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EDITOR’S LETTER

2005 Capitol Ave., Sacramento, CA 95811

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!

There is a creative friction that results in a unique 
spark when an author comes together with a story that 
is to be both theirs and not theirs—as publications like 
The Snack allow. This kinship is much like a sibling 

rivalry. The writer and the person who has 
lived the story create a shared DNA. The 

bloodline, the story, and both entities 
are headstrong in creating, protecting, 

and revealing it. 

Many of you have heard us say, 
as we internalize your personal 
stories, we write our experience 
of your story. This is our way to 

create a tribute to you, hold space 
for the artists inside each of us, find a 

truth that surfaces between the strata, 
then connect you to our readers and the 

readers to you. 

This gift that you gave us is an honor, as we continue 
to honor you.

A story is merely a glance through 
the eye of a needle. A keyhole 
through the door to a larger 
environment constantly changing 
each moment, day, and year. 

Accepting this toe-in-the-water approach is 
what allows us, as writers, to circumvent 
the immensity of a task that is 
impossible to take on: telling an all-
encompassing narrative—especially 
in the rich history of our industry. 
To assume that the entirety of any 
message, thought, or story can be 
grasped in such a medium is not 
our end goal, but instead to offer a 
moment that speaks to the beauty of 
the whole. 

This is not a restriction, but a freedom. 

Capturing the depth of this moment allows for 
excavation, meditation, revelation, and—much of the 
time—does more for the subject and reader. 

Take the story of FreshCo and Chalo! FreshCo in this 
issue. How can it possibly grasp the complete picture 
of an entirely new strategy, bringing together business 
and cultural awareness over years of dedication? In 
this idea we can find some acceptance, peace, and that 
elusive freedom we may actually seek.

What I am relating to you here is one of the many 
ways we connect to and are challenged by stories in 
our profession. 

Jordan Okumura-Wright
Editor in Chief
AndNowUKnow, Deli Market News,
and The Snack Magazine
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WTF { what the fork }

DO I DO WITH ?

2 cups Foxy® Strawberries
1 tbsp granulated sugar
½ cup mango, chopped
⅓ cup red onion, sliced
¼ cup fresh basil, finely chopped
2 tbsp lemon juice
¼ tsp salt
¼ tsp pepper

Prep Time: 20 min
Servings: 4

1 Hull and chop strawberries. In a bowl, combine chopped strawberries and sugar. Let 
stand for at least 15 minutes or up to 1 hour.

2 Add mango, red onion, basil, lemon juice, salt, and pepper to macerated strawberries. 
Mix well. Enjoy!

Tip: Serve as an accompaniment to grilled chicken, steak, pork, or sausages. It can also be enjoyed as 
an appetizer topping for toasted baguette crostini and Brie cheese.

To learn more about BlazerWilkinsonGee, 
visit www.bwgberries.com

I NGR EDI EN TS DI R ECT IONS

STRAWBERRY MANGO SALSA

Foxy® Strawberries

Index
Here at The Snack Magazine, people are our thing. Check out this short list of 
some of the names we’ve featured, from the produce industry and beyond…

Cantero, Stephanie ............................ 70

Eng, Tanya ......................................... 43

Goldfield, William ........................ 71

Gorgisheli, Megan ............................. 44

Griss, Olivier...................................... 64

Heinz, Greg ........................................71

Labuckas, Amanda .......................78

Lawrence, Rex ................................... 88

Lee, Anna .......................................... 44

Linder, Emmett ................................. 64

Mack, Carrie .................................25

Mallett, Keith ............................... 28

Marcik, Julie ...................................... 88

Martin, Andy ..................................... 64

Mathison, Kyle .................................. 35

Mathison, Tate .................................. 35

Mathison, Tom .................................. 35

Mathison, West .................................. 35

Minthorn, Matt ............................. 72

Munger, Mark ...............................55

Murracas, Emily .......................... 43

Nelson, Raina ............................... 46

Parente, Michael ................................ 78

Rahal, Colbert ..............................32

Sambrailo, Charles .............................61

Sambrailo, Erik ............................ 61

Sambrailo, Jake ...................................61

Sambrailo, Mark ......................... 60

Sambrailo, Peter .................................61

Sambrailo, William ............................61

Sambrailo Clontz, Kiersten ........ 61

Sandher, Donny ............................78

Seigfried, Derek ................................. 42

Smith, Elise .................................. 50

Smith, Tom ........................................ 42

Sumption, Aaron ................................71

Tagami, Alan ..................................... 64

Taylor, Mike ..................................35

Taylor, Sr., Mike ................................ 35

Thompson, Robert ...................... 90

Van Eeghen, Ernst ............................. 70

Venton, Mike .................................78

Watts, Jonathan ................................. 78

20 / JULY 2023 THESNACK.NET / 21



WTF { what the fork }

DO I DO WITH ?

1 pint North Bay Produce Blueberries, 
rinsed

1 cup vanilla Greek yogurt
2 tbsp sugar (or substitute honey)
¼ cup half-and-half
1 tsp vanilla
Popsicle® molds

Prep Time: 20 min
Chill Time: 4 hrs
Servings: 4

1 In a blender, mix half of the blueberries and half of the yogurt together until smooth.

2 In a medium-sized bowl, mix the remaining yogurt, sugar, and vanilla along with the 
half-and-half, whisking to combine.

3 To assemble: Stagger blueberry purée, yogurt mixture, and remaining fresh 
blueberries in Popsicle® molds. If needed, use a skewer to push berries down into 
molds as you assemble.

4 Once filled to the top, place lids or tin foil over the molds and insert sticks in the 
middle of each popsicle. Freeze for 4 hours or until frozen hard.

5 Remove from molds. Soak mold base in warm water to release if they are sticking. 
Enjoy anytime, especially on a warm summer day! 

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

I NGR EDI EN TS DI R ECT IONS

BLUEBERRY CREAMSICLES

North Bay Produce 
Blueberries
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» The IF List «

Carrie Mack
Senior Sourcing Manager, Walmart

With Melissa De Leon Chavez

When I first met Carrie Mack, she’d single-handedly 
assisted in bringing a wave of treefruit industry 
first-timers to the International Fresh Produce 

Association’s annual Women’s Fresh Perspectives Conference. 
From an inviting smile to a shake-things-up attitude, and many 

fun qualities in between, I couldn’t wait to see what she would 
do with a handful of “What IFs.” Read on to get to know this 

maven in the making…

 IF you could give your younger self one 
piece of advice, what would it be?
Your authentic self is enough. Believe in who 
you are, not what others want you to be.

 IF you wrote an autobiography, what 
would be the title?
Trust Me: What Doesn’t Kill You Makes 
You Stronger.

 IF you could redo one 
moment or event in your 
life, which one would 
you choose and why?
Nothing. All the moments, 
good and not-so-great, 
have made me who I am.

 IF you had $10 million 
you had to donate, 
who would you choose 
and why?
Domestic violence 
education and resources. 
Those impacted need a 
support system to escape 
to; often they have no 
idea what’s available.

 IF you were another 
species in the animal 
kingdom, what would 
you be?
A dog. Many days dogs are 
better than people. Note: It would 
have to be a single-dog family. 
I have been told I am high-
maintenance a time or two.

 IF you could bring one 
mythological creature to life, 
what would you choose?
For sure Caladrius—what a gift it would be 
to have the ability to take sickness away and 
heal a loved one.

 IF you were to have a produce tattoo, 
what would you have?
Anyone who knows me could probably 
guess: an apple! The apple industry has 
done so much for my career.

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

Not the healthiest, I know: chicken 
strips, sweet potato tots, and a 

cold IPA. 

 IF you had to choose one 
song to be the soundtrack 

of your year, what would 
it be?

Gloria Gaynor’s “I Will 
Survive.” 

 IF you could have 
dinner with anyone, 
dead or alive, who 
would it be?
Susan B. Anthony. 
So much to catch 
her up on! 

 IF you had a 
superpower, what 

would you want it 
to be?
Photographic 

memory. I would save 
a lot on sticky notes!

 IF you could imagine 
yourself in a different industry, what 
would it be?
The hop industry. I think it is a fascinating 
business. 

 IF you could wake up anywhere in the 
world tomorrow, where would you be?
Waiheke Island, New Zealand. Not only is it a 
beautiful location, but the people are so kind 
and friendly.

WTF { what the fork }

DO I DO WITH ?

1 cup Farm2You® Peaches, diced
2 cups flour
¼ cup sugar
1 tbsp baking powder
½ tsp salt
1¼ cup heavy whipping cream
3 tbsp butter, melted

glaze

½ cup powdered sugar
2 tsp vanilla
1–3 tbsp heavy whipping cream
½ cup toasted almonds, slivered 

(optional)

Prep Time: 30 min
Cook Time: 12–14 min
Servings: 10–12

1 Preheat oven to 425° F. Line baking sheet with parchment paper.

2 In a bowl, mix together flour, sugar, baking powder, and salt, then stir in diced 
peaches.

3 Add the heavy cream and mix just until dough forms. Turn out onto a lightly 
floured surface and gently knead until dough holds together. Form dough into a 10" 
disk, ½" thick. Cut into 12 wedges.

4 Transfer wedges to parchment-lined baking sheet. Brush each scone with melted 
butter and bake at 425° F for 12–14 minutes until lightly golden. Allow to cool.

5 To create the glaze, whisk together powdered 
sugar and vanilla, adding heavy cream 1 tbsp at 
a time to reach desired consistency. Drizzle on 
scones and sprinkle with toasted almonds. Enjoy!

To learn more about Trinity Fruit Company,  
visit www.trinityfruit.com

I NGR EDI EN TS DI R ECT IONS

FRESH PEACH SCONES

Farm2You® Peaches
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WTF { what the fork }

DO I DO WITH ?

½ cup DOLE® Pineapple, frozen
2 tbsp coconut cream, canned
⅔ cup unsweetened almond milk
¾ tsp blue spirulina, divided
1 banana, frozen
2 scoops collagen
½ tsp vanilla extract
5 drops vanilla Stevia
Coconut whip as garnish (optional)

Prep Time: 5 min
Servings: 1

1 Whip coconut cream with fork or small whisk in glass until thick. Sprinkle with ½ tsp 
blue spirulina.

2 Combine all remaining ingredients in blender and mix until combined. 

3 Pour smoothie into prepared glass. Top with coconut whip if desired and enjoy!

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

I NGR EDI EN TS DI R ECT IONS

DOLE® MARBLED COCONUT CLOUD SMOOTHIE

DOLE® Pineapples
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A Q&A with Keith Mallett,
Chief Operating Officer, Ippolito International

By Jenna Plasterer

28

A s an industry, we have faced hardships over the last 
few years that seemed insurmountable at times. 
But we came out the other end stronger and more 

resilient thanks to each other.

Through it all, we relied on each other for support, tapping into 
the connections forged by years of business, handshakes, and 
meaningful conversations.

Relationships are the bedrock of fresh produce as buyers, 
suppliers, and everyone along the supply chain lean on each 

other to fulfill our mission: deliver healthy, quality produce to 
the masses.

Now, we are more than halfway through 2023, and although 
new challenges have dawned, the community that has been 
tempered and strengthened throughout the years remains 
just as crucial as ever. Ippolito International is one grower that 
takes its supply-side partner role very seriously.

With an arsenal of vegetable programs to keep retail shelves 
stocked and foodservice menus fresh, the provider welcomes 
new partners with open arms and a plethora of products 
to meet buyers’ needs. Just take it from Keith Mallett, Chief 
Operating Officer, who sat down to shed light on the value the 
company places on internal and external support.

Jenna Plasterer: Fresh produce and 
the world in general have been 
through a lot over the past few years, 
but I know relationships remained 
an integral part of Ippolito’s business 

when it came to navigating challenges. 
What are you doing in 2023 to help your 

retail and foodservice partners succeed, and how has 
that inspired growth for Ippolito?

Keith Mallett, Chief Operating 
Officer, Ippolito International: 
Our growth has, in many 
ways, been led by the 
customer. We continue to 
ask our partners questions 
and let them lead us to 
opportunities. This allows us 
to grow both in terms of the 
products and packaging formats 
we offer. 

By doing so, we are finding solid growth within 
the Brussels sprouts category and will continue to 
innovate within that space. 

