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What is “Culture,” and
Why Should you Care?
The word “culture” is often thrown around in the business world, but do we really
understand what it means and where it comes from? Is it created, does it evolve
independently, or does it just happen spontaneously through the people who are
brought into the company?

s

imply put, company culture is
the personality of a company.
It defines the environment
in which employees work.
Company culture includes
a variety of elements, including work
environment, company mission, values,
ethics, expectations, goals, and the actions
of the leadership team.
After working in the produce industry
for nearly29 years, I have found culture
to be very high on my priority list. A
company might possess great products,
margins, marketing programs, growth,
compensation, benefits, and perks, but
if their culture does not fit YOU, thenthat
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companymay not be the right fit... FOR
YOU!The same holds true for employers.
You might find a candidate who has all the
right stuff—the skills, experience and the
know-how—but they don’t fit your team
and/or culture. In that case, they may not
be the right long-term fit for your company.
So, whether you’re an employer or
employee, here’s why you need to pay
attention to your company’s culture.

Tony Hsieh, the CEO of the Amazon-owned
Zappos brand, once said, “Our number one
priority is company culture. Our whole belief

is that if you get the culture right, most of
the other stuff, like delivering great customer
service or building a long-term enduring brand,
will just happen naturally on its own.”
( By the way, Zappos.com started in 1999, and
ten years later sold to Amazon for $1.2 billion.
The “secret sauce” was the company’s people,
culture, and customer service.)
Your culture exists now, and happens either
through design... or on its own. Your internal
culture translates to your external persona,
and ultimately, to your brand identity. Your
brand identity, by extension, shapes how your
business is perceived by the produce trade and
the rest of the outside world.
Cultures can, and do, change too. You may 
work for a company for 20 years and love the
culture, and t hen for anyvariety of reasons it
can change. If you’re not happy or comfortable
with the change(s), that might mean it’s time
to move on. Your health and happiness may
depend on it!
As recruiters here at Joe Produce Search, we
spend a great amount of time learning about
our clients’ culture in addition to all of their
otherattributes, objectives, criteria, etc., f or

their searches. And we do the same with
the candidates that we interview. Once we
get past the “check boxes” on matching the
criteria for a position, we’re really left with
finding the right fit, including cultural fit,
between the people and the companies.
Often this is a crucial deciding factor for
employers when a choice needs to be made
between qualified candidates.
Whether you’re hiring someone, looking for a
new job, or wanting to improve your current
environment, think about your culture and
how the people you bring in will impact that
culture and your team.

Rex Lawrence,
Founder & President
of Joe Produce
Rex was born & raised in
Salinas, CA. His 29 years in
the produce industry include
positions in senior sales,
marketing & management for some of the industry’s
leaders. Rex and his team truly understand that finding
the perfect “fit” is about more than matching a skill set
with specific job requirements.
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up
close
INTRODUCING GIUMARRA ANTARÈS® APPLES.

A

s competition continues
to grow across the apple
category, Giumarra
Wenatchee is introducing the new
variety Antarès®. Grown in France,
Antarès® is a firm, medium-sized
apple developed in a French
breeding program and is a hybrid of
the Elstar variety.
Naturally disease-resistant, this
variety offers a sweet, aromatictaste with a juicy and delicately
acidic flesh, delivering an excellent
flavor balance. Additionally, this
classic, red-orange hued apple
offers the added benefit of a
unique sustainability story. Due to
its naturally-bred characteristics,
Antarès® requires 70 percent less
traditional disease treatment,
reducing environmental impact and
promoting shelf-life. As Giumarra
tells us, market research indicates
that specialty apples are driving
category growth and helping to
draw consumers into the produce
aisle.
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MY FAVORITE THINGS

NANCY PICKERSGILL
Events and Internal Branding Manager, Mastronardi Produce
When this Events and Internal Branding Manager for the Kingsville, ON-based
powerhouse isn’t helping to cultivate the next wave of SUNSET® brand initiatives, she is
hitting the international scene, or catching up on the most recent season of Homeland.
But don’t just take it from us. We asked Nancy if she’d like to share with our readers a
few of her favorite things—and she obliged.

“

1

One of my new
faves is a green tea
jasmine blend.

“Once I tried
it, I became
addicted.
Namaste!”

4

”
2

“I am an animal lover!”

5

7
“
”

Tomato
Bisque with
some sweet
Campari,
yum!

8
1
4
7

2

Hot Yoga
5

Animals
Soup

8

“I hope this
season gets
picked up
again!”

6
“
”

Inspiring
and encouraging;
life would be
dull without
them.

“One of my favorite places to be.”

9
“I married a talented
musician; our basement
studio has been known to
rock on a Friday night.”

3

Green Tea

The Beach
Music

3

6
9

“I used to travel to
Europe a lot and
fell in love with
this place.”

Homeland

Girlfriends

Barcelona, Spain
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WTF

DO I DO WITH

Cherries

?

{ what the fork }

BUTTER LETTUCE & SWEET CHERRY SALAD
INGREDIENTS
½ cup walnut halves

DIRECTIONS

1

¼ cup powdered sugar*
½ lb haricot verts (French green beans), trimmed
25–30 Stemilt dark-sweet cherries, stemmed,
pitted and halved

2

1 large bulb fennel, trimmed & thinly sliced**
3–4 oz fresh Chévre goat cheese
½ tsp lime zest
1 tbsp freshly-squeezed lime juice
1 tsp honey
For dressing:
¼ cup champagne vinegar
2 tbsp extra virgin olive oil
2 tsp honey
1 pinch salt
*You will have sugar left over; this is a generous amount to
ensure walnuts get a good coating.
**A mandolin slicer works well to thinly slice fennel.
Servings: 3-4

14 / APRIL 2016

3
4
5
6

Place walnut halves and powdered sugar in a Ziplock bag. Gently
shake until walnuts are generously coated with sugar. Transfer to fine
mesh sieve placed over a bowl and gently shake excess sugar from
walnuts. Set aside.
Blanch haricot verts in boiling water for 2 minutes and then transfer to
an ice bath to cool. Drain and place on paper towels to dry completely.
Set aside.
In a small bowl, combine dressing ingredients and whisk until honey is
fully incorporated. Set aside.
In a small bowl, mix goat cheese, fresh lime zest, fresh lime juice, and
honey until fully combined and honey has dissolved. Place a dollop (or
cannelle) of flavored cheese on the edge of each plate.
Divide haricot verts among plates (fan them out a bit for nice visual
appeal). Divide leaves of lettuce among plates (overlapping them a bit
to cover plate, allowing beans to peek out from underneath). Set aside.
Dot each salad with cherry halves and sliced fennel. Drizzle each with
vinaigrette and top with sugared walnuts. Serve immediately.

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

by Robert Lambert

W

hether it is the majestic orchestral
score or the beautiful, slow motion
shots of delicately crafted food being plated by
master chefs, there is an awe-inspiring quality
about “Chef ’s Table” that keeps you engaged
and coming back for seconds.

