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uly signals the transition into peak 
barbecue season here in the U.S., 
prompting summer cookouts, grilling 
recipes, produce-packed dishes and 
libations, and a fruit and vegetable 

retail spread to rival. As we look to the summer months 
filled with staple items like big, beautiful berries, plump 
cherries, and greenhouse-grown fruits and vegetables, the 
26th issue of The Snack Magazine is promising a range of 
stories, flavors, and legacies to enrich and invigorate the 
consumer’s shopping basket.

To tease the retail palate, we bring you the Windset Farms 
dynamic duo, and brothers, John and Steve Newell, who 
share the secrets behind their greenhouse success, how they 
are raising the bar on year-round produce, and making an 
impact by leaving very little of one. Curious? You’ll find out 
more in this issue.

To stay in theme with the family affair, we bring you Gina 
Nucci and Lorri Koster of Mann Packing. Far from sibling 
rivalry, these two bring the ultimate cohesion to a 
women-owned and run company that continues 
to evolve and refresh its program to adapt to 
the changing consumer buying behaviors and 
deepen their commitment to their team and 
retail partners.

Looking for a little insight from a Sysco vet?  
The man behind the curtain, Rich Dachman, 
speaks to the challenges of being a foodservice 
giant, and how the company always rises to the occasion.  
From the origin of trends, to the fresh focal-point of the 
company’s program, Rich has seen the industry change.  
With the inherent volatility of the produce industry and its 
markets, where does Rich see the company’s commitment 
to consistency lie? Rich shares the answer to that question 
and more in this issue.

As we move north along the U.S. West Coast during 
the summer’s premium cherry season, we sat down with 
Co-Owner Kathryn Klein of the Hood River Cherry 
Company to discover the company’s unique beginnings 
and how “family” is not just a vision the team has for their 
employee culture, but a deeply ingrained part of their roots. 
Set in the scenic and fertile Mount Hood region, Kathryn 
walks us through the orchards, the story, and the mission 
that keeps the company thriving.

With a new element to their partnership taking hold, 
Oppy’s VP of Marketing James Milne and Clark Reinhard, 
VP of Innovation at Ocean Spray, team-up to discuss a 

brand devoted to the supplier’s success as well as the 
retailer’s. How are these two powerhouse produce 
companies collaborating to disrupt the berry category? 
James and Clark share the latest on the alliance that is 
responding to a heightened demand for fresh berries and 
more. And strawberries are just the start.

Also in this issue, Ippolito’s Dan Canales and Ron 
Mondo are taking on a new sector with the full-scale 
launch of their organic salad line. Quietly in the works 
for some time now, Dan and Ron reveal the steps it took 
to bring this program to fruition and why a company 
like Ippolito has no plans of slowing.

Keeping true to that berry-vein of summer, the man 
himself, Dan Crowley of Well•Pict, brings us  a closer look 
at the proprietary raspberries that have put the company 
on the map and how the passion of the Well•Pict team 
comes through in each and every berry that goes to 
market. Dan truly tells a story like no one does.

And don’t miss out as we bring you the latest insights 
from Walmart veteran Bruce Peterson, as he shares 

his insights in Part Two of Challenges and 
Concerns Within the Produce Buying Culture 
of Today, and how a story about Walmart 
Founder Sam Walton, helped to change the 
way Bruce envisioned the buyer’s role.

From Nick Williamson, Key Account Manager 
for Mucci Farms, to Catherine Gipe-Stewart, 

Communications Manager for Domex Superfresh 
Growers®, we have even more to bring you in this issue, 
as you will soon find out.

And as we hit the ground running once again, with an 
amazing summer full of produce company stories and 
insights, we hope that The Snack Magazine brings you 
a fresh look at new innovations, as well as the deeply 
rooted connections and relationships that make our 
industry thrive.

So, take a seat, and enjoy this latest edition of The 
Snack Magazine.

Cheers,

Jordan Okumura
Senior Editor
AndNowUKnow and The Snack

EDITOR’S LETTER

Robert Lambert/President and CEO
Whit Grebitus/Vice President of  Sales

Carlos Palacio/Chief  Technical Officer
Jordan Okumura/Senior Editor
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F
inding the “perfect name” for your brand or company: 
this is a mission that has eluded many companies. But 
even in the sea of  every bland and overly complicated 
business name, once in a blue moon a name arises 
that grabs you, holds you tight, and never lets you go. 

As you may have read in our May issue of  The Snack Magazine, 
one woman is battling to make sure that the warm and fuzzy 
feeling you get from seeing a great brand name comes more often 
than not. That woman is Alexandra Watkins, Founder & Chief  
Innovation Officer for Eat My Words.
 
In part one of  Hello, My Name is Joe: Finding the Perfect 
Brand Name, we set out on a mission to find one such name 
for our friend, Joe Produce Founder, Rex Lawrence. Rex had a 
seemingly simple task in mind, to find a moniker for the parent 
company of  all his current brands/services and those to come. 
It would have to encompass familiar names, such as Joe Produce, 
Joe Produce Search, the executive recruiting division; Joe Pro 
Resumes, a resume writing service; and Joe Food Safety, the 
Online Job Center for food safety and quality jobs across all food 
and beverage.
 

“One request Rex had was that his new brand had to have 
‘Joe’ in the name, so the challenge then became to keep with 
the Joe theme, while still providing a broad enough umbrella 
to encompass all of  his brands without confining him to just 
the one vertical,” Alexandra answers when I ask her how she 

approached Rex’s challenge. “Having a name that can scale up 
is very important. Imagine if  Amazon had started out with a 
name like Book Barn.”
 
What seemed like the simple task of  “just” picking a name, turned 
out to be a collaboration that was a lot of  fun to watch unfold. I 
must have seen hundreds of  names pop up over the course of  the 
entire process, I was personally amazed that Alexandra and her 
team’s brains could whip up that many catchy names in just the 
course of  one phone call and then the weeks to follow.
 

“Working with Rex turned out to be very easy and so much fun. 
Partnering with someone who has a background in marketing 
made the process go so smoothly,” Alexandra expresses. “Rex 
was very open to my name suggestions and had such a positive 
attitude. His optimism and perspectives on branding made my 
job so much easier.” 
 
All of  the name choices Alexandra brought to the table cleared 
the Eat My Words SMILE and SCRATCH test, a 12 point name 
evaluation filter, and while it was hard to choose a final contender, 
there was one that rose above the rest. That name was—drumroll, 
please—JoeWorks!
 

“‘JoeWorks’ didn’t start off as one of  my top contenders from 
Alexandra’s list,” Rex laughs as if  he’s admitting a big secret. 

“But Alexandra put this little note ‘Similar to DreamWorks,’ and 

HELLO,  MY NAME IS  JOE: 
FINDING THE NAME THAT FITS   PART TWO
by Jessica Donnel

|
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that really stuck with me as I continued through this process. I 
compare my feelings about ‘JoeWorks’ like this: sometimes you 
meet someone and it’s red hot for a few weeks, but fizzles out. 
‘JoeWorks’ is like the one you meet and warm up to. That makes 
for a feeling that lasts and has real legs for the future.”
 
That loving feeling is definitely part of  what makes a great brand 
name stick, but there are so many practical aspects that go into the 
winning formula as well. Namely, (pun slightly intended) domain 
name options and trademark results. When JoeWorks.com was 
unavailable, they decided a modifier was necessary. Getting cute 
with numbers is one of  Alexandra’s deadly naming mistakes to 
avoid, so instead of  the dreaded number 4, JoeWorksForYou.com 
became the domain of  choice.
 

“While it may work for texting and clever license plates, 
embedding numbers in a brand name or domain looks cutesy 
and unprofessional. When you use numbers in your name you 
will 4ever have 2 spell it out. Your goal is to have a name that 
you can say proudly, ‘Joe Works For You dot com,’ just like it 
sounds,” Alexandra explains. “The reason I love this particular 
domain for JoeWorks is that it has a double meaning to it. All of  
his companies are related to work and jobs, and this implies the 
company is also working in service to its customers.”
 
The real selling point for Rex was those “legs” Alexandra talks 
about in her “SMILE” test. Because in life and in business, who 
really knows what the future holds?

 
“‘JoeWorks’ perfectly fits the services we provide today, and as 
we grow, it will still work no matter how much we branch out,” 
Rex continues. “It’s kind of  a wink to those who started with us 
and our job placement services, but it’s not so obtuse that people 
wouldn’t understand what we do and how the name fits.”
 
So, with JoeWorks firmly in place as the new corporate umbrella 
brand  for Rex’s Joe family of  companies, what advice does the 
founder have for others looking to find the perfect brand name?
 

“Call Alexandra!” Rex exclaims. “After all was said and done, we 
ended up finding the perfect name through our work with Eat 
My Words. Working with Alexandra is so stimulating and thought 
provoking. Being able to bounce ideas off of  someone who thinks 
so outside the box was the perfect strategy to make a big decision 
like brand naming feel strategic, simple, and easy.”
 
And that’s not all you’ll be hearing from Rex. Stay tuned as he and 
JoeWorks continue to solidify its brand and service offerings, and 
keep picking up The Snack Magazine to see the latest in what’s 
going on in the brain of  Rex Lawrence.

THESNACK.NET / 15



up
close

A closer look at PETE’S LIVING GREENS’ New 
living strips™ Packaging.

Consumers who love the freshly-harvested taste 
of living lettuce have a new alternative to bagged 
salad in the new Pete’s Living Greens’ Living Strips 
line. Available in the patent-pending, revolutionary 
Home Harvest Premium Pack—engineered for 
at-home harvesting—the packaging comes with a 
root compartment to keep messes contained and 
counters clean.

The innovative line currently comes in five flavors: 
Baby Romaine, Italian Mix, Upland Cress, Sweet 
Butter, and Spring Mix. The assortment boasts 
an 18-day shelf-life from when it is packed. Pete’s 
Living Greens’ Living Strips offer retailers a whole 
new category to offer consumers looking for the 

freshest way to eat their produce, paired with free 
customizable merchandising materials to boost the 
ring at the register. In addition to the innovative 
home-harvesting solution, conscious consumers 
will key into the sustainability of the hydroponic 
growing method, using up to 85 percent less water 
and 70 percent less land. 

Available out of California, with East Coast 
distribution on the way, the individual pack 
dimensions are 9.74" x 7.5" x 3". As the tagline 
would suggest, this new line is truly “Rooted in 
freshness, alive with flavor.” Even consumers who 
lack a green thumb can savor from-the-garden-
taste, which makes it as easy as: Cut. Rinse. Enjoy!
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CATHERINE GIPE–STEWART
Communications Manager, Domex Superfresh Growers®

MY FAVORITE THINGS

Apples, pears, cherries, and more–these are just some of  the areas where the 
Yakima, Washington, treefruit lover’s passion thrives. From contemporary fantasy 
fiction and a love of  the outdoors, to relishing local libations and culinary treats, 
Catherine is far from your average bear. Intrigued? So were we, begging us to ask 

her, what are a few of  her favorite things?

7 Drinks

6 Wood Fired Pizza4 Autumn Glory® Apple

1 My Husband

8 9Travel

5 Letter Writing

Backpacking32 Outdoor Concerts

Harry Potter

I love to dive 
into new 
cultures, 
foods, and 
people.Sipping the local wine, cider, and 

beers of  the Yakima Valley.

6

3
1

8

7

5

4

9

2
My favorite trip was the 96-mile 
West Highland Way in Scotland.”

”

“

“

Love the music and energy of
a live band under the stars.

 I enjoy giving and receiving 
handwritten letters.

He can turn any situation around and 
make it positive.

Those caramel notes and that 
juicy crunch are perfection.

Hot cheese and 
memories of  

Napoli.

”
“ Visited multiple Potterhead fan sites, 

including The Elephant House café 
in Edinburgh, Scotland, where J.K. 
Rowling wrote her first books.
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he evolution of  
today’s produce 
buyer is thick with 
nuance and at the 
will of  an ever-

changing retail landscape. From 
big box stores and leading national 
chains, to independent, regional 
operations, competition is heating 
up as differentiation becomes 
key and demands change for the 
consumer’s shopping experience. 
This all translates to a produce 
buying culture that must adapt. In 
Part 1 of  this series, we addressed 
how retailing has gone from a 
privately-held, regional business, 
to a publicly-held, international 
business sector, as well as how the 
responsibilities of  the produce buyer 
have changed. In addition, I shared 
my observations of  how educational 
pedigree was becoming prioritized 
over experience and how produce at 
retail is becoming a numbers game. 
As we look ahead to evolving our 
buying culture, I’m going to touch 
on a few other points of  debate and 
some of  the lessons I have learned 
from the front lines—because we are 
all in this together.

T 1

2

THE IMPORTANCE OF MENTORSHIP

THE NECESSITY OF STAYING ON THE 
FRONT LINES: A STORY FROM SAM 
WALTON, FOUNDER OF WALMART

I’d like to expand on the perspective I shared before in 
Part 1 about experience vs. educational pedigree, this time 
with a closer eye on mentorship. The mentorship factor in 
business today is not as widely valued as it used to be for 
many—especially in large corporations—when compared 
to pedigree. This by no means suggests that an advanced 
degree is not valuable, as it certainly is. But it’s increasingly 
evident that the value of  mentorship and experience is 
becoming less appreciated. Two factors come into play with 
regards to mentorship in the produce business. First of  all, 
merchandising is not a purely objective exercise. There is an 
art to merchandising that is honed by time and experience. 
This really manifests itself  in produce because the grade and 
condition of  fresh fruits and vegetables is in a constant state 
of  change. So, while the objective numeric of  a particular 
item might suggest one set of  merchandising techniques, 
the state of  the product at a given time might dictate a 
different course. No two seasons of  any item are the same, 
and seasoned judgment, coupled with objective financial 
matrices, can optimize the result. Mentorship doesn’t 
necessarily make the difference between a good solution and 
a bad solution, but it can absolutely impact the difference 
between a good solution and a BETTER solution!

Another important factor that has evolved is the appreciation 
for first-hand knowledge of  what is actually going on in the 
stores. Sam Walton truly believed that if  you really wanted 

Challenges  
& Concerns
Within the  
Produce Buying 
Culture of Today PART 2

Bruce PetersonBY EDITORIAL CONTRIBUTOR: ILLUSTRATION BY:
EMILY MCLAIN
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3 THE DYNAMIC BETWEEN THE BUYER 
AND SELLER HAS CHANGED, WHICH 
MEANS ONLY ONE THING: ADAPT

Bruce Peterson is the Founder and 
President of Peterson Insights, 
Inc., a consulting company 
specializing in helping fresh 
food companies successfully 
navigate through a wide variety 
of complex challenges. Bruce is 
a 45-year veteran of the produce 
industry and is best known for 
his role as Senior Vice President 
of Perishables for Walmart 
Stores, Inc. He joined Walmart 
as the Produce Director in 
1991. During his 17-year career 
there, Bruce saw the company 

grow from six Supercenters to 
over 2,300; 117 Neighborhood 
Markets; and established 42 food 
distribution centers. He became 
Vice President of Produce/
Floral in 1994, and in 1998 was 
made Senior Vice President of 
Perishables. In addition to his 
Merchandising and Procurement 
responsibilities, Bruce was the 
Chairman of the WalPac Advisory 
Group, which is Walmart’s Political 
Action Committee (P.A.C.). He 
actively represented Walmart 
in Washington and lobbied on a 

Bruce Peterson
President,  

Peterson Insights, Inc.

to know what needed to be done in the stores, 
you needed to go ask the people who were doing 
the work in them. There is this story about how 
Sam constantly used to walk through different 
departments carrying around a yellow legal pad 
and writing down what needed to be fixed at the 
store level. He talked to the store managers and the 
associates to see what was working and what was not.
 
