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easy munching celery and dip, 
ready to take anywhere your 
customers go!
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available in Ranch, Light
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peanut butter pouch, 
a popular snack 
that is quick & 
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Duda Farm Fresh Foods is thrilled to bring a new and exciting 

Dandy® Celery Snack Line to the produce department that is sure 

to grab the attention of your shoppers (and snackers)! Developed to 

satisfy the quality and convenience that shoppers are seeking, our 

new items fuel busy lifestyles with healthy and delicious snacks. 
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THE WHARF MARKETPLACE “TWM” LETTUCE CUPS

1 bag of  Artisan Romaine 3-count bag

½ cup of  pickled onions, chopped

¼ cup of  cheddar cheese, shredded

¼ cup of  cilantro, chopped

¼ cup of  sour cream

½ cup of  tomato, chopped

3 boneless/skinless chicken breasts

For chicken marinade:

2 tbsp extra virgin olive oil

1 pinch salt

1 pinch pepper

¼ cup fresh cilantro/parsley

Artisan Romaine 
Lettuce

Yields: 12 individual cups

Cut out the core of  the Artisan Romaine Lettuce.

Separate the leaves and rinse with warm water. Towel dry and   
set aside. 

For an extra crispy crunch, chill washed Artisan Romaine leaves in 
the refrigerator for 30 minutes before prepping. 

Marinate chicken breasts for 20 minutes (see chicken marinade).

On medium heat, BBQ chicken at 165℉. Depending on BBQ , 
usually 5 minutes on one side. Flip and finish for 5 minutes.

Once finished, set aside to cool. After cooling, cut chicken into 
small cubes.

Top each Artisan Romaine leaf  evenly with cubed chicken, tomato, 
cheese, pickled onion, and cilantro. 

Add a dollop of  sour cream to taste.

1
2

3

4

6

5

7

8

Recipe created by Chef  Jesus Rocha of  The 
Wharf  Marketplace in Monterey, CA. For more 
delicious, healthy, & easy-to-prepare recipes visit 
www.familyfarming.taproduce.com.

Visit The Wharf  Marketplace on your 
next visit to Monterey!

INGREDIENTS DIRECTIONS
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BRIANNA SHALES
Communications Manager, Stemilt

MY FAVORITE THINGS

Apples, pears, cherries, and stonefruit aren’t all that Stemilt has to offer. From 
Fantasy Football to Stitch Fix and French Press Coffee, we took a beat and 
sat down with the Wenatchee, Washington-powerhouse’s Communications 

Manager to ask her—what are a few of  her favorite things?

7 Running

6 Stitch Fix4 French Press Coffee

1 My Family

8 Fantasy Football 9 WSU Cougars

5 The Ocean

Kath Eats Real Food Blog32 Thai Food

3

6

2

4

1

      I like a good 
espresso, but this is 
how I enjoy my cup 
of  joe at home.”
“

“Hands down my 
favorite thing of  
all. I’m lucky to 
get to raise two 

adorable boys with 
my husband.”

”
“      I usually get Pad Thai to 
share with my son, but enjoy 
other noodle dishes too.

“My preferred 
workout. I like how 

it clears my mind 
and lets me focus on 

the moment.”

“I enjoy seeing what the 
stylists come up with and 
getting to try items on at 
home is icing on the cake!”

       I’m obsessively 
checking my phone on 
Sunday to hopefully see 
the points rack up! ”
“8

9
“I’m a proud alum 
and not ashamed to 
admit that the Coug 
fight song was one 
of  the first I taught 
my oldest son!”

“I love reading 
food-centric 
blogs to 
gather and 
recreate ideas 
for Stemilt’s 
consumer blog, 
The Stem.”

7

“I love the smell of  the ocean. Luckily, 
living on the West Coast gives us lots of  

chances to vacation near the water.”5
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Begonia Mix

Buzz Buttons™

Chocolate Bellflowers

Endive Violet Flash™

Micro Orchids™

Squash Blossom

Firestix™

Flowers
N ew York, Paris, San Francisco, Dubai—these are just a handful of the cities 

where a culinary trend is delighting both eaters’ mouths and eyes. Edible 
Flowers, while they have existed since the dawn of time, are continuing to 

be recognized for the value they can lend to the culinary arts, and providing chefs 
with a way to present a carnival mix of colors and flavors to their dishes.

As beautiful and unique to the 
eye as they are to the palate, 
edible flowers are one more way 
we can bring the flavors of nature 
to our food. Edible flowers are 
a trend that appeals not only 
to millennials who are always 
craving the next innovative thing, 
but also to older generations 
who covet food that’s real and 
authentic.

While some flowers are purely 
decorative, you can also use these 
items as a new way to imbue a 
floral punch into dishes you may 
have already had a million times 
before. From adding the tart flavor 
of a hibiscus to a cocktail, or 
highlighting fall flavors into a soup 
with squash blossoms, or infusing 
rose petals into a delicate frosting, 
the versatility of edible flowers are 
far beyond what chefs originally 
believed when this trend popped 
up in the 80’s. And although 
Endive Violet Flash™ isn’t exactly 
a flower, we thought its vibrant 
flavor profile and versatility 
deserved to grace this beautiful 
bunch as well.

Yes, top restaurants across the 
globe have already jumped 
on this fresh and flavorful 
bandwagon, but what about the 
rest of us? Companies like Fresh 
Origins and Melissa’s Produce 
are at the forefront of bringing 
these products to stores near 
you, taking those picturesque 
and flavorful dishes out of the 
magazines and into your kitchen. 
Before you know it, your own 
kitchen could be home to the 
orchid cocktails, rose-flavored 
desserts, and hibiscus teas of 
some of your favorite chefs.

by Jessica Donnel
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D
ouble Diamond Farms’ mini 
cucumbers are debuting a 
new look this year, with a 

redesigned packaging option that 
appeals to both the on-the-go 
consumer and the health conscious 
snacker. This new 1 lb. pouch bag 
for mini cucumbers is designed with 
a reinforced handle, a resealable 

a closer look at DOUBLE 
DIAMOND’S MINI CUCUMBERS.

up
close

zipper, and features an easy-to-
make recipe and link to Double 
Diamond’s website cookbook. 
By reinforcing the handle, the 
company has been able to reduce 
the gauge of the plastic without 
affecting the strength, while also 
reducing plastic-use by 10 percent. 
Along with offering superior flavor 

and quality, these mini cucumbers 
are also Non-GMO Project 
certified. A smaller and sweeter 
variety, sometimes called Persian 
Cucumber, Double Diamond’s mini 
cucumbers are growing in popularity 
with retailers throughout the North 
American market and are also 
available in 6- and 4-count trays.
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INTERVIEW
DO’S AND DON’TS

iring new people into your company, 
in many respects, is as scary as 
letting someone marry into your 
family. So how can you get a read on 

them in a short interview? Here’s a few do’s 
and don’ts to keep in mind while searching 
for the next fit in building the future of your 
business.

Get to know the person
There is plenty of time to jump into business. 
Take a few minutes to get to know each 
other. Where are they from? What do they do 
for fun? What are their passions? Find some 
commonalities and connect on a personal 
level first. Does this candidate fit the culture 
and personality of your team/company? You’ll 
get some clues at this stage.

Postpone judgment
Statistically, people are inclined to judge 
someone they just met within three minutes. 
An interview is the easiest place to fall into this 
trap because the entire process is about trying 
to judge someone in a short amount of time. 
It’s also the worst environment to make an 
early call because it takes the candidate longer 
than those initial minutes to relax. Give the 

H interviewee time to settle in so you can postpone 
judgment until the end of the appointment. On the 
opposite end of the spectrum, some candidates go 
into an interview very prepared and “on their game.” 
Candidates are like onions, and can have many 
layers. Great interviewees are not always great 
employees. Conversely, there are people who are 
terrible in an interview but fantastic employees. 

Plan your questions
You only have a small window to see how they 
will fit in with your company, so try to keep the 
conversation focused on how this person performs. 
One way is to ask about a project they worked on, 
then follow up by asking what role they played on 
that project and why. This will give you insight into 
the role this person is prone to playing. Behavior-
type questions are excellent. “Tell me about the 
time when…” or “Give me an example of…” What 
motivates or drives them? Where are their blind-
spots?

Open-ended
Open-ended questions are recommended over yes 
or no questions. Let them explain. Be sure to let 
them talk, even if you are tempted to help them 
complete a thought. Remember, you are there to 
listen first. 

For employers



Maintain consistency
Once you have laid out topics you want to cover 
while interviewing, consistency will make it 
easier to measure candidates equally. It also 
helps to write down responses from those 
candidates to remember and compare later 
when you may not be able to recall what it was 
about them individually that won your interest. 