This six-part “portrait of a chef ” docuseries on
Netflix is unlike any cooking show I have ever
seen. While most entries in the genre these days
are broken down into extravagant competitions
and outrageous challenges, “Chef ’s Table”
is layered with elegance, inspiration, and
personality. The series chronicles the successes,
failures, motivations, and of course, imaginative
dishes from six elite chefs from around the
world: Massimo Bottura, Dan Barber, Francis
Mallmann, Niki Nakayama, Ben Shewry, and
Magnus Nilsson.
These chefs are not only changing the way we
perceive each individual ingredient in a dish,
but they are also revolutionizing the way food
is presented, especially for those in the produce
industry. Their ingredients become more than
just a mere component; the food is elevated to
an art form.
It’s difficult to capture exactly what’s so
captivating about a series that seamlessly blends
the aesthetics and mood of food-theater into a
one-hour show in words alone. Though these
photographs speak volumes about these chefs’
dishes, the stories they tell about their drive to
cook is enough to influence anyone interested
in food.

There is something undeniably
enchanting about “Chef ’s Table.”
THESNACK.NET / 15

“I’m trying to take
people back to those
times in their life
when people who
loved them cooked
for them in a way
which was really
meaningful and really
satisfying for them.”
—Ben Shewry, Attica
Restaurant in Melbourne,
Australia

“Anyone can learn
to duplicate a
technique, but
that’s not creative
expression.What’s
interesting is true
development.”
—Magnus Nilsson,
Fäviken in Järpen, Sweden
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Take Dan Barber, for instance. He is considered by
many to be the voice of the farm-to-table movement.
His agricultural background and desire to utilize the
whole farm rather than just a single product pushes
him to use ingredients that aren’t popular among
many. He says, “It’s not about the dish, it’s about what
the radish represents,” meaning that you need good
ingredients for good flavor. Chef Barber tells a story
about how he came back from the farmer’s market
with a couple cases of asparagus only to find that his
restaurant already had cases lined to the ceiling with
asparagus. That night, he decided that every dish
would incorporate asparagus in some way, even the ice
cream. A high-caliber restaurant reviewer happened to
walk in and loved every dish, calling it the epitome of
farm-to-table.
That is just one of the many triumphant stories
you will hear in “Chef ’s Table.” You will easily find
yourself rooting for Chef Nakayama and the pressure
she faces to stand out in a male-dominated industry, or
motivated by Chef Nilsson’s ambition to continually
invent and create fantastic dishes even with vegetables
that aren’t fresh and are instead preserved and stored
in a cellar. There is something to learn for everyone,
whether you are drawn toward Chef Mallmann’s
interest in the sensual experience of food and his
passion for the outdoors, Chef Shewry’s ability to use
emotion and color to animate what’s on the plate, or
Chef Bottura’s quest to bring traditional Modenese
cuisine to the 21st century.

I highly encourage everyone in the produce industry
to watch just one episode. If you haven’t seen “Chef ’s
Table” yet, you may find yourself hooked. And with
a second, third, and fourth season on the way, there
couldn’t be a better time to jump aboard.

“I believe
strongly that
good cooking is
physical. The
challenge is to
see how long you
can withstand.”

“Cooking is the one thing that I feel I can
completely trust what I’m doing.”
—Niki Nakayama, N/Naka Restaurant in Los Angeles, California

—Dan Barber, Blue Hill
in Manhattan, New York

“In my blood,
there’s balsamic
vinegar. My
muscles are made
by Par migiano.”
—Massimo Bottura,
Osteria Francescana
in Modena, Italy

“My big draw in my life,
since very young, was
freedom. The freedom of
believing only in myself
and not letting myself be
led by anybody. I wanted
to be my own.”
Copyright images courtesy of Netflix

—Francis Mallmann, El
Restaurante Patagonia Sur
in Buenos Aires, Argentina
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LIBATIONS
FOR ALL OCCASIONS:
NATUREFRESH PEPPER RED BEER
by JESSICA DONNEL

A

lready well-established as a grower
of standard-setting greenhouse
produce, NatureFresh Farms has
embarked on a decidedly more “spirited”
venture with the innovation of a new
specialty beverage, Pepper Red Beer.
An idea prompted to Marketing Director
Chris Veillon by Indianapolis-based
Mashcraft Brewery’s BrewMaster Andrew
Caster, Pepper Red Beer uses an American
Amber Ale base with added hints of—you
guessed it—red peppers. The bright pepper
character of the beer gives the drinker an
illusion of spice that blends well on the
tongue, with the bread and caramel notes
of the beer itself.
While not currently available for mass
market consumption, the company is
looking ahead to small batch releases.
But for now they definitely are enjoying it
in-house.
“A good, cold, pepper-flavored beer like
this should be best served with burgers
and fries,” Chris shares with me. “To be
honest, it tastes so good, you could pair it
with anything you wanted to. It has a very
unique and full body flavor like I’ve never
tasted before, and we can’t wait to start
making more batches!”
Could this refreshing blend of fresh bell
peppers and Amber Ale be your 2016
beer of the summer? If you’re lucky and
in Leamington, you might just get Chris to
slide you over a bottle.
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ohiored
tomatoes
LOCALLY GROWN
GREENHOUSE
VEGETABLES

VISIT BOOTH 1238
UNITED FRESH
CHICAGO, IL
JUNE 21-22

Locally grown greenhouse tomatoes
365 days a year will allow NatureFresh™
Farms to provide a fresh option to more
than 20 million people in a 5 hr radius of its
state of the art Delta, OH greenhouse
facility. Reducing food miles with fresh
tomatoes being picked, packed, shipped to
your grocery store in less than 24 hours.
Now that’s fresh.

VISIT BOOTH 1179
PMA FRESH SUMMIT
ORLANDO, FL
OCTOBER 15-16

naturefresh.ca/ohiofresh

FLAVORTREND

TURMERIC
(TOO • mer • ric)

T

by Melissa De Leon

urmeric is the trending secret ingredient for consumers and chefs
looking to pack an extra punch to the nutrients of the plate. Mild
enough to be added to anything from scrambled eggs, soups, rice, and
tea, to roasted vegetables and greens, this versatile root’s “whisper” is
becoming a demand.

COLOR & FLAVOR

USES & BENEFITS

ADD IT TO ANYTHING

Like ginger, turmeric is a
mild root when raw, and a
little bitter when steeped.
It’s been quite a staple
in Indian cuisine, giving
bland-looking items like rice
an appealing pop of color.
But that taste is enough to
allow the consumer to know
something is there without
being overwhelming, perfect
for playing the role of
complementary rather than
supplementary.

Recent studies show
turmeric as a nutrientdense product that
promotes health and
contains properties to
help prevent diseases.
Among the list of benefits,
is its recommendation as
a hangover cure due to
its propensity for treating
inflammation.

Like we said, this is one seriously
versatile root! Frittata, tofu,
smoothies, fresh-pressed
juices… the list goes on.
Everything from on-trend treats
to beverages can be boosted
with a dash of turmeric.
So there you have it. With the above list and information,
this promises to soon go from the “miscellaneous” shelf
to the “necessary spices” in any foodservice kitchen.

Need some inspiration?
Here are some tried-and-true pairings for the use of turmeric in everyday foods.
Toss it in some
roasted vegetables
Brew it in tea

Cook it in rice
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Avocados
What’s New in

These days, avocado lovers are coming up with all kinds
of innovative ways to use the popular produce item in
meals, drinks, and more. Here are a few favorites!

Jan DeLyser
Vice President of Marketing, California
Avocado Commission
“Food bowls are all the rage right now,
and I’m seeing avocado included in
many of them. From Mediterranean
bowls with ancient grains to poke
bowls and burrito bowls, avocados add
creaminess with their unique flavor that
seems to elevate whatever they are with.
Our California Avocado Blog, The Scoop,
recently did a post about ‘super food
bowls’ with avocados.”

