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Supermarket lighting is what we do.
All day, every day.
A AV OT sR¥Vatulla







Whether your perishables shipments originate in the U.S., Caribbean, Latin America, or beyond,

the clock never stops ticking, which is why we offer a comprehensive suite of Speed to Market services
to get your produce to market long before it expires. Crowley offers frequent, dependable reefer container
shipping throughout the Caribbean Basin; air freight services; trucking, and fast, efficient customs clearance through
subsidiary Customized Brokers. Our CrowleyFresh perishables handling division even provides 400,000 cubic feet of
refrigerated storage in Miami. Crowley is more than shipping, we're total logistics.



Farm Bill funding levels in critical produce
industry initiatives and programs, which
include the State Block Grant Program,
Specialty Crops Research Initiative, a new

fruit and vegetable incentive grant program
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nutrition initiatives, the 2014 F.1rrn Bill marks
a tremendous victory for [resh produce. Plus,
TUsE
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much policymakers
nee of our industry to
eing of all Americans
CCOnomy.
» the industry of nearly
ipread among  many
nard for industry exec-
ns around what these
3 drive value for their
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that's a big benefit of this legislation —
growing our industry — and there are provi-
sions that can have a positive impact on
virtually any fresh produce operation.

The United Fresh staff hit the m-.ld during
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(math was not my strongest x-_hnnl subject),

so for me, the graphics help tell the story of

what we've been able to accomplish — and
will be accomplishing over the next five vears
— with this myriad of produce-target
programs.

In April, the USDA announced the avail-
ability of millions of dollars in Specialty Crop
Block Grants to state departments of agricul-
ture for projects that help support specialty
crop growers. A new provision for the 2014
hill e
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name a few. Even specialty crop producers in
the District of Columbia have money avail-
able. Who knew we had growers in DuC.2
Don't forget about the value of the nutri-
tion p[l'.lt.,r.ll]l'\ for SNAP (Supplemental
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of all that it affers.










Peoduce Watch |s a regular feature of Proouce Buseess. Please send infarmation on new products, personned changes, industry, cosporate and personal milestones and availabbe literature,
algng with a color photo, slide or transparency to: Managing Editor, Propoce Bussass, PO, Box Saowzs, Boca Raton, FL 334610425, or o:madl us at infolfproducebusiness.oom
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any vendor will do custom presentations at a drop of a hat. The size
curve drops so dramatically that it is not clear the vendor commu-

nity even wants to pursue them.
Tha  eeadica

it e

was probably wise of United to coordinate with FMI, but when one
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— but when everyone is ultra-efficient, there is no competitive advan-
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So everyone is cheap, everyone sells private label products that can't
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producers to get the kind of return on invested capital that encourages
more investment. As a result, the vendor community won't be able to

raise money. It is a dark vision of

aradial dacar an conlras ineaet

selling regional chains or even national chains. However, if a firm wants
to go to Wal-Mart or Costeo and say it wants to make a global tender for
business, it needs a global platform. Marketing expresses the strategic
direction of the firm.

Buyer receptivity to this is driven by a search for consistent stan-
dasida

smsastolle wa Faud calfate: dusssalilite: cad casalcabkillo.
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challenge itself is to be the one who sees through the haze. pb
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unaergraguate gegree, a master s imn

business from the University of minimum for acceptir
Chicago, ideas about how to reach position and what mi;
consumers young and old, experi- ing to change profes
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shaven, unshowered, drinking a bot- does it say about the way Mr. Gorelick is  supposedly had such a successful career.
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to extend any help so he doesn’t build up full-time position. But he says the come back to haunt them. Here is another

credit card debt. If family and friends know sessions have helg " oot e ooh
something about Mr. Gorelick that makes attractive candidal
them not want to extend help, this tells us in-persorn intervie
something important to know in evaluat- "He knew notf
ing the situation. had no preconcef
it Gorelick said. “He
The article discusses an experimental work and give me
program in which some long-term unem- ments in a very o,

thinl that in and -

d's greatest asset — The maximum duration of unem-
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banners — Giant Landover, Giant Carlisle, Stop & Shop, Martin's
and Peapod — Champion and Role Model awards from PBH.
Axe herself has been named a PBH Ambassador and was

mracantard with tha ~cruatad Amblaccardsr FEvsallansca fAuaaed

We also put this message in print, such as in our quarterly Kids
Healthy Ideas magazine. The magazine targets kids, ages 8 to
12, and is free in-store. It can also be downloaded from our
website. Additionally, we incorporate the message on in-store
radic and on materials that go out to the community — such as
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level. All the healthy foods, including
fruits and vegetables, are right at their
fingertips, They are interacting with
customers right at the point of sale when
they are deciding what to put into their

mhammians asrka Theao ane afasi ikbad

getting older. That’s when | got hooked.
| took the store manager training
program and worked as an assistant
slore manager in charge of perishables
for a while, so I'm very familiar with

e imn Cemes tbhars arloadd o mmsalal

have a creative and
airs, including copy-

tion as well as education o all
customers. Cur services are free to our
customers. That's a huge variable right
there. Secondly, while the nutntionists
can provide information and education,
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us they want, and that's what they are
going to get! pb



Motto in Life: Make it happen; don't wait for it to
happen.

Professional Accomplishments:  Starting  in
produce a little over two years ago, Alviano was
attracted 1o the industry’s fast-paced environ-
ment, high consumer focus and family-work

A: | was looking Tor a cullure change Trom the
traditional CPG [consumer packaged goods] envi-
ronment, and there was an opportunity with

allenge about your job?
being more than 2,500
ally enjoy understanding
ssing of our value-added

A: Consistent focus on food and safety commit-
ment from large and small suppliers and retailers,

Q: What has inspired with your work in the

produce industry so far?
A: Ihe: aj_::'rlul_:_.r 1o give: ha_ck to the community

State Cougar Foolball

i Personak Marred

Community: Relay for Life; The Salinas Interna-

FIL-HET] QU LLUREERRIRETIL DI LS LRRETE LR
table car shows; Central Coast Young Farmers and
Ranchers; Assistance to suppoil food banks,
hospitals, and care lacilities acoss the counfry,

Motto in Life: In life you only have complete

from the ground up learning the produce basics of
commaodities, logistics, and supply chains as an
appointment loading coordinator for Freshiist
Produce. After building his base roots, he was
hired al FoodSource in 2004 on a relail replen-
ishment teamn. Today he manages the Robinson

assel tor all CH. Rotnson service ines. During his
tenure at FoodSource, he was selected to partic-
ipate in the €.H, Robinson 2009-2010 KASP (Key
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interest in produce, When it came time o apply
for college, Cal Poly 5an Luis Obispo and their
Agribusiness program seemed like the right fit,
Ultimately my Cal Poly experience and personal
relationships with friends who had laken the
produce path lead me 1o my own career in the

g e g

industry. Produce is a part of most meals in the
Barone household; however beside my goal of
supporting the industry, | credit my wile, Katrina,
for the majority of our produce consumption on a
daily basis.

B e T

Q: What industry improvements would you like
to see?
A: 1 would like to see the standard definitions

ey amy m— ey

tional costs and layers, in the rnduslw As the

rradnies indictne rantiniee to dasalon it ic iminee.

mrmaap mrems mrers -

WRLAIRT AR 011 0 ) III" s uu'r.

Q: What are the next big trends on the horizon?
A: The industry will see the retail markel expand
further into smiall format or c-stores. These chains
will become more ellicent in supply-chain
management leading o more aggressive price
points and improved quality on the shelves,
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ments: A fourth genera-
ard was born and raised
uthwest of King City, CA.
gricultural jobs through
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college years, Santa Maria Seeds in King City hired
hirm right out of college. After five years at Santa
fMaria, he broke out on his own with a wholesale
distribution company, Solid Gold Produce, and a
gourmet retail store, Parkhield Wine & Produce.
After several years on his own, he returned to the

Bl T

i In 2012, he began his current pusuu}n al
i Mann and worked on at least six new branded
¢ produce item launches. His current position
binvolves working with Mann's  distribution
Fonetwork in the western |# 7 == Smmede te o
i lion to servicing the dis

+ also engaged in product

i rant chains both on a

i scale. Mann's also utiliz

Ker pipe in the mummg

than momd ta tha frach | 0 g

it Frudden Produce while
en and Bengard families
weral generations. Upon
r several summers of
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retuin home 1o work in agriculture.

years?

Az I looking forward o increasing market pene-
. tration for our branded stemns. These are our
! future, The days of bealing each other up over

| Q: What do you envision for your career in five

restaurant, and rm snocked at Ine [ack of under-
standing ol these terms. There is almost no
secondary explanation to the delinition of these
terms 1o those oulside of the industry,

e Vial WAl P TGRS W M 0P ISPRRIS

beyand the harvesting stage.

: What accomplishment are you most proud of
in your career?

A: One of my most gratifying experiences was
during the launch of the Tesoro Tomato by The

one fruit 1o a national retail and foodservice
explosion, Never, have | worked with someone
with such passion for our industry, Marty'’s
apprmch to the business truly inspired me and

cma 2 cemle mmadal  bas e

bisslnars

PGS, W IH, 1 ram IH, LU LN ST LY MY .-IHI-.IFUIIPH
time with family

Personal: Marmed with two kids

Community: Volunteer member of the University
of Florida’s College of Agriculture and Life Soiences

[LRLR RN SO N} :f. B VLRI I Ar e FIU\.ILILL IIIIJU.'IIIr
with a position at ABC Research Laboratories in
Gainesville, FL, as the business development
director for produce and sealood. During this time,
he managed ABCS client base in produce,
seatood and animal feed markel segrments and
increased assigned market revenue by more than
50 percent while consistently exceeding sales






goals, He joined Bitko in August 2013 as the ; arandrmother olten jokin

director of business development and food safety
lor produce, In this role, he works with compa-

mies seeking lo improve lood-safety programs
thraunh tha es at technalnoy amunment and

He [E[EI'IH]I' eamed s HALLP cerlincahon
through the University of Georgia and 15 a grad-
uate of the Emerging Leaders Development
Program, spansored by the Florida Fruit and
Yegetable Association. He also is a part-time

e FILUULE NI REIILY ASSULIEHLNTY  FIULULE
Safety Science and Technology Committee and
the Produce Salely Alliance Working Committee.

Q: How much produce do you eat?

r
1]
¥
¥
13
1
3
]
¥

have been a farmer”

@: What's the biggest ch

4. Tha hinnect rhallen, g g s
e produce industry navi-
atory landscape of food
he cost impact of imple-
i The produce industry

dennitely wants 1o provide sale, delicious ruits

and vegetables, and | have the ability to help

them do so in a cost-conscious manner thal

makes good business sense.

e 1 EMLA EE
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having a continued role
Birkos customers o m
exceed, the new regulat
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t natural resources such as land and water. This s
{ going to present some major challenges going
i forward. | believe the next big trends on the
i horizon are going to be all about efficiency and
t reducing waste in every slep of the produce
i supply chain 1o allow us to provide nutritious, sale
v

1

and sustainable produce to leed the world.
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grawing, the Havor profiles of different tormatoes,
and how they each appeal o different customer
needs, He has facilitated impressive year over
year growlh and developed key strateqgies lo
boost sales and implement effective advertising,
He has also successfully launched exciting prod-

O e R et

Q: How did you get your start with the produce
industry?

A: Growing up in the largest concentration of
greenhouses in North America, it was easy to fall
into this industry. From summer jobs 1o my
current role, | would nol be in any other industry,
Every day is a different adventure,

e ¢

wgelahres from our gardens and greenhouses
makes it that much easier.

oy oy m——

Q: What industry improvements would you like
{0 see?

A | would like 1o see more uniform specs and
quidelines, I we could have greater collaboration,
we could focus on the greater good of more
COnSUMmption.

0: Where do you go when in need of advice?
A: | work for an innovatar in the greenhouse
industry, so 1 go to our president Paul Mastronards,
Also being part of the PMA emerqing leaders
program, | ask my colleagues in this program,

grown produce will conlinue 1o grow  as
consumers want to know where their produce
comes from,

32 FPRODUCE BUSINESS = JTUNE 1014
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University she wenl to work for Tamarack Resort
in marketing for three years. When the resor
chosed its doors, she saw an employment oppar-
lunity for a marketing assistant at the Idaho
Polalo Commission. Qut of 500 candidates who
applied, she was selected for the position.

markeling rnanager Her main I'E'SDOI]SIDIhIIE'S are
to aid the promotion of the entire Idaho potato
industry by marketing, advertising, attending
trade shows, and other promotional suppart. She
also works on Eastern Produce Council Idaho
patalo events and presentations,

: What industry improvements would you like
to seet

Q: Where do you go when in need of advice?
A: | go to family and close friends — they are my
tock,

Q: What do you know now you wish you knew
when you first started your career?

Az It never hurls to ask. The worst that can
happen is you are told ng, but at least you tried.

0: What has inspired your work in the produce
industry so far?

A: My two bosses. | learned so much about
marketing and the produce world in general fiom
the two of them. | truly do feel inspired to be the
best | can be. | leam something new every day
and that'e tha manet Uean aek for in a career

it(s) are you most proud

I have also worked very
hard to unite our team, and that has really paid
off. 1 think our team is the strongest it has ever
been,

WETRE L B IR ERIRD P AT R I D (IR R

worked with a variely of crops, Daling back to
1948, his grandparents started a fertilizer
company in Five Points, CA, which eventually
grew into production of many different crops and
other businesses centered on agricullure.

Eritz started with Apio in June of 2009 as a

_____ [ g

salely prugreu'n for all the grmurefs . harvesters, and
outside shippers of raw product to the company,
In Movember ol 2013, he was promoted to his
current position and is now responsible for the
implernentation and management of a compre-
hensive vegelable sourcing program for three
conlinents, and a variely of states.

0: How did you get your start in the produce

- gremrrm mrem e rme =
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0: What do you like best about your job?
A: ake pride in the fact that I'm contributing 1o
people’s good health and longevity.

0Q: What industry improvernents would you like
to see?

A | would like to see stianger partnerships
between retailers and shippers lo assemble
programs providing mutual and lasting benefits
lor all parties,

0 Where do you go when in need of advice?

A: | ook 10 my wile, peers, co-workers, friends,
and members of my California Ag Leadership
family.

0: What accomplishment(s) are you most proud
of in your career?

A: Completing the Cahforna Agneullural Leader-
ship program, and being promoted to my curment
position,






Personal: Marmed; 11-maonin old son
Community: Crange County Rescue Mission's
mobile health clinic; Possible pending trip with
his church to Malawi in Alrica for the purpose ol
helping with water prajects and school building.
Professional Accomplishments: In his position at
Fusion, he authored and implemented Fusion
Marketing's corporate marketing and sales plans
as well as initiated and developed company
relationships with trade press. He built relation-
ships and communicated strategic insights with
(=" level executives and initiated and launched
Fusion'’s co-marketing relationship with one of
the world’s largest privately held consumer
research firms.

