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F FreSH prodUCe had a Mardi Gras, it would be 
PMA Fresh Summit. So, it seems apropos that 
this year’s coveted event lands us in one of  the 
most celebrated Mardi Gras locales: New Orleans, 
Louisiana. Between our love of  fresh produce 

taking the days by storm, and evenings fi lled with delicious 
food, conversation, cocktails, and relationship building, the 
2017 Fresh Summit is sure to energize and impress.

This month, PMA is bringing together some of  the leading-
edge companies from across the globe, and, as 2017 winds 
down, we thought we would wind up with some incredible 
stories from across the industry.

In this 28th edition of  The Snack Magazine, our team 
brings you an avocado king and industry innovator. We 
constantly speak about overcoming adversity in this 
business, accepting the challenges that Mother Nature 
gives us, and innovating to stay ahead. One of  those 
stories comes to us from Mission Produce’s CEO, 
Steve Barnard, as he leads us down the path that 
positioned him for success. From a rickety offi  ce 
to the top of  the avocado category, it has not been 
a smooth road for Steve, but it has been a fulfi lling 
one. And he shares all that here with us.

As we look to pull back the curtain on some of  the 
greenhouse greats, we bring you the Mucci Farms’ team 
comprised of  Danny, Bert, and Gianni Mucci, along with 
Joe Spano, who discuss the company’s forward momentum, 
what it means to have a united front, and how passion is 
propelling them into the future. And, as always, innovation 
is key.

When I think of  the carrot category, there are only a 
few industry giants that come to mind—one of  those is 
Grimmway Farms. This company never sits still for long, 
and with a team constantly eyeing strategic growth, they 
have set a new initiative in motion to continue building 
its Cal-Organic program and brand. With organics at the 
forefront of  Grimmway this year, Jeff  Huckaby, Eric Proffi  tt, 
and Kellen Stailey sit down with us to share the evolution 
of  the Cal-Organic brand and a program tailored to the 
evolving consumer mindset.

From Bashas’, Sprouts, and Sunfl ower Farmers Market, to 
his current position as Vice President of  Produce for Fresh 
Thyme Farmers Market, Scott Schuette is bringing his retail 
expertise to the forefront this year as he looks to assist in 
the accelerated growth of  the company. So, how is Scott 
impacting fresh and envisioning Fresh Thyme’s aggressive 
plan in place through 2020? Find out in this issue.

The more time I spend in this industry, the more I have 
watched food become an art. Jet Tila, entrepreneur, chef, 
and Food Network star, is one of  those culinary creators re-
envisioning the plate through storytelling. His family history 
runs deep in his dishes, but also allows him to imagine 
familiar ingredients in diff erent ways. From the sounds of  

Thelonious Monk in his kitchen, to his new initiative with the 
Compass Group, Chef  Jet amazes and inspires, and has his 
sights set on ramping up produce consumption.

Todd Linsky, Owner of  TLC, is another one of  those industry 
leaders that never sits on his laurels for long. As companies 
look to retain and improve their executive team and employee 
relationships, Todd joins us as a contributor in this issue as 
he launches Produce Therapy®, a distinctive tool designed 
to develop excellence in the internal culture of  your business 
model. This is a method developed with more than 30 years of  
hands on produce experience that allows him to work, hand-
in-hand, with companies to understand and defi ne their core 
purpose, redirect their eff orts, and unite their teams to achieve 
their goals. Intrigued? So were we. 

So, there is how a consumer looks at the produce 
department, and then there is how Julie DeWolf, 

Director of  Retail Marketing for Sunkist Growers, 
sees it. With the produce section as a space for 
engaging the consumer, empowering them with 
knowledge, and building a landscape that adapts 
to the changing buying behaviors of  shoppers, 

Julie brings insights from across the board. 
From CPG to video game marketing, the produce 

professional has vision and as always, the will to execute. 
See what Julie has been up to, and what Sunkist is doing to 

grab the consumer’s eye as well as their repeat purchases as she 
shares her latest insights with us in this Snack Q&A.

A decade of  growth, a decade of  learning, and a decade of  
uniting the industry—The California Leafy Green Products 
Handler Marketing Agreement (LGMA) has redefi ned what 
food safety means for both the supplier and the buyer. So, what 
inspires LGMA’s Scott Horsfall and his team as they welcome 
the 10th anniversary of  the agreement’s inception? Scott speaks 
about what’s next as food safety hits a new height with the 2018 
FSMA program, and what initiatives the LGMA has next. San 
Miguel’s Jan Berk, Ocean Mist Farms’ Joe Pezzini, and Church 
Brothers Farms’ Steve Church also talk about this milestone 
anniversary.

From new tech, kohlrabi, and innovative products, to the 
favorite things of  Oppy’s Karin Gardner, and the mentors 
of  Duda Farm Fresh Food’s Elena Hernandez...This issue is 
packed full of  reasons why we love this industry. 

Now, with October underway, it’s time to let PMA Fresh 
Summit take the reins. We look forward to seeing you all on the 
trade show fl oor soon! 

Jordan Okumura
Senior Editor
AndNowUKnow and The Snack
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ORGANIC BABY KALE AND BUTTERNUT SQUASH BREAKFAST SKILLET

1 package of  Taylor Farms’ Organic 
Butternut Squash 

1 package of  Taylor Farms Organic 
Baby Kale

2 tbsp coconut oil

3 eggs

1 tsp garlic

¼ tsp crushed red pepper

Salt and pepper

For more delicious, healthy, & easy-to-prepare recipes
visit www.taylorfarms.com.

ServingS: 3-4

Melt the coconut oil in a large skillet.

Sauté the butternut squash until browned.

Add in the baby kale and cook until soft. 

Temporarily remove the butternut squash and kale from the 
skillet.

Crack the 3 eggs over the skillet, allowing the egg white to fully 
cook. 

Add the butternut squash and kale mixture back in the skillet. 
Top with salt/pepper and crushed red pepper. 

Serve immediately. 

1
2
3
4

5

6

7

Taylor Farms
Organic Baby Kale & 
Butternut Squash

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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A checklist for employers & candidates as we look to 2018...

Hello October and PMA Fresh Summit! 
2018 is virtually here…

With the new year quickly 
approaching, and to help you move 

from “now” mode to “preparation” and then 
“execution,” we’ve crafted some helpful checklists, 
from our perspective as an Executive Search 
Agency. Since there are two sides to our equation, 
we thought that we would address them both—
Employer and Candidate/Employee.

LET’S START WITH THE EMPLOYERS’ CHECKLIST
 
1. SWOT your team. No, don’t hit them—as 
amusing as it may seem at times. Instead, review 
your team’s strengths, weaknesses, opportunities, 
and threats. Where does your team need 
developmental help and/or direction? Where do 
you need to make more serious changes? Where 
are the opportunities to add or improve? What 
threats exist that could result in you losing your 
top performers?

2. Evaluate your compensation program. 
Does your bonus and/or commission structure 
appropriately reward performance? Are you in line 
with the industry, your area, and your category?

3. Do you have the “bench” for succession? Are 
your people cross-trained? Can everyone take 
a REAL vacation, or get sick, or quit, and the 
company won’t miss a beat? 

4. Publish your 2018 holiday calendar. Encourage 
your people to take vacations and plan them 
early. Vacations are great “stress tests” on the 
organization’s ability to operate without people. 
And they’re a great excuse to cross-train. Use 
them!

5. Rules, regulations, compliance, etc. Sit down 
with HR and make sure that your i’s are dotted and 
your t’s are crossed. It’s a litigious world out there.

6. Mission and Values. It’s a whole new year! A 
great time to review your mission and values, and 
discuss them with your team. Cultures are greatly 
directed by a company’s mission and values. Now 
is a great time to recalibrate and invigorate.

7. Commitment. I’m not fond of resolutions, but 
I like commitments. Great people are not easy to 
find or hire. It’s easier to keep them and help them 
improve. Commit to helping your team succeed 
and be happy. Happy people stick around longer 
and do better work. 

CANDIDATES AND EMPLOYEES CHECKLIST

1. Prepare. If you’re employed and going to be 
moving on soon, make sure that you’re prepared. 
Get that resume in order. Have your list of 
references ready, and make sure that everyone 
on that list knows that they could receive a call at 
some point.

JOE PRODUCE SEARCH
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Rex Lawrence,
Founder & President of Joe 
Produce Search® Joe Produce 

Search is the Executive 

Search division of Joe 

Produce®. JPS is comprised 

of experienced search 

consultants and produce 

professionals. Our placements range from middle 

management to C-level positions, throughout 

North America, covering a wide range of produce 

and produce-related businesses. 

2. Relationships are vital. Treat those around you 
well and do what you can to help them. Those with 
the strongest networks always seem to land on 
their feet.

3. Take care of your health. Eat right…perhaps 
some of this stuff  we sell. Drink water, get sleep, 
and exercise. If you’re employed or not, you’ll be 
happier, more productive, and better equipped to 
handle stress.

4. Have perspective. For those employed, the 
grass is not always greener. If you’ve had three 
jobs or more over ten years, then you may be 
the common denominator. Either you choose 
employers poorly, and/or you have another fl aw 
that prevents you from sticking around. Build your 
resume and show that you’re stable, consistent 
and on a good trajectory. It may be just your 
perspective that needs to change.

For those currently unemployed people, fi rstly, 
read #1 through #4 above. If you’re looking for 
a job, stay positive and be patient. I realize that 
it’s easier said than done. I have bills too! If it’s 
possible for you, be choosy, and don’t take a job 
off er from a company that you don’t see yourself 
staying in for fi ve years or more.

5. Make a friend. Recruiters are great people to 
know. You never know when you’ll need us or a 
friend will need us. We do what we can to help our 
clients and our network of industry friends.

6. Develop your own missions and values. Just 
like a business, we as individuals can have our own 
missions and values too. I mentioned companies’ 
missions and values in the fi rst section. Having 

a clear and distinct view of your own mission and 
values can be very helpful in gaining perspective on 
your personal and professional life. Your mission is 
your “why,” and your values provide you a compass 
of sorts. If you have a goal, a desired destination, it’s 
so much easier getting there with a compass. On a 
professional level, it becomes easier to follow your 
employer’s direction or decide that it’s just not the 
right fi t. And, if you’re looking for a job, it’s easier 
to evaluate opportunities as they compare to your 
mission, values, and goals. I wish that I would have 
fi gured this one out 20 years ago. 

So, here comes 2018! It’s nearly two months away 
and will be here before you know it. Let’s be 
prepared and have a great year!
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by Contributor

Todd Linsky,
founder of TLC

The Hidden Gem: 
Listen to Understand, Enrich Lives, Empower Results

oday’s techno-info driven world, 
fi lled with instant information and 
real time access, has accelerated the 
belief that we all need to be racing 
somewhere with our business or we 
will be left behind. This “catch it and 
ride it while you can” mentality has 
driven many companies forward in 
the short term, but the model isn’t 
sustainable. When companies get 
bogged down trying to grow, they 
can create an unnecessary level of 
bureaucracy that insulates leadership 
and causes rigidity, stifl ing the fl ow 
of communication. This leaves your 
team slogging through the mud 
trying to fi nd their sense of purpose, 

directing their eff orts to fi gure out what’s 
next with the company instead of keeping 
their minds in the game. A business 
becomes at-risk when responding to the 
market as a reactionary and not a visionary. 
It isn’t healthy; there are too many 
casualties. This compelling need for change 
in the workplace inspired me to create 
Produce Therapy®, developed over years of 
hands-on produce experience.

Produce Therapy is designed to promote 
excellence in the internal culture of your 
business model. The process uses directed 
interviews and in-depth discussions to 
guide strategy, improve team relations, 
and revitalize the bottom line. A company 
that is reinvigorated can anticipate and 
respond to the nuances of the produce 
space because the perspective has been 
fundamentally changed. The healthy 
company can look forward to the future 
because they have a renewed core purpose, 
redirected eff orts, and a united team able 
to achieve their goals.

People leave all the time for any number of 
reasons. But, why lose a trained, competent 
individual because the company vision 

T
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wasn’t clear, or the bureaucracy was 
too cumbersome, or management 
didn’t create a cohesive message? 
Exit interviews rarely hit the truth 
and reviews rarely reveal the depth of 
mistrust and misunderstanding from 
employees. A recent study shows 
82 percent of people don’t trust the 
boss to tell the truth, and why should 
they? Produce Therapy discovers the 
unique heart of each company and 
works to make it whole, one person 
at a time.

The produce business is no exception.  
It doesn’t take an advanced degree 
in mechanical engineering to fi nd 
a job in this industry, but to have 
staying power and to fi nd success 
it is absolutely necessary to learn 
how to navigate personalities and 
form relationships. Can you teach it 
like you preach it? Good employees 
are your very best assets and “bad” 
employees can be turned into 
good employees, given the right 
opportunity to thrive.

“Todd has a remarkable ability to hone in on areas of 
operation where help is needed. He addressed our structure, 
culture, strategy, and product o� erings with e�  ciency and 
e� ectiveness. He reinforced the fact that this is an industry 
built on relationships and o� ered us tangible ways to 
strengthen our ties to our critical customers. It is obvious that 
he is in it to make a di� erence. He continues to support and 
encourage us through our personal relationships with him. I 
can’t imagine a better name for his company than TLC!”

- Michela Calabrese, VP Business Development,
Interrupcion Fair Trade

“TLC’s Produce Therapy catalyzes the evolution of its clients’ 
operational culture, by facilitating a better understanding of 
the organization’s core purpose. Whether applied to the o�  ce, 
packing line, or fi eld, TLC’s methods create motivation that 
comes from a genuine commitment to excellence based on the 
team members’ desire to contribute to the company’s loftiest 
aspirations.”

- Edmund LaMacchia
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What does it take? It is critical that you 
manage your investment. As a leader 
of people, it’s important to remember 
that your duty is to bring people 
alongside, and set the tone for, your 
business so that it becomes seemingly 
eff ortless to get the most out of each 
individual. When was the last time 
you asked for the opinion of your 
staff  about the company’s vision, your 
message to the marketplace, their work 
environment? It is incumbent upon 
leadership to continually re-evaluate 
company culture by taking the time 
to ask questions, listen to the answers, 
and understand the motivation behind 
the individual. It’s human nature to 
want to be heard and to be made to 
feel important. When your people feel a 
sense of worth, work becomes second 
nature and an outpouring of care for 
your customer base will ensue.  

People want to be valued and they 

want to serve a purpose. We can 
engender purpose, loyalty, and 
excellence by being engaged in the 
lives of our people. Your business is 
about relationships built within the 
company, with customers, and with 
vendors. It is necessary to establish a 
commonality to nurture your culture. 
Your business is about becoming 
personal with your employees, your 
customers, and your customer’s 
customer. All businesses are about 
communication. It is so important that 
the fl ow of conversation is just that: 
a fl ow that isn’t hindered by a title, a 
protocol, or a fear of reprisal.
 
Leaders not engaged in growing 
people will never get the best out of 
them or their company. After spending 
over 30 years in this industry I have 
come to learn that no company is 
greater than the sum total of its 
people. That’s the gem to be found.

odd Linsky has spent the last thirty years immersing himself in the organic industry at 
every level. Todd’s experiences range from working as a produce manager for a small 
nature foods company and working nights on the Los Angeles Produce Market, to time 
spent in Moss Landing working for the fi rst organic grower/shipper operation, and a 
rise to a vice presidency at one of the largest organic grower/shipper operations in the 
country. On his road to success, Todd has grown a sales company from hundreds of 
acres up to tens of thousands of acres; built over the years with countless handshakes. 

In 2015, Todd formed Todd Linsky Consulting, known as TLC (www.tlc.organic). With 
the founding of TLC, he then launched Produce Therapy® a dynamic tool that helps 
companies discover what has a signifi cant impact on their company culture and directs 
the mood of their business. TLC’s proprietary methods and guidance, challenges the 
status quo and works to make each day extraordinary. 

“Working with Todd is refreshing and e� ective. Each of the small 
successes restore a bit of excitement in work that was starting to 
feel like a grind, like running in place. We are feeling our evolution 
and it’s full of promise. With Produce Therapy, we already see the 
progress, the impact on performance, and the revitalization of 
the bottom line. This program has helped us position a strategy 
for a strong team that produces big, moving forward. I have faith 
in his guidance, and I am satisfi ed and hopeful with the results. I 
appreciate his ‘no-nonsense, big picture insights, while rolling up 
your sleeves’ type of approach. I am very excited we made the TLC 
investment in ourselves, and in our team.” 

- Jessie Gunn, Marketing Manager, Wholesum Harvest

T
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MENTORS IN THE MAKING

Elena Hernandez
By ROBERT SCHAULIS

S MARKETING 
MANAGER for Duda 
Farm Fresh Foods, 
Elena Hernandez’s 

friendliness, work ethic, creativity, 
and dedication to detail are 
well-known to friends in our 
industry. With what friends and 
colleagues—her network or 

“Produce Posse” as Elena calls 
them—describe as an almost-
unrivalled enthusiasm, it’s easy to 
forget that Elena is a more-than-
15-year veteran produce marketer.
 
Elena has been involved in 
marketing fresh produce since her 
freshman year in college—when, 
upon arriving home for summer 
vacation from California State 
University, Chico (CSUC) where 
she was studying Ag Business, 
Elena heard a refrain all too 
familiar to many students.
 

“My dad pretty much told me I 
had to get a summer job, and that 
was where I fell into the industry,” 
Elena jokes. “It turned out to 
be a great opportunity for me. I 
interned that summer at Sakata 
Seed…and that next summer I 
had an internship in new product 
development at Earthbound 
Farms. That’s when I really was bit 
by the produce bug.”
 
Though Elena grew up in Hollister, 
California, near the Salinas 
Valley, and developed a love 
of agriculture at a young age, 
it wasn’t until her first college 
internships that she realized 
she could pair her professional 
interest in marketing with her love 
of the Central California growing 
region.
 
After interning with Driscoll’s 
in her final year at CSUC, Elena 
embarked on a career that would 
land her at Mann Packing. It was 
there that Elena met, and had 

the opportunity to learn from, 
Chairman and CEO Lorri Koster. 
The relationship would prove 
formative for the young marketing 
professional. Elena tells me it 
would be difficult to overestimate 
the impact Lorri had on her as a 
mentor in Elena’s five years with 
the company.
 

“To this day, Lorri is still a person 
that I talk to often. I look up to her,” 
Elena tells me. “I met her applying 
for a job at Mann. I was really 
fortunate; here was this woman 
that was the owner of a company 
and has great involvement in 
the industry, and I was able to 
work with her every day. I was 
intimidated at first, but I think that 
intimidation made me evolve; it 
made me thrive and keep pushing 
myself and my career forward. I 
owe so much to her. If she was 
going to a meeting and it was 
appropriate, she took me 
with her. I learned so much 
very early on in my career 
because of that exposure.”
 