Avocado on Toast

ed in
Egg Bak

Avocado

Gary Caloroso
Director of Marketing for
Avocados & Asparagus, Giumarra
“Avocados are wonderfully
versatile. My new favorite breakfast
is a baked avocado filled with an
over-medium egg. Cooked just
right, it offers heart-healthy fatty
acids and a high protein count. It
is a low-sugar and fiber-filled dish
that I have seen trending across
multiple platforms.”
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Hector Soltero
Sales Manager Avocados,
Freska Produce
“The range of uses for the everversatile avocado is growing
by the day. Whether I am in L.A.
tasting it whipped into a chilled
soup with mango accents or
finding its flavoring in my favorite
ice cream and salad dressings, I
am always pleasantly surprised
and inspired.”

mbap
i
b
i
B
n
i
Avocado

George Henderson
Marketing Manager, West Pak Avocado
“I am always so surprised by the
versatility of the avocado. Recently, I
experienced a new exotic Spanish twist
to my avocado cravings. For a light,
easy, and refreshing warm-weather
meal, make an avocado and lime
shrimp salad—called an ensalada de
camarones con aguacate y limon! You’ll
love it, trust me!”
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Avocado Deviled
E

ggs

Mark Garcia
C.E.C., Director Food Service Marketing,
Avocados From Mexico
“Fresh Avocados from Mexico have a
balanced, creamy and somewhat nutty
flavor to them. They pair well with
recipes that include a bit of salty, sweet
or floral notes in them. In this classic
pairing of Prosciutto ham and sweet
cantaloupe melons, fresh avocados lend
themselves seamlessly to the mouthfeel,
texture and taste of the recipe.”

Shake
Avocado

Avocado and Cucu

mber Rolls
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WTF

DO I DO WITH
{ what the fork }

Cherry
Tomatoes

?

PICKLED TOMATO CROSTINI
INGREDIENTS
For pickled tomatoes:

DIRECTIONS

1

2 pints One Sweet® tomatoes
½ cup olive oil
⅔ cup red wine vinegar
⅓ cup water
20 mint leaves
1 tbsp sugar
1 tsp salt
For whipped feta:
3 oz feta cheese

2
3
4

1 oz cream cheese
2 tbsp olive oil
Salt and pepper to taste
⅓ cup black olives, diced
1 French baguette, sliced diagonally

5

Bring a pot of water to a boil. Place One Sweet® tomatoes into
water for 20 seconds, then, using a slotted spoon, remove from
water and place onto a dry surface.
In a quart glass jar, pour in olive oil, vinegar, water, mint leaves,
sugar, and salt. Screw on cap and shake vigorously until fully
combined.
Peel off skins of tomatoes (they should slide right off). Place
tomatoes into the jar and seal tightly. Refrigerate for at least 8
hours, preferably overnight.
Once ready to plate, preheat oven to 350℉. Crisp the baguette
slices for 5 minutes, or until lightly golden brown.
Place the feta ingredients into a food processor and pulse until
mixture is light and airy—about 1 minute. Spoon over crisped
baguette slices, then top with diced olives, pickled tomatoes,
and basil.

Basil for garnish
Servings: 4

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

WITHIN

REACH
by Christofer Oberst

KR QUANTEC for Palletizing

I

nside a facility somewhere in
Washington, thousands of apple
cartons are being palletized every
day not by human hands, but by
robots. Tall, mechanized metal
arms are hoisting these heavy
cartons and placing them gently
onto a pallet at a speed that no
ordinary worker could hope to
achieve. For many produce companies, relying
solely on manpower to pack and ship fruits and
vegetables can be costly and time-consuming. With
robotics on the rise as a trending subject in the
industry, more and more businesses are turning to
automation to reliably improve their efficiency.

KUKA Robotics’ KR CYBERTECH
Nano Series has a range of up to 23m3.

Many apple growers are now using technology
developed by Michigan-based KUKA
Robotics, one of North America’s largest
robot manufacturers, to find a costeffective solution to increase the speed of
their operation. One of these solutions is
KUKA’s palletizing robot arm.
Columbia Marketing International, Inc.
(CMI) is one of the produce companies
currently utilizing this robotic technology.
Katharine Grove, Marketing Specialist, for
the Wenatchee, Washington-based shipper, tells
me, “Our owners wanted to invest in the very
best technology on the market which is why they
chose KUKA robotics. The robots themselves are
impressive, but what it came down to was the
programming, the end tooling and the imagination
of the programmer in terms of how it gets used.
We have one of the very best programmers in the
industry. With their imagination, we don’t doubt
that these robots will continue to help us reach
efficiencies that we never dreamt were possible.”
Designed to be light, fast, and powerful, KUKA’s
robots help to reduce the exhausting effort that
goes into palletizing heavy cartons of produce.
Aside from the obvious benefit this speedy
technology brings, the robot also lessens the
possibility that the cartons could fall or tip over
thanks to the innovative PalletTech software
embedded in each machine. Each box is placed
with incredible accuracy and speed, and little effort
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This technology can be a depreciable asset for your company.

CMI’s KUKA robot can palletize up to four different
carton configurations at a time.

Germany, and is one of the world’s leading
manufacturers of industrial robots. KUKA
generates an annual production volume
approaching 10,000 units, and an installed
base of over 75,000 units. In addition, the
company’s five and six axis robots range
from 3kg to 570kg payloads, and 635mm to
3700mm reach; all controlled from a common
PC-based controller platform.
CMI’s KUKA robot can lift up to four 40-pound cartons at a time.

is required on the user’s part to program the robot
to their exact specifications.
The PalletTech software features enhanced
capabilities for complicated robotic palletizing
applications. Augmented gripper support and
multiple orientation pick-up, are some of these
capabilities. A suite of application development
and runtime tools, this software reduces
engineering and development time and enables
the out-of-box implementation of complicated
applications.
KUKA offers more flexibility to accommodate its
customers’ processes, and also has the ability
to work offline and dynamically reposition itself
during pallet builds.
The company offers businesses several models
of compact, robotic palletizing arms that are
constructed for a number of conditions, especially
for fresh produce. One of these models, the KR 180
R3200 PA (KR QUANTEC), boasts high-performance
motors that can allow palletizing operations up
to 27 cycles per minute. Its arm can also handle a
payload of 180 kg. The company offers an array of
options for different sizes, loads, and climates.
KUKA Robotics is the North American headquarters
of KUKA Roboter GmbH, based out of Augsburg,

KUKA built its first industrial robot in 1977,
and has earned an international reputation
for robotic excellence. The company considers
Shelby Township, MI one of its headquarters
and is home to KUKA Robotics’ USA-based
sales, applications, project engineering,
service, parts, training and administrative
staff, plus North American business leadership
personnel.
Inside the building you will also find the
opportunity for “hands-on” experiences with
the latest robotics technologies, products, and
training. Stocks of robots and parts are also
on-hand to meet an ever-increasing pressure
for fast delivery.
Along with fresh produce, KUKA robots are
utilized in industries including the appliance,
automotive, aerospace, consumer goods,
logistics, food, pharmaceutical, medical,
foundry and plastics industries. Multiple
applications also include material handling,
machine loading, assembly, packaging,
palletizing, welding, bending, joining, and
surface finishing.
As the produce industry turns to automation
to help their employees improve efficiency
and lighten the workload, you can expect
to see major robotics companies like KUKA
continue to innovate and find solutions to
tackle any problem.
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hat’s in a name? If you ask anyone
W
from San Miguel Produce, they
will tell you that if you are referring to
an item like kale, it is more than you
think. This past year, the company
worked on a research grant in which the
team examined the nutritional value of
its products more thoroughly and with
attention to the different cultivars within
the kale family.