Previous 1o Fusion, he worked as account

spending and pmmdé recommendations for
the client.

0Q: What do you envision for your career in five

years?
A: I you hadlqsked me five years ago, I_L'fmulq

e | UIF] Pl F bbbl I Jel 00k TG W B
PLU system in point-of-sale data into a UPC-style
format for random weight /bulk items. | think this
improvernent in the data will lead to tremendous
atvances in insights lor the produce industiy. It is
my hope that the produce industry sincerely
leverages the opportunity this development will
present,

M FRODUCE BUSINESS = JUNE 2013
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1my thinking,

iow you wish you knew
3 career?
A: bverylning! Also, never mention price recom-
mendations 1o a retailer,

0: What are the next big trends on the horizon?
A: The next big trend 5 actually a lot of little
Irends 1o manage. The explosion of information
and sources in the past decade or two has led 1o
the need 1o understand consumers more. There
is no such thing as "the produce consumer.”
Today's cansumers are far more difficult to cate-
gorize and reach, TV, radio and magazine ads just
won't cut it anymore. The same is true of
messages. Mo one single message can or will
appeal to the consurmers an organization needs 1o
win over. This is nol a new trend, but it is an
accelerating trend. Micro-largeting will be an ever

Iz PN LIy, FL

‘ishing; Golfing: Beach;
ily; Church

ne daughter (age 6) and

Club Secretary (Member
ar for Code Enfercement
Evangelical Presbylerian
dunteer for The Flonda

Professional Accomplishments: Burris got his start
al Wish Farms in Plant City as a sales rep and
worked his way up o vice president of fresh
produce sales and sourcing in July 2012, His main
locus was on growers and national retail and
o »was lasked with also
il grower loans and

3ils of markeling agree-

casting harvest volurmes

it and helping with oper-

UIIFI 100 LRI 1w UL W LAY LTI X e
Florida, He was able to bring the company 1o a
substantial increase of 385 acres. He also brought
along some new national retail accounts such as
Food Lion, Hannalord, Ahold, Publix, Harris Teeter,
ALDI and others to complement the acreage
increase, One of his first hires at the vice president
level was Lee Cobb, hired on to help build the

YORTTL L IR 1 PRRI Bk WL I P AT AEE LI T L T

Michigan and worked with growers in Chile lot
the first time in company Mstory. Sales in the
company’s berry program have increased by
55,000,000 with this evalution in strawberries
and blueberries.

Under his dwection, a 20-acre Florida spring
vegelable program in 2012 evolved (o a 280-
acre spring vegetable program in 2013 and 300
acres in 2014, This added an extra 120,000
cases and $1,000,000 in sales revenues 1o the
company’s annual pragram in Florida, He has
dlso added planning processes 1o help with
putlting retail accounts on ads, The company
now has a system in place for estimating
production, estimaling the market prices lor the
fruit, allocating products to retailers and keeping
it at a profitable level on all packages,

Q: How much produce do you eat?
A: Aol 1 gel 1o take blueberries, strawberries

Az VIR ] PR UES VRAPPY 1 EVETY I et lung,
It has 1o be good for ow growers first,
retallers /wholesalers /loodservice  customers
second, and finally it has 1o be good for the
owners and investors of our company. | have
found that being honest and knowing that “bad
news will not get better with age” helps
tremendaoushy.

Q: What industry improvements would you like
to see?

A: More programs offering incentives to Amern-
cans to eal produce. | think we also have a good
opportunily to promote produce (o youth, For
example the Florida Department of Ag look over
the school lunch programs, Currently our youth
are now being intreduced to all sorts of Flonda
fruit and vegetable products. It's a win for the
growers, a win for the schoal district, and a win
for our youth since they are eating healthy and
will now be introduced to produce they may not

M I'IIF WL T LR P, l'll" BLERE P PAFIAGF B WYY LN
operation in Plant City. | grew up on a working
caltle ranch. We had horses, cattle, tractors, citrus
and hay lields. | was behind the wheel of a traclor
prabably at age 10 or younger. | was also very
aclive in FFA as an adolescent, The FFA really
helped me get to know more about opportunities
in the agriculture industry, The FFA was also
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{: What accomplishment(s) are you most proud | Augustine Preparatory School: One Little Step; Girl
of in your career? i Scouts of Arnerica; The Ellison School; St joseph's
A: Building our grower and customer base al ; Church; Gateway Community Action Parinership;
Colarful Harvest. We're relatively new in Florida. | The Four Diamands Fund; Goals for Gazzara
Having growers and customers alike follow you to | Motto in Life: Make your own luck.
a new company is extiemely humbling and | Professional Accomplishments: Consalo was born
something | will never take for granted. One of ! into the industry with a family who has been
the hardest things to do is keep repeal business, ; farming since the 1920s. He was educated al
Hawving that repeat business is a prioity for me | Philadelphia University where he earned his

Pl B LR R RS

he knew produce was
e returned to his family
g a5 3 manager in oper-
. Al that time, he also
I for the company with
services for fruit compa-

AT LD FO WL LIPPURY, SRRt | PRI Y WIRIRIR R B R
as vice president.

In 2013, he founded The Consalo Group with
the objective of taking certain lines of sourcing
and distribution in his family and integrating the
latest growing, shipping, traceability, lood salety,
private labeling and merchandising services, as
well as research and development toward a more
sustainable environment for the fulure of
the industry. His current position is one of myriad

s, LA " M ! W L L Lo | LLLAILLS

effectively growing the business in both sales and
margins, He is passionate about implementing
new lechnologies and techniques parallel
with the Produce Traceability Initiative (PTI), cate-
gory management systerns, direct store delivery
and food safety,



and torklifts, | first started marking packages and
making up boxes when | was 8 years old and
have done everything from quality contrel in the

field and loading docks, to procurement and
nnaratinne. cales and norchacinn and e
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blueberries, which sometimes {umns inta a full
pint. | always keep in mind that regardless of how
hard | work or workout, a balanced lifestyle is a
healthy lifestyle. when I'm eating healthy and

o see?

A: | would like to see more suppoit lor sustain-
able practices In our industry. We can better
utilize our earth’s resources with the 1echnolog-

drmmmmam g mrrp ot e e
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goes on. If we have a way 1o do business with
less impact, o even a positive impact, we need
to look further and get more funding 1o get some
of these things off of the ground,

Q: What do you know now you wish you knew
when you first started your career?

Az | like 1o take things as they are and as they
came, | don't like to look back with any type ol
regret because | look at every single situation no
matter how good or bad as a learning experience,
Earlier in my career, | would get worked up over
things thal cannol be controlled — that doesn’t
da anyane any aood.

Q: What has inspired your work in the produce
industry so far?

A: My biggest source of inspiration has always
been, and will always be, my father. My dad was
not only my nspiration in the industry but has had
the maost impact on my life as a whole over any
other persen or thing. Growing up, the most time

dock, or in the olfice. He
individual | have ever =
nathing 1o help anyone i
He taught me to alway
leave anuthina tnho dec

THAR LLP R PR LA B P L

nt, nol ane thought, or
| doesn't have my father
& something he would
make sure | stay true to

J UM VNI IR BRI

ons (ages 2 and 4)
wunmmy: e specia Olympics; Hats for Hope
(supports women with breast cancer); The Boys
and Girls Cluby Fresno State Alumni booslers; Local
food bank; 1. Louis de Montlort Church,

Motto in Life: “If you want to be successful, it's
that you are doing. Love
| believe in what you are

ments: While attending
cermmm —mrmmem .- @5 3N iNtern al Babé
Farms, doing everything from working in the field
with production and harvest crews to assisting in
the sales office. Alter graduation, he was olfered
4 [ull-time position with the company as sales
wmedinstos mod —=~=1ing the company’s IT
he has taken on vanious
ecls Lo help wherever
I stint as procurement
1 outside growers and

over the sales side of tt
he assisted in other area
food safety, production
president /000, he is res
management of the o
administrative function:
marketing performance.

He is a member of the United Agnbusiness
League (UAL). He is also a member of the Growes
Shipper Association of 5anta Barbara and San Luis
Obispo County where he represents the company
al bi-monthly meetings t
labor, food salety and w:
growers lacally,

q: i"m ﬁd ?w w ?‘ulﬂ SERIER N R Flmhl—
industry?

Az | didn't expect to work in produce, but with
relatives involved in the industry and having lived
in an agrcultural community my whole life, |
always had a great appreciabion for il My uncles,
Wilbur Souza and Greg Pedigo, were founding

we spent together was on the farm, the loading ¢ partners of Babe Farms along with Frank and Judy
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A: Two o thee servings daily. | usually start my
morning with a shake {almond milk, protein
powder, spinach or kale and strawberries). Then
veqagies and a salad with my lunch and /or dinner.
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years? '

A: | see a greal future with Babé Farms. This
company was founded by a group of tough-
minded visionaries who look a big risk on
growing specialty vegetables nobody had really
heard of back in the early 1980s. Through my role
as vice president, its my vision 1o continue the
success story, grow the business, and expand ouwr
opportunities while maintaining supenor qualily,
innovation and genuine customer relationships.

0Q: What are the next big trends on the horizon?
A: I's already started, but | see automation and
the potential of outsourcing of product to
Mexico becoming even more impartant 1o the
future of produce companies, especially here in
Calilornia. The conversion ol ag land, rising
production costs, a decreasing labor supply, and
the advent of regulations aimed at limiting
consumer and environmental concerns, has

Personal: Marmed tor 20 years wilh three kds
Community: Various youth aclivities; Coaches
baseball and softball; Volunteers with local 4H
chapter; Christrmas family charities,

Motta in life: To be undessiood, vou have to lake

replenish in multiple perishable departments,
then moved 1o a buyer's assistant once again lor
fresh meal. Along the way she ook lime to leam
the basics and everything she could about the
refail business fram accounting, systerm data-
bases, and supplying short shelf-life items as well
as sharpening her analytical skills. Alter eight
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years, she left the company to work for a textile
company, where she quickly realized the slow
pace of textiles was not for her,

she accepted a position to replenish berries
for Naturipe Farms and began a produce career.
The transition from replenishing meal o
produce was rather seamless and she was
quickly promoted to business analyst. As an
analyst, she was able to provide detailed infor-
mation to help grow key accounts lor Naturipe
Farms and worked closely with the account
manager on top accounts. She was also able to
provide insight for the accounting department
to recover lost dallars. Al this point, Creason was

IIUlILIIIIFH TFLF el B B0 (0% 10
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therr, | certainly would nat be who or where |
am today,

Q: What industry improvements would you like
to see?

A: Lower cost 1o bring more fruit o the lower
income households

Q: What do you know now you wish you knew
when you first started your career?

A: What a big part the weather would play in my
career In produce,

0: What has inspired your work in the produce

o r\llll L Y

A: My analytical skills 1o project and advise on

hruis bm imrrmmrs cmlne Far Rinbisrina Faemee

Persanal: Marmied with a 3-year-old daughter
Community: Volunteers with the Mid-Atlantic
Blind Goll Association

Motto in Life: Work hard and dream big.
Professional Accomplishments: Delaney joined
Pracaccl Brothers in 2007 and was tasked with
learning the business from the ground up. After
recommending lundamental changes to the
workflow process that served o greatly
improve operational productivity, he  was
named special projects manager in 2008, Over
the next mine months, he worked on high
priority projects across the whaolesale /distnibu-
tion segment of the business. As demand [rom
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lead role in rewriting the company’s mission

rbnbnmnant aend cnees camlone



proguctivity and elmncency.

In 2012, he was promoted 1o director of
miarketing. His responsibilities include the devel-
opment and execution of the organization's
rmarketing strategies while continuing to lead the

WP ML VP LT AL W LS BRI R

existing and new customers,
0Q: How did you get your start in the produce
industry?

A: | was a senior in the Food Marketing Co-op
program al Saint joseph’s University, | began inler-

began my internship, | had the opportunity to
attend the PMA'S Fresh Summit through the
lay Pack Career Pathways Program. Between
the intemship and experience at Fresh Summit, |

snsmm hoalond
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corporate social responsibility program s my
proudes! accomplishment.

Q: What are the next big trends on the horizon?
A: Technology is going 1o confinue 1o evalve
and shape our industry. On the supply chain
side, lechnology is going to make us more effi-
cient and enable us to work smarter. Al the
retail level, consumers will have mare infarma-
tion at their fingertips and more non-traditional
ways to buy fresh produce.

[T R T A e N

Mauntain biking; Road
nding time with family;
r
1 14-year old son
Lommunity: Make-A-wish Foundation
Professional Accomplishments: Dmytiw's lirst
laste of the produce industry came in 2000 when
he joined BuyProduce com as a regional accoun
representalive. His was a sales support role and
5 1o ensure their pricing
@5 Up 1o date, He also
re training lor those who

P g e o0 WEST Pak Avacado in
2001 as a sales manager, While al Wesl Pak, he
spent the majority of his time working on new
business development aimed toward value-
added services such as bagyged avocados and
fipening programs. He was lasked with bullding
a new book of business for the company, which

e =

markel pricing, sales |
worked with team merm
terly and year-end goa
marketing and advertisi
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A | believe your body is only as good as what

arn raat bn it 1 aat fnoake :|nd_ vegelames ona dallv
m even moie. | eat and
ound on a daily basis,

allenge about your job?

12 with chients as | would

g with each and every

nlike many other indus:

g pioduce you have the

B ) many of your customers

on a daily basis. Because of this — strong bonds
are formed,

Q: where do you go when you need advice?

Az My customers are a wealth of great information
and advice, It's interesting because | find many of
us have the same guestions and concerns. Men
and women with true grit in their bones built the
produce industry. Showing a softer side and asking
lor advice or help 5 not the easiest thing 1o do at
b times. When | need business advice, | pay a visit
F o my chiel executive, Dana Thomas,
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that to me lor 14 years and still haven't bought
anything. All kidding aside, | truly believe there
are people that value good information and
superh service over low pricing and a poor service
level. | used to think being the most aggressive
won the business, Although thes is true in many
cases, olhers view a strong pariner as one who
cares about their business just as much as their
own. If you want lo attract quality partners It all
starts with you, the salesperson,

POERIE U FERI B R LR Uy

: Whal are the next big trends on the horizon?
A: | believe social media will force buyers and
seller alike 1o further push the envelope with
regard 1o their consumer outreach ellorts,
Consumers are thirsty for knowledge. In a
nutshell, we want to know where owr food comes
from. Live video feed and real-time market
updates are something | can see laking cenler
slage amongst consumers. We are already seeing

Rainbow, he worked his way up from produce
clerk to produce manager and was able 1o put
himself thiough college.

