrushes 

to the space in front of them, 
chefs continuously turn to the 

mouthwatering flavors and breathtaking hues 
fresh produce possesses to concoct striking 
culinary creations. As foodservice operators set 
out to bring an unmatched vibrancy to each plate 
they present, Markon Cooperative is helping its 
partners achieve this feat with flying colors. 

Offering up a vast portfolio of fresh products 
that maximize savings, convenience, and return 
on investment, while simultaneously helping to 
ease some of the pressures presently impacting 
the industry, the foodservice trendsetter provides 
everything it takes to truly transform ingredients 
into art. 

If there is anything I learned from my high 
school Introduction to Art class—the only 
one I’ve ever taken, I might add—it’s that 
the method through which you create hugely 
impacts the end result. If you ask me, there is no 
better medium than fresh produce.

This is one belief Deena Ensworth, Senior Content 
Manager, and I wholeheartedly agree on as we set 
aside a moment to discuss Markon Cooperative’s 
favorable portfolio and all the creative ways 
operators are wielding it to their advantage. 

Settle into your seats, and join us in the making 
of a masterpiece.
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Q1 Q2

Q3

Q4

Q5

PP: You know that is one trend we here at The Snack can definitely 
get behind! While we’re on the topic of consumers’ dining-out 
behaviors, what other trends have you noticed in both the fresh 
produce and foodservice industries? How does Markon ensure it 
is growing alongside these rising consumer trends? 
 

DE: The past few years have been unique, beginning with the 
pandemic, leading to supply and labor shortages, inflation, and 
a possible recession. Foodservice operations are navigating 
through uncharted waters, and menus are reflecting that in 
many ways. 
 
Gen Z, the most culturally diverse and digitally dominated 
generation yet, is in the driver’s seat, and they want experiential 
dining. They also care about sustainability efforts and crave 
global flavors presented in comforting dishes. Savvy operators 
are meeting these expectations through creative menus and 
personal service that establishes authenticity. Markon’s job is 
to provide them with consistently high-quality fruit, vegetables, 
and juices that help operators with steady budgeting, reduced 
back-of-house labor through pre-cut ingredients in convenient 
packs, dependable food safety, and delicious flavors.
 

PP: With all of these value-added options to choose from, I 
know chefs are finding convenient and creative new ways to 
reinvent their menus, often with fresh produce at the center. 
Do you have any tips for culinary experts who are looking to 
spice up their menu creation in the name of fresh? 
 

DE: The top two generations currently driving purchases, 
millennials and Gen Z, say that craveable dishes with a 
health halo are top of mind. Using fresh fruits and vegetables 
immediately adds nutrients to whatever dish they’re 
incorporated into, increasing this appeal for consumers. On 
top of that, bright colors, different textures, and bold flavors 
all contribute to the here-to-stay trend of produce at the 
center of the plate.

PP: These brands are clearly crafted to bring top value to 
foodservice operators, and I’m sure they each appeal to a 
unique set of demands. Which produce items have encountered 
the most notable growth in the foodservice industry, and what 
products does Markon offer within these rising categories?
 

DE: The value-added segment continues to grow, particularly 
our lightly processed items, such as washed and trimmed 
Romaine lettuce or jumbo whole onions. Our Ready-Set-Serve 
line of value-added products has been extremely helpful in 
easing some of the labor challenges operators are experiencing 
across all segments. These items also reduce storage and space 
needs in coolers, in addition to reducing staff injuries and 
lowering waste. Whether it’s our versatile line of salads and 
blends, broccoli and cauliflower florets, halved Brussels sprouts, 
or trimmed green beans, these time and labor savings add up—
often to thousands of dollars that can be put to better use within 
our partners’ operations.
 

“We are putting efforts toward future 
innovations at all levels—product 
development, packaging solutions, 
transportation advances, and increased 
training in the safety and culinary arenas.”
Deena Ensworth, 
SENIOR CONTENT MANAGER, MARKON COOPERATIVE

PEGGY PACKER: Deena, the 
foodservice segment is bursting with 
opportunities as diners seek out new 
ways to evolve their palates and 
cultural experiences! With exciting 
flavor combinations and global food 

trends continuing to generate new 
demands in the space, how do each of 

Markon’s innovative brands deliver on the 
current needs of the restaurant industry? What benefits do these 
offerings bring to foodservice operators? 

DEENA ENSWORTH, 
SENIOR CONTENT 
MANAGER, MARKON 
COOPERATIVE: Markon has 
three brands that fit the different 
categories operators need. Our 
value-added line, Ready-Set-Serve®, 
offers items that can be used right 
out of the bag or carton, alleviating labor 
shortages and giving chefs extra time to ideate and focus on 
creativity. This line is also known for its consistent prices and 
year-round availability, which takes the pressure off of budget 
spikes and product shortages. For this reason especially, this 
brand has been a major player in post-pandemic kitchens. 
 
We also offer whole commodity produce through our Markon 
First Crop® brand. The benefits of this lineup include tight 
specs, stringent food safety, and excellent quality for items that 
aren’t necessarily appropriate for pre-cut offerings. 
 
Last but not least, our Markon Essentials® line offers flavor 
and value when presentation isn’t a primary factor in the dish. 
For example, think of items that might be puréed, mashed, or 
cooked in soups. This line takes a sustainable approach by 
keeping produce that is off-grade in appearance—
but not flavor—out of landfills and oceans, while 
also providing direct cost savings for our partners. 
 
All three of our brands are always GMO- and gluten-
free. Each is also backed by Markon’s 5-Star Food 
Safety® promise, which is based on specifications, 
inspections, and information regarding fields, facilities, 
transportation, distributor warehouses, and the kitchen. 
With five independently owned foodservice distributor 
partners located across the United States and Canada, we 
are able to provide farm-fresh, quality produce right to our 
foodservice customers’ kitchens. 

 

PP: It has been a rapid period of adaptation and evolution for 
the produce industry and the foodservice arena. Looking ahead, 
how do you expect the foodservice sector to continue evolving 
in the near future? What demand shifts do you anticipate, and 
how will Markon remain on the leading edge of the industry as 
these shifts take place? 
 

DE: The industry has had to pivot and adjust in ways previously 
unimaginable in a short time. The old model is gone, and many 
of the recent challenges are here to stay. Markon looks forward 
to helping all facets of foodservice operations navigate the “new 
normal,” which, now, is just “normal.” We are putting efforts 
toward future innovations at all levels—product development, 
packaging solutions, transportation advances, and increased 
training in the safety and culinary arenas. 
 
We are open and eager to remain the go-to produce solution for 
our current and future customers.

PP: There’s nothing like a strong partner who can help you 
through ongoing industry challenges and other unprecedented 
shakeups. Apart from its unwavering dedication to supporting 
its restaurateur allies with time and cost-saving fresh produce 
solutions, what elevates Markon as an ideal partner for 
foodservice operators? 
 

DE: For over 35 years, Markon’s team of produce experts, 
together with our industry-leading distribution partners and 
passionate suppliers, have set the standards for produce food 
safety, product innovation, and sustainable supply chain and 
packaging solutions. We have established strong partnerships 
across the supply chain that have allowed us to operate and 
maintain high fill rates in comparison to other categories. 
 
At Markon, our goal is and will always be to create products that 
help operators gain efficiencies, save costs, and attract customers. 
 
 

 
rt is intended to evoke emotion and connection. Can 

the same not be said about the imaginative dishes 
crafted by restaurant visionaries looking to enliven a 
consumer’s day with each bite? 
 

While Deena illustrates the abundant advantages of this 
impressive foodservice portfolio, an image clearly comes together 
before me. It is the depiction of true artistry—the way Markon 
brandishes creativity with over three decades’ worth of skill and 
technique to aid cooks in constructing captivating and flavorful 
works of art. 
 
One need not be the next Picasso or Frida Kahlo. All you need 
is a clear vision and the helping hands of Markon Cooperative.

Markon Cooperative is constantly keeping pace 
with the growth of the value-added sector with 
items like its Ready-Set-Serve® line, which helps 
foodservice operators ease labor challenges 
through time-saving solutions

Q6
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1 lb bag of 4Earth Farms™ Organic Green Beans
1 red onion, sliced
2 tomatoes, diced
Juice of 2 limes
1 tbsp fresh cilantro, finely chopped 
Salt to taste

cilantro lime mustard dressing

Juice of 1 lime
2–3 tbsp olive oil to taste
1 tsp Dijon-style mustard
1 tbsp freshly chopped cilantro
Salt and pepper to taste

Prep Time: 45 mins
Cook Time: 10 mins
Servings: 4

1 Wash and trim the ends of the green beans. Cut into 2–3 inch pieces. Cook 
the green beans in boiling water for about 5–7 minutes, until they are bright 
green and tender. Drain and let cool in an ice bath to keep from overcooking. 
When ready to prepare the salad, drain and blot with a paper towel.

2 Rinse the sliced onions with cold water to remove spiciness. Soak in cold 
water for about 5–10 minutes if they are still too spicy. Drain and blot with a 
paper towel.

3 In a bowl, add the onions, tomatoes, lime juice, cilantro, and salt to taste. Mix 
well and let marinate for about 30 minutes. Set aside.

4 In a small bowl, combine all the ingredients for the dressing and whisk with a 
fork. Adjust the mustard, salt, and/or olive oil to taste.

5 In a salad bowl, toss the cooked green beans with the cilantro lime mustard 
dressing. Add the lime-marinated tomato and onions on top. Mix well and 
serve. Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

4EARTH FARMS ™ ORGANIC GREEN BEAN TOMATO SALAD 
WITH CILANTRO LIME MUSTARD DRESSING

4Earth Farms™ 
Organic Green Beans
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By Chandler James

From the back of  house to the front of  house, and all of  
the tables in between, fresh produce reigns supreme on the 
plate for chefs and foodies alike. The foodservice sector is a 
growing part of  many fresh produce suppliers’ businesses, 

and with that growth comes new innovations that are shaping 
the future of  the industry. In this November 2022 issue of  
our magazine, we invite you to get familiar with these fresh 

produce offerings that are ruling the kitchen…

A catalyst on the plate 
begins in the kitchen.

4MISIONERO 

DELI LEAF LETTUCE

Characterized with a crunchy, smooth leaf  and 
eye-catching ruffled edges, Misionero’s Deli 
Leaf  Lettuce is a Greenberg hybrid perfect for 
foodservice kitchens. The size and shape of  each 
leaf  is perfectly compatible with any burger, 
lettuce wrap, or sandwich, yet versatile enough to 
elevate many different dishes. The lettuce comes 
washed, trimmed, and ready to use in a 2 x 5 lb 
pack size that cuts down on back-of-house prep 
time. With fresh produce continuing to steal the 
foodservice limelight, this is one leafy green option 
sure to keep consumers coming back for more.

3 CRYSTAL VALLEY FOODS 

5 LB FRENCH BEANS

Get ready to say “bonjour” to one fresh vegetable 
offering that is changing the game for culinary 
professionals. Available in 5 lb packs or a 10 count 
case of  2 lb packs, Crystal Valley Foods’ French 
beans are a longer, sweeter, thinner, and more 
tender version of  the classic green bean, bringing 
a fresh flare and irreplaceable texture to the plate. 
The beans can either come clipped or unclipped, 
making for the perfect solution to an efficient side 
dish, casserole, or any other fresh-forward recipe 
your mind can conjure. Micro-perforated for 
extended shelf-life, this bulk-sized offering allows 
for easy menu planning and is sure to delight 
guests with each bite.

1 BALOIAN FARMS 

EGGPLANT

Marketed under the Pam-Pak and Marty-Boy 
labels, Baloian Farms’ eggplant offerings for 
foodservice are an easy solution to the growing 
demand for versatility. The dynamic vegetable is 
rich in nutrients while being unique in taste and 
texture, lending itself  to a wide array of  recipes. 
At harvest, the eggplants are hand-cut, immersed 
in water, and individually wrapped to keep 
them hydrated and prevent bruising. Baloian 
provides a 5 x 2 count handled bag for restaurant 
operators who only need a few eggplants at a 
time. The grower also offers an affordable choice 
grade option that appeals to customers who 
don’t mind working with minor defects such as 
scarring and misshapen elements. 

4BOSKOVICH FARMS 

SLICED OR DICED 
RED BELL PEPPERS

Slice ’em, dice ’em, stick ’em in a dish—this 
value-added item is taking over foodservice 
kitchens one plate at a time. Known for packing 
a powerful crunch and doubling down on 
flavor, red bell peppers are a culinary staple for 
many operators across all facets of  the industry. 
Boskovich Farms’ sliced or diced red bell peppers 
not only add a flash of  color to any dish, but they 
contribute to a fresh-forward bite that is both 
healthy and delicious. Professional chefs and 
their staff will spend less time on prep and more 
time creating flavorful eating occasions for all to 
enjoy. What’s not to love?
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1 head of cauliflower (2 lbs), cut into 
bite-sized florets

3 tbsp extra-virgin olive oil, divided
1 medium red onion, chopped
3 cloves garlic, pressed
32 oz vegetable broth
2 tbsp unsalted butter
2 tbsp fresh lemon juice
Sea salt
Toasted pine nuts
Fresh thyme 

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

1 Preheat the oven to 425° F. On a baking sheet, toss the cauliflower with 2 tbsp of 
olive oil. Arrange the cauliflower in a single layer and sprinkle with salt. Bake for 30 
minutes, tossing halfway through.