Another formative 
relationship that 
Elena cultivated not 
long after was with 
Melissa “Missy” McDill 
of McDill Associates. 
With her background 
in produce and the 
scope of her creative 
influences, Elena saw a 
kindred spirit in Melissa 
and a model for the kind 
of creative marketer she 
wanted to be.
 

“I met Missy when I came on at 
Duda. Missy is someone that has 
shown me how to keep my roots 
in produce, but to look ‘outside’ for 
inspiration, and to keep growing,” 
Elena notes. “Missy comes from a 
produce background; her family 
was very involved in produce, and 
she was born and raised in Salinas, 

but she also looks outside of produce 
for different inspiration. She’s a big 
thinker. She thinks outside of the box, 
and I love that.”
 
Around this time, as well, Elena met 
another produce mentor in Mark 
Bassetti, Senior Vice President, 
Customer Development, for Duda. 
For Elena, Mark offered another 
kind of professional role model, 
one whose leadership, fairness, 
and his ability to build and foster 
camaraderie in a team environment 
was exceptional.
                                                   

“Mark has so many people on his 
team, and he is fair to everyone,“ 
Elena explains. “Mark is one of the 
most genuine produce guys you will 
meet. He treats everyone the same, 
and leads by example. I strive to be 
that type of leader.”
 
And Elena tells me that relationships 
like these are of paramount 
importance to her and to the 
continued success of our industry, as 
colleagues forge enduring friendships 
that spur creativity and enrich the 
lives of those in our industry.

A

Elena Hernandez
Marketing Manager,  

Duda Farm Fresh Foods
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We like to say at Mann that 
‘enthusiasm is contagious’ so I was 
impressed with Elena from the start, 
because she showed such enthusiasm 
and dedication to detail on every 
project she worked on. She is creative 
and understands consumer needs 
and trends. It was bittersweet to see 
her move on in her career, but I am 
very proud of her and how she is 
continuing to grow and contribute 
her talents to the produce industry. I 
continue to be one of her biggest fans.
 
On a personal note, Elena and I both 
graduated from Cal State University, 
Chico, so we clicked immediately! She 
accomplished a lot at a very young 
age such as home ownership which 
impressed me. We also both come 
from tightly-knit families. I’ve always 
admired her love for her family. Did 
I mention she’s a ‘foodie’ just like 
me? She is always researching the 
latest and best restaurants just like 
me. I fondly remember one dinner at 
Fearing’s in Dallas. That was one for 
the record books.

 
“My ‘Produce Posse’—my network of 
colleagues and friends in the industry, 
that I’ve built through the years; they 
are extremely important to me—both 
personally and professionally,” Elena 
explains. “To be able to pool our 
expertise and bounce ideas off  each 
other has been invaluable. We rely on 
each other, and we’ve cultivated these 
great, enduring friendships. It’s really 
special.” 
 
Now, with a set of skills honed by 
her experience in the industry and 
sharpened by her peers and mentors, 
Elena is inspiring the next generation 
entering produce—perhaps reluctantly 
as summer interns—to succeed, thrive, 
and shape the future of fresh.

Elena is one of those strong and impressive young 
women in produce that make me very proud to be 
in this industry. She’s not afraid to speak up and 
share ideas—yet she also appreciates insight from 
someone like me who can off er knowledge and 
ideas  based on past and current experience. The 
nature of our business is ever-changing and some 
might say unpredictable. Elena is great at staying 
decisive, calm, and solution-oriented in situations 
that would rattle most others. That is a critical skill 
in this industry . By nature, she’s a problem solver 
and the fi rst one to do whatever needs to be done 
to get it right. And as a marketer, she understands 
the value of paying attention to trends outside of 
our industry, such as natural foods and CPG .

Melissa McDill
Owner, McDill Associates

The mentors
Here is what they have to 

say about Elena Hernandez…

Lorri Koster
Chairman and CEO, 

Mann Packing
Elena…her passion, patience, and perseverance is 
a gift to Duda Farm Fresh Foods. Her passion for 
our industry and, more importantly, the impact 
we have on consumers and their healthy lifestyle, 
is on 24/7. She has practiced patience with our 
team as we progress down the road of change. 
Elena has brought clarity and commitment to 
our team in our ongoing quest to create healthy 
snacking options for consumers today and into 
the future. Her perseverance is demonstrated 
daily as we push past the obstacles that are part 
of being a progressive innovator. I have seen 
her grow over the past several years, taking 
on additional responsibilities, which include 
additional pressures of meeting expectations, 
with the same passion and commitment that 
have earned her the respect from our team and 
our industry. 
 
Elena is also a great networker, building her 
industry contacts not only from a business 
perspective, but also because she genuinely 
enjoys those she comes in contact with, which 
fuels her passion for learning and progressing. In 
my opinion, this approach of living the business 
and enjoying the ride is what keeps us focused, 
relevant, and young!

Mark Bassett i
Senior Vice President, 

Customer Development, 
Duda Farm Fresh Foods

Sponsored By
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ACORN SQUASH, ROASTED SHALLOTS, SAGE, AND COVI GRAPES

3 cups CoVi red and black grapes 

4 acorn squash

4 shallots, sliced

2 sprigs of  sage

½ cup pine nuts

Olive oil

Salt and pepper

1 box of  your favorite packaged 
garlic couscous

For more delicious, healthy, & easy-to-prepare 
recipes visit www.covikitchen.com.

ServingS: 4 

Preheat oven to 400°F. Halve the acorn squash and remove 
seeds. Brush olive oil on the acorn squash and sprinkle with  
salt and pepper. Turn over face down on a jelly roll pan.

In a bowl, add assorted CoVi red and black grapes along with 
sliced shallots, sage from the sprigs, and salt and pepper to 
taste. Drizzle with olive oil and mix together. Scatter the grape, 
shallot, and sage mixture on the pan with the acorn squash.

Bake at 400°F for 40 min. While the acorn squash and CoVi 
grapes are cooking, toast your pine nuts on medium heat until 
lightly browned.

Prepare packaged garlic couscous according to directions  
on the box. Stir in toasted pine nuts once ready.

Once acorn squash is ready, flip over and fill with the  
garlic couscous.

Top with roasted CoVi grapes, sage, and shallot mixture.

1

2

3

4

5

6

Columbine Vineyards 

CoViSM Grapes

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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The cats of  Oppy Bismarck.5

9

It’s like a nature hike, 
underwater!

2

KARIN GARDNER
Marketing Communications Manager, Oppy

MY FAVORITE THINGS

With over 25 years under her belt as the maven of  marketing for The 
Oppenheimer Group and the multitude of  produce providers it serves, 

Marketing Communications Manager Karin Gardner knows how to play as 
hard as she works. Constantly in motion, we had to know: what are a few of  

her favorite things?

1

”“

Isn’t it amazing where two 
wheels can take you?

7 8

7

4 Playing Cribbage

1 Cycling

7 Road Trips

5 Sundance & Daff odil

2 Open Water 
Swimming

8 Classic Detective 
Fiction

6 Triathlons

SUP Boards3

9 SCUBA Diving

Hitting National Parks with my 
handsome husband Mike.

The best 
way to start 
or end a 
summer day.

“
”

3

There is nothing like taking a Stand Up 
Paddle board on the Missouri River.

Agatha Christie, PD James, and 
Raymond Chandler are some of  

my favorites. 

4

“
”

6

Been competing for 20-plus years, 
training for Ironman Arizona 2018.

Learned it from my uncle, taught it 
to my niece and nephews, will play 

it with anyone, anytime!
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Partners in produce:

Meeting in mucci farms 
headquarters, FROM LEFT TO 
RIGHt: Steve Zaccardi, Director 
of Sales; Danny Mucci, Vice 
President of Sales and 
Marketing; Bert Mucci, CEO; and 
Joe Spano, Vice President of 
Sales and Marketing

In the Mind of  Mucci 
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“T
his is a marathon, not a 
sprint.” If  you are Bert 

Mucci, CEO of  Mucci Farms, 
these are essential words to 
live by in our industry. As 
a passionate long distance 

runner, Bert understands how 
this statement is not only a 
sentiment, but also a business 

strategy and a vision to innovate 
and execute for the long haul. 
Bert is a fierce competitor with 
a strong drive to succeed both 

personally and professionally. Each stride of  
the race is calculated and precise, made with 
intention and determination.

Luckily, in this race, Mucci Farms has a team 
primed for success and looking downfield as 
they accelerate the company’s growth and 
footprint. Instinctively adopting this vision 
for the future, Bert, along with Vice President 
of  Operations Gianni Mucci, and Vice 
Presidents of  Sales and Marketing Danny 
Mucci and Joe Spano, join me from their 
Kingsville, Ontario, headquarters to discuss 
the company’s forward momentum, the 
pillars that have built Mucci Farms’ success, 
and how a strong front positions them to 
impact a competitive and fast-paced industry.

“Work hard, dream big, and stay humble,” 
Danny tells me, as we dig further into the 
foundation that speaks to the Mucci Farms 
formula and the foresight that has helped the 
team raise the bar at the company. “What 
really gets me up in the morning is my 
excitement to get to work and feel the energy 
of  our staff, strategizing to stay ahead of  
competition in business, keeping customers 
happy, and having the ability to help 
innovate from seed to table. Bringing our 
customers together and anticipating what’s 
next to come keeps the future in perspective 
and the hard work worthwhile.”by Jordan Okumura
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When I ask Bert how the company defi nes 
Mucci Farms’ growth in recent years, he 
doesn’t hesitate for a moment, and you know 
that the team’s successes and mission are as 
deeply ingrained in him as anyone. Bert’s 
passion to be a great leader for Mucci Farms 
extends further than just the company, as he 
looks to impact the industry as a whole.

“Our growth is both strategic and holistic. We 
are a forward-thinking company on high-

A BALANCE: SCALE
AND INNOVATION
So, what are some of  these key ingredients 
that make the Mucci Farms’ program tick? 
This year alone, the company has expanded 
its operations in Huron, Ohio, with a large-
scale, multi-year investment that will further 
establish Mucci Farms’ footprint on U.S. soil, 
in addition to enhancing the support for its 
growing U.S. customer base.

“This project will cover 60 acres and feature 

in the coming years. For phase three, Mucci 
will be tapping into grow light technology, 
allowing for year-round production. Dubbed 
SmucciesTM Sweet Strawberries, these vibrant 
gems are grown in Kingsville.

The growth does not stop at strawberries. 
Mucci Farms has also expanded its 
hydroponic Naked LeafTM Living Lettuce 
operations with more acreage on the 
horizon. Walking through the Kingsville 
operation, you fi nd yourself  enveloped in 
the quiet whir of  the company’s proprietary 
automation technology, which allows them to 
plant, harvest, and package with the highest 
effi  ciency and food safety standards in the 
industry.

“INNOVATION AND TECHNOLOGY DRAMATICALLY
IMPROVE FOOD SAFETY AND INCREASE EFFICIENCY, 

ALLOWING US TO DELIVER THE FRESHEST AND CLEANEST 
PRODUCT TO CONSUMERS.”

- BERT MUCCI, CEO

speed, and we are driven to be leaders in the 
industry,” Bert shares. “Our ‘set the pace’ 
mindset in the industry has allowed us the 
largest growth we have had over the last few 
years.”

That growth is not only in acreage but also in 
the number of  new and innovative products 
and packaging releases, along with team 
member growth as well. In Kingsville alone, 
Mucci has grown the number of  employees 
to more than 1,200 to date, and shows no 
signs of  slowing.

the latest state-of-the-art greenhouses, and a 
272,000-square-foot distribution warehouse,” 
Danny says. “Our plan is to be harvesting 
from this facility by March, 2018. We value 
our U.S. retail partnerships and this is just 
one other way we are meeting the demands 
of  local and regional demographics.”

In addition, Mucci Farms is expanding its 
strawberry program as it seeks to bring 
consumers a better, more fl avorful, and 
consistent berry as the category continues to 
grow. Starting with 12 acres, the company is 
expanding its strawberry footprint by another 
12 this year, and a future 12 acre expansion 

The cool lit greenhouse is a vision of  
precision and synchronization, and truly 
leaves you feeling Zen—but also suddenly 
craving the artisan and romaine lettuces 
rising from the pools of  water where they are 
cultivated.

“Our grow lights allow us to harvest 8,000 
heads daily, 365 days per year with minimal 
labor,” Bert says, taking in the impact of  the 
growing operation and beyond. Speaking 
of  the program as a whole, he tells me, 

“Innovation and technology dramatically 
improve food safety and increase effi  ciency, 
allowing us to deliver the freshest and 
cleanest product to consumers. We can 
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actually deliver lettuce in Ontario, in some 
cases in as fast as 24 hours. We have cases 
where the lettuce would be harvested today, 
on a truck tonight, and on a store shelf  
tomorrow morning. It is a commitment we 
strive to keep.”

With all of  Mucci Farms high-tech glass 
operations, the company taps grow light 
technology using Lit Culture to off er local 
product, even in the winter months—this 
is simply another way that Mucci responds 
to the growing demand for its locally grown 
vegetables. Enter, M-Track automated 
harvesting carts to deliver premium food 
safety, speed, and effi  ciency, and Mucci 
Farms is a well-oiled machine that builds a 
balance between its tech-forward stance and 
its steadfast commitment to relationships, 
quality, and the story behind the brand.

Many say consumers shop with their eyes fi rst. 
So, what makes a consumer a repeat shopper? 
Flavor and quality: a dual mission for Mucci 
Farms. The company also debuted its kid-
centric Veggies-to-GoTM EZ Snap packaging 
for the convenience-seeking consumer or family 
unit that desires health-conscience snacking 
options. Coming soon, Naked LeafTM Salad 
Kits featuring Romaine Lettuce. Innovation is 
never far down the road for Mucci Farms.

Mucci Farms’ program also brings high food 
safety standards that consistently pass audits, 
and bring traceability, and sustainability into 
the fold so that retail partners can not only 
sleep well at night, but know that the Mucci 
Farms commitment has touched every point 
in the supply chain, from the seed to the 
produce department.

“In order for us to hit all of  our marks, 
execution is key,” Joe tells me. “As a 
vertically integrated company, we bring 
competitive pricing to market, paired with 
premium quality and hand-selected, best-

industry, what are those pillars that not 
only allow the company to bring a premier 
product to market, but grow its relationships 
and its vision? The team breaks it down, and 
it starts with the desire to create irresistible 
cravings for healthy choices by passionately 
growing fresh, fl avorful, greenhouse-grown 
produce.

“One of  our strategic pillars is quality farming. 
This means bringing greenhouse fruit and 
vegetable products with superior fl avor and 
the highest quality and freshness delivered 
through award-winning branding and 
packaging, to our customers,” Bert shares 
with me.

That tenet has helped the company create 
broad brush strokes of  change for Mucci 
Farms, while also helping the company defi ne 
its brand and calling.

“Having an innovative spirit is also a key for 
diversifi cation within the company, and a way 
for us to diff erentiate within the competitive 
greenhouse sector,” Danny tells me. “With a 

SMUCCIES™ STRAWBERRIES RIPENING 
IN THE MUCCI FARMS’ GREENHOUSESBERT MUCCI, CEO

“Our commitment and dedication to the highest 
level of  quality, consistency, and supply have 
inspired us to fi nd better ways to increase 
effi  ciencies and productivity, delivering that 
value to our customers and the consumer. 
Investments in innovation and tech diff erentiates 
Mucci Farms from other companies because 
it demonstrates a commitment to moving the 
industry forward,” Joe shares with me. “We 
always keep a high bar on fl avor and the 
technologies we adapt really help us execute the 
Mucci Farms formula as well.”

Speaking of  fl avor, Mucci Farms also launched 
its ChertoTM gourmet cherry tomatoes on the 
vine this year, a variety it searched the world over 
in order to help bring more fl avor back to the 
category. 

in-class varieties. Exceptional branding and 
marketing support to facilitate sales is also a 
key element of  our program.”

With retail and product education support 
always top-of-mind for the company’s 
customers, Mucci Farms is also bringing 
the Fresh Market Academy resource to 
help retailers diff erentiate, connect with 
the consumer, and build more value in the 
produce department.

MORE THAN A MISSION: 
STRATEGIC PILLARS
With Mucci Farms on a mission to accelerate 
growth and set a new pace in the produce 

commitment to research and development, 
we consistently make signifi cant investments 
into state-of-the-art robotics and technology 
to effi  ciently deliver innovative products and 
packaging.”

“A passionate team of  respectful, dedicated 
professionals, driven to succeed through a 
genuine appreciation for our company and 
its work culture, is also one of  our strategic 
pillars,” Gianni says, adding, “Operational 
excellence is an essential component in our 
formula and plan for success and growth.”

Mucci Farms is dedicated to operational 
excellence with a commitment to continuous 
improvements of  methods to increase 
productivity, reduce waste, and deliver 
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products effi  ciently with the highest food 
safety standards in the industry.

One thing I have always appreciated about 
the Mucci Farms team is how they value their 
customers and consumer-base.

“This is a family-owned company, and we 
surround ourselves with a team of  resilient 
customers, growers, and suppliers that 
support the community, our industry, and the 
overall mission of  the organization,” Joe says. 

“Our message as ‘Partners In Produce’ isn’t 
just a branding catch phrase, it is a promise.”

And Mucci is standing behind this promise 
as they continue building relationships with 
their #partnersinproduce vision.

ALL IN IT TOGETHER
The team mentality at Mucci Farms did not 
just materialize out of  thin air. It was built by 
family.

The roots of  Mucci Farms started with a 
dream. Founders Tony and Gino Mucci 
arrived in Canada from Italy in 1961, and 
rented farmland, on share, until they were 
able to purchase their fi rst 21 acres of  land 
in 1963. They successfully grew a variety of  
vegetables on this land until they purchased 
additional land and began to focus their 
eff orts on tomatoes. As the family grew the 
business, more land was purchased and 
greenhouses were built.

Taking control of  packing and marketing, 
Mucci Pac and Mucci International 
Marketing were formed in 1994 and 
2000 respectively, followed by additional 
greenhouse expansion in 1997 and 
warehouse expansion in 1998. Today, Bert 
and Danny, Tony’s children, and Gino’s 
son Gianni are carrying on their parents’ 
entrepreneurial spirit.

Joe grew up with the Mucci family and was 
off ered an incredible opportunity in 1999, 

when the company decided to make what 
was a huge and unheard of  move at the time. 

“The company went from being a traditional 
support grower to forging its own destiny in 
the sales and marketing world,” Joe smiles, 
reminiscing about the early days. “With 
one desk, one phone, a broken chair, a 
wooden tomato crate, and a red book that 
we shared, Danny and I launched Mucci 
International Marketing in 1999 for the Sales 
and Marketing Division of  Mucci Farms. We 
were off  to the races.”

With no real handbook or initial guidance, 
Danny and Joe hit the ground running 
with simply their drive to succeed and their 
passion for the business.