“We have taken all the new information
that we’ve learned from the grant and
developed a new program. We are planning
to release three blends that target specific
health and lifestyle goals such as cardio,
weight management, and immunity,”
Garrett explains.

“Currently, all kale in the USDA database
is just kale. We examined the differences
in different varieties like red, green and
lacinato kale, as well as different parts of
the plants such as leaves versus stems,
and also during different stages of growth
as in immature versus mature,” Garrett
Nishimori, Sales and Marketing Manager,
tells me.
So what is San Miguel doing with the
wealth of information they have received?
In May 2016, the company will be
launching a new product line, dubbed
Juicing NuGreens.

t
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The Kale-icious Cardio blend targets
calcium, potassium, and magnesium, all
very important for cardiovascular health
and performance, while Lean ‘N Green
targets shortfall nutrients like folate,
calcium, and potassium at low caloric
levels to help support weight management.
The third blend, Nutri-Kickin’ Greens, targets
antioxidants like Vitamin C and betacarotene to help boost the body’s immune
system.
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“Each blend includes kale and spinach. We found this
to consistently be the go-to greens for consumers,”
Garrett tells me. “We also listened to those incredibly
avid juicers and, with the help of nutritional
professionals and our research, we developed
blends targeting specific nutrients to benefit these
specific health goals.”
These blends will also include
dark leafy greens like:
“Lacinato” Tuscan Kale
Beet Greens
Collard Greens
Dandelion Greens
Baby Shanghai Bok Choy
As for the power of the name, it seems that
NuGreens was a long time coming.
“The name NuGreens was the original name for
Cut ‘N Clean Greens, when we started with the first
ready-to-use cooking greens in 1995,” Garrett says.

“We might have been a little early, but over the past
several years, with all the focus on nutrient density
and dark leafy greens, it seems like the perfect time
to reinvent this brand name.”
The team at San Miguel often receives feedback from
consumers who juice and make smoothies, that they
buy a bag and end up throwing half of it away. Once
they break the seal on a bag, they really only have a
couple days to use the product.
To address this issue, San Miguel is planning to keep
the pack size to a single-use smoothie or juicing
recipe. That way, when a consumer goes to the
store, they can buy a few bags for the week and it
will stay fresh in their refrigerator until they choose
to use it. Each bag will also have a delicious juicing
and smoothie recipe designed for that specific
health goal and to encourage use of complementary
produce items.
So, why not drink your veggies? It’s just one more
way we can increase produce consumption and the
ring at the register.

To be a part of this exciting product launch in
May 2016, please contact San Miguel Produce at:
805-488-6461

sales@cutnclean.com
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JOE
PEZZINI
Quiet Ambition

I

by Melissa De Leon

n an industry of high-pressure leadership
and an iron-fisted approach to getting the
job done, Joe Pezzini holds steady.
“What does it take to be a good CEO?
Well, many in this business say having a
fiery temper—and a lot of them do—but I
don’t think that’s a great recipe for success,”
he tells me.

Ever calm and cool, Ocean Mist’s
incoming President and CEO’s path to
becoming an executive leader is a unique
one, and with it he has become well-known for bringing a
different game to the table.

“I didn’t know that this is where I’d end up. I worked side-byside with workers in the field, and I can still pack a mean box
of lettuce,” Joe laughs. “You have to have a mutual respect and
appreciation of everyone. But, I would say I’ve always been
quietly ambitious.”
Quietly ambitious. This seems to me a perfect way to describe
Ocean Mist’s newest leader, transitioning into his position this
year as 25-year CEO Ed Boutonnet prepares to move into
Chairman of the Board full time while remaining involved with
special projects within the organization.
Driving through the fields with Joe, he proudly gets mud on
his tires while he talks about the company’s agricultural history,
growth, and all he’s seen in the industry since starting up in 1983.
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But that’s not to say artichokegrowing isn’t in his blood. “I grew up
in this business working on our family
farm,” Joe points out, explaining
that he’s a third-generation artichoke
grower. “I’ve worked a little bit of
everything, and to be a part of all the
change has been really neat.”
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“

His calm,
determined,
and far-sighted
leadership
was a critical
element in
the industry’s
success.

“

He is the first leader that isn’t a
descendant of one of the founding
families to captain the company in
its 92 years. In 1924, Daniel Pieri,
Amerigo and Angelo Del Chiaro,
Alfred Tottino, and James Bellone
launched what would become Ocean
Mist, and through its growth it has
remained led by family, until Joe took
the reins.

-Scott Horsfall

Which means that Joe is no stranger to
getting his hands dirty and a little mud
on his boots, and though it seems a
grower’s life was always one he wanted,
he hadn’t necessarily intended to stick
with artichokes.
“Salinas Valley agriculture was the
cutting-edge. I’d grown up working on
our artichoke farm, and when I came
back from college I thought, ‘Man, that’s
enough of artichokes for me,’ and got
an opportunity working with Boutonnet
Farms,” Joe recalls as he ticks off a list of
the new categories he learned to grow.
“They grew lettuce, cauliflower, broccoli,
fennel… all sorts of stuff. It allowed me
to try something new and get involved in
a different part of the business.”

The 80s turned out to be when
Ocean Mist branched out from
artichokes as well, becoming a
year-round shipper of a number
of products. Today, despite being
one of the largest artichoke
producers in the nation, the
company grows more lettuce
than anything else, Joe explains.
“Our flagship product is still
artichokes, at any given time we
still account for nearly 90 percent
of domestic artichokes, but at that time you couldn’t do
that and be a year-round grower,” Joe tells me.

Left to Right: Former Secretary of Agriculture A.G.
Kawamura, Gov. Arnold Schwarzenegger, Joe Pezzini and
Scott Horsfall. March 24, 2009 (Ag Day) when the LGMA
awarded Gov. Arnold Schwarzenegger with the Golden
Checkmark Award for his role in helping to establish the
LGMA program in 2007.

So, Boutonnet became part of the Ocean Mist network,
bringing Joe with him. And, as he earned his way up the
ranks, Joe found himself back in artichokes.
But when it comes to finding where he truly started to
become the leader in agriculture he is today, it all seems
to trace back to when the spinach outbreak hit in 2006.

A grower, a leader, a family man, and even a runner, I
ask Joe what it is that fuels him to accomplish so much.
And when it comes to discussing the planning and
strategizing for Ocean Mist his eyes light up.

As Chairman of the Grower Shipper Association at the
time, the tragedy was one Joe felt was his duty to take
head-on and find a solution to, and Scott Horsfall of the
California Leafy Green Products Handler Marketing
Agreement (LGMA) says the responsibility could not have
come to a better candidate.

“I’m very process and task-driven,” Joe tells me. “I like
the exercise of putting a plan together, whether it be
strategic, operational, or even a planting schedule,
there’s something about putting a process together and
then seeing it unfold.”