Q1

JP: As not only a trade writer but a consumer, I can 
see Brussels sprouts are definitely having their time 
in the sun right now. Can you tell me about Ippolito’s 
Brussels sprouts program?

KM: Ippolito International is North America’s largest 
Brussels sprouts grower, packer, and shipper, 
operating out of two California regions and five 
Mexico locations annually. We not only have a solid 
internal farming and harvesting operation, but we 
have built strong grower partnerships to provide 
customers with quality Brussels sprouts on a year-
round basis.

Over time, we have evolved our product mix to 
service customers with various Brussels sprouts 
pack formats that include carton bulk packs as well 
as value-added offerings.

Q2

JP: Keith, the evolution of Brussels sprouts and 
their popularity has been pretty interesting. I 
remember a time when the category was dreaded 
by kids at the dinner table, but now they are on 
menus everywhere. What do you see in terms of 
demand?

KM: Demand for Brussels sprouts has increased 
substantially over the past 10–15 years. We 
experienced accelerated growth in all categories, 
ranging from retail and wholesale to foodservice 
and club stores.

As this demand continues to evolve, we plan to 
keep moving forward with innovation to fit our 
customers’ needs. 

For instance, as households have gotten 
smaller, we are finding that the reseal feature is 
appreciated. This allows a consumer to choose 
whether to eat the entire contents of the package 
at once or save and keep it fresh for future use. 
Therefore, we created a 16 oz resealable Brussels 
sprouts package to fulfill this need.

Q3
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A ll of us who share the tie of fresh 
produce know the lifeblood of our 
industry is people and their bonds. 

Whether it’s ideas, words, or actions, whatever 
we face, we face together.

So, next time you need a partner in produce to 
lean on, Ippolito International will be waiting with 
an open heart and quality products to spare.

JP: It’s evident to me that your dedication to 
your partners is a significant differentiator for 
Ippolito in the Brussels sprouts category and 
beyond. What else makes this program stand 
out from the rest?

KM: One of our most significant points of 
differentiation is the locations of our production 
regions. By having successful growing programs 
in multiple different areas, we can offer our 
customers a more consistent supply and quality 
than others.

Another critical element is our diversification in 
customer base. With market penetration in the 
retail, foodservice, club, and wholesale sectors, 
we can cater to individual customer needs 
rather than a one-size-fits-all approach. 

Our current Brussels sprouts program includes 
everything from wholes to halves to shreds 
and even Brussels sprouts leaves, which we 
pioneered and brought to the industry. 

Q4

JP: On top of your Brussels sprouts program, 
what other products does Ippolito offer, and 
what opportunities do they provide for the 
company and its customers?

KM: Ippolito is a full-fledged Western 
vegetable shipper. We have established 
programs on all major commodities, as well 
as a full line of specialty items that make a 
stop at the Ippolito dock truly a “one-stop” 
opportunity.

For us, moving forward, the opportunities lie 
in our continued focus on commitment and 
relationships with our partners. The value we 
bring in terms of our offerings and customer 
service is what we believe will continue to 
drive us forward.

Q5

“We not only have a solid 

internal farming and 

harvesting operation, 

but we have built strong 

grower partnerships to 

provide customers with 

quality Brussels sprouts 

on a year--round basis.”

- Keith Mallett,
Chief Operating Officer,

Ippolito International
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EXPECT THE WORLD FROM US. 
It is a bold and binding pledge with which Oppy introduces 

its vast supply network. It is also a challenge to 
uphold the highest bar. 

“The promise to Expect the World 
From Us™ is a philosophy and an 
action,” Colbert Rahal, Director of 
Sales for Canada, points out. 

The philosophy is one of business 
and of connection. Oppy navigates 

a world all its own to serve a global 
market, so why not expect the world 

of itself? 

“We expect the most from ourselves by 
promising it to everyone we work with, 

and in turn, meeting that promise 
is an action we have to take in 

everything we do, from the 
growers we partner with, to 

those who use our in-house 
logistics, to the buyers 

we serve,” Colbert 
illustrates. And actions 
demand an equal and 
opposite reaction—
Oppy’s guarantee 
for your trust in 
a world where 
that is a valuable, 
tightly guarded 
commodity in 
and of itself. 

“Integrity is very 
important to us. 
It is the binding 
ingredient with 
which we are able 
to continually 
bring local 

produce to the 
farthest reaches of 

the world.”

It seems like a lofty 
ambition at the very 

least, nirvana at most, 
except it is set in stone 

by time and success. This 
year, Oppy celebrates 20 

years since committing to such 
a grand undertaking. In that time, 

the team has seen itself grow inside-
out, from departments and employees to 

categories and resources. 

Nurturing strong relationships with partners throughout 
the supply chain, the company has doubled its rewards 
by fostering growth not just for itself but also for the 
operations and businesses it works with.

“Oppy is an extension 
of our growers, and 
it’s a relationship 
that’s irresistibly 
beneficial,” 
Colbert reflects, 
speaking from his 
own experience.

Sitting across from 
me, a broad smile 
on his face, Colbert’s 
own career also marks 
two decades this year, 
and he tells me firsthand 
how the Oppy culture and 
vision inspire others. 

“I got my start in sales with Oppy after working 
in buying for about eight years,” he shares with 
me, explaining how he journeyed from produce 
marketing with Gordon Food Service Canada to 
working for Costco Wholesale when the team of 
multi-dimensional produce experts caught his eye. 

It was culture that drew him to the sales desk, 
where he worked his way organically up the ladder 
to lead sales for the company across Canada.

Now, Colbert has been with Oppy 12 years and in 
the industry for 20, tying himself intrinsically to the 
message. He gets to align his own career with the 
tagline that has strengthened Oppy’s offering while 
having been on the team for most of its lifespan. 

“It’s been amazing, and sure there have been 
challenges—I have a few more gray hairs than I did 
when I first started—but it has all been a part of a 

greater journey to see our team grow both 
in employees and also in the growth of our 
supply partners,” he explains. 

The celebration also marks a time of 
reflection. Of success and potential, 
winning strategies and opportunities for 
change. As we discuss the industry’s deep 
roots in tradition balancing a need for 

change, Colbert thinks about the impact of 
Expect the World From Us and the greater 

legacy behind the company guaranteeing it. 

“This is a chapter in a bigger story, as it is also 
165 years of Oppy this year. You don’t know where 
you are going unless you know where you’ve been. 
Innovation is important, but so is integrity found 
in experience,” he points out. “We are certainly 
excited to innovate. It’s why we have partnered 
with so many cutting-edge companies. We 
measure our success by how far we’ve come and 
where we continue to grow our tomorrow.”

To that, Colbert tells me that expecting the world 
means anticipating the new, and welcoming it.

“Because our promise sets us up to always strive for 
more, we have this infinite reach, a built-in adaptability 
even. So, while our business evolves, so do our 
aspirations,” he says. “Produce is an ever-changing 
space, so we balance that evolution while maintaining 
that process.”

Expect the World From Us. A philosophy, a promise, 
and a culture felt from the Oppy team to all it 
impacts, with a reach as far as the tagline it follows. 

TWENTY YEARS AND COUNTING.

“
Integrity is very 

important to us. It is 
the binding ingredient 

with which we are able to 
continually bring local 
produce to the farthest 
reaches of the world.

”
- Colbert Rahal, Director of Sales for Canada, O

ppy
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WTF { what the fork }

DO I DO WITH ?

10 LIV Organic™ Lemons, 
washed and dried

1 (750 ml) bottle vodka of 
your choice

1 cup fine white sugar
1 cup filtered water 

Infusion Time: 15–30 days
Prep Time: 15 min
Cook Time: 5 min
Chill Time: 4 hrs
Servings: 8

1 Remove LIV Organic™ lemon peels with a vegetable peeler. 

2 Place lemon peels into a 1 quart jar and cover with vodka. Screw on the lid. Let the vodka 
and lemon peels infuse in a dark place for 15–30 days.

3 Line a strainer with a coffee filter and strain the vodka through. Set aside.

4 Combine sugar and water in a saucepan over medium heat. Bring the mixture to simmer. 
Stir gently until the sugar has dissolved. Remove from heat and allow to cool fully.

5 Pour the sugar syrup into the infused vodka and stir gently.

6 Bottle the limoncello. Chill in freezer for at least 4 hours before serving.

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

I NGR EDI EN TS DI R ECT IONS

ORGANIC LIMONCELLO

LIV Organic™ Lemons

Mike Taylor
Vice President of Sales and Marketing, Stemilt

What Your Role Is Really Like
“My role is ever-changing. Sometimes it’s 
proactive, sometimes reactive, but it always 
involves people, and I am constantly in 
pursuit of helping things go right. Over 
the years, I have moved from direct 
selling to becoming more of a mentor and 
problem solver. Today, I find my highest 
level of interest lies in strategy and looking 
for long-term opportunities for our very 
talented team.”

F
rom my short meeting with Mike Taylor, it felt like I knew him my 
entire produce career. The ease of conversation, the joyous inserts 
of laughter, and the way he carries himself make for a man who’s 

found his true calling and eagerly welcomes everyone into the industry. 
He’s a “Stemilter” through and through. For 29 years (this August), 
Mike has been a bedrock for the sales team. His integrity and eagerness 
to grow with the times to benefit the company was something that left 
me in awe, and I’m sure you’ll feel the same.

A Mentor Mentored: Those Who 
Have Shaped Mike
My father, Mike Taylor: “He is a sage 
investor at Taylor Orchards with the long 
view in mind, always. He lives and shares a 
life of varied experiences and is never afraid.”

The Mathison Family at Stemilt: 
“Grandpa Tom, for providing me with 
mentorship, faith, and optimism; Kyle, for 
his innovation, relentless passion, unending 
focus, and vision; West, for the Stemilt 
culture and driving better business through 
learning and data; and Tate, my partner with 
a fun and lively spirit, who’s always ready, 
willing, and able to take on the status quo.”

The Stemilters: “I learn from all of them 
daily. I am blown away by the amount of 
talented and committed people on our team. 
They are really inspiring!”

How Sales Becomes A Life Lesson
“Sales has taught me over and over that if you 
really listen well, people will tell you how to 
be successful. Understanding the motivations 
of other people and their organizations is 
key to creating win-win relationships. I try 
to approach my personal life the same way; I 
am learning not to focus so much on what I 
want, but on what will foster healthy change.”

With Lilian Diep

Time at Company: 29 Years

Integrity
—

Trust
—

Responsibility
—

Loyalty

July MVP

highlights

Surprise Us
“I love alpine sports. Downhill skiing, hiking, 
snowshoeing, and being in the mountains or 
a natural and exhilarating environment have 
really shaped my life. I love to push myself as 
hard as I can. The conditions and situations 
are variable, creating an environment of 
challenge full of individual freedoms and 
rewards. I find the fruit business to be a very 
similar journey.”

Words of Wisdom for the Next 
Generation

“Never underestimate the value of direct 
in-person and verbal exchange toward 
building knowledge, trust, and relationships. 
Don’t hide behind your screen! Live your 
work and personal life in direct human 
contact whenever possible. Get to know your 
customers’ stories, understand them, listen 
to them, and don’t just push emails at them. 
Don’t live a virtual life, live a real life!”
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At first glance, Highline 
Mushrooms’ newest offering 
is easily recognized by the 

high-quality mushrooms displayed 
prominently inside the package. But 
upon a closer look, shoppers lock 
in on the clear plastic tills and top 
film that truly create a differentiated 
offering in the mushroom set. 

This, my friends, is the power of 
innovation.

Introducing its latest 100 percent 
recycled rPET packaging, Highline 
Mushrooms has doubled down on 

A Closer Look at  
Highline Mushrooms New 
Recycled rPET Packaging
By Chandler James

its sustainability commitments and 
positioned its products in a new way 
that automatically sets them apart 
from the rest. 

Highline’s new packaging is just 
one example of how the supplier is 
working toward a circular economy. 
By reimagining the role plastic plays 
in fresh produce packaging, Highline 
is effectively meeting consumer 
demands while advancing its own 
company mission. 

With the packaging rollout starting 
this summer, Highline now offers 

both conventional and organic 
products in 100 percent recyclable 
clear plastic tills. Plus, the PET top 
film displaying enchanting earth 
tones and ingredients will ensure 
that hungry hands grasp for the 
package each time they peruse the 
produce aisle. 