In 1998, when I was promoted to SVP of  
Perishables, we needed to address some challenges 
in the bakery department, so I did what Sam did 
best: I grabbed a yellow legal pad and went to visit 
one of  our lead bakery managers. She walked me 
around the department and shared the areas where 
she felt corporate was doing it wrong. We identified 
63 different areas for improvement. I went back 
to corporate, and we put our heads together and 
addressed every single concern. Walmart went from 
being on-track to lose 6 million dollars to achieving a 
net 1 percent. That was no small feat.
 
In my mind, it is axiomatic that those who are 
closest to the store level day-to-day actively know 
more about the challenges and dynamic, much more 
than someone rooted to a corporate office might. 
It is becoming more apparent that decision makers 
are spending less time walking stores and taking 
counsel from the people who are actually doing the 
work. What “looks good on paper” does not always 
translate into what works well in the stores. And it’s 
been my experience that the best leadership has 
always come from individuals who actually worked 
in stores. Retail has always been operationally driven. 
Now, it is absolutely fair to say that the “digital age” 
has totally caused retailers to rethink how products 
are best represented. But as long as there are physical 
stores, there will be the need to get out of  the office 
and spend time in them. 

wide variety of agricultural issues. 
Bruce retired from Walmart in 
2007 and later joined Naturipe 
Foods LLC as its President and 
CEO, where he applied his retail 
perspective and business acumen 
to a grower shipper organization. 
In 2011, he took the responsibility 
of CEO for Bland Farms, a position 
he held through 2012. Currently, 
Bruce is a guest lecturer at six 
major universities and speaks at a 
wide variety of industry events. He 
currently resides in Bentonville, 
Arkansas, with his wife, Maggie.

This leads me right into buyer-supplier 
relationships. I have always believed that it’s the 
supplier who knows best when their particular 
items were at their peak for sale. Let’s face it...
before an item ended up at my DC, it came from 
their packing shed. Part of  the genius of  Walmart 
in the early days was to create transparency within 
the supply chain. There was a drive to help the 
supplier understand that Walmart was not their 
customer! It was the person who shops in the store 
that was our mutual customer. It was true then 
and it is true now, that the end user (the consumer) 
is the only place where value is added to the 
supply chain, as they have to be willing to pay 
more than the supply chain cost of  bringing that 
merchandise before them. My constant focus was 
to help producers better understand consumer 
behavior and collaboratively work to change 
their purchasing behavior. I think this is largely 
lost today. I wonder aloud how often buyers even 
get into stores, let alone get into stores with their 
suppliers. Again, with the proliferation of  digital 
merchandising, the way consumers are shopping 
is evolving.

I still suggest that it is more critical than ever for 
retailers to have a collaborative environment with 
their suppliers. The definition of  retail is changing 
quickly, and having the suppliers on the same page 
with you is more important now than ever.

Remember, the best time you can actually invest, is in 
your competition! Don’t look for what they are doing 
badly. Look for what they are doing that is better 
than you. Sam Walton was famous for “shamelessly 
stealing” great ideas from his competition.
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WALDORF-ISH SALAD WITH FREEZE DRIED GRAPES AND STRAWBERRY VINAIGRETTE

 Homegrown 
Organic Farms® 
Freeze-Dried 

Grapes

1 Fuji apple, chopped
2-3 stalks of  celery, chopped
2 tbsp candied walnuts
½ cup Homegrown Organic Farms 
freeze-dried grapes
3-4 leaves of  greens, washed and torn
¼ cup of  Gouda cheese, cubed

For dressing:
2 tbsp olive oil
2 tbsp red wine vinegar
Salt and pepper, to taste

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

ServingS: 8

In a large salad bowl, add lettuce greens, apple, celery, walnuts, 
and cheese. 

Whisk together dressing ingredients in a small bowl. 

Pour dressing over salad mixture and toss. 

Sprinkle on freeze-dried grapes and serve.

1

2
3

INGREDIENTS DIRECTIONS

4
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KATHRYN’S GREATEST JOY IS BRINGING THE 
SWEETEST, LARGEST, MOST FLAVORFUL 
CHERRIES POSSIBLE TO DEDICATED 
CUSTOMERS AROUND THE WORLD

LABOR Of LOve
Hood River Cherry COMPANY

By Eva Roethler
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S
uperior work is often defined by its beginning, 
and for Kathryn Klein, Co-Owner of  Hood 
River Cherry Company, her life’s work started 
with hard labor. Ten agonizing hours of  it.
 

“May 4, 1993, was the day I went into labor and 
gave birth to our youngest son, Kristoff, as well 

as the day we planted our first cherry tree at the orchard in 
Hood River,” Kathryn glows as she dives into the seren-
dipitous story of  her company’s origin. “I believe this was 
more than a coincidence. That day set in motion a way of  
living we couldn’t have possibly predicted.”
 
If  you are the type who believes in signs, the symbolism 
here is clear. The events of  that fateful day aligned Kath-
ryn’s path as cultivator of  life and land, serving not only as 
an inspiring leader for the exemplary grower which now 
spans three generations, but also as a mother and a woman 
pioneer watching the produce industry evolve over the past 
three decades.
 
Kathryn and her husband, Brad Fowler—her counter-
part in the business—have both spent their entire lives in 
the majestic Mount Hood region of  Oregon, where the 
towering, pristine white peak of  the mountain looms over 
the horizon in the fairytale landscape. Kathryn was raised 
on a small family farm there, where as a child she picked 
and tasted her first perfectly ripened cherry, an experience 
she will never forget. As she blossomed into adulthood, 
Kathryn set out to evoke that first magical memory with an 
orchard of  her own, nestled right on majestic Mount Hood. 
Since its conception in 1993, Kathryn and Brad have 
expanded that orchard, now Hood River Cherry Company, 
to span 375 acres, with another 100 high-elevation acres 
on the way this year.
 

“We knew that the Hood River Valley could produce a 
better cherry,” Kathryn shares. “We set out to reproduce, 
and maybe even improve upon, the exquisite taste of  those 
tree-ripened, hand-picked, high-elevation cherries we 
remembered from our childhood. We love what we do and 
the happiness we create through our delicious cherries—
we’re so excited to be planting even more.”
 
Despite the flurry of  activity surrounding the cherry season 
each year, starting an orchard is an exercise in patience. 
From the day the baby trees are planted, it takes five years 
before they bear the first small crop, and ten years after 
that to reach full production. It is truly a year-round job 
to nurture and care for the fruit. In fact, Kathryn tells me, 
bringing crops to fruition is a lot like raising a family.
 
At Hood River Cherry Company, cherries are a family 
affair, with Kathryn and Brad’s entire clan deeply invested 
in running the operation, in one capacity or another. Their 

oldest son, Mario Guisto, has his own orchard and the 
company packs his cherries in its facilities. Their middle 
son, Tony Guisto, returns to help out during harvest. Their 
daughter, Kathryn Gidley, has been with the company 
for years assisting with sales and heading the accounting 
department. And their youngest son, Kristoff Fowler, is 
helping to manage the packaging plant during the summer. 
Orcharding runs in their blood, and innovation is prolific 
throughout their genes.
 

“We are constantly testing and evaluating new varieties, 
new rootstocks, new horticulture practices, and new ideas, 
and we will never stop,” Kathryn contends, with a calm 
conviction that demonstrates she means business. “Our 
niche is growing the sweetest cherries in the country, and to 
do that, we have to innovate. If  we don’t, we’ll lose our way 
and become just another cherry company.”
 
Despite operating an orchard halfway up the tallest moun-
tain in Oregon, Kathryn relays that she is always challeng-
ing herself  to stay a cut above the rest of  her competitors. 
Both figuratively—and literally.
 

“The current trend in agriculture is to get ever-bigger: 
add more acres, buy more equipment, acquire the largest 
chain customers...We’re not buying into that,” Kathryn 
offers with a smile. “We are focused on growing and har-
vesting cherries of  exceptional quality, while remaining 
cost-efficient. We aren’t in a sprint to be the biggest; we’re 
in a marathon to be the best. It’s been an amazing 25 
years, and if  we have our way, it will be a great 25 more at 
the very least.”
 
In a category that gets swept up in a race every season, 
Kathryn and Brad’s slow and steady approach has worked 
astoundingly well for the Hood River Cherry Company. 
From meticulous growing methods, to delicate harvesting 
and shipping practices; every protocol has been pains-
takingly planned to ensure the company delivers on the 
promise to provide the quality cherries Kathryn remem-
bers from her childhood. 
 
Swimming against the current can be tiresome, but with 
consumers’ tidal shift towards healthy food and small-batch, 
hand-crafted products with unique origin stories, Kathryn’s 
fortitude is paying off. Retailers selling her cherries are able 
to leverage the mindful nature, fresh taste, and fascinating 
story behind the brand in order to capitalize on the deli-
cious fruit in their produce departments. The company’s 
cherries are impressive: improbably large, with a minimum 
of  21 brix compared to the industry standard of  15. The 
fruit is hand-selected, between size eight and ten, for every 
box. The variety is also available a little later in the year 
due to the longer growing season.
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“Our cherries grow plumper and sweeter thanks to our 
tree-ripening process. We pick and size the cherries by 
hand to avoid bruising. Our high elevation fruit takes 
longer to mature, and the extended growing season gives 
it more time to soak up nutrients and sweetness,” Kathryn 
beams. “And while some companies strive to produce ten 
tons of  cherries per acre, we strive to harvest half  of  that. 
Our low tonnage means our fruit receives more nutrients, 
resulting in larger, better-tasting, sweeter cherries.”
 
As the proverbial cherry on top of  the deal, the compa-
ny has its own on-site facilities to ensure the fruit doesn’t 
have to endure a long, bumpy ride to processing. Instead 
they are hydrocooled within hours of  harvesting, and are 
delicately handled as employees meticulously hand-pack 
each box to ship overnight, ensuring that the freshest fruit 
arrives at retail.
 
The company is not only elevating its operation—with 
the addition of  the high-elevation acreage—but the entire 
industry, by means of  Kathryn’s principled leadership. 
With her and Brad at the helm, she and her family have 
nurtured a passionate work environment at Hood River 
Cherry Company—and one of  the keystones of  the philos-
ophy is to embrace female leadership and diversity in all of  
its programs.
 

“Aside from being committed to maintaining high-quality 
standards from tree to box, we have high standards for 
ourselves, and we are dedicated to reaching out to other 
women and underrepresented communities to make the 
entire industry more diverse,” Kathryn adds. “As more and 
more women become farmers in our region and nation-

wide, I’m hopeful our role, representation, and respect in 
the industry will grow as well.”
 
Kathryn admits that it has been uniquely challenging to 
take the path less traveled as a woman in fresh produce, be-
fore the relatively recent sea change brought more balance 
to the industry. She has plenty of  experience to draw upon, 
having navigated all of  the obstacles involved with being 
the only woman in the room on countless occasions.
 

“It’s been difficult at times, but it’s pushed me to work 
harder and go further than I ever would have,” Kathryn 
explains. “I always tell women in the industry to just be 
themselves and not to be intimidated—your voice, input, 
and opinion have immense value.” 
 

Raised by a Marine, Kathryn attributes the work ethic 
instilled in her from a young age for her ability to excel in 
produce, despite the challenges. Showing up, doing her 
best, and putting one foot after another with an eye toward 
the horizon have all helped her stay the course and grow 
Hood River Cherry Company. In fact, Kathryn admits 
that she sometimes has a hard time slowing down. She 
credits Brad and her children’s involvement in the compa-
ny for teaching her how to stop and smell the roses or, in 
her case, blossoms. With her kin so close at hand, business 
and family are part of  the same universe, one which has 
cherries firmly planted at the center.
 

“They are as passionate about cherries as we are,” Kath-
ryn gushes about her children. “If  we have it our way, our 
grandchildren will work here some day as well. Even today, 
it makes us proud to see our whole family deliver the very 
best cherries from Oregon’s Hood River Valley to families 
around the world.”
 
At Hood River Cherry Company, the meaning of  the word 
family extends beyond just a genetic bond. At Kathryn’s or-
ganization it encompasses the staff, as well. As she explains, 
the company culture is an extension of  the family culture—
caring and compassionate down to the last employee.

THE MOTHER AND DAUGHTER TEAM—KNOWN AS 
“KATHRYN AND KATHRYN”—RUN THE BUSINESS 
SIDE OF THE FAMILY ORCHARD

“we aren’t in a 
sprint to be the 
biggest; we’re in 
a marathon to 
be the best.”

-kathryn klein
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“Many of  our workers have been with us for decades and 
have harvested with us year after year,” Kathryn reveals. 

“We watch their children grow up and share in their family 
birthday parties and school graduations. We believe in 
supporting each other, open communication, and putting 
each other first.”  
 
This philosophy has carried the company far along its 
steadfast journey, and it is seeing major payoffs as a result. 
With a proud smile, Kathryn reveals that Hood River 
Cherry Company has seen record breaking numbers 
in recent years. A trend that isn’t likely to slow down as 
Kathryn, Brad, and their family continue to methodically 
and meticulously pursue their simple dream. And, despite 
the obstacles along that path, Kathryn will tell you this 
endeavor has truly been a labor of  love.

“I always tell women in 
the industry to just be 
themselves and not to 

be intimidated—your 
voice, input, and opinion 

have immense value.”
-kathryn klein

1.

2.

4.

3.

1. Nestled at the base of Mount Hood, Hood River Cherry Company’s high elevation, tree-ripened cherries take longer to mature and are available later in the 
season  2. A family-run business heading into its third generation of cherry farming, HRCC strives to help lead the industry towards sustainable practices and 
women in leadership 3. Part of the family, many HRCC employees have been with the company for years, returning season after season 4. A labor of
love, Kathryn and Brad’s marriage, family, and life center around their love for producing the sweetest, largest, most delicious cherries for their customers
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f we trace  Rich’s roots 
back, we find that this 
produce aficionado and 
fresh foods curator has 
always had a taste for 
our dynamic industry. 

Having first planted the 
seed of  his lifelong career at his family-
owned business in Denver, Colorado, 
Rich knew that he had found his 
calling. Following the sale of  the family 
business, he and his father opened a 
new foodservice operation in Denver 
for Kraft Foods, Inc. before Rich joined 
Kraft’s corporate office in Chicago as 
National Director of  Produce in 1987.  

Jumping ahead to 1992, we find this 
pioneer at the coveted FreshPoint 
Inc., where he was President of  
FreshPoint Operating Companies 
in Houston, Denver, Atlanta, and 
its central procurement office in 
Salinas, California. In 2000, when 
Sysco acquired FreshPoint, Rich was 
appointed to the position of  Senior Vice 
President, Western Region and in 2007 
he was promoted to Vice President of  
Produce for Sysco Corporation. It has 
been quite a ride for Rich, and as we 
watch the foodservice arena drive trends 
from inception to table, the industry 
veteran took the time to share his take 
on the fresh produce giant Sysco and 
how the company is playing its role in 
evolving menus across the U.S.