“Honestly, looking back, I never thought 
we would hit such heights,” Joe says. “Our 
mandate was to do a good job for our farms, 
for our growers, and to protect our brand–
put out the best pack and get a good return 
for the farms. Nothing else.”

GIANNI MUCCI, VICE PRESIDENT OF 
OPERATIONS, WITH MUCCI FARMS’ 
LETTUCE AUTOMATION MACHINE 
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Founders Tony and Gino Mucci laid out 
some basic principles for Joe, and they have 
helped shape the direction of  sales and 
marketing, as well as the incredible growth 
in recent years. It is these words that have 
always stuck with Joe.

“They told me, Joe, you are only as good as 
your word: deliver what you promise, and 
treat every sale, every customer, as if  they 
were the most important delivery, the most 
important customer in the world. Big or small 
it doesn’t matter. Our name is on the box so 
every box is the best,” Joe refl ects.

How does this translate to a team geared for 
unprecedented growth in 2017? Execution at 
all levels of  the company.

“I expect no less from my team than I do of  
myself. That means 100 percent from our 
cleaning people to our sales and marketing 
people,” Joe says.

Execute to the best of  your ability and good 
things will happen–treat the customers right 

and they will treat you right. It is that “our 
name is on every box” kind of  accountability 
that the entire team shares.

Bert, Danny, and Gianni grew up with a 
passion for farming, working alongside their 
families in the greenhouses, learning the 
business and building relationships. In the 
early 1990s, Bert set out to rent greenhouses 
to gain further experience and a better 

understanding of  growing vegetables under 
glass before building his fi rst three acres of  
greenhouses. Fast forward to 2017, and three 
acres have grown to over 200 in Canada, with 
60 under construction in the U.S., marketing 
for over 700 acres in North America through 
Mucci International Marketing. The 
team has also consistently expanded both 
companies since their founding–investing in 
tech and cutting-edge growing practices as 
well.

“I love the challenges and always learning new 
technologies,” Gianni says. “The mind never 
stops, and there is always something new to 
learn. I love the Mucci team and dedicated 
employees we have. We are all working on 
striving to be the best in the industry. The 
words I live by are ‘never give up,’ and the 
sentiment is in each and every one of  us on 
the Mucci team.”

The passion from this team is contagious and 
you can tell that, even as forward thinking as 
they are, Mucci’s team is incredibly grounded 
in their values and their appreciation for the 
road that has brought them here.

I pause to ask Bert what keeps him up at 
night? I bet you guessed it.

Figuring out what to do next.  Figuring out what to do next.  

“HAVING AN INNOVATIVE SPIRIT IS ALSO A KEY 
FOR DIVERSIFICATION WITHIN THE COMPANY, 
AND A WAY FOR US TO DIFFERENTIATE WITHIN 
THE COMPETITIVE GREENHOUSE SECTOR.”
- DANNY MUCCI, VICE PRESIDENT OF SALES AND MARKETING

DANNY MUCCI, BERT MUCCI, AND JOE 
SPANO STANDING IN THE DOORWAY 
TO THEIR NEW GREENHOUSE 
EXPANSION FOR HYDROPONICALLY 
GROWN  SMUCCIES™  STRAWBERRIES
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Resembling something more like a dragon egg than a vegetable, this visually-
stimulating item is actually a cultivated thistle picked before it blooms. 

Tender-hearted and flocked in scaled petals, the unique taste of the artichoke 
has a mild, sweet, and earthy flavor great for applications from creamy dips 
to straight-off-the-grill. Available in a spectrum of hues from green to red to 

purple, this veggie has the potential to unlock category sales from fresh to 
value-added. Let’s take a look at artichokes!
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Doll ars:  $64 .3 Mil

Doll ars:  $66.1 Mil

Doll ars:  $1.8 Mil

Doll ars  vs YA:  +$7.3 Mil

Doll ars  vs YA:  +$7. 4 Mil

Doll ars  vs YA:  +$0.04 Mil

Pounds:  0 .5 Mil

Pounds:  28 .2 Mil

Pounds:  28 .7 Mil

Pounds vs YA:  +4 . 4 Mil

Pounds vs YA:  +4 . 4 Mil

Pounds vs YA:  Flat

Pr ice/Lb:  $2.28

Pr ice/Lb:  $2.30

Pr ice/Lb:  $3.60
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Doll ars:  $11.3 Mil

Doll ars:  $54 .8 Mil

Pounds:  3 .8 Mil

Pounds:  25.0 Mil

Pr ice/Lb:  $3.01

Pr ice/Lb:  $2.19

Doll ars  vs YA:  +$2.7 Mil

Doll ars  vs YA:  +$4 .7 Mil

Pounds vs YA:  +0.6 Mil

Pounds vs YA:  +3.7 Mil

S O U RC E  |  IR I ,  Tot al  U. S .  Mult i - Outlet , 
l ates t  52 week s ending July 9,  2017 vs .  year ago
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AQ WITH THE
INAUGURAL
ORGANIC
GROWER 
SUMMIT

THE ORGANIC INDUSTRY is surpassing its “burgeoning” status as demand 

races ahead of supply and stipulation. To help write the playbook, Organic 

Produce Network’s Founding Partners Tonya Antle and Matt Seeley have 

teamed up with California Certified Organic Farmers (CCOF) to sort out the 

innovations and information funneling down all sides of the industry through the 

first-ever Organic Grower Summit, hitting Monterey, California, December 13th 

and 14th. After all, the most difficult decision is usually deciding where to begin.

BY MELISSA DE LEON
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TONYA ANTLE
CO-FOUNDER AND EXECUTIVE 
VICE PRESIDENT, ORGANIC 
PRODUCE NETWORK

Q1. What is the goal and 
vision of the inaugural Organic 
Grower Summit (OGS)?

TA: There has never been a better 
time to create an event with a focus 
exclusively on the organic farmer. 
The goal of the summit is to provide 
an engaging and interactive forum 
for organic farmers to become more 
successful in order to meet the 
growing demand for their products, 
now and into the future.

Q2. With the summit right 
around the corner, can you 
reflect on the motivations that 
brought this show to inception 
and the need you are hoping to 
fulfill?

TA: We are seeing a radical 
transformation in the organic farming 
industry. From sensors and software 
that help farmers improve margins, to 
big data and apps that allow farmers 
to make more informed choices, there 
has been an explosion of startups and 
innovators who are disrupting how 
organic food is produced, distributed, 
sold, and consumed. The Organic 
Grower Summit is positioned as a go-
to event showcasing the latest tools 
and services through education and 
information.

Q3. In designing the show and 
its content, how are you hoping 
the OGS will stand out among 
like trade shows? How will you 
differentiate?

TA: Through conversations that create 
positive disruption. Matt Seeley and 
I have been involved in this segment 
for decades, so we know the issues 
and opportunities that need to be 
brought forward and discussed. We 
know that smaller, more intimate 
events provide better networking and 
information exchange than larger, less 
personal events. To that end, we are 
striving to put on a high-quality event 
bringing together the leaders of the 
organic production community to 
share their ideas for the future of this 
growing industry.

Q4. What are some of the key 
components of the inaugural 
OGS, and why did you identify 
these specific areas?

TA: We have placed a very heavy and 
significant importance on education. 
As our industry continues to grow, the 
exchange of ideas and information 
through education is paramount to 
the continued success of organics. 
Our industry is evolving very quickly, 
with tremendous strides made in 
technology, seed development, 
packaging innovation, and healthy 
soil amendments. We want attendees 
to walk away from OGS with ideas 
and information they did not have 
before the event.

Q5. What message do you have 
for attendees and exhibitors 
as we approach this inaugural 
event?

TA: Organic means good business. 
The most recent data has the U.S. 
organic produce category hitting 
$15.6 billion in sales, growing 15 
percent from last year. We have just 
started to scratch the surface of 
how big organic fresh produce can 
be in the years to come. By working 
together–producers and their service 
and supply chain partners–we 
can shape future generations to 
understand the benefits of organic 
production, while providing healthy, 
safe, and nutritious fresh produce for 
consumers across the globe.

“AS OUR INDUSTRY CONTINUES TO GROW, THE EXCHANGE OF 
IDEAS AND INFORMATION THROUGH EDUCATION IS PARAMOUNT 
TO THE CONTINUED SUCCESS OF ORGANICS.” – TONYA ANTLE
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BRIAN LEAHY
DIRECTOR, CALIFORNIA DEPARTMENT 
OF PESTICIDE REGULATION

Q1. As we ramp up for OGS, why 
do you believe this type of event is 
important to the industry and to your 
work in this growing industry?

BL: We have been working with 
UC IPM on pest control, not only in 
organics but the whole gamut. Pest 
pressures will always exist in society, 
and we are always challenged in how 
to keep them at bay. I am looking 
forward to interacting with many of 
agriculture’s most innovative growers 
and technological innovators and 
challenging them to advance organic 
pest management; I was one of the 
original organic growers where we 
had to use only crop rotation because 
there were no options. Now, organic 
growers are in much the same boat 
as conventional. But I don’t hear from 
the organic community on how to help 
them navigate the resources we can 
offer to meet all the requirements they 
need. 

Q2. With your involvement as a 
panelist for OGS, what are one or two 
key points you want to emphasize to 
attendees at the first Organic Grower 
Summit?

BL: A chemical approach is important, 
and we want to look into integrated 
pest management, crop rotations, and 
the bigger picture in many ways. How 
do we get pest management to such 
a science that drift is eliminated, and 
only the areas that need pesticides are 
applied? 

Pest management and pesticides are an 
insurance tool, they are how you reduce 
your loss to acceptable levels. The 
higher the value of your crop, the higher 
the risk, and a lot of organic production 
is in higher value crops that have fewer 
tools than conventional. To expand that, 
organic growers need to work with 
the university, with us, and with the 
government.

To meet society’s dual demands of 
a plentiful, reliable, and affordable 
food supply within a low risk pest 
management production system, 
growers and innovators must constantly 
make advances in integrated pest 
management. They need to develop 
and adopt innovations in technology 
that make that challenging paradigm 
possible.

To bring all the pieces together, the organizers of OGS have assembled a 

roster of keynote speakers that hit all aspects of organics: the California 

Department of Pesticide Regulation’s Brian Leahy, Vitalis Organic Seeds’ 

Erica Renaud, Duncan Family Farms’ Arnott Duncan, and Pacific Ag Rentals’ 

Bartley Walker...

Q3. What lies ahead for organic 
fresh produce–where do you see the 
industry in five years?

BL: The future looks bright, you better 
get your sunglasses out! We still have 
some discovery as far as what the 
government’s role is in bringing about 
this challenging paradigm of a low-risk 
food supply system that is also plentiful, 
reliable, and affordable. The challenges 
are strong, and I think the organic 
industry really needs to come together 
on how we are going to achieve pest 
management. When you ask how many 
CCF growers use pesticides; almost all 
of them do. But, organic growers have 
not yet organized around that issue and 
I think it’s time they research and form 
partnerships, and I think we might see 
that in the next five years.

THE SPEAKERS
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ERICA RENAUD, PHD.
SEED & FOOD SYSTEMS EXPERT/
STRATEGIST, VITALIS ORGANIC SEEDS

Q1. Why do you believe this type of 
event is important to the industry and 
your work within it?

ER: As the market demand grows, 
growers need to optimize best practices 
while staying true to the principles of 
organic agriculture. In order to achieve 
this, they need access to resources 
that support scaling-up with certified 
organic inputs, knowledge of available 
technologies, and how to adapt these 
products and technologies to their 
production systems. 

Q2. What are one or two key points 
you want to emphasize to attendees 
at OGS?

ER: Plant genetics bred and selected to 
be adapted to the unique requirements 
of organic agricultural production 
systems can optimize the yield 
and quality of the ultimate product 
grown. Through the optimization 
of professional organic agricultural 
practices, combined with attention to 
consumer market trends, the organic 
agricultural community can contribute 
to supplying sustainably-grown, 
nutritious, quality-driven produce. 

Q3. What lies ahead for organic fresh 
produce in the coming years?

ER: Consumer demand for nutritious, 
flavorful, and unique produce that is 
sustainably produced will continue to 
grow. We need to be committed to 
these drivers as a sector and stay true 
to the principles of organic agriculture. 
Transparency and integrity of the 
production system and value chain will 
be key to the future of organic produce.

ARNOTT DUNCAN
OWNER & OPERATOR,  
DUNCAN FAMILY FARMS

Q1. As we ramp up for the Organic 
Grower Summit, why do you believe 
this type of event is important to your 
work and the growing industry? 

AD: I enjoy the opportunity to exchange 
ideas and collaborate with people 
who share our same challenges and 
opportunities. It’s always better to work 
as a team, and events like this create 
a location for us to meet and learn 
together.

Q2. With your involvement as a 
panelist for OGS, what are one or two 
key points you want to emphasize to 
attendees at this first summit? 

AD: I think we all know that organics 
have moved well beyond being a 
fad, so we need to always monitor 
and be aware of the new regulatory 
environment of our segment of the 
industry. We must be the educators 
who make sure all agencies, from 
federal to local, understand who we are 
and what we do. Additionally, I think 
it would be prudent to reach out to 
all of our suppliers to let them know 
how fast organics are growing and 
that the market will support their R&D 
programs for the types of production 
inputs that help us compete in a global 
marketplace.

Q3. Where do you see the organic 
industry in five years?

AD: I think our industry will continue 
to expand and grow, creating unique 
opportunities for farms of all sizes and 
types. We have a great message to 
share with those who are interested in 
us and our products, and we enjoy an 
ever-increasing ability to communicate 
with them.
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As organics ride the fast track in expansion, innovations, and cutting-edge 

technologies to meet its rising popularity, the upcoming Organic Grower 

Summit is primed to become one of the next necessary events on the produce 

calendar. Coming out strong with a lineup of experience and innovation for 

the expanding industry, I can’t wait to see all the pieces come together.

BARTLEY WALKER
PRESIDENT, PACIFIC AG RENTALS

Q1. As we ramp up for OGS, why 
do you believe this type of event is 
important to the industry and your 
work in this growing area?

BW: The OGS is an important step in 
the right direction to provide a unifi ed 
front of forward minded individuals, 
collaborating, and discussing equal and 
unique concepts, while understanding 
that we are all trying to pull the same 
rope in representing the organic 
community. The organic community 
is typically a fragmented group of 
smaller farmers and ranchers with a 
few larger players, and I believe that 
the OGS provides a fl at platform to 
lift the community as a whole and not 
just benefi t those at the top. Larger, 
consolidated, conventional farmers 
and ranchers tend to keep their “best 
practices” to themselves and rarely 
share those ideas with their competition. 
The organic industry tends to buck this 
trend by openly sharing new ideas and 
concepts that will move the segment 
forward. 

Q2. As a panelist for OGS, what are 
one or two key points you want to 
emphasize to attendees at the fi rst 
summit?

BW: One key takeaway would be to 
emphasize the fact that this is your 
organization and you will get out of 
it what you put into it. Donate some 
time to help your fellow growers and 
ranchers, have conversations with other 
attendees that you don’t know, get 
comfortable with your community, and 
work together on ideas that will move 
the organization forward. Ten minds are 
a lot smarter than one.

As for my business, Pacifi c Ag Rentals 
(PAR) is poised to help the smaller, 
less capitalized farmer or rancher 
by providing access to the latest 
equipment, implements, and technology 
on a short term rental basis. Ownership 
is overrated. As equipment becomes 
more complex and mechanics are 
tougher to fi nd and labor continues to 
disappear, many farmers and ranchers 
are turning to renting as a way to meet 
their short and long term equipment 
and technology needs.

Q3. What lies ahead for organic 
fresh produce–where do you see the 
industry in fi ve years?

BW: In fi ve years I see the organic 
marketplace representing 10 percent 
of overall market sales. The demand 
will continue to grow for organics and 
with advancements in technology, will 
continue to expand across the U.S. 

This takes tenacity and funding, and 
sometimes that still turns up as a loss. 
Our organization needs to continue to 
work with the UC system on research 
and push for increasing our state and 
federal funding for these research 
projects. The larger chemical companies 
are all adding a biological side to their 
businesses that will produce organic 
solutions. This trend will continue. 
Gaining the attention of the larger 
chemical companies and having them 
realize that organics are not the enemy 
is a crucial step in advancing the sector.

The consumer dichotomy exists 
where the buyer wants the benefi ts 
and fl avor of the organic product, 
but the unblemished appearance of 
conventional; when that divide is closed 
I believe organics will be the go-to item 
in all households, as it is in ours.
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With a snappy, one-of-a-kind bite, these tangy 
berries are some of the only truly native fruit to 
North America. Evoking thoughts of autumn, 

virtually all fresh cranberries are sold between 
September and December. Trending towards larger 
pack sizes, like 24 and 32 oz bags, cranberries are a 
festive fruit gracing the table in applications from 

appetizers to desserts. This berry is ready to capture 
consumer sales in the produce aisle, so let’s take a 

look at the year-over-year data for cranberries!
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Totals
Dollars: $51.63 Mil
Pounds: 18.94 Mil

Price/Lb: $2.73

Dollars vs YA: +$1.57 Mil

Pounds vs YA: +0.37 Mil

Organic
Dollars: $3.71 Mil
Pounds: 0.70 Mil
Price/Lb: $5.31

Dollars vs YA: +$0.89 Mil
Pounds vs YA: +0.19 Mil

Conventional
Dollars: $47.91 Mil
Pounds: 18.24 Mil

Price/Lb: $2.63

Dollars vs YA: +$0.68 Mil
Pounds vs YA: +0.18 Mil

Dollars: $50.26 Mil
Pounds: 18.20 Mil

Price/Lb: $2.76

Dollars vs YA: +$1.36 Mil
Pounds vs YA: +0.24 Mil

Random Weight
Dollars: $1.37 Mil
Pounds: 0.75 Mil
Price/Lb: $1.84

Dollars vs YA: +$0.21 Mil
Pounds vs YA: +0.13 Mil

Fixed Weight
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SOURCE  | IRI, Total U.S. Multi-Outlet, 
latest 52 weeks ending July 9, 2017 vs. last year

10oz
Dollars: $0.40 Mil
Pounds: 0.10 Mil
Price/Lb: $4.22

Dollars vs YA: +$0.04 Mil
Pounds vs YA: +0.01 Mil

12oz
Dollars: $40.39 Mil
Pounds: 14.17 Mil

Price/Lb: $2.85

Dollars vs YA: -$1.16 Mil
Pounds vs YA: -0.79 Mil

16–18oz
Dollars: $1.45 Mil
Pounds: 0.71 Mil
Price/Lb: $2.05

Dollars vs YA: -$0.11 Mil
Pounds vs YA: -0.11 Mil

24oz
Dollars: $0.86 Mil
Pounds: 0.59 Mil
Price/Lb: $1.47

Dollars vs YA: +$0.15 Mil
Pounds vs YA: +0.12 Mil

32oz
Dollars: $4.75 Mil

Pounds: 2.20 Mil

Price/Lb: $2.16

Dollars vs YA: +$2.48 Mil
Pounds vs YA: +1.16 Mil

6–9oz (organic)
Dollars: $2.34 Mil

Pounds: 0.35 Mil

Price/Lb: $6.77

Dollars vs YA: +$0.35 Mil
Pounds vs YA: +0.01 Mil

 

48oz
Dollars: $1.0 Mil

Pounds: 0.71 Mil

Price/Lb: $1.41

Dollars vs YA: -$0.22 Mil
Pounds vs YA: -0.03 Mil

Available Bagged Sizes
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Why stop at one thing that’s exceptional?