2 Warm 1 tbsp of olive oil in a Dutch oven or soup pot over medium heat until 
shimmering. Add the onion and ¼ tsp salt. Cook until the onion begins turning 
translucent, 5–7 minutes.

3 Add the garlic and cook, stirring constantly, for about 30 seconds, then add the 
broth. Add the cauliflower to the pot. Bring the mixture to a simmer, then reduce 
the heat to maintain a gentle simmer. Cook, stirring occasionally, for 20 minutes.

4 Remove the pot from heat and let cool slightly. Carefully transfer the hot soup to a 
blender, working in batches if necessary. Add the butter and blend until smooth. Add 
the lemon juice and blend again. Add salt to taste—this soup tastes amazing once it’s 
properly salted! 

5 Top individual bowls of soup with toasted pine nuts and fresh thyme. Serve 
piping hot!

To learn more about D’Arrigo New York, visit www.darrigony.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

CAULIFLOWER SOUP

Cauliflower Florets

Recipe credited to Cookie & Kate
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loaf cake

1 tbsp of Bee Sweet Citrus Mandarin zest
3 tbsp of Bee Sweet Citrus Mandarin juice
1 cup granulated sugar
½ cup of butter
2 large eggs
1½ cups of flour
1½ tsp of baking powder
½ tsp salt 
½ cup of vanilla Greek yogurt
¼ cup of buttermilk

icing (optional)
1½ cups powdered sugar
1 tbsp almond milk
½ tsp vanilla extract

Prep Time: 20 mins
Cook Time: 50–55 mins
Servings: 6

1 Grease 9" x 5" loaf pan and preheat oven to 350° F. In a large bowl, use an electric 
mixer to combine sugar and butter until fluffy. Add in eggs one at a time.

2 In a medium bowl, combine flour, baking powder, and salt. In a small bowl, 
combine Bee Sweet Citrus Mandarin zest and juice, yogurt, and buttermilk. Fold 
in small amounts of wet and dry ingredients to butter mixture (one at a time), until 
everything is combined. 

3 Transfer to pan and bake for 50–55 minutes, or until toothpick is inserted into the 
middle of the mixture and comes out clean. 

4 For the icing, sift powdered sugar until there’s no clumps. Add in almond milk and 
vanilla extract. Whisk ingredients together until proper consistency is achieved.

5  Drizzle on top of loaf cake once it has cooled. Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

MANDARIN LOAF CAKE

Bee Sweet Citrus 
Mandarins

By Lilian Diep

T he exhilarating chills transmitted throughout the 
body when citrus oil is expressed is a sensation 
many shoppers look forward to. Invigorating, 

distinct, healthy. These qualifiers are only a few of 
the reasons consumers need to head to the citrus 

section of the produce aisle—with the major 
draw being flavor. It’s not difficult to see 

why the category witnesses great traction 
throughout the year, but there’s a sweet 
appeal when we’re in fall, and these 
industry experts agree…
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MONIQUE BIENVENUE, 
Director of Communications and Compliance, 
Bee Sweet Citrus

“One of the most effective ways for retailers and foodservice 
operators to generate excitement for California’s diverse 
citrus line is to showcase its unique characteristics. While 
many chefs and consumers are familiar with oranges, 
Mandarins, and lemons, showcasing the unique flavor profiles 
of specialty citrus varieties is key to capitalizing on the 
diversity of the season.

While sampling fruit is an easy way to introduce people to 
new varieties, retailers and foodservice operators can utilize 
Bee Sweet’s newly designed point-of-sale (POS) material 
to visually educate others about citrus, or they can tap into 
social media’s video capabilities to showcase recipes that pair 
well with California’s seasonal citrus varieties.”

“As fall approaches, we here at LIV Organic™ Produce 
couldn’t be more excited. The season comes with so 
many great and abundant organic citrus varieties, and I 
look forward to it every year. Organic Meyer lemons and 
organic Navel oranges are just a couple of varieties that 
your shoppers can use to make recipes and cocktails 
more interesting throughout the holiday period.”

CHRISTINA WARD, 
Senior Director of Global Marketing, 
Sunkist Growers

“There are so many cool things about citrus, including 
its flavors, health benefits, and incredible versatility. 
Omnichannel campaigns are the best way to create 
a seamless shopping experience for your customers. 
As shoppers look for recipe inspiration and product 
information, retailers can tap into content developed 
by health experts and influencers. For in-store, display 
bins and point-of-purchase (POP) are the way to go to 
drive citrus awareness.”

“Citrus remains a household staple for the versatility, 
nutrition, and convenience it brings to the kitchen. For over 
25 years, Homegrown Organic Farms has provided one of 
the largest organic citrus programs in the country. We grow 
over a dozen citrus varieties to satisfy diverse consumer 
palates. We have the perfectly balanced Cara Cara orange, 
the sweet-zing flavor of a Minneola, and the snack-ready 
Mandarin, among others. Bright and bold citrus colors bring 
life to in-store displays and merchandise well alongside 
other commodities and goods. Citrus fruits are coveted 
immune boosters during flu season. An orange a day keeps 
the doctor away; at least that’s our version of the saying!”

GRAY VINSON, 
Commodity Manager, Greenyard USA/Seald Sweet

“The citrus category is a classic item on consumers’ tables, and 
it became even more popular as the pandemic highlighted the 
importance of consuming food items for a healthy lifestyle. This 
category has always been associated with strengthening the immune 
system and as a source of vitamin C. Also, while consumers are 
cooking more at home, citrus turned into a must-have in every kitchen 
because of the diversity of flavors it provides that suit infinite recipes: 
sour, sweet, and slightly bitter, which is used on a wide variety of 
plates. Therefore, promoting citrus as essential and healthy is key.

The pandemic also increased the use of e-commerce exponentially, 
so merchandising became creative. Retailers can promote on online 
platforms through product boost, using prime locations on online 
catalogs, or featuring weekly recipes in order to get in front of online 
buyers, ensuring good exposure of this versatile commodity.”

KIM JONES,
President, Cold Hardy Citrus Association

“Seedless, flavorful, and easy-to-peel varieties are driving citrus 
purchases beyond traditional easy, healthy snacking. This is 
being led by Satsuma Mandarins from the Sweet Valley Citrus 
region of North Florida, South Georgia, and South Alabama, 
where unique growing conditions produce a highly aromatic fruit 
with exquisite flavor due to an ideal Brix/acid ratio. 

Creative home and professional chefs are using Sweet Valley-
grown Satsumas for exotic cocktails, salads, smoothies, side 
dishes, and desserts. Satsumas are also a perfect flavor enhancer 
for meat, chicken, and seafood dishes, and they provide that 
tropical flair for Asian and Caribbean cuisine.”

CARRIE BRIONES, 
Head of Sales and Grower Relations, 
LIV Organic™ Produce

CRAIG MORRIS, 
Category Director, Homegrown Organic Farms®
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filling

1 tbsp Sweet Valley Citrus Satsuma zest 
(approx. 1 Satsuma)

1 tbsp Sweet Valley Citrus Satsuma juice 
(approx. 1 Satsuma)

4 (8 oz) packages cream cheese, 
softened

1½ cups granulated sugar
4 large eggs
2 egg yolks
½ cup heavy cream 
½ cup sour cream 
1 tbsp vanilla bean paste
1 tsp vanilla extract 

crust

2½ cups vanilla cookies
⅓ cup melted butter

Prep Time: 20 mins
Cook Time: 1 hr 20 mins
Servings: 8

1 Preheat the oven to 325° F. Butter or spray a 10" springform pan with cooking spray. 
Cover the bottom of the pan with aluminum foil to keep water from seeping in.

2 Place the cookies in the bowl of a food processor and process until finely crumbled. 
Drizzle in the melted butter and toss together until combined. Press the mixture into 
the bottom of the prepared pan. Bake for 10–12 minutes, then set aside.

3 Place the cream cheese, sugar, and Satsuma zest in a large mixing bowl and mix on 
medium-low speed until smooth. Add the eggs, one at a time, scraping the bottom 
and sides of the bowl after each addition. Add the creams, Satsuma juice, vanilla 
bean paste, and vanilla extract, and stir to combine.

4  Pour the batter over the crust and tap sharply on the counter a few times to release 
any air bubbles. Place the pan in a larger baking dish and pour very hot water ¾ of 
the way up the sides of the pan.

5  Bake the cheesecake for 60–80 minutes until the center is still slightly jiggly. Turn off 
the oven, leave the door slightly ajar, and allow the cheesecake to cool for 1 hour.

6  Remove the cheesecake from the oven and cool completely at 
room temperature. Chill in the refrigerator until ready to serve. 
Garnish with Satsuma slices and serve!

To learn more about Sweet Valley Citrus, 
      visit www.sweetvalleycitrus.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

SATSUMA VANILLA BEAN CHEESECAKE

Sweet Valley Citrus 
Satsuma Mandarins

NICHOLE TOWELL, 
Senior Director of Mar keting and Packaging Procurement, 
Duda Farm Fresh Foods

“During the winter months, citrus has been known as a natural 
remedy for the common cold or flu with its high vitamin C qualities! 
In addition to their health benefits, citrus fruits transition well into 
fall and winter menus as they can enhance any meal with bright 
and bold flavors. This is a great way to encourage shoppers to 
incorporate more vitamin C in their winter diet while also enjoying 
some unique dishes, such as Cranberry Clementine Dressing, 
Lemon Glazed Pound Cake, and many more!”

JAMES RASMUSSEN, 
Sales and Category Manager, LGS Specialty Sales

“As we enter winter, shoppers will be looking for citrus due to its 
great source of natural vitamin C. While most consumers are just 
looking for a quick and easy-to-peel snack, there are a number of 
ways to inspire shoppers to think outside of the box with citrus 
this season! Retailers can increase basket rings by sparking their 
shoppers’ creativity with recipe cards utilizing citrus throughout 
the produce section. Recipes such as soups and warm, comforting 
dishes that complement the season perform well during this time 
period. We also recommend using citrus as a basket builder by 
creating displays that associate this immune-boosting fruit with 
different ingredients throughout the store.”

GARRETT STEELE,
Citrus Category Manager, Bravante Produce
“We all remember eating orange slices during cold mornings on 
the soccer field as a kid. Citrus is synonymous with the holiday 
season, with multiple varieties and uses. Bravante Produce will 
kick off the season with increased volumes of Navel oranges, 
Cara Caras, and lemons. Be on the lookout for new offerings 
including our ‘Grove Select’ Heirloom Navel oranges, which are 
hand-selected with the highest quality and flavor.”
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In the fresh produce industry, we are constantly involved in 
the dance of  give and take. Every link in the supply chain 
serves its purpose, and we’d like to take a moment to shine 

the spotlight on the dazzling chefs bringing produce to plate. 
New applications of  fresh are making their way to foodservice 
kitchens, and that is not without the help of  some of  the most 
prominent suppliers in the industry. So, without further ado, I 
give you the Chef ’s Corner SnackChat…

In my right palm rests a small 
collection of vibrant red, bite-sized 
bulbs and, simultaneously, a massive 

catalyst for the foodservice industry. 
Courtesy of Pure Flavor®, the award-
winning Cloud 9® tomato is on a mission 
to make life’s sweetest moments even 
sweeter. What better way to do so than 
with a top-quality, greenhouse grown 
product hand-picked by the supplier’s 
dedicated family of growers?

This highly favored produce offering 
is available in a dry pint, as well as 2 lb 
and 5 lb bulk packages. With only the 
finest fruit making it to foodservice 
operators’ back-of-house operations, 
chefs can truly tap into their inspiration 
and creativity with a versatile and 
super-sweet snacking tomato that 
complements a wide range of dishes 
and all styles of cuisines from around 
the globe.

The fun—and flavor—doesn’t stop when 
a consumer pays their tab and walks 
out the front doors of a restaurant. 
Professional chefs from all over the 
United States are further demonstrating 
the delicious advantages of this 
offering with recipe videos to spark 
ideas for those who choose to don their 
aprons in their home kitchens as well.

From the refreshing Tomato Salad With 
Sesame Tuna to the enticing Tomatoes 
Confit and mouth-watering No-Cook 
Pizza Sauce, chefs and shoppers 
alike can harness all of the unique 
opportunities provided by such a 
heavenly ingredient.

Atop Cloud 9 is somewhere we all 
aspire to be, so why not take your 
consumers straight there with this 
delightful addition to nearly any dish?

A Closer Look at Pure 
Flavor® Cloud 9® Bite-
Sized Fruity Tomatoes
By Peggy Packer
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California Giant Berry Farms

Kyla Oberman, 
Director of 
Marketing, California 
Giant Berry Farms

“As home chefs, we naturally gravitate 
to fresh berries for their irresistible sweet 
flavor, bright colors, and ease as a snack or 
topping to oatmeal and ice cream. But looking at fresh berries 
through the eyes of a chef is where the magic happens! At our 
recent 4th Annual California Giant Chef Invitational, we saw fresh 
strawberries turn into spicy pepperoni slices, a drunken blackberry 
vinaigrette, and blueberries dehydrated and combined with spices 
to make a rub. The creativity that chefs demonstrate, especially 
around fruits and vegetables, is inspiring. We enjoy sharing these 
creative ideas with home chefs in hopes to inspire them to try 
something new with their fresh berries. Our close partnerships with 
chefs and our foodservice partners provide wonderful opportunities, 
such as the Chef Invitational, to demonstrate the versatility of fresh 
berries as an ingredient, while increasing usage and consumption of 
fresh berries—and not to mention more delicious meals!”