I Q1
WHAT ARE SYSCO/FRESHPOINT’S 
CURRENT GROWTH INITIATIVES IN 
FRESH PRODUCE, AND WHAT IS YOUR 
GO-TO-MARKET VISION?

rich DachMan: We believe there are no secret 
formulas to growing our produce category. It’s all 
about balancing and valuing our customers’ needs and 
partnering with our suppliers. We have gone to great 
lengths to be sure that we are executing our vision at 
the highest level from A-Z. This includes partnering 
with the best quality suppliers, using logistic tactics 
to move our produce to our distribution centers in 
the most expedient fashion to ensure freshness, and 
having the right quantity and quality of  personnel 
at our companies to manage the program properly. 
In the end, we understand how critical it is to deliver 
what the customer ordered on-time, and with high-
quality produce. Every other thing that comes down 
the pipeline is simply about fine-tuning, and that is the 
basis of  our mission.

WITH

Q A&
Sysco’s Rich Dachman, Vice President of Produce

WHAT IS YOUR PRODUCE PHILOSOPHY 
AT PRESENT, AND HOW DO YOU SEE IT 
EVOLVING IN THE FUTURE?

rD: Produce is the ultimate supply and demand 
industry. It is backwards in regard to all that we 
are accustomed to. When supplies are short, the 
product quality gets worse and the price gets higher. 
This challenge is where we prove our worth to our 
customers. We have a very committed philosophy to 
our suppliers, and partner with them at the highest 
level by aligning our values and committing our 
program to them on a year-round basis, regardless of  
the market. The result is, our suppliers take care of  us, 
filling our orders in short supply scenarios and allowing 
us to satisfy our customers’ needs during the most 
extreme markets. That is where we prove our worth.

Q2

BY JORDAN OKUMURA
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WHAT ARE SOME OF THE HIGHLIGHTS 
YOU’VE NOTICED IN CURRENT FOOD 
TRENDS, INCLUDING FRESH PRODUCE; 
BOTH WITH THE CONSUMER AND 
WITHIN THE CULINARY SECTOR?

RD: We are seeing the boundaries of  the culinary 
world mixing flavors and watching items expand, 
and noticing that some even disappear. A great 
example is the rise of  fruit/vegetable mixed 
smoothies on breakfast bars. The green salad is now 
common, and we are seeing more cauliflower, beets, 
and broccoli salads being offered. Both transparency 
and integrity of  clean ingredients continue to grow 
as well, as the millennial generation develops as a 
higher percentage of  consumers. 

Q3

I HAVE HAD MANY PEOPLE TELL ME 
THAT TRENDS REALLY CATCH FIRE AT 
THE FOODSERVICE LEVEL. HOW DO 
YOU PERCEIVE TRENDS FORMING?

RD: The genesis and the evolution of  a trend or 
innovation in produce starts with the chef. We have a 
formal innovative initiative where we are constantly 
working with our suppliers to introduce new items to 
our customers. Once the consumer tries the product 
on the menu they want to go home and experience 
it themselves. They will then go to retail to find the 
product and experiment accordingly, and then it 
grows. That is the process.

Q5

“We have a very 
committed 

philosophy to our 
suppliers, and 

partner with them 
at the highest 

level by aligning 
our values and 

committing our 
program to them 

on a year-round 
basis, regardless of 

the market.” 
CAN YOU SHARE SOME OF THE HOT 
ITEMS, PREPARATION METHODS, OR 
FLAVORS YOU ANTICIPATE WILL RISE 
ON FOODSERVICE MENUS IN 2017 AND 
BEYOND?

RD: Pickling is definitely a strong trend. Also, 
food waste is really being brought to the forefront, 
and the industry is being pushed to find ways 
to offer variations of  products that may have 
previously remained in the field, unused for retail 
or foodservice. Although kale remains strong, more 
chefs are turning to beets, greens, chard, turnip 
greens, mustard greens, and carrot tops. 

Q4
-Rich Dachman
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YOU HAVE SOME GREAT WAYS OF 
CAPTURING THE PULSE OF LEADING-
EDGE TRENDS AND PRODUCT 
IDEAS. AS PART OF SUCH A LARGE 
ORGANIZATION, DO YOU FACE 
ANY SPECIFIC CHALLENGES IN 
COMMERCIALIZING THOSE IDEAS INTO 
THE MASS MARKET?

RD: Due to our size and the number of  customers 
we reach, we are often the first contact a grower will 
make with a new innovative product. The challenge 
of  gaining momentum for these items is part of  our 
business: getting the chef  to put it on the menu and 
then moving it farther into the mainstream such as 
in national chain restaurants. Then, consumers go to 
retail to purchase the product after being introduced 
to it in the restaurant, and the real growth of  the 
item begins.

We are well positioned to introduce new items and 
have a very specific chain of  command to do so. We 
realize our clients are looking to always stay on the 
cutting-edge, and it is our commitment to oblige 
them accordingly.

Q6

he creative spark, the foodservice menu, 
the consumer’s introduction to the 
versatility of  fresh produce—these all 
occur in Rich’s world at Sysco. Through  
collaboration and the promise to bring 

the best products to the table, that world seems 
ever-expanding and ever-evolving. I know that the 
restaurant menu was the first place I saw beets paired 
with goat cheese years ago, where kale evolved from 
garnish to centerpiece, and where a crispy slice of  
bacon, a pickled carrot, and green bean first made it 
into my Bloody Maria. It is the table where we taste 
that first spark.

T

TOP: A member of  Sysco’s transportation fleet
MIDDLE:  A selection of  Sysco’s fresh produce
BOTTOM: A Sysco supplier partner at work in the field
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MENTORS IN 
THE MAKING

The mentors

Nick Williamson
By Jordan Okumura

Here is what 
they have to 
say about Nick 
Williamson…

ICK WILLIAMSON IS ONE surprise 
after another. Born and raised on the 
East Coast of England, an avid rugby 

player and all around sports fan, with military 
service in the British Armed Forces and the 
Queen’s Colour Squadron—Nick has seen and 
experienced much of the world. One thing Nick 
did not expect during two operational tours in 
Iraq and one in Afghanistan was that he would 
end up in the produce industry.
   “I met my now-wife Chantelle on the East 
Coast of Canada while taking part in a military 
display representing the British forces,” Nick 
shares, reminiscing about those first years when 
they met, and how in the end, he opted for love. 

“The rest is history. After quite a bit of traveling 
back and forth, I decided to move to the Leam-
ington and Kingsville areas in Ontario, Canada, 
where Chantelle and I were married.” 

  Little did Nick know, this 
would also put him on the 
path to a career in the pro-
duce industry.
  “Completely by chance, 
a good friend in town who 
works in the industry asked 
me if I had ever sold toma-
toes. I laughed, and asked, 
‘What?’” Nick smiles and 
says, adding that the next 
thing he knew, he bumped 
into Mucci Farms’ General 
Manager, Danny Mucci, at a 
local gym, and the friend-
ship began.
  After he was brought in 
for an interview, Danny Mucci 
and VP of Sales and Market-
ing Joe Spano invited Nick 
onto their sales team. De-
spite his inexperience, they 
believed in him and set him 
loose. As we can see, their 
belief in him has paid off.
  So, what makes Nick so 
passionate about the pro-
duce industry that he has 
grown to love?
  “One word: family. The 
entire industry, for the most 
part, is a family,” he shares. 

“To be welcomed with open 

Danny Mucci

Nick is one of the few people that I have 
hired with no direct work experience in 
the produce industry. It was his genuine 
character, combined with his eagerness 
and willingness to learn, that impressed 
me most. Nick’s life experiences in the 
military have shaped him and as a re-
sult, his character is undoubtedly one 
of loyalty, discipline, and dedication. My 
first encounter with Nick was at a local 
gym, where he was a personal trainer. We 
instantly connected, and he began to help 
me in my journey of putting health and fit-
ness back into my life. In some ways, and 
one experience in particular, I’ve viewed 
Nick as a personal mentor to me. During 
the 50K for 50K, an Ultra Marathon that 
Nick and I committed to for the Make 
a Wish Foundation, Nick stayed along 
my side and encouraged me the entire 

General Manager,
Mucci Farms

"
"

way. ‘Peaks and troughs, Danny, peaks and 
troughs,’ he would say. I often refer back to 
those inspiring words when Nick questions 
his work challenges, as this message direct-
ly relates to our industry as there are, and 
will always be, ‘highs and lows.’ Through 
peaks and troughs, Nick has impressed and 
succeeded in his sales position, as well as 
personally. He is an incredible father, hus-
band, and friend. Nick is very personable 
and has a unique and welcoming charm 
about him. His enthusiasm is infectious and 
he has a genuine and incredibly passionate 
personality that comes across in all that he 
does. Nick is ALL HEART and has a won-
derful and promising future in the produce 
industry. We are proud to have him as a 
part of our team.”

N

Sponsored By

arms into the Mucci family 
and this incredible produce 
industry, just makes me want 
to work harder and push for-
ward further every day, not 
only for my company but for 
my entire industry. Together 
we have the ability to change 
so much for the greater good.  
It is very inspiring and excit-
ing to be a part of something 
so special.”
  For Nick, this family 
he found in the produce 
industry is ever-growing. 
Holding a special place 
within its reaches are some 
of his most cherished men-
tors—Danny Mucci, General 
Manager, Mucci Farms; 
Mario Masellis, Director of 
Sales, Procurement Spe-
cialist, Catania Worldwide; 
and Stéphane Desrochers 
Category Manager, Produce, 
Fresh Meat and Floral, Giant 
Tiger.
  “Having met Danny 
Mucci five years ago at a 
local gym, I never would 
have imagined that encoun-
ter leading me to a career in 
the produce industry,” Nick 
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Nick Williamson
Key Account Manager,  

Mucci Farms

shares. “Danny grew up working hands-
on at the farm level and, as a result, he 
truly has a passion for farming, first and 
foremost. That passion is contagious. His 
drive, work ethic, and success at a young 
age is a daily inspiration to me. His lead-
ership style allowed me to learn from my 
own mistakes, and that open-minded 
approach gave me the passion and con-
fidence I have today. Danny never makes 
you feel like you work for him. He always 
makes you feel like you work with him.”
  As for Mario, he is what Nick calls an 
all-around beauty—knowledgeable, pas-
sionate, welcoming, and kind.
  “Mario was one of the first guys I met 
in the industry outside of my company. I 
met him at an event and instantly noticed 
how Mario exuded passion and energy 
not only when talking about produce, but 
also when he spoke about everything, 
such as family, travel, wine, Italy, and 
soccer,” Nick pauses to reflect. “He is 
one-of-a-kind, and unbeknownst to him 
he has been a role model and a bench-
mark to how I would like to conduct my 
business—honest, humble, and passion-
ate. Furthermore, I have a great deal of 
respect for Mario’s willingness to give 
back to the industry through mentorship 
and leadership.”
  When it comes to Stéphane, Nick re-
calls their first interactions fondly. He was 

the first key account contact that 
Nick was asked to call on. Naturally, 
being brand new to the produce 
industry, it was intimidating to cold 
call someone with over 20 years of 
experience in the industry. 
  “To my surprise, Stéphane 
made me feel very comfortable 
and welcomed me with open arms,” 
Nick shares. “That first experience 
has inspired me throughout my 
career. Stéphane has taught me that 
humility will take you a long way 
in this industry. Despite his wealth 
of experience and knowledge, his 
open-minded approach facilitated 
several opportunities for me to learn 
from him and develop my career. 
Although we had a huge disparity in 
experience, he listened to my ideas 
and collaborated with me from day 
one. One day, I too will be a 20-year 
veteran in this industry, and hope I 
can inspire newcomers even half as 
well as Stéphane has inspired me.”
  It has been a wild ride for Nick, 
and the road ahead looks to be just 
as exciting as the one he has paved 
thus far.

"
"

It has been a pleasure getting to know Nick 
over the last five years. My first impression of 
him was of a young James Bond, polished and 
confident. The strong British accent didn’t hurt 
either. Long discussions at industry trade shows 
and customer functions, is where I really got to 
know the substance behind the polish. Nick is 
what I like to refer to as a ‘Global Citizen.’ His 
knowledge of the world and life experiences 
outside of the produce industry have helped 
him become the leader he is, within our industry. 
It has been a pleasure watching Nick grow into 
the professional he has become. Nick is always 
asking questions which exemplifies his thirst for 
knowledge of the produce industry. This is an 
attribute that has earned him the responsibility 
of some very key accounts at Mucci Farms. He is 
an asset to his customers, his company, and our 
industry. Well done, Nick!

Mario Masellis
Director of Sales, Procurement 
Specialist, Catania Worldwide

"
"

Stéphane Desrochers

I see mentorship as a personal 
and developmental relationship 
in which a more experienced 
or more knowledgeable person 
helps to guide a less experi-
enced or less knowledgeable 
person. In Nick’s case, I would 
bring that traditional notion 
into question, as Nick has also 
been a mentor to me in many 
ways. It all started with that 
first phone call—not an email—
introducing himself in a very 
professional, polite, and articu-
late way, while also expressing 
his willingness to support our 
business goals, needs, and 
expectations. Our roles, needs, 
and limitations were addressed 
at the very beginning, allowing 

Category Manager Fresh, 
Giant Tiger Stores Limited

us to build that trust and im-
mediately utilize each other’s 
strengths. His ability to inno-
vate, actively participate, and 
be reliable with an ongoing 
consistency and positivity, is 
the key to his strong partner-
ships and success. Nick is that 
partner you can depend on, 
and know that he will support 
your vision and mission until it 
is achieved. I have been fortu-
nate to have worked with Nick 
to make a difference.
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MIX IT UP BEET SALAD

2-3 Touchstone Gold and Merlin beets,  
thinly sliced*

2 tbsp toasted pine nuts
2 tbsp feta cheese
2 cups mixed greens

For dressing:

¼ cup red wine vinegar
2 tbsp Dijon mustard
2 tsp honey
¾ cup olive oil
1 tsp Kosher salt
½ tsp black pepper 
 
* A mandoline slicer works well to thinly slice beets.

For more information & details about delicious 
beets visit www.sakatavegetables.com. 

ServingS: 2

Whisk dressing ingredients together and set aside.

Wash mixed greens, dry, and divide into two bowls.

Add thinly sliced beets to greens.

Top with feta and pine nuts, then toss with dressing.

1
2
3
4

Touchstone Gold  
& Merlin Beets

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ? YOU CAN HAVE IT ALLYOU CAN HAVE IT ALL
A cantaloupe with 

long shelf life, rich color 
and infinite flavor!

PMA Foodservice 
Booth #508
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YOU CAN HAVE IT ALLYOU CAN HAVE IT ALL
A cantaloupe with 

long shelf life, rich color 
and infinite flavor!

PMA Foodservice 
Booth #508



T
here’s a new specialty item inching 
its way into consumer hearts, and 
it’s being hailed as the caviar of  the 
orchard. Originating from Australian 
soil, finger limes are transcending 

standard food categories and applications to liven 
up a diverse range of  dishes and palates with a 
vibrant pop of  color and tangy taste.
 
So, what exactly is a finger lime? This particular 
produce item consists of  a slender pod, most 
commonly seen as green or red, that opens to 
reveal a swarm of  vividly colored baubles. Each 
orb-like juice vesicle pops to release its own small 
explosion of  lime with a tangy kick sure to leave 
an aftershock of  flavor. 