#FairTrade

#Experience

#Organics

With the launch of our new 100% organic facility in Ahualulco, Divemex continues to find the 

perfect balance between market demand, environmental need and social responsibility. 

When you choose to stock Divemex peppers and cucumbers, you are contributing to a circle 

of positivity that feeds people at both ends of the supply chain.

Divemex.com Join us at PMA booth 1339

#PremiumQuality



POACHED ENVY APPLES WITH SALTED CARAMEL

2 Envy apples, peeled, cored, and 
halved
3 cups apple juice
1 tbsp vanilla extract
2 strips lemon peel

For tHe CArAMeL

1 cup sugar
6 tbsp butter, diced
½ cup heavy cream
1 tsp kosher salt
½ tsp vanilla extract

eQUipMent needed

Small high-sided pot
Whisk

For more delicious, healthy, & easy-to-prepare recipes
visit www.envyapples.com/enjoying-envy

ServingS: 4 

Add sugar to the pot and melt over medium-high heat, 
stirring constantly.

Once sugar is completely melted, add butter a few cubes at 
a time, whisking gradually and steadily to incorporate.

Slowly stream in heavy cream; whisk carefully as the 
caramel boils up.

Let mixture boil for 1 minute, then turn off  heat and stir in salt 
and vanilla.

Pour into a heat proof  container, allow to cool slightly.

Bring apple juice, lemon zest, and vanilla extract to a simmer.

Add apples, lower heat, and slightly simmer until tender.

Remove apples from liquid and drizzle with warm caramel.

Enjoy!

1

2

3

4

5

7
6

8
9

Envy™ Apples 

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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TilaJet
The Culinary Anthropologist

P icture Chef  Jet Tila: black apron, 
leaning ever so slightly over a 
stove in the kitchen at one of  his 

many successful ventures. Jazz legend 
Thelonious Monk is drifting across the 
line, elevated by the sounds of  sizzling, 
simmering, and slicing—then a fl ash 
of  fi re, and a pan cools. Notes of  spices 
assemble on drafts in the air, and draw 
the topography of  a dish down to the 
countertop. This is Jet’s orchestra; this 
is his symphony. This is a culinary 
anthropologist.

“I love cooking to Monk—just moody 
and heavy enough, and if  the tempo and 
pace are just right, it makes you refl ect 
on how he was able to do what he did. 
That complexity puts my mind and body 
in the ideal space to tell stories with my 
food,” Jet says.

That complexity in Monk’s music speaks 
well to Jet’s own work as an artist–how 
he constructs a narrative with his food, 
how an ingredient can create wonder, 
how both balance and improvisation can 
build an experience.

By  Jordan Okumura

Chef
From Jet’s book 101 ASIAN DISHES YOU 
NEED TO COOK BEFORE YOU DIE
(Photo: Ken Goodman)
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Food artistry comes in many forms, and if  you are 
entrepreneur, visionary, and food media star Chef  Jet 
Tila, that artistry comes from a deep excavation of  
family, culture, and fl avors. With marrow-deep roots in 
cooking and a vision to dream through the plate, Jet is 
truly an artist. From the Food Network and Iron Chef, to his 
ventures with Compass Group, Modern Asian Kitchen, 
Stir Market, and Kuma Snow Cream–this vibrant and 
successful chef  has plans to change the way Americans 
eat and, lucky for us, the way we consume fresh produce.

“As a kid, I spent time learning the ancient traditions 
of  Asian cuisine from my Cantonese grandmother. She 
was my fi rst cooking instructor. I have these fl avor and 
sense memories that go back 40 years and inspire me to 
always look for that authentic experience that I remember 
growing up. It’s about learning the old ways, listening to 
the stories they tell you, then shaping them into art for all 
the senses,” Jet laughs.

Asian food in America has been so elastic in recent 
decades, Jet adds, and increasingly there is a demand for 
the return of  and emergence of  what he calls authentic 
fl avors. Authentic is a word that Jet uses often as he moves 
between chef, media and culinary icon, artist, and father.

“I am searching for those fl avors which allow me to 
understand more about my own culture,” he says.

Jet shares his beginnings. Born into the fi rst family of  

Thai food in Los Angeles, Jet’s parents opened some 
of  the fi rst Thai restaurants and grocery stores in the 
country while Jet was doing homework in the back corner 
of  the businesses. So, it’s easy to see why environment 
had everything to do with the path chosen. But, what was 
it about the practice that truly took Jet’s passion from a 
love of  food into a culinary career to be rivaled?

For Jet, working in three of  his family’s seven restaurants 
in Los Angeles, California, was simply about helping 
out with the family business in the beginning. But, the 
connections he began to perceive and create with food 
pulled him in.

“My entire life has been spent with ingredients. Our 
family had import businesses to supply our restaurants, as 
well as farms where we grew produce in Mexico during 
the winter and in the California’s Central Valley during 
the summer months,” Jet says, refl ecting on his early days 
working with each vegetable and each seasoning that 
graced his fi ngertips. “Wanting to know where they came 
from, what they could do, and how to use them, that 
really sparked my passion to cook.”

Ingredients: A History of Discovery

But before there were Jet’s “Melting Pot Food Tours” 
of  Thai Town in Los Angeles, and Wazuzu, a 

groundbreaking take on Pan-Asian dining, at Steve 
Wynn’s Encore Casino and Resort on the Las Vegas 

Steve Wynn’s Encore Casino and Resort on the Las Vegas Strip where Jet debuted the acclaimed Wazuzu, and was the former Executive Chef

Photo: Barbara Kraft/Wynn Las Vegas
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Strip, and even before he 
launched Bistronomics—a 
series of  pop-up restaurant 
experiences in Los Angeles–
Jet was just a boy with a 
backyard.

“I really started to break off 
on my own when I was 23 
or 24. Talk about humble 
beginnings, I was teaching 
cooking classes out of  my 
mom’s backyard and had 
no formal training,” Jet 
smiles. “I saw it as a way to 
do what I loved and maybe 
get a little beer money out 
of  it, while answering the 
demand of  some of  these 
diehard shoppers at grocery 
stores who wanted to learn 
more about cooking.”

Then reporter Barbara 
Hansen from the Los Angeles 
Times got wind of  what Jet 
was up to, and the buzz 
began.

“Next thing you know, I 
was a cover story in the Los 
Angeles Times,” Jet reflects, 
still in awe at how it all 

happened so quickly. “I was just a kid 
teaching 20 people to cook and working 
out of  a backyard. I got about 1,000 
phone calls over the next seven days 
inquiring about the classes, getting 
involved, and wanting to learn more 
about cooking and me. This was a 
pivotal moment for me.”

At that time, pre-Food Network mind you, 

there was not much of  a mainstream 
presence in what Jet calls “Edutainment,” 
essentially educational entertainment 
in his professional arena. With a need 
and demand for the type of  culinary 
experience—cooking, educating, and 
entertaining—knocking on his doors, Jet 
saw an opportunity and a career begin 
to reveal itself.

But first, Jet realized that while he 
greatly appreciated and cherished 
his early development with his 
grandmother’s teachings, he needed a 
more formal education to connect his 
food to the consumer and to the industry 
at large.

In order to build a foundation for his 
passion, Jet attended and completed his 
culinary education at Le Cordon Bleu, 
establishing a framework of  classical 

French technique to elevate his extensive 
knowledge of  Asian cooking, and allow 
him to more fluidly articulate his artistic 
capabilities and vision.

“French culinary school gave me the 
vocabulary to explain the techniques 
that my ancestors used and also 
formalized the concepts for me. The 
food history in my family has been 
passed down through sharing, showing, 
and practice,” Jet says. “Making the 
decision to achieve a formal education 

has allowed me to access more arenas of  
cooking, while continuing to develop my 
own niche.”

Along with his education at Le Cordon 
Bleu, Jet also completed an intensive study 
program at the California Sushi Academy. 
Predominantly cooking within Thai and 
Chinese cuisines,  Jet’s cooking overall 
represents the neighborhood he grew up 
in LA.

“I have a bone deep connection to Los 
Angeles,” Jet shares. “There is something 
about my DNA that needs to be tied to this 
city, and it really informs my aesthetic and 
love for food. The energy, the motion, the 
diversity, it all draws me in.”

During his early years, Jet also went from 
article-subject to producer by writing 
for the L.A. Times after culinary school. 

Contributing to many other publications 
and multimedia platforms, from NPR, the 
Food Network, and the CBS Early Show, to 
appearing on No Reservations, Best Thing 
I Ever Ate, and Iron Chef  America, Jet cut 
his teeth on the editorial side while also 
expanding his presence in the food media 
industry.

Expanding his portfolio, Jet has also 
debuted a café at Google headquarters 
in Silicon Valley and has a popular Asian 
food line through Schwan’s Home Service. 

“I have these flavor and sense memories that go back 40 years and 

inspire me to always look for that authentic experience that I 

remember growing up. It’s about learning the old ways, listening to the 

stories they tell you, then shaping them into art for all the senses.” 

Chef  Jet and Chefs Hong Thaimee and Pichet Ong cooking a Thai New Year Dinner at Beard House 
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And, if  you didn’t already catch on to the notion that 
diversification is Jet’s forte, he has also set three world 
records: creating the world’s largest stir fry (4,010 lbs); 
creating the world’s largest seafood stew (6,656 lbs); and 
creating the largest California roll (422 ft.).

Need a little firsthand love from Jet? Luckily for us, Jet 
has published 101 Asian Dishes You Need to Cook Before You 
Die: Discover a New World of  Flavors in Authentic Recipes. From 
a kid growing up in L.A. in a Thai and Chinese family to 
a prominent chef  and restaurant owner, this book is sure 
to show you the way.

Now, with his recent partnership with foodservice giant 
The Compass Group, Jet has his sights set on helping 
to grow a food movement that is close to his heart: 
increasing fresh produce consumption.

A Revolution

So, how does Jet see himself  helping to change the 
culinary impact of  chefs everywhere? Through fresh 

produce, of  course.

In partnership with The Compass Group, Jet has 
launched a program called VegRev, or rather Veg 
Revolution.

“Fruits and vegetables are not only nutritious, but they 
bring such unique and diverse flavors to the plate. I have 
been incredibly privileged to be a partner with The 
Compass Group, we are one of  the largest foodservice 
providers on earth,” Jet says. “The company serves 9.4 
million meals a day in America. If  you think about that 
scale, the impact, and potential impact of  our program 
moving forward, we can really help affect change in the 
healthier eating movement.”

Jet tells me that chefs really are the tip of  the spear when 
it comes to creating a movement around increasing fresh 
produce consumption. And, moving it to the center of  
the plate.

VegRev brings chefs from around the country to innovative 
and fresh produce-forward restaurants who are defining 
and elevating fruits and vegetables in different ways. The 
goal: having chefs and diners fall in love with fruits and 
vegetables again.

With a vision for plant-forward immersion that expands 
through innovation and education, the program kicked 
off in 2016, to connect The Compass Group’s culinary 
creators to the front lines of  the veg. Jet took The 
Compass Group chefs on VegRev tours to experience how 
restaurants were approaching how other culinarians 
were bringing produce to the center of  the plate. Each 
visit along the way brought chefs into ideation sessions 
to promote and inspire ways for them to bring these 
opportunities back to their own commercial restaurants. 
Over the course of  the tours, 900 chefs were exposed 
to plant-forward menu engineering tips where the plate 
makeup was 50 percent vegetables and fruit.

In 2017, Compass extended an invite to the VegRev 
education platform by bringing experts from the 

Jet, his wife Ali, and daughter Amaya (Photo: Ken Goodman)

Chef  Jet Tila with Geoffrey Zakarian and Aarti Sequeira (Photo: Myleen Hollero) 

“By recreating this new narrative for the 

story we are telling about food in America; 

we can impact generations of diets and 

food philosophies. The key to not only 

affecting global sustainability but also 

personal sustainability is by eating more 

fruits and vegetables.”  
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identifying fl avors and dishes by region 
as they recognize the subtle and unique 
diff erences within any country’s cuisine. 
Flavors shift by region, by demographic, 
by culture, and the way we speak about 
that food will shift, too.”

As we talk about Jet’s love of  food, 
creativity, and all their nuances, I ask Jet 
what dish really describes his aesthetic, 
his story. I sense a furrowed brow.

“There is one dish that Grandma made 
that I have not cracked the code on 
yet,” he says, slipping back into memory. 

“And it is literally my favorite meal. She 
used to braise pig’s feet in a sweet soy, 
fi ve spice, broth for hours. The pig’s 
feet would gelatinize into the broth and 
I could simply eat it over white jasmine 
rice. That is a meal I could eat all day 
every day. That is the dish I miss the 
most.”

You can sense the deep storyteller in Jet. 
The part of  him that moves ingredients 
around on the plate, brings fl avors 
together, lets them rest in a broth for 
hours because he senses a story there 
that needs to linger a moment longer.

With every layer and memory he reveals, 
and with every narrative this food artist 
threads, you can sense just how much 
Jet is truly a culinary storyteller. I might 
call it potential. Jet would call it culinary 
anthropology.

Humane Society of  the United States 
to learn new techniques with the goal 
of  infl uencing more than 1,000 chefs in 
plant-forward menuing.

“Through this process we are creating 
a team of  chefs that are the leaders 
in their fi elds, and can inspire other 
chefs within The Compass Group. 
By recreating this new narrative for 
the story we are telling about food in 
America; we can impact generations 
of  diets and food philosophies,” Jet 
says. “The key to not only aff ecting 
global sustainability but also personal 
sustainability is by eating more fruits and 
vegetables.”

Full Circle

When it comes to fruits and 
vegetables in Jet’s own culinary 

artistry, he has been looking back in 
order to move his own food aesthetic 
forward.

“I love combining traditional and 
experimental ideologies about food,” Jet 
says. “I am bringing back dishes that my 
grandmother used to make. Dishes like 
braised, dried, dehydrated cabbage and 
lotus roots to recipes with winter melons. 
To me these are staples, but to the public, 
they are considered experimental. I am 
always trying to fi nd ways to look at a 
plate and bring balance with fruits and 
vegetables. If  one tasks themself  to bring 

more fruits and vegetables to the center 
of  the plate, they will force themself  to 
learn or relearn how to make vegetables 
delicious again. Produce is already 
an amazing and fl avorful resource 
in its natural state, but now we can 
create recipes to enhance, elevate, and 
reimagine the fl avor potential.”

I ask Jet what he sees next as we look to 
fl avors and cuisine. He points to a globe, 
then spins it.

“International tastes and distinct fl avor 
combinations are really traversing the 
global palate. One area on my radar is 
North African cuisine from countries 
like Morocco, who use items like harissa, 
lots of  superfoods, and turmeric,” Jet 
says. “One thing that has really emerged 
is that the U.S. diner likes fl avors with 
a hint of  sweetness; for instance dishes 
that combine cinnamon, raisins, and 
molasses. North Africa’s diverse regions, 
along with many others, are really 
inspiring food artistry.”

Asian cuisine has defi nitely been on 
the rise in recent years as well, Jet 
shares. Whether it is Hunan, Fujian, or 
Northern or Southern Thai, the food 
profi les are now becoming more specifi c 
within those larger culinary types.

“Looking forward, it will never be just 
Thai or just Chinese cuisine anymore,” 
Jet states. “People are going to start 

(Photo: Myleen Hollero)
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BLENDED MUSHROOM MEATBALLS 

1 6-oz pack of  Mushroom Chop
1 lb ground meat
1 tsp Italian seasoning 
½ cup bread crumbs 
1 tsp salt  
1 tsp pepper
1 tsp olive oil
1 egg 
1 small onion, finely diced 
1 clove minced garlic 
Parsley, for garnish
Your favorite sauce 

ServingS: 5

For more delicious, healthy, & easy-to-prepare recipes 
visit www.to-jo.com/kitchen-live-series

Warm 1 tsp of  olive oil in skillet on medium-high heat. 

Add Mushroom Chop and sauté for 5-7 minutes until cooked.

Remove Mushroom Chop from heat and cool 5 minutes before 
blending with ground meat. Preheat oven to 400ºF.

Transfer cooled mushrooms to medium bowl. Add your choice of  
ground meat, salt, pepper, Italian seasoning, onion, garlic, egg, and 
breadcrumbs. Mix until well combined. 

Form Mushroom Chop and meat mixture into medium-sized 
meatballs and place on baking sheet. 

Place meatballs in oven for 25-30 minutes until cooked through.

Place meatballs into serving dish, top with your favorite sauce and 
parsley for garnish. Serve with pasta and enjoy!  

1
2
3

4

5

To-Jo Mushrooms’
Mushroom Chop

6
7

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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ou’re always going to have a challenge if you’re doing 
something worthwhile,” Steve Barnard tells me as 
we talk about the path, the passion, and the ambition 
that brought him to his current position as President 
and CEO of Mission Produce. “There are endless 

opportunities around the world, ripe for the picking.”

Despite his formidable credentials as Founder of one of the 
largest avocado growers on the planet, I note how genuine and 
approachable Steve is, as a fi eld worker waves to him while we 
pass by. We are walking through an avocado orchard on the 
foothills of the Topatopa mountains in Ojai, California, a place 
where Steve comes on the weekends to get away from it all.

“I actually like to farm as a hobby,” Steve confi des with a smile 
as he looks out over the sun soaked valley. “It’s relaxing to get 
away. In the offi  ce there is constant excitement with meetings 
and the phones ringing off  the hook. This is a good change of 
pace for a Saturday or Sunday.”

As Steve narrates his journey to the top of the global avocado 
category, a distinct pattern emerges; he possesses an innate 
ability to connect the dots in the bigger picture. 

Steve sees possibilities where others skim past them, and it all 
started in 1983 when he began working on the foundation that 
would build the avocado empire that Mission Produce is today. 
Steve noted the untapped potential in the category and decided 
to pursue it. So, he and his business partner cobbled together 
an offi  ce from garage sale furnishings, while renting a quarter 
of the facility that Mission now owns in its global operations, 
including fi ve packing houses, and eleven ripening centers 
around the world, three of which opened this year.