Chef Derek Seigfried, 
Culinary Specialist, 
Gordon Food Service

“I recently took home the title of 
California Giant’s Top Chef with my 

dish, Blackberry Lamb Kofta. I first folded 
some chopped blackberries into a spiced, 

ground lamb mixture, adding a nice textural 
component, and sweet, acidic pop to this Mediterranean-inspired 
dish. Fresh raspberries in the Muhammara added elegance 
and complexity, and couscous cooked with blueberries added 
subtle aroma, flavor, and color. Finally, the topping of marinated 
strawberries added sweetness and really rounded out the plate. 
Adding berries to a traditionally savory dish is a fun and easy way 
to make it pop—and I find that fresh berries lend themselves to a 
variety of applications—far beyond the traditional uses.”

Chef Duane Ward
“I love the Cloud 9® Tomatoes in our 
Sweet Shakshuka recipe because of 
the freshness and flavor. They have a 
slightly smoky flavor that lends itself 

extremely well to these ingredients and 
cooking techniques using the cast iron. 

Working with Pure Flavor® products gives me 
peace of mind, knowing that I am not only creating something that 
is flavorful, but something that is of high quality and will deliver 
health benefits to consumers. Greenhouse grown produce also offers 
the benefit of year-round availability, so this fresh-forward dish is 
always in season.”

Chris Veillon, 
Chief Marketing 
Officer, Pure Flavor®

“Working with great products makes a 
chef ’s work that much more enjoyable! 
Our Cloud 9® Bite-Sized Fruity Tomatoes 
were launched with much fanfare and with 
two international awards for quality and flavor. 
So, when we created our ‘10 Chefs. 10 Recipes.’ program, we were 
ecstatic that Chef  Duane wanted to take part. The versatility of  the 
product and its exceptional flavor have helped our chef  partners and 
content creators bring more than 90 recipes to life in the last year. 
Being greenhouse grown and available year-round, our retail and 
foodservice partners enjoy a consistent supply to keep their customers 
coming back for more!”

Pure Flavor®
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AGAINST THE
CURRENT:

A  S U R V I V A L  S T O R Y
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By Anne Allen

The word conjures a visceral type 
of grit. Even the idioms we utilize 
to discuss survival play into the 
tactile nature of hanging on: clawing 
through the mud, keeping one’s 
head above water, going through 
the mill. 

At the center of survival is the 
body. Over the past two-and-a-half 
years, survival has been a rallying 
cry across the industry—the focus 

centered on the beating heart of  
the industry itself: its people.

Perhaps no individual’s survival 
limits were tested more than those 
who work in foodservice. It’s been 
a hard road, but one where the 
lessons learned put into perspective 
our magnificent ability to overcome. 

When I speak with Ryan Scott, the 
chef takes apart my own notions of 
survival and builds them anew. It’s 
not a matter of choice for Ryan; if 
anything, he’s got endurance in  
his blood. 

Swimming

Survival.

Calavo Growers

Chef Bruno Caccia
“Memories are made around the table, 
and every meal tells its own unique 
story. As a chef at Calavo, I strive to 
cultivate connection between the food 

we grow and create while inspiring 
consumers to eat adventurously and 

healthfully. Our team closely monitors 
culinary trends to seek out and incorporate new flavors into simple-
to-prepare dishes that invigorate the at-home chef and nourish 
friends and family who gather at their table.”

Helen Kurtz, 
Senior Vice 
President/General 
Manager, Calavo 
Prepared

“At Calavo, we are proud to excite 
consumers and increase produce consumption 
through fresh, convenient, and healthy meal solutions. Our team 
of culinary-trained product development chefs help to realize our 
vision with thoughtful innovation and high quality standards, while 
creating products that are easily prepared and served at home. With 
consumers increasingly focused on new eating experiences and 
infusing worldly flavors, utilizing a talented team of chefs allows 
Calavo to highlight the diversity and depth of our products.”
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““I like to bring things back to what 
is central in my life and recreate 
the test-of-time recipes passed 
down from my wife’s family and my 
family members, everything from 
my mother-in-law’s famous lasagna 
to the Chinese dishes that my wife 
grew up sharing with her family, 
to my Great Aunt Lena’s desserts 
and my mother’s famous spaghetti 
sauce,” Ryan says with a glow. 

“Sometimes I add my own twist, 
and sometimes I am a total purist, 
recreating a dish and honoring its 
original form. For the holidays, I 
cannot sing the praises of Brussels 
sprouts enough! This vegetable is so 
versatile and, in the last decade, it 
went from being the drummer in the 
culinary band to Mick Jagger, front 
and center! However you choose to 
prepare it—roasted, grilled, shaved, 
or incorporated into a dish—you can 
never go wrong!”

Outside of uplifting fresh produce 
during the holidays—and all year-
round—the overarching culinary 
vision Ryan describes is part of a 
larger piece of advice he imparts to 

fellow foodservice operators: Always 
have a plan. 

“Never allow yourself to be a one-hit 
wonder. Have your specialty, but 
diversify enough in order to make 
sure your brand and your product 
is always relevant—even in the 
most strange and difficult of times 
when major pivoting is required! 
Always take on new challenges, and 
continue to soak up inspiration from 
everything around you: Seasonality 
is key,” he tells me. “Lastly, if you are 
questioning if your business model 
is making sense (and not cents), 
give yourself a buffer and realize 
that everything can go—except your 
family and kids.”

The notion of survival might not read 
as a particularly joyful one, but I’d 
like to complicate our understanding 
of the word. Survival is momentous; 
it is winning against the odds. It’s a 
framework on which to ascribe new 
beliefs and beginnings. 

As Ryan might say: Shift your 
thinking, but never stop trying.

There seems to be a resurgence of 
focusing on simple and not overly 
produced events, where the food 
really takes center stage.”

“for as long as needed in order to 
continue to be successful,” Ryan 
explains before diving into another 
labor of love that saw success 
during 2020. “I also wrote my 
second book, The No-Fuss Family 
Cookbook. It was a great way to 
focus on what was most important 
to me: family. With a little help from 
a lot of my friends, we launched 
a virtual cook-along every week 
on Instagram where I was joined 
with a different celebrity friend to 
help promote the book and cook 
up one of its recipes. I appeared 
on The Today Show, Good Morning 
America, E! Entertainment, Access 
Hollywood, and virtually on Rachael 
Ray to promote the book and drum 
up sales.”

Not only did it work, but Ryan’s 
creative outlook flourished. 

“Having to think out-of-the-box so 
much during the past several years 
in order to survive as a brand and a 
business has really ramped up my 
creativity,” he emphasizes. “I am so 
proud of our team for taking on such 
a major shift and executing a brand-
new business model with the same 
kind of passion and drive we have 
always put forth. It feels so good to 
be back to the ‘meat and potatoes’ 
of the business—catering for in-
person events. The fact that we 
succeeded in the way we did during 
2020 and 2021 will always be one of 
the things of which I am most proud. 
It has made me really realize that not 
only does our success rely on me 

being at every event and personally 
cooking my food, but the handshake 
and hug with my clients is integral to 
our success.”

Ryan pauses here to reflect 
further, and I pause alongside him. 
Sometimes we can conflate survival 
with independence, with a dizzying 
adherence to going through it alone. 
But what we really need when the 
going gets tough is old-fashioned 
human connection. 

“It has been so hard to be kept 
from these interactions. I prep, 
shop, procure, cook, and show up 

Instead of 
hanging our 
heads in defeat, 
we put those 
heads together 
and came up with 
some creative 
solutions.”
R yan S cott,

“At Ryan Scott 2 Go, our mantra 
quickly became ‘Expect the 
unexpected, be ready to pivot, and 
get creative!’” Ryan tells me, kicking 
off our conversation with an attitude 
I can only describe as irresistible. 

“Before the pandemic, we were fully 
booked a year-and-a-half out with 
multiple in-person events a week, 
which would have taken us all over 
California’s Bay Area and beyond.”

Catering for the company ran the 
gamut of everything from corporate 
events to engagement parties. The 
shift from literally hundreds of in-
person events to nothing was an 
abrupt 180. 

“Instead of hanging our heads in 
defeat, we put those heads together 
and came up with some creative 
solutions,” Ryan notes, diving into 
the digital offerings that continued 
to drum up business. “We began 
our virtual ‘Ryan Scott Cook-Along’ 
culinary demos to both small 
companies and large corporations, 
where the attendees would join via 
an online platform. Sometimes, the 
group was made up of employees 
as an appreciation event, and 
sometimes the attendees were 
prospective clients. Either way, 
everyone joined for an afternoon 
or evening of interactive fun and 
culinary inspiration. We also started 
curating themed virtual events like 
Summer Camp and Forests and 
Flannel, with dishes and narratives 
to fit the theme.”

Reaching a hand across to the 
beverage industry, Ryan invited 
mixologists to share drink recipes 
and mix-along demos. 

“Each virtual attendee was sent a 
completely built-out box of fresh 
ingredients and cooking tools 
in order for them to be able to 
cook along with me. Beautiful 
recipe cards were included so the 
attendees would not only be able to 
cook along, but could replicate what 
they had learned in the future,” Ryan 
shares. “It was madly successful, and 
soon we were as busy as we were 
before the pandemic when we were 
catering in-person events every 
week!”

If anyone were to list out tenets of 
survival, I’m sure that industriousness 
would be top of the list. 

“The pandemic really gave me and 
my team an opportunity to shift our 
thinking and our business model 

for events, and that passion and 
commitment reveals itself in the 
food that is plated for our clients,” 
he goes on to say. “You can go to 
any restaurant any night to get a 
meal, but when you work with us 
at Ryan Scott 2 Go, you get my 
culinary vision, passion, and me, 
and that is hard to beat.”

As we head into the holiday push, I 
ask Ryan what insights he has on 
how this season will differ from 
years past. 

“I think we will be seeing more in-
person holiday celebrations in both 
the corporate and the personal 
realm, with perhaps as many small, 
intimate gatherings happening as 
there will be large events. There 
seems to be a resurgence of 
focusing on simple and not overly 
produced events, where the food 
really takes center stage. I think we 
will continue to see an increased 
desire for expertly curated menus 
incorporating seasonal ingredients 
that really embrace the now. 
Winter citrus and squash in all 
its forms (shaved, raw, braised, 
stuffed) will be big players this 
winter season. An apple is not a 
boring element anymore. It is now 
showing off as a mostarda and a 
stuffing. With meat prices the way 
they are, this is a vegetable’s time 
to really shine,” he notes. 

Outside of the industry, Ryan is first 
and foremost a family man; his way 
of celebrating during the holiday 
season is with his loved ones. 

CHEF AND ENTREPRENEUR, 
RYAN SCOTT ENTERPRISEs
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2 dry pints Pure Flavor® Cloud 9® 
Bite-Sized Fruity Tomatoes, halved

4 boneless, skinless chicken breasts
3 cups baby spinach
8 oz cream cheese
4 cloves garlic, minced
1½ cups almond milk
¼ cup crumbled bacon
3 tbsp fresh chives, chopped
3 tbsp olive oil
1½ tbsp Dijon mustard
1 tbsp lemon juice
2 tsp ranch seasoning blend
Salt and pepper, to taste

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

1 Combine the cream cheese, milk, lemon juice, mustard, and ranch seasoning in a 
bowl and set aside.

2 Season the chicken all over with salt and pepper. Warm the oil in a skillet over 
medium heat. Add the chicken and cook for 5 minutes on each side, or until the 
outside is deep golden brown. Remove the chicken from the skillet to a plate and 
cover to keep warm.

3 Add the garlic to the skillet and cook, stirring until fragrant. Add the cream cheese 
mixture, stir to combine well, and bring to a boil. Stir in the spinach and half of the 
tomatoes. Cook for another minute, until the spinach wilts.

4 Add the chicken back to the skillet and sprinkle with the remaining tomatoes and 
crumbled bacon. Cook for 10 minutes. Garnish with chives and serve immediately! 
 

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

CREAMY BLT CHICKEN

Pure Flavor® Cloud 9®  
Bite-Sized Fruity Tomatoes
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the Plate

How can we leverage 
the consumption 
of fresh fruit and 
vegetables amid a sea 

of meat look-alikes?

If we think of the dinner plate as 
a pie chart, fruits and vegetables 
should be covering close to 
50 percent, according to the 
United States Department of 
Agriculture’s MyPlate tool*. An 
additional 25 percent of that 
plate should include protein, 
and many Americans rely on 
animal-based meats to fill this 
nutritional requirement.

Now that the United States 
diet has embraced plant-
based protein—as discussed 
in a previous Produce Pulse, 
Meatless Meats—the dinner 
plate is beginning to look a bit 
different. Not only have vegans 
and vegetarians turned toward 
meatless replacements, but 
the trend has given rise to the 
flexitarian diet as well. 