“Apples to apples,” as we in produce like to say.

Throw curve balls
“Curve ball” questions show you how well 
someone thinks on their feet. Try to ask a 
question that is vague and has no correct 
answer, like, “When lost in a maze, would you 
turn left or right? Tell me why.” Clearly it’s not 
something you can get wrong, and the real 
answer is revealed in how they got to that 
conclusion. You’d be surprised what people 
will say, and how you will feel about it. Another 
tactic is to move around to various subjects and 
observe how your candidate is able to keep pace, 
change subjects, and perhaps even course-
correct while thinking on their feet.

Questions from candidates
Be sure to provide time for your candidate to ask 
questions about anything they wish regarding 
your company and the position. Candidates are 
also there to figure out if they want to work with 
your team, too. The type and quality of their 
questions can be quite revealing, indicating 
issues such as the level of preparation they 
conducted prior to the interview, their focus and 
priorities, their intellect, their ability to be direct 
and/or broach sensitive issues, and more…

Tired of the same old 
interview Q&A sessions?
Try using a pre-employment assessment 
tool. Have the candidates take a pre-
employment assessment prior to the face-to-
face interview. When they arrive, share the 
results of the assessment and discuss the 
assessment’s conclusions. Even the most savvy 
of interviewees will not have their “canned 
responses” prepared for this discussion. It 
really brings a whole new transparency to 
the interview. It’s interesting to see how one 
responds to discussing the speed at which they 
solve problems, for example. 

Two important final questions
1. Do you have any concerns that we need to 
discuss?

2. Is there anything else that we did not talk 
about, that I need to know? 

These are just a few broad strategies regarding 
interviewing. The fact is that there are many 
strategies, tactics, techniques, and methods 
utilized in interviewing. Like most interactions 
in life, it’s important to be aware and know your 
audience. Listen and be sensitive to what and 
how subjects are discussed. If at all possible, and 
especially with key positions, have more than one 
person interview the candidates. A well-prepared 
panel, from various departments, can provide 
a great perspective. And if this person is hired, 
everyone on the panel will feel more compelled to 
help the new team member succeed.

Rex Lawrence, Founder and President of Joe Produce, 
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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VICTORIA NUEVO-CELESTE

Victoria Nuevo-Celeste is a marketing business professional with 
over fifteen years of experience providing brands with strategic 

vision and innovation. Born in Madrid, Spain, she brings a 
unique and wellness-focused perspective to her work within the 
produce industry that resonates within the many initiatives she’s 

spearheaded.



by Jessica Donnel

VICTORIA NUEVO-CELESTE
WHEN THE STARS ALIGN



I t’s about building not only a brand image, but a brand 
story,” Victoria Nuevo-Celeste explains to me from her 

Pasadena, California desk. “This is something that’s been 
thriving in consumer packaged goods (CPG) for a long time. 
The questions I am trying to answer now are, ‘how do we 
do this in fresh produce?’ And ‘how can this help different 
categories to diversify their messaging?’” 
 
And really, how do we transfer successful CPG marketing 
strategies to the produce industry? If  there is ever the perfect 
storm of  a person to answer this question, it is Sun Pacific’s 
Vice President of  Marketing, Victoria Nuevo-Celeste. A 
veteran of  more than 15 years in CPG marketing and 
celebrated strategic brand planning guru, Victoria’s diverse 
career has offered her the wide array of  skills that give her 
the confidence to take on one of  produce marketing’s most 
pressing challenges—giving produce brands an effective 
narrative.

“I come from the competitive arena of  CPG marketing, so my 
focus at Sun Pacific has been to develop strong brands that 
stand out in the marketplace. To do this you must find a way 
to connect with a consumer emotionally, but do it in a way 
that’s still innovative. The narrative has to resonate,” Victoria 
explains. “Cuties, Mighties, and now the Vintage Sweet 
Navel Oranges, have all created a story that this generation 
of  millennials is craving. It’s authentic, it’s helping the health 
of  America, and it has people thinking about a sustainable 
future. This is where we’ve found strength.” 
 
Victoria’s produce career, though still in its infancy, is 
continuing to grow with the now iconic campaigns she 
has spearheaded during her two years with Sun Pacific. 
The Cuties mandarin campaign and partnership with 
McDonald’s, along with the dynamic Mighties Kiwifruit 
initiative, have both been projects that have been drawing 
all eyes across the industry and consumers alike since their 
inception. 
 
And her agenda is now more full than ever as she sets up 
big plans to take Sun Pacific to a level it’s never approached 
before. Just a few things she and the company are planning 
include expanding production of  Cuties mandarins to 
meet its ever growing demand, tripling Mighties Kiwifruit 
production by 2025, pushing harder to market the new 
Vintage Sweet high-brix navel orange program, and the 
fast approaching debut of  the yet-to-be-named table grape 
program to come in the near future. 
 
You might think that after the decade and a half  of  successes 
in CPG marketing, Victoria’s foray into the produce sector 
was just happenstance—but then you may not know Victoria 
very well. For the remarkably driven marketing powerhouse, 
an impressive career isn’t something that happens by mistake, 
but is instead a concerted effort to take matters into her own 
hands. In fact, the career she mapped out for herself  couldn’t 
have matured any further from Sun Pacific’s Southern 
California citrus orchards. 
 

“Well, as you can probably tell from my accent,” she laughs, 
“I’m originally from Spain where I got started out with my 
degree in law. But having grown up with a Spanish mother 

“ 
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Victoria with Mighties Kiwi Operations Team

A fresh case of Cuties being packed at Cuties Packing 
House in Maricopa, CA

Mighties Kiwi being packed at Mighties Packing 
House in Tulare, CA

 Victoria with Bailey Lauerman (Ad Agency Team)

Victoria and Bob DiPiazza, President of Sun 
Pacific, at PMA 2015

who took the time to teach me about the nutrition of  each part of  
a meal, I was always acutely aware of  the importance of  looking at 
what we put into our bodies.” 
 
Equipped with Spain’s rich food culture and mindfulness about 
nutrition, health, and fitness, Victoria tells me that her journeys to 
the United States were particularly instrumental in what informed 
her decision to make the jump to food marketing.
 

“One of  the things that really surprised me the most were the 
food choices Americans were making,” Victoria points 
out. “Being such a richly fertile country and not 
celebrating that to the fullest absolutely inspired 
me to look towards a career that would help 
to combat that every day.” 
 
And it didn’t take long for Victoria to find 
her target once she set out for it. Dorn 
Wenninger, now holding prominence 
as Walmart’s VP of  Produce and Floral, 
quickly took her under his wing during 
his tenure as Chief  Administrative 
Officer of  Chiquita. Dorn was an 
important proponent for Victoria’s early 
career, she explains. 
 

“Dorn was pretty instrumental in my career; he 
was the one to give me my first job in the United 
States,” Victoria shares. “Dorn was a phenomenal 
advocate for me at the time and I have always kept that in mind 
throughout my career.” 
 
Following the break she got from her work with Dorn and 
Chiquita, Victoria set her sights on Southern California and on 
Nestle, where she spent over a decade finding unique and powerful 
ways to market everything from Friskies Cat Food, to Butterfinger, 
rising to the ranks of  Marketing Manager for Nestle Hot Cocoa 
and Nestea, as well as the company’s juice brand, Juicy Juice. 
While she was always good at what she did, and the experiences 
she got at Nestle were diverse, Victoria couldn’t help but reminisce 
on her mother’s kitchen back in Spain and the nutrition lessons she 

received there. Was her current employment really holding close 
to her values of  improving health and wellness? This is when she 
made the jump to PepsiCo’s Naked Juice brand, and eventually—
Sun Pacific. 
 

“I was at a point where I was ready to focus on brands more 
aligned with my goals of  health and wellness,” Victoria shares with 
me. “Pepsi’s Naked Juice was certainly a springboard, but it wasn’t 
until I read an article about the work that Sun Pacific was doing 
in the produce industry that I was really inspired to reach out and 

take a risk.” 
 

And what was that risk she refers to? The first 
thing she did after reading that article was pick 

up the phone and call Bob DiPiazza, Sun 
Pacific’s President, and offer him her well-
seasoned marketing chops. Victoria says 
the opportunity she has had to be close to 
Bob and his wealth of  ongoing industry 
knowledge and connections, has been one 
of  the reasons for her great success. 
 

“One of  the things I’ve always been ready 
for is opportunity, just like this opportunity 

with Bob and Sun Pacific. A strength of  
mine is that anything like this that came my 

way, I was ready to take,” Victoria explains. “You 
may get lucky and receive an opportunity, but you 

have to be ready to take it. A lot of  people pass up those 
opportunities, but taking them is something I’ve always done.” 
 