Mission was a part of the movement which paved the path to 
market in an era before avocado ripening technology existed, 
and before consumers were familiar with how to use the curious 
fruit. And increasing consumption was a major challenge that 
the Mission team tackled head on under Steve’s enterprising 
vision.

“We ran trials for preconditioning, the predecessor for ripening, 
which was an expensive thing to do wrong. But we fi ne-tuned 

“ Y

• M i s s i o n •
M A N  ON  A 

by  E v a  Ro et h ler

our techniques, and ran a ripe avocado pilot in a Southern 
California grocery chain. In the fi rst year sales went up 300 
percent. I’m not a mathematician, but I knew we were on to 
something big,” Steve laughs. “So I showed those numbers to 
Reggie Griffi  n, the head produce buyer at Kroger at the time, 
and he told me, ‘you build them, and I’ll fi ll them.’ I agreed, 
and then walked away wondering, ‘okay, how do I do that?’ But 
we made it work, and from there the program went national. 
We’ve continually made advancements to the technology, and 
now ripened fruit is the standard in the United States.”
 
Reggie’s experience with Steve echoes the same sentiment, 
and it’s clear the partnership has grown into one of the more 
impactful relationships in both of their careers.  
 

“He actually built ripening facilities in several cities just on our 
handshake, and they were all very successful,” Reggie off ers 
when I ask him about Steve. “His ‘can do’ attitude, personality, 
and his understanding that as a supplier, he could help retailers 
be successful, drove not only our business friendship, but our 
personal friendship. His ability to assemble a high performing 
team only means continued success for him and his company.”
 
A vertically integrated, global company is the product of Steve’s 
methodical approach to connecting the dots. The avocado 
purveyor boasts recently opened ripening centers in Canada, 
California, the Netherlands, and Shanghai. Mission has also 
been nurturing a Peru program since 2012 to supplement 
the parallel California season, adding yet another link to the 
supply chain.
 

“With our model, we have our own teams and facilities in the 
countries in which we work. Our team believes in building 
infrastructure, and we set ourselves apart by investing in our 
people,” Steve tells me.
 
The company is always looking to invest both up and down the 
supply chain, working to fi ll the gaps like pieces in a puzzle. As 
Steve tells it, the company was even one of the fi rst to establish 
supply in countries like Mexico and Chile, despite taking a lot 
of heat for it in those early days. He smiles as he recounts how 
the company had to conduct training for workers to harvest in 
these countries, which now dominate the supply.
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“The challenge is in pushing the envelope,” Steve ruminates.  
“If you aren’t doing anything innovative, it’ll be easy. So, play 
off ense and tackle those obstacles, whether it’s bad reception 
on a product or a diffi  cult customer. Look at it from other 
perspectives, and then fi nd a compromise so that everybody 
wins. And in this industry, if you don’t do that, you better sleep 
with one eye open.”
 
With that, I think to ask if there is anything that keeps him 
from a good night’s rest.
 

“Not me. I’m tired from working hard all day,” he cracks, with a 
twinkle in his eye.
 
Each morning, Steve wakes up ready to take on the day with 
the commitment and intensity that diff erentiates Mission 
Produce from the pack. With an exclusive focus on avocados, 
the company has galvanized a business model that instills the 
highest confi dence to buyers and consumers alike. 
 

“We haven’t seen anything yet,” Steve says, despite the 
unprecedented growth the avocado category has seen in 
recent years. “When populations move from poverty to middle 
class, one of the fi rst indicators of the change is the switch to a 
healthier diet. In fresh produce, we work in a meaningful space, 
where we can make that kind of impact in the world. Avocados 
are a major part of that shift, and if you’re late, you’ll lose. So 
let’s go!”
 

2

1

3

4

“ We  s et 
ours elves  ap ar t 
b y  i nves t i ng  i n 
our  p eople .”

-  S TE VE  BARNARD

1 .  S t e v e  B a r n a r d  a n d 
t h e  l at e  J a c k  S i m p l o t 
2 . S t e v e  B a r n a r d 
a n d  J u l i a n n a  S t 
G e m e ,  E v e nt s 
M a rk e t i n g  M a n a g e r, 
t a l k  b u s i n e s s  3 . 
Av o c a d o s  o n  t h e 
t r e e  i n  t h e  O j a i ,  C A 
o r c h a r d
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When Steve says, “Let’s go!” he means it. The company holds 
nothing back when it comes to leading the charge.

Mission Produce recently introduced the latest brand in the 
company’s international portfolio, Mr. Avocado, following 
the opening of its fi rst ripening center in Shanghai, China. 
The brand is a product of a partnership between Mission, 
distributor Lantao International, and an agreement with 
Pagoda Stores. Mr. Avocado is being thoughtfully positioned as 
the pioneering brand in the ripe avocado category for Chinese 
consumers, and the company anticipates major growth over 
the next decade, setting up Mission to become a leader in the 
burgeoning market.

The innovation doesn’t stop there. The company also recently 
launched it’s “Small But Mighty” line of Mini avocados. 
Though small is not the fi rst word that comes to mind when 
you think of this massive global company, the product is the 
result of an initiative to effi  ciently sell what the tree produces 
while also addressing a consumer need. The Minis are the 
perfect single-serving avocado at approximately 3.5 ounces 
each and yielding about ¼ to ⅓ cup of creamy avocado apiece. 

Steve’s passion for his business is abundantly clear the 
second you start talking with him. And when it comes to the 
motivation behind that passion, according to Steve, it’s quite 
simple: The driving force is the avocado.

“Avocados are on TV every night,” suggests fondly. “Everyone 

loves them. They’re nutritious, they make your hair shine, they 
are delicious on everything—we don’t even really know the 
half of it.”
 
This visionary entrepreneur truly knows no bounds, a 
sentiment which was passed down from one of his biggest 
mentors, the late Jack Simplot of J.R. Simplot.
 

“Despite quitting school in the 8th grade, Jack became the 
third largest landowner in the United States, and he taught 
me two of the most important lessons in my life,” Steve shares. 

“The fi rst is to work through your problems. Everyone has 
problems, and nine times out of ten, people give up when they 
get knocked down. Jack told me to be the one person who gets 
back up and tries again. The second was to think bigger, and 
coming from someone as successful as him, that meant a great 
deal.”
 
Throughout his career Steve has embodied this mindset 
with his expansive outlook. It is evident in the way that he 
speaks, and the ease in which he smiles as he talks about the 
future. And the attitude is contagious. As we talk, I notice it 
everywhere. I see clear traces of it when I meet the rest of the 
team along with his two sons, Ben and Keith Barnard, who 
work as Sr. Director of Operations and Director of Global 
Grower Relations, respectively. As we walk into the lobby of 
the massive new Oxnard ripening facility, I even catch it on a 
sign, which says: Welcome to Mission Produce. A positive mind 
fi nds opportunity in everything.
 
Today, Mission Produce is seemingly unstoppable, positioned 
for continued success on a massive scale. It is a far cry from the 
company’s humble beginnings over 30 years ago.
 
So, I ask Steve, “When did you know Mission had fi nally made 
it?”

Without skipping a beat he smiles and tells me, “Oh, the best is 
yet to come.”

And, I’m positive he means it.

4 .  S t e v e  w i t h  s o n  K e i t h 
B a r n a r d ,  D i r e c t o r  o f  G l o b a l 
G r o w e r  R e l at i o n s ,  e x a m i n i n g 
a n  O j a i ,  C A ,  o r c h a r d
5 .  S t e v e  w i t h  s o n  B e n  B a r n a r d , 
S r.  D i r e c t o r  o f  O p e r at i o n s , 
o v e r s e e  o p e r at i o n s  i n  t h e 
O x n a r d ,  C A ,  r i p e n i n g  f a c i l i t y
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up
close

A closer look at del fresco’s mini mixers®

V ariety is the spice of life, and in produce, that 
expression is essential. Debuting this year 
from the Kingsville, Ontario-based greenhouse 

company Del Fresco Produce Ltd., is a new medley of 
tomato marvels, dubbed Mini Mixers®.
 
This lineup of gourmet snacking tomatoes is picked 
fresh daily and brings a host of vibrant and bright 
fl avors and colors to the fresh produce department, 
and the consumer. Perfect for grab-and-go healthy 
snacking, appetizers or as gourmet cooking items for 
salads, sauces, or salsas—Mini Mixers® bring a diverse 
range of eating options to the industry.
 
Del Fresco’s brand DelFrescoPure® Mini Mixers® feature 
tomato varieties from grape, cherry, and cocktail, 
to everything in between. DelFrescoPure® has hand 
selected these varieties from its annual variety trials for 
their exceptional traits like taste, appearance, shelf-life, 
and production.

The company off ers dry 1 pint, 1 lb, and 1.5 lb 
packaging sizes and all are available in clamshells and 
DelFrescoPure® new resealable Top Seal packaging 
with enhanced security features. With increased grab-
n-go and snacking formats entering the marketplace, 
the company is also exploring new and innovative 
snack-size packaging.

DelFrescoPure® hydroponic greenhouse controlled 
environments enable the company to grow a uniform 
product that minimizes environmental waste and 
produces a larger harvest to meet consumer demands. 
As the snacking trend turns into a movement, medleys 
are gaining ground as desired way to diff erentiate 
within the tomato category. DelFrescoPure® uses 
recycled growing medium and feed for its plants with 
nutrient-enriched water to bring the best value to the 
retailer and the consumer, from seed to table.

Del Fresco Produce Ltd., brands under both 
DelFrescoPure® and Mini Mixers®.
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roduce is our company’s calling 
card,” Scott Schuette, the newly 
appointed Vice President of 
Produce for Chicago-based 

Fresh Thyme Farmers Market, tells me. “As goes the 
produce department, goes the entire company.”
 
Hearing Scott say these words, you can tell that 
this isn’t a burden, but a challenge. Having only 
celebrated Fresh Thyme’s third birthday earlier this 
year, and with Scott joining just two years ago, it’s 
clear that bringing this value-priced, natural and 
organic concept to the Midwest is a labor of love 
for the produce authority with over 30 years of 
experience under his belt. 
 

“It is hard to believe that two years have already gone 
by since I started with Fresh Thyme Farmers Market,” 
Scott refl ects on what has been a rapid period 
of growth for both the company and for himself 
professionally. “In June, I was promoted to a position 
where I oversee everything produce and fl oral from 
both the retail and the wholesale perspective. But, my 
accomplishment is minor compared to what we as a 
company have accomplished during these last two 
years.”
 

Since Scott has joined the team, Fresh Thyme’s growth 
has skyrocketed. From just 18 locations in 2015, the 
company has now shot to upwards of 64 stores—and 
that’s not counting the ones slated for later in 2017. 
And with an exceedingly ambitious goal of hitting the 
100-store-mark by the year 2020, for Fresh Thyme, 
like many other retailers, the produce department will 
continue to be a key part of that growth.
 

“Our point of diff erentiation is pretty simple—a great 
fresh produce department that everyone can have access 
to,” Scott says. “We sell healthy food and healthy values 
to customers who want more aff ordable alternatives. 
We also off er the consumer a smaller, more convenient 
layout to navigate while shopping. Since produce is the 
foundation of our company, we have to lead with strong 
retails, high volume movement, and almost 30 percent of 
the stores’ daily sales!”
 
As many of us in the industry have had to learn the 
hard way, great, fresh produce at an aff ordable price is 
no easy feat. Since Scott has joined Fresh Thyme, the 
company has switched from getting 100 percent of its 
produce through third party distributors, to being 100 
percent fully self-distributed today. This achievement 
came in large part due to the building of its own 

“P
scott schuette ,  v ice pres ident of produce , 

with r ichard sm ith ,  store d irector

fresh produce destination
Fresh thyme farmers market 

store entrance
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320,000-square-foot produce, fl oral, and grocery 
distribution center in nearby Bolingbrook, Illinois.

“This year, our own distribution center has jumped 
into ‘local grown’ products with both feet,” Scott tells 
me, adding that this produce initiative will be a key 
factor of Fresh Thyme’s overall growth strategy. “All 
core locally grown categories are on our daily radar, 
with weekly promotions revolving around seasonal 
favorites. Over the course of the season, we plan to 
shift from being ‘locally grown’ and ‘locally relevant,’ 
to being hyper-local in each of the regions that we 
represent, and as we continue to evolve, we expect our 
local grown item count to more than double during the 
coming season.”

But, along with keying into this heavily localized and 
self-distributed model, the company has also been 
bolstering its team of produce experts, Scott in tow. 
Scott says his passion for produce comes from growing 
up in rural Arizona, where farming and agriculture 
were a way of life.

“Having hobby gardens, citrus trees, and even a 
collection of hard to fi nd exotic fruit trees while 
growing up made the business easy to fall in love 
with, and starting my retail produce career at the age 
of sixteen continued to strengthen my passion for the 
category, and it has never stopped growing,” Scott says.

With a background rich in retail experience, starting 
as a carry-out nearly 33 years ago, Scott chose to 
forgo a career using his visual communications degree 
and continue on with the career he used to fund his 
collegial endeavors instead—the fun and fast-paced 
retail industry, and, specifi cally, produce.

Scott Schuette
Vice pres ident of Produce

Our point of 
differentiation is 
pretty simple—a 
great fresh produce 
department that 
everyone can have 
access to.

“

“

“What has really ignited my passion for this business 
is my overall love for the product, the people that I 
work with, and the challenge that it presents me with 
each and every day of the week. And now, working 
with Fresh Thyme, I fi nally have put all three together; 
great product, unbelievable colleagues, and the daily 
challenge of going from zero to sixty stores in three 
short years,” Scott tells me about what drew him 
into this career path. “Now, in this role, local grown 
products in the Midwest have rekindled my passion for 
the product. It is great to see how much people love to 
eat locally grown and how proud it makes them feel.” 
 
Prior to coming onto Fresh Thyme, Scott spent over 
30 years under produce positions with Bashas’ Family 

of Stores, Sunfl ower Farmers Market, and its successor, 
Sprouts Farmers Market. That’s when Chris Sherrell 
called.
 
Chris joined Sunfl ower Farmers Markets in 2001, 
became its COO in 2005, President in 2008, and then 
CEO just a year before it was sold to Sprouts Farmers 
Markets in 2012. When Sprouts asked Chris if he’d 
continue on with the company, he did contemplate it 
for a bit, but instead opted to start Fresh Thyme and 
bring the farmer’s market format to middle America.
 

“Having a career mentor, or two, or three, has always 
been part of my career developmental strategy. Using 
mentors to guide me through the industry is honestly 
the only way that could have developed any of the 
skillset that I currently have today, and since our 
days at Sunfl ower Farmers Markets, Chris has been a 
longtime mentor to me,” Scott says. “When he called 
and presented me with the opportunity to be part of 
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such an exciting, expanding format and the ability 
to grow with this aggressive business, I couldn’t pass 
it up. I can only hope that someday, I am able to 
return the favor to any up-and-coming members of 
my team that share the same desire.”
 
Scott joined Chris’ team as Director of Retail 
Produce, but even after being promoted to Vice 
President of Produce just two years later, Scott says 
his work is still only just beginning.
 

“As I look to the future and what I plan to do under 
my new role, my key focus will be keeping sight 
of our future growth plans, ensuring their success, 
and making Fresh Thyme’s retail and wholesale 
divisions work together in perfect harmony,” Scott 
explains. “My ongoing focus will be training and 
developing new members who join this fast-paced 
team. Not too long ago, retail produce was actually 
considered a ‘trade’, but now it seems to be more 
of a utility position, with less focus on the art and 
skillset aspects that are so important to a successful 
produce department. I’d like to bring some of 
those important traits back to the retail part of our 
business.”
 
This zero-to-sixty mentality will not be lost as the 
company hits its stride with around 70 stores by 
the end of the year. A goal of over 100 stores in the 

Midwest by 2020 puts the chain on track to build 15 
to 20 stores a year—certainly no easy task for any 
company, let alone one that has only existed since 
2014.
 

“No one ever said that opening more than 100 stores 
in just fi ve or six years was going to be easy,” Scott 
says. “But working with people that you know and 
trust makes major company goals like this possible. 
Many years ago, my childhood soccer coach used 
to scream out, ‘there ain’t no ‘I’ in Team, so pass 
the ball.’ I now, more than ever, understand the 
importance of passing the ball and working with my 
team to reach our one common goal. Together, the 
growing leadership team of Fresh Thyme has made 
history, while forming some lifelong friendships 
along the way. This is an adventure that I will have 
the privilege of telling my grandkids about when 
looking back twenty years from now. A chance like 
I have had with Fresh Thyme has been on my radar 
since my early career, and I will savor the moment.”
 
In an industry where everyone is looking for a 
piece of the pie, Fresh Thyme has found its slice in 
America’s heartland. With the region further tuning 
into a deeper understanding of food and eating 
healthier, that number, 100 stores, becomes less like 
a foreboding landmark to strive for, and more a 
promise of what is about to come.

Fresh thyme farmers market buy ing team

What has really ignited my passion for this business is my overall love for 
the product, the people that I work with, and the challenge that it presents 

me with each and every day of the week.

“
-  Scott Schuette “
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Sweet Potato Snapshot 
Grown as both an ornamental vine and a much-loved vegetable, sweet potatoes are 

propagated from more than 7,000 diff erent cultivars. The edible tubers range in color 
from creamy white to shades of  orange, purple, red, and gold—with skins and fl esh in 
various color combinations. Originating in the Americas, sweet potatoes have spread 

across the globe over the course of  the past millennium; let’s take a closer look…

THESNACK.NET / 83



beauregard

Flavor: Very sweet and 
extra moist

Shape: Elongated
Color: Red-copper to 
plum skin, orange fl esh

Eatability: Smooth

evangeline

o’henry/bonitao’henry/bonita

Flavor: Mild, sweet, 
drier tasting, with nutty 

and earthy fl avor
Shape: Longer and 

thinner when compared 
to blocky elongated spuds
Color: Yellow skin, white 

to yellow fl esh
Eatability: Smooth 

and dry with medium 
fi rmness, low in visual 

and residual fi ber

COVINGTON

Flavor: Moist, sweet, and 
earthy

Shape: Short and blocky
Color: Burnt orange skin, 

orange fl esh
Eatability: Smooth and fi brous, 

softer variety
Eatability:

diane

Flavor: Very sweet and 
extra moist

Shape: Elongated
Color: Red-copper to 
plum skin, orange fl esh

Eatability: Smooth

MURASAKI

Flavor: Mildly sweet, drier 
tasting, full, nutty fl avor, 

with vanilla aroma; exotic 
alternative to traditional sweet 

potatoes

Shape: Short and blocky
Color: Dark purple outside, 

white inside
Eatability: Smooth, dry, fi rm, 

and dense

Flavor: Sweet and moist
Shape: Elongated and blocky
Color: Rust-orange skin and 

orange fl esh
Eatability: Smooth and fi brous
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Totals
Dollars: $625.2 Mil
Pounds: 552.9 Mil
Price/Lb: $1.13

Dollars vs YA: +$18.9 Mil
Pounds vs YA: +14.1 Mil

Organic
Dollars: $37.5 Mil
Pounds: 18.3 Mil
Price/Lb: $2.05

Dollars vs YA: +$1.5 Mil
Pounds vs YA: +0.36 Mil

Conventional
Dollars: $587.7 Mil
Pounds: 534.6 Mil
Price/Lb: $1.10

Dollars vs YA: +$17.3 Mil
Pounds vs YA: +13.8 Mil

Fixed Weight
Dollars: $128.6 Mil
Pounds: 89.1 Mil
Price/Lb: $1.44

Dollars vs YA: +$12.3 Mil
Pounds vs YA: +8.4 Mil

Random Weight
Dollars: $496.6 Mil
Pounds: 463.9 Mil
Price/Lb: $1.07

Dollars vs YA: +$6.6 Mil
Pounds vs YA: +5.8 Mil

SOURCE | IRI, Total U.S. Multi-Outlet, 
latest 52 weeks ending July 9, 2017 vs. year ago
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Visit us at PMA
Booth #717

At Del Monte, we’ve kept the produce industry 

convenient for 125 years. How we do it is also 

why we do it. We’re fresh-fruit fanatics, which is 

why we’re also healthy-lifestyle fanatics. On-the-

go fanatics. Individual-portion fanatics. Innovation 

fanatics. And supply-chain fanatics. So you could 

even say we’re fanatically reliable.