“The leafy greens industry was incredibly fortunate to
have Joe Pezzini in a position of leadership at the time
of the E. Coli outbreak in 2006,” Scott says. “His calm,
determined and far-sighted leadership was a critical
element in the industry’s success in dealing with the
crisis.” Scott tells me that on a personal level, Joe Pezzini
is among the kindest, most professional, and most
conscientious people he’s ever known.
“It’s hard to imagine a better person for the job that
was given to him in 2006. Not only did Joe lead the
industry’s efforts to rebuild the industry after the spinach
outbreak, but, as the first chairman of the LGMA, he
was the person most responsible for creating this unique
and unprecedented organization. It was the first time a
marketing agreement had been created specifically to
tackle food safety issues,” Scott explains.
“Like the saying goes, ‘is it leadership that finds you or do
you find it?’” Joe responds humbly when it comes to his
role in helping the industry through the crisis.

His thirst for information seems to have led Joe to
be knowledgeable on several topics, something he
says is necessary for being able to steer that process
and manage the passionate people who help make it
happen.
“If there was a theme to my career it would be that I’m
a generalist. I’m not an expert in anything, but I know
just enough to make me dangerous,” he tells me with a
smile that makes me believe it.
Part of that process, too, is trusting those who are
the experts, Joe continues. “You have to have experts
in order to thrive, but to get all the experts to work
together I think you have to be a generalist. You have
to trust your team, get out of the way, and let them do
their job.”
Currently in the process of planning Ocean Mist’s next
moves, Joe tells me that the company is planning and
strategizing a way to continue to be at the forefront of
innovation while still keeping to its roots.
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The company is holding close to the quality
that got it to where it is today, but the key to
growth is evolving, something Joe describes
with both nostalgia and excitement.
“This is an industry of legacy, but we’re the
modern version of early-day pioneers who
may not even recognize the business today.
And change is hard, but it’s necessary and it’s
been neat to see.”
But planning, as anyone in the produce
industry can tell you, will only go so far.
“We’re not making widgets, this is produce.
Mother Nature is always going to have a
say, but having good standards and a good

“
, wife Mary (left), and daught

er Bess (right).

“

Joe with his son David (far left)

You have to
trust your
team, get out
of the way, and
let them do
their job.
-Joe Pezzini

quality product to build off of is key,” Joe says,
though something in his voice makes me think
he’s betting on that plan to be strong enough.
And as for what it takes to be a good CEO?
“If anything I would hope to serve as an
example to others in this industry. Patience and
persistence can pay off. There is opportunity
and you can work your way up, but you have
to seize it when it comes along,” he says.

Joe and his wife
Mary after doin
g the Rim to R
in the Grand C
im hike
anyon (23.7 mile
s)
in one day, from
North rim to th
the
e South rim.
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Coming from a man who worked his way up
the ladder in an industry rooted in tradition,
these are words to keep close as we watch him
add a new chapter of possibilities to Ocean
Mist’s legacy.

WTF

DO I DO WITH

Mini Peppers

?

{ what the fork }

STUFFED PRIME TIME SWEET MINI-PEPPERS
INGREDIENTS
3 tbsp extra-virgin olive oil

DIRECTIONS

1

1 lb assorted Prime Time Sweet
Mini-Peppers (about 24)
1 small onion, diced
1 poblano chili pepper, seeded and diced

2

3 cloves garlic, minced
½ tsp ground cumin
½ tsp dried oregano
½ tsp ancho chile powder
1 tbsp chipotle chile powder

3

½ lb ground pork
¼ cup chopped fresh cilantro
3 oz ounces Muenster cheese, diced
(about ¾ cup)
Kosher salt
Lime wedges, for serving

Yields: 48 stuffed pepper halves
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4

Heat the olive oil in a large nonstick skillet over medium heat. Add the
peppers in a single layer and cook, turning, until the skins blister and start
browning—about 8 minutes. Transfer to a plate.
Add the onion, poblano, garlic, cumin, oregano, ancho and chipotle chili
powders, and 1 teaspoon salt to the skillet. Cook, stirring, until the onion
and poblanos are tender—about 8 minutes. Increase the heat to mediumhigh and add the pork. Cook, breaking up the meat with a wooden spoon,
until no longer pink—about 6 minutes. Remove from heat and let cool.
Meanwhile, preheat the oven to 425℉. Make a slit in each pepper with
a paring knife, cutting from stem to tip. Crumble the meat mixture into
small bits, then stir in the cilantro and cheese. Stuff 2-3 teaspoons of
the meat mixture into each pepper using your fingers or a small spoon;
transfer to a baking sheet. (The peppers can be stuffed up to 4 hours
ahead; cover and refrigerate. Bring to room temperature before baking.)
Bake until the peppers are hot and the cheese melts—about 10 minutes.
Season with salt and serve with lime wedges.

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

WTF

DO I DO WITH

Mushrooms

?

{ what the fork }

BLENDED CLASSIC BEEF BURGER
INGREDIENTS
½ lb mushrooms, finely chopped
1 lb lean ground beef
1 small onion, finely diced

DIRECTIONS

1
2

1 clove garlic, minced
½ cup breadcrumbs
1 egg

3

6 hamburger buns
Toppings: Lettuce, tomato, onion,
mayonnaise, ketchup, mustard,
pickles
Yields: 6 ⅓-lb patties
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4

Place the mushrooms in a food processor fitted with a metal
blade. Pulse until finely chopped.
In a nonstick skillet over medium heat, cook chopped
mushrooms until brown and most moisture has been released—
about 3-5 minutes. Set aside to let cool.
In a large bowl, combine mushrooms, beef, onion, garlic,
breadcrumbs, and egg; mix all ingredients until incorporated.
Form into 6 patties, and cook either on the barbecue or on the
stove-top until internal temperature reaches 160℉.
Place patty on warmed bun and top with lettuce, tomato, and
red onion.

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

LET’S TALK

TOMATOES
A visual on the growth of this versatile fruit.
During the latest

*

* tomatoes
they were the

2

were the

nd

$

7

th

highest-selling produce category

highest-selling vegetable category behind packaged salad

Dollar & volume sales have

$

52 WEEKS ending 12-26-15...

increased

year over year since

2011

this growth can be attributed to
emphasis on health & wellness
demand for snacking tomatoes*

* snacking tomatoes...
TOP DOLLAR &VOLUME GROWTH
were one of the

drivers for the tomato category.
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salad

THE

NUMBERS
###
Latest 52 weeks ending 11-28-15, Total U.S.
Dollars

tomatoes

Dollars Change vs YAGO

Volume Change vs YAGO

$2.5 billion

4.0%

1.6%

snacking tomatoes

$782.1 million

5.7%

5.0%

hothouse on the vine

$618.9 million

0.7%

-0.6%

roma tomatoes

$423 million

3.6%

-1.9%

hothouse round

$339.5 million

8.5%

6.4%

field tomatoes

$326.5 million

2.2%

3.6%

It also increased its share of

TOTAL DOLLAR SALES
from 25% 31% between 2011 & 2015.

Source | Nielsen Perishables Group
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WTF

DO I DO WITH

Blueberries

?