By providing premium items in 
a sustainable package, you will 
be attracting one consumer after 
another to turn to fresh departments 
for their increasingly conscious 
shopping list. Highline Mushrooms is 
the partner to make that happen.
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WTF { what the fork }

DO I DO WITH ?

filling

¼ cup Bee Sweet Citrus Lemon juice
1 tbsp lemon zest
24 oz full-fat cream cheese, softened
1 cup sugar
½ cup sour cream, room temperature
1 tsp vanilla
3 large eggs, room temperature
Lemon curd

crust

15 sheets graham crackers
2 tbsp sugar
6 tbsp melted butter

Prep Time: 25 min
Cook Time: 75–80 min
Chill Time: 1 hr–overnight
Servings: 3–4 people

1 Preheat the oven to 350° F. Line a 9"×9" pan with parchment paper and set aside.

2 Pulse graham crackers in a food processor until crumbly. Then add in sugar and 
stream in melted butter. Press crumbs into the prepared pan and bake for 8–9 minutes. 
Remove from oven and let cool completely.

3 Beat the cream cheese with the paddle attachment on medium speed for 4–5 minutes 
until light and fluffy. Then add the sugar and beat again for another 3 minutes. Add 
in the sour cream, Bee Sweet Citrus Lemon juice, zest, and vanilla. On low speed, add 
the eggs one at a time just until the yolk disappears. Do not over-beat.

4 Pour filling on top of cooled crust. Add a few dollops of lemon curd on top and swirl 
into the cheesecake with a butter knife.

5 Bake for 65–70 minutes or until the cheesecake is set. Cover the cheesecake with foil in 
the last 10 minutes of baking. Once it’s done, turn the oven off, open the oven door just 
a little, and let the cheesecake cool in the oven for 1 hour.

6 Remove from the oven and refrigerate overnight. Add additional lemon curd on top, 
and place back in the fridge until mostly set. Slice and enjoy!

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

I NGR EDI EN TS DI R ECT IONS

LEMON CHEESECAKE BARS

Bee Sweet 
Citrus Lemons
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WTF { what the fork }

DO I DO WITH ?

1 cup Shuman Farms RealSweet® 
Onions, caramelized

8 large flour tortillas
1 lb cooked ground beef, seasoned to 

your liking
1 cup Cheddar cheese, shredded
½ cup BBQ sauce
1 tbsp olive oil or butter

Prep Time: 10 min
Cook Time: 6 min
Servings: 8 quesadillas

1 Lay tortilla flat. Cut one line from the edge to the center of the tortilla. Add the 
cooked ground beef to the quarter directly below the cut. Add the cheese to the next 
quarter. Next, add the caramelized onions to the quarter above the cheese. In the 
final quarter, add the BBQ sauce.

2 Now, start folding the sections. First, fold the BBQ sauce section over the caramelized 
onions. Fold that section over the cheese quarter. Finally, fold the stacked portion over 
the beef section.

3 Repeat these steps with all the tortillas.

4 Add olive oil or butter to a skillet. Warm the skillet over medium heat. Cook the 
folded quesadillas approximately 3 minutes per side to brown the tortillas and melt 
the cheese. Enjoy!

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

I NGR EDI EN TS DI R ECT IONS

BBQ CHEESEBURGER FOLDED TORTILL A QUESADILL AS

Shuman Farms 
RealSweet® Onions

By Peggy Packer

In our world, the beauty of life is found in both the journey and the destination. It is 
an enchanting passage that fresh produce takes as it evolves from seed, to plant, to 
product, all before being transformed into a captivating culinary sensation. We here 

at The Snack are eager to celebrate those who facilitate the journey and those who use 
fresh produce to craft an enthralling flavor destination for the consumer. Read on to see 
how creativity and passion meet at the intersection of foodservice…
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Tanya Eng, 
Chef and Food Stylist

“As a chef and food stylist, I 
am always mindful of the 
well-known adage, ‘we eat 
with our eyes first.’ While 
flavor and texture are essential 
to any good recipe, it is always 
the presentation that lures the 
eyes to feast and savor. Creating healthful, 
nutrient-dense recipes that are quick to prepare while 
embracing food trends is easily achieved with the 
superior quality of Mucci Farms produce.”

Emily Murracas, 
Director of Marketing, 
Mucci Farms

“Growing fresh and flavorful 
produce 365 days a year 
is at the heart of what we 
do at Mucci Farms. We aim 
to inspire consumers to use our 
products to enhance and transform 
any dish. Tanya and her culinary team of chefs and 
food artists have been our #PartnersInProduce for 
many years and have worked hand in hand with us to 
create healthy and delicious recipes that are easy and 
impressive for entertaining. In our recipes, the produce 
is the star of the dish and can be found on all of our 
packaging for quick inspiration. When a dish is colorful, 
vibrant, and bursting with flavors, it is sure to impress!”

Mucci Farms

California Giant 
Berry Farms

Derek Seigfried, 
Food Specialist, 
Gordon Food Service 

“With California Giant’s 
blueberries, we developed 

a fun recipe that is simple, 
flavorful, and on-trend. 

Blueberries and lemons have such 
an affinity for one another, but yuzu 

even more so! By simmering fresh blueberries with sugar, 
a splash of yuzu juice, and some cornstarch, we create a 
delicious filling for Yuzu and Poppyseed Hand Pies. Use 
a standard pie dough recipe, but store-bought works fine 
too. Pick your shape, spoon some filling into the center, 
brush the edges with egg wash, cover, crimp, and bake! 
For the frosting, combine a splash of milk with some of the 
blueberry filling, and whisk in powdered sugar until you 
have a thick paste. Top the pastries once cooled, sprinkle 
with poppyseeds, and enjoy.”

Tom Smith, 
Director of Sales, 

California Giant 
Berry Farms

“Berries are the perfect 
complement to food trends! 

Not only do they provide a 
vibrant pop of color to any dish, 

but they also perfectly enhance flavors 
ranging from sweet to savory. Fresh blueberries in Derek’s 
Yuzu and Poppyseed Hand Pie provide ample color payoff in 
the hand pie’s frosting, while also providing a delicious boost 
of blue in the filling. With the amplification of social media, 
produce has the ability to play off trends—such as Asian-
inspired breakfasts—if not being the standout trend itself!”
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Giumarra 
Companies

Anna Lee,
Food Stylist and 
Personal Chef

“I’ve collaborated with 
Giumarra on a variety of 
recipes, and it’s always a 
pleasure getting hands-on 
with fruits and vegetables and 
exploring their many potentials, 
from sweet to savory. For one of our most recent projects, 
Giumarra asked me to create recipes that will get people 
to buy more bell peppers. Bell pepper is naturally sweet; 
after slow-roasting, the sweetness deepens, and the texture 
changes from crunchy to velvety-soft and meaty. I wanted 
to create something that is easy to put together, tasty, and 
beautiful. Slow-Roasted Bell Pepper Pasta is the perfect 
vegetarian main course or healthy side dish for any 
weekday dinner!”

Megan 
Gorgisheli,
Director of 
Marketing 
Administration, 
Giumarra 
Companies

“Working with chefs is always a fun experience because 
they are all so passionate about fresh produce. We worked 
with our long-time recipe developer, Anna Lee, to create 
some tasty new dishes for bell peppers. Bell peppers are 
an excellent source of vitamin C, and in the age of social 
media, amazing recipe content will encourage shoppers 
to stock up on these delicious, nutritious ‘super veggies.’ 
Anna knocked it out of the park with this Slow-Roasted 
Bell Pepper Pasta, a riff on the TikTok-viral Baked Feta 
Pasta. With three different colors of bell peppers, melty 
Brie cheese, garlic, and lemon, it’s a flavorful, accessible 
recipe that will get consumers buying bell peppers in bulk. 
My family goes crazy for this dish!”

WTF { what the fork }

DO I DO WITH ?

3 assorted DulceVida™ Nectarines, 
cored and sliced into ½" wedges

½ cup olive oil 
½ cup mint leaves, packed tightly  
3 tbsp grapeseed oil 
Salt and pepper 
1 lemon, juice and zest 
1 tbsp honey 
8 oz Burrata cheese 

Prep Time: 20 min
Cook Time: 5 min
Servings: 4

1 To make the crispy mint, heat ½ cup olive oil in a shallow pan just before the smoking 
point. Quickly fry the mint (30 seconds or less); the mint should still be green without 
turning brown. Drain and preserve the oil and set the mint crisps aside.  

2 Toss the nectarine wedges in the grapeseed oil and add a big pinch of salt and pepper. 
Place the nectarines on a very hot grill for 30 seconds on each side to achieve a deep 
grill mark without cooking the fruit entirely. The nectarines should still have a little 
crunch to them.  

3 To make the dressing, add lemon juice, lemon zest, honey, and a pinch of salt and 
pepper in a small mixing bowl and stir together. Gradually, whisk in the reserved mint-
infused olive oil.  

4 To assemble, place Burrata and grilled nectarines onto a serving dish. Sprinkle the 
mint crisps over the salad and drizzle with dressing. Add flaky salt and pepper all over 
as a final touch.  

To learn more about Giumarra Companies, visit www.giumarra.com

I NGR EDI EN TS DI R ECT IONS

GRILLED DULCEVIDA™ NEC TARINE AND BURRATA SAL AD WITH CRISPY MINT

 DulceVida™ 
Nectarines
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Settle in, class.
Welcome to your first day of Building 
Global Brands 101. Have your notebooks 
ready, because we’re going to discuss what 
it takes to construct a worldwide presence. 

Contrary to my self-proclaimed status as 
today’s professor, I’m not the industry’s 
most distinguished expert in product 
development or business operations. 
Much of what I know about catalyzing the 
growth of a burgeoning produce brand I 
learned from witnessing the evolution of 
Westfalia Fruit Marketing. 

Since its entry into the United States 
in 2015, the provider has wielded its 
expansive network to rise as a leading 
supplier of fresh avocados. Through 
leadership transitions and other tactical 
developments, Westfalia Fruit reorganized 
its operations and established strategies 
focused on diversified supply chains, 
innovation, actionable sustainability, and 
delivering impeccable service to customers 
through its team of #avoexperts—as the 
company affectionately calls them. 

“Westfalia opened for business in the 
U.S. in 2015, but it was founded over 
70 years ago on environmental, social, 
governance, and sustainability principles 
that still guide us today across 15 
countries,” explains Raina Nelson, who 
was introduced as the intercontinental 
operator’s Chief Executive Officer and 
President of North America in August of 
2021. “Since then, we have continued to 
evolve into a global, vertically integrated 

46

By Peggy Packer

Priming itself for this upcoming boost, the avo titan is 
investing in new technologies to increase efficiencies, 
reduce costs, and introduce consumer-friendly 
avocado packaging. Still got some room on your 
notepad? I’d add “investments” to that growing list of 
brand strategies. 

“Westfalia is focused on investing in all areas of the 
avocado industry, from seed to plate. This includes 
climate-friendly cultivar development that yields high 
fruit productivity with reduced water use, as well 
as minimizing waste and plastics in our operations,” 
Raina explains. “The goal is to achieve lifetime carbon 
neutrality by 2049.”

This is a goal well within reach, as Westfalia Fruit has 
developed a comprehensive global sustainability 
strategy prioritizing the environment, local economies, 
and most importantly, its people. 

“Across the globe, our fully integrated Westfalia family 
provides a path of purpose- and mission-driven 
values, loyalty, respect, and empowerment that is an 
extremely compelling reason to partner with Westfalia 
Fruit North America,” Raina emphasizes. “Our 
experienced sales team provides personal service and 
works in alignment with customers’ needs to fulfill the 
growing demand for avocados around the world.”

While Raina’s confident words mark the end of 
today’s course, there is much more to learn from this 
experienced CEO and the globe-sweeping operation 
she helps oversee.  

In reality, if you’re tracking the progression of 
this prominent avocado supplier, class is always 
in session.

company that grows and distributes premium 
avocados year-round across North America based 
on our mission ‘to do good.’”

For physical proof of the producer’s ceaseless 
Stateside expansion, look to the advancements 
implemented at its cutting-edge facilities. If you 
haven’t yet, you may want to return to your notes and 
highlight “geographical headway” as a critical element 
of international success.