FRESHDELMONTE.COM

1-800-950-3683

FRUITS.COM
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@DelMonteFreshProduce

@DelMonteFresh
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With a background in trade marketing for both the CPG and video game 
trades, Julie DeWolf  brings a unique perspective to an even more 

unique industry, in a time when that counts more than ever before. Cultural 
demographics are shifting, health priorities are evolving, and time is more 
precious across the individual’s and the family unit’s day.
 
Seeing that shift in the consumer, Julie joined Sunkist Growers in 2005. Prior to 
that, and before her six years with CPG and video game industries, Julie was a 
CPA who worked in both public accounting and private finance. At Sunkist, she 
is primarily responsible for developing all citrus retail marketing strategies and 
overseeing execution within the supermarket channel across North America, 
with a focus on consumer education, engagement, and brand awareness at the 
point of  purchase. 
 
With a diverse range of  experiences to inform her role, I took the opportunity 
to sit down with this retail authority to discuss the changes she sees in the 
industry, how retailers can adapt, and how creating an experience in the produce 
department is critical to success in the competitive fresh produce landscape.

By Jordan okumura

Director of Retail Marketing • Sunkist Growers

Julie
DeWolf

Q&A
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JD: When I started in this industry, the notion of  
consumer convenience was still virtually non-existent. 
Now, consumers essentially demand it, and have a huge 
desire to prepare food quickly and easily, or simply wash 
it and go. They are more curious, more informed, and 
highly interested in understanding where their food comes 
from, as well as how it’s grown. Retailers have adapted 
quite well overall to these changing trends, allotting much 
more space to these more convenient items and also at 
times highlighting grower stories. What I would love to see 
more of  in the marketplace is the educational piece at the 
shelf—for ALL produce—especially in the citrus category. 
However, there are a number of  items that consumers 
still aren’t familiar with, and that education at the shelf  is 
critical to differentiate flavor profiles and assist consumers 
in choosing a piece of  citrus that fits their tastes.  

JD: In the retail environment, we all know how cluttered 
and overwhelming it can be to find what you need, even 
when you know what you want! At the risk of  being 
repetitive, I think the most important thing we can do as 
marketers, and retailers, is to make the discovery process 
easier for consumers, and that happens through at-shelf/
in-store education. Since purchasing decisions, especially in 
produce, are often made in the store and not beforehand, 
this becomes even more critical. We have developed a well-
rounded portfolio of  items, most of  them tried and true, 
to help bring awareness to the category. Currently, we’re 
developing best-in-class point-of-sale materials based on 
the findings from an early summer road trip. 
 
Seeing for ourselves how retailers market citrus gave 
us a great starting point for how to most effectively 
communicate with consumers. Outside of  that new 
initiative, the tools we find most effective are couponing—

both electronic and on-pack—sampling, and secondary 
display bins that showcase the beauty of  the fruit and 
provide plenty of  information for consumers, from flavor 
and taste profile to nutrition information, as well as 
suggested uses through our high-graphic imagery. We also 
have the ability to customize these units with retailer logos 
or promotional messaging, which has been a great way to 
gain placement. 

Q1.
HOW HAS THE CONSUMER 
EVOLVED DURING YOUR TIME 
IN THE INDUSTRY, AND WHAT 
DO RETAILERS NEED TO DO 
TO ADAPT?

JD: When retailers create a citrus destination by 
merchandising all varieties in the same area, it allows for 
a consumer discovery process in a way that a more spread 
out approach does not. A one-stop-shop is definitely the 
best way to go when there are eight to ten varieties in the 
market at the same time. 
 
Much like how the apple industry has evolved, citrus is 
evolving. There are nuances to the different varieties, 
and, unless retailers communicate those nuances, it is 
more difficult to convert consumers to become product 
evangelists. So much of  the consumer experience is shared 
on social media and via word-of-mouth, so achieving trial 
and getting it into consumers’ hands  is the most important 
initiative we have. A Cara Cara navel has about 180 degrees 
of  difference when compared to a Minneola tangelo—one 
is pink inside and super sweet, while the other is bold, tangy, 
and amazingly juicy. I bet that several people reading this 
aren’t familiar with either variety. That education starts 
with us but must be executed by our retail partners to have 
the greatest level of  success. We are very engaged in the 
collaboration process with retailers, and we are making 
strides to ensure consumers know about these new varieties 
through ads, sampling opportunities, our secondary 
displays, and our new POS materials. 

Q2.
WHAT ARE THE MOST 
EFFECTIVE TOOLS AND 
APPROACHES TO CAPTURING 
CITRUS SALES?

Q3.
CAN YOU SHARE SOME OF 
YOUR KEY INSIGHTS AND 
MERCHANDISING TIPS FOR 
RETAILERS, ON UTILIZING 
SPACE AND MESSAGING 
WITHIN THE PRODUCE 
DEPARTMENT FLOOR AND 
BEYOND? HOW DO YOU 
CREATE AN EXPERIENCE 
THAT TAPS INTO ALL THE 
SENSES?
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Q5.
HOW HAS CPG INFLUENCED 
OR INFORMED THE WAY 
THAT YOU APPROACH 
RETAIL MARKETING 
AND MERCHANDISING, 
IN THE FRESH PRODUCE 
DEPARTMENT?

JD: I’m going to be a little bit bold here and say that it 
feels to me like CPG is now following our industry more 
than ever, compared to the other way around. Because 
consumers want healthy, great-tasting food, they are 
turning to produce to make signifi cant changes in their 
lives. CPG companies are scrambling to make their 
products healthier by reducing/removing sugars and 
HFCS from their products, eliminating chemicals that no 
one can pronounce, and acquiring start-ups that have a 
health halo to diversify their off erings. 

Produce is sitting squarely atop the health ladder, and 
we don’t have to make any changes to be able to say 
that, which is refreshing. But looking at CPG and having 
worked in that industry for fi ve years, I would say that the 
largest impact it has had on our business is in the areas 
of  branding, packaging, and convenience. Who would 
have thought 30 years ago that packaged salads would 
ever be so mainstream?  More and more these days, 
produce companies are understanding the importance of  
becoming a brand rather than just a commodity. Creating 
a point of  diff erence from your competition, and creating 
a lasting impression on your consumers through your 
brand name and attributes, is becoming a necessity now. 
I’m so excited to see what else our amazing industry has in 
store for us in the coming years.

We develop and encourage the use of  items such as 
fl avor maps or guides that give an overview of  the entire 
category, and our sampling materials always provide 
information about the variety. Everything we do is 
centered on consumer education. Because citrus is so 
versatile, we have also had success placing it in other 
areas of  the store through our display units, namely in the 
seafood section or with beer, wine, or hard liquor. 

Q4.
HOW ARE YOU SEEING 
CITRUS DEMAND AND 
VERSATILITY CHANGE ON 
THE RETAIL LEVEL?

JD: Everyone has seen the proliferation of  easy-peel 
varieties in the past fi ve years, and retailers have dedicated 
a large amount of  space to maintaining that section for 
as many months as possible. Outside of  that, we are 
seeing some fun new varieties emerge as well, such as 
pink variegated lemons, Meyer lemons, Gold Nugget 
mandarins, and Ojai Pixie tangerines. 

Consumers are learning so much from television/digital/
social media food shows and demonstrations these days, 
as well as from the fairly new segment of  meal delivery 
services such as Blue Apron, Hello Fresh, and Home 
Chef. I could go on! And this exposure is teaching 
consumers how to use citrus in a more versatile way than 
just eating it as a snack or squeezing a lemon on your 
seafood. At Sunkist we are heavily involved in providing 
and developing more ways to use citrus, from main dishes 
to beverages and desserts, and even in applications such 
as aromatherapy, bath-and-body, and home cleaning. 
The possibilities really are endless, and more progressive 
retailers understand this and highlight citrus for its uses 
other than just snacking—which is still a great way to 
consume it!

We work in an enviable space, have authentic and healthy and beautiful products, 
and it’s all provided by Mother Nature. With the changing consumer basket and 
evolving ideologies about healthy food and buying behaviors, the road ahead is full of  
opportunities. And working in fresh produce—it doesn’t get much better than this.
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Snapshot

Sweet,  sour,  and everything in between, this vibrant,  juicy 
category offers a f lavor profi le that is  somehow distinct and 

diverse at the very same time. Whether you need to dress 
up an avant-garde plate,  add a citrusy punch to a classic 

dish,  or t ide over the youngsters with an after school snack, 
these succulent fruits can offer the perfect solution.

SEASONALITY:  Year-round
ATTRIBUTES:  Cross between a regular 
lemon and a mandarin orange; bright 
yellow or r ich and orange-yellow color
AROMA:  Rich,  lemon blossom/f loral , 
sweet l ime, lemon, and mandarin 
FLAVOR PROFILE:  Intensely sweet, 
deep citrus f lavor

SEASONALITY:  Year-round
ATTRIBUTES:  Two different types are 
virtually indistinguishable from each 
other;  bright yellow with medium to 
sl ightly pebbly skin;  most popular 
citrus fruit  used in cooking today
AROMA:  Crisp,  f loral  smell
FLAVOR PROFILE:  Distinct tangy 
f lavor that complements both sweet 
and savory foods

MEYER LEMONs EUREKA & LISBON 
LEMONS
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SEASONALITY:  Dec–Jan
ATTRIBUTES:  Prominent circle 
on blossom end
AROMA:  Crisp,  citrus scent
FLAVOR PROFILE:  Rich f lavor

SEASONALITY:  Mid-Mar–mid May
ATTRIBUTES:  Bright and sl ightly 
bumpy rind,  seedless,  sweet,  and 
easy-to-peel
AROMA:  Sweet citrus 
FLAVOR PROFILE:  Rich,  extremely 
sweet f lavor

SEASONALITY:  Mid-Mar–May
ATTRIBUTES:  Generally smaller than 
an average tangerine,  pebbly,  l ight 
orange skin,  easy-to-peel ,  and 100 
percent seedless
AROMA:  Sweet,  f loral 
FLAVOR PROFILE:  Intensely sweet, 
deep citrus f lavor

SEASONALITY:  Mid-Oct–Dec
ATTRIBUTES:  Varying in shape from 
f lat to necked, peel and segment 
easily ,  seedless
AROMA:  Sweet honeysuckle aroma 
FLAVOR PROFILE:  Refreshing with 
warm, tropical hints

SEASONALITY:  Feb–early Nov
ATTRIBUTES:  Differentiated from 
other orange varieties by thin,  sl ightly 
pebbly rind and occassional seeds
AROMA:  Orange blossom
FLAVOR PROFILE:  Known for their 
perfect balance of sweet and tart 
f lavors and high juice content

SEASONALITY:  Nov–June
ATTRIBUTES:  Small  navel formation 
on the blossom end, easy-to-peel ,  and 
virtually seedless
AROMA:  Sweet,  f loral 
FLAVOR PROFILE:  Refreshingly tart 
with rich vanil la f inish

OJAI PIXIE 
TANGERINES

SATSUMA 
MANDARINS

PAGE MANDARINs GOLD NUGGET 
MANDARINS

VALENCIA 
ORANGES

NAVEL ORANGES

SOURCE:  AndNowUKnow Citrus Contributors
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SEASONALITY:  Nov–May
ATTRIBUTES:  Unique rounded middle, 
f lat top and bottom, medium-sized 
fruit  with deep orange smooth,  glossy 
skin;  seedless;  easy-to-peel
AROMA:  Sweet,  wildf lower, 
pomegranate 
FLAVOR PROFILE:  Crisp apricot 
nectar f lavor and a rich “raisin-y” 
aftertaste

SEASONALITY:  Mid-Dec–Apr
ATTRIBUTES:  Cross between a 
grapefruit and tangerine;  a deep 
orange with a knob-like formation at 
the stem end; few, i f  any,  seeds,  peels 
easily
AROMA:  Robust,  tart orange aroma 
FLAVOR PROFILE:  Bold,  tangy f lavor 
and bursting with juice

SEASONALITY:  Dec–mid-May
ATTRIBUTES:  Rich pink pulp with 
orange exterior with few, i f  any,  seeds
AROMA:  Pleasingly tropical
FLAVOR PROFILE:  Extremely sweet 
with a tangy cranberry-l ike zing and 
cherry undertones

SEASONALITY:  Dec–mid-Apr
ATTRIBUTES:  Deep maroon interior 
with very few seeds and orange/red 
blushed exterior ;  easy to peel
AROMA:  Mildly f loral  with earthy 
papaya fragrance
FLAVOR PROFILE:  Rich,  tart plum 
f lavor with wild raspberry overtones

SEASONALITY:  Year-round
ATTRIBUTES:  Yellow skin with a pink 
blush,  f lesh varies from light pink to 
deep red
AROMA:  Subtly sweet,  sour cherry
FLAVOR PROFILE:  Perfect balance 
of sweet and tart f lavors,  extremely 
juicy

CLEMENTINE & 
W. MURCOTT  

& TANGO 
MANDARINs

MINNEOLA 
TANGELOs

GRAPEFRUIT

BLOOD ORANGEs CARA CARA NAVEL 
ORANGEs

SEASONALITY:  Oct–Apr;  peak 
sweetness from Nov-Mar
ATTRIBUTES: An overall  blush on the 
exterior peel with a deep red interior 
color up to 10 times redder than the 
Ruby Red
AROMA:  Bright and f loral
FLAVOR PROFILE:  Surprisingly sweet 
with a hint of zing

Texas Rio Red 
Grapefruit
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SEASONALITY:  Year-round
ATTRIBUTES:  Not related to a lemon 
or a l ime; considered a micro-citrus 
with tiny fruit  pearls in a wide range 
of colors
AROMA:  Unique refreshing l ime
FLAVOR PROFILE:  Similar to a lemon-
lime-grapefruit combination

SEASONALITY:  Year-round
ATTRIBUTES:  Typically sold while sti l l 
dark green in color,  gradually turn 
l ight green as they ripen; virtually 
seedless
AROMA:  Spicy,  f loral
FLAVOR PROFILE:  Distinctive piney 
f lavor

SEASONALITY:  Year-round
ATTRIBUTES:  Generally round 
with straw yellow f lesh and a thin, 
leathery skin,  ranging from light 
green to yellow
AROMA:  Highly crisp aromatic 
attributes
FLAVOR PROFILE:  Fresh,  tangy taste

SEASONALITY:  Oro: Oct–Dec,  Melo: 
Nov–Jan
ATTRIBUTES:  Oro:  Sl ightly larger than 
grapefruit ,  thick green-yellow rind; 
Melo:  Larger than Oro,  thinner rind
AROMA:  Both are sweet
FLAVOR PROFILE:  Oro:  Juicy,  sweet, 
bitter membranes;  Melo:  Sweet,  but 
less than pummelo

SEASONALITY:  Mid-Oct–mid May
ATTRIBUTES:  Largest of all  citrus 
fruit ;  thick,  dark green peel that 
fades to yellow as season progresses
AROMA:  Zesty;  sl ightly tropical with a 
hint of jasmine and l ime
FLAVOR PROFILE:  Sweet with a 
candied almond aftertaste

SEASONALITY:  Year-round
ATTRIBUTES:  These lemons are prized 
as much for their  beauty as they are 
for their  f lavor;  pink on the inside 
with a yellow and green-striped rind
AROMA:  Bright,  crisp
FLAVOR PROFILE:  Sl ightly less acidic 
than conventional lemons

KEY LIME A.K.A. 
MEXICAN OR WEST 

INDIAN LIMEs

PERSIAN LIMEs

ORO BLACNO & 
MELO GOLDs

PUMMELOs 

FINGER LIMEs PINK VARIEGATED 
LEMONs
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BAKED EGGPLANT

2 Double Diamond Baby Eggplants, 
sliced into ½-inch-thick rounds

2 Double Diamond Beefsteak 
Tomatoes, diced

3 fresh basil leaves, chopped

½ cup grated Parmesan cheese

1 tbsp extra virgin olive oil

1 tsp oregano

Salt and pepper, to taste

For more delicious, healthy, & easy-to-prepare recipes
visit www.doublediamondacres.com/category/cookbook

ServingS: 2 

Preheat oven to 400°F.

Lightly grease a baking sheet.

Arrange eggplants on the baking sheet and spoon diced 
tomatoes on top of  each eggplant round.

Drizzle olive oil, salt and pepper, and oregano over mixture.

Sprinkle Parmesan cheese on top.

Bake in oven for 30 minutes or until the cheese is golden brown.

Switch oven to broiler and continue baking until cheese is 
browned to your liking; about 5 minutes.

Garnish with fresh basil.

Serve and enjoy!

1
2
3

4
5

7
6

8
9

Double Diamond  

Baby Eggplants

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Sometimes, looks 
do mean everything... 

PACKAGING CONCEPTS 

THAT DID IT 

RIGHT
by MELISSA DE LEON

READY PAC FOODS

Fresh Prep’dTM 

Brand

Ready Pac Foods’ Fresh Prep’d™ 
Soup Kits and Fresh Prep’d Wrap 
Kits are making quite a fi rst splash 
into the fresh meal category. The 
new brand launched in September 
and is on board with all things 
trendy from convenience, to fl avor, 
to fresh. The Starbucks-chic, on-
the-go package for consumers, 
is sure to brighten up your 
department, and admit it, you want 
to take some home, too.

51

Check out what packaging concepts and products 
we believe pop on the shelf  and can help drive 

traffi  c through the produce department.

