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CLAUDIA PIZARRO-VILLALOBOS:

SECRET SWEET GEM
By Jordan Okumura

“B

e yourself, share your talents as a volunteer or mentor, and make
time for yourself and your family,” Claudia Pizarro-Villalobos
tells me.

Born in Salinas, California, this former Cal Berkeley point guard is a jack of all
trades. The youngest of three siblings, she received her B.A. from UC Berkeley
and her M.A. from Harvard before returning to Salinas to work for Hartnell
College as the Director of the AmeriCorps/America Reads Program. After
working three years at Hartnell she moved to Cambridge and graduated from
Harvard’s 9 month intensive Master’s program.
Claudia’s positive outlook, drive, and ambition have taken her across the
country and the ocean. “I climbed Villarrica Volcano – an active volcano
in Pucon, Chile (it’s one of only five volcanoes in the world known to have
an active lava lake within its crater) as an international student at the
Universidad de Chile in Santiago, during my junior year away from CAL,” she
tells me.

Currently working for D’Arrigo Bros. Co. of California as a Sales Specialist,
she is a commodity manager for Nopalitos and Cactus Pears. This shining star
actively participates in the Salinas Rotary Club Member/Board of Directors,
YMCA Board of Directors, HELP Board of Directors (Healthy Eating Lifestyle
Principles), California Women in Ag Member/Progressive Dinner Co-Chair,
and IMPOWER Board of Directors (Inspire, Motivate, Prepare, and Organize
Women to Engage and Reinvest).
Claudia resides in Salinas and is married to Mathew Villalobos, VP of Coast
Automotive Warehouse, and they have a 20 month old son, Dylan Mateo. If
you are looking for a pick-up game in Salinas, just give Claudia a call. She’s
always down.
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Margaret D’Arrigo-Martin. There
are some relationships that
really build a person. She saw
my potential. We were in the
rotary together and Margaret
spearheaded the board. I was
just getting my bearings and
she brought me into the fold.
Margaret brings energy to the
table and really leads each
movement or commitment she
gets behind. With Margaret,
everyone gets involved. She has
been such a leader and I only
hope to be able to give back in
the ways that she has for our
community and industry.

Are you really a Prickly
Pear a.k.a Cactus Pear?
Ha. Well, I definitely have a tough
skin, but I am sweet on the inside.
It does you well to be colorful and
unique, but more than anything I
am persistent and resilient. So, in
a way yes, I am a prickly pear.

What is your greatest
regret?
President Bill Clinton stopped into
our family restaurant Chapala,
and it was literally the only day I
wasn’t there! My mother called me
and told me the President was in
the area and stopped in for lunch.
I didn’t believe her. The next day
she had the newspaper clippings
to prove it.
Chapala was a mainstay in Salinas
for 25 years. When my parents
came to the U.S. from Northern
Mexico they had no education
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and spoke no English. My
father worked at the Spreckels
Sugar Refinery and my mother
worked in the fields before
they opened Chapala. I learned
how much hard work, hope,
and determination can pay off.
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Who has influenced your
career and personal growth?

What goes into
marketing and
merchandising
Cactus Pears?
The biggest challenge I face
is in educating the retailer
and the consumer about the
versatility and possibilities of
fruits and vegetables. Many
people simply don’t even
know how to cut a cactus

pear, which means preparing
it is out of the question. By
educating each point person
between myself, the retailer,
and the consumer, Cactus
Pears as a specialty item can
become more mainstream. You
can use them in jams, sorbets,
ice cream, smoothies, sushi,
purees, cocktails…but, people
don’t even know how it tastes.
Prickly pears come in five
colors, ranging from purple to
green-orange, blood red, and
magenta. It’s a vibrant and
wonderful product to keep
stocked on the produce shelf
with the right marketing tips.
The flavor is incredible and
plays between watermelon
and kiwi.

IT DOES YOU WELL TO BE

COLORFUL AND UNIQUE, BUT MORE

THAN ANYTHING I AM PERSISTENT AND RESILIENT.

SO, IN A WAY YES, I AM A PRICKLY PEAR.

D’Arrigo office in Salinas, California

What can retailers do
to take Cactus Pears to
the next level?
I have seen great success
with retailers who conduct
food tastings and demos
for shoppers. While the
appearance itself can entice
the consumer to ask questions,
your best bet is to beat them to
it. Demo the item fresh-cut in
store with yogurt and granola.
It’s a great opportunity for
yogurt companies and ice
cream companies to partner
with a unique item that could
be the next pomegranate. It’s
our secret sweet gem!
D’Arrigo is the largest
commercial grower in the
U.S. and as more consumers
look to buy produce based on
origin, we hope that retailers
will realize that we have a
marketing program that is
in their backyard. California
grown. Food safety and
Kosher certified.
Over the years, we’ve combined
the best fruit characteristics
of cactus pears, also known
as prickly pears, through
controlled hybridization to
cultivate the sweetest and
most flavorful cactus pears.

Ours are ripe, ready to eat,
de-thorned, and exclusively
grown in the Salinas Valley,
California. We offer an
exclusive signature series, 4
of which are hybrid offerings.
In addition, Andy Boy Cactus
Pears undergo a unique
cleaning process that removes
a vast majority of the plant’s
tiny prickers. The result is
a smooth, safe surface. No
sticks or slivers. So it’s easier
to enjoy the delicious and
healthy fruit of the cactus.
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I ASKED MYSELF, WHAT WAS IMPORTANT TO ME?
MY PARENTS WERE FARM WORKERS; EDUCATION AND HEALTH
POLICIES WERE TOP OF MIND AND I WANTED TO BE MY OWN BOSS.