Alter graduating college, he started his career
al CH. Robinson and held many different roles
from business analyst, to sourcing manager and
most recently vanous account manaaer roles,
Currently, he is the strategic account manager for
one of the company’s larges! produce customers
and also suppoils some ol the teams for ather
straleqic soUrCing accounts,

His rmain locus s produce sourcing products
and services and he manages a leam of more
than 15 people to support these customers. As
part of this role, he creates mulli-year account
specific sirategies, creates  annual  account
budgets and strategic account plans to guide the
account. Dock utilizes business analytics 1o
suppaorl and add value 1o the customer, antici-
pates customer needs 1o provide solutions,
introduces strategic supply chain ieas that create
competitive advantages for the customer,
develops customer relationships with senior exec
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A: | would say | eal more than the average
person. My fiancé always gives me a hard time
because whenever we go to the grocery stose |
always have to buy more produce — whether we
need it or not. I it looks good it seems to find ils
way into my grocery cart, For example, the other
day | went shopping o pick up a lew ol the
basics, like bread and milk, and came back with
4 pounds of strawberries, six Atualfo mangoes,
two cantaloupe, and a couple of avocados. This
wouldn't be so bad, but | already had a fridge full
of produce Trom shopping days eadier. | guess in

the end, | would rather have too much at the
hiniea inctaad Al nnt aamnk

——

llmn,r are going to face in the coming years so we
can develop a strategy that will work for many &
years instead of a moment in time. At the end of
the day, getting a teamn to rally around a strategy

b i e
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retail and foodservice cmﬂpames have increased

thuir ronniirammonte bt s ctill houa 3 lonn weas

complexity of our supply chain makes it very dini-
cult to truly hold people accountable to strict
requirements an purchase order level. There
needs o be connectivity that allows quality
control to verify food safety compliance when

0: What do you know now you wish you knew
when you first started your career?

A: The number one thing | wish 1 could teach
account managers working lor me is what
happens at store level, The store level execulion
issues. How product can be merchandised to
make it more appealing to consumers and ulii-
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not the same as waorking in a store. My retail
experience helped me understand the last leg of
the supply chain and gave me a broad base of
knowledge about all the commeodities.

: What has inspired yc

industry so far?

A Fver since | started in

extrernely passionate ak

ness dlways changes, No two moments in time
are ever the same. Itis fast paced and your ability
lo manage what's happening in the supply chain
is the difference between success and failure.

ey — - e

Personal: Engaged

i Motto in Life: Be persistent and positive. Drawing

good energies to you and your future goes hand

in hand with helping the less privileged.

Aomdocctonat b ootk menits: Espinosa miajored
sing Irom a respecled
sersidad del Desarrollo)
the ad indusiry. Desiring
ipplied to work for the

~ar e
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three months later was presenled with an oppor-
timitu thenoinh tha raclgmtmn 0[ one ul |-“5
Associations marketing
atin America in October
lished a great deal since.
e managing, fielding and
supervising more than six global promoticnal and
marketing campaigns for Chilean Fruit in North
and Latin America, as well as working hand-in-
hand with the Chilean Fresh Frull Association
office, based in San Carlos, CA,
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in Canada, Fruit Logistic
implemented  marketi
campaigns in North An
wide spot TV campai
advertising, intemation.
food editor wisits to Chil
PrOGrams, Consumer rec
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Committee, Chilean Kiwilruit Committee, Chilean
Citrus Committee, Chilean Cherry Committee,
Maorth Amenca Promotion Committee Board and
Latin America Promaotion Committee Board.

biggest challenge is liguring oul strateqgic direc-
tions and programs, in conjunction with the
private and public sectors, which permil our
country o remain in this position.

believe Chile is full of potential and one of the
leading economies in South America. Its just a
matter of time until my beautiful country
becomes an even bigger player in international
tiade.

Q: What do you know now you wish you knew
when you first started your career?
Az More than knowledge, | wish | had developed

= m s e am e

the years My goal is o continue learning and
becoming a well-rounded professional,

Q: What has inspired your work in the produce
industry so far?

A: 'm moved by potential. | see huge growth
potential for the Chilean frut industry and I'm
honared o make a small contribution lor a long-
term goal. On another note, international trade is
ane of my big motivalions, since it allows me o
move in a multicultual arena and leam from
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Comemunity: Deacon for 20 years al Mount Vernon
Baptist Church; Sunday School teacher: Chair
of benevolence committee; Founder and volun-
teer of his church’s sports ministry (Equip
Ministries) serving mare than 100 families by
oflering loothall, baseball, soccer, and volleyball
1o the community; Coaches youth teams; School
volunteer

Matto in life: Plan for working another 40 years,
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and Greene induded sales and customer service
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Greene’s negnluaung skills on the 1,.ﬂa-arl',f contracl
pricing. The volume these chains used enabled
Hollar and Greene to intrease acreage on four
major growing areas 1o year-ound. Greene is
leading the way lor the company 1o be known as
a category professional in the cabbage industry,
He has become a go-to source for most major
chains conceming specs, containers, varneties, and
any other issue concerning cabbage. He serves

industry?

A: Because of the chance to work with my hero,
rry Dad, in the family business. | grew up thinking
cabbage was the lop of the pyramid on the food
chain. From a young age, 1 was involved in the
family business. | loved to go out in the fields and
enjoyed the whole process of getling cabbage
from the field to the market, As | grew, | learned
to work with all levels of employees in the
praduce business, Al the age of 16 being able to
drive around lo look at cabbage was cool and
exciting. As | matured, | tried to balance my life
into three areas: Faith, family and football. |
accepted and took pride in our family business of
supplying cabbage (o the world.

e m———

0: How much produce do you eat?
A: 1 ry and eat cabbage every day. | love all fruits
and vegetables as well.

understand what running a family business aclu-
ally required. There have been so many ups and
downs over the past 20 years, Bul, al the end of
the day, and 20 years lates, | love this ride and
enjoy the business,

Q: What do you like best about your job?
A: | am where | want to be and doing what |
want o do. | gel to work alongside my
o "amily environment with
is the same values as
goal we could not do
o supply the world with
1 the Golden Rule, and |
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{riends, and customers,

Community: Calvary Lutt
Motto in Life: Always str
pPersonal Accomplishmer
ation family faim, H
executive vice president
lor strategy, business s
Black Gold Farms is am
lion organization that ra

execulive. He is a member of the Association of
Agricultural Production Executives (AAPEX).

He attended the Potato Industry Leadership
Institute in 2008 and was elected by classmales
1o serve as the Grower Leader for the 2009 dass.
Halverson was elected to the represent Morth
Dakota on the United States Polato Board (USPR)
in 2008, In 2009, he was elected to the Admin-
istrative Commiltee, serving on the Intemational
Markeling Commiltee. In 2013, he was elected
1 the Executive Committes of the USPE
and served as Co-Chair of the International
Marketing Commitlee.

He helped with the design and implementa-
tion of the Black Gold Systematic approach
protocols, one of the systems that helped Black
Gold Farms win the National Potato Council Frwi-
ronmental Stewardship Award in 2008 He
represented the USPB on a liade mission 1o
Vietnam in 2011 and was chosen as a panelist

' el in the General Session
po in Orlando. He was
12 "40 under 407 list by

Business Watch Magazine ol MNorth Dakota and
was awarded Spudman Magazings Emerging
Leader Award in 2013

{: What do you envision for your career in five
years?

Az | expect 1o help lead our business to further
growth. We look to achieve growth by providing
value 1o our customers through service, quality,
dnd compelitive pricng.

Q: What industry improvements would you like
to see?
A: | would like 1o see the industry 1ake a larger
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A: Having a good idea is olten the easy part;

munribine ab tha idas cannraboar tharn cobn aaeal
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lies in need.

Motto in Life: The only one we are in competition
with is ourselves; be better than you weie
yeslerday,

Professional Accomplishments: Hollnagel has
been in the produce industry for more than 13
years having started her career wilh Ethylene
Contfrol. She previously worked in banking, where
she helped many companies in the produce
industry. She started with Ethylene Control in
August of 2000 as administrator and three years
later was promoled (o inemational sales
manager and administrator. While managing
daily operations at Ethylene Contral, she earned
her college degree in May 2013, receiving a
bachelars degree in communications. she now
manages most daily company activities, including
all sales and administration. She also manages
accounting and maintains production inven-
tory. She assists and maintains an active Ethylene
Control presence in The Kiwanis Club of Selma,
The Lions Club of Dinuba, The Big Fresno Fair, and
The California Grape and Tree Fruil League. In

o g
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Q: What do you like best about your job?
A: | love the diversity in our customers, | get to
learn about many cullures and customs. N
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(: Where do you go when in need of advice?

A: | go to our president who is the ploneer lor our
industry in ethylene gas remaoval in fresh produce
and Mofal. | also talk 1o my partner in life, my
friend and my supporter (my husband) who is

EULJE, LRI LIl Ll EIRS WWILET ERDRS ol 10 UL LU,
Q: What accomplishment(s) are you most proud
of in your career?

A: One of my top accomplishments is 1o have

Certified and therefore have a greater fresh
produce customer base that we can help. Finally,
I am proud that owr president just received the
Supplier of The Year Award for 2014 by the Cali-
formia Grape and Tree Fruit League Growers and
Shippers.
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Community: Board member for Ealy Alert
Canines, which provides diabelic alerl dogs
lo type 1 diabetics; Board member for the
Emerging Ag Technologies Pathway at Stiathmore
High School, Volunteer for the Diabetic Youth
Foundation summer camps; COFA Specialty Crap
Block Grant Review Commillee member; Trustee
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Motto in life: Be kind:

fighting a hard battle.

Professional Accomplishr

working on her family's

' R valley, Aller earming ner
nenmics, she took a job at
where she worked with
i industries. During this
o the California Ag Lead-
middle of the two-year
3 with Gourmel Trading
{ their marketing, During
‘mel, the company has

LW ETIE LR PLLIE TR IJlE fﬂmpﬂn? I‘a’s 'l'l"l:ln a

Marketing Excellence award from Proouc Bussess,

as well as the Ameristar and Worldstar packaging

design award for its two-piece asparagus bosx.

Two years ago, she and her husband moved

1o her family's ranch 1o take over operations from

her father. she has continued to work with
pany on a part-lime
ese two jobs, she also
0 economics at the local
serves on the PMA new
well as the PAMAS exhibit
is a member of the Cali-
keting committee and a
aties commitles wath the

Q: How did you get your start in the produce
industry?

A: | was “born” into it. | actually worked so much
on the family farm that | swore 1 was going 1o go

happy to be back in it
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Q: How much produce do you eat?
A: My husband is a trained chel, and we often
base our meals around fresh produce.

P |

* " allenge about your job?

| and transitioning from
“and all the other things
a ficher base of knowl-
iobs better.
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there, Let’s not just talk about local or organic.

0: Where do you go when in need of advice?
A: | call Minos Athanassiadis. He was the person
who made me realize | really loved the fresh
produce industry while at Agribuys, and who
encouraged me to stay in the industry,

LOMIMUNITY: EVERT crganizer and co-chaiiman of
the Inaugural Stawberry Picking Challenge
charity event, which raised §75,000 for Redlands
Christian Migran! Association in 2014; Parlicipated
as a contestant in the 2013 Plant City Rotary
Club's “Annual Dancing with the Locals™ charity
event to raise funds for defibrillators in Plant City
police cars; Volunleer Assistant and Advisor 1o the
University of South Florida Sundoll's Dance Team
Motta in life: Remember the past, but live for the
moment while keeping your eye ever lorward Lo
the destiny you create today,

Professional Accomplishments: Kosinsky gradu-
ated from the University of Florida College of
Jaumnalism and Communications with a Bachelor
of stience in Advertising and a Master of Science
in Management from the University of Florida
warrington College of Business, She worked in
the areas of Sports Marketing and telecomimuni-
cations before moving back to Florida to be closer
to her family,

In- 2011, she joined Wish Farms. As director of
marketing for Wish Farms, she manages all
consumer and trade marketing including public
relatians, consumer affairs, digital and social
media, website management and content
creation, and trade show and even! coordination.
From concept and planning to implementation
and reporting, she directs and communicates all
marketing efforts for the company She also over-

nonprofit corporation dedicated to promoating
the value of Florida agriculture to the public and
elected officials. she serves as the treasurer of
the Florida Blueberry Growers Association. She
also participated in the Florida Fruit and
vegetable Association’s Emerging Leadership
Development Program.

(: What's the biggest challenge about your job?
A: Part al this challenge is deciding the most
productive and cost effective way to market to

Sofe FTIHIL WRS 'r'HII UL S LS LN P Y] 'rwl J’UH:

A: Every day is different, and every season brings
new appoitunity along with new challenges.
Gary Wishnatzki, the owner of Wish Farms, is very
matketing-minded and open to creative ideas. |
appreciate the platiorm he's given me to develop
the Misty the Garden Pixie brand and create my
own unique rale within his company, 15 exciting



1o know that a department ol jusl one person can
benefit an organization and hopefully make an

impact in the industny

0Q: What industry improvements would you like
lo see?

A: Maintaining a reliable workforce. Labor rela-
tions is a complex issue and involve the public
perception of our industry, While we have made
great strides al the state and lederal level, we
must have a continuous IMprovement process
that includes individual farms. 1 would like 1o see
a unllied industry effort 10 help giowers by
providing suggested action plans or best practices
for reciuiting, maintaining and communicating
with workers. | would like our produce industry
10 help with additional resources to research the
psychology of our workforce and share recom-
mendations lor our growers ta implement in their
owWn operations.

0: What accomplishment(s) are you most proud
of in your career?

A: In February 2014, we hosted our Inaugural
Bright House Networks Strawberry Picking Chal-

nity. Twenty local Flonda strawberry growers from
16 different farms were represented and volun-
teered as team coaches, Twenty celebrities,
media reporters, and political leaders participated
in the contest including Adam Putnam, Florida
commissioner of Agricullure; Dan Raulerson and
Jake Raburm, Florida Stale Representatives; and
Fred McGrill, former MLB player and all-star. The
siipport from the industry and the community

=g e —mmrma

0: What are the next big trends on the horizon?
A: The fresh produce industry has adopted
branding as a companent of its marketing matrix
and overall business strategy. Many produce
organizations are invesling more money into
branding products to consumers. | see s
strategy increasing amongst the fresh produce
industry in the coming years.