{ what the fork }

BLUEBERRY VINAIGRETTE OVER SALAD
INGREDIENTS
For vinaigrette:

For salad:

1 cup fresh blueberries

8 cups mixed salad greens

⅔ cup vegetable oil

2 lb grilled boneless, skinless chicken breast,
cubed or julienned

⅓ cup balsamic vinegar
2 tbsp water
2 tbsp honey
½ tsp salt

¼ – ½ cup crumbled Gorgonzola cheese
6 oz fresh blueberries
1 cup pecans

DIRECTIONS

1
2
3

Mix all salad ingredients together.
Combine all vinaigrette ingredients in a food processor and pulse until smooth.
Drizzle blueberry vinaigrette over salad.
Tip: If not used immediately, the vinaigrette can be refrigerated until serving time.
Servings: 4

For more information on our blueberries,
visit www.hursts-berry.com.
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As select as it is sweet, here is the breakdown
of the South Georgia onion star.

be
Vid ali a on ion s can on ly
UN TY
gro wn wit hin a 20 -C O

SO UT H
GE O RG IA .

gro win g reg ion in

So special, in fact , that this
famous sweet onion can
only be grown within a:

~ 6 , 0 0 0 -SQ.- MI . ARE A
in a state occupying:

~ 6 0 , 0 0 0 -SQ. - M I .
in a countr y composed of:

THE
N
I
ALL THE
IT’S IL AND D IT’S
SO TE, AN CIAL.
A
PE
CLIM VERY S
ALL

~ 3.8 MIL L IO N
SQUA R E MIL E S

Vidalia onions are named for

THE CITY where the y were
first sold. But the y can in fact
be grown

O UTSID E of the
city limits.

VIDA L IA C IT Y,
TO O MB S CO UN T Y
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The largest volume of
Vidalia onions are grown

OT H ER

T oO MB S and
TAT T N A L L counties.
in the

TAT T N A L L
TO O M B S

ONLY

Former President

12,000
ACRES

J IMMY C A RT E R

(a Georgia native) used to give them

W H IT E
H O USE GIF TS

to visiting dignitaries as

OF V ID A L IA O N IO N S

are planted

Y E AR

100

EACH

by just

R EG IST ER ED
GRO W ER S

The plants are moved
from seed beds into

N EW F IEL DS
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to about the width
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M an y pe op le ar
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GROWING PROCESS
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.

PENC IL .

This is done to

PROT EC T

the
plants against the
dangers of cold
weather and weeds.
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D
K
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It ta k e s

HAR VESTING:
HAND-PICKED LABOR
Nearly 1 00
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Y
ENTIRE DA

%
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INTENSIVE process.
by hand, a

!?

The sweet , mild flavor
of Vidalia onions was

bag
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ju s t a

SINGLE
ACRE.

1
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E

The Vidalia onion was
named

G EO R G IA ’ S

official state vegetable
in

1990.

FLUKE

originally a
that was stumbled
upon by the farmers
who planted them

OFF ICIA L STATE
VEG ETA BLE

GR EAT
D EPR ESSIO N .

during the

Source | Vidalia Onion Committee
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99%

of commercially-grown table grapes in the
U.S. are grown in California.

AVAILABILITY
JAN

FEB

MAR

APR

MAY

JUN

JUL

AUG

SEP

OCT

NOV

The volume of California table grapes has been over 110 million boxes each of the
past three seasons. The industry crossed the 100 million box landmark for the
first time in its history for a single season in 2012.

a closer look
Volume of california table grapes sold (in millions of boxes)

97.8 101.3 117.4 110.9 110.5
2011
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2012

2013

2014

2015*

DEC

THE CONSUMER

PURCHASE

DRIVERS

*

94%

of primary shoppers in the U.S. prefer
grapes grown in California versus another
country when prices are the same.

69%

say they still prefer California
grapes even when priced higher
than grapes from other origins.

59%
$

of grape purchasers in the
U.S. say their household eats
grapes on a weekly basis.

$

Top shopping resources among grape purchasers:

55% In-store sales or coupons
circulars in the mail, newspaper,
54% Printed
or at the grocery store
ads, offers, or deals from
27% Emailed
grocery store

27% Social media
27% Websites
26% Mobile phone apps

HOW CONSUMERS USE

GRAPES

*

93% As a snack
27% As a dessert
25% As a salad
23% As an appetizer
22% As an ingredient in a recipe
17% As a side dish
6% As a main dish

*Consumers responded to multiple buying behaviors for this poll.

Source | California Table Grape Commission
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Teri Miller is
photographed in front
of Diplomat Resort
& Spa in Hollywood,
Florida for 2016
Southern Exposure.
PHOTOGRAPH BY
BRIAN LAFORCE

Teri Miller is the ever-gracious, 28-year Food Lion/Delhaize
veteran, Category Manager of Produce, and women in
produce leadership advocate. Always eager to share the
lessons she’s learned, Teri dishes on providing customers
with incredible value, how a CPA background informs her
career, the challenges she’s faced, and milestones she has
achieved working in the retail space.

Teri Miller
Power in Numbers
by Jordan Okumura

“

I

t’s really a combination of
art and science, refining
time and time again, that
balance between the
creativity you need to build
atmosphere, and the logistics
and numbers behind each
category to ensure continued success,” Teri
Miller, Category Manager for Food Lion/
Delhaize, tells me as we talk from separate
coasts. “Twenty years ago, most people used
their instincts as a barometer, but in today’s
fast-paced environment, you need all the data
and statistics you can get your hands on.”

And she truly loves both the art and the science.
When it comes to the numbers, she is plugged
in. From category performance to consumer
feedback, Teri is always on her toes and engaged,
whether it’s evolving the consumer basket with
strategic displays and price points, or answering
all the consumer questions that come across her
desk. She doesn’t miss a beat. It also helps that
Food Lion tracks every navel orange as it leaves
the store.
“It’s about buying behaviors and using them to
inform your business model,” Teri says.
Teri is a different breed of retail executive. Along
with her title of Category Manager for the East
Coast grocer, Food Lion, she is also a Certified
Public Accountant (CPA) and a Certified
Information Systems Auditor (CISA).
“But I absolutely fell in love with produce,” Teri
says. “I started with Food Lion as an auditor and
project manager for all of category management
in 1988 when I moved back to North Carolina
from South Carolina, and as much as I love
problem solving, I couldn’t help but admire
those people I met in the produce sector.”
Namely, people like Jim Corby and Randy Scott,
who were at Food Lion at the time, and nowPMA President, Cathy Burns. Teri’s connection
with several leaders at Food Lion gave her the
opportunity to be taught and coached about the
dynamics of the supply chain. She brought to
her role the ability to truly make a difference in
the lives of those around, whether it is vendors
and supplier partners or peers, she really lifts
everyone around her, as Cathy tells me.
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“It was an absolute pleasure watching Teri rise
through the ranks at Food Lion. When I joined
Food Lion through Hannaford, I distinctly
remember the warm welcome I received from
Teri,” Cathy says. “She was always
very open, caring, and committed to
winning. Teri is tethered to incredibly
strong core values that she uses as
a filter and a beacon for her work.
When I think of Teri, I think of
integrity, humility, selflessness, and
Cathy Burns,
determination. She has the biggest
President of PMA
heart of anyone I know and she is not
afraid to show it. A lifelong learner, Teri is
constantly looking to take her game to the next
level, like a professional athlete, she is always
looking to improve her performance. It is very
rare that you see her type of balanced leadership
in this retail environment. She is a genuine leader
who has always been true to her herself and
those around her.”
When I ask her about Randy Scott, now Senior
Manager of Produce Procurement at Sprouts, she
laughs and says that Randy used to tell her, “I
will have to fix your mistakes.” Of course, that
was a double-dog-dare not to make a mistake.
And if you know Teri, you know that she loves a
challenge, and she takes it in stride. What Randy
offered Teri was the advice to dig deeper and
cover all facets of produce—remain hungry, and
on point.
“I, for one, am proud to call Teri my friend. She
is truly someone that is concerned about the
personal growth of her entire team, as well
as the many others that she has remained in
contact with over the years,” Randy tells me
when I ask him about the rapport they have built
throughout their careers. “Teri helps many of us
stay grounded and on track, always pointing to
the end result. She brings a wealth of knowledge
from other parts of the business and weaves them
through the produce industry. Our industry needs
more dedicated and passionate people like Teri.”
Teri returns the sentiment, and with a smile,
remembers the days of rivaling against her own
humble beginnings in produce. Auditing seemed
to be catching a mistake or, at times, something
worse, and Teri tells me that she didn’t really
enjoy that part of the job, but Randy and Jim