The Monterey Health
Consortium was an
important time in your
personal growth, tell us
about it.
I’ve always enjoyed grass
roots endeavors and at the
time I wanted to give back to
the community and at the same
time work for myself. In 2002,
I was working in Washington
D.C. for Congressman Xavier
Becerra (LA). I took the
opportunities I had working
alongside constituents and
public officials to find out about
the politics of creating a nonprofit organization. And let me
tell you, they don’t make it easy.

I asked myself, what was
important to me? My parents
were farm workers; education
and health policies were top
of mind and I wanted to be
my own boss.
After asking around in
Monterey and finding out
that much of the smoking
cessation funds were being
misappropriated, I decided
to try and funnel the support
toward creating a nonprofit.
The Monterey Health
Consortium was created
to assist low-income farm
workers with health education
and benefits. The stint was
short and sweet, but one of the
most important things I have
ever done.
…As the specialty produce
category continues to grow,
Claudia tells me that the
company plans on expanding
its produce offerings to address
the evolving demographics in
the U.S. and abroad. Cactus
Pears, the new pomegranate?
I’ll bite.
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SWEET SCARLET

Seasonality: Available August
through the first of October
Color: Brilliant pink to sparkling red
Flavor Profile: A sweet,
light Muscat flavor
Size: Medium to large, oval to
elliptical in shape, clusters large in
size and length
Eatability: The berries are
firm and crisp, skin is medium
in thickness and adheres
to the flesh

CRIMSON
SEEDLESS

Seasonality: August
through November
Color: Red
Flavor Profile:
Moderately sweet
Size: Ranges from
medium to large berry
size (10/16‘’ to 14/16‘’)
with large clusters
Eatability: Crisp, juicy
texture, good uniformity
and firmness

HOLIDAY®
SEEDLESS

Exclusively by Columbine Vineyards
Seasonality: October through
late December
Color: Bright cherry red
Size: 15/16+
Flavor Profile: Brix 19+, juicy,
plump, and sweet like candy
Eatability: Extremely
sweet and juicy

SCARLET ROYAL
Seasonality: September
through November
Color: Red
Flavor Profile: Sweet
Size: Large, oval-shaped
Eatability: Plump, versatile

SCARLOTTA
SEEDLESS®

CASTLE ROCK RED®
Exclusively by Castle Rock Vineyards
Seasonality: September
through December
Color: Red
Flavor Profile: High brix with
higher acid which allows the grape to
open with a spicy sweet flavor
Size: Large and cylindrical
Eatability: Crisp and crunchy

Exclusively by Sun World
Seasonality: October through December
Color: Deep Red
Flavor Profile: Sweet with aromatic flavors
Size: Extra-large berry and bunch sizing
Eatability: Extremely crisp texture
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BLACK GLOBE®

SWEET CELEBRATION
Seasonality: August
through September
Color: Red
Flavor Profile: Sweet, fruity flavor
Size: Large to extra large
Eatability: Crisp skin with firm,
crunchy texture

AUTUMN ROYAL

Seasonality: September through
November, and even into December
Color: Black and purple-skinned,
translucent yellow-green flesh
Flavor Profile: Sweet
Size: Large elongated berries,
medium clusters, shatter resistant
Eatability: Crunchy, firm, skin, and
good uniformity

Exclusively by Columbine Vineyards
Seasonality: Mid-August
through November
Color: Jet black
Flavor Profile: Brix 19+, crisp,
crunchy texture with sweet flavor
Size: 15/16+
Eatability: Seeded, excellent
crunchy texture

SABLE SEEDLESS®
Exclusively by Sun World
Seasonality: August through
mid-September
Color: Deep purple
Flavor Profile: 15% higher brix
than average, unique tropical and
Muscat undertones
Size: Medium berry, large shatter
resistant clusters
Eatability: Firm, crisp, juicy texture

ADORA SEEDLESS®
Exclusively by Sun World
Seasonality: September
through October
Color: Black
Flavor Profile: Strikingly sweet
Size: Jumbo-sized, oval-shaped berry, large
size clusters, shatter resistant
Eatability: Crisp, sweet, with virtually no
seed trace unlike other late-season
black varieties
continued next page
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Sweeties (ARRA15)
Exclusively by Giumarra Vineyards
Seasonality: Mid-August through
mid-November
Color: Creamy green
Flavor Profile: Very sweet and well
balanced, brix level of 19
Size: Extra large, shatter resistant clusters
Eatability: Very crunchy and firm

THOMPSON
SEEDLESS®
Seasonality: August through
November with storage capabilities
Color: Light green grapes which are
at their flavorful best when the color
turns a light amber
Flavor Profile: Mildly sweet flavor
Size: Elongated, large berries
Eatability: Crisp and juicy

AUTUMNCRISP®
Exclusively by Sun World
Seasonality: September through
mid-October
Color: Green
Flavor Profile: High brix with
subtle Muscat ﬂavor
Size: Extremely large berry and
bunch sizing
Eatability: Extremely firm, crisp,
and juicy texture with subtle skin

AUTUMN KING
Seasonality: October
through December
Color: Light green, almost white
seedless grape
Flavor Profile: Neutral to
mildly sweet flavor
Size: Very large berry size
Eatability: Refreshing, firm,
crisp, and juicy

PRINCESS SEEDLESS
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Seasonality: August through the end of November
Color: Light green
Flavor Profile: Distinctive European (Muscat) flavor
Size: Large, oval-shaped grapes
Eatability: Crunchy texture
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People to Watch
VINCE Norman