MOTIO i lifes Just own .
Professional Accomplishments: Leigh has spent
neaily a decade in the produce industry and

boeurrently serves as cuslomer qroup manages,
transportation for the Western LS. Division of CH,
Robinson, She is accountable for the financial,
sales and people management as well as the
direction of the customer account management
and sales teams within the transportation side of
the business.

She began her career at CH. Robinson in 2005
in the Northeas! Division, located in Paulsboro, NJ.
The following year she relocated to the Monterey,
€A, Division shortly after the ansportation divi-
sion was created, She began working on the
Western Growers Transportation Program, devel-
oping transportation solutions for hundreds of
grower-shippers throughoul the westem United
States. In 2007, she was promoted to sales
manager within the region and in 2010 was
promoted to transportation manager.

Leigh [as spenl g preat deal af time: and
energy during her caree
as well as industry relate
and leadership program:
and key award recipier
KASP program, a presti
exclusive o CH. Robinsg

ship Program (CALP). CALP is an advanced
two-year leadership program developed for
emerging leaders within the agriculture commu-
nity of California. she graduated this past january
and participated in Class 43,

Q: What do you like best about your job?
A: Creating sustainable business platforms for
companies through the vse of transportation.

ness, and that is the I':II'IICI-G-I-;SIE‘SIMHQ par.

€ What do you envision for your career in five
years?

Az | will comtinue 1o pursue additional leadership
roles, not only within CH. Robinson, but also
within the industry al large. | wanl o continue 1o
expand my capacity as a leader within the
produce space as well as advocate lor our
industry at higher and higher levels.

IH TPy (LU LPFI 1A
and nationwide, it comes
il to create consurmer
¢ That begins with accu-
wation,

Q: What do you know now you wish you knew
when you first started your career?

Az Building on my strengths, learming through
experimental situations and trial and emor has
made me who | am loday. Il | had 1o choose
something, | suppose | would have liked to have
the wherewithal and a greater sense of self-
awareness within my developmental areas early
on. It certainly would have expedited my leaming
curve on the business, industry and my own
improvement oppartunities.

0 What accomplishment(s) are you most proud
of in your career?

A: | am most proud of accomplishing the Cali-
fornia Agricultural Leadership Fellowship. The
rigorous 16-manth commitment rom a tme and
travel standpoint, as well as the focus on critical
thinking and challenge to expand my capacily lo
think larger was the biggest lask | ever tackled.

on the Board of Trustees for the Produce for
Better Health Foundation; Chairs the PEH Donor
Commillee; Member of the PBH Execulive
Comimittee; Suppans the United Way {(amenican
Hearl /Stroke); M| Boxer Rescue; Autism and
Rheumatoid Anhitis walks,

Mottos in Life: Learn fram yesterday, live lor
today, and dream for tomorrow, Mever stop
competing.

Bl e ittt

He currently provides effective leadership and
support to the company’s eastern LS, sales team,
which operates from offices in Mewark, OF,
Tampa, FL, and Chicago, unilying their elforts to
oplimize service.

Libke began his produce career in a logistics
job with €.H. Robanson in the 51 Lowis office. In
early 2003, he relocated to Chicago for a dual role
as produce manager and account manager, Libke
was accountable to the Regional GM for produce
in the Central Reqion as well as responsible for

year, he became their director of sales for the
eastemn US. In August 2013, Libke took his current
position.

0Q: What do you like best about your job?
i A: llove leading the sales team at Oppy through
v both good and challenging scenarios. | like
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As My wile and/or peers,

G: What do you know now you wish you knew
when you first started your career?

A: lwish that | had the same leved of emotional
intelligence that | have now when | first started in
the business,

{J: What accomplishment are you most proud of

V0 ] NRAE o ST WU RRED BE L 0 LR LB WP L LR R

1o join their Execulive Commities,

0: What are the next big trends on the horizon?
A: | believe people will continue 1o expand their
harizons and eal more produce iterms and vari-
ehies than they do today — espedially since North

Without B:mler*s Cystic Fibrosis Fnundamn, Local

rraaniratinne daalinn wath minrant wiorkar hoalth

Former board member lor La Casa Hoagar, a local
organization commitied to the successful transi-
tion of new immigrants to life in the Yakima
Valley — particulasly women and children.
Motto in life: “Have the courage to follow my
heart and intuition; they already know what |
truly wanl o become. Everything else is
secondary” — Steve Jobs

Professional Accomplishments: Prior 1o slarting

hir raraer i tha neodoea doetng in valdomn WA

esl manager, regional

Coast sales managetr, He

includes 12 weslem LS.

Canadian provinces and
s v e el SIBLES,

Q: How did you get your start in the produce
industry?
A: Though | enjoyed landscape architecture, |
wanled a more significant leaming curve in my
professional life. In the fall of 2005 two of my
thosest friends rom high school called and asked
me ta move (o Yakima to help build their produce
equipment business, The only catch was they
lary. | moved to Yakima
1, a commission-only job
ity to creale someathing
oise of those around me
FELNLS JLIVLE 8D ILELE 0 R B uﬂd thII:E |I‘l Eﬂﬂﬁ, Iﬂ”r'
cially joined Giro Pack.

: What's the biggest challenge about your job?
A: Keeping up with the pace at which we have
growr. Our sales growth is very steep and that
comes with a vaniety of staffing and manage-

w0 months at the end of
ile, on a sabbatical with
inish and creating inter-
1 continue the growth of
foster a unigue cultural
¥

en in need of advice?
sunding board. She is an

1. What ara tha navt hiq {rends on the horizon?
pe the produce depari-
e departiment no longer
lrom X, ¥ and Z company
nbling the animals in a
200, where Ihe lion packaging correlates 1o gala
apples, hippo packaging comelates to peaches,
giralles o cucumbers, mankeys to bananas, elc.
This will attract the kid/mother consumers that
retailers want and our country needs 1o gel back
1o a “healthy” status. some side effects of this
will be decreased health issues, reduced health
care costs, healthier individuals, mare productive
workers, and more aclive lives.

v
¥

Persanal: Married with two boys (5 years old and
7 manths)

Community: Serves as the public relations olficer
for local Woodstown FFA Alumni Association;
Selected to serve as a 2011 vice chair of the
Mational Milk Producers Federation Young Leaders
Council; Received the 2010 Young Cooperators
award through the Land O'Lakes Young Leader
program; PMA Foundation for Industry Talent's
Emerging Leaders Program in Agnil, Public Rela-
tions Society of America; Washinglon Agiiculture
Communicators Network; Alliance lor Food and
Farming's Communications Commitlee; Produce
Traceability Initiative’s Communications Working
Group.

Motto in Life: Go big or go home.

Professional Accomplishments: Miller's career has
revolved around agriculture from the start. While
attending college, she worked for the US. Depart-
ment ol Agriculture, lirst with the Animal Plant
Heallth Inspection Service, and then the Matural
Resource Conservation Service, After graduating
from college, she was the communications
manager for Mid-Atlantic Dairy Association in
Philadelphia. Working under the ‘got milk?,” '3-a

Cemmqmm e e g e o ———

Marketmg Association  as pubhc relations
manager, implementing elerments of PMA's public
relations programming and leading the develop-
ment of its social and new media ellons. In 2012,
she was promoted to director, and is currently
responsible lor driving the association’s public
relations initiatives in support of its strategic plan,
including corporate communications, stakeholder
relations, crisis preparedness, issues manage-

pubhc relations campaugrrs for mapur PMA mile-
stones, including PMA'S 2011 rebranding, its 2013
stralegic plan, and its 2012 Fresh Summit which
resulted in 21,000 industry attendees from more
than 60 countries, and a 200 percent increase in
media participants. She continued 10 raise PMA'S
wisibility with the consumer media, highlighting
industry initiatives, with the goal of increasing
produce demand. In the past year, news coverage
has increased by more than 70 percent. She is
leading the public refations strategies for the part-
nership between sesame Workshop and PMA,
Forged by the Partnership lar a Healthier America
— with Hanarary Chair First Lady Michelle Obama
— this collaboration sets the stage lor an industry
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will improve society. Fresh produce cerainly fits
that profile. It gives me the drive to make a differ-
ence.

0: What industry improvernents would you like
to see?

A; Consumer confidence in fresh produce is
eroded with every food safety concern. Our
industry can change that with advances in
prevention and improved delection technologies
1o reduce the risk. We all know that food safety
issues impact nol jusl one company or
commuadity, but the entire supply chain —most of
all, public health,

(: Where do you go when in need of advice?
A: Julie Koch, PMA vice president of member rela-
tions, and Dr. Bob Whitaker, PMA chiel science
and technology officer.

A: Advancements in le‘:l*»rm::lcu;n.r will have a greal
impact on agnculture, and the future will be
shaped on how quickly the industry adapls those
new advances. Population growth and fresh

mrm s s st nitlas wre weathoes st mnl e
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Personal Mame::l ‘g-month-old son.

Professional ﬁtmmimments Mills was hired in
Movernber 2005 by House Foods America as a
sales representative for their new factory located
in Somersel, N). House Foods America is a
subsidiary of Asian spice manulfacturer House
Foods (Japan), which manufactures tolu and
shirataki. Working from the New Jersey office,
Mills initially handled just a few accounts, mainky
local distributors in the Metio New Yark region as
well as calling on small chains and independents,

.'H.IIJ'I'.I'I'IJ'I.J LHFL WL MHCF I FO LYY FREmS  ©

play a major role in the company’s operations in
bath the Midwesl region and the MNatural /Organic

side of the business. Additionally, he works with |
regional brokers and the company’s matketing ; Q: What are the next big trends on the horizon?
department on local events, regional advertise- ¢ A:1see more ethnic/multicultural produce, more
ments, and national trade shows. When he first ¢ food labeling and more non-GM®s. | also think
starled al House Foods, the company’s markel + there will be more snacking, particularly of fresh

LTSt Y

Az After | had graduated
1o Tokyo to immerse m
the language. Even tho
embarrassingly could r
language, so | was enic
and worked part ime Lo
an unlorgettable lime
decided to move back 1«
Job. | could have moves

lornia (where | was originally from), but being in } E during nine years of active service in the United

my mid-20s and still wanting some adventure, |
maved to New York City, Alter a few weeks of
job-hunting, | found an opening at House Foods,
which was very close 1o completing its tofu
lactory in Somerset, M), They were looking lor
someane in sales for the East Coast, | felt it was
a perfect it for me since | didn't want to
completely forgel what | had learned in Japan,
and | was 10 be put in charge ol bringing this
Eastemn food to Western diets, I've been working

e ———

supermarkels to understand that tofu isn't Just
some "hippy vegan” food. It is actually a staple in
many Asian diets and is still growing in demand.
You can instantly see a diflerence between an
toimm e =y conventional American
ook al how tolu (as well
oduce) is meichandised
nl, Even though parts of
Il Asian and Asian-Amer-

growth ol Asian menus in the US.

€ What industry improvements would you like
1o see?
A: Aside Trom seeing more ethinic produce (espe-
cially more tofu) in conventional supermarkets,
14 also like to see more Millennials m the produce
industry,

0: What accomplishrment(s) are you most proud
of in your career?
wing contributed to the
5 business in the North-
tro New York. I'm also
ttionships I've developed
LAALAR] III'F LLIII'LIJHULJ, I.rlhlﬁlers‘, and (US[ME[S ﬂ‘i‘e[
the years. I've learned so much from them and |
hope they learmed from me as well,

States Manne Corps, Work ranged from building
towns and schools in developing countries 1o US,
prajects involving humicane /destructive weather
relief; Guest speaker al various schools and senior
centers; Hosted numerous evenls with the
Catholic Church; Served on the town board as a
zoning officer; Guest speaker /trainer 1o the local
Boy Scouts ol America

Motto in Life; Honor and Commitment
Professional Accomplishments: OConnor began

state & global GAP policies, he rapidly became a
key resource for product and industry knowledge,

Two years ago, he was olfered a position as
assistant calegory manager of produce/floral. His
responsibilities included providing all merchan-
dising plans and direction 1o stores, He is also the
manager for all dressings, juice, nuts, and trop-
ical, as well as all other dry lines. He is
responsible for direction to TOPS" 160 stores and

rmagmr g rrrmremopmraameee n
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@ How much produce do you eat?

A: Produce is served with every meal and all
snacks in my househald, In our home, let’s just
say, that my family has “had it all” from leeks to
lyche frui,

Q: What’s the biggest challenge about your job?
A: Produce ltsell is the biggest challenge. With
ever-changing condilions, availabilities, and inno-
valions across the industry, the greatest challenge
is 1o stay ahead of it all, The fast pace requires
the ability to remain flexible and constantly
creative. As consumers became mare savwy with
their growing demands, it's our responsibility as
leaders to work wilth the grower and shipper
community fo remain a constant source of inno-
vation.

Q: What do you like best about your job?

A: Produce is always in motion, tuly, a very
dynamic industry, It’s a true challenge to adapt to
those changes and evolve them inlo our weekly

47
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ers o acl and collabora-
has been one of the key
1 of our team,

rements would you like

need (o do a betler job
viedia is a huge part of
mation for the youth of

TEE AT TR UL W

o message, of Facehook
arful Brands success — a
Tarketing.

t{s) are you most proud

n active-duly Marine to
i my finest accomplish-
1 opportunity 1o [ake my
ndset and apply it to
= ioduce industre

n ey

i,
lay to the fullest,

ments: After graduating
ee in accounting and law
sis in laxation, Patricio
ney and certified public
ergers and acquisitions
terhouseCoopers LLP in

home at the reques! ol
working at Westside,

W, LHiIu IPLIIILr'LI'L'I'IJ n
stside to become a six-
[ulfilling the needs of
dservice pariners.
led the company’s food
grealer emphasis on
and training, risk
n and validation tech-
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respansibility and sustainability,

In 2012, he instituted a demand response
program with on-site smart grid management
and monitoring, In 2013, the 5an Joaquin Valley
Air Pollution Control District approved his grant
application to replace 25 tractors with newer,
cleaner, Tier 4 engines that will significantly
reduce emissions. Il is expected that before July
2014, Westside Produce will achieve energy inde-

TH IS MRS WIEE RS RIEWL AL

LSRN
A: Upon starting my careel, | uly believed my
future was in the corporate woild, but life has a
funny way of pulling you back 1o your roots. My
father’s partner and mentor passed away in 2004
and a year later, my father asked me 1o retun
home to work alongside him for a tial period of
three-years. Three years twmed inlo nine and
despite leaving for a briel period to work for a
Fresno law lirm, the lime has been challenging,
rewarding and fun.

rem g =

haid r'..-'.u:nrl':im;] ]:neap'le is the first signzme SEAS0 15
coming to an end. Forunately, it's cychical so we'll
gel to do it all over again next year,

Q: What industry improverments would you like
to see?