When plant-based first began 
booming, many folks were 
enthralled by the wide range 
of meat replacements utilizing 
isolates such as pea protein and 
soy. However, with the health 
movement rising in tandem 
with plant-based solutions, 
foodies have brought attention 
to the fact that many of these 
options are highly processed, 
and therefore not necessarily 
healthier than eating animal-
based protein.

So, I say, put the “plant” back 
in plant-based! I know I’m not 
the only veg-forward eater 
singing this tune. Consumers 
across many types of diets 
are expanding the percentage 

of fresh vegetables on their 
plates and looking at new 
ways to get their protein. And 
the foodservice industry is 
answering their call.

I posed my question to the 
2022 California Giant Berry 
Farms Chef Invitational panel 
of chef judges. Chef Travis 
Peters, winner of the 2019 
Chef Invitational, told me how 
at his restaurants—The Parish 
Gastropub and The Delta Tucson 
in Arizona—one menu features 
a burger with an eggplant-
based patty made from scratch, 
and the other menu features a 
burger with a meat substitute 
patty made by a company 
similar to Impossible Foods. 
According to him, the eggplant 
burger outpaces its meat look-
alike counterpart by a longshot. 

So, maybe we don’t have to 
do much convincing. Perhaps 
what it comes down to is 
forging more partnerships in 
the culinary world that help 
introduce consumers to new 
applications of their favorite 
fruits and vegetables. Look at 
Chef Robert Stegall-Smith’s 
creation—a berry-centric pizza 
with strawberry “pepperoni” on 
top. Seriously, Domino’s® should 
take note!

By putting such plant-
forward creations on menus, 
we give consumers license 
to experiment in their own 
kitchens. To replace their prime 
rib with a nice cauliflower steak, 
or swap that taco meat with 
some shredded mushrooms. At 
the end of the day, health and 
flavor will prevail. And fresh 
produce has that in spades.

*

H
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4 Homegrown Organic Farms® 
Mammoth™ Kiwis 

2 cups tomatoes 
1 small red onion 
1 jalapeño  
1–2 limes 
¼ cup cilantro  
1 tsp cumin 
1 tsp garlic powder 
½ tsp salt 

Prep Time: 15 min
Servings: 4

1 Dice the kiwifruit, tomatoes, and onion. Finely dice the jalapeño and, for a milder 
salsa, remove the seeds and ribs. Finely chop the cilantro. 

2 Combine the kiwifruit, tomatoes, onion, jalapeño, cilantro, cumin, garlic powder, 
salt, and juice from 1 lime. Add more lime and salt as needed. 

3 Serve with your favorite tortilla chips or as a topping for your tacos!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

MAMMOTH ™ KIWI SALSA

Homegrown Organic 
Farms® Mammoth™ Kiwis
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At Homegrown Organic Farms®, we’ve been 

exclusively growing and marketing certified 

organic fresh fruit since 1998. Founded on a 

pledge of stewardship to care for the land, we 

believe in returning what the soil abundantly 

provides. Employee-owned and family farmed, 

we share over 300 years of fresh organic fruit 

experience. This means an uncompromising 

commitment to quality that’s second-to-none; 

a difference you can savor.

559-306-1770 info@hgofarms.com
Always Organic, Always Homegrown.

Employee-Owned
And Family Farmed.

hgofarms.com

Citrus

Tree Fruit

Blueberries

Grapes





2 Ripe Westfalia Fruit USA Avocados, mashed
2 tbsp butter
1 small onion, finely chopped
1 green pepper, seeded and finely chopped 

(optional)
2 tbsp flour
1 cup warm milk
3 cups chicken stock
Salt and freshly ground black pepper
Chopped chives to garnish

Prep Time: 15 min
Cook Time: 30 min
Servings: 6

1 Melt butter in sauce pan and gently sauté onion and green pepper until soft. 
Remove from heat, mix in the flour and gradually stir in the milk. Return to 
heat and bring to a boil.

2 Add the chicken stock, cover, and simmer for 20 minutes. Blend a little of the hot 
soup with the mashed avocado. Stir in the remaining soup and season to taste. 
Liquidize and chill.

3 Sprinkle with the chopped chives before serving. Enjoy! 
 
Tip: Remove from the stove as soon as it is hot, as overheating causes the avocado to taste bitter. 
Best served chilled, but can be served hot.

To learn more about Westfalia Fruit USA,  
      visit www.westfaliafruit.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

AVOCADO SOUP

Westfalia Fruit 
USA Avocados
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A goal without a plan is just a wish. 

The inarguable truth of Antoine de Saint-
Exupéry’s immortal words rang in my 
mind as Julie Olivarria painted lines for 
me between well-laid plans to galvanize 
change, perpetuate sustainability, and 
realize potential. 

As the Vice President of Produce for 
Sysco, Julie knows all about goals and the 
strategizing it takes to realize them, and 
she was kind enough to let me navigate 
the map of the amazing mind that is this 
organization. Settle in as desires become 
actionable gains we all might follow.
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of  other ingredients, including bacon. 
They are two fantastic products that go 
exceptionally well together. 

To be successful, we must be willing and 
able to effectively cross-merchandise 
with other categories. Sysco’s strength 
is in its ability to provide deep expertise 
through our culinary team to offer 
exciting ideas to complement entrées 
with fresh produce or innovative ways to 
prepare plant-based meals. 
 
 

MDC: Just talking about these combos 
has my imagination and stomach 
hungry! What are some fresh foods you 
would like to see showcased more on the 
plate and why?

JO: We’ve really been excited about 
mangos lately. It is not a category 
in which we, or any other broadline 
operator, really excel; but that’s part of  
the fun. We see the success of  mangos 
in retail over the last few years and, by 
the numbers, it is a category that could 
easily take off just like avocados did 
these past 20 years. The foodservice 
sector certainly has some catching up 
to do, but we expect great things out of  
this category in the future. 

MDC:  Our industry—and the economy 
as a whole—has certainly evolved rapidly 
since 2019. Are there any other practices 
from this period of  change Sysco can see 
sticking around?

JO: Since 2019, we have seen a dramatic 
shift in the buying habits of  our customers, 
particularly as it pertains to produce 
and other fresh categories. For the better 
part of  two years, many of  our markets 
endured a constant barrage of  on-again, 
off-again mandates that impacted our 
customers’ ability to operate with any 
sense of  continuity over time. 

Customers that once looked to buy 
fresh items in bulk were asking about 
smaller pack sizes, not because they were 
necessarily serving less—though some 
certainly were—but because they simply 
did not want to take on the liability of  
a cooler full of  product not knowing 
if  they would be allowed to be open 
the following week. This approach is 
continuing today, and we are currently 
more focused on smaller and different 
pack sizes than we ever have been. 

 
MDC: Another more organic change 
I noticed is which fresh items are rising 
in popularity. Consumers are making 
different purchase choices around which 
fruits and veg they love. How can we 
continue the positive momentum fresh 
produce is seeing as items like Brussels 
sprouts and celery shift appetites? 

JO: The best way to continue the 
positive momentum we are currently 
enjoying is to present fresh produce 
as part of  the overall plate, not just a 
standalone category. This might be a bit 
controversial, but the success of  Brussels 
sprouts over the past five years would not 
have been possible without the addition 

s de Saint-Exupéry observed in 
The Little Prince, “What makes 
the desert beautiful, is that 

somewhere it hides a well…” Likewise, 
what makes our industry intriguing is the 
chase; questing for the next star among 
the seeds, seeing a desire achieved as the 
steps to reach it fall into place. 

It is this spirit that steers Sysco—and 
those who lead it—toward transforming 
potential wishes into attainable goals, 
showing us all what is possible.

MELISSA DE 
LEON CHAVEZ: 
Julie, while much 
of  the industry has 
been incorporating 

sustainability into its 
strategies, Sysco has a 

very unique tool on its belt. 
Can you tell me a bit about that and fresh 
produce’s significance in it?

JULIE OLIVARRIA, 
Vice President of  
Produce, Sysco: Sysco 
was the first foodservice 
distributor to develop 
our own sustainable 
agriculture program in 
2004 and has continued 
to advance best practices, 
expanding the program to 
its fresh produce supply chain. 
We initially planned on growing our 
sustainable agriculture program to include 
at least five fresh crop commodities. 
Today, we have exceeded our goal and 
doubled it to include 10 fresh crops. Our 
sourcing team is working closely with our 
industry partners to identify and award 
business to those growers that operate 
with sustainability not only in mind, but 
in practice. We also have several initiatives 
in the pipeline to promote and expand 
sustainable offerings sourced from local 
farms in each of  our markets.

Sysco has a history of  having the highest 
standards for quality in our industry. 
However, the execution of  our programs 
can always be improved. This means 
ensuring that our sites are purchasing and 
handling products with both the customer 
experience and the mitigation of  waste 
in mind. It also means utilizing post-
harvest technologies where appropriate 
to help extend shelf-life, thereby reducing 
waste for our end users. All these things 
ultimately help keep good produce on 
plates and out of  landfills, which we 
have committed to diverting by up to 90 
percent in the next few years.

We all have a part to play in reducing 
waste and leaving our planet better than 
how we found it; we are excited that 
the produce category has a key role in 
helping Sysco meet its 2025 corporate 
social responsibility (CSR) goals.

MDC: It sounds as though partnership, 
too, has a big part to play in this strategy. 
What are some of  the unsung advantages 
of  fresh and foodservice partnerships that 
we might lean into more as the industry 
explores varying avenues of  growth?

JO: Collaboration as an industry is a 
must. From our chefs, we get insights into 
the food trends of  tomorrow. From our 
customers, we gain an understanding of  
how best to go to market and what packs 
and sizes make sense as our product gets 
into foodservice production. Distributors 
tie it all together with efficiency in mind. 
Let’s face it, nothing is possible without 
the hard work of  our grower community. 
Identifying opportunities needed to move 
our category into the future takes all of  us 
working together. 

MDC: So true, and that togetherness 
has felt especially crucial over the past 
few years. Most recently, inflation has left 
no market untouched—but some food 
categories have seen higher prices than 
others. Could this be an advantage to the 
fresh side? 

JO: It is true that all categories have 
seen their fair share of  inflationary 
trends. However, there is no better 
value in today’s market than fresh, 
unprocessed produce. 

Predictions from the United States 
Department of  Agriculture (USDA) 
Economic Research Service show fresh 
produce to be on track to increase by 
7–8 percent in 2022. This is roughly half  
the inflation of  other categories of  fresh 
and further processed goods, which look 
to increase by as much as 13.5 percent 
in 2022. For one of  the first times in 
our history, we are also seeing greater 
inflation in the “food-at-home” sector (up 
13.1 percent since 2021) than we are in 
the “food-away-from-home” sector (up 
7.6 percent since 2021)*. Simply put, now 
is a great time to patron one of  your local 
restaurants and order a nice big salad.  

For our part, Sysco is committed to taking 
meaningful cost out of  the procurement 
and operational process. This allows us to 
pass the savings along to customers and 
fund innovation. We took the downturn 
of  COVID-19 as an opportunity to 
better define and deploy best practices 
for our category. At our scale, something 
as simple as reorganizing vendors so that 
our trucks make fewer stops on their 
West Coast-originating produce loads can 
literally take millions of  dollars in costs 
out of  our distribution model over the 
course of  a year. This allows us to be far 
more efficient and, ultimately, provide a 
more competitive price for consumers—
this is just one of  many changes made in 
the last few years.

Q1 Q2

Q3 Q4

Q5

Q6

“...Sysco is 
committed to taking 
meaningful cost out 
of  the procurement 

and operational process. 
This allows us to pass 
the savings along to 
customers and fund 

innovation.”

“To be successful, we must be willing and able to effectively cross-merchandise 
with other categories. Sysco’s strength is in its ability to provide deep 

expertise through our culinary team to offer exciting ideas to 
complement entrées with fresh produce or innovative ways 

to prepare plant-based meals.”

“Let’s face it, 
nothing is possible 

without the hard work of  our 
grower community. Identifying 

opportunities needed to move our 
category into the future takes all of  

us working together.”

- JULIE OLIVARRIA, 
Vice President of Produce, 

Sysco

*source:
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1 Red Sun Farms™ Red Bell Pepper, sliced thin
1 Red Sun Farms Yellow Bell Pepper, sliced thin
1 Red Sun Farms Orange Bell Pepper, sliced thin
1 Red Sun Farms Beefsteak Tomato, sliced thin
1 onion, sliced thin
Rye bread or Kaiser roll
Cheddar and Monterey Jack cheese
Salt and pepper, to taste
2 tbsp olive oil

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

1 Preheat a pan or skillet to medium heat. Add olive oil and sauté onions 
and peppers together until tender. Season with salt and pepper to taste. 
Remove from skillet. 