Fall  Line
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STEMILT GROWERS

Rave™ Apples

It’s National Apple Month, and 
this new variety on the scene has 
been living up to its name since its 
introduction earlier this year. This 
rookie’s look is all the wrapping 
it needs–with a resemblance to 
its popular Honeycrisp parent 
and winning attributes from an 
unreleased variety called MonArk. 
The mystery parent gives the 
fruit an extra kick to set it apart 
for Honeycrisp fans looking for 
something more, allowing Rave 
to live up to its name and become 
the “social apple” Stemilt Growers 
intends with this newest brand. 

ATLAS PRODUCE

Fresh Energy™ 

Medjool Dates

Not to off end William Shakespeare, 
but there is a lot in a name these days. 
Especially when it comes to branding. 
This jazzy play on words from Atlas 
Produce’s latest brand launch says 
it all for consumers that are on the 

4

3
move, looking for something fresh, 
and are conscious of  what is going 
into their bodies. It would take a lot 
for me to forfeit my morning coff ee, 
but this new name in the produce 
game certainly made me consider 
it. So might many shoppers that like 
bright colors as much as I do.

FRIEDA’S

Hatch Chile 
Pouch Bags

Popular for everything from 
meats, to cheese, to chilis, these 
sought-after peppers made a 
quick but impactful appearance 
this fall as consumers looked to 
warm themselves up during the 
season. To help retailers harness 
the Hatch power while they 
could, Frieda’s launched a 2 lb 
pouch that not only showcases 
the product, but reduces shrink 
and boosts sell-through at the 
register. This is an off ering that 
gives both fashion and function.

5

MISSION PRODUCE

Mini Avo Bags

Followers of  the Retail Runway 
have likely noticed that small 
products are making big 
statements. So, if  you haven’t 
heard about the latest little item 
to roll out of  Mission Avocados, 
strap in. The company’s new 

‘Minis’ avocado bags are not 
specifi cally geared to entice 
children like many of  the small 
produce products, but present a 
wider brand encompassing any 
consumer. Having long supplied 
the foodservice industry with 
tiny avocados, the latest trend to 
munch on this famed fruit has 
inspired the company to provide 
a bulk option for retail. Simple 
yet elegant, I don’t doubt avocado 
lovers will eat it up.

2
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KNIFE BOT

AUTOMATED
romaine harvester
Taylor Farms’ Water Knife Bot

BY  JESSICA DONNEL

KNIFE BOT
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WATER JET

KNIFE BOT

his isn’t your grandmama’s agricultural 
revolution. As the world’s food producers 
look to increase effi  ciency and decrease 
labor issues, the tractors and ploughs of  
yesteryear have made way for a new wave 

of  high tech, labor-saving advancements. And, much 
to the delight of  we who love a little action to go along 
with our everyday produce harvesting, these ones come 
equipped with high-powered water knives.

Yes, actual water knives. Born from a collaboration 
between Taylor Farms and harvest tech manufacturer 
Ramsay Highlander, this Automated Romaine Harvester 
uses patented water jet knife technology to take both the 
yields and shelf-life of  leafy greens to ranges that cannot 
be produced by human hands alone.

As one of  the foremost companies that come to mind 
when you think of  the modern day AgTech scene in 
California’s Salinas Valley, Taylor Farms has been 
implementing robotics and other state-of-the-art 
technology over the past decade. From increasing 
harvest effi  ciency, to alleviating stress from the most 
labor intensive and repetitive of  jobs, Taylor Farms is on 
a mission to expedite the supply chain while unlocking 
its employees potential in higher skilled jobs. And the 
Automated Romaine Harvester is leading the charge.

T

Taylor Farms’ Automated Romaine Harvester 

WATER JET
WATER JET

KNIFE BOT
KNIFE BOT
KNIFE BOT

KNIFE BOT

Born from a collaboration 
between Taylor Farms and 
harvest tech manufacturer 
Ramsay Highlander...
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WATER JET

KNIFE BOT
KNIFE BOT

WATER JET

KNIFE BOT

WATER JET

KNIFE BOT

“Our ‘AgTech’ approach is to innovate solutions 
to impeding industry challenges, so we can 
continue to meet our customer’s needs,” Chris 
Rotticci, the company’s Director of  Automated 
Harvest Equipment, tells me when I ask how the 
Automated Romaine Harvester fi ts in with Taylor 
Farms’ overall strategy in AgTech. “Agriculture 
has been experiencing a global shift with increased 
cost and complexity of  doing business. Growing 
and harvesting costs make up about 50 percent 
of  the overhead cost per commodity, so every bit 
of  effi  ciency in the fi eld helps to remedy labor 
shortages and minimize overall rising costs.”  

So, how does the Automated Romaine Harvester 
wield these water knives on its mission to make 
back-breaking harvests a thing of  the past?

With unmatched precision, the harvester rockets 
out a purifi ed stream of  water capable of  cutting 
up to six linear heads of  romaine at one time. And 
then, almost acting as a mobile packing facility, the 
harvested product is then moved up a conveyer 
belt to a platform at the top of  the harvester, 
where employees then sort, select, and pack 
harvested product.

Using these water jet knives, the Harvester can 
cleanly cut the heads in the fi eld, eff ectively 
eliminating the need for harvest employees to cut 

KNIFE BOT
KNIFE BOT

purified stream 
of water is utilized 

to cut 
up to

6 heads
of romaine at a time

HARVESTING STARTS AT

2:00 AM 
TO ENSURE the coolest 

temperatures for a 

9-hour shift

Growing & HARVESTING

~50% 
overhead 
cost/commodity

50% 
CREW SIZE
REDUCTION

PRODUCTIVITY+

400 
LBS/MAN HR

700-800 
LBS/MAN HR

Patented water jet knife 
technology takes both 
the yields and shelf-life 
of leafy greens to ranges 
that cannot be produced 
by human hands alone.

KNIFE BOT

WATER JET

KNIFE BOT
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romaine by hand. Instead of  working bent over 
in the fi eld, crews can comfortably ride on the 
harvester while inspecting each head, ensuring 
only the highest quality lettuce is transported from 
the fi eld to the plant. Not only has this resulted 
in increased productivity—a nearly doubling of  
pounds per man hour with a 50 percent crew 
size reduction—but the automated harvester has 
also shown improved quality over the traditional 
romaine harvester.

“It’s about creating a sustainable solution for ten 
years down the road,” explains Rotticci. “People 
are not consuming less salad; they’re consuming 
more, and it’s our job to make sure that product 
is available.”

With labor and effi  ciency remaining top-of-mind 
for produce companies across the spectrum of  
our industry, delving into the intricacies of  the 
technology available to us will always be a sound 
investment into the future. While we give a friendly 
wave to the agricultural revolutions of  the past, 
the industry’s eyes remain unwavering on the 
possibilities—and progressive new tech—that the 
future will certainly hold.

Taylor Farms also created an Automated 
Cabbage Harvester, which uses torpedo-shaped rods 
that lift the cabbage out of  the ground and guide it 
to a cutting mechanism, then up onto a conveyor 
belt where the cabbage is inspected and packed.  

“It’s about 
creating a 
sustainable 
solution for 
ten years 
down the 
road.”

–Chris Rotticci, Director of  Automated 
Harvest Equipment, Taylor Farms

WATER JET
WATER JETKNIFE BOT

KNIFE BOT

WATER JET

KNIFE BOT
KNIFE BOT
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“The organic market is just 
booming, and we don’t see that going 
away,” says Jeff  Huckaby.

As President and CEO of  Grimmway 
Farms, the industry standard-bearer 
supplying conventional and organic 
carrots and other premium produce 
off erings to customers across the globe, 

Jeff  is well-versed in the challenges, risks, and rewards of  
growing premium quality organic produce.

In 2001, looking to strengthen the company’s stake in 
the organic produce market, Grimmway Farms acquired 
Cal-Organic Farms. Founded in 1984 on a quarter acre of  
organic lettuce, with a commitment to providing premium 
sustainably-grown organic vegetables every day of  the year, 
Cal-Organic would quickly expand. Over the next two 
decades, the company would grow to off er more than 65 
USDA-certifi ed organic vegetables—from caulifl ower and 
kale to potatoes and parsley.

FARM STAND 
BY SUMMER, 
REMINDER OF 
THEIR ROOTS 
YEAR-ROUND: 
GRIMMWAY’S 
ICONIC “ORGANIC 
PRODUCE” SHED 
IN TEHACHAPI, CA

ORGANIC
CHEMISTRY

BY ROBERT SCHAULIS
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Now, Grimmway Farms is looking to trade on its hard-
earned knowledge by embarking on an ambitious new 
campaign. No one said that organic would be easy. But 
with nearly half  a century of  experience under their belts, 
collectively, the Grimmway Farms team is responding 
to the challenge. As the company approaches its 50th 
anniversary, Grimmway Farms is redoubling its marketing 
efforts, and putting its Cal-Organic Farms brand front 
and center with an interactive consumer campaign that 
celebrates the company’s storied history and forward-
thinking approach to organics.

Set in motion by the company’s Senior Vice President 
of  Sales and Marketing Eric Proffitt, Vice President 
of  Marketing Kellen Stailey, and Jeff, himself, the new 
campaign aims to both educate and entertain consumers, 
while pulling back the veil on Grimmway Farms and Cal-
Organic.

As the burgeoning organic market and company’s mission 
converge, Cal-Organic is mounting a multichannel effort 
to educate consumers on the extraordinary qualities of  its 
produce with its first-integrated consumer brand campaign. 

“When it comes to quality, we have learned to overcome 
many challenges by implementing a rigorous cold chain 
system and best practices carefully monitored from seed to 
shelf,” Jeff tells me. “After many years of  trials, quality has 
become one of  our greatest advantages.”

Because of  costs associated with growing organically, 
though, consumers who are more attenuated to price-
points than to the promise of  quality associated with 
a brand like Cal-Organic may not understand what 
differentiates the company from conventional competitors. 
While Cal-Organic has been more than successful 
at growing quality organic product, Jeff tells me that 

“lowering price is more difficult to solve.”

“It costs more to grow organically than it does 
conventionally—period,” Jeff notes. “Many of  our crops 
are hand-harvested; labor rates continue to rise, and 
when extreme weather comes into play, we have to be 
very creative to achieve the quality we command without 
driving costs higher.”

In response to shifting retail purchasing behavior and an 
evolving consumer mindset, Grimmway Farms is looking 
to build on Cal-Organic’s reputation for quality and further 
develop its rapport with end-consumers. As consumers 
move away from a traditional commodity market 
conception of  produce—in which a carrot is a carrot is a 
carrot—and increasingly favor value-added, proprietary, 
and branded offerings, Grimmway Farms is hoping to 
continue to differentiate with extraordinary quality and by 
building brand loyalty and directly engaging with Cal-
Organic’s consumers.

“Our research indicated that consumer attitudes, 
preferences, and shopping habits are evolving when it 
comes to organic produce,” notes Eric. “Consumers 
want to better understand the benefits, practices, and 
certification process behind organic farming, and we felt 
there was an opportunity to develop a relationship directly 
with our consumers, providing value from educational, 

RIGHT: LACINATO 
KALE HARVESTED 
BY HAND IN 
TEHACHAPI, CA

informational, and entertainment 
perspectives.”

While a USDA-organic-certified seal is 
important, Cal-Organic wants consumers 
to know that this is evidence of  a 
process—not merely a selling point. The 
process involves both a team with years of  
experience in cultivating organic produce 
and innovations in technology and 
technique that allow Cal-Organic to adapt 
to challenges.

“A lot of  what we grow is hand-selected, 
hand-harvested, and hand-packed, 
resulting in a very high-quality end 
product. We won’t cut quality, so we’ve 
introduced more automation and built 
more value into each job,” says Jeff, 
explaining that by proactively seeking out 
ways to mechanize and build a skilled 
labor force, Cal-Organic is primed to 
continue a tradition of  integrity and 
forward thinking, as the company scales 
its operation to meet booming organic 
demand.

From the field to store shelves, the Cal-
Organic team works tirelessly to care for 
the land on which the company grows 
and to ensure the integrity of  its products 
throughout the supply chain. Cal-
Organic’s new multichannel campaign is 
focused on telling this story to consumers.

With an emphasis on the people who grow, 
harvest, pack, and distribute Cal-Organic 
fresh produce, the company’s campaign 
seeks to communicate the humanity 
behind the food, and will include imagery 
and anecdotes throughout the field 
and supply chain—including stories of  
technology, business, innovation, social 
responsibility, philanthropy, and more.

“The branding campaign is designed to 
educate consumers on the value and 
process behind organic certification, 
showcase the features and benefits of  Cal-
Organic products, and help consumers 
understand the company and culture 
behind the brand,” says Kellen. “We are 
excited to share the stories of  our farmers, 
their experience, and why they do what 
they do.”

In this sense, the new campaign could be 
seen as an extension of  the company’s 
longstanding commitment to transparent, 
sustainable, and traceable farming 
practices.

“In order to grow organics successfully, 
there needs to be a transparency to the
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“THE BRANDING CAMPAIGN IS DESIGNED TO EDUCATE CONSUMERS ON 
THE VALUE AND PROCESS BEHIND ORGANIC CERTIFICATION, SHOWCASE 
THE FEATURES AND BENEFITS OF CAL-ORGANIC PRODUCTS, AND HELP 
CONSUMERS UNDERSTAND THE COMPANY AND CULTURE BEHIND THE 

BRAND. WE ARE EXCITED TO SHARE THE STORIES OF OUR FARMERS, THEIR 
EXPERIENCE, AND WHY THEY DO WHAT THEY DO.”- KELLEN STAILEY
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“THE 
ORGANIC 
MARKET 
IS JUST 

BOOMING, 
AND WE 

DON’T SEE 
THAT GOING 

AWAY.”
-JEFF HUCKABY
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entire process,” notes Eric, who tells me 
that Cal-Organic’s early ambitions to 
grow organic produce year-round have 
necessitated signifi cant investment in land. 

“For total transparency, we must own the 
land. We realized this early on and have 
stuck by this strategy ever since.”

And land stewardship and traceability are 
two important aspects of  the operation 
the company’s Cal-Organic campaign will 
showcase with its marketing eff orts.

By building awareness strategically, fi rst 
through digital outreach, across the 
company’s various online channels—
including social, press, and experiential 
marketing eff orts—the Cal-Organic team 
plans to target millennial consumers who 
are increasingly focused on food and 
concerned with food ethics.

“From a business standpoint, organic 
produce continues to enjoy double-digit 
growth. Today’s consumers are looking 
for organic options and millennials are 
as passionate about food and premium 
ingredients as any segment out there,” 
Eric adds. “But tomorrow’s consumers 
will want even more. From an ethical 
perspective, growing more organic 
makes sense for us, too. The values 
associated with sustainable farming—land 
stewardship, innovation, and responsibility 
passed down through generations—it’s 
who we are.”

By developing original branded content 
and launching a retooled website the 
company hopes to build its relationship 
directly with the consumers driving 
organic produce to the forefront of  our 
industry. With video content featuring 
stories about sustainability, traceability, 
and the organic harvest process; 
partnerships with a number of  media 
outlets; and branded social media 
campaigns designed to give consumers 
a behind-the-scenes look at the people 
behind their food, Grimmway Farms 
and the Cal-Organic team are hoping 
to cement bonds with the company’s 
end-customer and let them know a 

ABOVE, FROM 
LEFT TO RIGHT: 
ERIC PROFFITT, 
KELLEN STAILEY, 
AND JEFF 
HUCKABY AT 
GRIMMWAY’S 
HEADQUARTERS 
IN ARVIN, CA

LEFT, SUNRISE 
OVER 
GRIMMWAY’S 
ORGANIC 
FARMLAND IN 
TEHACHAPI, CA

commitment to community fundamentally informs their 
operations.

“We’re farmers. We nurture, we grow, we feed. As farmers, 
we are stewards of  our land and we think philanthropy 
and social responsibility are fundamental to the ethos of  a 
farmer,” adds Jeff . “We take seriously our responsibility to 
look after our community and give back to our employees, 
neighbors, and partners. And that’s the root of  our 
consumer campaign—our goal is to show consumers what 
it means to be a farmer and the various facets that drive our 
commitment to the land.”

And with fresh-focused consumers increasingly aligning 
with the company’s ethos, the next fi fty years are looking 
bright for Grimmway Farms. 

“WE’RE FARMERS. WE NURTURE, WE GROW, WE FEED. 
AS FARMERS, WE ARE STEWARDS OF OUR LAND AND WE 
THINK PHILANTHROPY AND SOCIAL RESPONSIBILITY ARE 
FUNDAMENTAL TO THE ETHOS OF A FARMER.” - JEFF HUCKABY
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INFINITE GOLD ACAI SMOOTHIE BOWL

1 pack frozen acai (3½ oz/100g) 
1 banana, frozen 
½ cup fresh blueberries 
1 cup Greek yogurt
1 tbsp chia seeds

topping ingredientS

Infinite Gold cantaloupe, sliced 
¼ cup granola
Berries, to taste

Optional:
Banana slices, to taste
¼ cup shaved almonds
Mint, for garnish

For more delicious, healthy, & easy-to-prepare recipes
visit www.infinitecantaloupe.com.

ServingS: One bowl

Place all smoothie ingredients (acai, banana, blueberries, Greek 
yogurt, and chia seeds) in a blender and blend until smooth. 

Pour blended mixture into a bowl.

Top with cantaloupe and other favorite toppings.

Serve immediately.

1

2
3
4

Sakata’s Infinite 
Gold Cantaloupe 

SMOOTHIE INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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atch out, New Orleans, the produce 
industry is coming to town!

This month our beloved colleagues and friends 
will make landfall in The Big Easy for PMA Fresh 
Summit. What better way to prime the palate for 
Crescent City spirits than with the smooth island 
fl avors of a Hurricane cocktail?

This harmonious libation hits the right notes with 
the subdued tropical fl avor of a freshly-juiced 
passion fruit. Add a twist of tangy orange juice, 
dash of lime, submerge in a league of rum and 
this iconic drink will have you three sheets to the 
wind.

The drink boasts a unique origin story, as 
bartenders at Pat O’Brien’s bar in the French 
Quarter were struck by ingenuity for using a 
surplus of rum in the 1940s. It’s rumored that 
the name came from the shape of the glass 
the bar used, resembling a hurricane cocktail 
lamp. Tapping into the Caribbean fl avors true to 
the region, the Hurricane soon became a local 
favorite, and has stood the test of time as the 
quintessential beverage of this vibrant city.

Whether you decide to sip this drink in the 
French Quarter or Bourbon Street, make sure to 
say ‘cheers’ to fresh produce!

W

LIBATIONS
FOR ALL OCCASIONS:

hurricane cocktail

INGREDIENTS DIRECTIONS
2 oz light rum
2 oz dark rum
2 oz passion fruit juice
1 oz freshly-squeezed 
orange juice
1/2 oz fresh lime juice
1 tbsp grenadine
Garnish orange slice and 
cherry

Squeeze juice from half a lime 
into cocktail shake over ice.