Most recently, Westfalia increased ripening 
capacity at its Oxnard, California, facility, allowing 
the company to execute customized ripening 
programs for its partners. The supplier also scaled its 
distribution footprint in the Midwest and Southeast 
and anticipates further extending its infrastructure 
across the Eastern Seaboard, in addition to its Texas 
and Pennsylvania locations.

“Westfalia has the most diverse avocado cultivation 
portfolio in the world, and our research department 
is made up of a team of dedicated scientists and 
technicians that play a critical role in shaping the 
future of the global avocado industry,” Raina shares 
with me, illustrating how Westfalia’s avocados are 
grown and harvested in South Africa, Mexico, Chile, 
Colombia, Peru, and California. “In addition to 
California, our North American distribution network 
includes Texas, Pennsylvania, and Illinois. Our sales 
offices are strategically located in Europe, North 
America, Latin America, and South Africa to manage 
the entire process, from sourcing the fruit to its 
transport through state-of-the-art warehouses, all 
the way to its final destination.”

After building itself into a well-known force in the 
fresh avocado sector, Westfalia Fruit now has plans 
to launch a new line of value-added, avocado-based 
products while exploring even more opportunities to 
expand its portfolio.

“Westfalia has the 

most diverse avocado 

cultivation portfolio 

in the world, and our 

research department is 

made up of a team of 

dedicated scientists and 

technicians that play a 

critical role in shaping 

the future of the global 

avocado industry.” 

RAINA NELSON, 
Chief Executive Officer and President of North 

America, Westfalia Fruit North America
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WTF { what the fork }

DO I DO WITH ?

salad:
1 cup Jasmine Vineyards Red or Black 

Seedless Grapes, halved or quartered
2 cups rotisserie chicken, shredded
1 apple, chopped into small cubes 
2 stalks celery, finely diced
⅔ cup walnuts, chopped

1 In a small mixing bowl, whisk together dressing ingredients: mayonnaise, Greek 
yogurt, mustard, lemon juice, and salt and pepper. Set aside.

2 In a large mixing bowl, combine grapes, chicken, apple, celery, walnuts, and dressing. 
Toss gently and refrigerate in a covered container until ready to serve.

3 Portion out the chicken Waldorf salad onto the bottom half of each bun. Add lettuce, 
an onion slice, and the top half of the bun. Enjoy!

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

I NGR EDI EN TS

DI R ECT IONS

WALDORF CHICKEN SAL AD SANDWICH

Jasmine Vineyards 
Seedless Grapes

dressing:
½ cup mayonnaise
½ cup Greek yogurt
1 tsp Dijon mustard
1 tbsp lemon juice or juice of ½ lemon
Salt and pepper, to taste

sandwich:
4 brioche buns or kaiser rolls
3 cups butter lettuce or greens of choice
Red onion, sliced crosswise

Prep Time: 15 min
Servings: 4
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Bringing You an Easy &   
Delicious Mushroom Side Dish!

“Meet” Our Sizzling Sautes™

Life is busy. These side dish solutions will make it easy 
for your customers to indulge in their love of food and 
cooking. Available in three bold flavors: Fajita, Teriyaki, 
and Thai. We’ve taken care of the toughest part—slicing 
and spicing. All three items feature 12 oz of sliced high 
vitamin D mushrooms and a 1.5 oz sauce packet.

montereymushrooms.com

learn more!



ELISE SMITH
Marketing Manager, Homegrown Organic Farms

If you walk into the home of Elise Smith, you may hear the happy chuckles 
of her friends and family gathered around the couch, see Michael Scott’s face 
flickering across the TV as the group enjoys a throwback episode of The Office, 
or smell the alluring hints of citrus radiating from a bowl of tantalizing fresh 
fruit. With an uplifting spirit and an undeniable passion for all things fresh, 
the Homegrown Organic Farms Marketing Manager’s list of favorite things 

perfectly reflects her lighthearted and infectious energy. Curious to learn more 
about this talented marketing maven? Read on and take a step into her world…

A Freshly Stocked 
Fruit Bowl

Family and 
Friends

Quiet Time Alone 
in the Kitchen

Coffee

Summer 
Stonefruit Season

The Office

Fresh Flowers

The Mountains

Autumn

With Peggy Packer

They are my biggest 
supporters in all 
areas of my life.

I usually pour 
a glass of 
wine, put on 
some music 
or a podcast, 
and get lost in 
the process.

I love to find 
a good coffee 
shop when 
exploring 
new places.

It’s rare to see the 
fruit bowl in my 
home empty. 

I grew 
up taking 
family trips 
to Truckee, 
California. 
Endless 
outdoor 
activities.

A simple pleasure. They 
brighten the mood in any 
room! I hope to one day 
plant a garden at home.

I enjoy the 
cooler weather, 
changing leaves, 
and seasonal 
fall fruits like 
our organic 
persimmons and 
pomegranates.

The best time 
of the year! 
Most might go 
for a peach, but 
I love pluots.

I’ve watched it from 
start to finish more 
times than I can count.
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sales@countrysweetproduce.com

SWEET POTATO
WARRIORS UNITE AT
BOOTH #404

DreamWorks Kung Fu Panda:
The Dragon Knight © 2023 DreamWorks

Animation LLC. All Rights Reserved.



By Jenna Plasterer

Baked, fried, sautéed, mashed. There is no 

wrong way to enjoy a sweet potato—except 

to not enjoy one at all. That being said, 

give your shoppers exciting new opportunities to 

experience the wide range of unique sweet potato 

varieties by taking a gander at this comprehensive 

category guide... 

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

Short and blocky

Smooth, dry, firm, and dense

Dark purple skin; white flesh

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

Longer and thinner when compared to 
blocky, elongated spuds

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

Yellow skin; white to yellow flesh

Flavor:

Shape:

Eatability:

Color:

Flavor:

Shape:

Eatability:

Color:

Flavor:

Shape:

Eatability:

Color:

Flavor:

Shape:

Eatability:

Color:

Flavor:

Shape:

Eatability:

Color:

Flavor: 

Shape:

 
Eatability: 

Color:

Traditional sweet flavor; apricot and 
floral aroma; excellent for baking, 
roasting, or in casseroles

Elongated

Smooth; brown sugar

Copper-rose to tan skin; orange flesh

Very sweet and extra moist

Elongated

Smooth

Red-copper to plum skin; orange flesh

Moist, sweet, and earthy

Short and blocky

Smooth and fibrous; softer variety

Burnt-orange skin; orange flesh

Sweet and moist

Elongated and blocky

Smooth and fibrous

Rust-orange skin; orange flesh

Source | Information provided by AndNowUKnow and The Snack sweet potato grower contributors52 / JULY 2023 THESNACK.NET / 53



A Q&A With Mark Munger, Senior Director 
of Marketing, Ocean Mist® Farms

By Anne Allen

s a reader, I love drawing 
parallels between the 
themes found in literature 

and those we gravitate toward in 
life. The importance of experience 
and knowledge can be traced 
through centuries of work, both 
on and off the page. 

Mark Munger’s reputation 
is bolstered by his quest for 
experience. The Senior Director of 
Marketing for Ocean Mist® Farms 
has been a produce advocate for 
nearly 37 years, and throughout 
his career, he’s acquired a bounty 
of wisdom that would put any 
scholar to shame.

From lessons learned along the 
way to where he sees the brand 
headed next, let’s have Mark take 
us through his book of expertise.
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Q4

Q5

Ocean Mist Farms 
will continue to tell our 
story through social media, 
public relations, and with 
our customers. That consistent 
message will be instrumental in 
keeping our brand fresh and relevant. 
We are also focused on new product 
innovation and have an active plan to 
launch new SKUs and offerings over the next 
several years that will help keep our brand in 
front of customers.

AA: It’s obvious you hold a deep respect for Ocean 
Mist and its mission. What else appealed to you 
about joining the team?

MM: Ocean Mist has a strong reputation for quality, 
reliability, and innovation, and the brand always 
commanded a high degree of respect. I’ve been 
very fortunate to work with some outstanding 
brands. The chance to join Ocean Mist Farms, help 
nurture and grow its brand, was too good of an 
opportunity to pass up! We are loaded with talented 
and authentic people, so in essence, I feel like I’ve 
joined the dream team.

AA: What would you say has been the most valuable 
lesson you’ve learned in produce so far, and how do 
you apply that to your new position? 

MM: Over my career, I’ve learned many valuable 
lessons—most the hard way!—that led to a short list 
that serves me well in my career. I’ve tried to keep to 
these and apply them to my role here at Ocean Mist 
Farms:

• Surround yourself with talented people 
and be sure to let them lead

• Always begin decisions with the customer 
and their needs in mind

• Be serious about your work, but never 
take work too seriously

• Don’t be afraid to make mistakes; learn 
from them. They become the drivers of 
innovation

Even on the worst days, remember that what we do 
nourishes people, and our industry makes a difference.

T he richness of those who work in fresh and the 
talent of this produce marketer is a match made 
in heaven. Just as knowledge and experience 

make for literary bedfellows, so do they carry out a 
harmony in our industry.

We view our 
centennial 
as a chance 
to celebrate 
our heritage, 
legacy, and 
the people 
who have 
contributed 
to our 
company’s 
success.”
MARK MUNGER,  
Senior Director of Marketing, 
Ocean Mist® Farms

“ANNE ALLEN: I’m sure you’ve 
got big plans for the company’s 
marketing goals. Can you share 

some of those with us? 

 
MARK MUNGER, Senior Director 
of Marketing, Ocean Mist® 
Farms: For the last several 
years, Ocean Mist Farms 
has used a skilled full-
service agency to manage 
many of the company’s 
marketing programs. Now, 
we’ve decided to bring 
all our marketing activities 
in-house. I have a great team, 
and we are all up for the challenge, but we have a 
lot of work ahead as we begin rolling out our own 
programs. We are also working on cleaning up our 
packs to create improved consistency of brand 
presence, upgrading our data analysis capabilities, 
and building a closer alliance with our sales team to 
support them in their efforts. 

We are most excited, however, to be preparing for 
Ocean Mist’s 100-year anniversary next year! 
There aren’t many fourth-generation 
family farming companies in our 
industry that can claim that 
milestone, and we are already 
working on some fun and 
exciting projects.

AA: How does the centennial anniversary tie into future 
initiatives for Ocean Mist? 

MM: We view our centennial as a chance to celebrate 
our heritage, legacy, and the people who have 
contributed to our company’s success. Our founders 
were instrumental in establishing the Castroville, 
California, artichoke industry and were the first to 
bring commercial artichokes to the North American 
marketplace. Our 100th birthday is also an opportunity 
to show customers our vision for the future and lay the 
foundation for the next successful hundred years.

Q1 Q2

Q3
AA: Ocean Mist is such a well-known name in the 
industry and with consumers as well. How do you 
keep the company’s messaging feeling fresh? 

MM: We are fortunate that Ocean Mist Farms has 
grown to become a very respected and recognizable 
brand, but we can’t ever coast and take our brand 
for granted. Fortunately, we have a compelling story 
to tell. As fourth-generation family farmers, there 

is an opportunity to speak with authenticity 
and expertise from seed to table. 

Consumers want to know where 
their food comes from. They 

want to feel connected to 
the people who grow, 

harvest, and pack it. 
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WTF { what the fork }

DO I DO WITH ?

10–12 slices Lipman Family Farms® 
Tomatoes (¼" thick)

¼ cup goat cheese or feta, crumbled
2–3 tbsp pesto
1–2 tbsp balsamic glaze
1–2 tbsp extra virgin olive oil
Flaky salt
Cracked pepper
Basil leaves for garnish

pesto

1 cup packed basil
2 cloves garlic
2–3 tbsp shelled pistachios
¼ cup Parmesan
6 tbsp extra virgin olive oil
Pinch of kosher salt
Freshly ground pepper

Prep Time: 10 min
Servings: 2

1 To prepare the pesto, add basil, garlic, pistachios, Parmesan, olive oil, and salt and 
pepper to a food processor. Blend until smooth.