Marketing Manager, Locus Traxx Worldwide
Education: Film and Video Production/Entertainment
Business, Full Sail University
First Job: Dunkin’ Donuts
Advice to up-and-comers: “Grow relationships. The
produce business is built on a foundation of friendships, and
oftentimes knowing the right people can go further towards
promoting yourself and your brand than any amount of
advertising could ever accomplish.”
Something about you that would surprise people:
“If Dunkin’ Donuts, being my first job, doesn’t do it… then I
don’t know. I’m scared of penguins, like deathly terrified.”
Bio: Vince considers himself a “jack of all trades, and a
master of none,” as the saying goes. He’s worked in various
industries, retail, foodservice, television journalism, even
construction. Most of his experience and education was
actually gleaned from these various jobs. After graduating
from Full Sail University, he moved immediately to
Gainesville, Florida where he worked various odd jobs
during the day, while shooting and directing low-budget
short films and instructional videos in his free-time. Vince’s ‘big break’ came in 2007, when he finally got a job with local TV
News as a videographer. This prepared him for the big move, a job in Florida’s top-rated newsroom, WPTV Newschannel 5 in
West Palm Beach, and an eventual promotion from photographer to multi-media journalist. He then made the transition to
the 9-5 world of a marketer. Joining Locus Traxx in 2012, he has been fortunate enough to see the company mature from a
start-up to a leading innovator in the field of cold chain visibility. In his free time, Vince enjoys the benefits of living in
sometimes sunny South Florida with his beautiful wife, Liz.

BRIANNA Shales
Communications Manager, Stemilt Growers
Education: B.A. Communications / Public Relations,
Minor in Business Administration from Washington State
University (Go Cougs!)
First Job: While in high school, she spent her summers
working at a day camp for elementary school children.
Advice to up-and-comers: “Though I still feel like an
up-and-comer myself, I would encourage others to listen
and learn from the experienced people you get to work
for and with. Never be afraid to ask a question as every
answer will make you smarter and better at what you do.”
Something about you that would surprise people:
“I used to be a picky eater, but am now quite adventurous
when it comes to food. I credit my food-loving husband
and working in the wonderful produce industry for getting
me to try and love new flavors!”
Bio: Brianna was lucky enough to be hired by Stemilt
Growers the day before graduating from college to fill an
open role on their marketing team. She didn’t have an
agriculture background and after her first week on the job,
she knew she had tons to learn. Six short years later, she’s still learning every day, but also having a lot of fun managing
the company’s communications efforts – from writing press releases and posts for their blog, The Stem, to social media,
marketing strategy, and more. She loves her job because of the people she gets to work with, the healthy products she gets
to help promote, and the fact that every day is new and different. Outside of the office, you’ll find her spending time with
her husband, chasing after her adventurous toddler son and energetic dog, and occasionally sneaking away for a run.
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SARAH Pau

Marketing Assistant, Pure Flavor
Education: Ontario College Advanced Diploma in
Marketing, Lambton College
First Job: Sarah’s aunt owned and operated two family
restaurants in a little tourist town called Forest. She went
there every summer since she immigrated to Canada from
Hong Kong at 10 years old. One day, it got super busy and
Sarah decided to help her out. Since that day, her aunt
gave her the opportunity to run the family’s restaurants
every summer till she graduated from college.
Advice to up-and-comers: “Get a goal, take chances,
and follow through.”
Something about you that would surprise people:
“After high school, I took 2 years off, traveled throughout
Asia and had the craziest jobs—surgeon nurse assistant,
teacher assistant, business development assistant,
exclusive bar promoter, etc. I HAD THE TIME OF MY LIFE!”
Bio: Sarah always imagined herself living in a big city and
working for a corporate company. Instead, she went the
opposite direction and currently resides in Leamington, ON
and works for a family owned and operated company, Pure Flavor®. Sarah does not regret any decisions she has made and
feels very blessed to be working with such a great team. This job has exposed her to so many different sectors of marketing,
including advertisement, product development, budget management, and many more. Who would have thought that veggies
could be so exciting, right?

GREG Smith

Marketing Communications Manager, Bland Farms
Education: B.S. in Finance, University of South Carolina
First Job: Worked for a summer manufacturing blinds
when he was 15 in an open aired warehouse with a group
of ex-convicts. It was miserably hot and tough, but it put
things in perspective for Greg and helped him understand
the value of hard work and making good choices.
Advice for up-and-comers:
“Listen more than you speak.”
Something about you that would surprise people:
“I studied abroad in Sydney, Australia for a semester,
which was a life-changing experience. It opened my eyes
to a bigger world. I also like learning new languages
because they can reveal a culture to you. Right now I’m
learning to speak German.”
Bio: Currently the Marketing Communications Manager
for Bland Farms, Greg is a good mix of analytical and
creative which serves him well in his role. Greg notes
that the industry can be a tad slower to adapt to what
other industries may already view as mainstream forms of
marketing so he enjoys having the opportunity to implement those things in fresh produce. Something Greg particularly
finds intriguing is digital marketing and the use of digital analytics and data to gain insights and patterns on customers,
their interests, and their behavior. Outside of work, Greg enjoys getting outside, hiking, skiing, photography, and
spending time with his family.
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BET ON YOURSELF

DOMENICK
“COOKIE”
BIANCO
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By Robert Lambert

T

he Bianco boys did it the hard
way. “We started with 160 acres,
and not one of us took a salary or
a bonus for 20 years. Not a dime,”
Cookie Bianco tells me.

“We all found separate jobs and came
together to buy the land. After that,
we invested the profits back into the
business,” Bobby Bianco says.

ROBERT
“BOBBY”
BIANCO

Four Bianco brothers bought
land in Bakersfield, California more
than 40 years ago and have now
grown Anthony Vineyards into the
more than 8,000 acres it is today.
Today, the vertically-integrated
company has a grape deal from May
through December with a hand in
dates, peppers, and citrus to round
out the program.
That’s how they did it. Sheer will
and determination—something their
father taught them.
“Bet on yourself.” Cookie has said it
before, and it always resonates with
me. Since I was in high school during
the late 80’s, this sentiment has been
in my ear a long time. “It’s the only
way anything gets done,” he says.
That’s what he tells his sales staff
every day. “If you don’t believe in
yourself, how will you convince
anyone else?” he asks me. “That’s
my philosophy. ”
“Cookie and I have a great rapport
because he’s an eternal optimist
and I’m an eternal pessimist,” Bobby
laughs. “We both have our separate
knowledge that we bring to the table.”
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on the ladder,” Cookie notes. “It’s taken a
fire in my belly to get to where we are, but
family was even more essential.”
When I ask Cookie and Bobby who their
biggest mentors have been, who has
influenced them the most, Bobby replies,
“Our father had a 3rd grade education but
was the smartest man I ever knew.” This
is a response that speaks volumes towards
the Bianco work ethic, the value of a man.