Also referred to as pulp, the juicy insides of  finger 
limes truly resemble the aesthetics of  caviar or roe, 
but are sure to woo even those hesitant of  fish. 
 
Estimated to be around 18 million years old, the 
small pods have traveled a long way from their 
native Queensland soil and now traverse an array 
of  plates in the Northern Hemisphere as well.
 

Finger Limes
By Laura Hillen
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These tiny citrus friends stay true to their name 
in application, as they can complement nearly 
any dish you can wrap your fingers around. The 
digit-like pods release an explosion of  flavor in 
any instance where you would want a lime; from 
conventional applications, like pairing a thread 
of  citrus with oysters, to the convivial possibilities 
of  a finger lime margarita.
 
Cheesecakes, crab cakes, ice cream, oysters, fruit 
compotes, yogurts, and sushi—finger limes can 
conquer them all, elevating both eye and mouth 
with their inherently unique nature.
 

Is this produce delicacy the next at-home or 
foodservice heavy-hitter for the perfect plate? All 
limes point to yes.

Sources: Food52, The Guardian
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These two industry powerhouses, 
on their own, are forces to be 

reckoned with. What happens when 
the produce industry stars align?

 
A berry brand to rival.

BY JORDAN OKUMURA

 SweetSuccess
AN OPPY    OCEAN SPRAY ALLIANCE&
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JAMES MILNE, VICE 
PRESIDENT OF 
MARKETING FOR 
OPPY
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ostalgia is key. Whether it is product branding that 
provokes memory, or memory that steers me down 

an aisle toward a specific brand—nostalgia is powerful. Ocean 
Spray® is one of  those handfuls of  brands that connects me to 
my childhood. Whether it was summer swim meets or snacks after 
soccer practice, this brand carries the weight of  memory for myself, 
and I imagine, many others. Now, with the goal of  creating a new 
generation of  memories for the produce passionate, Ocean Spray 
is stepping up its game and combining the authority of  its brand 
recognition, with the influence and reputation of  marketing giant 
Oppy, to bring a new, fresh berry partnership to market.

Yes, my friends, there is a new game 
in town.
 
As powerhouses Ocean Spray and 
Oppy enter a new era in their fresh 
fruit partnership, the two companies 
are launching a new brand, Family 
Farmer Owned™, providing a range 
of  berries from fresh strawberries 
and blueberries, to raspberries and 
blackberries, as part of  the newly 

JAMES MILNE IN 
STANELY PARK, 
VANCOUVER, 
CANADA
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conceived fresh produce partnership. Strategically aligning their 
programs to bring a high-caliber product line and marketing 
campaign to North America, they aren’t walking the path 
toward success—they are paving it.
 
With the new venture increasing and elevating Oppy’s berry 
offerings and establishing a year-round fresh berry presence 
for Ocean Spray®, the two companies are looking to utilize an 
already wide-reaching brand to bring more value to their retail 
partners, along with nostalgia and excellence, to the produce 
aisle.
 
As we get into the thick of  summer months and heightened 
berry demand, James Milne, Vice President of  Marketing for 
Oppy, and Clark Reinhard, Vice President of  Innovation for 
Ocean Spray join me to dish on the fruitful alliance and how 
they are hoping to impact the industry. With a strategic push in 
the berry category, the partnership seems ripe with reward.
 

“To a degree, we were already on that path to create our own 
berry brand. We knew that retail had been pushing us to a place 
where they wanted a concerted and more cohesive brand from 
us, as the category continued to grow exponentially,” James tells 
me. “Retailers have really been facing the challenge of  label 
pollution in recent years, and our objective was to find a solution 
to the issue, instead of  contributing to it. Our goal, from the 
start, was to be a one-stop-shop for a retailer’s berry needs and a 
vendor partner they could rely on for the gamut of  retail support 
from quality and consistency, to merchandising solutions and 
supply-chain stability.”
 
HOW A PAST BUILDS A FUTURE
 
Over the past decade, Oppy has built a strong program with 
Ocean Spray; one steeped in tradition, tied to nostalgia, 
but also positioned for growth as we look to the future. 
Originating with the partnership’s fresh cranberry program, 
the two powerhouse produce companies have brought a 
value-proposition to market that only their partnership could 
promise. So, the extension of  this relationship felt natural. 
In came the perfect storm: heightened consumer demand, 
a unique opportunity to impact and disrupt an established 
category, and two companies at their prime. Timing made 
more than sense.
 

“Ultimately, both of  our businesses are about bringing the 
fruit from family farms to market. When you have two 
organizations with such similar 
missions, it’s really easy to find 
common ground and new areas 
to collaborate,” Clark shares 
with me. “We’ve been working 
with Oppy for a number of  years 
on our fresh cranberry business 
but mother nature dictates that 
cranberries are only available 
a few months of  the year. Over 
the past few months, we’ve been 

TOP TO BOTTOM:
NEW FAMILY 
FARMER-
OWNED BRANDS, 
CODESIGNED BY 
OPPY AND OCEAN 
SPRAY; WORKERS 
HARVESTING 
STRAWBERRIES 
AT MADISON 
FARMS IN SALINAS, 
CALIFORNIA
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brainstorming with Oppy on ways 
to grow Ocean Spray’s presence 
in the produce aisle. Innovation 
isn’t always about new products, 
sometimes it’s in changing up 
the way you position your brand. 
Launching the Ocean Spray® 
Family Farmer Owned™ brand 
allows us to talk about the very core 
of  who we are.”
 
The Ocean Spray brand is well 
known across multiple retail 
facets, having created long-lasting 
partnerships with retailers and deep, 
memory-making relationships with 
consumers. With this extension 
of  Ocean Spray’s line to execute 
a year-round program, along with 
the addition of  multiple segments 
of  the berry category, the Oppy 
alliance’s ability to grow the 
category is generating excitement.
 
As James tells me, some may see 
Ocean Spray as a major corporate 
conglomerate taking over center-
store shelves and edging out brands 
in the produce department, when 
in reality the company is a vibrant 
agricultural cooperative owned 
by more than 700 cranberry and 
grapefruit growers in the United 
States, Canada, and Chile. Clark 
and James are looking to bring the 
authenticity that they know so well, 
into consumers’ shopping baskets.
 

“The Ocean Spray Family Farmer 
Owned brand really communicates 
our companies’ support of  family 
owned and operated farms,” James 
says, pausing as he chooses his next 
words. “This brand and vision truly 
brings value and a vast amount of  
benefits to growers, retailers, and 
ultimately, the consumer. With strict 
standards, practices, and processes 
in place, our promise to elevate the 
category is present throughout the 
supply chain. The brand integrity 
itself  really begins with the heart of  
the program: the grower.”
 
The family-strong element to this 
campaign, is a thread that will 
run through the program, the 
partnership, and each strategic step 

JAMES MILNE 
WALKING THE 
STREETS OF 
VANCOUVER

the two marketing teams take to bring this brand to fruition. And 
they have the stats to position themselves for a fruitful year.
 
NUMBERS DON’T LIE
 
Over the past year, Oppy conducted extensive research throughout 
North America and uncovered a genuine growing enthusiasm for 
berries across demographics and regions. Snacking has taken off, 
more health-conscious consumers are looking to add variety and 
elevated flavors to their diet; and let’s not forget about versatility 
and widening ranges of  ethnic and traditional cuisine. With berry 
category sales at retail elevating 15 percent in the last two years 
alone, combined with IRI data showing average-price-per-pound 

“This brand and vision truly brings value and a 
vast amount of benefits to growers, retailers, 

and ultimately, the consumers.”-James Milne
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gains and berry sales volume 
increases throughout the 
U.S., the Oppy Ocean Spray 
partnership seems primed to 
deliver on its promises. It only 
helps that branded produce is 
earning greater dollar share 
throughout the category.
 
Each partner brings a heavy-
hitting assortment of  strategic 
advantages to the table.
 

“For nearly 160 years, Oppy 
has discovered and delivered 
the best of  the world’s fruits 
and vegetables by partnering 
with the most dedicated 
and high-caliber local and 
international growers to bring 
sustainable fresh produce to 
domestic and global shores. 
Today, we proudly source 
over 100 varieties of  produce 
from more than 25 countries,” 
James says.

Formed in 1930 by three cranberry growers with a simple 
love of  cranberries, Ocean Spray possesses the same gravity 
of  a family-owned lineage and is now one of  the world’s 
leading producers of  cranberry juices, juice drinks, and dried 
cranberries, with an evolved fresh berry spread to bring into 
today’s fold. The cooperative’s cranberries are currently 
featured in more than a thousand great-tasting, good-for-you 
products in over 100 countries worldwide, with more than 
2,000 employees, and nearly 20 cranberry receiving and 
processing facilities in its program. And the brand-recognition 
already speaks for itself.
 

“Fresh cranberries are only available a few months of  the year. 
By extending the Ocean Spray Brand to other berries we have 
an opportunity to reach consumers in new ways throughout 
the year,” Clark says.
 
Reflecting on how far he, and the company, have come just in 
recent years, he shares that he grew up at Proctor and Gamble 
and joined Ocean Spray in 2016. “It was a tough decision 
to leave Cincinnati for South Eastern Massachusetts, but 

ultimately I was drawn to the unique business model and power 
of  the Ocean Spray brand. I have been lucky enough to get to 
know many of  our grower-owners and have spent time on some 
of  their farms. There is an authenticity to what we do at Ocean 
Spray that I have never seen with any of  the other brands I’ve 
worked on. We know consumers want to support family farms 
and Ocean Spray lets them do that in a convenient way. It’s 
really a very exciting opportunity to know you’re providing 
consumers with delicious high-quality produce and products 
while at the same time ensuring family farms thrive for the next 
generation of  growers.”

A FORCE IN THE BERRY PATCH
 
So, what other exciting developments are in-store for these two 
industry-leading companies as they look to move the needle 
in the fresh berry space? James smiles, and you can hear the 
excitement in his voice as he speaks about fresh, innovative ideas 
in the pipeline, and further disruption across berry branding and 
the berry category. Off the record, of  course.
 

“Our marketing teams have really clicked in a way that is 
unusual,” James reflects. “I have been in this industry for 30 
years now and have seen various marketing groups attempt 
to collaborate, and when they come together there is always a 
little bit of  tension and friction with different viewpoints. Our 
connection with the Ocean Spray marketing group around this 
Family Farmer Owned™ brand has been fabulous, and I believe 
you are going to see many neat things come out in the next few 
months and the next few years; in the fresh space and beyond.”
 
At the end of  the day, both Oppy and Ocean Spray share 
the sentiment, that the partnership is about creating a link, a 
narrative, a thread that connects the grower to the consumer. 
 
And luckily for retailers, their space is where the story, and deep 
authenticity, take hold.

RIGHT: MADISON FARMS 
STRAWBERRIES, READY 
FOR HARVEST IN 
SALINAS, CALIFORNIA

BELOW: CLARK 
REINHARD, VICE 
PRESIDENT OF 
INNOVATION FOR 
OCEAN SPRAY

“There is an authenticity to what 
we do at Ocean Spray that I have 
never seen with any of the other 

brands I’ve worked on.”-Clark Reinhard
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up
close

A closer look at Apio’s Eat 
Smart® Salad Shake Ups™

I n a move to help boost sales 
and profits, and grow the entire 
single-serve salad category, 
Apio, Inc. is launching a new 

line of Eat Smart® Salad Shake 
Ups™ salad bowls. With patented 
packaging, an interior tray that 
serves as a lockable lid for easy 
mixing, and 100 percent clean 
label, nutrient dense ingredients, 
this new addition to the Eat 
Smart portfolio is heating up 
the demand for flavor and 
convenience in the produce aisle.
 
These three distinct salad bowls 
contain at least ten ingredients 
each, from versatile and colorful 
blends of vegetables and dried 
fruits, to diverse sources of plant 
protein that create consumer-
desired flavors and textures.
 
The Avocado Ranch single-serve 
salad bowl is a crunchy blend 
of red cabbage, Savoy cabbage, 
shredded cauliflower stalk, 
curly kale, shredded carrots, 
and freeze-dried corn with 
shredded cheddar cheese, roasted 
sunflower seed kernels, crispy 
onion pieces, dried currants, 
naturally-flavored bacon bean 
flakes, and a creamy avocado 
ranch dressing.
 
The Tropical Lime salad bowl 
blends green cabbage, broccoli 

stalk, Napa cabbage, curly kale, 
and Italian kale along with dried 
pineapple, dried mango, and dried 
papaya. To bring the flavor up a 
notch, Apio added white sesame 
seeds, crispy quinoa, roasted red 
quinoa, and thin crunchy noodles 
with a creamy coconut lime chili 
dressing.
 
For those açaí lovers out there, 
Apio introduced the Raspberry 
Açaí salad bowl which brings 
together broccoli stalk, green 
cabbage, curly kale, radicchio, 
dried cranberries, dried 
blueberries, sliced toasted 
almonds as well as hemp, flax, 
and chia seeds. To bring the 
dish together, Apio elevated the 
recipe with a tangy raspberry açaí 
dressing to this salad recipe.
 
All the consumer needs to 
do is pull back the top on the 
unique leaf-shaped, film-sealed 
top, where they will find a tray 
with packets of toppings and a 
fork. Remove the tray to reveal 
the salad blend, then pour the 
toppings and the dressing onto 
the vegetables. Flip over the 
tray, snap it onto the bowl, and 
shake away! Apio is bringing 
the produce trifecta to the 
consumer’s eating experience 
with convenience, flavor, and, as 
always, innovation.
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Value - Added Produce
Snapshot

Value-added produce sales have been burgeoning in recent years as 
consumers increasingly demand convenient, healthy options. Pre-cut, 

pre-proportioned, pre-washed, wrapped, and mixed—innovations in 
preparation and packaging are now, more than ever, driving fruit and 

vegetable consumption. From trays to snack packs, cantaloupe to 
celery, consumers enjoined to grab-and-go by their busy lifestyle are 

reaping the rewards of value-added produce.

Data is from the 52 week period ending 04/16/2017

Value -Added Fruit
DOLLARS: $3.03 billion
volume: 955.7 million lbs
DOLLARS % change vs. YA: +8.4%
volume % change vs. YA: +3.9%

Value -Added Vegetables
DOLLARS: $5.23 billion

volume: 2.51 billion lbs
DOLLARS % change vs. YA: +4.2%
volume % change: vs. YA +4.6%

10% of fruit dollar sales and 
17% of vegetable dollar sales are 

value–added and growing over 20% 
vs. a year ago.
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Apples
DOLLARS: $266 million
volume: 57.4 million lbs
DOLLARS % change vs. YA: +2.0%
volume % change vs. YA: +3.8%

Pineapple
DOLLARS: $440.6 million
volume: 120 million lbs
DOLLARS % change vs. YA: +9.9%
volume % change vs. YA: +10.4%

Melons
DOLLARS: $1.13 billion
volume: 479 million lbs
DOLLARS % change vs. YA: +9.0%
volume % change vs. YA: +0.9%

Top Value -Added
Produce

Source | IRI

Value–added fruit price–per–pound premium 
is more than 200% of whole and vegetables 

is more than 127% of whole.
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Carrots

Lettuce

Mushrooms

Broccoli

DOLLARS: $963 million
volume: 584 million lbs
DOLLARS % change vs. YA: +0.8%
volume % change vs. YA: +1.6%

DOLLARS: $819 million
volume: 279 million lbs
DOLLARS % change vs. YA: +0.5%
volume % change vs. YA: +7.6%

DOLLARS: $513 million
volume: 121 million lbs
DOLLARS % change vs. YA: -0.3%
volume % change vs. YA: +0.8%

DOLLARS: $607 million
volume: 327 million lbs
DOLLARS % change vs. YA: +1.2%
volume % change vs. YA: +5.0%
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    it’s a
 

“Wo-Mann’s”    
          World

A Conversation with
Gina Nucci and Lorri Koster
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Lorri Koster, CEO & Chairman 
(left), and Gina Nucci, Director of 
Corporate Marketing, for Mann 
Packing (right)

hey say there are two 
sides to every story, but these two sisters 
are proving that those sides can be paired, 
partnered, and brought together in one 
cohesive brand.
 