2 Arrange Lipman Family Farms pre-sliced, ready-to-eat tomatoes on a plate.

3 Top with crumbled goat cheese. 

4 To make the dish visually pop, drizzle on the pesto, balsamic glaze, and olive oil. 

5 Garnish with salt, pepper, and basil leaves. Enjoy!

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

I NGR EDI EN TS DI R ECT IONS

TOMATO PESTO CARPACCIO

Lipman Family Farms® 
Sliced Tomatoes
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By Anne Allen

I’ve been reflecting on legacy quite a bit lately, as the 
window through which I see our industry widens. How 
we look to the past as a guidebook to direct our future, 

and how we look to the future through the lens of history 
and hope—all in the name of creating something to last 
beyond us. 

For 100 years, Sambrailo Packaging has considered 
legacy a gift. Reflecting on the past century, I am joined 
by key members of the team who share with me how 
history, innovation, and collaboration have created an 
operation that will surely see 100 more years. 

Mark Sambrailo, President and Chief Executive Officer, 
is first introduced to me as the man who can make his 
team’s visions come to life. He’s the one who knows 
the family history like the back of his hand, and the 
one who understands the importance of that history in 
determining the future of the company. 

60

Mark tells me how, after the Sambrailo family immigrated to 
the United States from Croatia in 1887, they landed in Angels 
Camp, California, to follow the Gold Rush. Peter Sambrailo, 
family patriarch and father to Charles, William, and Jake, gave 
up his mining operation and settled in Watsonville, California. 

“Charles Sambrailo founded the company in 1923,” Mark begins. 
“He started Sambrailo Packaging at the age of 22 to provide 
wooden apple and berry crates with paper liners to the farmers 
who lived in Watsonville. The paper liners gave the company its 
first name: Chas. P Sambrailo Paper Company.”

As agriculture and farming in California’s Pajaro Valley 
evolved, so too did Sambrailo. 

“That history shaped us. We adapted to the crops coming 
in and out of the valley; everything from apples to row 
crop vegetables, and floral to berries. With each change 
in the valley, our packaging services and products 
expanded,” Mark adds. 

The landscape of change is beautiful to me, as 
crops ebb and flow, creating demands and waiting 
for people to rise to the occasion to fill them. 
After the Pajaro Valley saw a major shift from 
growing mostly apples in the ’20s through the 
’50s, the berry industry blossomed in the ’60s. 

“Our team at Sambrailo adapted to create 
services and products catering to each of 
the segments in the industry, creating 
wood crates for apples and berries, then 
transitioning to corrugated boxes and 
creating the first berry clamshell in 
1987. Throughout the ’90s, it was all 
about figuring out which items would 
be best for plastic clamshells and 
creating whole integrated packaging 
systems (clamshells, trays, and 
labels) for retail customers and 
transportation,” Mark explains. 

“The challenges are constant, 
but they are opportunities 
for us to adapt and keep 
maintaining our services for 
our customers.”

With 100 years at its back, 
Sambrailo is not lacking 
in experience. Nor is 
it lacking in heart, 
as Erik Sambrailo, 
Project Manager, is 

Mark 
Sambrailo, 

President and 
Chief Executive 

Officer, Sambrailo 
Packaging

Erik  
Sambrailo, 

Project  
Manager,  

Sambrailo  
Packaging

Kiersten 
Sambrailo 

Clontz, 
Account 

Executive, 
Sambrailo 

Packaging
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quick to 
point out to 

me. Erik is 
the dreamer, 

the one who 
puts those lofty 

visions on the 
table for Mark 

to help bring to 
life. It’s a good 

partnership, to 
say the least. 

“I’m excited about 
the progress of our 

sustainable packaging 
line, ReadyCycle®, 

and how the industry 
and retail sectors are 

embracing the shift toward 
non-plastic, compostable 

alternatives,” Erik remarks. 
“We are motivated to continue 
leading the charge with our 

innovative solution and stand by 
our customers who have been at 

the forefront of driving this industry 
change, including JSM Organics, 

A&A Organic Farms, Coke Farm, 
Live Earth Organic Farm, Viva Tierra, 

Lipman Family Farms®, and many 
more.”

Sambrailo’s customer partnerships are more 
than just a typical supply-side partnership. 

As Kiersten Sambrailo Clontz, Account 
Executive, tells me, it’s an element of the 

company that it can’t live without. 

“Service, that is what we truly sell,” she 
emphasizes. “Our company has always been 

centered around the service we can provide and 

cater to our customers’ operations. For example, 
we’ve been doing business with Driscoll’s for over 60 
years and have been through every packaging change 
and challenge right beside them. Our service is our 
constant. The team who provides our customers with 
service is constantly working. We always strive to be 
there for them throughout their operational needs and 
changes to their business.”

Given that the company began as a family affair, this 
culture has permeated throughout its operations. 
Team members are essential to the success of 
Sambrailo, and they never forget it. 

“Our team is the heart and soul of Sambrailo 
Packaging. Their dedication, creativity, and hard 
work have been the driving force behind this 
company’s continued success,” Erik affirms. “We are 
fortunate to have team members who have been with 
us for decades, some for as long as 54 years, and they 
have truly become part of our family. We strive to 
foster a sense of belonging and unity for everyone in 
our company. Words cannot adequately express our 
gratitude for those who have dedicated themselves 
to this company and built their lives here. It’s an 
unparalleled source of pride for us. We are immensely 
grateful for their contributions and remain committed 
to nurturing this culture.”

So much of legacy is about building the now—an 
important distinction I believe Sambrailo works very 
hard to achieve. It’s not all about building for the 
future, but creating a current moment that builds 
an enduring love for the business to be reflected in 
future generations. 

As Mark, Erik, and Kiersten look ahead to those 
future generations and what the next 100 years will 
bring, I have to ask what the ultimate accomplishment 
would be for Sambrailo. 

“The ultimate accomplishment would be for us to 
keep doing what we’re doing,” Mark says. “If we can 
continue providing service to our customers, caring 
for our team and family, and making our mark on the 
packaging and produce industry by innovating new 
solutions, that would be pretty amazing. After all, it’s 
what we’ve done for the past 100 years.”

Legacy goes beyond what we leave behind. It’s a living 
reminder of who we are and where we hope to go. For 
Sambrailo, it’s a heady blend of what I spoke of at the 
beginning: history, service, and a team that believes.

“Our team at Sambrailo [Packaging] 
adapted to create services and 
products catering to each of the 
segments in the industry, creating 
wood crates for apples and berries, then 
transitioning to corrugated boxes and 
creating the first berry clamshell in 1987.”
- Mark Sambrailo, President and Chief Executive Officer, 
Sambrailo Packaging
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TESTIMONIALS
Emmett Linder, Director of Mission Engagement, Driscoll’s

Alan Tagami, Vice President of Sales, Seven Seas - Watsonville

“I have worked closely with Sambrailo Packaging for most of my 40 years 
with Driscoll’s. Together, we produced the first branded, plastic-mesh pint 

strawberry baskets used in the berry industry. Sambrailo developed the 
first hand-folded strawberry plant boxes, eliminating the use of staples, 

which drove efficiency and safety. The company was instrumental in the 
development of clamshell packaging used for berries on both baskets and 

cartons. Clamshells revolutionized the berry industry in harvesting, cooling, 
shipping, and merchandising. Sambrailo has always been ready and able to 

provide creative solutions for Driscoll’s, as well as the entire berry industry. 
They are excellent partners and industry leaders.”

“Right after college, I was fortunate enough to be hired as a Sales Representative 
by the Sambrailo family; this was my introduction to the produce industry. It was 

during my time working for Sambrailo Packaging that I learned the core values 
of the company, which continue to this day. These core values are: maintain an 

excellent reputation within the produce industry, always be innovative in the 
packaging realm, and be customer-centric with a focus on exceptional customer 

service. For these reasons, we at Seven Seas value Sambrailo Packaging as a key 
supply partner for our strawberry packaging in both California and Mexico.”

Olivier Griss, Sales Manager, Coke Farm

Andy Martin, President, A&A Organic Farms

“We have enjoyed working with Sambrailo Packaging for the last 17 years, because 
like us, Sambrailo is a family-owned company. We share many of the same values 

such as looking for sustainable, environmentally friendly solutions for our produce 
packaging needs and working toward exceeding our customer’s expectations in 

every possible way. Sambrailo Packaging is always in a solution-based mode for 
us and our growers. When the ReadyCycle® product was launched in 2017, we 

were very excited about the product and wanted to start using it right away. We 
placed our first order and started shipping ReadyCycle in the spring of 2018. Our 

customers love the packaging and support it. Many of our customers now think of 
us as ‘the company that has sustainable packaging,’ and we like that.”

“Coke Farm has been partnering with Sambrailo Packaging for over 30 years.  When 
the ReadyCycle® clamshell option was first presented to us we were immediately drawn 

to it. Not only was it aesthetically pleasing, but philosophically we loved everything it 
stood for. For those willing to partner with us and put forth the effort on the ReadyCycle 

program items, it has shown great success and incredible direct consumer feedback. 
When organic farming first started, it was a small group of people who wanted to 

make a change and do things a different way to work toward a better future. Through 
resilience, risk, perseverance and passion, look where organic is today. We truly 

believe that in time, ReadyCycle and sustainable packaging options will hold the 
same gold standard. We look forward to the future with Sambrailo as a partner in 

pushing sustainable packaging options forward. Cheers to 100, Sambrailo!”
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According to a Centers for Disease 
Control and Prevention study, about 
60 percent of American children 
don’t consume the recommended 
daily amount of fruit. Apples 
present an accessible, nutrient-
dense, and tasty option for families 
looking to up their fruit intake. 
Numerous studies show that apple 
consumption positively correlates 
with better health thanks to their 
dietary fiber, vitamins, minerals, and 
antioxidants—quite the punch for 
such a humble fruit.

Few experiences are as universal 
as munching on apples at school. 
The hearty fruit is perfect for 
lunchboxes and classroom snack 
time: sweet, crunchy, consistent, 
and familiar—especially smaller-
sized apples and slices, which are 
ideal for little mouths and hands. 
Sweet varieties such as Honeycrisp, 
Gala, Fuji, and Envy™ are perfect 
apples for fall promotions targeting 
back-to-school. 

Did you know that, according to 
the United States Department of 
Agriculture, apples are the second-
most-consumed fresh fruit in the 
U.S.? This is especially true for 
shoppers with kids: 62 percent of 
apple purchasers have children. New 
crop apples dovetail perfectly with 
back-to-school timing, especially 
as shoppers look to fill their fridges 
with quick and easy items for those 
hectic early mornings. When you 
really think about it, the classic 
combination of apples and school 
just makes sense.

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
pples and school—is there a stronger association 
between two concepts? While the origin of gifting 
school teachers with a shiny, red apple is up for debate, 

there’s no doubt school kids and apples are meant to be 
together. Read on to learn why this pome is the perfect 
produce item to promote as a healthy snacking alternative 
and brain fuel for kiddos as they return to the classroom.

Back-To-School

Healthy and Available The Perfect Snack Kids Love Apples
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WTF { what the fork }

DO I DO WITH ?

3 cups Gold Coast Packing Snap Peas
¼ cup water
2 cloves garlic, minced
2½ tsp soy sauce
2 tsp olive oil 
2 tsp Gochugaru, or chili flakes
Sesame seeds, for garnish

Prep Time: 5 min
Cook Time: 15 min
Servings: 4

1 In a bowl, mix together water, garlic, soy sauce, 1½ tsp olive oil, and Gochugaru.

2 Heat wok or skillet over medium heat.

3 Add remaining ½ tsp olive oil to pan.

4 Once oil is heated, add in Gold Coast Packing Snap Peas and sauté until all peas are 
slightly browned on both sides, about 5–7 minutes.

5 Add in sauce mixture, ensuring all Snap Peas are covered in sauce. Let sauce reduce for 
about 3–5 minutes.

6 Remove from heat and sprinkle with sesame seeds.

7 Enjoy as prepared or over rice!

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

I NGR EDI EN TS DI R ECT IONS

SPICY GARLIC SNAP PEAS

Gold Coast Packing 
Snap Peas

You know shoppers are 
after products that are 
both healthy and delicious. 

Answering this call for value-
added variation is none other than 
Monterey Mushrooms, whose latest 
portfolio addition knocks this 
request out of the park. 