“With your

family you
can reach
a little
higher–lift
each other
to the next
rung on the
ladder.”

Originally founded by four brothers, today
Domenick “Cookie” and Robert “Bobby”
Bianco stand at the helm of the ship and
are deeply involved in the operation of
Anthony Vineyards. Their father, Anthony
A. Bianco, immigrated to the United States
in the 1920s from his native Italy as an
18 year old and began working as a fruit
peddler in New York City. Bianco made
his way onto the
New York Produce
Market and became
a commission
merchant for wine
grapes, selling them
through the New
York produce auction.
With frequent visits
to California where
he sourced the fruit,
their father decided
to make the move to
the West Coast in 1942
with his family in tow.
I ask Cookie how he
got his name. “My older brother said ‘here
comes cookie’ and it stuck,” Cookie laughs.
The family left New York in 1942 when
Cookie was 8 years old and
Bobby was 9 months.
In 1967, their father Anthony Bianco
passed away, and two years later the
company went bankrupt because of the
California grape boycott.
I find it hard to believe that you can keep
a Bianco down. And as far as I know, you
can’t. Enter the four Bianco sons a few
years later, digging their heels into the
earth in Bakersfield, California… and
Anthony Vineyards was born.
“With your family you can reach a little
higher—lift each other to the next rung
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The company has continued to stay ahead
of the curve. Eleven years ago, the two
brothers took another leap of faith and
turned their focus to expanding the
business into organics.
“We put a toe in the water. A ranch came
up for sale that was originally owned
by a pioneer in the organic grape deal,”

Cookie notes. “I said to our sales manager
‘let’s give it a try for one year—if it
doesn’t work—we can convert it back
to conventional.’”
Once the company gained its organic
foothold, Anthony Vineyards ramped up
its grape expansion and now has a third
of its grapes in the organic grape category.
“We may increase our organic grape
offerings to 50% in a couple years,” Bobby
tells me. “This is another way that we have
looked to diversify our business. It has
been successful and as always, we’re here
to please.”
“All these things were about developing and
investing back into the business, both in
our people and the ranches,” Cookie notes.

“The company has become too big for the
two of us to do everything the way we did
40 years ago and business is certainly now
more complicated than the old days. We
have a solid team of agricultural, sales,
and administrative people, each with skill
sets we don’t have. They operate the day to
day activity of the business. They are all
considered part of our extended family.”
“Investing in the ranches to improve
efficiency and quality has kept us a player
in the game,” Bobby tells me. “The new
improved trellis systems installed this
past decade cost about as much as the land
when we bought it. Most of all the land has
been converted to drip irrigation. Also, we
invest significantly to replace old varieties
and vineyards that are beyond their
useful life and to meet the ever changing
requirements of the consumer.”

cycle when growth and development stop
temporarily and the vine rests, allowing
growers to prune the vine and set it up for
the upcoming season.
“In the desert you have a matter of hours
compared to the days you may have in the
San Joaquin Valley to address an issue,”
Bobby tells me.
Although the future is bright for the Bianco
generations to come, they also know that
there will be challenges ahead.

variety back when the Bianco’s got started,
but many growers have replaced it with
less labor-intensive grapes.
It’s been a long road since 1967. The two
youngest Bianco boys now count some
of their own sons and daughters as
employees, with yet another generation
entering the ranks. “I will be 80 this year,”
Cookie says. “And I tell it the way it is. I
get away with it at my age. But, I think my
team will tell you that what I have to say is
worth sharing.”

The grape program is now more labor
friendly, and the health of the fruit has
improved substantially; quality is more
consistent. Vines are trained branch-bybranch to follow the arch of a trellis, which
allows workers easy access to their fruit.
Anthony Vineyards has two principal
grape growing regions in California,
beginning with the Coachella Valley in
the first part of the season, and the San
Joaquin Valley in the latter. The family has
been in both areas for more years than
they can count, and Bobby will attest to
the difficulties of farming in the desert.
“Everything is accelerated with less wiggle
room and planning for incremental
weather and drastic changes in
temperature,” Bobby says, recalling
challenges with dormancy during some
seasons when there was not enough chill
hours for the grapes. Dormancy is the
important stage of the grape’s annual

“We’ve built up a good, solid business. But
labor could be an issue for our children.
Something has to change. The agricultural
workforce is diminishing. Moving forward,
we have to find varieties that produce
more with lower growing costs. Even if we
create an environment where there is less
demand for labor, you will always need
people to care for and harvest the fruit.
We need immigration reform and a
workable guest worker program,” Bobby
tells me. Thompson Seedless was the big

The brothers have been in business for
more than 50 years together. At the end
of the day they agree it always works, but
not without getting your hands dirty. They
wouldn’t have it any other way.
“Bet on yourself,” Cookie tells me again.
And from the way things have come
together for the Bianco brothers, I’d say it
was a good bet to make.