In an industry increasingly focused on 
marketing, differentiation, and product 
development, Mann Packing stands out as 
a company consistently bringing forward-
thinking product lines to market. The 
company has, throughout its 78-year history, 
seen broccoli through its beginnings, as a 
relatively-obscure frozen food category, to 
its place as a fresh food staple—with dozens 
of  value-added and foodservice applications 
across a handful of  prominent brands.
 
Two of  the individuals continuing the 
company’s legacy of  innovation are CEO 
and Chairman Lorri Koster and Director 
of  Corporate Marketing Gina Nucci, the 
executives leading the women-owned and 
operated family farm in its continued 
expansion efforts and ambitious marketing 
initiatives.
 

“Mann Packing is all about fresh. Fresher 
ideas, fresher experiences, and fresher results. 

T
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(1) Broccolini on the grill (2) Sautéed snap peas (3) From left to right: 
Michael Jackson, President and CEO, Boys & Girls Club of Monterey 
County; Gina Nucci, who serves on the organization’s Board of Directors; 
Linda Tossetti-Gulley, Director of Public Relations and Marketing; and 
Jose Moran, Director Community Relations (both with Boys & Girls 
Clubs of Monterey County) (4) Snap peas frying in a skillet (5) The Mann 
Packing headquarters in Salinas, Califorina (6) Members of the Mann 
Packing team playing ping-pong (7) Lorri Koster and Gina Nucci

Fresher. Fresher. Fresher,” Gina says, with an 
excitement she always brings to the table. “We 
want to help retailers provide consumers with 
innovative ways to use fresh vegetables in 
their daily lives. We want consumers to spend 
more time talking with family at the dinner 
table, rather than prepping and cooking in the 
kitchen. Our mission statement says it all—
Fresh Veggies Made Easy.”
 
As Director of  Corporate Marketing, Gina 
is spearheading a series of  new marketing 
initiatives aimed at focusing Mann’s’ corporate 
purpose and brand personality—a personality 
Gina describes as “easy, trustworthy, passionate, 
fresh, and lighthearted.”
 
To Gina and Lorri, though, Mann’s is more 
than a brand. It’s a family. The Nuccis have 
been an integral part of  the company since 
Lorri and Gina’s father Don joined Mann’s as 
an office manager in the late 1960s. Eventually, 
in 1976, Don and longtime Mann’s employee 
Bill Ramsey became partners in the operation. 
Along with founder H.W. “Cy” Mann they 
brought family members on board to meet the 
needs of  the burgeoning company and mentor 
them in the produce industry.
 
In fact, Gina tells me she has been working for 
the company, on and off, since she was ten years 
old.
 

“I put together nutrition posters and recipes in 
our garage, a couple hours each week for my 
dad. My sister Lorri did the job before me,” 
Gina tells me. After studying nutrition at the 
University of  Arizona, Gina set off in search of  
adventure, living abroad for nearly two years 
and travelling for another six months. “And 
at the same time, my brother Joe had taken 
over Mann Packing as the CEO and needed 
some help in marketing with a new vegetable 
they were launching. He had been emailing 
me regularly to see if  my money was running 
out. He knew I could hit the ground running 
with little training because of  my background 
working at Mann’s and my experience in 
London working at a public relations firm. I 
started as the Broccolini® Brand Manager, and 
that is when Gina Broccolini was born.”
 
Lorri shares a similar experience. As current 
CEO, she recollects fondly that she also began 
her career in the family garage fulfilling orders 
from teachers for posters and newsletters.
 

“Funny, we still send out those posters today—

(1)

(3)

(6)
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and I have young interns doing it!” she says. 
After working with the company through high 
school (“lots and lots of  filing”), Lorri had an 
opportunity to mentor with David Stidolph 
while she studied at California State University, 
Chico. “David was a creative marketing genius. 
He taught me many tricks of  the trade and 
how to work with different types of  people and 
cultures. There was no better training than 
working food shows next to Dave!”
 
After college, Lorri began managing marketing 
communications for the company full-time. 
Eventually, circumstances would move the 
young executive to pursue opportunities with 
other companies.
 
It wasn’t until the tragic death of  her and 
Gina’s older brother Joe Nucci, then President 
and CEO of  Mann’s, in 2005 and the loss 
of  her father only 14 months later, that Lorri 
would return to the company and assume the 
mantle of  leadership.
 

“After having two young boys, I left the company 
for a bit and consulted for Mann via Koster 
Communications, where I acquired and became 
publisher of  Coastal Grower Magazine,” Lorri 
says. “When my dad passed away in 2006, I 
came back to Mann full-time and my husband 
Tom took over Koster Communications. From 
2006 to 2012, I managed the marketing, 
product development, and communication part 
of  the business as well as representing my family 
on the Board of  Directors.”
 
Lorri returned to the company and served 
in a series of  executive positions, eventually 
becoming CEO in 2012. After years of  being 
one of  the only women at the table in a 
male-dominated industry, Lorri found herself  
at the helm of  this proud women-owned 
company. Lorri is quick to downplay the 
significance, noting the company’s merits are by 
no means gendered, but that certification can 
be an important distinction with vendors and 
consumers.
 

“Our certification as a Women Business 
Enterprise enables some of  our customers to 
meet their vendor diversity goals,” Lorri tells 
me. “It makes a ‘win-win’ a ‘win-win-win.’ 
We don’t rest our laurels on that one aspect 
of  our business. Clearly, service, quality, and 
consistency come first—but it’s a card in 
our deck, and we play it when we can. It’s a 
differentiator in an industry that has many 
similar business models. It is ironic that our 

(2)

(4)

(7)

(5)
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company founder’s 
last name was Mann. 
We joke that today 
Mann Packing 
could be Wo-Mann 
Packing Company!”
 
Now, after 78 years 
working tirelessly to 
diversify its offerings 
and present more and more unique products 
to its customers and consumers, Mann’s is 
looking to weave a master narrative through 
its extensive catalog of  value-added offerings, 
from Culinary Cuts®, Family Favorites®, 
Fresh Leaf  Farms™, Nourish Bowls™, 
Organic Biologique, Snacking Favorites, and 
Veggie Slaw Blends lines—each with unique 
brand identity. Add a variety of  foodservice 
offerings, and you can see that Mann’s slate 
is expansive.
 

“We’ve been so focused on introducing new 
product lines to the industry that we haven’t 
really had the opportunity to market our 
company and how we’re different to do 
business with,” Gina notes. “People know 
Mann’s by our products, which is wonderful, 
but how and why we’re bringing these 
products to market is an integral story we 
need to tell.”
 
Since being founded as a fresh carrot 
packing operation in the late-1930s by 
H.W. “Cy” Mann, a Stanford graduate 
who began his agricultural career trimming 
fruit and lettuce for 40¢ an hour during the 
Great Depression, the company has been 
continually expanding and diversifying its 
production.
 

“We’ve worked hard 
at de-commoditizing 
products; that 
differentiates 
us from the 
competition,” says 
Gina. “When Mr. 
Mann founded 
the company in 
1939 he grew and 
packed carrots, 
then iceberg, then 
he added broccoli. 
Not a lot of  
people were doing 
broccoli—then we 
added crowns, then 

broccoli florets, then broccoli cole slaw. We 
kept diversifying products to add value and 
therefore more margins.”
 
Whereas in the past, Mann’s marketing 
efforts may have been outpaced by the 
growth of  its product lines, Gina and Lorri 
are now working to design and implement 
programs that tell the company’s story 
holistically and appeal to customers and 
consumers with consistent messaging across 
several platforms.
 
To this end, the company has expanded its 
online presence with its “Mann, That’s Easy” 
blog and social media content, including 
recipes and usage tips, portraits of  growers 
and chefs, and more. The company has also 
undergone a complete website redesign—
with consistent messaging across the 
company’s entire house of  brands.
 

“The website rebranding really launched our 
new marketing efforts,” explains Gina. “Our 
previous website had the look and feel of  our 
Family Favorites line of  products—like our 
Broccoli Wokly and Vegetable Blends. We 
wanted a fresh new look that could house all 

our brands—our Mann 
Family of  Products.”
 
For Gina, Lorri, and 
the team at Mann’s the 
challenge is to create a 
greater shared identity 
between the company’s 
unique brands of  much-
loved products. In the 

same way that the Nuccis and Ramseys have 
brought a coherent vision and continued 
prosperity to the company, Gina and Lorri 
are working to ensure the Mann’s family 
of  brands is unified in its identity and its 
exceptional quality. Both bring a lifetime of  
experience to the task and, perhaps more 
importantly, a devotion that can only be 
described as familial.
 

“It may be the Nucci and Ramsey families 
that ‘own’ Mann Packing, but between our 
growers and our employees we have many 
multi-generational families and employees 
with tenures easily over 20, 25, 30, 35, even 
40 years,” Lorri tells me. “We always joke 
around that when we say family ‘owned and 
operated’ the ‘operated’ part is the real deal! 
We are very hands-on, very involved, very 
passionate about our customers, the people 
that work here, and the families that grow 
for us. We work side by side with all of  them 
and carry our share of  the workload. We 
also love to have fun! We just wrapped up a 
company ping-pong tournament, and our 
Back to the Valley barbecue is next week.”
 
From an exceptional slate of  offerings to a 
tight-knit crew working side by side, Gina 

and Lorri are 
proving that good 
things run in the 
Mann Packing 
family.

“People know Mann’s by our 
products, which is wonderful, 

but how and why we’re bringing 
these products to market is an 

integral story we need to tell.”
    - GINA NUCCI

The Mann 
Packing Team at 
the company’s 
headquarters in 
Salinas, California. 
From left to right: 
Gina Nucci, Sharon 
Outland, Susan 
Cameron, Alex 
McClosky, Loree 
Dowse, Jacob 
Shafer, Jennifer Lind, 
Gabe Gonzales, 
Roberto Avila, and 
Kane Palacios
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{           }
SWEET POTATOES have long been a staple of autumn spreads, 
but here at The Snack Magazine we wondered what year-round 

dishes the fresh produce industry advocates for these saccharine 
spuds? Ranging in hue from copper-orange and garnet, to deep 
purple, these starchy tubers boast a low glycemic index and an 
impressive nutritional profile to elevate their appeal. Plus, the 
creamy, deep, nutty flavor of the sweet potato lends itself well 

to unexpected dishes, from savory sides to rich desserts. 

So, how does the industry love thy sweet potatoes? 
LET US COUNT THE WAYS!
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Gina Pettit
Marketing and Specialty Sales Manager, Country Sweet Produce

“My family loves sweet potatoes! My youngest daughter just turned 
one, and she can easily eat two medium-sized sweet potatoes herself. I 
am happy to let her overindulge a bit with the number of vitamins and 
nutrients packed into each serving. Both of my girls really enjoy eating 
sweet potato fries. My husband and I will cut the sweet potatoes into 
wedges and sprinkle them with a little sea salt, garlic, and pepper, and 
put them in a grill pan on the BBQ. I also enjoy making stuffed sweet 
potatoes with raw honey, raisins, cranberries, cinnamon, and nutmeg. 
After they are done baking, they smell so sweet that my family thinks 
they are having dessert. I love it.”

Laura Hearn
Marketing & Business Development Director, Nash Produce

“Sweet potatoes are like nature’s healthy candy! I may be a little partial, 
but what’s not to like about a vibrant, orange veggie packed full of 
nutrients that is delicious as either a sweet or savory treat? I love seeing 
innovative, culinary creations from sweet potatoes used as a toast 
substitute and stuffed with meat and cheese, to sweet potato-flavored 
ice cream, just to name a couple. Don’t get me wrong—I’ve never had 
a sweet potato dish I did not love, but nothing beats a simple baked 
sweet potato with a dash of salt and a dollop of butter!”

Greg Corrigan
Senior Director of Produce and Floral, Raley’s Family of Fine Stores 
“I can’t tell you enough how much I love sweet potatoes. They are packed 

with more nutrition and health benefits than most people know. Sweet 
potatoes are loaded with potassium, vitamin A, vitamin C, and B6. 

Obviously, they are a holiday favorite, but are now gaining popularity 
year-round and around the world. There are so many ways to prepare 
them, from sautéed, baked, and mashed, to my favorite...sweet potato 

fries. They are a staple in our produce departments across our stores and 
demographics.”

Stuffed Sweet Potatoes with
Spiced Beef and Herbs

Sweet Potato Fries

Roasted Sweet Potatoes
with Garlic and Rosemary

54 / JULY 2017



George Wooten
President, Wayne E. Bailey Produce Company

“Who would think that George Wooten, Mr. Sweet Potato, would have not 
liked sweet potatoes growing up? But it is true. As I became involved 

in the industry I grew very passionate about the product. It became 
my life’s ambition to change the way sweet potatoes were offered to 

customers. As a result I became a BIG fan of sweet potatoes. The most 
unusual way I have used sweet potatoes is to juice them. But one of my 
favorites is baked sweet potato left over from dinner. We use them as a 
side dish for breakfast. We remove the skin and slice them, take a small 
amount of olive oil and butter, pan sear until they are caramelized, then 

sprinkle with coarse salt. Sweet potato ice cream is not bad either.”

Mark Carroll
VP of Produce & Floral, The Fresh Market

“Years ago I heard about how nutritious sweet potatoes are, and it gave 
me the perfect excuse to eat them every week. It only adds to their draw 
that they microwave so quickly and easily, qualifying them as one of the 
perfect healthy “man foods” out there: right up there with the avocado—
something that tastes good, takes minimal effort to make, and is healthy 
to boot. I’ve worked nearly my entire produce career in Texas, California, 

and now North Carolina, and I have combined these three regions into 
one of my favorite produce dishes. Just microwave a North Carolina sweet 
potato for about five minutes while mashing up a ripe California avocado. 

Cut the cooked sweet potato lengthwise, place the mashed avocado on 
top, and then add Texas jalapeño slices on top of it all, and you have one 

healthy and quick treat!”

Gina Nucci
Director of Corporate Marketing, Mann Packing

“Nutrient-dense, filling, and super delicious, we use sweet potatoes 
regularly—sometimes fresh-cut but also whole. I’ll use cubes sautéed 
with bell peppers, onions, and garlic for breakfast potatoes served with 
eggs; or I’ll scoop the middle out of a whole roasted sweet potato and 
mash with butter. Our twins love them that way! Lately my favorite has 
been Mann’s Sweet Potato Ribbons tossed with olive oil and sautéed 
and finished with cayenne pepper and a squeeze of lime juice.”