A: Being from diought-sticken Califorma, 14 like
to see continued improvernents in water resource
management and supported technology, Being a
shipper ol produce across North Ametica, 1d like
o see continued developments in ransportation

Ma E LW F By M0 LRI I PP III\.I'LIJI.IF YVl
severely impacted by a deadly listeria outhreak
in Colorado. The Califomia Camtaloupe Advisory
Board (CCAB) acted quickly and called for a
statewide vote of all cantaloupe handlers. It
established the only mandatory lood safety
program in the U5, produce industry that invited
govemnment auditors 10 inspect all aspects of ils
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waler use, soil amendments, worker health,
hygiene and training, harvesting and cooling best
practices, cold storage and transportation. In less
than nine maonths, the document was completed,
along with two audit checklists lor announced
and unannounced audits.

0: What are the next big trends on the horizon?
A: Drones, optical sensitivities in mechanical

pears, grapes and cherries. From there he took
on a sales role, working with many different
refailers and loodservice accounts in the Midwest,

In 2011, he accepted a position as a replen-
ishment buyer with Save-A-Lot out of St. Louis,
MO. He was responsible for the replenishment of
several commodities in 15 distribution centers
and worked closely with the senior buyers. after
less than a yea, he was promoted into the senior
buyer position responsible for the fruit category,
working with more than 30 SKUs, In the fall of
2012, Pollard accepted the responsibility of
produce sales manager in addition to his buying
responsibilities. In late 2013, he accepted the
position of director of produce Tor Dollar General
in Goodletisville, TN, where he is part of a team
with the opgortunty and challenge of growing
Dollar General Markets, currently operating 130
market stores in mose than 12 states,

Q- How much produce do you eat?

A: | usually eat two to four servings per day, There
is nothing like the summer months with all the
homegrown com, watermelon and Athena
cantaloupes,

Tigration labor improve-
2 the workforces needed
& neads ol our country,

s BEERLL LS T T lm ‘Fﬂl .'HiSh lH:l'l-l kﬂE'W
when you first started your career?

A: Patience. It takes lime, knowledge and expe-
rience to become great at what you do in the
produce industry.

@: What accomplishrment(s) are you most proud

of in your career?

A: Being invited to participate in the United Fresh

Produce Industry Leadership  Program. This
* 1o leam more about the
on my communication
Is, interact and engage
d build a strong network
qers.

| trends on the horizon?
onlinue to see a strong
ly, packaged items will
ur economy where il is
to continue 1o find ways

Community:  Stratford
Involved in developmen
avents ol the K12 St
Academy; Helped coord
raising nearly $35,00000 <. ge v qop 2 mevemens
tuition and operating expenses
Motto in Life: There's always room for improve-
ment,
Professional Accomplishments: Raduns grew up
on a vegetable farm in Western MNew York
between Rochester and Bulfalo, He was hued b\r
a direct larm marketer
market crops planting, |
in many suburban open
significantly grow sale
merchandising, greal
relined visual merchandising techniques. He
graduated from the Rochester Instilute of Tech-
nology with a degree in food marketing and
distribution and began trading frozen fruits and
vegelables with Betters International Food Corpo-
fation, He participated in' Wegmans Food Markets
management fraining program as a team leader
in lresh produce.
His passion for helping farms and retailers
" erchandise led him 1o
iod LLC, a retail and
] company aimed 1o help

retailers improve financial results, Additionally, he
is an active associate of Freshxperts, an interna-
ticnal fresh produce focused consullancy founded
by Anthony Tolla and Ron Pelger of Power
Praduce.

His team provides professional advice on
management, operations, marketing, and in-
store visual merchandising ideas and solutions.
He collaborates with the dient's team to reinvent
thermselves and implement and monitar new
ideas to increase profits, Examples of reinvention
of fresh produce business includes Center City
Philadelphia’s premier specially food slore
DiBruno Brothers, Southermn New Jersey's signa-
ture agri-tourism farm Jehnsans Comer Farms,
and Buehler’s Fresh Foods.

Q: How did you get your start in the produce
industry?

A: | grew up surrounded by lields and never
looked back, My brother and | sold fresh produce
by the side of the road as litdle kids. | was later
mentored by Or. Francis Domoy, owner of Domoy
Farms in Oakfield, MY and Chair of the Hospitality
and service Management Program al Rochester

oy o -

believe many ' retailers need to learn improved
visual merchandising techniques to help drive
sales, Many managers are stuck in the stores and
have lillle access to oulside perspectives and
ideas.

Sl 1AW - P PRt "

not know what they could be capable of il they
focus on shrink management, operalions, and
refined merchandising. Secondly, | have been
inspired by my mentership under Eric Voigl,
produce manager al Wegmans Food Markets. Eric
taught rne many of the skills and meschandising
technigues | use Lo help other retailers loday, |
could not have pursued this venture withoul this
EXpETIENCE.

: What are the next big trends on the horizon?
A: Fresh produce retallers will continue 1o explore
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continue 1o use natural freclaimed wood in
merchandising fixtures, which is a hot trend right
now as seen at Whole Foods Markets.

LS L S R LI |
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Communily Fundraiser volunteer, Supporer of
Father Chuck’s Challenge, a local charity part-
nering with Food for the Poor to help provide the
world's poorest with sustainable food, clothing,
and water.

Motto in Life: Have passion in everything you do,

Fomm— e g e m————

2002 he began working for Fresh Express Brand
Packaged Salads as a retail sales operation
manager. His responsibilities included managing
day-to-day retail operations for the Mid-Atlantic

B LT & [T |

he mrmnsasd all steea Lol

n 2[&11 he ]Ulﬂ@d Ventura Foods as its Marth-
east regional sales manager for retail brands
working out of Noristown, P4 His current role is
managing all headquarters and retail sales for
Marie’s branded salad dressings and Dean's
branded dairy dips, He oversees all business oper-
ations of Ventura Foods” consurner product sales
including production planning, print advertising,
category management, sales operations, and
consumer marketing lor Maries. He works with
broker pariners to establish market and account
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amount of fresh fruits and veggies every day

Q: What do you have now you wish you had
when you first started your career?

AsVison. I 1 could go back 20 years | would tefl
myself anything is possible and o keep an open
mind,
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@: What accomplishment(s) are you most proud

of in your career?

.Ar W|l||£‘ | ha'ue many years ahead of me in the
est accomplishment so
it giving back. | was so
al menlors along my
I was privileged 10 be
* PMA'S Career Ambas-
forward 1o serving In
lo help mentor our

- people | have had the
FUP M b PRGN TERL I ha'ﬂ'e gain{:d SD mufh
knowledge from being surrounded by amazing
people, | am truly the better person thanks 1o
their mentoring, friendship, and candidness.
Many of these people remain fixtures in my
life 1oday.

ey —

Their wants and needs will continue to drive new
and innovative products to market. The biggest
trends | see from this group are convenience,
sustainability in products, and looking at labels
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Hiking; Music festivals

Personak single

Motto in Life: Be true to

Professional Accornplist

schulz applied online ft

assistant position with 1

she continued working

senior year and followi

Giumarra asked her to

work at ils headquarle

tenure with Giurmarra, st ,
ommunications, even
account management.
ved into marketing and
a1, where she locuses on

wie gy 2w, Nature's: Partner, and

company-wide  marketing. Currently, she

manages Giumaira's advertising, public relations,

communications, and web presence, including its

websites. She also oversees events such as trade

shows and works closely with the sales divisions

to suppaort and assist with grower and customer

marketing.

ar
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and parsnips.

0: What industry improvements would you like
to see?

A: ' would like o see the produce industry step
forward as experts instead of letting independent
bloggers and interest groups speak for produce,
We grow, we know. Key areas might be
educating consumers about how to make choices
appropriate lor themselves and their lifestyles
with regard 1o purchasing decisions like organic
versus comventional, GMOs, elc.

0: What do you know now you wish you knew
when you first started your career?

A: | wish | had been more accepting and
embracing of criticism al a young age,

0: What accomplishment(s) are you most proud
of in your career?

and 1 had the n}ppmlumlv lo meet amazmg
growers during filming. | also really enjoyed plan-
ning an even! lor Giumarma at the Georgia

Adquarnium in 2077, It was very rewarding o see
brias

[ —— ey

sk mde srnssiers sl st e el

also educating them on new and unrque ways to

ot thair Favunrita nendoea

Personal: Married; two children (ages 1, 4 and &)
Moatto in life: Work hard; play hard.

Professional Accomplishments: In early 2010,
Sepulveda was reauited by Bill Yogel, then pres-
iddent of Tavilla Sales, to learn procurement with
the intention of ene day taking over procurement
for the tropical fruit department and also o assist
in sales. He had previously worked in the rental
car industry lor eight years, During his first year
with Tawilla, he sold about $750,000 and traveled
multiple times to Mexico, from mango region to
mango region, learning every step of the busi-



ness fram harvesting to packing. In his second
year, he sold around 51.5 million, increased to
about 53 million in his third year, and las! year he
hit close to 54 million. Currently, he is on pace to
sell 55 million in 2014. For the past year and a
hall, he has been given the role of managing the
mango commodity for what is now Vision
Praduce Company, He procures and sells mangos
52 weeks oul ol the year for the company, He
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changing. IUs never repetitious.

0: What industry improvements would you like
lo see?

A: More standardized packaging.

Q: What accomplishment(s) are you most proud
of in your career?

Az 'm most proud of eaming the rust from upper
B - Jae [ P S e e P e e 1 e
llrl‘llg e UUR RS LR LI R P L P LR SRt o L LR L

ment); Traveling

Personal: Married with two children (2 years old
and 5 months)

Community: Director at Samskat Bharati, a
nonprafit erganization dedicated to the exposi-
tion of the nichness and beauty of the Sanskrit
language and its relevance in the modern world;
Dccasionally volunteers in a local Hindu temple
Motto in Life: Never qive up and never get hung-

wilh FoodWorld Supermarkels in India,
In 2002, working with Future Group's Food
Bazaar division, he managed an imported fruit

¢ business in addition to
jained Loblaws Inc., in 2
manager 1o look alter |
ness, Realizing the impc
and the exciting opportiu w1 uepres w
role of senior category manager in the produce
business unit in 2009,
In his current position, he looks after the
: prucuremenl ol various ethno-cultural produce
' " In addition, he works
ing, marketmg and store
ng the piograms o life,
are very proud of their
Juce oflenngs that cater
such as Asians, South-
1 Filipinos. By delivering
ipplies, the category has
iales growth and depart-
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@: How much produce do you eat?

A: A lot, Being a vegetarian, produce is an infe-
gral part of food cullure. | must note that the
variely and consumption has gone up since 2009.

-=rr

preferences, detailed information on nutri-
tional/health benefits, and easy recipes.

Q: What industry improverments would you like
indusiry collaboration on
sialty crops. This is nol
marketing ol such crops,
and heallth aspects.

re ey

g

stry: and  third, great
wamegu g wees wan | @M fortunate to work
with.

0Q: What are the next big trends on the horizon?
A: Health, convenience, aging population,
changing food culture, and dominance of the
discount formal. Clearly the produce industry has
an impotant role 1o play.
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raveling: Skiing: Tennis;

nents: Bom and raised in
i France, Tabard graduated in 1996 Magna Cum
i laude from the Ecole Supérieure des Sciences
! commerciales d' Angers (ESSCA), one ol Frances
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between the banana-producing countries in Latin
America and the distribution channels throughout
Morth Amerca. In 2001 Tabard became the
company's marketing director, leading marketing
and communication strategies and initiatives in
Morth America, Since then, Tabard has been
instriurmental in establishing the Turbana brand as
one that exemplifies sodial responsibility. Tabard's
initiatives include partnering Turbana with “One
Laptop per Child” to improve education in class-
rooms throughout rural Colombia. She also
conceptualized and provided direction o develop
Qr codes that connect North  American
cansumers to the farmers in the banana-growing
regions of Colombia. The QR codes show
consumers exactly which farms their bananas
come frarm and how their banana purchases help
raise the quality of life in the banana-growing
regions of Colombia,

Tabard has also been instrumental in leading

tives include raising funds for breas! cancer
awareness with the Pink Fibbon Produce
campaign, as well as empowering students to eat
smart and be active through the “Fuel up to Play
60" campaign, an in-school nutrition and phys-
ical activity program launched by the Mational
Dairy Council, The National Football League, and
United States Departrment of Agriculture,

Most recently, Tabard has led the launch and

mrrmm e Eommgrtm mm mema mrremrag mom s omp wrrae

get involved in their communities. G55G has
already made a swnificant impact engaging a
growing number of communities thioughout the
Mortheastern United Stales,

As ane of the produce industry’s most recog-
nizable women leaders, Tabard 15 a member of
the United Fresh's Nutrition and Health Council
and sits on the Marketing and EBranding
Committee for Fyffes. she is a recipient of the
Award for Excellence fram Ahold USA (2002) lor
her creative efforts,

Miami to work in a more muITicmraI Eﬂvl;'::!n-
ment. Al thal time Turbana was looking lor
someane 1o coordinate their marketing efforts
and serve as a cultural and linguistic liaison
between the banana producng regon in
Colombia and the distribution channels in Morth
America. My career move o the produce
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industry was one in the right direction, For me it
wasn't necessarily about the product itself, rather
aboul the brand's messages and (he positive
efforts as an organization.

0: What do you like best about your job?

A: Often pecple outside the industry do not
realize that marketing a produce commaodity goes
beyond the product.  The implications

still keep me passionate.

0: What industry improvements would you like
to see?

A: Be less traditional, more innavative, gel inspi-
ration and fresh ideas from outside the industry,

0: Where do you go when in need of advice?

A: | alten look outside of the industry for fresh
perspective when needed. Reaching oul to
thought leaders in other indusiries that have

PV LR LEIE WAL SURILIY LRI, LHE B -
ment, our communities throughout the WS, and
our communities in the growing regions of
Colombia. | am also continually inspired by the
strong core values and the history of Twibana. The

ey

sustainable framework for a better qualrt'y' of life.