“Investing in the ranches

to improve efficiency
and quality has kept us a
player in the game.”
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SweeTango®

Flavor: Crisp citrus notes
and a lively touch of spice
complement a sweet honey finish
Texture: Firm, fine, crisp
Size: Medium to large
Color: Reddish on yellow to
light green background
Season:
Sept–Nov

Fuji
Flavor: Sugary sweet
Texture: Firm, fine grain,
very crisp
Size: Medium to large
Color: Reddish stripes,
slight red blush over yellow
background
Season: Sept–Aug

Jazz

Granny
Smith

Flavor: Strong tartness
Texture: Firm, medium
grain, very crisp
Size: Medium to large
Color: Green; slight
pink blush
Season: Year-round
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TM

Flavor: Sweet and tart
Texture: Dense, crunchy
Size: Varies
Color: Bright red with subtle
yellow under-striping
Season:
Oct–June for WA State
June–Sept for Southern
Hemisphere

Honeycrisp

Flavor: Juicy with
refreshing sweetness
Texture: Crisp and snappy
Size: Large
Color: Blushed scarlet over
yellow background
Season: Sept–Feb

Pink Lady®

Flavor: Zippy and tart
Texture: Crisp and firm
Size: Small to medium
Color: Reddish-pink blush
with yellow
background color
Season:
Nov–July

KIKU®

Flavor: Super sweet
Texture: Crunchy, fresh
Size: Varies
Color: Red-striped
Season:
Oct–March for Domestic
May–Aug for Imports

TM

Ambrosia

Flavor: Sweet, honey-like
Texture: Crisp,
fine-grained flesh
Size: Varies
Color: Red, sun-kissed
Season:
Aug–April for WA State
May–July for Imports

Gala

Flavor: Mildly sweet with
floral aroma
Texture: Crunchy
Size: Small to medium
Color: Pale golden yellow with
stripy to full red blush
Season:
Mid-Aug–July

Kanzi®

Flavor: Sweetly
tart, exotic
Texture: Firm, fine
grain, very crisp
Size: Varies
Color: Red with yellow hues
Season: Feb for Domestic
End of May to beginning
of June for Imports
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Piñata®

Flavor: Crisp and juicy with
classic apple flavors and a
tropical twist
Texture: Firm with
crisp, thin skin
Size: Medium to large
Color: Red with yellow-orange
background color
Season:
Mid-Oct–May

Golden
Delicious

Flavor: Sweet
and mellow
Texture: Silky with crisp,
thin skin
Size: Medium to large
Color: Yellow
Season: Year-round

Braeburn

Flavor: Spicy-sweet
Texture: Firm, fine, crisp
Size: Medium to large
Color: Reddish tones on
yellow to light green
background
Season: Sept–July

Jonagold

Red
Delicious

Flavor: Mildly sweet with
few notes of acidity
Texture: Very crisp
Size: Medium to large
Color: Deep, bright red,
sometimes striped
Season: Year-round
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Flavor: Aromatic with
honey, tangy-sweet
flavor notes
Texture: Firm, fine, crisp
Size: Medium to large
Color: Crimson stripe & blush
over a yellow-green
background
Season: Sept–Feb

W

hat once was a successful regional
distributor in the upper Midwest is now
a national player with a respected stage
presence – making the big boys look
over their shoulders at the nation’s fourth largest
distributor. With 31 divisions covering the eastern half
of the United States and $7 billion in volume, Reinhart
Foodservice’s “push” is just getting started. And this
should be a fresh bit of news for restaurant operators.

As Reinhart continues market penetration at its
distribution centers, the company is focusing
on adding value to operators and going beyond
the case delivery. Reinhart has a more focused
approach on helping operators grow their business
through managing food costs, improving operations,
marketing their business, and category management
that addresses the needs of its operators.

Ready, Set,

With a dedicated sales force entrenched
on the ground, Reinhart is able to
stay in tune with its customer
base, which in turn strengthens
relationships with local and
regional suppliers whose needs
fit Reinhart’s and vice-versa.

Grow.
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By Christofer Oberst

Producing the Connection
“The industry is heading into uncharted waters; you
can’t be everything to everyone,” says Rob Ondrus,
Director of Produce Category Management at Reinhart.
“We offer a different value from the larger foodservice
companies, but at the same time we’re bigger than the
smaller ones.”
Reinhart prides itself on its efforts of maintaining
regionality at the division level with national buying
power, differentiating it from other distributors.
Because of this, Reinhart folks can penetrate accounts
with a focus on their menu, rather than the distributors’
assortment. Year after year, this strategy is continuing
to push the company to new heights. Reinhart has seen
its volume more than triple since being acquired in
2005 by Reyes Holdings, L.L.C., a global leader in food
and beverage distribution and 11th largest private
company in the United States.
The growth is evident in its latest category
management initiative: Ondrus and Reinhart have
officially kicked off their new produce packing brand,
Good Roots™, looking to make a bigger splash in the
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Trailblaze with
Technology
One of Reinhart’s biggest
competitive advantages in
the foodservice industry is its
innovations in technology. Take
for example Markon®’s Produce
Guide; Reinhart has closely
aligned with Markon to offer
a smartphone application that
lists flavor profiles, texture
descriptions, pairing ideas, and
substitution suggestions for
anything and everything produce,
from the familiar to
the exotic.

industry in the category. This keeps in line with its local
touch, and emphasizes freshness, flexibility, and quality
above all else. Good Roots™ tries to stay as close as
possible to the source of the product for optimal shelf life.
“The function of Good Roots™ is to allow the company to
fulfill the fast moving needs of the operators, making
sure they receive the precise size they need, when they
need it. Good Roots™ is inherently more local than
the competition just because it makes flexibility and
freshness a priority for operators,” says Reinhart’s
Vice President of Category Management
Dean Hogan.
Although Reinhart hasn’t yet opened the
floodgates on this new produce brand,
the company is moving forward with a
strategic approach and is aligning
with incumbent suppliers. Good
Roots™ is just one of many ways the
company is staying relevant in this
growing industry.