Mann’s Sweet Potato Ribbons

Baked Sweet Potato
with Avocado

Carmelized Sweet Potatoes
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Jeff Thomas
Director of Marketing, Scott Farms

“Sweet potatoes are growing in popularity both domestically and 
internationally. Among other things, this is due to the high nutrition 

content and diversity of uses. Many of our customers share their 
favorite ways to prepare them, but one of my favorites is a sweet potato 

pancake recipe that 18 Restaurant Group Owner/Chef Jason Smith 
developed. When topped with a bit of sweet potato butter, the need for 
syrup is eliminated. Like many of his creations, it is truly a great recipe.”

Delbert Bland
President and Owner, Bland Farms

“Sweet potato popularity is exploding at retail, within foodservice, and 
with consumers as well. In the last four or five years I have watched the 

category truly pick up momentum and demand shows no signs of slowing. 
The benefits are almost unlimited in terms of their health benefits, usability, 
and flavor. You can feature sweet potatoes in just about anything you cook, 

from sweet to savory. Personally, I like them cut simply into ⅛” thick slices 
and pan-fried with coconut oil till they are just barely crisp and warm. I 

have a large family and we are big into barbecuing. Each year, I notice that 
more and more of my family members are opting for sweet potatoes over 

the traditional baked potatoes that we have always prepared at our get-
togethers. I don’t think the category growth is just because people’s taste 

buds are changing, but due to the fact that more people are aware of sweet 
potatoes—and more informed on how to use them.”

Johnny White
Sales Manager, Shuman Produce

“Sweet potatoes are a true southern staple that generate many fond 
family memories. I can still remember my father sharing stories about 
his love for them as a child and enjoying the “candy” that ran out of 
them when cooked in my grandmother’s wood-burning stove. For me, 
sweet potatoes represent tradition and community as sweet potato 
casserole (with its crunchy brown sugar and pecan topping)
is synonymous with large family gatherings.”

Sweet Potato Pancakes

Mashed Sweet Potatoes with 
Brown Sugar and Pecans

Sweet Potato Chips
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With adventurous flavors, bold 
aesthetics, and an award to 
top it off, the Fresh Solutions 
Network is bringing its Side 

Delights® Flavorables™ to retailers across the 
U.S. this year. With a recent launch on the 
East Coast, these high-quality, triple-washed, 
red and yellow petite potato varieties 
feature seasoning profiles from delicious 
Chimichurri to Smokin’ Tomato, and 
Malaysian Curry to intrigue the consumer 
and create a vibrant destination 
in the produce department. 

The Red Potatoes with Chimichurri 
Seasoning offer a blend of roasted garlic, 
cilantro, and lemon, while the Golden 
Potatoes with Smokin’ Tomato Seasoning 
blend roasted tomatoes, garlic, and chives. 
The Golden Potatoes with Malaysian Curry 

up
close

A Closer Look at Fresh Solutions Network’s 
Side Delights® Flavorables™

Seasoning bring a unique, multi-dimensional 
punch to the palate with a blend of chili 
pepper, lemon grass, ginger, and lime.

Presented in a 1 lb microwaveable tray, 
Flavorables’ packaging design recently 
received a tip of the hat from Graphic 
Design USA, American Packaging Design 
Awards. Fresh Solutions Network designed 
the packaging for a consumer that wants to 
be excited about their food choices and who 
loves the convenience of preparing quick, 
healthy, flavor-forward meals. Innovation 
was also key in Fresh Solutions Networks’ 
Flavorables design. With a 100 percent 
recyclable tray, and an overwrap sleeve that 
blocks damaging light to extend shelf-life, 
along with a clear film that allows complete 
product visibility, these potatoes are 
dressed to impress.
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BACK-TO-SCHOOL
SPECIAL

by ROBERT SCHAULIS

SUN PACIFIC

Mighties®2
A wholesome 5.5 oz snack pack, pairing 
the company’s premium fresh strawberries, 
blueberries, and grapes with protein-rich 
nuts and cheeses, the Naturipe Snacks line 
is available in six tastefully curated flavor 
combinations, appropriate for a student but 
sophisticated enough for an on-the-go pro. 
Varieties span a number of  flavor profiles, 
including: Sweet & Zesty, Bold & Spicy, 
Rich & Savory, Smooth & Smoky, Sweet & 
Crunchy, and Classic & Sharp.

1 NATURIPE FARMS

Naturipe Snacks™

Branded with one of  the industry’s most 
iconic anthropomorphized fruits, Mighties® 
kiwifruit are a treat for kids of  all ages. 
Available in one-, two-, three-, and four-
pound clamshells, these sweet, ready-to-eat 
nutrition-packed snacks are tailored to a 
wide range of  consumers and demographics. 
What’s more, once outside the case these little 
guys come in their own container  —as the 
fruit’s fuzzy rind allows consumers to take a 
couple to work, school, or on-the-go. All you 
need to do is cut in half, scoop, and eat.
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A great on-the-go option during the 
back-to-school season, Dandy® Celery 
Snackers provide a complete range of  crisp, 
fresh-cut snacks in convenient single-serve 
packaging. The line includes 1.6 oz Ready-
to-Snack Celery Sticks; colorfully-packaged 
Celery + Peanut Butter Packs, available 
in 2.3 oz and 4.15 oz bags; and Crunch 
Cups—complete with dips and spreads 
in flavors including Peanut Butter, Ranch, 
and Chunky Blue Cheese.

With its whimsical, high-graphic pouch bag 
and brilliant-blue mascot—mouth agape 
to display fresh veggies—Pure Flavor’s 
Mini Munchies are sure to draw consumers’ 
eyes. And a combination of  classic, juicy 
Juno Bites® grape tomatoes, sweet Aurora 
Bites™ mini peppers, and cool Poco Bites® 
cocktail cucumbers will keep kids and their 
parents coming back for more.

Avocados have leapt off the adults’ table 
and onto the kids’. With more and more 
consumers embracing this creamy fruit, 
AvoMonster’s playful green pouch bags are 
primed to drive sales among younger eaters 
and sell the next generation of  fresh food 
lovers on this healthy fruit.

DUDA FARM FRESH FOODS

Dandy® Celery Snackers5

4 WEST PAK AVOCADO

AvoMonsters™

PURE FLAVOR

Mini Munchies®3
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TOMATO STRAWBERRY SALAD

2 cups Mucci Farms Blended Flavors™ 
Tomatoes, halved  
1 cup Mucci Farms Smuccies™ Sweet 
Strawberries, halved
3 Mucci Farms CuteCumbers™ Snack-
Sized Cucumbers, quartered and diced
¼ cup thinly sliced red onion
¼ cup fresh basil leaves, roughly chopped
¼ cup whole fresh mint leaves
½ cup crumbled goat cheese
¼ cup toasted pine nuts

For mint and basil vinaigrette dressing:
1 clove garlic, finely grated or chopped
2 tsp dijon mustard
½ tsp coarsely ground black pepper
¼ tsp salt
1 tsp liquid honey
¾ cup extra virgin olive oil

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

ServingS: 4–6

Combine tomatoes, strawberries, cucumbers, red onion, basil, and 
mint leaves in medium sized bowl.

Whisk together dijon mustard, olive oil, honey, garlic, salt, and 
pepper. Toss with vinaigrette to taste.

Sprinkle with goat cheese and toss gently. Finish with toasted pine 
nuts sprinkled over top and serve.

1

2

3

Mucci Farms
Blended Flavors™ 

Tomatoes

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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Taking an inside look at the 
company’s proprietary raspberry 
program, the always delightful 

Well•Pict VP of  Sales and 
Marketing Dan Crowley shares 

the passion behind each and 
every beautiful berry.
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hen eating a ripe, ruby-red, 
raspberry, there’s something that unlocks inside of  you: you 
aren’t sitting at your dining room table biting into the fruit 
you purchased from the grocery store—you’re transported. 
From that first bite, you’re in the brambles; you feel like 
maybe you’re a kid again, picking through the bushes on 
the hike you love to take behind your grandparent’s house, 
or maybe you’re taking your children down a berry-lined 
path to show them where their favorite fruit is grown. But 
no matter where that burst of  raspberry flavor takes you, 
the people who make sure each berry gets to your plate have 
that journey in mind each day they step onto those fields.
 
Those people are the people at Well•Pict Berries. 
 
Well•Pict looks to this summer berry season as the perfect 
opportunity to educate the retail community on the flavorful 
story that a raspberry can provide, and who better to lead 
the way than the friendly face of  Vice President of  Sales 
and Marketing Dan Crowley?
 

“Just like the strawberries that we’re already known for, 
Well•Pict Raspberries are premium, patented, proprietary 
varieties. We want buyers to understand just how versatile 
these delicious beauties are,” Dan tells me with a passion 
that lets me know exactly how important this mission is to 
the Well•Pict team. “Bred for flavor, size, color, aroma, and 
shine, Well•Pict Raspberries are not your ‘garden variety,’ 
and are sought-after around the globe. With the significant 

investments in time and money we spend to bring each 
variety to market, you can only get these superior varieties 
in clamshells carrying the Well•Pict label. Only experienced, 
independent growers are authorized to grow our patented 
varieties.”
 
If  you have met Dan, you’ll probably hear those words in 
the warm timbre of  his voice. To know Dan Crowley is to 
love Dan Crowley. Whether he’s taken you for a spin on 
the dance floor or you’ve caught him wandering through a 
convention hotel lobby in full spa-ready attire, chances are 
if  you’ve spent a long enough time in the produce industry, 
you have a great story from this affable berry guru. To me, 
Dan’s earnest good-heartedness is one of  the keys to what 
allows Well•Pict’s mission to make raspberries one of  your 
first choices at the grocery store so easy to imagine as a 
reality. When Dan tells you something is going to happen, 
you believe him.
 

“Who wouldn’t want to work for the best berry company 
in the world?” Dan exclaims with his infectious charisma. 

“Whether it’s answering to new product trends or developing 
customer communications, Well•Pict Berries is always 
looking for ways to improve both our products and our 
service. It’s the reason I’ve been here for as long as I have, 
having served on the sales team for 15 years, and the reason  
Berries will be around for another 50 years or more as a 
respected industry leader. The company’s vision 

A JOB WELL DONE
by  Je s s i ca  Donne l
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has always been close to my heart. Well•Pict Berries looks 
beyond today, and continues to change and evolve for the 
better in an effort to meet consumer and retailer demands, 
so it’s a win-win for all.”
 
Having started in the produce industry back in high school, 
driving a water truck on strawberry ranches and operating 
the forklifts in the coolers during his summer vacations 
throughout college, Dan knows berries. Add his degree 
in Environmental, Population, and Organismic Biology 
from the University of  Colorado at Boulder, and you have 
someone that not only talks the talk, but walks the walk. 
 
From a major push to make its proprietary raspberry 
program a go-to for the buying community, to launching 
a full-scale educational program to teach retailers how to 
provide the freshest berry to the consumer, Dan and the 
Well•Pict team have their hands full gearing up to what 
could be one of  the biggest summer berry pushes in recent 
memory.
 

“The spring and summer holidays are the number one time 
of  year for terrific berry sales, as that is when we are in top 
berry production for our entire line,” Dan explains. “Even 
beginning as early as Valentine’s Day and continuing all the 
way through Labor Day, people look to feature Well•Pict 
quality berries at their holiday tables and gatherings. Letting 
people know where and when Well•Pict Berries are available 

can make for a drastic increase in a retailer’s profit and 
performance. Couple consumer berry demand this time of  
year with the superior look and taste of  Well•Pict Berries 
on full display in a produce aisle, and profits are sure to be 
in-store.”
 
So, how do you make sure consumers not only have access 
to raspberries, but tie their wallets back to the almost 
spiritual experience of  biting into that big, fresh-picked 
flavor? Quite simply, display the berries beautifully in front 
of  them and watch them work their magic!
 

“Showcasing Well•Pict raspberries increases profits—plain 
and simple. Studies suggest that displaying Well•Pict 
Berries at the front of  a retailer’s produce aisle will not only 
increase sales almost immediately due to berries’ immense 
popularity, but in fact will help drive sales for other produce 
and cross-merchandised items,” Dan says. “With buyers 
understanding just how versatile raspberries can be, we 
project demand to grow substantially over the next several 
years.  It’s often said that while the quality of  the Well•Pict 
Berries brand and the beauty of  our product gets them 
to buy, it’s the great taste that brings them back…again, 
and again. It’s no exaggeration that just one taste, and 
consumers are hooked.”
 
In addition to targeted POS materials, including posters, 
recipe cards, decals, and more, the company has also 

“Well•Pict Berries is always looking for ways to 

improve both our products and our service. It’s the 

reason I’ve been here for as long as I have, having 

served on the sales team for 15 years, and the reason 

Well•Pict Berries will be around for another 50 

years or more as a respected industry leader.”

—Dan Crowley
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launched a comprehensive retailer education program: 
Well•Pict Berry Academy. Created to assist the company’s 
valued retail partner in educating their receiving units 
on the proper way to handle and grade its berries once 
they’ve arrived at their stores, Well•Pict understands the 
importance of  proper berry handling, especially in the 
warm summer months. With the aid of  educational videos, 
online materials, and even grading clipboards that have a 
visual chart printed right on the back for easy use, the real 
value of  the program is teaching each partner to understand 
and incorporate their education into their dock routines. 
And like any great academy, once an employee has passed 
the Well•Pict Berry Academy test, he or she receives a 
Well•Pict Berries certificate to mark their achievement in 
educating themselves on proper berry care and knowledge.

“With all materials containing tips and information on the 
proper care and handling, the goal of  course is to increase 
profits for all by ensuring only the very freshest berry is 
made available to the customer,” Dan shares. 
 
One of  the most significant points in educating retailers 
about Well•Pict Berries delivery is the cold chain. It’s of  the 
utmost importance to maintain 33 degree temperature from 
the moment they have been cooled, until the time at which 
they are put out on the store floor for display and purchase. 

If  berries are going to arrive in their very best condition 
on retailers’ shelves, the cold chain must not be broken 
anywhere from our shipping house to the store.

Well•Pict Berries 
Vice President of Sales and Marketing
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Dan Crowley showcasing Well•Pict raspberries

“Picked and packed directly in the field by our independent 
growers, Well•Pict Berries are taken to our cooling houses 
where they are immediately cooled, then put directly 
into our temperature controlled trucks where they are 
shipped straight to the 
retailers’ receiving docks,” 
Dan explains. “The time 
between each berry being 
picked and being on its 
way is a mere matter of  
hours! Once in transit, the 
ultimate goal is that the 33 
degree temperature never 
be broken in the process so 
that the berries stay fresh, 
crisp, and delicious until 
they are delivered into the 
produce departments for 
the customers. This is one of  
the main topics contained 

within the Well•Pict Berry Academy videos, as breaking 
the cold chain anywhere along the process is the single 
largest reason why retailers have problems maintaining 
berry freshness in their stores.” 

With the mission of  making 
sure each and every retailer 
and consumer knows the 
value of  tapping into the 
rich and fertile story that’s 
waiting dormant inside their 
raspberries, it’s not hard to 
imagine that Dan and the 
Well•Pict team are more 
than prepared to take that 
head on. I, for one, know I’ll 
be thinking Well•Pict next 
time I bite into a sweet and 
fragrant raspberry.