While Victoria says she’s been particularly inspired by the slow 
food movement (meaning the opposite of  fast food) and the shift 
from center store to the more artisanal and carefully curated 
perimeters of  the store, like fresh produce, for the Sun Pacific 
marketing story, she also cites the people of  the produce industry 
as an invigorating force behind how her marketing plan came to 
be. 
 

“Of  course, my experience in CPG has greatly informed how 
I operate Sun Pacific’s marketing plan, but it’s also inspired by 

“

 
One of the 
things I’ve 

always been 
ready for is 

opportunity.
Victoria Nuevo-Celeste

“
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MIGHTIES 
KIWIFRUIT

NESTLE HOT COCOA

VINTAGE SWEETS 
HEIRLOOM  

NAVEL ORANGES

the sheer talent and expertise of  
the people at Sun Pacific,” says 
Victoria. “Everyone here has a desire 
to contribute to the outcome and 
every individual pushes to develop 
our overall goals and culture. The 
produce industry, in general, is so 
much more modest and transparent 
than CPG, and that’s part of  what 
pushes me to create brands with 
integrity.” 
 
One person who stands out to 
her when I ask her who has most 
influenced her professional life 
recently? Greg Steltenpohl, CEO 
of  Sun Pacific’s sister company 
Califia Farms, whom Victoria works 
closely with to head its marketing 
department. Not only did he establish 
Califia with the help of  Sun Pacific 
in 2010, he also co-founded the juice, 
smoothie, and nutrition bar giant, 
Odwalla. 
 

“He’s a prolific innovator and an 
entrepreneur,” she lauds. “He’s 
the perfect mix of  a 20-year-old’s 
ambition and creativity, but with 
the business knowledge and record 
of  someone who has been in the 
industry for over 35 years. He’s the 

ideal mix of  the right brain and the 
left brain and it shows in what he is 
creating for Califia.”

Califia Farms is where Victoria says 
she gets to be a marketing pioneer. 
With 55 products on the market and 
another 20 in development for 2016, 
she is preparing herself  for massive 
growth in the health-conscious 
beverage company. The message for 
Califia, not too unlike her messages 
for the Sun Pacific brand, is that 
this will be the plant-based beverage 
company of  the future. She wants to 
say goodbye to big name companies 
who have become out of  touch with 
their consumers, and plans to take 
on her former employers PepsiCo 
and Nestle’s outdated brand 
portfolios. 
 
Victoria and Sun Pacific have quite 
literally put a face to their marketing 
plans for both Cuties and Mighties, 
as you’ve seen above. Now with 
the futures of  both Sun Pacific and 
Califia Farms in her hands, there’s 
no doubt this force of  pure strategic 
power will continue to shape both 
how we eat, and how we market in 
the years to come. 
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KUMATO ® CAPRESE BACON SCRAMBLE

For tomato preparation:

4 SUNSET® Kumato® tomatoes, sliced in wedges

2 tbsp fresh basil, chopped

¼ tsp sea salt

½ tsp fresh garlic, minced (optional)
Fresh-cracked black pepper

For eggs and bacon:

4 eggs

4 strips bacon, cooked and crumbled

1 ball fresh mozzarella cheese, diced, or ¼ cup 
shredded mozzarella
Fresh-cracked black pepper
Vegetable oil

SUNSET® brown 
tomatoes

servings: 2

In a small bowl, mix the tomatoes, basil, garlic, ¼ tsp sea salt, and 
fresh-cracked black pepper to taste. Set aside.

In a separate bowl, whisk the eggs well. Season with salt and 
pepper to taste.

Heat a small nonstick skillet over medium heat and lightly coat the 
pan with oil. Add the egg mixture to the pan and, when eggs start 
to set, gently push cooked egg toward one side and let uncooked 
egg flow onto the pan bottom. When eggs are almost done, dot 
eggs with cheese and cooked bacon and cook until eggs are done 
and cheese is melty.

Divide eggs between serving plates and top each serving with half  
of  the reserved tomato mixture.

Tip: Serve with grilled rustic bread.

1

2

3

4

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

KUMATO® is a registered trademark of a Syngenta Group Company.

MIGHTIES 
KIWIFRUIT

NESTLE HOT COCOA

VINTAGE SWEETS 
HEIRLOOM  

NAVEL ORANGES

INGREDIENTS DIRECTIONS

WTF { what the fork }

!is for breakfast...
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can’t count how many times I’ve been distracted 
by a text message or email on my phone while 
driving. We’re all guilty of it.

For as long as I can remember, self-driving cars had 
been a long-awaited and unfulfilled sci-fi fantasy of 
mine. Who wouldn’t want to cruise around the world at 
their leisure without having to worry about directions, 
gas, or (knock on wood) traffic accidents? The car of 
the future is long overdue, and though it may not yet 
glide through the skies, Google’s self-driving car may 
be the next in a series of innovations from Tesla, Ford, 
and many others, all leading to a huge evolutionary 
step in how we think about transportation. What if you 
could get your produce from Point A to Point B at the 
push of a button? Or finally answer emails, text, or call 
your colleagues while on the road? Say no more. Meet 
Google’s driverless electric vehicle.

Your first thought may be that it looks like a 
marshmallow. Believe it or not, it’s meant to look 
unassuming, and yes, even cute. Built from the ground 
up and designed to put its passengers and other 

drivers on the road at ease with its round, Disneyesque 
construction, Google’s prototypical self-driving car has 
been seen coasting the streets of California and Texas 
at a brisk 25 miles per hour while carrying up to two 
passengers at a time. Though its capabilities are very 
limited at the moment, the technology behind this 
vehicle could trigger a massive shift in how people and, 
potentially, produce can be transported.

According to Google, as soon as the car turns on, it 
scans the environment using a combination of sensors 
and software to locate its position. The sensors, aided 
by lasers, radars, and cameras, detect the objects 
around the car, while the software helps to recognize 
objects such as other people, cars, traffic lights, and 
road signs. The software then predicts how those 
objects may react, such as another car changing lanes 
or a cyclist swerving through traffic, and then adjusts 
accordingly. No steering wheels or gas pedals required.

Google has spent years testing its cars on numerous and 
varied complex driving scenarios so that its software 
would adopt a defensive driving style that can protect 

GOOGLE’S 
SELF-DRIVING CAR

Prototype vehicle, December 2014

BY C H R I STO F E R  O B E RST

20 / FEBRUARY 2016

FUTURE TECH



its passengers and other road users. It’s a familiar 
behavior that anyone would be comfortable  
with seeing.

Though Google’s self-driving technology is far, 
far away from being incorporated with other 
vehicles, it’s fun to think about how it can be 
utilized to benefit agricultural businesses. If 
you’re a produce road warrior, think about how 
much time you could save working on other 
projects without having to worry about driving. 
No longer will your focus be divided between 
your phone, other passengers, and the road. On 
the operational side of the industry, Google’s self-
driving car may open up a whole new window of 
productivity and a ton of reduced stress. Who 
knows? Maybe Google’s technology will inspire 
other businesses to incorporate self-driving vehicles in 
their fleet. In fact, self-driving trucks already exist, thanks 
to German company Daimler AG.

Nevertheless, it’s unlikely that human drivers would be 
completely replaced and Google’s car isn’t intended to 
replace the tried-and-true vehicles we know of today. In 
fact, you may not see fully automated, self-driving cars in 

usage until 2020 or so. One thing that’s interesting to 
note - in January of 2016, the Obama administration 
proposed a 10-year, $4 billion plan to advance 
the development of self-driving cars. It is unclear 
how these funds will be spent as of the time of this 
article, but there is a good chance more testing will 
be involved. If you ask me though, being able to take 
naps and do business on those long road trips sure 
sounds like a great selling point.

German company Daimler AG 
has already unveiled its own 
self-driving commercial truck 
in 2015, helping to reduce 
accidents, road congestion, 
and fuel consumption.

SENSORS
Lasers, radars, and 

cameras detect objects 
in all directions ROUNDED SHAPE

Maximizes sensor
field of view

COMPUTER
Designed 
specifically for 
self-driving

BACK-UP 
SYSTEMS 
For steering, braking,
computing, and more

ELECTRIC  
BATTERIES

To power 
the vehicle

INTERIOR
Designed for 

riding, not for 
driving

GOOGLE’S 
SELF-DRIVING CAR
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PEAR AND FONTINA QUESADILLA WITH CARAMELIZED ONIONS

Yields: 4 servings  
(half a quesadilla per person)

Heat a large skillet over medium high heat, add the oil, onions, and a 
pinch of  salt, and stir occasionally until the onions begin to brown slightly. 
Turn the heat down to medium low and cook, stirring frequently to 
prevent burning, until the onions are are soft and golden brown, about 
15–20 minutes. Take the onions off the heat and set aside.