42

Additionally, Reinhart’s nextgeneration TRACS® Direct online
system helps customers take
control of their food costs by
helping them manage operations
and budgeting. The customized tool includes product
order entry and tracking, comprehensive recipe
management and menu planning, robust reporting and
instant analysis of purchase history, all linked to a fully
integrated database. The tool ensures that menus are
developed with unique impact and flavor and adheres to
customers’ nutritional demands. Overall, it’s a financial
tool for the operators to manage all aspects of their
business as well as offering them the flexibility to order
all of their products direct from Reinhart. Be on the
lookout for the company’s TRACS® Direct To Go app
on the Apple® iTunes Store, bringing the experience
to smartphones.

“We want to provide our
suppliers access to data,
insights, and customer details
in a more approachable way.”

“We’ve also developed internal systems so we can be a
better partner to our suppliers,” Hogan says. “We want
to provide our suppliers access to data, insights, and
customer details in a more approachable way.”

Staying One Step Ahead

With such success in the industry, there’s
no telling what’s ahead for Reinhart’s
future. The company is certainly being
recognized in the industry. In 2013,
Reinhart was named Vendor of the Year by
fast casual Mexican restaurant, Pancheros,
as well as Subway® and Popeye’s® 2013
Distributor of the Year. The question is:
Could Reinhart grow bigger?

its game. While relying on choice will serve the
company well in the future, Reinhart’s ability
to stay relevant in an ever-changing market is
testament to the strength of the business.

“If we want to grow, we need to
stand by our values and what
we believe in.”

“Who knows?” says Hogan. “Our focus is on
organic growth right now. If opportunities
come up for expansion, I am sure that we
will consider them.”
“If we want to grow, we need to stand by our values
and what we believe in,” Ondrus adds.
There’s a reason why Reinhart has been able to carve
a legacy in the foodservice-distribution industry.
By providing suppliers with the ability to make
knowledgeable choices and staying relevant, Reinhart
has built numerous long-standing relationships that
speak to the company’s core values of service, integrity,
and leadership. There’s more to great food than choice
alone. Reinhart goes beyond providing customers with
just fresh produce and restaurant supply needs. With
comprehensive technology, advances in food safety
and product offerings, Reinhart is staying on top of

31 Distribution Centers
Over 200 Million Cases
delivered per year
Over 5,000 Employees
Over 45,000 Customers
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in the works too. Think mangos. But, you’ll just have to stay
tuned to find out.
In our business, for every 20 ideas that get thrown around the
room, maybe 1 actually gets picked up. But this is a challenge
that Kyle takes in stride and an asset that keeps him on top of
his game. Kyle’s resilience keeps him pushing forward, even
when there is nothing to push against. As hard as he works, it is
also his softer side that makes him such an ideal co-worker and
friend.
By Jordan Okumura

I

f you have ever needed a midnight video edit or a 4 a.m. ad
check from someone here at AndNowUKnow and The Snack,
then you have probably spoken with Kyle Frantz, our digital
superhero. Kyle brings ANUK’s programs to life with a talented
background in digital production, design, and creative integrity.
To put it simply, Kyle tells me, “I enjoy the art of ‘making
things,’ bringing something inanimate to life, and re-imagining
form. It’s a very Zen experience.” I believe him. Just get him
into the zone and the guy will literally forget to eat for 8 hours.
Kyle came to the company just as AndNowUKnow was turning 2
years old, bringing with him a repertoire of game design, figure
drawing, programming, karaoke, and a propensity for challenging
co-workers to plank competitions during lunch breaks.
As our portfolio continued to expand in multi-media, Kyle
tapped into his bag of tricks to help bring HTML5 games to
the industry. These browser-based games can be played on
desktops, phones, and tablets. The lineup currently includes
Stemilt’s Cherry Challenge, where you are tasked with a race
to the moon, and Columbia Marketing International’s Hero,
modeled after the great Candy Crush. Kyle has a couple others
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In November 2010, Kyle began his first editing project with the
company, working on Quick Dish episodes. Fast-forward to today,
and Kyle is an integral part of the day-to-day operations of our
company, from designing the layout of The Snack to managing
the progress of numerous projects for ANUK.
When I ask him what keeps him coming back, even after those
all-nighters or 4 am wakeup calls, he tells me, “It’s the people.
When I’m stressed, when I have a creative block, what carries me
through is the collective creativity of the group and the support
of the people I work with. They ask me every day to raise the bar,
and I do the same for them.”
If I could describe Kyle in a word, it would be inspiring. He
approaches everything thrown his direction with the same great
passion and dependability each day, and he keeps coming back
for more, no matter the task at hand.
Kyle is our guy in the trenches. He keeps the engines greased and
the machines running, long after we’ve all gone to bed.
Meet our artist.
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Good Food For All
By Christofer Oberst
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L

“G

ood Food for All.” These words are
always the first and last you’ll see
when you take a journey through this retro
up-and-coming organic grocer. Simple,
yet sophisticated. It’s a philosophy that’s
instilled in every single square inch of the
store. From the spacious, colorful produce
aisles to the eclectic bakery and deli
sections, this independently owned and
operated market takes grocery atmosphere
to a whole other level. With its 1920s era
American art deco aesthetic and evocative
décor, you might just think you’ve taken a
trip through time. Old-fashioned, down to
earth style. Welcome to Lucky’s Market.