Personal: Married with two sons (ages 6 and 4)
Community: Coach for Peewee Baseball; Class-
raom Mom and Teaching Assistant; Board of
Directors for the IMPD Oflicer David 5 Moore
Foundation; Wellness Board Member for Indi-
anapolis Public Schools; Community Partner &
Volunteer for Litlle Red Door Cancer Agency,
Commiliee Member for Leukemia & Lymphoma's
Society Man & Woman ol the Year Campaign,

¢ kasey Kahne Foundation; George Hill Rising Stars;
Vacation Bible School coordinator & volunteer at
1. Barnabas Catholic Church; Centilied Pilates
b Instructar for Girls Scouts of Indiana
! Motto in life: As lang as I'm serving the Lord and
my family, the rest will fall into place.
Professional Accomplishments: Taylor started her
career in Fresh Produce in 2005 at Indianapolis
Fruit [l:lrnpar'n.r she was hired 1o work with the
dles division but her
include many types ol
kills permitted her to gel
ing. Her transition to the
o occurred in November
2011 when she “sold
management despite [a
sha was 1old her salary v
because there was no 1a
ITIaI'kE[II'Ig EKFIEI‘ISE‘S L E L LU T TR
researching industry trends and offerings o
consumer marketing and came up with the idea
lor creating a single destination with a relevan!
voice [or consumers.
In January 2012 the lirst TheProduceMaom.com
blog post was published. Today Taylor and the

.Ilur is hu:ldnnq a network

ity advocates for fresh

rough Find Your Favorite

g school kids with Find

wul revoine, #nu se educales SJ'IUp-]}EIS in

grocery stores and restaurants with The Produce
Merm Picks,

In the blogs firsl year, it had 169,000 sile

visits. Its web tralfic is growing rapidly and il’s

fraffic cummg from Pinterest. Ia';rlm and the blog

ara ncad har lneal noswee atfiliatac for cnrrocnon.

Packer 25 2013, and Woman of Influence

{Mational Center of Excellence in Women's
Health): 2012,

Q: what do you envision for your career in five
¥

A: | hope we can grow The Produce Mo 1o
create a national culture of consumers — there is
a Pfuduce Morm in ALL of ust | would like to see

ety elementary school

I-

offered on more restaucant menus, and | would
really love to grow fhe Produce Mo to the paint
where we have crealed new jabs and opportuni-
ties lor others 1o find a career in the fresh produce
industry,

Q: What industry improvements would you like
to see?

A: | wiould like 1o see more businesses do what
Indianapolis Fruit Company has done lor me,
Ermployees of all backgrounds should have the
opportunity 1o present new ideas 1o executives,
There are a lot of family-owned businesses in this
industry, and | think they all could learn quile a bit

LI I e e L [LSTELI S S

consumers and schoals across the nation,

T M SR,

Q: What do you know now you wish you knew
when you first started your career?

A: The ability 1o lead and influence is mare impor-
tant than your tille,

o

this mdustw we fuel the world with the most
nutritious and delicious foods, and we are the ulti-
mate stewards of the land. | leel good about
what | doin my professional life, and | enjoy my
job. People search for a lifetime to find a career
that is rewarding — | will never leave this industry,
I's nol always easy, and the tenacity of my
colleagues and peers motivates me o constantly
try harder and think deeper about the quality of

g gy st @

'I'L'.IUI‘ Favorite,

Personal: Single

Community: Midnight Mission (meal services,
food donation drives, counseling, education,
training and job placement, sheller, and medical
and personal hygiene care to the aty’s homeless
population)

Motto in Life: What you see is whal you gel.
Professional Accomplishments: Tierney began
working in the produce mdustry in 2006. She was
qoing 1o college and working as a produce cate-

Produce Momrbranded t gory assistant at Spartan Stores Corporate Office in
lers, Produce Mom Picks | Grand Rapids, M. During that time, she assisted
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offered the opportunity to become a senior
praduce buyer for Fresh Direct in New York. While
there, she assisted Fresh Direct in buying directly
from growers instead of using their local terminal,

In 2012, she relocated 1o Calilormia to accepl
the job of produce and lloral purchasing manager
for Fresh and Easy, the American division ol
TESCO. As a purchasing manager for Fresh and
Easy, she selects vendors, SKUs, negotiales
pricing, plans promotional stralegy, manacges new
labels and artwork, forecasts, and executes
programs such as its lamous “Famm o Slorein 24
Hours of Less,”

0: What's the biggest challenge about your job?

A Fuwrhacing haibh ccadaocn and Hlae=l dithae

Iﬂ SEE"'

A: | would like to see more processed organic
products, improved on-the-go packaging with
product already washed and ready 1o eal, and

mnmrn bneba Ao cantial ln arsnar  haselee sl

R et T R

plan a calendar and set the future of the categm’«,r
together to grow opportunities for not only
retailers, but vendors as well, everyone wins.

0Q: What are the next big trends on the horizon?
A ﬂhull::grb. Brugser Ica!e. rre_sh llcirs for juicing _and

Community: Member of Ihe The New York Slale
Saciety and the Socety of Virginia (socal and owc
organizations that celebrate the culture, history,

| each respective state);
Relations, Inc., a non-
alions association in the

s e s e o NOE AN option, and life
isn't about waiting for the stonm to pass; it's about
learning to dance in the rain.
Professional Accomplishments: Tiwan has always
been passionate about her agricullural roots. Her
earliest jobs include weeding onions and riding a
cabbage transplanter, During schoal, she intemed
lor W5, Senatar Charles E. Schumer {NY) in his
regional office in Rochester and intemed with
United Fresh before accepting a full-time position
as part ol United's gover

As political affairs m
oversees all aspects ol th
advocacy efforts, incluc
il‘ll;|1{ll'l PIJh|IE Fﬂllt? EDI"IL.H.--.-,. AL BRI IR WL
helm ol this evenl, she has increased industry

bl it e b

nnnnnn b Pha alrs sssccnne tha
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Q: How did you get your start in the produce

industry?

A: | was bom and raised in the fresh produce

frcdstes me = csbbess =qq gnion farm in upstate
wding college at SUNY
“unity to intern at United
n, Il was the perfect fit 1o
ance degree and love for

and nmued to D.C.

LT

Q: Where do you go when in need of advice?
Az 1 am extremely lucky, as | have my personal
“trifecta” 1 count on. When at home in upstate
b Mew York, L1goto l::reakfasl at the local diner with
a " of Torrey Farrms, Inc. She
ough many big lite deci-
wd friend, Victoria Backer,
o hear my perspeclive
/e leedback all while
"encouragement. Lastly,
Ie visionary for our entire
r policy, listening ear and
i stall has motivated and

now that you wish you

rted your career?

der of simply introducing
i yoursell o new people and networking with
them. Early on, | was shy and didn't want to
“bother” important leaders by asking questions. |

learned that lolks in our industry are very open lo
sharing their perspectives and that every conver-
sallon is an oppodlunily to leam,

{: What accomplishment(s) are you most proud
of in your career?

A: Becoming lead of the Washington Public Policy
Conference; being leatured in The Produce News,
Generation Mext: being honored by my peers
with the United Fresh Team Spint Award; and
recenily participating in the Urited Fresh Produce
Executive Development Program,

Q: What has inspired your work in the produce

VIS Ml e T PR AR, § WELIE L UAF R T RAL, ) TLALILI L G

help diive the growth and success ol our industry,

e

Motto in Life: Sometimes it’s the things that scare
you most that are most worthwhile,

Professional Accomplishments: Valdes majored in
marketing at the University of Notre Dame and
started al Del Monte in 2008 as a marketing coor-
dinator. In that position, she was in charge of
trade shows, promations, and media relations.
She was later given the opportunity 1o coordinate
new product and business development as an

Monte Fresh. She helps coardinate the ::Iewhp-
ment process for new products, whether a
fresh-cut itern, banana packaging, or one of the
company’s value-added ilems. She ensures the
process is moving forward during all stages rom
research through launch. she also helps in field
research and communicates trends and opporiu-
nities. She has led several new product
introductions and is considered (o be the in-house
marketing expert for the e-commerce, conven-
ience, vending, and foodservice channels,

0: What do you like best about your job?

A: | love marketing and selling products that are
truly good for consumers. Because of new tech-
nology and distribution, the industry continues to
evolve. With a new generation entering the
workforce, moving up the ladder, and adding Lo
the experience and expertise ol other genera-
tions, new and novative ideas continue o
shape the industry. We are now linding fresh,
wholesome products in places no one ever
dreamed of 10 years ago, and there still are so

53
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CLEL AL Oy,
— Eatinnn Valdes, el Monte Fresh Produce

wpand consumplion,

1en in need of advice?

i been a greal place 1o
areer. We have fruly
jeable upper manage-

LTINS TS

ow you wish you knew
jour career?

hat you did in college.
| only get you a foot in
d. You can go any direc-

Ve dle 'hEIIIII':J 1N,
that will bepefit all
wciting part is how we
1annels and avenues 1o
msumers and increase

things | believe we can
wse of new packaging
s are becoming more
o purchase these items
In addition, the growth
vanelals of vegetables

15 willun,
ments: Afler growing up
laho, Wada spent eight

years pursting education and work experience in
Calilormia and Hawaii. Desiring to join the tamily
business, his professional career n produce
began in 2007 working at the company’s sales
and marketing office. During the past seven
years he's had various responsibilities, which led

Sl AR LR, FTRILILE S DIIRINEE 0 o O] LIIRE ] L

include market research, strategic planning and
project marketing to retail, foodservice and
export customers,

His industry involvement includes serving on
the U.S. Potato Board since 2012. He also was
recently appointed 1o the Executive Commitlee

| Wil LAEE DPTRRE o BelEDI0Y LRSI IR, ESRALHIS R 0
1943, the Wada family planted their rools in
Idaho — so paturally polaloes are a big part ol
our identity. The family ties and respect for my
parents were part of the attraction 10 the indusiry,

T T T

{: What's the biggest challenge about your job?
A: strategy versus factics,

Q: What do you envision for your career in five
yearsd

tonary wilhin our company struclure and Ihe
building momentum just increases my passion
for the job,



Whether your sales team needs leads or your credit team needs Ratings & Scores -
Blue Book membership gives you the business data to grow and protect your business.

Crnmab BendianBliaBank nom b namnane ~~me ommodities, geographic region,
tion, and more!

w.producebluebook.com



way it sh.uuld hre."
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customer service, community support, and strong relationships with
wholesalers and local farmers epabled Pete to compete successfully
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remalmng 5mall neighborhood grocers in
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did out of that htl:l.e pl,ace with no parkmg
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unnl he went home and then worked all night
to put the new ones up,” recalls Ted.

- g m—
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store. “You have to adapt,” says Juhm “We

S i - SRR T PN R TR | PR FEN )

At the age uf 67, Pate is sl:lll actfwa wi

s B L LB B - oaF_a oL L 1
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great prices on produce? He tells them, T've
been doing it for 30 years. I know the people.

offers organic lettuce and prewashed, pack-

L L L P i P P - | I | S R,

N e

lamb} Fasalakla {mren masl:ed Greek green

= 3 L7 [ I

fmr— = gm— rmrm m mmr mmrrem mmm arry mme e

bmther every day It's good; we wnrk together
as a family.” pb









months than any other time of year” says
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Pyl VDI, ITRTRCLIIE  IEERer Wil
Naturipe Farms, Salinas, CA, says Fourth of
July is a great holiday to promote fresh berries
since blueberries, strawberries and raspberries

avaat thaie aasls manbinng aamilahilite aualine
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Bil Goldfield, direci
nications for Dole Foo
Westlake Village, CA,

sam maalbra seadies fiie




Wy AR AR A e G s
sioning two nationwide "Peel the Love Banana
Cabana’ tours, Last year's tour of 10 cities has
grown to 26 cities in 2014."
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other elements to lever:
Love program to take
sales even further,

'
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product, such as your types of watermelon
and year-round availability, the more your

eeme ey v mm e e s
aatermelon, and high-
chiin its retail kit

aggests creating a visual
ry display to grab the
“The Fourth of July is
splay a full berry patch
| the white with Greek
or marshmallows,” she
ses are best when the
suggestive and fun”

vocado Commission

et A evmariesn Coomee e

ememm eme aam e emanas e peeeee— e
produce the week prior, the week of and the

week following the holiday to maintain sales

ORGANIC
AVOCADOS

Avocados
7 Ry G, TPRPRENRNELE, |

Fallbrook, LA 9028
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results, retailers should target an average of at
least 25 square feet of space devoted to grapes,
which can generate up to 63 percent more
dollars per store per year compared to sets
under 18 feet.

Plummer says when stacking grapes on
display, gently stack bagged California grapes
no more than three layers high.

“Offer grapes to go in containers in the

mrndinms damastimant and at tha dali an seall

alos an sacss s ancsassnssss madis bined se s Balf as

to build excitement with retailers around the
blendability theme while encouraging the use
of mushrooms in summer grilling thus
increasing summer mushroom sales.”

The Watermelon Promotion Board also
hosts a month-long =" =omtoms doemies
July, which s also 1
Month, and Hunt says
the better for sales.

BT aot srase sema 0

Scotia had a 200-bin display to capture the
biggest display prize, and we have others
looking to top that this year,” says Hunt. " The
ones that are red, white and blue and those

that utilize patriotic imagery always do great.”
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Cit as far as 400 miles.
miles is as far as the
Dhio, and people here

doclsabkickh shas falaaad®

BRI PRI I SR A b
even though there is no scientific evidence to
support that,”

Carbon footprint and produce freshness



NEW AND UNIQL
VARIETIE

OVERNIGHT SHIPPING

760.822.6171

www.freshoriains.com

fiwaTl 1s 1

Recession, respondents consistently said the
top reason to buy local was freshness,
followed by leaving less of a carbon foot-
print,” says Jan Delyser, vice president of

marketing at the California Avocado
Commission (CAC), [-=-- 7 #Tdeee ek
primary reason far a
desire to support the A
contribute to the U5, ¢
weint and feachnas

. .

wama, South Carolina,
arolina.”

vation for buying local
jitions that embrace

ITRE arel.

ek b Ll o o d T - < s

1.

on may consider a Cali-

Lr e La

because there are also apples grown in New
England.”

Backyard Farms simply tells consumers
where it grows tomatoes. It's up to the
consumers to decide whether the product

i ma Eamins spalobhlaa “r iall Hase sond =aa

"I believe consumers want to buy Prmim'u
from regions that are nearby the place they
ive and work, or areas that they know of,
I 1 k that they k f
possibly visited, and trust for delivering

Brianna Shales,

sblsine madanmen b Thacs il uce s

quality products,” says

[ e mmmrme w o ammm mrm e e e

support our American farmers, and secondly

because they trust the safety and freshness of
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Plebes woboteos - Pe—opia peaches, seem well-
tand the new local
Imer. “There's already
ion with quality. Their

v v ee af heand sason

il movement has been
ars, the familiar locales
hemselves for decades.

“We've seen attention to locale far longer
than we have to buying local,” says Means of
the PMA.

Name locales usually have the advantage of

limata cail and arnnrina readitinne idasl foue 2

My preannies s prassseesy  mepe e
Monte's Christow. “For example, Del Monte is
able to supply gold extra sweet pineapples vear-
round, because they are grown in Costa Rica
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onstantly because the
ard work of our family
uces quality products
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sumers want to know
ything they eat. They
and the place behind
d locales are a way of
of the story.”