Halve the pear, remove the core and slice each half  into ¼-inch slices.  
Set aside. Cut scallions into ¼-inch rings.

Pre-heat a heavy bottom pan, or cast iron skillet, over medium heat. 

While the pan is heating, assemble the quesadillas; lay a slice of  fontina 
cheese on one half  of  a tortilla (it helps to cut the cheese in half), put half  
of  the caramelized onions on top of  the cheese, layer half  of  the pear 
slices on top of  the onions, top with another slice of  cheese, and fold the 
tortilla over creating a half  moon shape. Repeat with the second tortilla.

Spray the hot pan with non-stick spray and carefully place the quesadillas 
in the pan; you may have to cook them one at a time depending on the size 
of  your pan. Let cook for 3–5 minutes or until brown on the bottom, flip 
over, and cook the other side just until browned and the cheese has melted, 
about 3–5 minutes longer. Drizzle with olive oil just prior to serving.

Transfer the quesadillas to a cutting board, let cook for a few minutes 
before slicing in half  or into quarters, serve warm.

Quesadillas will last up to 2 days in the refrigerator, 
wrapped well or in a zip lock bag.

1

2

3
4

6

5

7

2 large whole wheat tortillas or wraps

4 slices of  fontina cheese (about 4 oz)

1 large pear, ripe but firm

2 cups thinly sliced sweet onions  
(1 large or 2 medium onions)

2 tbsp of  high heat oil, such as  
grapeseed or avocado oil 

Pinch of  salt and pepper

Recipe by Meg Raines. For more  
delicious, healthy, & easy-to-prepare  
recipes visit www.chelanfresh.com.
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up
close

T
he company that brought you 
chopped salad kits is excited to 
introduce its latest addition—the 

Greek Chopped Salad. Taylor Farms’ 
new chopped salad kit will take your 
consumers to the Greek Islands. 
The new chopped salad includes a 
delightful balance of fresh vegetables 
with traditional Greek ingredients. The 
recipe combines fresh grape tomatoes, 
Greek green olives, fresh herbs, and 
flatbread chips with a tangy and not-
too-sweet Greek salad vinaigrette. 
Taylor Farms chopped salad kits sell 
faster than the competition and it 
is because the company’s recipes 
have unique vegetable-based blends, 
providing a delicious eating experience 
in each bite. Chopped salads now 
represent over $330 million nationally, 
comprise 32 percent of total U.S. kit 
salad dollar volume, and are driving 
the salad segment growth, especially 
kits, on a national basis. The Taylor 
Farms chopped salad items will 
continue to resonate with consumers 
and help drive growth going forward.

Introducing Taylor Farms' 
Greek Chopped Salad kit.
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MANGOs 

TOTAL gains due to NATIONAL  
MANGO BOARD programs

Highest dollars ($309):

Highest volume (320 units):
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AVERAGE VOLUME 
PER STORE PER WEEK

by the numbers 

Mango dollars and volume per 
store per week increased in all 
nine subregions:

+11%

+31%

+16%

+8%

Mango dollars 
per store per week

Mango volume 
per store, per week

(all-time record high)
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per store per week
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ine elevates any meal, and, 
paired with the right food 

and company, it can make for an 
amazing experience, and at the very 
least, a flavorful one.  Let’s be honest, 
wine goes with everything. And in an 
industry of fresh produce abundance, 
our meals are no different. Wine 
complements a variety of fruits 
and vegetables, but mostly we are 
finding more and more of our clients 
pairing libations alongside produce.  
Whether we are sitting down with 
clients over dinner, or eating a 
homemade sweet potato hash with 
fennel, a good glass of wine will not 
go unappreciated.

Castle Rock’s Al Good knows this all 
too well. Nestled in beautiful Paso 
Robles, California, Al and his team 
at Shale Oak Winery cultivate two 
vineyards totaling approximately 84 
producing acres and 114 acres gross. 
Both are farmed using sustainable 
practices, with careful attention 
paid to energy efficiency, water 
cleanliness and conservation, safe 
pest management, and wild habitat 
preservation.

As we make our way through the 
hustle and bustle of 2016, we suggest 

W you try Shale Oak’s 2012 Zinfandel. 

This vintage is balanced beautifully 
with small amounts of Syrah, Petite 
Sirah, and Petit Verdot, and offers 
aromas of tobacco and cherry 
liqueur. Not your usual Paso jammy 
Zin, this wine warms the belly with 
deep dark fruit flavors and a relaxed 
mellow spiciness that is nicely 
balanced by bright acidity. The Zin is 
aged in 30 percent new French oak.

This year, Shale Oak entered eight 
varieties into the famed California 
Mid State Fair, a timeless San Luis 
Obispo tradition since 1946. Of those 
entries, seven medaled. The one to 
take home the gold was the 2012 
Zin. In addition, Shale Oak medaled 
across the board for its ten wine 
entries in the 2016 San Francisco 
Chronicle Wine Competition with the 
prestigious Double Gold Award given 
to the 2012 Shale Oak Petit Sirah and 
2012 Shale Oak KA. Those wines that 
received the Silver Medal this year 
were the 2014 Shale Oak Albariño, 
2014 Shale Oak Viognier, 2013 Shale 
Oak SUI, 2014 Shale Oak Rosé, 2012 
Shale Oak Zinfandel, 2012 Shale Oak 
Petit Verdot, and  2012 Shale Oak 
KU.  A Bronze Medal went to the 2014 
Shale Oak Grenache Blanc.

LIBATIONS

by jordan okumura

FOR ALL OCCASIONS:
shale oak 2012 zinfandel



t’s a rare produce buyer that counts a handgun 
as required equipment in his early morning 
purchase routine. But it was standard issue for 
4Earth Farms President David Lake during his 
early career in Los Angeles. And while flashing 
iron could have been a tool for haggling better 

prices with vendors, for David it was covert “supply 
chain management,” a necessary tool to ensure that his 
customers avoid gapping due to theft. “Los Angeles in the 
1990’s was almost unrecognizable compared to today,” he 
opined. “Much more the wild west. An environment where 
caution was the necessary watchword. But a terrific place 
to start a business, and forge a business culture.”

Such was the birthing of a company that has evolved 
into a socially-conscious grower and logistics specialist. 

I
4Earth Farms: People, Produce, Planet

Left to Right: Mark Munger, David Lake, Kelly Daniels

by Christofer Oberst
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And through this growth and evolution there’s been 
one driving philosophy: People, Produce, Planet. It’s 
the phrase David uses to rally his brigade in the early 
morning hours, the phrase he uses to remind them 
what they have accomplished as they pack their bags 
in the evening, and the phrase he uses during the many 
coachable moments in between. As I found out during 
my visit to 4Earth though, the company’s success is only 
hinted at by the phrase, and best understood by the 
energy that crackles throughout 4Earth’s facility and 
people. 

It’s a blistery, early winter morning and the sun hasn’t 
quite peeked over the horizon. Before we even had a 
chance to sit down for our interview in his office, David 
already has his phone up to his ear, chatting with his 
team, returning calls, and answering emails on the 
computer at his desk, effectively multitasking without 
missing a beat. David turns to me with his hand cuffed 
over the phone receiver and, in response to a question I 
asked him before his call, says, “You know what makes 

our team unique? Hard work, shared values, and focused 
knowledge.”

Rest assured, getting to that level of collaboration with 
his team has meant traveling a steep and difficult path. 
After finally getting a few minutes to take a breather, 
David tells me about this journey in great detail; not just 
about the trials and tribulations he’s faced, but also the 
accomplishments—large and small—that made every day 
worth it.  

“The biggest challenge any company faces is developing 

Dave Hewitt, Director of Sales, and Valerie Gonzalez, Sales Person, 
inspecting produce
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a core philosophy, pro-actively deciding what you’re going 
to stand for, and what you’re going to accomplish through 
the conduct of your business,” he says, coolly drinking a cup 
of coffee. “From there, the next challenge is developing the 
culture and the systems that animate the philosophy.”

That’s arguably taken the entirety of David’s twenty years in the 
industry—and continues unabated—but results in extremely 
motivated employees working closely with 4Earth’s many 
partners to grow and deliver great produce daily.

David takes a moment away from his daily routine to show 
me a photograph of one of his great mentors, Fred McConnell. 