2 Butter outside of bread or rolls and place butter-side-down in the skillet.

3 Place cheese on each slice of bread along with peppers, onions, and tomato. 
Grill until top and bottom pieces are golden brown and cheese is slightly 
melted, about 3–5 minutes. Plate once finished and enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

GRILLED VEGGIE AND CHEESE PANINI

Red Sun Farms™

Bell Peppers and 
Beefsteak Tomatoes

Hoping to spread some spud love 
this holiday season? Look no 
further than the recently released 

EarthFresh® Fast. Fresh. Gourmet. line 
of value-added potatoes. Available in 
three flavor profiles, these tubers provide 
convenience, flavor, and an eating 
experience all its own. 

I immediately gravitate toward the 
Rosemary With Olive Oil offering, but the 
Fast. Fresh. Gourmet. line also includes 
Jamaican Style Jerk and Zesty Lemon 
Herb flavors, opening the doors to a 
wide range of consumers. Creamy yellow 
potatoes are accompanied by a ready-to-
serve sauce, all packed in an oven/grill-
ready tray that takes a few more steps out 
of dinner prep.

The sauces themselves are crafted with 
clean ingredients, are gluten- and dairy-
free, contain no artificial preservatives, and 
no refined sugar. The mighty potato boasts 
plenty of health benefits to boot, as they 
are high in fiber and potassium, cholesterol-
free, and low in fat and calories. 

The oven/grill-ready tray is covered with 
light-blocking film that is designed to 
extend shelf-life and reduce food waste. 
The tray is then wrapped in a colorful 
sleeve that displays cooking instructions 
and nutritional information. Available 
to display at ambient temperatures, the 
eye-catching pack can be utilized in many 
locations across the grocery store.

With potato demand climbing in the lead-
up to end-of-year holiday celebrations, 
decking your halls with convenient and 
flavorful options could be the answer to 
securing repeat purchases. So, why not 
spread the love?

A Closer Look at 
EarthFresh® Fast. 
Fresh. Gourmet. Line
By Chandler James
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fried onion topping

1 Shuman Farms RealSweet® Onion
All-purpose flour, seasoned to your liking
Buttermilk 

casserole

1 Shuman Farms RealSweet® Onion, diced
1 lb fresh green beans, blanched
2 tbsp all-purpose flour
2 cups heavy cream
2 tbsp butter
1 cup shredded Parmesan cheese
2 cloves garlic, minced
1 tbsp chopped thyme
2 cups shredded Fontina cheese
2 cups shredded sharp Cheddar cheese
Salt and pepper, to taste

Prep Time: 30 min
Cook Time: 45 min
Servings: 8

1 To make the fried onion topping, cut 1 RealSweet Sweet Onion into slices. Soak 
slices in buttermilk and coat in seasoned flour. Fry to desired crispiness.

2 For the casserole, preheat oven to 350° F. Melt butter in sauté pan. Add diced 
onion, garlic, and thyme. Once the onions have started to sweat, add flour and 
heavy cream to make the roux. Cook until smooth. Season with salt and pepper. 

3 Once sauce thickens, add the Cheddar and Fontina cheeses. Cook for another 
10 minutes to allow the flour flavor to cook out of  the sauce.

4 Add sauce to blanched green beans, mix well, and transfer mixture to a baking 
dish that has been sprayed with non-stick cooking spray. Top with Parmesan 
cheese and bake in oven for 15 minutes, or until cheese is brown and bubbly.

5 Top casserole with fried sweet onions and enjoy! 
 

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

GREEN BEAN CASSEROLE WITH FRIED SWEET ONIONS

Shuman Farms 
RealSweet® Sweet Onions

Recipe credited to Chef Shannen Tune 
Photo credited to Tracy Shaw, Food, 

Wine & Sunshine

4 Live Oak Farms Red Bell Peppers
¼ cup olive oil 
2 tbsp balsamic vinegar 
1 clove garlic, minced
1 tsp salt
Pinch of freshly ground black pepper
2 tsp fresh herbs; oregano, thyme, and parsley

1 To char your red bells, turn your oven to broil. Place the peppers on a foil-lined baking sheet about 8" from the broiling element. 
Roast peppers for about 20–25 minutes, giving a quarter turn every 5 minutes. Do this until peppers are completely charred. 

2 Remove them from the oven. Place peppers in a bowl and seal bowl with plastic wrap to steam peppers and loosen the skins. Let 
steam for 10–15 minutes.

3 While the peppers are steaming, create the marinade. Combine olive oil, balsamic vinegar, salt, pepper, garlic, and fresh herbs into 
a bowl and whisk to combine. Set aside.

4 Once peppers have steamed and are cool to touch, remove skins. Should be able to use fingers, but you can use a spoon to scrape the 
charred skin as well. Scrape away from stem. Remove stem and seeds. Slice peppers to whatever size you like. 

5 Add sliced peppers to the marinade and place in a sealed container. Refrigerate for 1 hour (minimum) to overnight. 

6 Pair with a French baguette cut into ½" pieces and a spreadable cheese of your choice (goat cheese pictured). Delicious appetizer for 
the coming holidays! Enjoy!

INGREDIENTS

DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

MARINATED BELLS

Live Oak Farms  
Red Bell Peppers

French baguette and spreadable 
cheese of choice (optional)

Prep Time: 35 min
Chill Time: 1 hour
Cook Time: 1 hour
Servings: 4

To learn more about Live Oak Farms, 
visit www.liveoakfarms.com
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2 SUNSET® Campari® Tomatoes, sliced
1 store-bought frozen cauliflower pizza crust
½ cup pre-made tomato sauce
⅓ cup pre-made pesto
1 cup shredded mozzarella
⅓ cup zucchini, shaved
¼ cup red onion, thinly sliced
Baby arugula
Fresh basil, for garnish
Red chili flakes, for garnish (optional)
Balsamic drizzle (optional)

Prep Time: 15 mins
Cook Time: 5 mins
Servings: 2–4

1 Preheat oven to 450° F. Follow package directions to pre-cook the cauliflower pizza 
crust. Once finished, switch oven to broil.

2 In a bowl, combine the tomato sauce with ⅓ cup pesto. Top pre-cooked cauliflower 
pizza base with tomato-pesto sauce, leaving about 1" border around edges. Top 
with half the mozzarella, followed by shaved zucchini, red onion, and Campari 
Tomatoes. Top with remaining mozzarella. Broil for 4–5 minutes or until bubbly 
and browned. 

3 Top with a handful of baby arugula and a few dollops of pesto, basil, red chili flakes, 
and balsamic drizzle (if desired). Serve immediately. Enjoy!

To learn more about Mastronardi Produce®/SUNSET®, 
visit www.sunsetgrown.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

CAMPARI ® CAULIFLOWER PIZZA

SUNSET® Campari® 
Tomatoes
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ery simply put, “You can’t just 
eat good food. You’ve got to 

talk about it too. And you’ve 
got to talk about it to somebody 

who understands that kind of food.” 
The beauty in Kurt Vonnegut’s 
words lies in their simplicity. And 
within their precision, we find one 
of our major roles here at The 
Snack: to speak about food with 
the people who understand it best. 
Let me revise that line: to learn 
about food from those essential 
few cultivating its source.

Each issue of our publication is 
brimming with imaginative food 
pairings, ingredients quilted 
together to build an anthropology 
of food experiences. Each What 
the Fork (WTF) recipe is an 
opportunity, all created so that 
buying operations can harness, 

ignite, and stir the consumer’s 
desire for fresh produce’s diverse 
school of possibilities. Select a 
recipe and you select a possibility, 
an introduction to a story that 
started at the seed, a gift to the 
consumer to be unwrapped over and 
over again. 

We had the task this November to 
pull together 10 of our favorite WTF 
recipes from the beginning of 2022 
through our October issue—ones 
that stopped us as we read and 
made us turn to the refrigerator, 
local grocery store, or restaurant. 
These 10 only elevate a November 
issue packed with WTF recipes from 
companies brimming with ideas 
which include Mastronardi Produce®/
SUNSET®, Westfalia Fruit USA, Starr 
Ranch® Growers, and more. While 
the return on investment (ROI) 

can at times be hard to measure 
in recipe creation, I would argue 
that the ROI is immediate and 
experiential, beginning at the 
image and ending with the bite. 
Everywhere in between are chances 
for point-of-sale guides, demos, 
shopper education, menu evolutions, 
and the most desired investment of 
all—to connect with someone where 
they live, eat, and so thrive.

In no particular order, we bring you 
some of our favorites. We ask that 
you see these as the starting point 
of a journey and the connective 
tissue for discovering even more in 
our pages and in our thesnack.net 
archive of wonder. 

Do not proceed with caution. 
Proceed with abandon!

By Jordan Okumura

THE

  Top 10
WTFs

THAT ROCKED 
OUR READERSHIP

V

Cara Cara Orange 
Rosemary Marmalade

Granola Melon Bowls 

No-Bake DulceVida™ 
White Nectarine Almond 

Cream Tart

Pickled Veggie 
Lettuce Cups

February
ISSUE 65

April
ISSUE 66

June
ISSUE 68

July
ISSUE 69

September
ISSUE 70

September
ISSUE 70

July
ISSUE 69

June
ISSUE 68

May
ISSUE 67

February
ISSUE 65

Crispy Breakfast 
Potatoes

Vegetable Stir-Fry

Sticky Pear Pudding
BBQ Corn And 

Potato Chowder

Lemon Bars

Vegetarian Stuffed 
Mushrooms
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3 Starr Ranch® Growers JUICI® Apples, 
sliced

1 tsp apple pie spice (optional)
1½ cups gluten-free flour 
2 tsp baking soda
Pinch of salt 
1¾ cups old-fashioned oatmeal 
½ cup salted butter, melted, plus extra 

for sautéing 
¾ cup brown sugar, divided 
¼ cup granulated sugar 
2 large eggs 
2 tbsp vanilla
½ cup white chocolate chips
Caramel sauce 
Pecan pieces (optional)
Salted Caramel Ice Cream (optional)

Prep Time: 15 min
Chill Time: 20–30 min
Cook Time: 20 min
Servings: 6–8

1 Set aside ¼ cup brown sugar for apple mixture. In a large mixing bowl, whisk 
together gluten-free flour, baking soda, salt, and old-fashioned oatmeal.

2 In a separate bowl, mix together the butter, ½ cup brown sugar, granulated sugar, 
eggs, and vanilla until smooth. Slowly add in the dry ingredients, stirring until the 
cookie dough begins to take shape.

3 Stir in the white chocolate chips and chill the dough mixture in the refrigerator for 
about 20–30 minutes.

4 Preheat oven to 375° F. While the dough chills in the refrigerator, begin working on 
the apples. Add butter to a cast iron skillet and stir in the apple slices, remaining ¼ 
cup brown sugar, and apple pie spice blend. Sauté until fragrant and soft. Top off 
with a drizzle of  caramel, then cover with a thick layer of  cookie dough —enough 
to completely cover the apples.

5 Drizzle once more with caramel and top with pecan pieces. Bake for about 20 
minutes or until the cookie is firm. Allow the cookie skillet to cool and top with 
salted caramel ice cream, additional pecan pieces, and more caramel sauce if  
desired. Enjoy! 

To learn more about Starr Ranch® Growers, 
      visit www.starranch.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

GLUTEN-FREE WHITE CHOCOLATE CARAMEL APPLE OATMEAL COOKIE SKILLET

Starr Ranch® Growers 
JUICI® Apples

apples
snackchat

Knowledge. Curiosity. Love. 
Power. Change. 
 

I present to you just a few of the many 
words associated with apples, a fruit 
rooted so deeply in human history that 
it has become a symbol of some of our 
most cherished values. Whether you 
appeal to the mythological, biblical, or 
biological representations of the apple, 
it’s obvious why the fruit has become 
a permanent fixture across many 
cultures—and the produce department.  
Nobody understands this famed fruit 
better than those who bring it to store 
shelves, so why not take these supply-
side tips and sow the seeds of category 
growth? The path to higher sales is 
already mapped out for you here…

By Peggy Packer
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Cecilia 
Flores Paez,

“When it comes to fresh apples, one 
variety is growing favor unlike any other. 
Envy™ is becoming the ‘Ultimate Apple 
Experience’ for most consumers who can 
find the product. Tracking consistent 
Nielsen double-digit acceleration, Envy 
consolidates its growth in the category, 
attracting high-value shoppers. It’s truly 
a joy to come to work every day and 
support our growers’ product. We often 
receive positive correspondence from 
consumers who have just found Envy 
and have made it their apple of choice, 
with some saying it has elevated their 
expectations of what an apple can be. 
There is great momentum and increased 
recognition in the market as consumers 
discover Envy apples. With Envy being 
a sought-after, everyday premium apple 
brand among consumers, this is a great 
opportunity for retailers to add and 
expand Envy in their produce sets.”

Danelle 
Huber,

jessica 
 wells,

Senior Marketing Manager, 
CMI Orchards

Executive Director, Crunch 
Time Apple Growers

“  Retail advantages abound with so 
many fantastic apple varieties to choose 
from, each with their own unique 
flavor profile. Communicating these 
flavor experiences to consumers is key 
when promoting apples online or in 
store. Integrating signage, displays 
communicating what a specific variety 
has to offer or how it is grown, messaging 
on packaging, and targeted digital ads 
help drive trial, grow category sales, and 
promote repeat purchases. This can all 
be accomplished with an omnichannel 
approach, connecting consistent 
messaging throughout all touchpoints 
and marketing communications. CMI 
Orchards’ Flavogram® program catapults 
this need for flavor communication by 
taking cues from the wine industry with 
how flavor information is identified and 
shared. At CMI, we have the capability 
to customize our Flavogram tool to any 
retail merchandising set up or digital 
space, using an omnichannel approach 
and giving retailers the tools they need 
to deliver easy flavor referencing, so 
consumers can compare apples-to-apples.”