Sizzling Sautés™ is a meal solution 
set to take the retail world by storm. 
The versatility of this product line 
is a huge selling point, as it can be 
used as a side dish, a complement 
to an entrée, or as a meat 
replacement ready to be star of the 
plate. Available in Fajita, Teriyaki, 
and Thai, Sizzling Sautés makes 
it easy for home cooks to elevate 
their love for mushrooms. On top of 
that, the line uses mushrooms that 
are high in vitamin D, boosting its 
health benefits even more. 

The pack style is strikingly simple; 
the focus here is the sauté pan 
emblazoned on the front and 
the mushrooms nestled inside, 
all wrapped up with impactful 
directions. I love when packaging 
includes details that call out how to 
cook the item. It helps the shopper 
visually understand cooking 
applications right away! 

Each flavor features 12 oz of pre-
sliced mushrooms and a 1.5 oz 
sauce packet, but the convenience 
factor of this product is where it 
truly shines. People are busier than 
ever and clamoring for healthy 
items that offer bold flavors without 
breaking the bank. 

With great flavor comes great 
responsibility. Now all that remains 
for retailers is a simple question: Do 
you provide only the core items or 
are you a flavor solution provider?

A Closer Look at 
Monterey Mushrooms’ 
Sizzling Sautés™

By Anne Allen
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BY JENNA PLASTERER

T raveling through 
California, consumers’ 
attention is captured 

by vibrant fields of leafy greens 
dotting the land from the 
northern region of the state to 
the southern tip. To learn how 
to take that shopper interest 
from the farm to the produce 
aisle and boost your bottom 
line, read what these category 
connoisseurs have to say…

Vice President 
of Foodservice 
Business 
Development, 
Church Brothers 
Farms

“Leafy greens are so versatile for 
adding color, flavor, and nutrition 
to foodservice offerings. Back in the 
day, operators stuck with Iceberg 
and Romaine for salads, sandwiches, 
and more. Spring mix changed 
that, upping the ante with color and 
texture. The newest generation is 
product lines like our Tuscan Salads 
blends, which offer loft, amazing 
plate presentation, and flavorful 
forkability. Don’t get me wrong, 
Romaine and Iceberg still have a 
place on menus, but Tuscan Salads 
offer next-level leafy greens.”

Communications 
and Marketing 
Coordinator, The 
Nunes Company

“The Nunes Company markets and sells fresh 
leafy green vegetables, including Romaine Hearts, 
Romaine lettuce, red and green leaf lettuce, red 
chard, green chard, rainbow chard, spinach, red 
kale, green kale, Lacinato kale, red and green 
cabbage, collard greens, and Iceberg lettuce 
under the Foxy ® and Foxy Organic® brands. 
Their versatility and availability, along with their 
nutritional value, make leafy greens an ideal year-
round vegetable. Leafy greens can complement 
any season; a summer favorite includes a classic 
wedge salad with Foxy Iceberg lettuce. Leafy 
greens provide several health benefits and, with 
their versatility, is a category that continues to 
gain popularity among consumers.”

Senior Vice 
President of Sales, 
Local Bounti

“From garnish to game-changer, 
our living Watercress is a 
powerful little leaf that packs 
a mighty nutritional punch. In 
fact, with so many nutrients 
packed into such a tiny little 
package, it’s no wonder that 
we call our cress Wondercress. 
This little powerhouse of a leaf 
is very easy to prepare or add to 
recipes. Consumers can simply 
throw them in a smoothie, their 
favorite salad, or even on top 
of a pizza for a bold, peppery, 
nutritious kick.”

Director of Sales 
and Commodity 
Management, 
Ippolito 
International

“Leafy greens are a mainstay for any retailer or 
foodservice customer, whether it be Romaine/mix 
lettuces, spinach, arugula, or even kale. These 
items are not only nutrient-rich but also incredibly 
versatile in their applications, whether used in 
juicing, wraps, salads, or back-to-basic sandwich 
toppings. Having grown up in the Salinas Valley, 
it is amazing to see the innovative varieties and 
products brought to the forefront. This category 
continues to expand in surprising ways! It truly has 
developed into a diverse market segment with all 
sorts of consumer uses and applications. Here at 
Ippolito International, with our broad commodity 
and value-added product line, we are a one-stop 
shop for your leafy green needs.”

LEAFY 
GREENS

California

Stephanie Cantero,

Greg Heinz, 

Director, Corporate 
Communications, 
Dole Food 
Company

“As we come into the warmer weather, 
focus naturally turns to lighter fare, 
and produce has an opportunity to 
shine—specifically in salads and leafy 
greens. A key factor in spotlighting 
these products is to offer unique 
takes that encourage broadening the 
experience, not just a typical garden 
salad or Caesar. Add the unexpected, 
like warm salads, toppings like 
grains or grilled fruit, or spices and 
herb combinations. Display these 
ingredients and recipe point-of-sale 
materials nearby for impulse buys 
from adventurous shoppers.”

William Goldfield,

Ernst Van Eeghen, 

Aaron Sumption, 
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10-44: Precious 
Cargo Inbound
A Q&A With Matt Minthorn, General 
Manager - Phoenix, Allen Lund Company
By Lilian Diep

72

Matt Minthorn, 
General Manager 

- Phoenix, Allen 
Lund Company: 
I’ve been with 
ALC for over 20 
years now.

The transportation 
arm is an important 

part of the supply chain. Growers 
and farmers trust us to take care 
of their hard-earned products and 
deliver them on their behalf to 
cities, states, and even a country 
away. If it doesn’t make it to the end 
destination, that’s on us.

Lilian Diep: Matt, 
how long have you 
been with Allen 
Lund Company, 
and what makes 

the transportation 
broker stand out in 

the field?

C onsistency and quality are cornerstones of the 
transportation industry. A schedule needs to 
be adhered to, cargo needs to be secured, and 

services should be executed with perfection. These traits 
aren’t a wishlist, but rather a checklist for Allen Lund 
Company (ALC).

Whether it’s a standard flatbed or refrigerated tracking, the 
broker brings a suite of resources and talent to the road. 
How do I know this? Well, Matt Minthorn may have given 
me a few insights into ALC’s inner workings.

LD: Especially when it’s precious 
cargo like perishables! How does 
ALC ensure the freight is well taken 
care of during transport?

MM: We have several resources at 
our fingertips.

Keeping the temperature regulated 
and making sure the cargo doesn’t 

Q1

Q2

LD: Speaking of “where,” Canada 
is a new market for ALC. How has 
the recent acquisition of United 
World Transportation (UWT) helped 
solidify the company’s offerings?

MM: It’s opened a lot of doors for 
us. Not only have we created a 
much larger network, but we’re also 
adding over 20 people who are 
experts in moving perishables across 
borders. We’re now able to bring a 
full suite of services across North 
America, all the way up to Alaska—
another lane that we’ve never 
explored.

T he transportation leg of 
produce’s life cycle is a 
critical one, as the clock is 

literally ticking on flavor and quality. 
But, with Allen Lund Company’s firm 
grasp on both management and 
support, these precious fruits and 
vegetables are in safe hands.

So, blast your favorite podcast, have 
your largest drink on deck, and let’s 
hit the road.

get damaged or stolen—as theft is 
reaching an all-time high right now—
are always critical. 

The trailers have attachable units, 
which provide different tracking 
methods through our ALC app, 
which funnels advantages through 
the rest of the supply chain. We’ve 
put a lot of work into developing 
our app; it also provides automatic 
updates, bill payments, locations, 
and more. It’s been exciting 
witnessing the progress, and we’re 
looking forward to continuing our 
development and providing value to 
our peer community.

Our partners and products help give 
peace of mind to customers, and 
that’s critical in our industry. 

LD: Peace of mind and consistency—
would you say this makes up the 
foundation of what Allen Lund 
provides?

MM: Correct. Our industry is a 
volatile business. Being able to 
provide accurate information 
through data and schedules helps 
everyone ensure better inventory 
control and store deliveries. Based 
on the customer’s needs, we can 
customize the type of device or 
service to their load, no matter 
where they’re going.

Q3

Q4
LD: It sounds like a wide, open road 
for ALC! With this new avenue, how 
is the company preparing for the 
rest of the year now that we are in 
the swing of summer?

MM: Well, to look ahead, we’ve got 
to look back for a bit. The whole 
of the United States experienced 
a severe winter, and late rain and 
snowstorms dealt a heavy blow 
to a lot of production across the 
country. It looks like California’s 
Central Valley was able to get its full 
allotment of water resources due to 
the abundance of water. 

We should see a very solid and high-
quality summer harvest of cherries, 
table grapes, stonefruit, and more 
from that area with potential for a 
bumper crop. Keeping that in mind, 
we could see an increase in demand 
for carriers to haul that increased 
freight.

We’re committed to helping our 
customers; there are still deliveries 
to make. The overall freight market 
on fresh produce may be lower than 
in the past couple of years, but ALC 
still needs to ensure a proper cold 
chain and quality produce. With the 
extra capacity from the acquisition, 
we now have better equipment and 
carriers and look forward to showing 
everyone what we can do.

Q5

“Our partners and products help give peace of mind to 
customers, and that’s critical in our industry.”

Matt Minthorn, General Manager - Phoenix, Allen Lund Company
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By Lilian Diep

As time really means money in the beloved fast-paced 
environment that is foodservice, having that easy-to-use and 

quick-to-prepare box of produce could be an essential lifeline. 
Fresh-cut, sustainable, and shrink-reducing are but some of the 
features we’re highlighting in this issue’s spread, and we can’t 

wait to shake up your next produce order…

A catalyst on the plate 
begins in the kitchen.

GR FRESH

Resealable Bell Peppers

Fresh? Check. Quality? Check. Resealable? Check! 
Labor concerns and space constraints are constant 
challenges operators face, especially when it comes 
to small eateries short on walk-in space. GR Fresh’s 
solution to keep waste down and profits up is to 
provide its bell peppers in resealable packages. 
Easy to open, use, reseal, and store, don’t miss out 
on delicious cost-saving opportunities with these 
pretty bells.

LIPMAN FAMILY FARMS®

Halved Grape Tomatoes

Whether tossed in a fresh salad, roasted atop 
a savory dish, or styled in a decadent dressing, 
tomatoes are universally a favorite in the 
foodservice industry. As restaurants and operations 
continue to cut costs and seek ways to reduce 
back-of-house labor, having fresh-cut options is 
always a boon during prep time—and these Halved 
Grape Tomatoes from Lipman Family Farms® will 
become a staple everywhere.

GOLD COAST PACKING

Bite-Size Broccoli

Whether in a restaurant or grab-and-go food 
trucks, innovation happens to excite the palate. As 
flavor transcends from shareable snackers to full-
blown meals, your diners will always be eager to 
incorporate fresh in any way—especially when it’s a 
healthy kick from these Bite-Size Broccoli. Pre-cut 
to save prep and cleaning, and therefore labor cost, 
Gold Coast Packing is taking the time-consuming 
work of getting this nutrient-dense veg ready for 
cheese-covered trees, caramelized broccoli plates, 
or a unique pizza dish. The possibilities are as 
boundless as the imagination, so think big with this 
bite-size hero.

FRESH SOLUTIONS NETWORK

A Cut Above® Potatoes

Potatoes for the table? Most often, the answer is yes! 
Easy-to-prepare potatoes are a necessity to satisfy 
patrons of all ages. Luckily, Fresh Solutions Network 
has just the answer. A Cut Above® potatoes boasts 
crave-worthy, fresh potatoes in Russet and White 
in 50 lb bags. These spuds are perfect for creating 
signature and shareable menu items.

WESTMORELAND - TOPLINE FARMS

Plastic-Free Long 
English Cucumbers

Sustainability and delicious produce go hand 
in hand for Westmoreland - Topline Farms as it 
continues to champion its Long English cucumber 
program. The grower provides crisp cucumbers 
without single-use plastic, removing the need to cut 
open every cuke in the box to prep on the chopping 
block. Less risk of injury, more time to prep, and no 
plastic to sort—now that’s convenience in a fast-
paced kitchen.
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PRODUCING  A 
GENERATI     NAL 
BASKET BY MELISSA DE LEON CHAVEZ

WTF { what the fork }

DO I DO WITH ?

1 Red Sun Farms™ English Cucumber
1 Red Sun Farms Red Pepper
½ cup spreadable cream cheese
1 tbsp honey
Fresh dill, chopped fine
Crackers or toast points 

Prep Time: 15 min
Chill Time: 15 min
Servings: 1

1 Mix cream cheese, honey, and dill together. Roll in plastic wrap to create an oval ball. 
Refrigerate for 15 minutes to firm up.