About 23 years ago, before the Internet took off and before 
modern cell phones, David and Fred had a dream. Like 
many passionate businessmen, they longed to build a 
company founded on ethical business practices, stellar 
customer service, and consistent quality. Recognizing their 
shared motivations, and sensing the potential to construct 
greatness, David and Fred joined forces to establish 4Earth 
(then known as MCL Distributing) in 1993.

As we take a short walk away from his office and begin our 
tour through the headquarters, David reminds me that 
although 4Earth is a produce company, it’s really a people 
company, and people that must categorically come first for 
success. 

“We surround ourselves with a team of great people 
who subscribe to our philosophy of people-driven 
excellence,” he says. “In essence, people are our 
secret ingredient. They make the difference.”

In its first years, 4Earth gained a reputation as 
one of Los Angeles’ leading growers, packers, 

David Lake and wife Deborah
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is electric as I’m shuffled into an office to meet Mark 
Munger, VP of Sales & Marketing, and Kelly Daniels, VP of 
Operations, to discuss 4Earth’s business. 

“If I had an elevator pitch, I would need the Sears 
Tower,” Mark laughs. “Being this incredibly diversified 
and vertically integrated, we bring an amazing amount 
of versatility and opportunity to the discussions with 
our customers.  We’re in touch with our competitive 
advantages and relentlessly focus on delivering value to 
our customers on an ongoing basis.”

When I ask Mark about the 4Earth culture and how it 

Mark Munger and David Lake

and distributors of specialty fruits and vegetables.  
And it took years to build great staff and great 
programs – the time required to hone relationships 
with farmers, identify the best growing regions and 
microclimates for specific programs, develop win-
win relationships with customers, and the trust that 
results from years of superior performance under all 
market conditions. 

“Building a diversified and integrated company 
required hiring and motivating many core people,” 
David continues, as we weave through the various 
departments in the sprawling 160,000-square-foot 
headquarters. “The goal has been to find people 
who share the ‘People, Produce, Planet’ mindset and 
are willing to breathe life into the philosophy with 
dedicated hard work.”

David greets his team for the morning, smiling 
and shaking hands with sales members, 
before going on the daily food safety walk and 
discussing production updates and market 
conditions from the team. The atmosphere 
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informs the relationships the company builds with its 
customers, he notes, “It’s the details. We have a culture 
where everyone in the company—from receiving and QA, 
to sales and shipping, to upper management—knows 
the needs and parameters of each of our customers 
individually. We also like to see passion both inside and 
outside the company, and strive to work with farmers 
and customers who share our desire to deliver amazing 
produce to the consuming public and thrive on lasting, 
win-win relationships.”

When it comes to 4Earth’s programs, Kelly Daniels is quick 
to tout the company’s portfolio of farms and farmers. 

“It’s simply amazing how much our people care about 
delivering quality product and stewarding the land,” he 
says. “And they’re generally the most recent generation of 
a lineage of people holding these strong beliefs. In an era 
where farming is sometimes disparaged in the media, our 
partners are true superstars, and are leading the industry 
forward.”

Moving to more everyday concerns, he reminds me of the 
work involved.

“We are continually investigating new regions and 
building our knowledge base and portfolio of growers,” 
Kelly says. “The industry is ever-changing, and you simply 
can’t rely on yesterday’s solutions to continue delivering 
excellence.”

The company’s unwavering work ethic has clearly 
produced results. In total, 4Earth now carries over 250 
conventionally grown produce items and 120 organically 
grown produce SKUs. The company also operates a 
state-of-the-art repack facility in Southern California with 
the capability to customize packs and offer private label 
programs to customers.  
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“We have the ability to be creative, to fine-tune 
pack and product to satisfy customers’ specific 
needs,” Kelly continues, “and the great thing is that 
we’re getting America eating more produce and 
eating healthy.”

Mark returns to one of 4Earth’s value propositions, 
saying, “We recognize that our customers need 
to be uniquely differentiated in the hyper-
competitive marketplace of 2016, so a grower 
that approaches customers with ‘cookie cutter’ 
programs does not offer value.”

And the best part of it, David assures me, is that 
4Earth Farms is committed to leaving the planet in 
better shape than it found it. 

“We are focusing on sustainable solutions by 
expanding our organic farming programs and 
investing in the latest innovations at both the farm 
and distribution center levels,” he explained. “We 
have a culture of continuous improvement, and 
are constantly challenging ourselves to improve 
our operations.  Whether it’s identifying a new 
technology to reduce farm inputs or exploring 
ethical sourcing solutions, we are never satisfied 
with the status quo.”

Most recently, the company invested in a complete 
transition to LED lighting in its 4-acre facility, 
and a retrofitting with water saving technology, 
changes that have produced strong double-digit 
percentage savings.

Before I leave the 4Earth headquarters, I realize 
how strong the inherent desire to succeed is 
in everyone at the company. It manifests in 
their attitudes, their day-to-day work, and the 
company’s overall performance. It’s also clear that 
the desire is infectious, and motivates other team 
members. In fact, as I walk to my car, I’m toying 
with the idea of planting a few rows of vegetables 
in my backyard.  

And I can still hear David’s final comment, 
“Everyone here is passionate about the 
produce industry, and committed to building a 
collaborative, innovative and fun culture at 4Earth. 
It’s a core prerequisite to working here.” 

Building on this, he continued, “We also all love 
to win.  It’s critical, and to stoke the energy this 
provides, I encourage people to take risks, and 
remind them that some of our best innovations 
have emerged from seeming mistakes.”

If that doesn’t inspire you to rally your 
team and experiment with new ideas, 
I don’t know what will.

34 / FEBRUARY 2016





by Melissa De Leon

K eep it short and sweet.

The Southern Exposure Produce 
Conference focuses on that original 
mantra often taught when it comes to 

your basic business plans and strategic pitches. This popular 
event offers an intimate environment that helps form 
connections and build relationships among a manageable 
but quality group that make up some of  the most integral 
branches of  the produce industry.

While the show has grown from previous years (2016’s show 
raised the bar from 267 exhibitors to 278) it is more so to 
meet demand than to increase its stature—a demand that 
continues to resonate as year-after-year capacity continues 
to sell out.

“Southern Exposure gives me an opportunity to connect 
with suppliers on a more comfortable level,” Teri Miller, 
Produce Category Manager for Food Lion, tells me. “I have 
the opportunity to know what they have to offer and who 
they are as a person; for me that is extremely important, 
understanding the personality of  the company and its 
associate that I’m dealing with.”

Teri also explains that the element of  “equality” for all 
exhibitors—i.e. same booth size, same number of  team 
members—keeps things real in a way she appreciates, 
without too much ‘pizazz.’ “We save the pizazz for the 
networking events. It is so much easier to talk to 1,000 
people over a three day period than to speak with 20,000. I 
appreciate the time that I have with those who join in the 
festivities.”

The event is eagerly marked on US Foods’ annual calendar. 
Frank Swanson, the company’s Category Manager for 
Fresh Produce, explained to me that the Southern Exposure 
Conference provides the team with a great opportunity to 
conduct internal meetings in an atmosphere that is second-



In 2015, there were

Final attendance count

Countries 
represented 

in SEPC 2015 
includes 

USA, Mexico, 
Canada, 

Chile, and 
Costa Rica.

267 exhibitors.

2015
2,119

2015
425

2014
1,748

2014
361

Retail & Foodservice 
Attendance

AT A GLANCE

to-none. “Also, we are able to spend quality time with our current 
vendors, and have an opportunity to meet new vendors, in a 
relaxed, but most professional setting!”

Frank added that the timing of  the event is optimal, with 
the Florida weather putting a smile on the face of  everyone 
attending. “A very classy event that gets better every year, and 
often overlooked is the SEPC support for the produce industry 
and the local communities that is second-to-none!”

That setting, which trims things to focus on quality and to 
truly make it easier for everyone to meet and either connect or 
reconnect, is what it’s all about. And each year continues to top 
the last.

“The SEPC Southern Exposure conference is like a good wine, 
it gets better with age,” Performance Food Group’s Corporate 
Produce Purchasing Manager,  Jeff Tant, said. “I have been 
attending this annual event for many years and it grows and gets 
better every year. Very informative, educational, and fun!”

In the interest of  keeping it fun, SEPC sought to bring a splash 
of  summer to 2016’s show. Held in the beginning of  March, 
which still brings the last waves of  winter’s chilly weather, 
attendees and exhibitors get to enjoy the the beaches of  the 
Diplomat Resort & Spa in Hollywood, Florida.

“We have been looking forward to this change of  scenery in 
South Florida,” said David Sherrod, SEPC Executive Director. 

“The beach provides a great atmosphere for our ‘Produce in 
Paradise’ theme and the conference will continue to provide an 
intimate environment, allowing everyone to form and cultivate 
one-on-one relationships with their customers and suppliers.”