“The company’s vision has always 
been close to my heart. Well•Pict 
Berries looks beyond today, and 
continues to change and evolve 
for the better in an effort to meet 
consumer and retailer demands, so 

it’s a win-win for all.”
—Dan Crowley
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BALSAMIC & RICOTTA EGGPLANT ROLLS

2 Pure Flavor® Purple Baby Eggplants, cut 
vertically into ¼" slices  
¼ cup Pure Flavor® Roma Tomatoes, diced
½ cup fresh basil, chopped
1 cup chiffonade arugula
1 clove of  garlic, minced 
8 oz ricotta cheese
3 tbsp balsamic vinegar
3 tbsp olive oil
Sea salt and pepper, to taste

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

servings: 4

Preheat grill to medium high heat.

Brush both sides of  eggplant slices with olive oil. Sprinkle with sea 
salt and garlic and place on grill.

Grill eggplant on high for 4-5 minutes on one side, flip and repeat.

Remove eggplant from grill and let cool.  

In a bowl mix the ricotta cheese, tomatoes, and basil.

Once the eggplant is cooled, spoon the cheese mixture into the 
middle of  each strip.

Roll each eggplant and use toothpick to hold each together. 
Garnish with arugula and drizzle olive oil and balsamic vinegar on 
top.

Serve immediately and enjoy!

1
2

3
4
5

Pure Flavor®

Purple Baby
Eggplants

6
7

INGREDIENTS DIRECTIONS

WTF { what the fork }

DO I DO WITH ?
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HoneyCrisp JAZZ™

SWEETANGO® AMBROSIA™ PINK LADY®

GRANNY SMITH

FLAVOR

FLAVOR FLAVOR FLAVOR

FLAVOR FLAVOR

TEXTURE

TEXTURE TEXTURE TEXTURE

TEXTURE TEXTURE

SIZE

SIZE
SIZE

SIZE

SIZE SIZE

COLOR

COLOR
COLOR

COLOR

COLOR COLOR

SEASON

SEASON
SEASON SEASON

SEASON
SEASON

Honey sweet

Firm, fine grain,
very crisp

Medium-large

Reddish stripes, slight red 
blush over yellow background

Late August-mid July 
(U.S.)

Sweet, tart

Dense, crunchy

Varies

Bright red with subtle 
yellow under-striping

October-June (WA)
June-September (Southern 
Hemisphere)

Crisp, citrus notes, and a lively 
touch of  spice; complements 
of  a sweet honey finish

Firm, fine, crisp

Medium-large

Reddish on yellow-light green 
background

August-December

Sweet, honey-like

Crisp, fine-grained flesh

Varies

Red, sun-kissed

Year-round (U.S.)
May-September (Non-
U.S.)

Zippy and tart

Crisp and firm

Varies

Reddish-pink blush  
with yellow background

Year-round (U.S.)

Strong tartness

Firm, medium grain, 
very crisp

Medium-large

Green, slight pink blush

Year-round

From the Garden of  Eden to Johnny Appleseed, one of  the world’s 
favorite fruits has always been fated to leave an impression. With a 
spread of  premium varieties to choose from, what flavors, textures, 
and blushes have consumers talking today? Let’s take a dive into 

the world of  this beloved pomaceous treefruit, the apple…
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GALA GOLDEN DELICIOUS

KIKU®

KORU®BRAEBURN

RED DELICIOUS FUJI

KANZI®

PIÑATA®

FLAVOR

FLAVOR

FLAVOR FLAVOR FLAVOR

FLAVORFLAVOR

FLAVORFLAVOR

TEXTURE

TEXTURE

TEXTURE

TEXTURE

TEXTURE

TEXTURETEXTURE

TEXTURE

TEXTURE

SIZE

SIZE

SIZE

SIZE

SIZE

SIZESIZE

SIZE
SIZE

COLOR

COLOR

COLOR

COLOR

COLOR

COLORCOLOR

COLOR
COLOR

SEASON

SEASON

SEASON

SEASON

SEASON

SEASON

SEASON

SEASON
SEASON

Mildly sweet with  
floral aroma

Crunchy

Small-medium

Pale, golden yellow, with 
stripy to full red blush

Year-round

Sweet and mellow

Silky with crisp, thin 
skin

Medium-large

Golden yellow to 
white

Year-round

Super sweet

Crunchy, fresh

Varies

Red-striped

October-April (U.S.)
May-August (Non-U.S.)

Sweet and mellow

Silky with thin, crisp 
skin

Medium-large

Scarlet red

Year-round

Sugary sweet

Firm, fine grain, 
very crisp

Medium-large

Reddish stripes, 
slight red blush over 
yellow background

Year-round

Rich, sweet-tart, spicy

Juicy, crisp flesh

Medium

Varies from orange to red 
over a yellow background

October-May

Crisp, sweet, and juicy  
with complex aromatic 
honey flavors

Incredible crunchy texture, 
never floury

Large

Distinctive red with orange 
tint on a yellow background

May-August (New Zealand), 
October-December (U.S.)

Sweetly tart, exotic

Firm, fine grain,  
very crisp

Varies

Red with yellow hues

November (U.S.)
End of  May-August 
(Non-U.S.)

Crisp and juicy with  
classic apple flavors, and  
a tropical twist

Firm with crisp, thin skin

Medium-large

Red with yellow- 
orange background

November-May
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Source | IRI, This database contains data through 04/16/2017.

HONEYCRISP

$774.06 Mil

GRANNY SMITH

$460.79 Mil

PINK LADY

$211.40 Mil

FUJI

$487.52 Mil

RED DELICIOUS

$428.92 Mil

BULK

62.2%  

BAGGED OR 
FIXED WEIGHT

37.8% 

ALL OTHERs

$1,078.21 Mil

92.2% 
conventional

7.8% 
organic

12.2% 
organic

87.8% 
conventional

of  Total Apple Sales of  Total Apple Sales
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LIBATIONS

by Jessica Donnel

FOR ALL OCCASIONS:
Chili Mango Martini

’m a girl who appreciates nuance. 
Whether it be a subtle look exchanged 
between actors in a film, finding 
the perfect word to convey multiple 
meanings in my writing, or in this case, 

the ideal amount of complexity in the flavors 
of my cocktail. That’s why I fell in love with 
my new favorite produce-y libation—the Chili 
Mango Martini.

The big draw here is, of course, the marriage 
of the mango and the chili pepper. We in the 
produce industry see it all the time—maybe 
it’s some chili powder sprinkled on your fruit, 
Sriracha drizzled on your avocado halves, or 
my personal favorite—pineapple jalapeño 
pepperoni pizza. That dance of spicy and 
sweet flavors is enough to keep any mouth 
entertained, but the real fun of this recipe is, in 
my opinion, the experimentation.

Yes, grown ups, it’s time to play with your food! 
This Chili Mango Martini recipe calls for simple 
ingredients: mangos, chilis, coconut water, lime, 
and a few odds and ends. But the nuance that I 
love so much in this cocktail comes from getting 
weird with that list. Do you like more spice? Add 
more chili! Want to temper the sweetness of 
the mango? Grab that lime! The levels of flavor  
that can come from the give-and-take of these 
seemingly at-odds produce items almost feels 
like a science experiment, and a tasty one at 
that.

Whether it be that pool party you’ve been 
planning, a pairing with your chips and guac, 
or just the proverbial cherry on top of your 
summer day lounge sesh, this Chili Mango 
Martini may just be your new seasonal go-to.

I

1 red chili, chopped
1 1/2 cups water
½ cup sugar
Pinch of salt

INGREDIENTS

DIRECTIONS

½ cup mango chili puree
4 oz chilled vodka
¼ cup chilled coconut water  
Ice
1 mango, peeled, pitted,  
and chopped

In a small pan, add the mango, chili, water, sugar, 
and salt. Cook for about 3 minutes. Add to the 
blender and puree until smooth.

In a cocktail shaker filled with ice, add the puree, 
vodka, and coconut water. Shake vigorously.

Strain into a chilled cocktail glass. Garnish with a 
slice of fresh chili, if desired.

Add lime juice to taste.

1

2

3

4
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rganically expanding, 
changing, and now 

launching an organic line.
  After significant strides in new 
categories and value-added offerings, 
Ippolito International is diving into yet 
another realm of fresh produce.
  “Everything was in place, we just 
needed to make the move,” Dan Canales, 
SVP of Sales, Marketing, and Processing 
for Ippolito International, tells me. Like 
pieces on a chessboard, Dan shares with 
me how the latest strategic move in Ippolito 
International’s growth kicked into gear when 
the quality and consistency of its organic 
resources met the standards of the Queen 
Victoria brand.
  This month, the company that made 
its start in 2001 with just two commodities 
and a humble desire to serve its customers 
will add a full line of six organic salad 
options to its repertoire. And the man 
behind the curtain, Founding Partner Ron 
Mondo, tells me he never saw it coming.

  “We were strictly going to market 
Brussels sprouts and green onions,” Ron 
laughs, his voice reflecting solid surprise over 
where that initial vision led the company in 
the last 16 years. “With 46 different items 
and 127 SKUs, we’re now a fully-integrated 
company shipping year-round. Our main 
commodity was Brussels sprouts, and from 
there it just grew into what we now have—
our own harvesting, our own coolers, our 
own sales company—we’re fully integrated 
and expanding. I would have never 
imagined this.”
 A swift spurt that Dan emphasized is 
unmatched in his 30-plus years in produce. 

“I joined the team in February of 2016, and 
in the short time I have been here I’ve been 
continually impressed by the aggressive but 
calculated manner in which the program 
has been rapidly growing,” Dan comments.
  The organic arena is the next step in 
that advancement, as the company continues 
to hone in on the trajectory of the industry, 
the sales executive shares with me.

  “We knew we had to stay relevant, 
and with the expanding reach organics 
has experienced we knew we had the 
foundation to enter the category through 
our own brand,” Dan says, explaining that 
while this may be Ippolito’s big launch, it 
has been softly involved in organics through 
its Canadian sister company, The Ippolito 
Group, for some time—the perfect platform 
for the California provider to tag in.
  “We have quietly helped to provide 
our Canadian arm with organic product 
for a while now,” Ron explains, sharing 
with me the team approach the two sister 
companies operate on despite being separate 
entities. “Joel Ippolito offers great support, 
and it is with those resources and what we 
had already begun in our own facility here 
in California that enabled us to answer the 
demand we were receiving.”
  It just makes sense, Ron states, 
and when it comes to the team’s overall 
philosophy, organic offerings by the 
California company weren’t just probable, 
they were inevitable.

 BY:  MELISSA DE LEON

 LEFT:  DAN CANALES 
 R IGHT:  RON MONDO
  

IPPOLITO INTERNATIONAL

A Natural Progression
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looking out for Ippolito. What keeps ours 
and any company going is having a strong 
team to back us up and offer support so that 
we can continue to grow.”
  It’s “night and day,” Ron says, from 
the start to the present. The company now 
spans over 20,000 acres from the 360 he 
began on, selling a wide span of offerings, 
conventional and organic, value-added, and 
beyond.
 And the Ippolito team isn’t done yet, 
not even close. Both Ron and Dan share 
that the brand is just beginning to toil in this 
latest facet to grip the produce industry.
  “Absolutely stay tuned,” Dan says 
with an assured smile, “because there is 
definitely far more to come.”
 With so much accomplished in so 
little time, I have no trouble believing him.

 “We are a full-service company, and 
we saw this as a necessary step to uphold that 
and fulfill all our customers needs, whether 
those are conventional or organic,” Ron’s 
voice resonates the simple and profound 
commitment the brand has to quality and 
customer satisfaction.
  Dan echoes this when he tells me why 
Ippolito didn’t dive into the organic category 
earlier.
  “We wanted to have everything in 
place—equipment, product consistency, 
and quality—before putting ourselves out 
there in the organic industry,” Dan says. 

“Throughout my time in produce, I have 
learned that it is better to take it slow and 
ensure everything is correct from the start. I 
would rather be one of the best than one of 
the first.”
  So, Dan comments, Ippolito went 
through a swift but extensive equipment 
acquisition to have all the pieces in place 
for a smooth launch and a line of six on-
trend organic products, with plans for 
additional packs, varieties, and blends as 
demand dictates. “We knew that with the 
best equipment and facility in place, the next 
step would be to launch our own brand.”
  Included in the Ippolito arsenal is a 
slew of the latest in packing and tech, like 
its state-of-the-art facility, wash systems, 
mechanized applicators, and more. With 
all the cutting-edge works at the team’s 
f ingertips, it was time to take to the 
organic stage.

  “I think, in this day and age, with 
organics making such a huge impact on 
the industry, it is necessary to be in that 
arena to be relevant,” Dan shares. “We 
have definitely been expanding on our 
conventional offerings with great success, 
but we don’t want to continue down any one 
path. Our goal is to grow and differentiate, 
not only in the organic category, but value-
added as well.”
  In that vein, the new organic Queen 
Victoria line features retail offerings in three 
different sizes, 5 oz, 11 oz, and 16 oz, as well 
as providing foodservice options that are 
currently in the works.
  “One of the key benefits of this 
exciting launch is that we can continue 
to offer any product our customers need; 
conventional, value-added, or organic from 
each coast of each country we service,” Ron 
tells me.
  While that might seem far-reaching 
from the humble roots of providing 
conventional, whole Brussels sprouts and 
green onions, the right team makes anything 
possible. Ron assures me of this when I ask 
him how in the world he keeps up with the 
full-steam ahead trek his company 
has forged.
  “I’m fortunate enough 
to have a lot of good 
people supporting and 
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SWEET CHERRY, CHÉVRE , AND BUT TER LET TUCE SAL AD

½ cup walnut halves
¼ cup powdered sugar*
½ lb haricot verts (French green beans), 
trimmed
2 heads butter lettuce
25-30 Stemilt Kyle’s Pick™ cherries, stemmed, 
pitted, and halved
1 large bulb fennel, trimmed and 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 (fruity  
variety is nice)
2 tsp honey
pinch of  salt

* You will have sugar left over; this generous amount ensures 
walnuts get a good coating.

** A mandoline slicer works well to thinly slice fennel.

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

ServingS: 4-6

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 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.

1

2
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Stemilt Growers
Kyle’s Pick™ 

Cherries
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WINDSET FARMS

Buried deep in the foundation of  Windset Farms, there 
runs a note of  electricity that threads from the roots all the 
way to the top of  this greenhouse company’s operations. 
With John and Steve Newell headlining new products, 

trends, and initiatives, what vision keeps this company in 
the spotlight? Find out how the brothers are…

From left to right: John Newell, COO, and  
Steve Newell, CEO, of  Windset Farms

 Striking a    New Chord
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 Striking a    New Chord
by LAURA HILLEN
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f  the world is but a stage, 
then John and Steve Newell 
are the guys that graciously 
accept the applause and 
then pull back the curtain 
for a roaring encore. Like 

a good portion of  the industry, John and 
Steve have farming in their veins: raised 
on a family operation that instilled soil 
and growth into their very core. But, 
there is also a particular quality to the 
frontmen of  Windset Farms that has 
spawned the launch from their local roots 
to the international notoriety they’re 
known for today: a pervasive charge for 
constant evolution.
 
As I sit with the renowned brotherly 
duo to discuss just how Windset Farms 
is able to crank out hit after hit to its 
wide-ranging portfolio, it’s easy to see 
how this team ended up as forerunners 
in the greenhouse sector. The two have 
managed to harness a unique fusion of  
that historic farmer’s drive with ambition 
and the leading-edge practices of  
tomorrow.
 