Food is the connection that ties everyone
together at Lucky’s. If you ask founders
and chefs Trish and Bo Sharon, they would
have to agree. Their vision was to create
a grocery store with a genuine, personal
touch that offered quality products at an
affordable price. Driven by their passion
for food, Trish and Bo opened such a store
over ten years ago in Boulder, Colorado.
It was only a modest 13,000 square feet,
but it was adored by the community. The
neighborhood-focused, anti-corporate
concept gave shoppers a very comfortable,
vintage shopping experience, but it was
the fresh local, organic, sustainable, and
traditionally crafted foods that kept them

coming back for more. The first Lucky’s
Market was successful since day one,
and Trish and Bo sought to expand their
concept further in Longmont, Colorado.
Although the store was larger in size at
approximately 24,000 square feet, the
same spirit and ideology of Trish and Bo’s
“good food for all” translated over smoothly.
Peter Gialantzis, Lucky’s Vice President
of Purchasing and former twelve-year
Whole Foods Supply Chain and Product
Management Executive, tells me that the
reason the company is so different from
other organic grocery stores is that it
combines the best of both conventional
and premium markets to offer a better
value for shoppers.
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“We’re looking to compete with the
premium markets in terms of quality
and merchandising, and to compete with
conventional markets on price. We’re the
best of both worlds,” he said, making a
note of the fact that Lucky’s doesn’t have
centralized purchasing and packaging.
“Lucky’s is a young, local company. We
taking a behemoth, bulldozer approach
aspire to grow decade-long partnerships
and foster partnerships that are sustainable. to expansion. This isn’t a traditional
corporate growth strategy.
We’ve grown quickly, and we will continue
to grow quickly.”
“It’s just not as fun that way!” he laughs.
“We figure it out with our locally grown
Indeed, since those first two stores in
and sourced program. Our food must
Colorado, the company has expanded
be presented in an accessible and
nationally into Ohio, Indiana, Kentucky,
approachable
way. We don’t want to
Missouri, Montana, Michigan, and
aspire
to
change
the world through broad
Wyoming, and has continued to see
initiatives.
We
want
to become part of the
positive reception in each community.
community
and
have
a strong and giving
People may have different tastes, but
presence.”
Lucky’s is always received in the same
exact way no matter which city it’s in.
Lucky’s is about giving people a shopping
Peter says that the reason Lucky’s is so
experience they won’t forget. It’s a place
successful is because it hasn’t had a broad
where people can hang out and participate
brush approach to expansion. In fact, a
in community activities such as weekly
lot of its products are sourced from ten
grilling events, but it’s also a place where
miles away. Lucky’s commitment to local
they can be in and out in five minutes.
suppliers is what allowed the company
Although, with such a fun, carnival-esque
to grow the way it has so far. Rather than
aesthetic, why would you want to leave in
taking a strictly bottom line approach, they just five minutes? No matter where you go
look at which neighborhoods need their
or where you look, Lucky’s always has a
concept the most and fill those demands
and opportunities. Lucky’s isn’t about

48

fun, eye-catching display or sign that takes
you back to a simpler time. The bright,
vintage design is ironically what keeps the
store fresh and engaging in modern times,
and the enthusiastic, artistic approach
brings out the best in each store section.
The vibrant produce section invites
shoppers to a broad, colorful collection of
fruits and veggies, while a sign overhead
with an orange slice declares, “Squeeze
the Day.” The beer bar, Bits & Bites, offers
shoppers a place to hang out and take a
swig out of Lucky’s beer jugs or sample
its house-made potato chips and pretzel
bites. Lucky’s deli section boasts housesmoked and house-cured natural meats, all
locally sourced, with cheeses and antipasti
galore. The bakery provides foodies with
“build your own” style pizzas, with cured
meats from the store butcher, homemade
and hand-tossed dough, veggies from its
farmers, and handcrafted sauces. The
secret ingredient? Love. Lucky’s wants to
be a positive contributor to the community.

“LUCKY’S FRIENDLY, KNOWLEDGEABLE STAFF IS
THE MELTING POT OF THE FOOD INDUSTRY.”
The centerpiece of every Lucky’s store is always fresh produce.
Everything in terms of store design and advertisements revolves
around produce.
“We have a higher percentage of produce sales than any other
company that I am aware of,” says Peter. “Produce drives our
decision making process. It starts with produce, and everything
else follows suit.”
Lucky’s friendly, knowledgeable staff is the melting pot of the
food industry. It’s a very diverse group, with staff that comes from
conventional markets, chef backgrounds, and of course, farming
backgrounds.
“We challenged ourselves to strip out anything that isn’t necessary,”
Peter continued. “We only wanted things that mattered to people.
We have great expertise in our produce buying team; we know how
and where to find the best product at the best costs… but what
matters most is that customers can trust our quality 365 days a year,
and we’re meeting or beating the conventional chains on price
seven days a week. There’s no reason why anyone wouldn’t want to
shop with us.”
Looking ahead, Lucky’s anticipates opening at least ten stores over
the next year, covering a very wide part of the country. There’s a
big opportunity for new players to enter the market, and Lucky’s
is looking for communities that yearn for good food at good prices.
That means a strict commitment to keeping products local.
Simple and fresh, with strong passion for good, local food. That is
Lucky’s in a nutshell. It’s the unrelenting commitment to quality
food, quality service, and quality relationships with its suppliers
and shoppers that makes Lucky’s so lucky.

“OUR FOOD MUST BE
PRESENTED IN AN
ACCESSIBLE AND
APPROACHABLE WAY.”

Good food for all? I agree.

49

52

53

Y

ou can’t help but smile, be thrown a
little off your game. I walk into the
corner office with talking points laid
out, written and rewritten over the
course of the morning to make sure everything
will be covered. But I realize within 5 minutes
of the interview that I should probably just
relish in the time I get to spend with one of
the great patriarchs of Salinas – Bob Antle. He
isn’t tapping his finger, or checking his watch;
nor does he want to talk much about himself,
no matter how curious I am about his day-today schedule or what makes him a powerhouse.
So how does this produce patriarch stay on top
of the game?
“Plan the work and then work the plan,” Bob
tells me. “We are always thinking ahead.
I’ve never hit that point in my life where I’ve
stopped and asked myself…what’s next? If I’m
not doing a better job than the guy before me,
then I know I need to work harder. ”
I ask Bob to tell me a bit about the company.