And those one-on-one relationships have resulted into a close-
knit community, coming together once a year for more than 
just building the business, according to Faye Westfall, Sales 
Manager at DiMare Fresh Tampa and this year’s Conference 
Chairwoman.

“Southern Exposure is like a big family reunion for us every year,” 
Faye Westfall, Sales Manager at DiMare Fresh Tampa and this 
year’s Conference Chairwoman, tells me. “We couldn’t do it 
without the support of  our sponsors and attendees.”

For those who spent the last weeks before spring suffering from 
the chill and striving to connect through phone calls and road 
trips, be sure to always keep your calendar open for this event. 
Because we, like many others who are in on the secret of  SEPC, 
spent them developing meaningful connections while forgetting 
the cold and stormy winter months.

Ultimately, we leave the choice to you. But really, is it that 
difficult a decision?

When? Where?

March 3-5, 2016 Hollywood, FL

SEPC
2016

For more information, visit www.seproducecouncil.com.
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Stone
fruit

A one-stop snapshot of 
stonefruit varieties

Sweet, tangy, and everything in 
between, the first sight of stonefruit in 
the orchards often signals consumers to 
the arrival of the juicy flavors of warming 
weather. Check out these nine different 
stone fruit varieties and find out when 
each is available, their distinct flavor 
profiles, and typical color patterns in this 
one-stop snapshot.

WHITE FLESH  
NECTARINES

May to mid-September

Very sweet, ranging from 
sugary to milder with herbal 
notes

Red and orange with white 
and beige coloring

Seasonality:

Flavor:

Color:

APRICOTS

End of April to mid-August

Tangy and sweet, develops a 
richer sweetness as it ripens

Soft yellow and orange tones; 
red hints

Seasonality:

Flavor:

Color:

PLUOTS/PLUMCOTS
*60-75% Plum, 25-40% Apricot

May to October

Fusion of flavors 
by variety

Purple, red, 
spotted white, 
green, and yellow 

Seasonality:

Flavor:

Color:

APRIUMS
*60-75% Apricot, 25-40% Plum

End of April to 
May; July

Hearty flesh with 
abundant nectar, 
excellent shelf-life

Soft yellow and 
orange tones

Seasonality:

Flavor:

Color:
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WHITE FLESH  
PEACHES

May to mid-
September

Very sweet, 
ranging from 
sugary to milder 
with herbal notes

Red and orange

Seasonality:

Flavor:

Color:

RED AND BLACK 
PLUMS

April to October

Juicy and sweet

Ranging from dark 
purple to deep red/
yellow blends

Seasonality:

Flavor:

Color:

YELLOW NECTARINES

End of April to end 
of September 

Smooth, sorbet 
sweetness

Yellow flesh

Seasonality:

Flavor:

Color:

DONUT PEACH

May: Flat White 
Peaches
June-July: Flat 
White Nectarines

Similar to white 
peach, or white 
nectarine

Varies

Seasonality:

Flavor:
 

Color:

YELLOW PEACHES

April to end of 
September

Sweet, tangy, 
and bright with 
aromatic nectar

Red and orange 
with yellow 
undertones

Seasonality:

Flavor:

Color:
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What’s your

dailyServing?
by Melissa De Leon

Healthy eating is on an 
upward climb, making way 
for new marketing and 
packaging ideas to hit the 

retail shelves.

Now there is a packaging tactic 
perfect for the on-the-go consumer, 
marrying a nutritious snack and a 
complimenting beverage into a single 
package that makes it easier to pick 
produce when shopping.

Meet dailyServing’s snack + drink in 
one.

From Boost, made up of coconut 
chips, cayenne, and almonds, to 
Ignite, which uses spinach, cucumber, 
and almonds, the Chicago-based 
startup has paired together nutritious 
bites and cold-pressed juices into 
nine separate products. Each pack 
targets specific health goals, such as 
increased energy, sharpened mental 

focus, faster muscle recovery, and any 
other target shoppers may be searching 
for in their daily diet.

The innovative snack has found its way 
onto shelves in select Hy-Vee and Whole 
Foods locations.

Designed by health and nutrition experts, 
each vitamin-rich combination provides 
additional health benefits beyond basic 
nutrition. 

“Consumers are looking to food to 
provide more than just life-sustaining 
calories—they want their food to really 
work for them. dailyServing is the first 
of its kind to use whole foods to do just 
that,” Katie Goldberg said, adding that 
today’s shoppers want the food to do the 
work for them. Katie is dailyServing’s in-
house Registered Dietitian and believes 
this is the product that can help bring 
the public back to actual fruits and 
vegetables instead of supplements. 

“If we can encourage the public to eat 
more real food instead of reaching for a 
pill, we can make a huge impact.”

And, in turn, a huge impact on produce 
consumption.

The company has paired its own 
individual line of vegan-friendly, gluten-
free snack options that come tailor-
packaged with its cold-pressed juices. 
These pairings are a science-based 
solution the company is using to attract 
consumers seeking a trusted source of 
nutrition information with the intent of 
personalizing or tailoring the product.

dailyServing’s cold-pressed juices are 
100 percent pure produce, and paired 
with trend-focused superfoods to 
provide a bigger produce push, and 
of course something tasty to munch 
on. They are currently sold both in the 
snack combos (SRP of $4.99) and as 
single juices (SRP $2.99).

40 / FEBRUARY 2016





Jeff Sacchini & Howard Warner, Co-Owners of 
Living Foods Gourmet Market & Cafe



No Man
islandis 

an

by Jordan Okumura

S itting 2,390 miles from California and 3,850 miles from Japan, 
the Hawaiian Islands are the most isolated archipelago in the 
world. From a logistical standpoint, Kauai is the last place you 
may think to set up shop for the new retail and foodie-hub, 

Living Foods Gourmet Market and Cafe, but if you are Jeff Sacchini, you are up 
for the challenge.

“You have to adapt. Out here in Kauai, it takes a team of like-minded 
individuals to accomplish what we are trying to do,” Jeff tells me as we talk 
across a large swath of the Pacific Ocean, a time zone between us. And by “we,” 
Jeff means himself and Co-Owner and business partner Howard Warner.

Howard has more than just a hand in this game; he is also Jeff’s brother-in-
law and visionary counterpart. Howard’s expertise in both law and business, 

along with his executive leadership prowess, were an ideal complement for Jeff’s food-focused background, passion, and 
entrepreneurial ambitions.

“And if you have a partner who is up for that challenge, like Howard, then you are more strategically positioned to see the 
waves coming before they hit,” Jeff adds. “And if I have learned anything from owning a business on Kauai, it is that no 
man is an island.”

Jeff has seen all sides of the food industry as a business-owner, foodservice veteran, produce association board member, 
and now as a retail owner and operator. Watching the food industry evolve through the years, Jeff is not afraid to tell it 
like it is.

“In California, you can have as many as 50 different supply options for produce, seafood, or grocery at a given time,” Jeff 
tells me. “Not only that, but you can place an order as early as the day before or day of to get fresh produce from the field 
to the shelf. Here we have a 7–12 day lead time and logistics are subject to anything from labor disputes on the West 
Coast to weather patterns on the ocean.”
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Jeff is as meticulous as he is fearless, and even though this 
entrepreneur is about as far from any mainland as you could 
possibly be, he sees this new venture, Living Foods Gourmet 
Market and Cafe, as an opportunity. If you are looking for 
a non-GMO, organic, and high-end eatery and cafe, Living 
Foods Gourmet Market and Cafe is your spot. While Jeff and 
Howard may miss the artful and cutting-edge innovations 
and delicacies of San Francisco or Los Angeles, the Living 
Foods Gourmet Market and Cafe team is feeling fortunate 
from where they sit, with beer in-hand, on the beach of the 
serene and lush “Garden Isle.”

This venture also gives Jeff the chance to hone his 
painstaking precision, as well as the diligence he has refined 
in his previous business ventures. I imagine him artfully 
composing a produce display, not a rambutan out of place. I 
wonder if it keeps him up at night? But I think that the island 
atmosphere must temper this rigorous intensity. Then again, 
it seems to have worked for him so far.

While Jeff and Howard are both wise in the ways of market 
fluctuations and business strategy, their unique relationship 
allows them to bring their individual strengths to the table.

As a twenty-seven-year food industry veteran, Jeff has quite 
the produce expertise under his belt. Jeff joined FreshPoint, 
one of North America’s leading and most respected fresh 
produce distributors, in January 2005 when FreshPoint 
acquired Piranha Produce, Inc., the company Jeff co-
founded.