But, just like every success story, it wasn’t 
always easy, it wasn’t always glamorous, 
and it’s nowhere near 
over.
 

“There’s a lot of  work 
and trust that goes into 
staying at the top of  
our game,” John, Chief  
Operating Officer, tells 
me. “But at the base 
of  it is a passion for 
our industry that we 
keep stoked by seeking 
continual innovation 
in every aspect of  our 
business.”
 
This creative mindset 
is behind each new 
variety unleashed 
from the Windset 
Farms label. As Steve, 
Chief  Executive 
Officer, assures me, 
this drive is also rolled 

out rhythmically to all other facets 
of  the business as well. From staff 
and branding, to technology and 
investments, it’s the same crescendo 
building towards betterment that has 
become synonymous with the names 
John and Steve Newell–and that of  
Windset Farms.
 

“Our passion for it all really began with 
our parents,” Steve says. “Our path was 
forged by our mother and father, Sylvia 
and John Sr., who decided in 1980 to 
transition from simply hobby farming 
and haying their fields, to starting a 
commercial farming operation on 
their property in Abbotsford, British 
Columbia. This commitment and 
growth allowed my brother and me the 
privilege of  growing up in a farming 
environment that led to Windset Farms 
as it is today.”
 
This taste for farming eventually led 
the brothers to form the greenhouse 
side of  the business on the very soil 
their parents had sown their own 
groundwork. Since the brothers’ first 
plans, laid out over 21 years ago, the 
company has grown into an ensemble 

that has crossed 
province lines and 
country borders as 
Steve and John pursue 
their dream of  feeding 
the world.
 
Part of  what drives the 
tempo of  Windset’s 
executive team are 
the possibilities that 
new categories present 
to the greenhouse 
challenge. Since 
its beginning, the 
company has 
pursued adding 
new notes of  fresh 
fruits and vegetables 
to its production; 
such as Soprano® 
Strawberries, 
Delicato® Butter 
Lettuce, Symphony® 

I
Lettuce Ensemble, Adagio® Eggplant, 
and Vivo® Belgian Endives.
 

“We know that Windset has the values, 
depth, and focus to remain a formidable 
competitor in our agricultural sector,” 
John shares easily. “Differentiating 
amongst our competitors is always 
going to be a challenge, as it is in any 
industry, but we maintain our own 
signature presence by always searching 
out more efficient ways to grow and 
introduce new varieties to the market.”
 
Over the years, John and Steve 
intertwined their goals with experience 
gained from time spent at other 
greenhouses in order to identify a 
gap in branding styles within the 
current market. When Windset Farms 
finally took form, the brothers let this 
recognition lead their own brand into a 
vibrant new notoriety to engage eaters–
symbolized through the dulcet use of  
art and music-themed labels.
 

“Using names with a notable theme, 
along with our branded colors, makes 
Windset a truly sought-after brand 
on the shelf,” John says. “From the 
beginning, we’ve always strived to have 
a clean, fresh look within our branding 
that extends from old favorites, to new 
categories and SKUs.”
 
Windset Farms now sits at four 
greenhouse locations in Canada and 

“We work closely 
with seed companies 

from all over the world to 
find the newest varieties, 
vigorously testing and 
trialing them at our 

facilities to see where 
they will perform 

the best.” –Steve Newell

From top to bottom: 
Crescendo® Sweet 
Pointed Peppers and 
Dolce®  Sweet Bell 
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marks as integral to success.
 
With such backup behind each new 
endeavor, John as the marketing and 
sales innovator, and Steve as the 
originator of  new business, are able 
to test and expand the limits of  the 
company. So, with its brand having 
secured such a solid foothold in the 
produce spotlight, what’s next for the 
lively progression of  Windset Farms?
 
There are new horizons to be 
conquered with technology, the duo 
assures me. Making another bid for 
modernization, John and Steve have set 
their sights on a specific model: using 
technology to find a harmony between 
company expression, consumer trends, 
and sustainability.
 

“As a society, we’ve become more aware 
of  the limits to our planet. As farmers, 
it’s important that we have a positive 
impact on the environment, as well 
as the communities we live in,” Steve 
says. “We have to ensure that we do 
everything we can to employ sustainable 
practices into our operations and 
ensure that our planet is protected for 
generations to come.”
 
The company’s latest accomplishments 
have seen a host of  new technological 
headliners added to its recipe for success, 

“We have to ensure 
that we do everything 

we can to employ 
sustainable practices 
into our operations, 
and ensure that our 

planet is protected for 
generations to come.”–Steve Newell

including a 1.2 megawatt photovoltaic 
rooftop solar system at its California 
facility where sunrays power up to 25 
percent of  the company’s needs. The 
proverbial rock star of  the company’s 
sustainable efforts is a large-scale 
water initiative–beneficial not only for 
Windset’s own operations, but uplifting 
the performance and prosperity of  its 
surrounding community as well.
 

“At our Santa Maria facility, we capture 
all greenhouse irrigation drain water to 
recirculate it for maximum efficiency. 
Not only does this boost our own 
operations, but our nitrate-free drain 
water also contributes to the regional 
watershed improvement to invigorate 
the land around us,” John reveals.
 

the U.S., shipping its fan favorite 
greenhouse-grown cucumbers, 
tomatoes, peppers, and specialty 
produce across the globe. Threaded 
deep into each winning produce item 
is that same want for differentiating 
evolution.
 

“We enjoy looking at all fruits and 
vegetables and finding ways to grow 
and harvest them in a sustainable 
greenhouse,” Steve adds. “We work 
closely with seed companies from 
all over the world to find the newest 
varieties, vigorously testing and trialing 
them at our facilities to see where they 
will perform the best.”
 
A new product is only added to the 
overall composition of  the Windset 
lineup after the team can be sure it 
represents the ideals that Windset 
holds dear to its core: great taste, long 
shelf-life, and consistency of  supply.
 
A near-constant process within the 
company, these rigorous, preparatory 
acts are actualized by the entire 
Windset troupe. Both John and Steve 
emphasize that the established trust 
between Windset’s members has 
enabled the company to explore new 
genres and areas of  business, further 
reinforcing a company culture that 
Windset not only prides itself  on, but 

Windset Farms’ various products available, 
which include: Symphony®  Tomato 
Ensemble bins and clamshells, Soprano® 
Strawberries, and more
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It’s this recognition of  what the 
company’s like-minded fans and partners 
crave, coupled with works of  produce 
featuring Windset’s own twist of  ingenuity 

and wellness, that helps 
John and Steve retain their 
hold near the top of  the 
greenhouse charts.
 
Trusting their talent 
and drive to carry them 
through to the next wave 
of  smashing success, 
John and Steve remain 
focused on cultivating new 
innovations to distinguish 
the Windset brand 
amongst produce legends.
 
Orchestrating the mid-
range between technology, 
variety, research, and 
creativity is all just part 

of  the gig–they assure me–and one that 
pulses from the heart of  the company.
 
So, is Windset Farms’ final bow in the 
works? Hardly. 

The company uses top-of-the-line 
high-tech processes in order to treat 
the drain water before contributing 
it to crops adjacent to Windset’s own 
facility, allowing the region’s aquifers 
to recharge. A collaboration with a 
state authority, the Regional Quality 
Control Board, has also found that 
the company is now contributing to 
the very scientific movements that 
have sustained part of  its success.
 

“We’ve installed several stream-
gauging stations on several small 
bodies of  water that flow from 
the Santa Maria watershed and 
into the Pacific Ocean,” Steve 
tells me. “The data collected from 
this process provides the Water 
Board with regional water quality 
conditions, giving them vital regional 
information.”
 
These acts of  tech-driven vitality 
trickle down into each new product 
tested, guaranteeing that each 
added item becomes finely-tuned 
to dynamic consumer demands and 

trends. As health-minded consumers 
continue to fill up the buyside arena, 
Windset is matching this chorus 
of  shoppers, beat for beat, with 
the introduction 
of  a brand new 
undertaking in the 
company’s catalog: 
organic produce 
lines.
 

“Trends are always 
changing, but one 
thing is for sure–
people are focusing 
on clean, and we 
want to help them be 
excited about what’s 
on their plates,” John 
smiles. “This falls 
hand in hand with 
being able to market 
something new. We 
love the game of  being able to come 
up with an idea, grow, package, and 
trial it, and then letting consumers 
enjoy it.”
 

“We love the 
game of being 

able to come up 
with an idea, grow, 

package, and 
trial it, and then 

letting consumers 
enjoy it.”–John Newell

John and Steve Newell in Windset’s 
greenhouse: Tomatoes on-the-vine are 
cared for in these greenhouses, ripened 
and picked for perfection 
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Melissa’s Picks

Ready Pac Foods Fresh Prep’d™ 
Soup Kits | No longer does 
fresh soup mean that it has to 
come straight out of the ladle. 
Consumers looking to have 
Mama’s soup and eat it too can do 
so with this tasty launch, and the 
packaged bowl covered in vibrant 
colors is sure to stand out among 
the green of the produce aisle.

1

Crunch Pak Apple Rings | Who 
didn’t have fun with food you 
could wear as jewelry growing 
up? Apple slices may have to step 
aside on this one. I can see children 
having a lot of fun with these rings 
on their fingers, their wrists, and 
anywhere else the little tikes might 
like to hang them before getting 
their apple a day!

2

4 Pete’s Living Greens Living Strips | 
I’m not sure what shoppers will 
love more, the lasting freshness of 
the attached roots without risking 
dirt on kitchen counters or the 
decoration value this could serve 
as an edible, yet attractive, house 
plant! Suffice it to say, this product 
serves itself in freshness and finery.

Sonatural Juices’ One Week Green 
Shots | Someone finally did it: 
Shots of produce! I can’t think of 
anything more convenient in the 
morning, and can easily imagine 
this riding the coattails of the 
current juicing trend grabbing 
consumers.

3

Double Diamond’s Organic Baby Eggplant | In the sea of 
earthy colors that decorate the produce industry, aisles, and 
plates, eggplant has always been a beautiful stand out. Prior 
to my being in the industry, I thought this beautiful vegetable 
more often looked too lovely to be grown. This is a feeling I 
forgot about until coming across Double Diamond’s carefully 
packaged Baby Eggplants, with a fun scrawl-style text across 
the sheer cover that allows that beautiful purple to shine 
through to consumers. These royal purple babies certainly are 
princes and princesses of the category.

5

UNITED FRESH 2017

Once again, the Windy City blew me 
away! Returning for my third United 
Fresh Conference, my trend-hungry 

palate was not disappointed. Here are 
some of the standouts 2017 had to offer.
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MELISSA DE LEON, REPORTER
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MEDITERRANEAN STYLE 4EARTH FARMS™ ORGANIC GREEN BEANS

12 oz bag, 4Earth Farms™ Organic 
Green Beans
1½ tbsp olive oil
1 clove garlic, minced
⅓ cup Kalamata olives, pitted and sliced
1 tomato, seeded and chopped
1 tbsp red wine vinegar
½ tbsp chopped oregano
4 oz crumbled feta cheese
Salt and pepper

For more delicious, healthy, & easy-to-prepare recipes 
visit www.4earthfarms.com/recipes

Prepare green beans by washing, trimming ends, and cutting to 
desired size. 

Bring 1½ cups of  water to a rapid boil. Add green beans to pot, 
cover, and cook for 5-7 minutes or until tender but still crisp. Drain 
beans and place in serving dish.

Heat olive oil over medium heat in a skillet. Add garlic to oil in 
skillet, let cook for 30 seconds, then remove pan from heat. Stir in 
olives, vinegar, tomatoes, and oregano.

Toss mixture in with green beans until coated evenly. Sprinkle feta 
cheese over top of  beans.

Add salt and pepper to taste, then serve.
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4Earth Farms™ 
Organic Green 

Beans

ServingS: 4 
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JESSICA DONNEL, REPORTER

2

Jessica’s Picks
UNITED FRESH 2017

Taylor Farms' Stir Fry Meal Kits |  
There’s nothing quite as easy to 
whip up as a stir fry, and now it’s 
even easier! Taylor Farms has 
introduced a line of vegetable Stir 
Fry Meal Kits, that come in four 
diverse varieties: Teriyaki, Ginger 
Garlic, Sesame Chili, and Mandarin 
Orange. Every kit comes with 
an authentic stir fry sauce and 
“on-trend” veggie combinations 
including a few of my personal 
favorites: Brussels sprouts, kale, bok 
choy, and peas.

1

Kitchen22's Chef Inspired Soup | 
I could tell you all about the 
delicious and unique flavors, the 
bright, eye-catching packaging, the 
nutrient-packed ingredients, but 
at the end of the day, my feelings 
about this product are simple—it’s 
soup you can drink like juice! How 
I ever lived without this in my life 
before is truly a mystery.

2

Reichel Foods' PRO2SNAX 
TO THE MAX | I am absolutely 
crazy for any snack pack I 
can get my hands on right 
now. Give me veggies, give 
me cheese, add some protein 
to go with it, and I am in 
snacking heaven. With carrots, 
turkey sausage bites, mild 
cheddar cheese, and almonds 
in convenient 6.5 oz on-the-
go packages, I think Reichel 
Foods has hit a slam dunk.

5

Renaissance Food Group 
Garden Highway Veggie 
Noodles | The Snack has been a 
big proponent of veggie noodles 
for a while now, but not every 
day do you see a company hit 
the nail on the head like this. 
Simply and elegantly packaged, 
you can see exactly how lovely 
your meal will look on your plate 
without having to open the 
container. Not to mention RFG 
has come up with a particularly 
mouth-watering combination of 
flavors—a Butternut Squash & 
Sweet Potato noodle hybrid!

4

Gotham Greens' Ugly Greens | 
You may be familiar with Gotham 
Greens from the company’s 
partnership with Whole Foods. 
Together they operate one of the 
nation’s first commercial scale 
greenhouse farms integrated 
within a retail grocery space. But 
now, the company is on a mission 
to take over the retail bagged 
greens space for a good cause. 
For Ugly Greens, Gotham takes 
the product that gets blemished 
during harvesting and packaging, 
and diverts food waste by selling 
it locally to retailers at a discount. 
With a story and taste that is 
winning over hearts, it’s hard not 
to get on board.

3

When I think Chicago, I think FOOD. 
Amidst some of the country’s best 
bars and restaurants, it was these 

produce innovations that stayed in my mind 
even after the trip was over.

5
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JESSICA DONNEL, REPORTER

A BRAND FULL OF FLAVOR
Every �avor provides a sensory experience that distinguishes itself. A tomato’s �avor is a consumer’s 
most immediate and visceral experience with the variety. NatureFresh™ Farms developed its TOMZ™ 
Snacking Tomatoes to meet consumer expectations that when they enjoy a snacking tomato in July, 
October, or February, that the �avor is plentiful and consistent each and every time. Why? Because 

the same grower produced that same tomato from the same farm regardless of the season. 

SALES@NATUREFRESH.CA  |  519 326 1111  |  NATUREFRESH.CA

®

SUSTAINABLE
GROWING

REDUCED
FOOD MILES

EXCEPTIONAL
FLAVOR

AVAILABLE 
YEAR-ROUND

PRODUCE
CONSISTENCY

Give your customers �avors that will renew interest in the snacking 
category, reduce shrink, and build con�dence in consistently �avorful 
greenhouse grown tomatoes 12 months a year.
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sales@sunsetgrown.com

Put a new twist on your snacking or  
cooking with this super-sweet pepper.