Chief Marketing Officer, 
Proprietary Variety Management

Kathryn         
Grandy,

“From propagation to marketing, 
Proprietary Variety Management (PVM) 
introduces differentiated branded apples 
that meet consumer demand and give 
retailers ongoing opportunities to create 
successful promotions. Our family of 
apple brands include Cosmic Crisp®, 
Pink Lady®, Sunrise Magic®, and 
Lucy™—all of which are unique not only 
in appearance and eating characteristics, 
but also in branding and marketing. We 
believe this approach engages consumers 
and creates excitement around the 
entire apple category. Promoting these 
differentiated brands gives shoppers a 
reason to think twice about apples and 
tempts them to try something new.  
Tools such as in-store events, sampling, 
digital campaigns, social media 
promotions, merchandising contests,  
and others are key to creating and 
sustaining momentum.”

Brianna 
 Shales,

Marketing Director, 
Stemilt

Director of Business Development, 
Starr Ranch® Growers

Dan 
 Davis,

“Merchandising in the fall is when apples 
naturally shine. That should carry 
through the holiday season when apples 
are a part of everyone’s planning. Those 
utilizing in-store signage and point-of-
sale (POS) materials to drive consumers 
to the full assortment of apples have seen 
excellent results and shown the category 
has something for all tastes. Standalone 
displays near the deli section help spark 
incremental growth as the charcuterie 
board crowd grabs meat and cheese. 
We’ve got a host of display mechanisms 
in various sizes that aid in that effort. 
The JUICI™ variety continues to grow 
in volume, and this season, we’ll be able 
to expand distribution in all areas of the 
country. With these apples specifically, we 
have some display options that work well 
with 2 lb pouch bags, allowing us to tell 
the story of what JUICI is and encourage 
the consumer to trial this new variety.”

“Apples are a key part of the produce 
department each November, 
representing 6.3 percent of the 
department’s dollars. This is a time 
where most core varieties are available 
for promotion and apple displays are 
prominent and robust for holiday sales. 
It’s ideal for retailers to plan multi-
variety ads during the month, as it’s still 
the peak of fall when apples are top of 
mind. At Stemilt, we look to SweeTango® 
apples to carry into November this year 
as volumes have increased on this hit 
club apple that delivers a great flavor 
experience for the consumer. We will 
also be gearing up to launch Cosmic 
Crisp® apples back into the produce 
atmosphere in early December. Retailers 
are busy with holiday promotions this 
time of year, and it’s key that apples are 
part of that mix. They are a staple for 
classic Thanksgiving dishes and for any 
convenient snacking during this busy 
time of year.”

Marketing Manager, 
FirstFruits Farms

Emily 
Autrey,

“Apple season and the holidays go hand 
in hand. All season long, consumers are 
using baked apple goods to gather with 
their friends and family for the holidays. 
Consumers want to know their apples 
will create high-flavor recipes. Retailers 
should focus on driving sales by giving 
apples prime in-store placement and 
building eye-catching displays. This 
year, retailers can step up their game by 
also promoting National Opal® Apple 
Day on December 9, and educating the 
consumer on more non-traditional ways 
to cook with apples.”

Director of Marketing, 
Superfresh Growers®

Catherine 
Gipe-Stewart,

“One successful trend we are seeing unfold is alternating Honeycrisp and Cosmic 
Crisp® apples on ad, rather than a solo focus on Honeycrisp. Data is showing that 
Honeycrisp households are resonating with Cosmic Crisp and are switching between 
the two varieties. This fall marks another year of this trend being successful. Many 
core varieties, including Honeycrisp, will be down in this short United States apple 
crop year. Newer proprietary varieties, however, continue to grow year-over-year in 
volume as orchards are being planted, trees maturing and growing in volume. Cosmic 
Crisp will be up 20 percent in conventional volume and up nearly 400 percent in 
organic. Autumn Glory® will be up 20 percent in conventional and up 5 percent in 
organic. Nielsen data shows consumers are resoundingly spending their hard-earned 
dollars on high-flavor varieties like Cosmic Crisp and Autumn Glory.”

“Fall is definitely one of my favorite times of the year! I love everything about 
apple season on the farm, in the packing shed, and in the grocery store! The 
sights, the smells—it’s all a celebration of the hard work that went into producing 
the crop. In the fall, everyone wants apples; our challenge as apple marketers is 
to generate interest in apples the rest of the year. This starts with quality, making 
sure the SnapDragon® apple that a consumer purchases in October is the same 
SnapDragon apple a consumer purchases in March or June in terms of flavor, 
texture, and quality. After ensuring quality, we need to remind consumers 
that fresh apples are the perfect food for satisfying hunger in a nutritious and 
convenient way. Social media channels provide the opportunity to do this in new 
and fun ways. Always pack a Snap to fuel your day!”

Head of Marketing, North 
America, T&G Global
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2 Opal® Apples, sliced
3–4 bone-in pork chops
Salt and pepper
1 tbsp brown sugar
1 tsp chili powder
1 tsp garlic powder
½ tsp smoked paprika
¼ tsp cayenne pepper
6 slices bacon, chopped
1 tbsp rosemary, chopped
1½ cups chicken stock
2 tbsp apple cider vinegar
Parsley, chopped
Rosemary, chopped

Prep Time: 10 min
Cook Time: 30 min
Servings: 4

1 In a bowl, combine the brown sugar, chili powder, garlic powder, smoked paprika, and 
cayenne pepper. Stir until combined. Salt and pepper the pork chops, then rub the sides 
of the pork chops with the spice mixture. Set aside.

2 In a large skillet, fry up the bacon until crisp. Using a slotted spoon, transfer the bacon 
to a paper towel-lined plate. Add the pork chops and cook over medium-high heat until 
they reach an internal temperature of 145° F. Transfer the pork chops to a plate.

3 Add the chicken stock, rosemary, and apple cider vinegar to the pan. Bring to a boil, 
then reduce the heat to a simmer. Add the sliced apples and cook for another 5 minutes 
until the apples are tender. Return the pork chops and bacon to the pan and cook until 
warmed through. Plate, garnish with parsley and rosemary, and enjoy!

To learn more about FirstFruits Farms, 
      visit www.firstfruits.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

OPAL ® SMOTHERED PORK CHOPS

Opal® Apples

Director of Marketing, 
Chelan Fresh

mac    
Riggan,

“We’re very optimistic about this year’s 
Washington apple crop for a couple 
of reasons. Every year, we have more 
and more of those emerging premium 
varieties coming on—such as KORU®, 
Rockit™, SugarBee®, Lucy™, and Cosmic 
Crisp®—which is exciting. This offers 
retailers that much more opportunity to 
really excite their customers in the apple 
section. At the same time, Chelan Fresh 
is maintaining a healthy, promotable 
volume of core varieties, like Red 
Delicious, Gala, Fuji, and more. We 
are also seeing a good crop of organic 
apples this year. This strong organic 
volume allows for more value pricing 
in the organic apple category, which 
means more consumers can afford 
organics, leading to new customers for the 
category. Across our portfolio, we really 
focus on staying consistent in terms of 
quality. Between growing, packing, and 
sorting operations, the Washington apple 
industry produces what I think are some 
of the most premium products out there.”

Vice President of Marketing, 
Yes! Apples

Tenley 
Fitzgerald,

“Great apples come from even better 
growers, and Yes! Apples works with 
the best in the business. We work with 
50-plus growers throughout all growing 
regions in New York, collaborating 
on varieties, growth projections, and 
producing apples that delight! One 
variety we’re particularly excited about 
is EverCrisp®. With Honeycrisp and 
Fuji as parents, EverCrisp packs a BIG 
crunch full of sweet juiciness. While it 
may not be the quintessential ruby red 
apple we’ve all come to look for in the 
produce department, all you need is one 
bite to make EverCrisp your new favorite 
apple. This upcoming season, Yes! Apples 
will be working with retailers to highlight 
the sensational eating qualities of 
EverCrisp and to educate customers not 
to be dissuaded by EverCrisp’s bi-color, 
speckled skin. In addition to EverCrisp, 
look out for SweeTango®, SnapDragon®, 
RubyFrost®, and favorites like Honeycrisp, 
Fuji, and Gala from Yes! Apples: 
sweetening life one apple at a time!”

Vice President of Sales, 
Rainier Fruit Company

blake 
Belknap,

“We’re looking forward to another great 
year-round season of Envy™ following 
a year of exceptional growth. Envy 
reached the number seven spot in United 
States sales dollars for the 2021–2022 
crop year, and this season, we’re excited 
for even more promotional opportunities. 
Timely is Envy’s annual partnership 
with the Hallmark Channel™, which 
launched November 1. During this 
key selling time, Rainier can build 
customizable promotions both in-store 
and digitally to generate excitement in 
the apple category!”
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What a beautiful thing it is to 
be able to say my packaged 
salads and greens feed 

both me and the soil from which their 
ingredients sprung. The cyclical nature 
of such a feat has been attempted 
by many and achieved by few, with 
Boskovich Fresh Food Group’s 
subsidiary, Fresh Prep, bringing a new 
standard to the organic value-added 
produce set.

Showcasing a range of salad kit 
flavors, including Superfood Crunch 
and Honey Coconut Cashew, and four 
salad greens blends—Baby Spinach, 
Baby Arugula, Spring Mix, and Power 
Greens—the new SKUs come in 
plant-based, fully compostable bags 
printed using water-based inks that 
will break down into rich, organic soil. 
This accomplishment hits the trifecta 
of wins, unifying consumers’, buy-side 
operators’, and this trade news writer’s 
desire for sustainable packaging 
solutions to come to fruition.

These salad kit and blend options, 
while stunning by their produce 
elements alone, are further supported 
by a packaging aesthetic that does 
not rival the ingredients—it elevates 
them. The Organic Superfood Crunch 
Salad Kit, for example, catches the eye 
while inciting a craving with its diverse 
fresh produce promise. And, while 
the head and shoulders of the bag 
boast a vibrant but earthy chartreuse, 
the bottom half reveals a palate-
pleasing collage of nutrition and color 
completely nature-made. 

So, eat with your eyes, retailers. With 
the new Fair Earth Farms Organic 
Salad Kits and Salad Blends, both 
consumption and sales will start 
before consumers have even left the 
produce department.

A Closer Look at New 
Fair Earth Farms 
Organic Salad Kits
By Jordan Okumura

Dean Taylor
Vice President of Business Development, 
Mastronardi Produce®/SUNSET®

What Your Role Is Really Like
“I have a wide range of responsibilities 
and I’m lucky to be able to provide 
leadership to high performing teams 
like Marketing and Research and 
Development. I also support new 
business development projects such 
as our most recent brand launch for 
Queen of Greens™.”

“T
he sea hates a coward.” Eugene O’Neill might suggest the same 
for the produce industry, where boldness and courage fare best. A 
sailor in his own right, Dean Taylor, Vice President of Business 

Development for Mastronardi Produce®/SUNSET®, utilizes superior 
leadership like the mighty captain of a crew. Clocking 14 years with the 
greenhouse grower come January, Dean shares with us how teamwork 
ripples across his management style. In the vast industry sea, you’ll 
learn how Dean navigates the greenhouse sector with aplomb. 

A Mentor Mentored: Those Who 
Have Shaped Dean
Lisa McNeece, Vice President of 
Foodservice and Industrial Sales, 
Grimmway Farms: “She’s like a sister 
to me and a best friend to both my wife 
and I. Paul Mastronardi introduced 
me to Lisa in 2010 when I was leading 
our Foodservice sales division and he 
basically said, ‘Stand next to Lisa and 
you will meet everyone in the business.’ 
He was right.”

Rich Dachman, Chief Executive 
Officer, Brighter Bites: “Once a 
customer, forever a friend —Rich has 
inspired me with his compassionate 
leadership style. The impact he has had 
on the produce industry is admirable, 
and if I achieve a fraction of what he has, 
I know I will have done a lot.”

Paul Mastronardi, President 
and Chief Executive Officer, 
Mastronardi Produce®/SUNSET®: 

“My boss is cooler than yours. I say it all 
the time and I mean it. Paul is a true 
visionary, and he’s passionate 
about relationships. Whether it 
be with customers, employees, or 
suppliers, Paul sets the standard 
that the entire team here at 
Mastronardi aspires to reach.”

How Sales Becomes A Life Lesson
“I’m so fortunate to work for 
Mastronardi, a company that enjoys a 
market-leading position. Expectations 
are high here, so when I encounter 
businesses in my personal life that are 
succeeding and providing exceptional 
customer service, I realize that there is 
tremendous effort and teamwork behind 
them making that happen.”

With Anne Allen

Time at Mastronardi Produce®/SUNSET®: 14 Years

Integrity
—

Empathy
—

Courage
—

Dedication

November MVP

highlights

Surprise Us
“My family and I love boating, and we 
own a small boat rental business that our 
entire family runs. It’s been so great to 
teach our kids and young staff to care 
for customers, care for our brand, and 
to excel each day. I get excited about 
teaching and passing along what I’ve 
learned over the years.”