Jeff is also a long-time avid runner and, in addition to his 
entrepreneurial ventures, has continued his charity work 
under the Hawaiian non-profit, The Kauai Marathon, which 
he founded with his wife, Liz, in 2009.

Together, they built a world-class destination running event 
that has drawn over 12,300 runners from 28 countries for the 
last seven years, and raised over $100,000 for charity on the 
island of Kauai. In 2015, the Kauai Marathon was named in 
Runner’s World Top 10 Destination Half Marathons, as well 
as featured in the book The Best Half Marathons in the World 
for those looking to double down on a Hawaiian vacation. 
Not only does the marathon align with Jeff’s health and 
wellness goals, and his entrepreneurial spirit, but it also 
helps to bring business to the island every September 
during the off-peak Hawaiian season… if there really is one.

“Life is all about timing,” Jeff says. “Take Piranha for 
example, I co-founded that business at a perfect time when 
there was a strong need for produce distribution expertise; 
and we sold at an opportune time. The Living Foods 
Gourmet Market and Cafe opportunity was equally as timely 
and came at a point when both Howard and I were looking 
to make a change. Luckily our families were game.”

It’s all About Timing: The Roots

So, what inspired Jeff to take up this venture? Both Jeff 
and Howard were drawn to the island lifestyle and over 
the years had been thinking about developing a business 
concept. The two business savvy professionals looked 
into opportunities from farming to a water enterprise and 
just happened to stumble onto the island market that was 
up for sale, through a mutual acquaintance.

“It took us nine months to work on the deal,” Howard tells 
me. “We immediately liked the groundwork that had been 
laid by the previous owner, but it still needed a lot of time, 
money, and TLC.”

Jeff and Howard began their first talks with the previous 
store owner, San Francisco restaurateur Jim Moffat, in 
the summer of 2013. It was his vision and passion for the 
market and cafe concept that drew them to the business. 
While it would not be a cut-and-dry acquisition, they 
knew in the long run that it was going to be worth the 
effort.

“It took Jeff and me about nine months of back and forth 
negotiations and rewriting the terms of the lease before 
we finally got the deal signed and sealed,” Howard adds.

In April of 2014, Jeff and Howard became the owners 
of Living Foods Gourmet Market and Cafe and the 
enhancements began. The team immediately refreshed 
the format to bring food, flavor, and variety front-and-
center.  

“Kauai has a different pace, culture, and way of life—
elements of the island that we’ve grown to love, adopt, 
and incorporate into Living Foods Gourmet Market and 
Cafe,” Howard tells me. “While this venture is about 
adapting, it’s also about introducing an artisan flare into 
traditional Hawaiian customs and cuisine. We are looking 
to create our own diverse and eclectic ‘ohana here in 
Kauai, and immerse the island’s story into our own.”

Both guys tell me that moving to Kauai was a big change 
of pace. In addition to the island-scape, there are cultural 

Redefining ‘Ohana (Family): Retail Style

We are looking to 
create our own diverse 
and eclectic ‘ohana 
here in Kauai, and 
immerse the island's 
story into our own.

“

”
– Howard Warner
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differences, but when people get there, they never leave. The 
idea for Living Foods Gourmet Market and Cafe was to offer 
a home-away-from-home experience and implement that 
vision through the fresh-forward and distinctive Living Foods 
Gourmet Market and Cafe concept.

Living Foods Gourmet Market and Cafe isn’t just a grocery 
store. As hard as they have worked to build an eclectic 
design and differentiate the Hawaiian palate, Jeff and 
Howard also know that it’s about the people.

“Our team has made all the logistics and marketing of a 
small island retailer that much more efficient and possible. 
Everyday it is all hands on deck,” Jeff says. “We treat food 
as many families do, as a reason to come together, as the 
fuel for conversation. We are a kitchen at your command, a 
work space, a gallery of fresh edible goods, a purveyor of fine 
beer and wine, and, of course, maybe most significantly—a 
gathering place.”

While I can’t see his face, I can tell Jeff is smiling on the other 
end of the phone line as he talks about providing guests 
with a space where they can lay out their newspapers each 
morning over Pineapple Brioche French Toast with their 
in-house roasted Hawaiian coffee while they work on their 
laptops. Then, as the island warms, meet friends that same 
afternoon for Kauai kombucha over a roasted corn salad, 
curry chicken salad, or a tangy noodle masterpiece. He is 
good at setting the scene, and executing.

“When you walk in, it is sensory overload, but in a good way,” 
Howard says. “Mostly because our key customer is not used 
to this kind of style and ambiance on the island.”

Robin Jumper, a key member of this ever evolving ‘ohana, 
has been an integral part of developing the landscape and 
atmosphere of the store and helping Jeff to drive the market 
concepts to fruition.

“It’s been an amazing marketing journey and opportunity 
to share the Living Foods Gourmet Market and Cafe story,” 
Robin tells me. “As we have enhanced current concepts, 
and developed new products and services throughout the 
market, the reward has been sharing them through social 
media, digital marketing, as well as through good old fashion 
‘talk story’ sessions with the concierge throughout the 
island. Even on a quaint island, the same rules apply in the 
marketing arena so we constantly have to keep the market’s 
offerings and message relevant, accessible, and interesting.”

The Living Foods Gourmet Market and Cafe theater offers 
3,100 different items between its multiple departments, as 
well as 35 menu items offering breakfast, lunch, and dinner. 
The store also crafts all of its dishes and prepared food 
offerings in-house with the help of six chefs from various 
culinary art backgrounds. From the abundant produce 
arena presenting a stadium of native and mainland fruit and 

Jondy Malone, General Manager

Robin Jumper, Marketing Director



vegetables, to the full dairy, specialty seafood department, 
gourmet cheeses, and full alcohol assortment that includes 
rare spirits, imported beers, and global wine offerings, Living 
Foods Gourmet Market and Cafe looks to honor the culture of 
the island and also rebuild the Hawaiian consumer’s idea of 
the shopping basket.

The deli alone gives you a taste of the Living Foods Gourmet 
Market and Cafe concept. Take your pick between ten to 
twenty different prepared salads from the Miso Crunch or 
Lentil Salad, to goat cheese and roasted beet salad with a 
twist. Living Foods Gourmet Market and Cafe also has at 
least seven authentic Italian pizzas on the board at any given 
time, and an old fashion meat counter with items ranging 
from Certified Angus Beef to locally caught fresh island fish 
and house made sausages. The team has recently opened 
The Juice Bar @ Living Foods, with locally sourced fruits 
and vegetables blended into revitalizing juices, frosties, 
smoothies, shots, and bowls.

Jeff and Howard are also socially conscious about how all 
of their products are raised, grown, and manufactured, and 
they are dedicated to providing an exceptional working 
environment for their passionate ‘ohana of employees.

The Living Foods Gourmet Market and Cafe team buys 
direct from Kauai farmers, artisans, and small businesses 
while rounding out the fresh offerings with imports from the 
mainland, Jeff says as we revisit the biggest challenge the 
team faces—getting product from the mainland to the store 
shelves.

“While we try and keep our store stocked with product from 
local growers and suppliers, we have to address the demand 
for non-native items, like mainland produce staples or USDA 
certified meats. Simply stated: items that do not grow well 
here consistently or with the level of quality we attach to the 
Living Foods Gourmet Market and Cafe standard,” Jeff says.

 While the Hawaiian Islands do produce traditional mainland 
staples like lettuce, kale, eggplant, and spinach, Jeff and 
Howard work to ensure that they can provide those items 
with the quality and consistency necessary to continue 
elevating the Living Foods Gourmet Market and Cafe brand.

While there are a host of products that need to be shipped 
into Kauai, there is also an amazing array of native items 
that align with evolving flavor trends. As more tropical and 
specialty produce items are incorporated into foodservice 
menus and culinary creations, Living Foods Gourmet 
Market and Cafe offers delicious treats like sunrise papaya, 
apple bananas, sugar loaf pineapples, rambutan, lychee, 
star fruit, and dragon fruit, just to name a few. Try a 
strawberry nectar papaya, which you can only get in Hawaii.

While Jeff may have his finger on the pulse of all things 
tropical, he tells me that it is also a challenge to stay up 
with the day-to-day trends, so both he and Howard look to 
get off the island when they can, in order to stay fresh, lively, 
and relevant.

“We are incredibly insulated here on Kauai where there isn’t 
a huge foodie movement to work with, and where culinary 
trends are a bit slower to emerge. Whether it’s Seattle or 
San Francisco’s burgeoning new retail formats or culinary 
innovators, we know that we need to stay in-touch with the 
prominent hubs for food artistry. Sometimes a departure 
from our new norm is good,” Jeff laughs. “Even if it takes us 
away from our little paradise.”