“Well, we’ve got the Tanimuras and the Antles,”
Bob smiles.
“Here’s a story for you…” he tells me. “The
first Tanimura & Antle commercial deal.” The
Tanimuras spent about 3 ½ years in the Poston,
Arizona relocation camp during WWII. After
losing nearly everything, the Tanimuras
purchased about 8 acres in Aromas, California.
“At the time, my dad Bud hadn’t started his own
farming operations yet. But, George Tanimura
had about an acre and a quarter of lettuce that
he was looking to sell,” Bob tells me.
So, Bud went to George and asked him how he
knew it was an acre and a quarter of iceberg
lettuce. “George told my dad ‘we just know,’ ”
Bob smiles. “But, my dad wanted to know for
sure. He needed some sort of documentation.
Mind you, this was less than a $1,000
transaction. Anyway, he had a survey done that
cost nearly as much as the deal, and the survey
map was almost the size of the field of lettuce.
But, yes, it was an acre and a half.”
Bob laughs. “Complete trust from day one.”
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Trust. For two families finding their way in the early 1900’s
in California, trust is no joking matter. Trust became a
basis and pillar around which two cultures and two families
found their place to thrive. This initial deal sparked a
friendship and partnership that has created one of the most
reputable companies in the industry. At that time there
was a lot of prejudice against those of Japanese descent who
were just returning from internment. Bud was a man that
looked beyond the prejudice and instead focused on the
quality of the crop and George... the man, the farmer.
More than 30 years ago, these families came together
and shipped their first box of Tanimura & Antle iceberg
lettuce in November of 1982. The boxes were shipped
on the 10th, a day that just happens to be Bob’s birthday
and one he will easily remember. What a way to mark a
milestone. It’s been leaps and bounds since then, merging
Tanimura’s farming expertise with the Antle harvesting
and marketing expertise.
The two forces have now become pioneers in lettuce
innovation, from variety development to packaging and
growing technologies.
Besides farming more than 30,000 acres of rich, fertile
farmland and shipping a full line of premium fresh produce
throughout North America, Europe and Asia, the company
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has also stayed ahead of the pack with technological and
product innovations. The company is still sticking to their
roots with field-harvested and trimmed lettuce, while
also expanding into new territories. Tanimura & Antle’s
hydroponic greenhouse in Livingston, Tennessee continues
to demonstrate the company’s commitment to evolving a
dynamic portfolio, while Tanimura & Antle’s expanding
Artisan Lettuce line differentiates and elevates the lettuce
category with items like Red and Green Petite Gem, Red
and Green Petite Oak, and Red and Green Petite Tango.
Introductions such as Broccoflower® and Artisan Romaine,
Artisan Broccoli, and Artisan Sweet Italian Red Onions
continue to create a versatile program for the company.
Field-packed whole head lettuces have always been a staple
for Tanimura & Antle. “Field-packed for freshness,” Bob
tells me. “It’s how we do things.” The company is working
on new innovations in the field every day, to streamline
operations and improve efficiencies that result in less waste
and more sustainable growing operations. As long as
consumers are looking for new ways to infuse creativity,
quality, and flavor into their dishes, Tanimura & Antle will
keep innovating.
“At the start of the day, we all put our pants on just like
everyone else,” Bob tells me, relaxed in his chair, taking in
the fields of lettuce stretching across his periphery. The
man doesn’t micromanage; he has the confidence that his

(left to right) Bob, Bud, Lester and Rick Antle (center)

team will get the job done. When I ask him what his
day-to-day looks like, he shakes his head and smiles.
He’d rather talk about being a great grandfather. And,
to my surprise, Instagram. I am still trying to find my
way around Twitter, but Bob easily traverses through the
digital diorama of Instagram where his great grandson
eats ice cream with Dad, and Bob can follow all the
smiles and exciting adventures of the new generation.
Bob also grins and nods towards the shelves of wine
rising above us in the room. “I have yet to find a variety
I don’t like,” he says.
Bob Antle recently received the E.E. “Gene” Harden
Award for Lifetime Achievement in Central Coast
Agriculture for his lasting and significant contributions
to agriculture, as well as extensive and long time
generosity to many philanthropic and educational
institutions and endeavors. George Tanimura is
celebrating a milestone this year as well, with a
100th birthday party hosted at the place where it all
culminated, the Tanimura & Antle home office in
Spreckels, California.

Bob Antle in the field

“There is a lot to this business,” he tells me. “The people,
the partnerships, and all the deals you make along the
way. I have lived on multiple coasts. New York, California,
Mexico... they all have a different story.”
“If you don’t really like what you are doing, don’t do it,” he
says. This is not an industry for the faint of heart.
Today, Tanimura & Antle has received countless awards
for the company’s dynamic and pioneering growth and for
its ingenuity and passion within the industry. In addition,
Tanimura & Antle’s progressive work culture
promotes a home for employees that aligns with
their family-owned philosophy and care for the
land and the people who tend it. From lifetime
achievement awards to product safety campaigns
and innovative new product launches, Tanimura
& Antle has cultivated a business born from
trust and collaboration. And from where Bob
is sitting, I’d say it’s a mighty fine view for the
company. Bob is sure that the next generation
will enjoy the challenges to come, and continue
the “good life.”

George Tanimura and Bob Antle

Tanimura & Antle has come a long
way since its humble beginnings.
Kichigoro Tanimura set sail from
Japan with his wife and children to
settle in San Juan Bautista, California
circa 1920. Lester Antle, Bob’s
grandfather, loaded up his family
and trekked from the dust bowl of
Oklahoma through Texas to California
in the 1930’s.
Today, the Tanimura & Antle name speaks for itself. The
brand identity and company’s evolution have become
synonymous with fresh produce, leadership, and integrity.
When I ask him if he enjoys his job, he tosses it right back at
me. “Well, do you? I wouldn’t be in the business if I didn’t.”
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