2 Julienne red pepper. Dice one strip into smaller pieces for topping. Using a vegetable 
peeler, cut long, thin strips of the cucumber. 

3 Lay the cucumber strips in a row, making sure to slightly overlap. At one end of the 
cucumbers, spoon out cream cheese. Top with pepper strips. Roll the strips into a tube 
shape and top with diced peppers. Enjoy with toasted bread or crackers.

Tip: Lay down plastic wrap or a bamboo mat under cucumber strips to make rolling easier! 

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

I NGR EDI EN TS DI R ECT IONS

STUFFED CUCUMBER ROLLS

Red Sun Farms™ 
English Cucumber
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Left to right: Donny Sandher, Michael Parente, Mike Venton, Jonathan Watts, and Amanda Labuckas

about produce and determined to be the 
leaders in the discount landscape. Our 
goal is to deliver so consistently that our 
fresh product isn’t ever questioned,” the 
Director of Fresh Category Management 
and Merchandising for Sobeys’ FreshCo 
tells me, explaining that while every 
department makes up a store, it is fresh 
produce that inspires loyalty.

So, Amanda encouraged the teams at 
Sobeys’ FreshCo and Chalo! FreshCo 
to choose produce as the centerpiece of 
growth and meet that challenge head-on.

“Every initiative must start with a strong 
strategy, and it is reliant on all partners 
to see it come to fruition. We are only as 
good as our teammates, and that means 
the team as a whole, not just FreshCo. In 
order to work through these challenges, 
the team relies on strong planning, 
attention to detail, collaboration, and 

passion. Ultimately, we want to offer 
the quality and assortment of big-store 
resources with the mom-and-pop-store 
feel to the franchise,” she shares.

Surrounded by bright red and yellow 
carts filled to the brim with tomatoes 
and melons, balanced on bicycle tires 
to help shoppers think of home, it is 
clear that Chalo! embraces the poetry of 
produce and how it ties cultures together. 

Established just outside of Ontario’s 
fast-moving Toronto, where “diversity 
our strength” decorates the city’s coat 
of arms, the fresh-focused retail child of 
Sobeys’ FreshCo franchise is the chain’s 
next generation of grocery. 

“Our Chalo! vision has always been 
to deliver best-in-class produce 
departments and provide a one-stop 
shop for South Asian customers,” 

“Produce is the most challenging 
department in all of grocery,” Amanda 
Labuckas points out to me as we roam 
the bright displays of my first Chalo! 
FreshCo store. “It is always ‘ just in 
time,’ and its success depends on people, 
planning, weather, transportation, and 
so much more.” 

This is all true, and if you are reading 
this you understand it is all worth 
it. Because when you understand 
produce—how to pick, pack, 
merchandise, and, ultimately, sell it—
you know that it is worth its weight in 
worries. Amanda was one of the first to 
recognize this, and subsequently help 
push an entire division of one of the 
largest grocers in Canada to make it 
the centerpiece of its growth strategy. 

“Our number-one focus continues to 
be Stores First—we are passionate 

Produce is nostalgic.
It’s colourful, romantic, and, 
most importantly, fresh.

FreshCo’s National Director of 
Operations, Donny Sandher, tells me 
as he reflects on the first location he 
opened in Brampton in August 2015. 
Eight years later, we are standing in yet 
another of the chain’s stores, this time on 
Airport Road, discussing how it regularly 
outperforms its predecessors and sets 
the bar for retail strategies to come. 

“Sixty percent of last year’s immigration 
to Canada was from India. This is 
incredibly important to know when 
understanding your customer, especially 
when you consider that this customer has 
a propensity to buy produce.”

As we talk about the visa application 
program bringing waves of students from 
India, I relate to Donny how, despite 
picking up a few things on my own, the 
majority of my shopping modelled what 
my mom taught me to put in my basket. 
A habit that stemmed way back from my 
own college days.

“Exactly,” Donny agrees, explaining 
how Chalo! leaders travelled to India 
to bring first-hand knowledge back to 
the team both in product offerings and 
in how everything should be presented. 
Hence, bicycle-wheeled, colourful food 
carts. “We are creating a generational 
basket in which everything works to 
remind our customers of home, and to 

"Sixty percent of last year’s 
immigration to Canada was 
from India. This is incredibly 
important to know when 
understanding your customer, 
especially when you consider 
that this customer has a 
propensity to buy produce.”
DONNY SANDHER, NATIONAL DIRECTOR OF 
OPERATIONS, FRESHCO

attach a new generation to what the 
older one is talking about. You should 
see how faces light up when they see 
these familiar things.”

It is a touch that has proven to drive 
loyalty and profit. In a chain of 98 
FreshCo stores, only 11 are Chalos, 
but local knowledge and strategy has 
pushed this growing banner to the top 
of its playing field.

“Donny has a background in produce 
that has helped Chalo! succeed,” 
observes Mike Venton, General 
Manager of FreshCo. “Our South 
Asian customers naturally buy produce. 
A larger percentage of their baskets are 
based on lifestyle scratch cooking, and 
Donny has helped balance the business 
to drive produce. Our Chalo! stores 
maintain the best produce department 
conditions and move more produce 
volume than anywhere else in the 
entire company.”

Having started his produce career 
part-time within the Sobey family’s 
Price Chopper division in 1995, Donny 
held roles from Produce Manager and 
Produce Specialist to National Produce 
Merchandising Manager before his 
Chalo! FreshCo career began. 

“From my years of experience within the 
community, I quickly learned that value 
and variety were key to winning over the 
South Asian consumer. If you don’t do 
produce right, you go out of business,” he 
tells me. 

This inside knowledge of not just studying 
a community, but being a part of it, is key 
to Chalo’s success, Amanda observes. 

“Franchisees live in and are the face of 
each store’s community, so they are truly 
committed to that community. Chalo! is 
best-in-class in loyalty,” she shares with 
me, recalling how this inside experience 
made the first Chalo! one of the most 
memorable and dynamic grand opening 
ribbon-cuttings of her own 22-year career. 

“I can’t believe it’s been eight years, but I 
still remember it as the most exciting store 
opening—you couldn’t see for people, 
which is a testament to Donny and his 
commitment to that loyalty. It’s a unique 
proposition no one else matches.”

In fact, there is that crucial second half 
to Chalo’s name, initially added to garner 
support for the chain before it solidified 
its solo act.

While FreshCo is the more established 
chain, its focus is more specialized. Where 
Donny emphasizes the one-stop shop of 
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"Our Chalo! stores maintain the best 
produce department conditions and 
move more produce volume than 
anywhere else in the entire company.”
MIKE VENTON, GENERAL MANAGER, FRESHCO

Chalo!, FreshCo maximizes offerings 
with minimal space.

“Winning produce and multicultural 
offerings are two major initiatives at 
FreshCo, as well as Chalo!. Both areas 
are differentiators for our banner, and 
our intention is to drive successful 
programs that enhance customer 
loyalty. Both rely on each other to be 
successful. Incredible produce is a must 
for a multicultural shopper, and when 
FreshCo launched, then later Chalo!, the 
strategy was based on fresh excellence 
and catering to the demographics of the 
local communities,” Amanda tells me. 

Nothing backs this focus up more than 
FreshCo’s Double Fresh promise that 
proudly decorates the walls of the store’s 
produce department in what I will now 
forever think of as FreshCo and Chalo! 
FreshCo green. 

“Our Double Fresh promise is both a 
guarantee for shoppers and a standard 

for ourselves,” Amanda explains. “If a 
customer brings in a bad-quality fresh 
item with a receipt within 14 days of 
purchase, it will be replaced—plus a 
product will be added free of charge.”

Why? Because, as Amanda clarifies, 
people need to believe in produce.

“It all comes back to loyalty. We see 
produce as the core reason a shopper 
is loyal to their store, and that depends 
on knowing you will like what you take 
home. Ultimately, we want to make 
sure they never need to take us up on 
Double Fresh,” Amanda says. “Our 
team knows we make this promise, so 
it’s up to everyone to ensure we keep it. 
As our product performance reinforces 
that trust, the cycle keeps going, and 
that loyalty is built.”

Speaking with Donny and Amanda 
and watching them play off each other 
amid the grocery aisles, it's impossible 
not to see the alignment of their vision. 

“Amanda and Donny have a few things 
in common,” Mike agrees. “Both have 
been operators with produce experience, 
and both have incredible passion for 
this department. Amanda made the 
transition from a Fresh Specialist to a 
District Manager, then to our Director 
of Fresh Merchandising. She knows 
this inside-out. Donny was our first 
Franchisee at Chalo!; he put Chalo! 
on the map in Brampton, Ontario. 
Now, he is one of our Senior Operators, 
managing all 11 Chalo! stores and 
a good handful of FreshCos in our 
multicultural markets.”

Both have been critical to reflecting 
a formula that is leading the charge 
for both banners’ futures, as well as 
mapping out potential changes for their 
parent company. A unique position for 
the discount sector at large.

“As a discounter, it’s very normal for 
a customer to shop without buying 
all they need with us, visiting other 

retailers for fresh food, including 
produce. We believe we can up our 
game and create a larger percentage of 
customer food dollars. Produce is the 
most important fresh department for 
driving loyalty,” Mike observes.

To accomplish this, Donny recognizes the 
need to continue focusing on delivering on 
value and expanding Chalo’s assortment 
to reach all consumers.

“The market has seen many challenges 
with the supply chain and inflation. As 
a consumer-focused business, we need 
to continue to adjust and adapt. From 
third-party partnerships with Halal- and 

Punjabi-style meat shops to our South 
Asian sweets and hot-food offerings, 
we are catering to everyone’s family 
tastes. This gives us leverage over 
others and the ability to provide great 
value, which is much needed in today's 
economy,” Donny says.

Chalo! means “let’s go” in Hindi, and 
perhaps this is why the name is so 
fitting. The entire team behind this 
fierce fresh provider knows what it 
takes to win the loyalty of a changing 
landscape and is ready to execute. To 
push the envelope and explore what 
is possible when diversity isn’t just 
embraced, but integral.

"Winning produce and multicultural offerings 
are two major initiatives at FreshCo, as well as 
Chalo!. Both areas are differentiators for our 
banner, and our intention is to drive successful 
programs that enhance customer loyalty. Both 
rely on each other to be successful.”
AMANDA LABUCKAS, DIRECTOR OF FRESH CATEGORY MANAGEMENT 
AND MERCHANDISING, FRESHCO

Donny Sandher and Amanda Labuckas
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Feel the thrill; it’s the season of 
the grill.

All across North America, 
barbecues are being wheeled out 
of their storage spaces, uncovered 
and prepped for backyard feasts, 
and shoppers are already exploring 
the aisles in search of products to 
cook in the flames.

As they walk the produce aisle, their 
eyes will settle on the glint of gold 
and silver emanating from Side 
Delights’ Grillables™ line. The color 
choice was undoubtedly intentional, 
as these products are as precious as 
the metals their foil mimics.  

A Closer Look at Side 
Delights® Grillables™

By Jenna Plasterer

Individually wrapped for 
convenience, the Russet and 
sweet potatoes are ready to be 
tossed on the grill alongside 
consumers’ favorite cookout 
foods. Grillables come in a 3 
count tray, equaling less food 
waste and less messy cleanup 
after the party is over.

No grill? No problem! For 
shoppers who don’t have access 
to a barbecue, Grillable potatoes 
can be thrown in the oven and 
baked to deliciousness for the 
same taste of summer straight 
from the kitchen—Side Delights 

wants to make sure that no 
consumer is left behind when it 
comes to tasty potato options.

To support its grocery partners, 
the brand has many fun recipes 
and preparation ideas to create 
well-stocked displays that will have 
shoppers’ creative juices flowing 
and registers ringing.

The thrill of grilling season is 
for more than just consumers. 
Retailers, you too can get in on the 
excitement by adding Grillables to 
your produce department.
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WTF { what the fork }

DO I DO WITH ?