So my question is “why?” Why acquire a business 2,390 
miles from California’s bustling produce industry, with an 
ocean between you and your next shipment of tri-colored 
bells?

Of course… it is about the challenge. Whether Jeff is 
running The Kauai Marathon or a division of FreshPoint, he 
is always game for an amazing concept positioned in any 
number of difficult locales.

“When it comes down to it, this venture has always 
been about the experience and addressing the unique 
atmosphere that we wanted to provide from the moment 
our guests walk in the door to the ‘mahalo’ at the register,” 
Jeff says.

“We are looking to evolve both the aesthetic and the 
experience. This place should feel like home, whether that 

We are a kitchen at your 
command, a work space, a 
gallery of fresh edible goods, a 
purveyor of fine beer and wine, 
and, of course, and maybe most 
significantly—a gathering place.

“

– Jeff Sacchini
”



is through our 40-member employee team, the atmosphere 
and offerings, or by providing a space where people can hang 
out and ‘talk story.’”

“Talk story” is a local term that means to converse and 
catch-up. Jeff and Howard tell me that on Kauai, you 
can’t go anywhere without bumping into a few friends or 
acquaintances for some of this favorite pastime. Even if you 
are just taking a walk down your driveway, you should plan 
for five minutes to potentially turn into an hour. But who is 
counting? You are on Kauai.

“It is like living in a community of 5,000 people—no one is a 
stranger and you feel safe leaving your doors and windows 
unlocked. That is a foreign concept to most!” Howard laughs.

While Living Foods Gourmet Market and Cafe has evolved 
and been enhanced since Jeff and Howard took hold of the 
venture, the two emphasize the fact that they still need to 
continue to fine-tune and perfect the concept and the way it is 
presented to the consumer.

“That will come in time, and as always, with a collaborative 
hand,” Howard says as he reiterates the importance of 
partnerships and the team moving forward. “We all contribute 
to the vision.”

The really big questions they have to ask themselves next 
are: How do they combat a newly opened Safeway down the 
road? How will they  compete while they are still playing with 
different revenue sources in the store?

“You get to a place in your career where you want to make a 
difference in your community and your life,” Jeff says. “This 
is not a hobby. We work hard no matter what the day of the 
week is.”

Jeff and Howard have found that their “balance” is truly what 
has helped to solidify their business partnership. Equipped 
with an MBA and law degree, Howard has spent a majority 

of his professional career in corporate development and 
mergers and acquisitions, but got the itch to focus on 
something of a different nature. Howard’s knowledge 
continually complements Jeff’s passion for everything food 
related. And with nearly 30 years in the food business, Jeff is 
a strong partner in which to align.

“I guess you could say that I am the back of the house guy 
and Jeff is the front of the house guy,” Howard smiles. “I do 
the blocking and tackling. Essentially, I focus on the nuts 
and bolts of running the business whether it’s managing 
the financial processes, HR, and legal work, or planning 
and budgeting different aspects of Living Foods Gourmet 
Market and Cafe. Jeff focuses on managing our people and 
the product innovation, as well as the marketing and sales 
aspects. The perfect balance.”

I imagine that for Jeff, this challenge mirrors his passion for 
running, for breaking through the next wall, or beating that 
next split.

“You have to take everything into account from quality of 
life to really finding the right place for where you want to be 
when you get into your 50s,” Howard laughs and Jeff agrees.

Looking back today, Jeff and Howard had a few surprises 
yes, but for the most part they were pretty spot-on with their 
due diligence and managing the hurdles as they came. It has 
all been a part of the allure, they tell me—taking a business 
with great potential and creating a concept and that, over 
time, has become fundamentally sound and well worth the 
financial risk.

“I pinch myself everyday,” Jeff says.

The fresh produce business is deep in Jeff’s blood. That is 
evident. And just when we thought a chapter of Jeff’s life 
was coming to a close, and we all bid him adieu nearly three 
years ago, a new one opened. And as Howard tells me, the 
passion is contagious.

Now we find ourselves, wondering intently, what’s on the 
next page?

Front of the House, Back of the House
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STUFFED ARTICHOKES WITH BACON MAC N’ CHEESE

Yields: 4 stuffed artichokes

Prepare and cook 4 fresh Ocean Mist artichokes. 
(See: www.oceanmist.com/artichokes/prepare-artichoke)

Remove the stem ½-inch from the base of  the artichoke. 
Remove the center and ‘fuzzy’ choke.

Make the mac & cheese following the packaging’s 
instructions. Add in bacon and gouda cheese.

Heat and stir in cream ½ cup at a time until a creamy 
consistency is reached (only 1 or 2 mins). Do not overcook.

Add green onions, then generously spoon the mixture into 
the center and between the leaves of  the artichokes.

Sprinkle with italian breadcrumbs (optional).

Place all 4 artichokes into an ovenproof  dish and cook at 
350℉ for 20 minutes.

1

2

3

4

5

6
7

4 ea large Ocean Mist Farms artichokes, cooked 

1 ea Kraft Mac n’ Cheese (requires 4 tbsp butter and 
¼ cup milk)

4 oz smoked gouda cheese, grated

6 oz smoked bacon, diced and cooked

½ cups heavy cream

1 bunch Ocean Mist green onions, chopped

1 oz italian breadcrumbs (optional)

For more delicious, healthy, & easy-to-prepare 
recipes visit www.oceanmist.com.
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7-LAYER MEDITERRANEAN DIP

1 Red Sun Farms red tomato (Heritage Tomato or 
Tomato on the Vine), diced

2 Red Sun Farms mini seedless cucumbers, diced

½ Red Sun Farms sweet bell pepper, diced (can be  
yellow or orange or red pepper—or all three mixed)

1 cup shredded lettuce

¼ cup Kalamata olives, pitted, chopped

8 oz package of  classic or garlic hummus

6 oz plain lowfat Greek yogurt

4 oz package of  crumbled feta

2 tbsp fresh dill, diced

2 whole Red Sun Farms sweet bell peppers, used for 
dipping (yellow, red, and/or orange)

2 whole wheat pitas, each cut into sixths, used for 
dipping

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

servings: 8

Spread hummus in shallow baking dish. 
 
Mix yogurt, dill, and cucumber in small bowl. Add salt and pepper to 
taste. Spread yogurt mixture on top of  hummus. Sprinkle yogurt layer 
with feta, then add sweet bell pepper, lettuce, tomato, and finish with 
olives. 
 
Cut the two whole sweet bell peppers in half  lengthwise and remove 
stems, seeds, and pith. Cut each half  again in half  widthwise. Cut each 
piece again for a total of  16 scoops. 
 
Serve with warmed pita bread and sweet bell pepper scoops.

1
2

3

4

Red Sun Farms® 
Tomatoes
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F or the busy 
U.S. consumer, 
snacking has 
been a growing 

trend, whether it’s grazing 
on the job, grabbing a few 
bites to tide you over till 
the kids have wrapped up 
soccer practice, or as a 
simple supplement to the 
daily diet—and that is not 
changing, but the way that 
we “snack” is! Traditionally 
indulgent, easy-to-
consume snacking staples 
like chocolate, crackers, 
ice cream, cookies, and 
chips dominate sales of 
snacking products across 
the store, but the pace of 
their growth is slowing. 
Nielsen Perishables Group 
tells us that while sensibly 
indulgent products with 
built-in portion control, 
such as mini pies and  
mini brownies, have  
grown by double digits, 
healthier alternatives 
have joined the ranks 
of the most lucrative 
snacking products.

It’s clear that consumers are finding ways to satisfy 
their snacking needs with healthy alternatives, and 
opportunity exists to capitalize in this sphere.

Healthier alternatives such as

combined for more than

sales during the

GREEK YOGURT, FRESH-
CUT FRUIT, & DELI DIPS,

52-WEEKS

$6 BILLION IN
ENDING
JUNE 2015

COMBINED
GROWTH RATE:

over the prior 
year, or nearly

8.4%

$450
million

Case Study — Mandarins

Grew sales by

Offers consumers 
convenient, portable snacking

MARKETED
for health &

convenience
DOUBLE-DIGITS

Touting the inherent health benefits of fruit and veg products in addition 
to their convenient snacking qualities, or merchandising with pre-

portioned dips or spreads, are just a few ways in which retailers and 
suppliers can drive the snacking trend in the produce department.
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DOLLAR CONTRIBUTION TO 
PRODUCE DEPARTMENT

GROWING
CATEGORIES
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TOTAL U.S. DOLLARS

Source | Nielsen Perishables Group

Below are a handful of key “snacking” 
products found in the produce 
department within the latest 52 

weeks, up to November 28, 2015.
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