challenged her in ways that felt more creative and
inspiring.
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“Auditing didn’t build a level of trust between
myself and others. I would rather use my
understanding of numbers and systems to help
create solutions for a variety of issues. Once
I understood that about myself, several key
individuals began to guide my career,” she says.
“Cathy Burns recommended that I work on a
project related to Country of Origin Labeling,
and the Produce Traceability Initiative. I had the
system skills and knowledge, but I didn’t have the
fresh knowledge needed. It’s all building blocks—
one block leads to another block and soon you
have a foundation for a successful career.”

Island,

“

In today’s fast-paced
environment, you
need all the data and
statistics you can get
your hands on.

“

-Teri Miller
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Over the years, Teri has seen a tremendous
amount of change. She takes me back, way back.
As a child, she remembers that the best corn was
only available in July and the best onions were
Vidalias, which were only available during the
summer. Now, we can have those great items all
year long.
“While I appreciate that treat, I don’t know that
those much younger have a true appreciation
of how far the farming industry has progressed,”
Teri tells me. “In the last two decades, consumers
demanded that produce be at its freshest and
most presentable. Now, there are new trends and
expectations like specialty produce, and even
imperfect produce has a place on our plate. It is an
exciting time.”
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Teri thinks produce will go wherever consumers
decide to take it, and she is fascinated to see how
generations have changed in their expectancies. So
what keeps her up at night?
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“What I worry about is the cost efficiencies of
produce. I know that it costs more to grow
produce today than in the past, but customers
are still paying the same as they did five years
ago,” she reflects. “At some point there is going
to have to be a shift so that we can answer the
question, ‘how do growers find efficiencies so they
can absorb the costs and the price point at the
store level?’ Consumers expect low prices while
demanding fresh product, and we need to work
together to make this happen.”
Teri loves corn, so she breaks it down for me this
way: when the market crashed, eight or nine
years ago, consumers were still demanding the
same cost from retailers for an ear of corn. And
today, there are still some of those same prices
throughout produce. While supply and demand,
weather and availability, still dictate pricing, the
costs that growers face are now more challenging
than ever.
If it isn’t cost efficiencies keeping Teri up at night,
she admits, then it’s that there was much she
didn’t know about produce when she first started.
But it is amazing to her, how many people really
don’t understand produce.
“This may be indicative of what our society
has become. We want what we want, when we
want it,” she laughs. “The produce industry has
advanced significantly, but it has yet to become
‘automatic’ or ‘grown at your local farms.’”
When I ask Teri what advice she has for shippers
and suppliers, she notes just how important it is to
know and understand the supply chain from the
ground to the customer’s home. When all parties
can grasp the dynamics of one another’s business,
then there is high probability that a great solution
will be created for any issue.
“Just as your customers tour your farms, tour
the warehouses of retailers/food service, and
learn how your product is handled throughout
the chain until the customer places it in their
shopping basket. It is essential,” she tells me.
Teri grew up in a family business, so she knows
the ropes and understands the demands. Days
are long and, at times, bleed into one another,
and the workweek has been, often times for her,
seven days a week. For Teri, the whole family was
involved. In listening to her suppliers, their lives
have been very much the same.
“My father’s business was, and is, predominantly
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male. As I began to enter the workforce,
my father talked to me a great deal about
relationships. My mother shared her insight as
well. The theme from my parents was to be a
person of your word. I didn’t learn that lesson
right away, but after some tough times, I returned
back to their words and began to apply their
advice to my life… That made it all much easier,”
Teri tells me.
All these reasons eventually began to fuel her
desire to bring more women in produce together.
In Teri’s previous positions in different sectors of
the industry, she never experienced a noticeable
difference between men and women. However,
she does see it in the produce industry. From
her viewpoint, the produce industry has been
predominantly men and women, each finding
their way. For Teri, the biggest struggle for
women is finding their own successful paths, with
the unique contributions that specifically women
can bring to the industry. She notes that from
her experience, her peers are mostly men, and
their growth and development has been much
different from her’s and that of other women.
“So who does that leave us ‘women’ to lean into?”
she asks me. “There are men who can very well
help us. But we need each other to help us create
our path to success in the produce industry.
Someone who can understand the emotions and
thinking that is sometimes unique to women.
That is a huge reason as to why Southern Roots
was formed.”
The intent of Southern Roots is to address
the challenges that women experience, from
stereotyping and access to mentors, to selfdevelopment in a time-crunched industry, Teri
shares.
Southern Roots, the Southeast Produce Council’s
leadership program for women in produce, is a
program that brings industry individuals together
for a unique opportunity in fresh produce.
The program, designed to make meaningful
connections among our industry’s women, hopes
to draw up-and-comers, industry veterans and
pioneers alike. Teri took the reins in 2014 when
the program kicked off and has been helping to
drive its growth ever since.
“The opportunity to meet other women that have
similar stories can offer invaluable lessons and
learning opportunities,” Teri adds.

Teri smiles, “At home, I long for the time
when my house was organized and spotless.
Produce is not an eight to five day, five
days a week. It is so much more than that.
Regardless of your gender, this career takes a
big share of your life.”
Luckily for her, she has had great mentors
in her life to help clear the path. Teri
reflects back on her first conversations
with Jim Corby, who used to tell her,
“You want to be seen differently, and
I can make that happen.” I ask her
to explain to me what that meant.
Teri
tells me that Jim insisted that in
Jim Corby, Vice
order for her to step up to the helm,
President of Produce at
she needed to learn to be a leader. Jim
The Fresh Market
took Teri under his wing and offered
her the support and opportunities to really
gain the knowledge she needed to rise to the
occasion.
“Teri has always had a great passion and
enthusiasm for the produce industry,” Corby
says. “She enjoys the interaction of the
supply chain and what it takes to move
product from farm to fork.”
As for her partner in crime, and in life,
Johnny Miller is truly who makes her
smile. “My wonderful husband,
and supply chain expert, taught
me more than any one
person about the grocery
business and how to
treat people. It was

“

“

The opportunity to
meet other women
that have similar
stories can offer
invaluable lessons
and learning
opportunities.