2 Calavo Avocados, diced
¾ cup Calavo Tomatoes, diced
1 (10") pre-baked pizza crust
½ cup Alfredo sauce 
1 cup Parmesan cheese, shredded
1 cup Cheddar cheese, shredded
¾ cup bacon pieces, cooked
½ cup Romaine lettuce, shredded
½ bunch fresh basil, torn into pieces

Prep Time: 25 min
Cook Time: 15 min
Servings: 4

1 Before assembling the pizza, cook bacon strips to preferred crispiness. Let cool before 
crumbling into bite-sized pieces. Set aside. 

2 Warm Alfredo sauce and spread onto pre-baked and warm pizza crust. Sprinkle 
Romaine lettuce on top of sauce.

3 Sprinkle cheese on top of the lettuce, followed by avocados, tomatoes, bacon, and other 
preferred toppings. Spread evenly across pizza crust.  

4 Garnish with fresh basil on top.

5 Cut into small wedges and serve. Enjoy! 

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

I NGR EDI EN TS DI R ECT IONS

CALIFORNIA CLUB PIZZ A APPETIZER

Calavo Avocados
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WTF { what the fork }

DO I DO WITH ?

3 large Walla Walla River Sweet 
Onions, peeled and cut into  
½" slices

1 lb Progressive Farms Asparagus, 
trimmed

1 seedless watermelon, cut into 
triangle slices (leaving the rind on)

1 cup balsamic vinegar
Sweet onions, sliced for garnish
Olive oil
Arugula
Feta cheese, crumbled
Pine nuts 

Prep Time: 20 min
Cook Time: 40 min
Servings: 4–6

1 Prepare a hot, searing grill. 

2 Pour the balsamic vinegar into a small saucepan and bring to a boil over medium-high 
heat. Once boiling, lower heat to a rolling simmer and cook until reduced to a thick 
sauce, about 8–10 minutes. Set aside and let cool.

3 Using flat metal skewers, carefully push skewers through the center of the sweet onion 
slices. Lightly brush both sides of the onion with olive oil. Grill until golden brown and 
soft, about 8–10 minutes on each side. Remove from grill and set aside.

4 Next lightly brush both sides of the watermelon triangles with olive oil. Grill the 
watermelon for about 5–6 minutes per side. Remove from grill and set aside.

5 Using a Ziploc® plastic bag, combine the asparagus with enough olive oil to coat. 
Season with salt and pepper. Seal the plastic bag and shake to mix. Place the 
asparagus on a hot grill. Grill for 5–6 minutes, moving the spears around to evenly 
grill on all sides. Remove from grill and set aside.

6 Grab all your prepared ingredients and begin to construct your salad. On a plate, 
place a handful of arugula. Cut the rind off a grilled watermelon slice and place on top 
of the arugula. Grab some asparagus spears and place next to the watermelon. Add 
some sweet onions and sprinkle with feta cheese and pine nuts. Lastly, drizzle the salad 
with your balsamic glaze and enjoy!

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

I NGR EDI EN TS DI R ECT IONS

GRILLED SUMMER SWEET SAL AD

Walla Walla River  
Sweet Onions
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MAXIMIZING

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

T hose who know me will attest that I love 
movie quotes, especially when they’re so 
fitting to a specific situation. One of my 

favorites is Jerry Maguire’s, “Help me, help you.” 

In Issue 58 of The Snack, Julie Marcik, Managing 
Director of Search at Joe Produce Search℠, took 
to these pages to discuss the benefits of working 
with an executive search consultant (ESC) and 
factors to consider when choosing the right 
search firm for your business. That is only the 
beginning of the journey. 

When working with a professional search 
consultant, your role in the partnership needs to 
be understood and active—if you truly want to 
maximize your investment and secure the best 
candidate in a timely manner. 

1. Set expectations: Mapping a realistic 
timeline with the recruiter for filling the 
position and the potential challenges 
or limitations of the role is incredibly 
important. Being transparent about your 
expectations will help the recruiter manage 
their search more effectively.

2. Clearly define the role: This is something 
you should do before engaging with an 
executive search consultant. This includes 
outlining responsibilities, qualifications, and 
expectations for the position. The more 
specific you can be, the better the recruiter 
will understand your needs. 
 
Note: Don’t fret about having all the details 
worked out. Executive search consultants 
are accustomed to supporting our clients’ 
process of clarifying the role and all the 
applicable details.

3. Share company background: Be 
prepared to share comprehensive 
information about your company, its 
culture, values, and long-term goals. 
This will help the ESC understand the 
environment in which the candidate will 
be working, allowing them to find the best 
cultural fit.

Here are 10 ways you can optimize this partnership 
to improve your outcomes and ensure a great 
search experience:

Your Executive 
Search Consultant 
Experience

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

By working together, you can ensure the ESC’s 
efforts align with your expectations. It’s important 
to recognize the time, expertise, and resources 
your executive search consultant has invested 
in finding and vetting viable candidates for your 
company. Building a positive relationship can lead 
to more success.

Your investment in the process and relationship will 
yield fantastic returns.

4. Communicate openly: Maintain open, 
transparent, and regular communication 
with the ESC throughout the search 
process. Be responsive to their inquiries 
and address any concerns or questions they 
may have, in addition to being open about 
your own questions and concerns. This 
collaboration will ensure a smoother and 
more efficient process.

5. Collaborate and provide timely 
feedback: When the recruiter presents 
candidates, give them transparent and 
constructive feedback. Discuss the 
candidates they present and provide input 
on the shortlisting and interviewing process. 
This will help them better understand your 
preferences and refine their search. Prompt 
feedback also shows your commitment to 
the process and helps maintain a positive 
working relationship. 

6. Work together on a competitive 
compensation package: An ESC can 
provide valuable insights into current market 
trends and package benchmarks. Work 
with the ESC to determine a competitive 
compensation package that aligns with 
market standards and reflects the value of 
the position.

7. Maintain strict confidentiality: 
Confidentiality is critical throughout the 
recruitment process. ESCs often work 
with passive candidates who may be 
currently employed elsewhere. Respecting 

confidentiality not only protects the 
candidates’ interests but also ensures a 
professional and ethical relationship with 
the ESC.

8. Keep your ESC updated: Concurrent 
with the search evolving for the ESC, inform 
your ESC as developments concerning the 
position evolve during the search process. 

9. Offer constructive criticism: If you 
aren’t getting what you need from your 
executive search consultant, let them know. 
Search is an iterative process, and your 
feedback will make us better.

10. Show appreciation: If you are satisfied 
with the service you received, express your 
appreciation to the executive recruiter for 
their efforts. It’s not an easy job!
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There’s nothing like being friends with 
your bartender. I have a feeling anyone 
who gets the luxury of having Robert 

Thompson, Founder and Chief Executive 
Officer of FreshSource, make them their drink 
will become instant best buddies with the 
fun-loving industry name. With an infectious 
enthusiasm and easy laugh, the leader is not 
only a produce ace, but a skilled mixologist with 
a penchant for details—and as we all know, the 
devil is in the details.

While his drink is an Old Fashioned, Robert 
breathes new life into the cocktail, making it 

DIRECTIONS

WANT MORE? 

Robert also provided an alternative 
twist to his Old Fashioned recipe 
called the In Fashion.

To craft this beverage, follow the 
same instructions, but swap simple 
syrup for 1 measure of Grand 
Marnier. This adds a citrus-sweet 
taste that is an excellent option for 
those not ready for the strength of 
an Old Fashioned.

INGREDIENTS

4.5 oz of your favorite Rye or Bourbon (Robert 
suggests Pendleton® 1910 Rye Whiskey 
because it’s not too sweet or smooth)

A few healthy dashes of black walnut bitters, 
which provides an earthy flavor

½ tsp simple syrup (Traeger Smoked Simple 
Syrup is Robert’s choice for added pizzazz)

½ tsp cherry syrup (One of the most critical 
ingredients for Robert. If possible, you must 
use Luxardo Italian Maraschino cherries. 
They’re a little pricey, but well worth it)

Splash of club soda
Cocktail ice
2 cherries and an orange peel, for garnish

Time: 5 min
Servings: 1 cocktail

1. Mix black walnut bitters, simple syrup, and 
cherry syrup in a glass.

2. Add bourbon or rye.

3. Throw in a splash of club soda and add ice.

4. For garnish, take orange peel, roll it up, and 
squeeze over a match or torch until lightly 
scorched. Rub peel around the lip of the 
glass for added orange flavor. Skewer peel 
and two cherries, then add to the cocktail.

5. Sit back, relax, and take in all the flavor—and 
send Robert a thank-you note if you enjoyed 
this drink as much as we did.

anything but outdated. From Traeger smoked 
simple syrup to black walnut bitters, he has 
become a scientist when it comes to concocting 
the perfect balance of flavors for this beverage. 
When you get the chance to sample it, your 
taste buds will thank him.

Luckily for us, Robert is as giving as he is fun, so 
he shared his secret formula with us for a very 
special edition of Libations for All Occasions, of 
which he is an avid reader. So, transport yourself 
behind Robert’s bar with this in-depth recipe 
for what is sure to be one of the tastiest Old 
Fashioneds you’ve tried yet.
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Libations
FOR ALL OCCASIONS:

THE THOMPSON 
OLD FASHIONED

By Jenna Plasterer

Photography by 
Craig Wheeler



Some kind of magic happens when 
two senses become intertwined. 
Oftentimes, a certain smell gives way 

to taste, or sight and sound converge. 
But what about the relationship between 
touch and taste? Smell and sound? 

This culmination of senses creates 
the human experience—one that is 
forged by the many inputs of life and 
our interpretation of them. Sensations 
can be bound by infinite combinations, 
creating a playground for those who have 
influence over consumers.

Take the foodservice sector, for example. 
Experiential dining is a concept that has 
taken the industry—and its consumer 
following—by storm. Instagrammable 
content gets diners into the seats, and 
the immersive experience keeps them 
coming back, usually with a friend or two.

Though the concept of experiential dining 
is not necessarily new, it is on the rise 
worldwide. According to Le Cordon Bleu*, 
the movement is here to stay. 

Restaurateurs let their imaginations run 
wild in this creative space. Underwater 
restaurants like Norway’s Under, for 
example, have grown in popularity, 
merging the mystified world beneath the 
blue with fine dining. 

Other operators focus their attention on 
the plate. In Lilian Diep’s Experience the 
Flavor article, for example, she explores 
the integration of molecular gastronomy 
in the foodservice space, providing fruit 
foam and smoke as shining examples. 
One chain that’s had its hat in this ring for 
many years is Benihana and its sizzling 
onion volcanoes. 

You might remember Serendipity 3’s 
Crème de la Crème Pomme Frites, 
which earned Allied Potato a spot in 
The Guinness World Record Book for 
the world’s most expensive fries. This 
plate of spuds has diners’ digestive 
tracts glittering with gold dust. Truffle 
mushrooms shaved tableside make the 
experience that much more enticing.

Or, restaurateurs can put the produce in 
consumers’ cups, similar to Sacramento, 
California’s, own Punch Bowl Social, which 
blends the sight and sounds of an upscale 
arcade with literal bowls of fruit punch. 

As one of the most popular trends 
of 2023, my prediction is that this 
foodservice innovation will continue to 
place produce at the center of the plate. 
And in doing so, awaken all five senses.

By Chandler James

*
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WTF { what the fork }

DO I DO WITH ?

blueberry purée

2 cups Naturipe Blueberries
3 tbsp honey
½ cup water

sauce

1½ cups ketchup
½ cup molasses
2 tbsp apple cider vinegar
3 tbsp brown sugar
½ tsp liquid smoke
Salt and pepper, to taste
Hot sauce, to taste

Prep Time: 15 min
Cook Time: 10 min
Servings: 4

1 Combine the blueberries, honey, and water in a small saucepan. Heat over medium-
high heat until blueberries have softened and burst open, about 10 minutes.

2 Place into food processor or blender and purée until relatively smooth, a few one-
second pulses.

3 Whisk together ketchup, molasses, apple cider vinegar, brown sugar, and liquid smoke 
in a medium bowl.

4 Add the blueberry purée and mix until combined. Taste and season with additional salt, 
pepper, and/or hot sauce. Enjoy this sweet and savory sauce at your next barbecue!

Tip: Store in an air-tight container in the refrigerator for several weeks.

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

I NGR EDI EN TS DI R ECT IONS

BLUEBERRY- CHIPOTLE BARBECUE SAUCE 

Naturipe Blueberries

94 / JULY 2023