B e

to fit with the local
nd vegetables.

have a seasonality of when they are at their

i+ ] 1 1 o
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Although consumers claim they want
produce from nearby farms, many customers
only talk a good buy-local game.

Frnmenmaare aea e osee Dandal 9Ta

"We look to purchase produce in our
backyards first,” says Brous, “When the fruits
and vegetables are not available within our
geographic area, we look across the U.S. And
then as a final option, we look abroad.”

Elamse bic slaaceses o cocaate o abhdaaine oo

g e e n wmeem e enem g n e ey
Standards, then it just isn't the right product
to have,” says Del Monte’s Christou. pb
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New variefies of pecans have added ro the producr's popu-  running rhis fall using Georgia pecans as a healthy food, which
lariry, with Geocrgia orchards of Cape Fear, Desirable, Ellior,  will be direcred ar kids in grades 7 through 12.° pb
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wely producrs frorn Georgia. The 5::1':00!5 will also hosr an
agriculture guest speaker and ‘raste tests’ for Georgia

76 PRODUCE BUSINESS = JUNE 1014

activities throughout the designated weelk,

For the Test Kirchen, schools can enroll school kitchens in o
yearlong program, which will provide recipes thar can be used
in foodservice and also connecr schools wirh local producers
who can source the product. The selecred schools will also parric-
ipare in other Georgia Grown activities throughout the year.

For example, the Cobb Counry School Disrricr's food and
nurrition depamment works with Georgia Grown's produce

vendor ro bring Georgia grown fruits and vegerables ro all
ehamate AF Cakb CAlaRe

e — e

healrhy earting, v-hile usr.lsnng schools in sourdng Iocul product—:-
and producrs.” pb
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tors to New Jersey's economy,

Garden State farmers sell more than $1.1
billion in products annually, according to the
Trenton, NJ-based New Jersey Department of
Agriculture (NJDA), New Jersey ranks third

acalk axd Lait

bl e sssalacds el

LR1=. 00 l.'lilll.
manager for ACME Markets, a Philadelphia,
PA-based chain with 113 stores in New Jersey,
Pennsylvania, Delaware and Maryland. “At

np-:|-1.r CEAEAn IF"F\-’-EI‘I’\WI‘I FI'I1:1‘C .'"I'I"Ii" vergeta.
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have long made New Jersey fertile for
agriculture.

“The organic matter in the sandy loam soil
is unique,” says Tom Consalo, president of the
Vineland, NJ-based Consalo Group. *[t gives

ameiae o Aokl sk bcata 2fcs cad cscaliess

horticultural consult:
NJ-based New Jerse
Council (NJPPC) and

e

aaya g

Butoere 1Indvercity

=—apry  mmmw= e

u can see a 10 w 15
ference in one growing

“Our farmers grow so many different vari-
eties,” says Al Murray, the NJDA's assistant
secretary of agriculture, “Not just one or two
tvpes of eggplant, for example, but seven
kinds. In tomatoes, there’s Plum, Romas,

Theafabkeale sod TTiclacas Ta  aaua

Tt aiin s
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“The benefit of our proximity to market is
that we can pick, pack and ship at the peak of
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in from the West Coast. That's an

g

average of

Mool Palcceis el ccddidba aass

NEIPs MNew Jersey Peacnes 1o retain sugars by
slowing down respiration and oxidation,

The state’s tree fruit doesn't need to be pre-
conditioned because it's picked ripe due to jts
nearness to market. State-of-the-art computer-
ized soft and color sorters are employed by
blueberry growers. The next generation of the
state’s farmers already has begun to work with

maniltimatinmal  coaffeara atante e Adsimaloe

farms (50 to 179 acres) increased by 7 percent.  at the GFSI level, In addition, these growers






harvest by mid-June,” says Diamond Blue- An increase in plantings over the past few

peaches from field to customer.
oo ! B TRt " isisimportant because  years and better vields are expected 1o
dew Jersey’s blueberry  increase blueberry volume out of the state.
rth of July promotions. “I expect we'll see 70 million pounds of

e Cropand wrapup by fruit produced in New Jersey in the next few
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Finest South

" {eggplant), SUTE]JIUEI and hm.umn red ]'Iul
o d chocolate habaneros,

1d Malabar spinach are

clalties sold as U-Pick a

arbor City, NJ. B&B is

; wwied oy reured eew jersey Secretary of Agri-
worldwide. culture, Art Brown, and his wife, Carolyn.

“It's been very successful. Customers have

driven here from as far as Boston, MA, to

Divhmnmmd WA ™o,

856—691 -0721

s mme oa e sare Blervires

P my mempe rmme g me w e

“Plus, many times buyers for the large
national chains were based in the West and

B PRODUCE BUSINESS « JUNE 2014
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and selling Jersey-grown produce has lH.r.u:m.
important to their bottom line.”
Today, lersey-grown fruits and vegetables

are, in many cases, picked and delivered the

same day to retail.

“We have a store-door delivery program
set up with several local farmers," says
ACME's Schneider. " There are also companies
that pick up from farmers and deliver to our

Ateteihistiong cantas™

T T
customer’s unigue needs,” says F. Scott Fein,

Northeast sourcing region supervisor for C.H.
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d type influenced you to
What do you look for

eaches — price, size,
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markets and at retailers such as ACME, Food-
town, Kings Food Markets and ShopRite,

Promoting New Jersey-grown produce is



;hal because of the demand for locally grown, I
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wshrooms are America’s fivorite. We grow our mushrooms in a
ronment and they are certified organic by PCO (Pennsylvania
- In fact all Giorgio farms are MGAP { Mushroom Good Agricultural
| by the USDA. It's why we are the natural choice for organic

o much more.




Brooklyn, NY, which markets its brand Taste
Me, Do Good. “People genuinely love to partic-
ipate in supporting causes they care about.”
While no single definition of fair trade
exists, one developed by FINE, an informal

el ESie aaada

ssssaiobian = oo Ixsaucania

Trade Certified (FTC) label”
Fair Trade USA recently completed a

9 FRODUCE BUSINESS = JUNE 2014

for kids to go 1o school [74 percent].”

“There isa current trend among consumers
to want goods produced fairly,” says Marion
Tabard, director of marketing for Turbana
Corporation in Coral Gables, FL. "Research
oo = Tlbafs ——apt shows, with proper

5 of fair trade products
J percent. Also, nearly
who recognize the label

wnerta 1
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increasingly aware of where each product
comes from,” says Maroka Kawamura, produce

last year we spent a week with the folks of
Interrupcion in Machala, Ecuador. 1 was
impressed with their deep and transparent
relationships with their growers.”

Aaron Quon, category director greenhouse
and vegetables for The Oppenheimer Group in
Vancouver, British Columbia (Divemex's
North American marketing partner) says, “A
growing number of brands are building deep,

Tama tasms salatinschine wnth thaie aeorane

products. We believe this will translate into
sales and many retailers agree.”



happen. The SunFed family is not just limited
to the people working in our corporate head-
quarters, but every person who impacts our
supply chain.”

Fair trade offers companies a formal way to

- FHEIS PUSISFERT ) RS ERROS NIRRT R KRR, IR T
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boro, M.
Fair trade offers retailers a means 1o inte-

in Nogales, AZ.

“Fair trade produc
retailer’s commitment
says Kim Flores, dire

Seald Sweet Internation
s ssisaa dlhe somd acsas

A ——
and grew almost 60
2011.°

not just as a retailer but as
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ter,” says
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concepts. We've done everything from demos
to signage with them. New York's Food Empo-

rium is another great partner. We've grown
cales cionificanthe b hichliohting the fair trade

DLELLES DB) ZRPR ) LEF RRIRMIE REJRED |4y BaWs Il b
USA's Larson. “Products include bananas,
mangos, oranges, pineapples, avocados, beans,
bell peppers, peas, watermelon, tomatoes, hard

eaimeh and swaea Diee sesoess ot ol

Tabard., “Uniban, our parent company, is the
largest producer of FTC bananas in the world.”

Giumarra currently offers asparagus,
peppers, cucumbers, tomatoes, melons, grapes,

and winter squash varieties. Mberl.s sells fair
ez da hacaeag

mmrr mmeeme mmr mrmsme e

“This includes oranges and EJSF-]J-LE'E[S like
clementines and mandarins available in the
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mura explains, “We ha
tomatoes, eggplant,

pineapples, mangos,
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CUISLUIET CLULLALIUEL, Says CiIUnEiarra s Fian s,
“The more customers know about the benefits
of fair trade, the more likely they are to make
empowered choices to support it.”

Cnnthars Cnarialtias’ Tanla caneaee ¥ Tha

will drive sales. “Fair trade fresh produce items
prominently displaved ™
ness,” says Eagle. “Wh
great job at merchandi
“To sell fair trade
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posters, copy .'1r||:| photos) to make stur\r[elllng
as simple as possible.”
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HE P L UG SHOLIU U LISy Iuei-
able on all produce packaging and bulk
commodities in retail displays)” says Harris.
“FTC produce merchandising displays should
Fanbiira RS FEi DR
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competitive in offering promotional opportu-
nities and sharing the cost with our retail
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ed to with their learning more,” says Goldberg. pb




Placement in Produce is crucial. Retailers
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the spotlight and compromising on certain
scheduling details has a chilling effect.
However, when joint demos do happen, and
when they feature complementary items, they
provide shopper value — as well as value for

™) SRRCIINT, S, KR . e ..

he says. Through a combination of demos,
product shippers and retail in-house adver-
tising, Schueller says Melissa’s enjovs a
“double-digit growth in the crepe category
during strawberry peak season.”

Tascss Pacland o comhras s Mese WA Laczd
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For those considering product demon-
strations, Douglas savs while the frequency
and duration of demo campaigns depend on
sales goals and a budget, thinking that a
handful of demos will significantly boost sales

fa akwcietublsad



Concord Foods in B

vhen we pair them with
with banana bread mix
55 cents off avocados

[he redemption rate is

! bend over to look at
mpulse purchase.

seen her company’s Dolci Frutta chocolate dips
stacked above or below fruit tables, and she is
happy with that as long as they’re visible near
the strawberries. Optimally she would like to

see produce managers use their Dolci Frutta

A sas Hecalass sl alaa PRI S

e prer e pammms
“Ninety percent of people use them to dip
strawberries, so [ want them right next to the
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: form of adding chips  “People are locking for easy meals and snacks,

play; pairing pretzels  grab-and-go, not restaurant take-out food, and
d strawberries; placing  not difficult to prepare.” pb



learned how to ripen them like we did bananas.
You can increase sales 30 percent from
ripening. If you put stickers on the ripe fruit,
you get another 10 percent.”

Since that early effort, Spezzano learned

PRFFPLRESIPIRERTS, T RSRIEEEEPCRT SSMEPS. SRS 1 - JRIRLES RGN SRR Ret

=re ammaEr TEer Emrnperremeer =l =oe

Pt - Bl

fruit,” according to Kevin Moffitt, president
and chief executive of Pear Bureau Northwest,
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“Sales go up two to four times,” says Dave
Austing national marke” v - '
Produce, Oxnard, CA.
customers what they

maore, and that means
mmam dancsis Ilalkis s ke

e s
“While there is no absolute statistic on the
sales growth, the retailers we work with report

ey T pororr mremare ew e

spring of 2012 that showed that selling rlipr:m:d

rme s mr s mmmep e p e memm e e pme—n o w =

percent bump in mangos, especially if vou use
ripe stickers,” says Speszano,
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because it moves off the shelves so quickly.

G

L R F

* or than green fruit,” says
Consulting. “You have
ntage. If vour normal
you increase your sales

k.
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The ripening needs of
different. With careful
y can be ripened at the

experience has shown that the rate of ripening
correlates to the rate of color progression at
retail,” says Byrne. “Using a true five-day cycle
means bananas will stay at the highly desirable
five and six color stages longer while on display.

Thle wdacae samcs sdlas acd Tase hkafalb

BRI a3 o LUII:I'.U'E.‘L FIU\-.EM, g H.II.FE.I. mar=
kets are advised to think long and hard about
whether it's worth the risk of trying to ripen
the fruit themselves rather than letting experts



View Fruit Sales| of Reedley, CA, a few vears,
and we want to continue to improve.”
Avocados are the most complex to ripen,
and few produce retailers try it themselves.
“Wirtually none of the ripening with avocados

fa drozs o akhes secsaccaaaileas® sapean Waiaciac

from the Dominican. The key is ripening to the
correct level depending on the oil content.”
“Even the time of year an avocado is
harvested can make a difference in how it
should be ripened,” according to Spexzano of

Codviaiaaca PER o PRI, | 1

“Peaches, nectaria
ripened at the source
bananas and avocado:
harvest handling for
HMC Farms' McClart

b cwlale 2 msaal A

stay in close communic
to prevent out-of-stock
program consistent.”
The success or fail
program depends, mu

haecivcae dliflad el

YR



ship region-wide every summer, and every-
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DIULE TICEIEN, VILE PIEsiue @ reenen
Brothers Packing House, Comstock Park, MI.
“We're next to Lake Michigan, which moder-
ates the temperature.”

Marar tha dacadaes tha steta saemoad s

ocal borders and signature items. BY BOB JOHNSON

Locally grown produce represents roughly 27
© 7 ' oduce sales during the
through October. Our

ild relationships with

ve continue to improve

LI PP LU LU Ners dfmﬂnd ﬂ"d Eek.“
Asparagus, potatoes, onions and sweet
corn are the most important Michigan-grown
vegetables at Meijer, according to Calandra.

“Drrhacing losal aeadnca sadicas chinming

e e — e

chigan produce signs

tops out at 33,000 acres. It ranks fifth in the
nation in snap beans, sixth in cabbage, third in
cucumbers, and second in celery and carrots,
though trailing California. The state also culti-
vates significant bell pepper, pumpkin and
oninn Crops.

The state’s horn-of-plenty begins with the
May harvest of asparagus — a source of partic-
ular local pride — and runs through early fall's

hawd canack

The value of Michigan asparagus increased
by more than 5 percent over the past decade —






of the Michigan Asparagus Advisory Board,
DeWitt, ML “Cnir biggest competition is prob-
ably from Washington and Ontario, but almost
all of our asparagus stays in Michigan, Ohio,
Minois and Indiana, and those states think of
us as their local supplier”

Asparagus usually kicks off the Michigan
summer harvest around May 1, but this year it
began a little later, according to Bakker.

g we— g

While “local™ produce can embrace the
entire region, some Midwestern retailers have
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and Kentucky.