Words of Wisdom for the  
Next Generation

“Pick up the phone!”
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muffins

1½ cups Family Tree Farms Jumbo Blueberries 
3 cups all-purpose flour
4 tsp baking powder
2 tsp cinnamon
1 tsp salt
1 cup sugar
1 cup almond milk
½ cup canola oil
2 eggs
2 tsp vanilla extract

oat crumble topping

½ cup all-purpose flour
⅓ cup brown sugar
¼ cup oats
1 tsp cinnamon
½ tsp salt
½ stick (¼ cup) melted butter

Prep Time: 20 mins
Cook Time: 30 mins
Servings: 6

1 Preheat oven to 425° F and grease a 6-cup jumbo muffin tin or 12-cup small 
cupcake tin.

2 For oat crumble topping: Mix flour, brown sugar, oats, cinnamon, and salt in 
a medium bowl. Add melted butter and blend with a fork. Mixture should be 
sandy and not creamy. Set aside for topping muffins. 

3 In a large bowl, whisk together flour, baking powder, cinnamon, and salt until 
well blended to create a dry mixture. In a medium-sized bowl, whisk together 
sugar, almond milk, canola oil, eggs, and vanilla extract to create wet mixture. 
Add wet mixture to dry mixture in three separate increments. Be careful not 
to over mix. Fold in blueberries to batter and mix until just incorporated. Pour 
batter evenly into tins and sprinkle each muffin with a small handful (approx. 
¼ cup) of crumble topping and a few blueberries.

4 Bake for 5 minutes at 425° F and then reduce temperature to 350° F. Bake 
for an additional 20–25 minutes, or until the tops are golden-brown and a 
toothpick comes out cleanly. Enjoy!

To learn more about Family Tree Farms, 
      visit www.familytreefarms.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

BLUEBERRY CRUMBLE OAT MUFFINS

Family Tree Farms 
Jumbo Blueberries
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By The Snack Editorial Contributor Rex Lawrence, Founder and President, Joe Produce Search℠

Watch Where You Want to Go

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

Years ago, I used to run trails with a group of elite 
runners. These people were fast, and they made 
me faster—it was so much fun! If you’ve ever run 

(or cycled) downhill on rough mountain trails, you know 
it’s as harrowing as it is exciting. There are holes, tree 
roots, switchbacks, cliffs, snakes, shadows, and bright 
spots. When you’re blazing down a hill, there is little 
room for error. I once received some great advice from 
an uber-experienced runner: Only look where you want 
to step, never where you don’t want to step.

Your head follows your 
eyes, and your body 
follows your head. 

I was just listening to Tony Robbins talk about learning 
how to race cars with a professional race car instructor, 
and heard the same thing again! “Look where you’re 
going and not at the wall,” repeated the instructor.

You look at the wall, and 
you’re in the wall.

Frankly, I see this all the time with people who have 
been fired and/or left a bad work environment. They’re 
often focused on missteps, mistakes, bad actors, what 
ifs, and more rather than lessons learned and how to 
move forward.

This same idea came up recently while I was talking 
with a friend who is an awesome tennis player. This guy 
played Division 1 in college and then professionally—
the real deal, not just a dreamer like me. Don’t get me 
wrong, I still think I’ll beat this guy someday. Of course, 
we may be deep into our 70s by then.

So, he proceeds to tell me he played doubles in a high-
level tournament and ended up choking at 5-all in the 
deciding tie-breaker. Ever since, he’s been “playing the 
tape” back in his head over and over. Even while I was 
talking with him, he kept mentioning what he did wrong.

“STOP! I don’t want to hear about it anymore!” I 
shocked him with my loud and aggressive tone. “Tell 
me what you’re moving toward,” I said. He began to tell 
me…and then slid right back into explaining what was 
wrong again. “Stop. There you go again,” I pointed out 
to him. DING! The bell in his head rang, and he got it.

Here are some easy-to-execute 
strategies to keep your eyes 

pointed in the right direction:

Chart your course and keep your eye on the prize
Break your actions up into steps and prioritize 
each of them

Focus on the present and the steps just ahead, 
keeping in mind how they relate to your longer-term 
destination

It’s easy to drift away from the present and 
look back at that negative crap. Pull yourself 
back to the present and look forward. It will 
take effort
Commit to your objectives in writing. Some 
people like actual vision boards and others 
can create the vision in their head. At the very 
least, write down your intended destination
Use reminders to keep your head in the 
game—something as small as a Post-It® note 
on your desk, even if it’s coded to where only 
you know the meaning

Remember: Where your eyes look, your body—or 
career—will follow. Focus on the road ahead, not 
the wall.

Give yourself time to let the negativity go, then let it 
go for good

Take away two to three lessons from the bad 
experience that will help you move forward. 
Remember to focus on what you will be doing 
and not the why
Let the rest go—really

Focus on what you’re doing 
and want to do, and not the 

past mistake(s).
Those who know me or have read any of my past stories 
here in The Snack know we at Joe Produce are big on 
career planning and heading toward your destination. 
That all still holds true. 

My point here is that when you’re on that path and 
moving toward your goals, you have to focus on where 
you’re going—whether that is running, driving, playing 
tennis, or managing your career. 
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By Chandler James

I s it just me, or are seasonal produce displays looking extra 
gourdous this year? Striped, solid, and everything in between, 
the squash category creates an art installation all its own 

in the grocery aisles. Especially as consumers look toward these 
seasonal varieties surrounding the holidays, now is the time to have 
fresh, colorful squash front and center. Need a little inspiration to 
get started? Take a gander at the many squash varieties painting 
the pages of The Snack Magazine…

Carnival Red Kuri Turks  Turban
Medium–Large

Flavor: Carnival is an 
Acorn squash named for its 
beautiful color. The flesh of 
this squash is slightly nutty, 

buttery, and sweet

Color: Spotted with 
striped colors of orange, 

yellow, and green

Medium–Large

Flavor: Red Kuri has a rich, 
buttery flesh and savory 

flavor. The skin of this squash 
can be eaten, too

Color: Orange-red

Medium–Large

Flavor: Known as the 
nuttiest of the winter 

squash, its flavor is often 
compared to a hazelnut. 

Turks Turban is beautiful to 
eat and goes well in soups

Color: Orange-red with 
stripes of orange, white,  

and some green

muffins
1 cup Mim’s Famous Sweet Potatoes, 

cooked and mashed
½ cup butter, softened
1½ cups brown sugar, packed
2 eggs
1 tsp vanilla extract
2 cups flour
2 tsp baking powder
½ tsp baking soda 
1 tsp cinnamon
1 tsp ground ginger
½ tsp nutmeg
¼ tsp ground cloves
½ tsp salt
½ cup whole milk

frosting
½ cup granulated sugar
2 egg whites
3 tbsp “cold” water
¼ tsp cream of tartar
½ cup marshmallow crème
1 tsp vanilla extract
Pinch of salt

Prep Time: 30 min
Cook Time: 25 min
Servings: 18 muffins

1 Preheat oven to 350° F. Line a muffin pan with cupcake liners. Using an electric mixer, beat together brown 
sugar and butter in a large bowl until creamy. Add eggs, one at a time, beating well after each one added. 
Blend in the mashed sweet potato and vanilla. 

2 In a bowl, whisk together flour, baking powder and soda, spices, and salt. Add half of dry mixture to the sweet 
potato mixture, stirring until well combined. Mix in milk and remaining dry mixture.

3 Spoon sweet potato batter into your lined muffin cups, filling ¾ full. Bake for 20–22 minutes, or until a 
toothpick inserted in the center of each muffin comes out clean.

4 Cool the muffin pan on a wire rack for 5–10 minutes, then remove each muffin and cool completely.

5 For frosting, whisk together the sugar, egg whites, water, cream of tartar, and salt in a heatproof mixing 
bowl. Set bowl over a saucepan of simmering water, making sure the bowl does not touch the water. Using an 
electric mixer, beat for 5–7 minutes until stiff peaks form. Remove the bowl from the heat and beat for 1 more 
minute. Add vanilla and marshmallow crème, beating until well combined.

6 Grab a quart- or gallon-sized Ziploc® bag and a small bowl. Place bag inside, point-side down, and open bag 
around the mouth of the bowl. Scoop frosting into the bag, pull it out, twist the top, and cut half an inch off 
the bottom corner of the bag. Using the palm of your hand, squeeze frosting onto muffins, starting on the 
outside and spiraling inward. When you reach the middle, lift the bag straight up to create a peak.

7 Set an oven rack about 6" from the top and pre-heat broiler. 

8 Place 4 muffins on a baking sheet and put under broiler. Toast your frosting for about 90 seconds, or until it 
starts turning brown. Check every 15–20 seconds, repositioning baking sheet to allow even toasting. Repeat 
with all muffins. 
 Note: You can use a culinary torch instead of the broiler if available.

9 Serve these delicious muffins at holiday gatherings—all the flavor of a traditional sweet potato casserole, with 
a different look and appeal. Enjoy!

To learn more about Mim’s Famous Sweet Potatoes, visit www.mimsweetpotatoes.com

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

SWEET POTATO MUFFINS WITH MARSHMALLOW FROSTING

Mim’s Famous 
Sweet Potatoes
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Source: The Snack and AndNowUKnow Squash Grower Contributors

Kabocha Chayote Butternut
Medium

Flavor: Our favorite 
description we’ve heard for 
Kabocha is a sweet potato 
crossed with a pumpkin, 

then sprinkled with nuttiness

Color: Dull finish with 
dark green skin and bright 

yellow-orange flesh

Medium

Flavor: The flesh has 
a fairly bland taste. The 
texture is described as a 
cross between a potato 

and a cucumber

Color: Similar to a 
green pear with thin, 

green skin fused with the 
green to white flesh

Medium

Flavor: Butternut 
squash has a similar taste 
profile to a sweet potato, 

but is not as sweet. It 
works well in savory or 

sweet dishes

Color: Tan-colored 
exterior with bright, 

orange flesh

Delicata
Patty Pan/

Scallop S paghetti
Medium

Flavor: This is the sweet 
potato of the winter squash 
world. You can eat the skin 
when sautéed, as it is softer 

than the other squashes. 
The flesh is very sweet

Color: Yellow and  
green stripes

Medium–Large

Flavor: This small squash 
has a delicate, buttery, and 
olive oil-like flavor. The less 
ripe the squash, the more 

tender its flesh will be

Color: Ranges from 
yellow to green and white

Medium–Large

Flavor: Spaghetti squash 
has a very mild flavor and 

is not sweet like many 
other winter squashes. It 
is known for its stringy, 

pasta-like threads

Color: Ranges from pale 
to bright yellow

Yellow 
      Zucchini Zucchini Grey Zucchini

Small

Flavor: Fresh and buttery

Color: Glossy skin that can 
vary from light butter yellow 

to a bright lemon yellow

Small

Flavor: Mild, but will 
take on any flavor it’s 

cooked with

Color: Deep green skin 
and soft white flesh

Small

Flavor: This summer 
squash has a less dramatic 
visual appeal with a buttery 
texture and slightly sweet, 

nutty flavor

Color: Pale green skin  
is smooth and shiny with 

solid, crisp flesh

Hubbard Acorn /
Danish

P umpkin
Medium–Large

Flavor: This winter squash’s 
orange flesh is sweet with a 

fine grain texture

Color: Ranges from 
gray, blue, dark green, 

orange, or golden

Small–Large

Flavor: Acorn squash 
has a sweet, nutty flavor

Color: Dark green

Small–Large*

Flavor: Pumpkins offer a 
range of eating experiences 
from sugary or starchy, and 
their texture can vary from 

string-less to velvety and dense

Color: Ranges from 
traditional pumpkin orange to 

a deep, rich orange

*Depends on the variety

Sub-varieties include: Jack  
Sprat, Cannon Ball, Little Giant,  

and Mischief
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By Jordan Okumura

ene Harris understands the act 
of placing a plate of delicious 
food in front of a customer the 

same way he understands the gesture 
of a handshake. 

Within both acts, there is an intention 
and deep awareness of connection, 
joy, and gratitude—or, potentially, a 
lack thereof. Such a simple act has 
either consequences or benefits that 
echo through the hand or stomach to 
the heart.

Knowing that such an industry veteran 
is behind the product purchasing 
at Denny’s, brings an unshakable 
strength to that handshake we hold so 
dear, both in person and on the plate. 
While the foodservice industry rides 
the waves of fluctuating economies, 
consumer dining behaviors, and 
trends shifting into movements, the 

table continues to be the meeting 
ground to which our industry turns 
to steady its connection between 
the supplier and the consumer.

We speak much of ambassadors 
in this industry, those guiding 
lights that bridge the connection 
between the plant and its purpose 
to the consumer. As the Senior 
Purchasing Manager for the nearly 
70-year-old restaurant chain 
founded in 1953, Gene does not 
take this description I have fixed 
to him lightly. As a devoted fresh 
produce industry veteran, friend, 
and source of leadership and 
guidance, I turn once again to the 
buy-side truthseeker for his insights 
on the industry today, his personal 
experiences in such an incredible 
time, and how Denny’s continues to 
ride the winds of change.