Pour the remaining 
ingredients into the shaker.

Shake well. 

Strain into hurricane glass. 

Garnish with a cherry and an 
orange slice.

1

2

3

4
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CREATING A CU  LTURE
BY  MELISSA DE LEON

LGMA Looks at 10 Years of Success

From left to right: Scott Horsfall, CEO, 
LGMA; Jan Berk, COO, San Miguel 
Produce; and Steve Church, Co-Chairman, 
Church Brothers Farms
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ood safety is in the building blocks 
of  a fresh produce foundation, and 
this association is the quiet keeper of  
that code. With a 10-year anniversary 
marking a decade of  growth and 

dedication, The California Leafy Green Products 
Handler Marketing Agreement (LGMA) is embracing 
a transparency trend that is not only helping to defi ne 
food safety but further promoting healthy practices, from 
cultivation to consumption.

“There is a widespread focus on protecting public health–
this is that ‘culture of  food safety’ that we talk about and 
emphasize, and we really see this change happening,” 
Scott Horsfall, CEO of  the LGMA, shares with me. 

“The leafy greens community remains united in its 
understanding that protecting public health by providing 
the safest leafy greens possible is job number one.”

Like all paths forged, this was not always the case—it 
had to be learned at an unfortunate price. The tragic E. 
coli outbreak of  2006 would mark a signifi cant turn that 
ultimately helped the California leafy greens industry 
come out stronger and wiser.

“The outbreak would ultimately 
cost the leafy greens industry 
more than $350 million, as the 
nation turned away from its 
growing appetite for fresh, ready-
to-eat spinach,” Scott tells me.

It is an experience that spurred 
one of  the early minds of  LGMA 
and current leader of  Ocean 
Mist Farms, Joe Pezzini, to fi nd a 
solution.

“It was a tipping point for the 
produce industry, changing food 
safety and putting it to the front 
of  our mind, probably forever 
more,” Joe recalls. “It was an 
incredible endeavor, and it’s still 
remarkable to me that we’ve put 
together this lasting program that 
has really worked. I can’t say we 

set out to create a food safety culture; I don’t think we 
could have even imagined that, but now that’s certainly 
what has happened.”

Today, the leafy greens industry is a united front on food 
safety.

“Coming out of  the crisis of  2006, the leafy greens 
farming community, working with the State of  California 
and a host of  trade associations, developed the LGMA,” 

FCREATING A CU  LTURE

“The leafy greens 
community remains 
united in its 
understanding that 
protecting public 
health by providing 
the safest leafy 
greens possible is 
job number one.”
–Scott Horsfall, CEO of  the LGMA
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Scott says. “Our mandate was, and is, to verify through 
government inspection that leafy greens growers were 
implementing science-based food safety practices on 
the farm.”

Now marking a decade of  growth, the LGMA is evolving 
from assessing industry practices to assimilating.

“While the program’s goals haven’t changed, I’d say there’s 
been a real shift from a focus on audits and inspections to the 
overarching goal of  creating a food safety culture on each 
farm,” Scott refl ects as I ask him how the association and its 
goals have morphed over the last decade. “We’ve seen many 
companies make the subtle shift from following these rules 
because they have to, to following them because they are the 
right thing to do.”

Truly, this echoes something that I have seen walking the 
California fi elds from Salinas to Oxnard, where many times I 
had to suit up and spray before entering any facility in such a 
way that I can’t envision a time without these measures.

“I wanted to be a part of  this because there was a need,” 
Steve Church, Church Brothers Farms Co-Chairman, 
shares when I ask how he got involved. “People of  the leafy 
greens community got together and formed an unbelievable 
program. A lot of  the buyers might want GFSI (Global Food 
Safety Initiative) because it covers not just leafy greens but 
everything, but I would say the LGMA guidelines are the 
most stringent. I can’t say enough about the staff  and all 
that they do for the industry. They get it done, and it’s a 
fi rst class organization.”

Jan Berk, COO of  San Miguel Produce, fi rst became involved 
with LGMA in the early months of  the organization’s start-up. 

“George Boskovich asked me if  I would serve in his position 
representing the Oxnard/Santa Maria region due to some 
time constraints he had at that time,” Jan remembers. “The 

creation of  LGMA marked a very important turning point 
for our industry at a very critical time. As a leafy green 
grower/handler, I felt it was important for us to be involved. 
As an industry, we all had to take a step back and look at 
how we viewed and practiced food safety within our own 
companies, both large and small.”

Jan also shares that the necessary changes were not 
initially easy to implement, commenting, “The idea of  a 
government and industry partnership was a signifi cant new 
approach that would establish a stronger, science-based, 
rigorous food safety program with accountability. As one 
of  the smaller companies on the LGMA board, it was 
a challenge for us in the fi rst year to dedicate the extra 
resources needed to implement the program, but we were 
committed and therefore took the steps needed to enhance 

our program to meet the LGMA standards.”

These are the faces behind the salads in the ‘Salad 
Bowl’ of  California and beyond. 

“I don’t think anyone thought of  this cultural shift 
happening; we just were taking one step at a time 
to put together a good program that will make an 
impact. Ten years later I would say we’ve done that,” 
Joe adds.

And the biggest little secret for me about the team 
that fuels food safety in leafy greens is the size of  it.
When I ask Scott the most shocking aspect of  LGMA, 
he tells me, “Perhaps that we do all that we do with 
a very small staff —we have a total of  four full-time 
employees and a few outside contractors. The staff  is 
dedicated and skilled, which allows us to accomplish 
a lot without a large number of  people.”

Steve agrees, saying that even with the size, the team 
does wonders.

“Scott and his staff  do a great job,” Steve tells me. “We 
thought we were safe before, but the LGMA has set up 
tremendous training programs so that we go out in the fi eld 
always conscious of  the environment and to be very food 
safe. We are more aware, better trained, and we carry out 
the steps we need to.”

Even with so few hands the team manages to stay ahead 
of  the curve, constantly measuring current events and 
conditions to ensure that food safety practices and strategies 
are a step ahead of  possible dangers.

“We stay involved in national forums, both with the trade 
associations and with the federal agencies. We are constantly 
seeking to make sure our Metrics, for example, are updated 
with the latest science,” Scott explains.

Those Metrics are so key, in fact, that the LGMA has 
become a valuable tool. For example, Scott shares, the 
association provides the buy-side with government 
inspection so that all growers covered by the program are in 
compliance with the LGMA Metrics.

“The idea of a 
government and 
industry partnership 
was a signifi cant new 
approach that would 
establish a stronger, 
science-based, rigorous 
food safety program with 
accountability.”      

–Jan Berk, COO, San Miguel Produce
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members are in compliance with the LGMA’s rules, but 
also with the new federal rules.”

Also in the works are strengthening its buyer outreach and 
furthering education for all those who handle leafy greens 
by hand in working to get them to the consumer.

“As retailers, restaurants, and foodservice distributors 
determine their own food safety needs, the LGMA is 
working to make sure they are fully aware of  what 
certifi cation by the LGMA means and how it provides 
value to them,” Scott impresses. “Likewise, the LGMA is 
working to expand its training program through LGMA 
Tech, and to off er value back to the industry in the never-
ending need to educate and train workers.”

Just as a parent’s work is never fi nished, so is the stewarding 
of  food safety in an industry that looks to be, fi rst and 
foremost, the key to a healthy lifestyle inside and out.

“At the beginning it was a leap of  faith because it hadn’t 
been done before,” Joe refl ects. “But even so, it’s really paid 
forward many times more over than what we put into it. 
It’s worked so well and created a food safety culture that 
none of  us could have imagined.”

While the goal was simply to bring together a united front, 
ten years later the LGMA has created so much more: A 
produce culture of  science-based safety. With new frontiers 
to conquer, I’m strapping in to see what this paramount 
group does with another decade of  experience, technology, 
and, of  course, produce.

“Most buyers recognize that the LGMA Metrics represent 
the highest science-based standards; by inspecting farms 
and driving continuous improvement, the LGMA is making 
sure that buyers know that their suppliers are, in fact, 
implementing those practices and meeting those standards.”

It’s on this same playing fi eld that the LGMA has built 
some of  its greatest achievements since its inception. Aside 
from formulating and consistently improving upon a food 
safety learning curve—which otherwise barely existed—
through training and education, the team has built positive 
relationships with vital parties in implementing the best 
structure for food safety.

“Whether it’s our good relationships with government 
agencies like the USDA, the FDA, and the California 
Department of  Public Health, or our very positive 
relationship with victim’s group STOP Foodborne Illness, 
the LGMA has actively sought to build bridges to others in 
the food safety community who are striving to protect public 
health,” Scott tells me.

Those bridges are branching out to new frontiers in food 
safety. When I ask what is on the docket for the next decade, 
Scott says, “The Food Safety Modernization Act (FSMA) is, 
of  course, the biggest thing on the immediate agenda. For 
the fi rst time, the federal government has passed laws that 
impact growers on the farm. Luckily, much of  what is in 
the Produce Safety Rule (the part of  FSMA that overlaps 
with what the LGMA does on-farm) aligns very closely 
with what we do. So, we are working to make sure that our 
program does double duty—that we not only certify that our 

(1) Joe Pezzini, the first LGMA Chairman, presents Arnold Schwarzenegger with an award in 2009  (2) Food safety 
staff survey fields multiple times before harvest  (3) Workers harvesting leafy greens (4) Steve Church, 

current LGMA Chairman, with California Secretary of Agriculture Karen Ross
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A CLOSER LOOK AT SUNDATE’S 
1 LB MEDJOOL DATE CLAMSHELL

T
here is so much to love about California: sunshine, 
long stretches of beach, epic mountain adventures, 
a diverse range of cultures, and, of course...Medjool 

dates. As the category experiences unprecedented 
growth, SunDate is bringing a premium product 
to market as the popularity of dates ramps up in 
metropolitan markets from Toronto, Ontario, to San 
Francisco, California.

Responding to consumer, retail, and foodservice 
demand, SunDate is expanding its acreage in The 
Golden State to provide consistent and quality supplies 
to its customers across the globe. As consumer buying 
behaviors change, SunDate has seen sales spike for the 

company’s coveted 1 lb clamshell, which features the 
ideal serving size for snacks and appetizers, as well as 
desserts and entrées.

At SunDate, the ancient culture of date cultivation 
joins state-of-the-art agricultural science to bring 
date perfection onto a global scale. The sunny, warm 
climate and famously-frugal precipitation of California’s 
Coachella Valley provide an ideal environment for 
Medjool date palms to develop the delicate texture and 
natural sweetness they are treasured for. As a vertically 
integrated company, SunDate has become one of the 
country’s largest California date packers.
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ServingS: 4

Place beef  in a large plastic bag or non-metallic container and marinate 
overnight. 

Prepare other ingredients as necessary and refrigerate.

Blend all ingredients for spicy peanut dipping sauce and refrigerate until 
ready to serve.

To prepare fl ank steak, heat oil in a medium frying pan or wok over 
medium-high heat.

Add fl ank steak strips and cook for about 5 minutes for rare, 7-8 minutes 
for medium rare.

To serve, place lettuce and other ingredients in individual bowls or 
arrange on large platter.

Serve with Spicy Peanut Dipping Sauce.

1
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Pete’s Living Greens’

Red Butter Lettuce

VIETNAMESE FLANK STEAK LETTUCE WRAPS

3 heads Pete’s Living Greens Red Butter 
Lettuce, separated into individual leaves
1 lb flank steak, cut into ½ inch strips
4 oz dry thin rice noodles, cooked per 
package instructions
½ cup peanuts, chopped
1 cup English cucumber, chopped
1 cup bean sprouts
1 red bell pepper, cut into narrow strips
1 cup of  Thai basil leaves (optional)
1 tbsp canola or peanut oil
Marinade for flank steak*
*refer to www.peteslivinggreens.com/blog

SpiCY peAnUt dipping SAUCe

⅓ cup peanut butter
1 tsp fresh ginger, grated
1 small clove garlic, minced
¼ cup warm water
1 tbsp fresh lime juice
½ tbsp seasoned rice vinegar
1 tsp sugar
½ tsp crushed red pepper flakes

For more delicious, healthy, & easy-to-prepare recipes 
visit www.peteslivinggreens.com/blog 

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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A welcome addition to a salad, slaw, soup, or stir fry, 

kohlrabi has been steadily encroaching on the center of 

the plate in recent years, leaping out of obscurity and onto 

menus throughout North America. With its on-trend health 

attributes, pleasing crispness, and sweet subtle taste, 

kohlrabi has been garnering more and more limelight—

and rightly so. A thoroughly versatile veggie, kohlrabi 

can be puréed in lieu of mashed potatoes, made into home 

fries, or simply eaten raw with salt and pepper—it even 

makes an excellent pasta.

A welcome addition to a salad, slaw, soup, or stir fry, 

kohlrabi has been steadily encroaching on the center of 

the plate in recent years, leaping out of obscurity and onto 

menus throughout North America. With its on-trend health 

attributes, pleasing crispness, and sweet subtle taste, 

kohlrabi has been garnering more and more limelight—

and rightly so. A thoroughly versatile veggie, kohlrabi 

can be puréed in lieu of mashed potatoes, made into home 

fries, or simply eaten raw with salt and pepper—it even 

makes an excellent pasta.
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A welcome addition to a salad, slaw, soup, or stir fry, 

kohlrabi has been steadily encroaching on the center of 

the plate in recent years, leaping out of obscurity and onto 

menus throughout North America. With its on-trend health 

attributes, pleasing crispness, and sweet subtle taste, 

kohlrabi has been garnering more and more limelight—

and rightly so. A thoroughly versatile veggie, kohlrabi 

can be puréed in lieu of mashed potatoes, made into home 

fries, or simply eaten raw with salt and pepper—it even 

makes an excellent pasta.

kohl-
(German for “cabbage”)

(German (rübe) for “turnip”)
rabi

  recently had the good 
fortune to sample a spiralized 

kohlrabi “pasta” dish with cilantro, 
citrus, olive oil, and scallions.

And truth be told, I was skeptical. 
Kohlrabi seemed to be the least 
compelling item on a menu 
featuring both far-fl ung delicacies 
and fresh takes on comfort food 
favorites. Could the humble 
vegetable hold its own at the table?

The answer, of  course, was 
yes. The dish turned out to be 
an unequivocal hit, standing 
up admirably alongside steak, 
cornbread, and other hearty 
helpings. I heard more than one 
diner ask the kitchen staff  about 
the dish over the course of  the 
evening. So, what is the deal with 
kohlrabi?

A welcome addition to a salad, slaw, 
soup, or stir fry, kohlrabi has been 
steadily encroaching on the center of  
the plate in recent years, leaping out of  
obscurity and onto menus throughout 
North America. With its on-trend health 
attributes, pleasing crispness, and sweet, 
subtle taste, kohlrabi has been garnering 
more and more limelight—and rightly so. 
A thoroughly versatile veggie, kohlrabi 
can be puréed in lieu of  mashed potatoes, 
made into home fries, or simply eaten 
raw with salt and pepper—it even makes 
an excellent pasta.

A compound word derived from the 
German “kohl” (cabbage) and the 

“rübe” (turnip), kohlrabi is frequently 
compared to other well-known produce 
off erings—a radish’s texture with 
jicama’s subtle sweetness, and edible 
leaves like kale or collard greens. And 
while the vegetable is technically the 
stout stalk and leaves of  a selectively-
cultivated cabbage variety, its bulbous 
appearance has invited comparisons to 
everything from a Martian life form to 
an octopus.

Traditional German dishes often 
involve preparing kohlrabi like a potato, 

“creaming” the veggie, for example, 
in a roux-style sauce made of  butter 
and fl our and serving the veggies with 
sausage. Though the cabbage cultivar 
is believed to have originated in central 
Europe, and is central to classic German 
cuisine, enthusiasts across various 
borders have elevated kohlrabi to an 
integral ingredient in dishes throughout 
the world. Kohlrabi has developed a 
popularity throughout Asia and India—
where in Kashmiri cuisine kohlrabi is a 
staple food, eaten with rice and served 
with soup.

And while a plate of  noodles might 
leave you wanting in the way of  
nutrition, kohlrabi is fi lled with vitamins 
and minerals—including potassium, 
manganese, iron, and calcium, vitamins 
C, V, K, and B-complex vitamins.

Steamed, stewed, spiralized, raw, or 
smashed and served as a fritter, this is 
one vegetable you’ll be hearing a lot 
about in the future.

I

Kohlrabi comes in two colors:
deep purple and vibrant green

Both varieties have pale 
green-to-white centers

BY ROBERT SCHAULIS

Sources: Washington Post, Cyclopedia of  American Agriculture, Epicurious, The Spruce
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CHARRED BROCCOLINI WITH LEMON AND PICKLED GARLIC

2 bunches Mann’s Broccolini
2 tbsp extra virgin olive oil
2 lemons, one halved; one cut into ⅛ inch slices
¾ tsp coarse sea salt
½ tsp freshly ground black pepper
¼ tsp dried crushed red pepper
Pickled garlic (recipe below), sliced thinly 
lengthwise to serve

piCKLed gArLiC

1 cup garlic cloves, peeled, cut in half  if  large
⅔ cup water
⅓ cup white vinegar
¼ cup sugar
1¼ tsp kosher salt
½ tsp whole black peppercorns
½ tsp whole mustard seeds
½ tsp celery seeds
½ tsp crushed red pepper 
2 bay leaves

For more delicious, healthy, & easy-to-prepare recipes 
visit www.veggiesmadeeasy.com

ServingS: 4

Preheat broiler to high (a grill pan also works) after prepping pickled garlic 
sauce (see directions below).

Place Broccolini in a medium bowl; drizzle with oil and juice of  ½ a 
lemon. Sprinkle with salt, pepper, and crushed red pepper, tossing to coat. 

Add Broccolini to a sheet pan coated with cooking spray. Broil 5 minutes 
or until charred, turning once. Add lemon slices to the sheet pan and broil 
another 3 minutes or until charred. 

Arrange Broccolini and lemons on a platter. Top with additional red 
pepper, if  desired, and pickled garlic.

piCKLed gArLiC

Bring a small saucepan of  water to a boil over high heat. Add garlic and 
cook for 3 minutes.

Drain and transfer garlic to a 2-cup glass canning jar (or other heatproof  
jar) with a tight-fi tting lid.

Combine water, vinegar, sugar, salt, and spices in a small saucepan. Bring 
to a boil over high heat, stirring until the sugar and salt are dissolved. 

Pour the hot pickling solution into the jar. Let cool to room temperature. 
Cover and refrigerate for at least 8 hours before serving. Keep refrigerated 
for up to 1 month.
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Mann Packing’s
Broccolini®

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Contact sales@sunsetgrown.com for more information