through our conversations, whether over the
dinner table or at work, that I really received
those insights I needed to advance my career.”
Teri encompasses a unique position in the
male-dominated retail space, but it has been her
complementary assets of going with her gut and
listening to the numbers that truly sets her apart.
Teri laughs as much as she mentors over the
phone as we talk. It is no wonder she is a leader
in her industry, but she’ll be the first to tell you
that it takes a diverse community of produce
industry innovators to accomplish what Food
Lion has achieved.
Positioned for continued success while remaining
focused on its approach to offering the freshest
products at an affordable price, Food Lion is
determined to stay at the head of this “pride.”
And with Teri Miller present at the
helm, the future
looks more fruitful
than ever.

up
close
INTRODUCING WINDSET FARMS® NEW SNACKING TOMATOES.

b

old and flavorful. This is
what Windset Farms® aims
to achieve this year with the
introduction of its new, easy-touse, resealable Top Seal family of
packaging. Not only does this new
look showcase the fruit itself and
prolong shelf life, it also offers a
more portable and vibrant option
for the produce department and its
diverse group of shoppers. Windset
is a leader in sustainable growing
practices, and the new packaging
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complements the company’s
commitment to the environment.
Windset has debuted two new
snack-sized tomato varieties to
elevate its product mix as well. In
an effort to bring more choices to
the greenhouse tomato category,
Windset is now shipping the new
and exclusive Cameo® Elite and
Tango™ varieties to retailers across
North America. Cameo® Elite is
an Axiany variety that presents an

exceptionally sweet and tangy
taste to be enjoyed on its own, in
salads, and in cooked preparations
as well. An exclusive Nebula
variety to Windset, the Tango™ is a
flavor-forward cherry tomato that
showcases exciting sweet flavor
with a big crunch. Try them on-thego, in salads, or as snacks. For more
delicious menu ideas with these
varieties, visit www.windsetfarms.
com. Check out CPMA booth #841
to try the new varieties.

2016

CPMA
BY JESSICA DONNEL

" p roduce is all about
relationships. "

I

f you’ve been in the industry long enough,
chances are you’ve heard that phrase spoken
by a mentor or a colleague. If you ask me, that
phrase’s meaning is never more clear than when
you look at a gathering like the Canadian Produce
Marketing Association’s (CPMA) Annual Convention
and Trade Show. Both intimate enough to create
meaningful connections with industry members
and with the community-focus to build a coalition
with Canada’s thriving agriculture industry, CPMA’s
convention is a unique breed of a networking
opportunity. And when I talk to Association
President Ron Lemaire, it’s easy to expect that this
year’s show in Calgary will be no different from its
predecessors.

“We’ve always aimed at hosting a boutique-style
event where you are together with the community,
the exhibitors, the delegates, all the way to the
retail participants,” Lemaire tells me when I
ask him what makes the association’s event so
distinct. “Produce is absolutely about relationships,
and CPMA’s convention structure is built so that
participants are engaged in all the elements so that
they have as many opportunities to connect as
possible and make business.”
From new convention timing and new pilot
programs, to the scheduling of Keynote speaker

A rle ne D i c ki ns on
Keynote speaker & business virtuoso

and business virtuoso Arlene Dickinson, it seems
as if CPMA is doubling down on its commitment to
cultivate those connections, as well.
For the first time since the convention’s inception,
the trade show will be shifting from its typical
Wednesday to Friday format, to a mid-week
Tuesday to Thursday design. This strategic move
is something CPMA’s leadership refers to as a
response to cater to the growing demographic of
younger produce industry professionals who are
aiming for a better work-life balance. This comes
with the added benefit of fostering the attendance
of foodservice professionals—another sector of
growing importance in the produce industry.
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AT A GLANCE
BI G CHANGE THIS YEA R. . .

Tuesday–Thursday

3000+

participants
from all segments of
the produce industry

in 2015...

293

exhibitors

21

countries

Countries represented in CPMA 2015 included

USA, Canada,
M exico, AND m ore
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Perhaps the most radical improvement to CPMA
2016’s lineup, however, is not the new time but a
first-of-its-kind pilot program that puts registered
dietitians closer than ever to the industry that
provides the food they so expertly recommend.
On the Thursday before the convention’s close,
CPMA will be hosting a special seminar for dietitians
hosted by Carol Dombrow, RD. This session will be
free to dietitians in the Calgary area and will serve
to educate and share best practices when it comes
to encouraging the consumption of fruits and
vegetables. The dietitians will finish the day with
free time on the trade show floor to meet with the
industry and network.
“Dietitians are beginning to play a bigger role in
Canada at both retail and the public health level,”
Lemaire continues as I press him for the details.
“There is a great disparity of knowledge within the
dietitian community, not about the nutrient value of
the fruit and veg products, but about what it takes
to get produce to the store. Right now, dietitians
are far removed from the farm and production
processes, so we’re asking ourselves, ‘How do
we re-engage those dietitians so they are better
informed to talk about things like GMOs, organics,
trends in the market, what's new and innovative—a
range of elements that introduce the industry to
the dietician, as well as introducing the dietitian to
the industry.’ We will be taking a small group into
our fold this year in Calgary and expect it to expand
from here as we go to Toronto and beyond.”
CPMA is no stranger to innovative solutions to
engage those less-than-optimally-developed
sectors of the produce industry either. Now in
its fourth year and its first time in Calgary, the
association’s two Retail Produce Manager Sessions
are brimming with key local produce professionals.

These sessions are free, and offer key insights into
innovations in produce and how to continuously
demonstrate value to customers.

BUI LDI N G R ELATI O N S HI P S

“We want to go beyond just the buying part of the
business, but also into stores directly,” Lemaire
explains. “Four years ago we introduced our Retail
Produce Manager Sessions as a key piece in
answering the question, ‘How do we educate the
front lines of the industry that are directly involved
with the consumers?’ Our new session for dietitians
is absolutely an extension of that.”
And if it’s not relationships CPMA is fostering, it’s
certainly education, as you can probably already
glean from the association’s instructive programs.
An essential part of that educational component
being the selection of a keynote speaker. Vaulting
off the success of last year’s Speaker, Ron Tite
of Kraft, Microsoft, and Johnson & Johnson
advertising fame, Lemaire tells me the addition
of Canadian business powerhouse and Dragon’s
Den star, Arlene Dickinson, will give the produce
industry a glimpse of how to take outside business
strategy and turn it into opportunities for our own
success.
“Arlene is one of the foremost marketers in our
country and one of the members of the Shark
Tank-esque TV show, The Dragons Den,” Lemaire
says. “She’s a known entity in the country, and
is going to provide members with a key focus on
how to build business and what makes success.
With the amount of success that she’s experienced
throughout her career, we think she’ll be able to
share knowledge that goes beyond just produce.
It’s so important for us to understand how we
can bring business knowledge from outside the
industry to improve how we function and how we
market to consumers.”
At this point in the article, you’re probably
convinced this event will be just what Lemaire
says it is—“An outstanding business program
and a journey into the country’s vibrant produce
community.” While this will be CPMA’s final major
trade show in the city of Calgary, there’s no
doubt this will be one of the association’s most
professionally valuable congregations yet. Don't
miss an amazing final send off to the Calgary
market, and a chance to cultivate the produce
industry’s most valuable currency—relationships.

CPMA 2016
WHEN?

April 12–14

WHERE?

Calgary, Canada

For more information, visit www.convention.cpma.ca

THESNACK.NET / 65