Jordan Okumura: 
Gene, thank you for 
always letting me 
invade your email 
inbox and bend your 

ear. I can only imagine 
what traffic looks like 

across your desk these days. So, I’ll 
get right to it. What is it about food, 
specifically gathering for a meal 
or even enjoying one in your own 
restaurants, that makes you 
passionate about what 
you do?

Gene Harris, 
Senior Purchasing 
Manager, Denny’s: 
Food brings 
people together! 
I believe people 
eat with friends and 
family most of the 
time, sometimes business 
associates or potential customers if 
it is strictly business-related. People 
tend to relax when enjoying a meal, 
especially with friends or family. 
Having a nice meal can help you get 
to know an acquaintance or potential 
customer better; it is a necessity, but 
also a vehicle for connection.  

A nice meal can satisfy your hunger 
or cravings. It can relax you by 
showcasing familiar foods you 
love or excite you by asking you to 
try something new. We celebrate 
birthdays, anniversaries, weddings, 
and holidays centered around 
meals, and that makes food a human 
experience we should value in the 
highest regard. We remember the 
meals we had with those we love 
and good friends. Sharing a table 
makes a difference in how we create 
and recall memories. 

Food is also a method for 
communicating stories, rituals, and 
talents. People often share parts 
of themselves by teaching others—
spouses, children, grandchildren, 
and friends—how to cook or bake. 
Food can be a way of showing love 
to those we care about and value. I 
appreciate foodservice and fresh 
produce so much for this.

JO: I can see why you remain an 
amazing ambassador to the plate 
in our industry. I also observe how 
your passion is not divided between 
the personal and the professional. 
For you personally, what flavors are 
driving your own decisions at the 
plate when you dine?

GH: I love mostly leaner proteins, 
fresh veggies—raw or cooked—as 
well as comfort foods like macaroni 
and cheese. My wife, Annie, makes 

delicious spaghetti sauce and 
also beef chili with beans.

While I’m not a vegetarian 
(obviously), I do eat 
vegetarian meals and enjoy 
them. Annie and I both 

love salads as well, with and 
without traditional proteins. 

With a range of specialty produce 
and high-quality, year-round fruits 
and vegetables, salads are the new 
meeting place for flavor invention 
and exploration.

I also love Asian and Mexican 
cuisines, and I’m not opposed to a 
little heat either. Speaking of heat, I 
have both a charcoal and pellet-type 
smoker, so we occasionally have ribs 
and beef brisket, and I love seeing 
more and more dishes executed with 
this preparation variation. It gives 
food a unique texture and flavor that 
you can really play with.

Halibut, swordfish, butterfish (black 
cod), ling cod, king crab, and 
shrimp are amazing as well. I 
suppose what you probably 
should have asked was: What 
don’t I like?

JO: Agreed! I navigate food the 
same way. I love options and variety, 
combining interesting flavors, and 
there is always a drive to find 
comfort at the end of my fork, 
spoon, or knife. What are some of 
the larger flavor, health, texture, and 
behavior trends driving the decision-
making at Denny’s? 

GH: While I am not currently in 
Culinary Innovation—I was prior 
to moving into purchasing—our 
departments do work closely 
together, and our talented and 
creative team of chefs is always 
trying to balance healthy options 
with familiar comfort foods. 

Protein items prepared in a familiar 
way—sometimes with a twist to 
make it a little different—continue 
to be a part of that vision. Skillet 
meals have been well-received 
at both breakfast and dinner 
since they are great at combining 
flavors and bringing a warmth and 
excitement to the palate that really 
transcends seasonality. 

While fresh fruit on pancakes and 
French toast isn’t new, people of 
all ages love it still! It is important 
to allow some of the generational 
favorites to be honored with the 
opportunity to kick it up a notch 
periodically. And do not let me leave 
out the burgers. We have very good 
burgers, as well as melt sandwiches.
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JO: I really should have asked that 
question after lunch, but such is the 
fate of our food-loving readership! 
Looking ahead, what are your hopes 
for the future of foodservice in terms 
of evolution and the impact on how 
the consumer eats?

GH: There is such a vast array of 
options now. I do believe the endless 
combinations of meat and fish 
proteins with fresh veggies—raw and 
cooked—along with fresh fruit will 
remain the mainstream favorite.

JO: I think it’s important we bring 
a combination of options to the 
consumer, like you mentioned. 
There is room for the roots that 
sustained us as well as for palate 
growth and evolution. Now, after 
looking forward, let’s look back. 
What are some of the biggest 
changes you have seen in the 
foodservice space since entering 
the industry? 

GH: WOW, that is a loaded 
question! Technology easily stands 
out and has changed the way we 
do things in recent decades. When 
I started with Denny’s in Operations 
in 1986, the servers took orders with 
a pen and a ticket book; they hung 
the checks on an aluminum wheel, 
and the cooks pulled them off and 
lined them up in order. From there, 
we moved to point-of-sale (POS) 
ordering stations, which send the 
orders to a printer or screen in the 
kitchens that displays the orders. 
That simple shift in technology 
improved our quality control, pace, 
timing, and efficiency. We are 
looking forward to 

JO: Speaking of technology, do 
you have a strong impression 
of how that has impacted the 
suppliers you work with today?

GH: Technology has been amazing 
in helping farmers and growers 
be more efficient with regard 
to growing, monitoring, and 
harvesting their crops. Today, 
growers can laser-level fields prior 
to planting. Drip irrigation, plant 
tape, and plastic film bags with 
various oxygen transfer rates 
(OTR)—depending on the produce 
item—are also great innovations.

The use of drones to monitor field 
conditions and crop progress 
helped farmers make a substantial 
shift in their business models, and 
the exponential growth of indoor 
and hothouse growing in urban 
America is pretty amazing as well! 

If I take just the impact on 
soybean farmers with 

the latest technology 
in harvesting 

equipment, they can monitor the 
moisture content and yield-per-acre 
as they are harvesting the crop.

Technology is also helping the 
produce industry in the food safety 
arena, but this is an area where 
we are still really in the thick of 
improvement. We need to continue 
to strive to be better as an industry. 
I know many people are working 
in unison—the Center for Produce 
Safety and the various Leafy Greens 
Marketing Agreements, to name a 
couple—to improve the processes, 
guidelines, and tools. I think the 
future is bright if technology can 
keep up with the heightening 
demand for fresh food paired with 
the stresses on the supply chain. 

On top of our essential food safety 
needs, we have consumers that want 
convenience, which translates to, “I 
want it yesterday.” Combined with 
freshness, which is understandable, 
and don’t forget quality, this is 
challenging—but our industry 
has a history of rising up to meet 
challenges! Growers do it all and 
with an item coming from California 
for a consumer in Syracuse, New 
York, in January! Returning to the 
advent of more indoor ag operations, 
I believe the exponential growth of 
controlled environment agriculture 
(CEA) and greenhouse growers will 
allow fresh fruits and veggies to be 
sourced by consumers in their given 
geographies. Technology speaks to 
the way we execute food production 
but also how we think—the same as 
innovation. There is a mindset we 
need to stay within in order to feed 
our world.

These are just some advancements 
off the top of my head, and each 
supplier is investing in new ways to 
differentiate themselves and make 
their food more sustainable and 
regenerative. It is a wonderful time 
to be in fresh produce.

JO: I have to imagine that your 
constant curiosity and desire to 
build relationships has given you 
this deep insight into the supply 
chain and also made “partnership” 
more than just business acumen to 
you. How do you see the nature of 
relationships in fresh produce today? 

 GH: With regard to relationships, I 
think the produce industry is still 
dependent on personal business 
relationships, more so than other 
industries. But frankly, I sense  
that changing. 

the next phase of technology in our 
restaurants to make dining more 
convenient for our guests. 

And, speaking of kitchens, what 
about ghost kitchens and the new 
online-only concepts (OLO)? That’s 
all new within the past two to three 
years. Online ordering and delivery 
have exploded! Denny’s started 
doing OLO and delivery in 2017. We 
were the first Family Dining Brand 
to do so! This was fortunate timing 
as we spent the money to invest 
in the talent and training for the 
IT side. And just as important was 
the new to-go packaging that we 
developed!  This allowed us to meet 
our guests where they are!

Food is also a method for communicating stories, 
rituals, and talents. People often share parts 
of themselves by teaching others—spouses, 

children, grandchildren, and friends—how to 
cook or bake. Food can be a way of showing  

love to those we care about.
- Gene Harris, Senior Purchasing Manager, Denny’s
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I am certain the pandemic had 
a very negative effect on this 
aspect, along with many other 
things we took for granted. It 
seems like more and more people 
are communicating via email and 
text rather than picking up the 
phone. The personal touch is just 
that: personal! It makes a good 
impression on people and shows 
that you care.

I still think the produce industry 
is the best! I love the people in 
this industry and their passion. 
I’m grateful to have been in it for 
several years, and I look forward to 
a few more.

ene Harris sees the 
opportunity for 
handshakes wherever he 

goes, whether it’s on the 
plate, in person, or on the phone. 
This personal touch he infuses in 
all he does is a testament to the 
success Denny’s experiences even in 
the most challenging of times. 

And, lucky for us, his desire to break 
bread with change, evolution, and 
tradition is keeping the consumer 
invested and the fresh produce 
industry at the center of the game, 
namely, the plate.
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1 Stemilt Cosmic Crisp® Apple, 
peeled, cored, and diced

1 cup old fashioned oats
½ cup milk (any type)
2 large eggs
¼ cup maple syrup
1 tsp baking powder
½ tsp cinnamon
½ tsp vanilla extract
Pinch salt (optional)

Prep Time: 10 min
Cook Time: 20–25 mins
Servings: 6

1 Preheat your oven to 350° F. Grease a 7.5" x 6" baking dish.

2 Add all ingredients to a blender except the apple. Blend until creamy with little to no 
chunks of oats remaining.

3 Pour batter into greased baking dish and evenly top with prepared apples. 

4 Bake for 20–25 minutes, or until a toothpick inserted in the middle comes out clean.

5 Cut into squares and serve. Baked oats can be refrigerated for up to 6 days and 
reheated or served cold. Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

BAKED OATS WITH APPLES

Stemilt Cosmic  
Crisp® Apples
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The universe of mixology and 
flavor has always intrigued me, 
ever since I embraced adult 

drinking. Combining unique liquors, 
tinkering with amounts, finding out 
just how much clarity ice can truly 
achieve in a cooler…all are just a few of 
the necessary components needed to 
make a drink worthy of spending $15 
at the bar.

That is the thought that sprung to 
mind when I picked up my bottle of 
ginger liqueur.

Anybody who has taken a sip from 
Fever-Tree Ginger Beer knows the 

DIRECTIONS

1. In a wide-rim tumbler or rocks glass, place an ice 
cube or, if you want a weaker drink, crushed ice.

2. Add in 1 shot (around 1.5 oz) each of gin and ginger 
liqueur. Next, add in a ½ shot (around .75 oz) of 
sweet vermouth.

3. Top with ginger beer to preference, Fever-Tree 
preferred, and stir to combine. Over-stirring will 
cause the ice cube to melt faster, which will water 
down the cocktail.

4. Sip freely and enjoy! 
 

INGREDIENTS

1.5 oz gin
1.5 oz ginger liqueur
0.75 oz sweet vermouth
Ginger beer
Ice cube

Time: 5 min
Servings: 1 cocktail

spice that hits right at the bridge of 
the nose, and that was what I wanted 
to infuse with my new ginger liqueur 
in an ultimate spicy concoction to 
sip through the night. A drink that I 
don’t need to order three of to feel 
the effects. Maybe just two to enjoy, 
though, as it is easy to mix.

Part martini, part mule, all sweet, this 
is a drink that’s easily adjustable to the 
level of strength the drinker desires—
whether in alcoholic content or ginger 
spiciness. For I guarantee shivers and 
goosebumps will happen, and it’s not 
due to the weather outside.

Photography by Craig Wheeler

Note: To make your own crystal-clear ice worthy of a high-class 
bar, follow an in-depth video tutorial, such as this one. All you 
need is filtered water, a small cooler, freezer space, and a serrated 
knife. An ice pick is a fun plus.
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TRUE TO TASTETRUE TO TASTE

Libations
FOR ALL OCCASIONS:

GENIAL GIN-GER

By Lilian Diep



2 DelFrescoPure® Heirloom Tomatoes, sliced ⅓" 
thick

6 slices pancetta
1 tbsp maple syrup
2 tbsp olive oil
¼ cup goat cheese
¼ cup basil, chiffonade
Salt and pepper

Prep Time: 20 min
Servings: 6

1 Place pancetta on a hot grill, brush with maple syrup and cook 
until pancetta starts to crisp. Remove from heat and set aside.

2 Place tomatoes in bowl and dress with olive oil, salt, and pepper.

3 Lay tomato on a plate, top with crumbled goat cheese, one slice of 
pancetta, and basil. Repeat the steps and finish with a balsamic 
reduction (optional). Enjoy!

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

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?

HEIRLOOM TOMATO AND MAPLE PANCETTA STACKS

DelFrescoPure® 
Heirloom Tomatoes
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