For most customers at Econofoods, a chain
of a half dozen supermarkets in Wisconsin and
Minnesota, “local” can refer to produce from
either state because the distance from field to
store is so short. If you go 5 miles south, east or
north from the lron Mountain, MI, store, for
example, you cross the border into Wisconsin,

*Local homegrown' is how it is labeled,” says

Lo Wahar aeadiiea disastoe ar Beanafonde

Ty T Em e armp e T e

P mmenp ey o

bring a greater supply of Michigan vegetables.
“I just got Michigan apples last season, and

significant regional competition.

“Michigan is part of the vegetable capital of
the Midwest. A lot of vegetables also come out
of Ohio, Wisconsin and New York that time of
year. We get summer competition from a lot of
places — Canada, Ohio, New York, New Jersey
and Wisconsin,” says Vandeguchte.

Michigan is also a national player when it
comes to a handful of vegetable crops.

Mila chin mumimnhace cane half tha cnoater

T B - ol

is a major supplier of vegetables cvcmvhere
east of the Mississippi.



“Run alot of home-grown ads in Michigan,”  to California” s bl e e s T
advises Van Solkema of Van Solkema Produce. Many Michigan pr
“Further south, there's a window from July  specific vegetable, or ¢
through September/October — depending on “Our biggest item is

sarhaaes (M larmmin mate e wrwrt ceame lilea masce
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director of communications at the Michigan  purchasing representative at Hearty Fresh, complete mixed vegetable house,” says Van
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an urban farrnmg husmess
In 2011, the city changed its zoning ordinance to allow agri-

rEmr A =ammarar mrrescraTmeon ey

IDG FPRODUCE BUSINESS = JUNE 2814

cultural uses for community gardens and wrban farms in many
parts of the city, The ordinance clearly defines community garden
and urban farm uses, identifies where each is permitted, and estab-
lishes regulations to minimize the impact on surrounding property,
according to the City of Chicago’s website.

While community gardens are typically owned or managed by

community-based organizations or public entities, urban farms are

coramarcial hoeinaccar that ranuina 2 licanea taoneous fand and eall

mamrrwms w EmmpEErarsraa e m e Eaaw TERIITEE wREir o mamwaaee

weap wrn

farmland acreage. Fmd processing is the state’s top manufacturing
activity and contributes close to $13.4 billion a year to the value

Terqws preceerw



Our vendors are our partners, and ¢

We now offer a full |
USDA Organic Certified stort



Chlcagus wholesale marlual which has

o 4 M & i

' itet i
E.ach year and ha n:ilmb 7 close 1o 90 percenl

of the city’s fruits and vegetables.
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natmnal Pm-du-:e Maricet (CIPMY was built
“mmmillion. The 26-acre,

facility consists of 36

ng from 12,117 to

aday, imports from 48
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Southern Hllinois farms and the Chicago
suburb of Joliet, wholesalers are able to
bring in local product from other nearby
states, including Michigan, lowa and
Minnesota, during the growing season.

Muadiinn fanms  ikharsn asnae  ccete loos

wre wrems mrer s e prems e poawwie wsrawr i mwme rrr ey

moving Frcurn Ihe former South Water  mated 2.7 million residents, Chur_‘aga is as
Market. In business for more than two  diverse as it is large. It includes 77 distinct

rpm perae wmpemsrrimes
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2, store, stage and "Our parents haven't totally stepped out
fresh produce. of the company and are still active board
" president and chiefl  members, but they are no longer involved
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The road to shipping success

Is also a track.

G

Introducing  McKay TransCold

and the TransCold Express. One
TransCold Express: BNSF
dedicated, bi-directional of the most innovative ways to
refrigerated S0-boxcar unit
train between California .
Central Valley and the track, See why rail is the other road to success at
Midwest and beyond.
Coming Spring 2014,

\/
N

get your supply chain costs on

mckaytranscold.com/savemore.

Expedited Climate Control Rall and Truck Solutions

Phone: 952.2264.0071 www.MckayTransCold.com
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the company had to contend with a winter
of record snowfall and frigid temperatures.

“Winter was tough, but we're taking our

b i trivima B rooecaen ancd e

B i r e s L s e
later in the season.”

This means Strube, like other whole-
salers, will source produce from other

comel hdmailnn

Al B, UL @Y 1B XY of

“There may be
supply gap, but it has
says Fleming. “There :

im tho cascan s ar
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produce that its ret
customers wanl.
Coosemans Chic
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in popularity, but it's a tough business to  mates.

Company

Chicago

* L
Shippers Agents

KXXX

Parent

company Roundy’s s
" Mariano’s stores by

y produce, the refail

themes in Chicago.
hdmalinia = Tl

because it .\-.-at_'. a good fit with its unique
concept. “There are many good operators
in that part of the country, but we fill a
niche with a different shopping experience,
fun atmosphere, quality [foods], natural

Ennde amal iha diima » mansehandlan ¥ enie

Selling Top Quality Vegetables and Berries
From Growing Regions Across the
United States, Canada, and Mexico.

SALES:
* Steve Argires

* Mike Couwenho
* Mark Moremba

* Mike Ruffolo
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Fitzgerald, marketing coordinator/graphic  “We've been in busii
designer for the upscale chain, “We're  stand behind what we
seeing many growers picking up their game  long haul.”

meet them - just s theyve done since 1913, Stube stays frue to its looking for these items.”
roots as a fourdh generation fomity business by opera - AT ,_
honesty and integrity. Strube has eamed its reputation ©

1.If.||.'| L= NI |J-|I!1||| Il 011 LM MIYLIE Ml K BLUHC
that includes produce and is located right
by the salad bar.”

The stores are continuing to capitalize

Aan tha manolaribe af Goicinn b affarinan
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we source local fruits and vegetables as
much as possible. This is better for the
state’s economy.”

Tha mano ot AManals 2 famihe ;e

grown pmduce smce we cpened in Augusl

A A wd

FOIE PESSTaALITll N 1 hal® ol |J|;l! LETE hlll“ WD 2
farms throughout the year, along with
specific growers, “We partnered with
Green Spirit Farm, a vertical farming system

that frricar an araane 7 eace Qimanalll

e
[3rm5 |n5|de of an uld meat packmg

iacility in the city using renewable energy

PONALIE® LR SILE,

“There are a varieb
nesses in The Plant, o
Canopy, which prom

tha cite? cannr Cinanna

growing season has been delayedudue to

SILHCIILHIL WL of B
and thrift-store pots
produce-focused rest
storefronts.  Its mer

Raharmian and mear

menu items.”

vegete;l;les and herbs,

aammp meame e e Foammmm e e

serwr:e industries, there continues to be

Lulu Café receives deliveries from  much opportunity in this Toddlin’ Town. pb
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provided by the West Dundee, [L-based
Mielsen Perishables Group. What's more,
grapes account for 5.7 percent of the produce
category dollar sales.

“Grapes are such an important commedity
Pagiia shice shasitfos clabs dic slhaca acd

FrrTarae gy mTar e TEne w

T —
tions price-wise¢ — create challenges. These

same issues, however, can provide many
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Cuhfurnm pmduas more than 80 table
grape varieties. Some 17 o
grnpe 'll':'l.l'lElIE’S lhat Wi
fornia within the past
industry sources. The t
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such as Thompson and
eplacing new varieties

Al Aastsemaen Fion 7 eane

Rose is a large ublung-shnped grape with a
seedless, cream color flesh, crisp cherry red skin

promote,”

LAY R, TGS PRTUET UL LAYKE 0% FTMLKEL,
LLC, in Reedley, CA. “This enables retailers to
market two to three red, two green and two
black varieties at the same time.”

Datailase mam alen affas cnacifie aeiarale af
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advertising”

One potential drawback to marketing
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iste profiles tend to get
115, EVer passing more
ercent of the crop,” says
of special projects for
lano, CAL

*inexpensive. However,
or presentation when
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the a.g-: of li]', Smaller pack;-; cater 1o health-

&

than plain plastic bags.

“If retailers didn’t think they could turn
the packaging into value, they wouldn't do it
[ think the presentation creates higher sales
and offsets the cost)” explains the HMC

Maimiiate el

P g e s mn s e e
farmer’s ego rather than a clever merchandising
scheme,” says Pandol. “The biggest challenge is
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display. We have not yet developed a vocabu-
lary to clearly communicate exactly which bag
we have, This will be really difficult for retailers

nrha dan't disact cnnieea B L T

DEYOnA e raditional Summer montns ana
into the fall and early winter.

“There are good supplies of grapes all
through the summer months, and the most

afnie waladea To sicctaailes fa Toalis dlecascah

i

T E gD periol g S e Sl

Dulcich.
Much of the new v
focused on the late-sea

this Bl unsmmetismitr

tee sales during lower

suppry montns is o stock different varieties and
colors,” suggests Kampa,

The fall is now a great time to spotlight

several varieties of California-grown grapes.
Ll POPREES PRSP FENPRSESS | [ | OURPRERTE, TR e
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behalf of the CTGC reveals that space alloca-
tion of more than 25 feet can generate up to 63
percent more dollars per store per year than
sets under 18 feet. For September through
December, an average of more than 30 square

- k= WM

foak al dlaalan cuias adia Sasadaba as



“I'm a firm believer in secondary displays.

For example, we'll tie grapes in with cheese in
the dairy aisle. The customer who just ran
in to pick up milk now sees the grapes.

Camamdaemr dicnlan aea all frased dallaee ™ cane

CTGC, shows consur=-—— - ——-= - -
bargain at $1.48-per-

51.86-per-pound and «

at $3.09-per-pound.

Dact tha meica saae

.
' |levery day low price]
e extreme high-low
CONSUMeEers were ShOP-

wiowabe Jaila aud wliallaa

cnce dlis e aw

Luang wREee s e Les gEspee e pes
good quality and size, the retail [price|
becomes irrelevant to  customers,” says
Redner's Stiles. pb



suffered in recent years, many consumers went
back to basics to save money. Head lettuce is
economical but provides the buyer with
unlimited options for ways to use it."

Jim Corby, director of customer solutions-

e dicas b Pouis Bk Paemasus culectbaasial me

produce category manager at K-VA-T Food
Stores, which has 104 ¢ oo
Abingdon, VA,

Miniature varieties
exciting variation. “Ow

ackhamcass 2 cafolaseas

o Uﬂ.hl}'i ARERAEN DICAANE WaRd ™
vlanos, who is in sales
Babé¢ Farms in Santa
ettuces are primarily

A whith wme oninag ta

sroduction value, head

three largest vegetable

Greens Marketing Agreement. "According to

Al W W ome L

PERLLFLE,: U RFPAFRRA B REPC SO I ll'IIEI:-\'llu l.'].'l_'\.lu\-."
tion state,” explains Ward. “In terms of all leafy
greens, California produces about 80 percent,
and another 10 percent comes from Arizona. So

an nercent of all 115 aradnction i ramine

v rrrrmar samp ey tiTeTE T s werp Tes mmernEe weown

usually sunny and 70 degrees.”
Regardless of where it's produced, lettuce
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iilt over a 100 million dollar salad segment.

dservice trends allowed us
at appeal to all consumers.

_ o duce this exciting new category
for maximum trial and awarene

TASTE THE DIFFEREN
TASTE THE ORIGIN/

www.taylot
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“Various growers can have a fantastic tasting
product at different times, but to be consistent

at a year-round level is the challenge for the

arannarichinnar and ant scasr nansla can da

gourines vionae isee ettuce totaling six heads

packed in a convenient clamshell container.
“In foodservice, the baby head lettuces are

mostly sold in 2-pound and 4-pound, single

traeiatsr e accastad saeiatiar Tha st lasf

bea little mini farmers
have a farmers market
d returns,”

ra and Antle says variety

ducing both waste and
[FURFEEPIRIIN FEEST W TR S, PR |

and wrapped. Retailers are realizing more and

more the benefit of a wrapped leaf program.”
Promoting a fresh, attractive product is the

best way to move lettuce. “Like all fresh

memdiiea calling fll and feach diconlawe wedll

Van Eeghen of Church Brothers,

Placements as well as having plentiful
displays are two key components to merchan-
dising head lettuce. “Bulk lettuce should be
displayed in the misting section of the produce

s alla W i
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Lu[urrul the more nutritional value” .'tnd the farmer,” explains Van Eeghen of owned deal, and we bupph all of North
Making a connection with the consumer  Church Brothers. “It produces trust and a bit  America” pb
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cant 2 percent contribution to total produce
department sales during the 52 weeks ending
January 25, 2014, as provided by the West
Dundee, 1L-based Nielsen Perishables Group.
Clearly, it can pay to pick the right products

admd iilaa diica sk smmass i s Taalada s faa

- .
dressing and dip product innovation.
Health Cents. “There's definitely a trend

124 PRODUCE BUSINESS = JUNE 2014

ucts made with Greek vogurt. Greek differs
from traditional yogurt in that the whey (or
liquid) is drained away, producing a thicker
creamier consistency. This process also nearly
doubles the protein content per serving of
Tusabh decccion aaaudlaa .._IgurL

4 dressings and dipsare

lomers,” says Weber.

troduced its four-item

sl Vinmiet DMieaceing lina

e e R e e L

of the category”
“Our Otria Greek Yogurt Veggie Dips and

“Consumers are searching out ‘organic’
over products labeled ‘natural!” explains
Rachna Patel, senior marketing manager for
0Oak Brook, IL-based Bay Valley Foods, makers
of the MNaturally Fresh brand, which includes
organic Peppercom Ranch, Orange Miso and
Greek Feta dressings. “That's because there isa
legal definition of organic.”

In addition, "retail request for gluten-free

Avacsionne and dins ava an tha sica deivan har

-
Kneeland, vice president of produce, floral

and seafood. “We stock unique and/or localy

Bt Mt eI
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Te underscore this popularity, Makoto's “Fr:llil dips u;d caramel dips should be n:suiuliun 1o ::attrlnore healthfully, including
Ginger Dressing ranks in the Top 10 of all  showcased in close prac ™ & - 7 7 ' emooomr o mm neme

refrigerated dressings based on IRl data forthe  apples, strawberries,
52-wecks ending December 29, 2013, The  suggests Marzetti's Cov
company also sells Crange Ginger, Honey When introducing
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a year-round supply when it comes to building

when the first bite will be a delight.

There are many different ways to tell when

126 PRODUCE BUSINESS -«
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wh'i-:h might have a price premium and be less
o iers, says Karen Brux,

orth America for the

Association (CFFA),

FROFPURCHERL S R REIRRRR

IVELD WIHLE WPl L Ll EE.
based on color, look at
creamy vellow shade
uit tinged with green,”

R R —
as it ripens,” says London.
That slight give when you press the flesh

= e trrme e ae srrEre=s

says Kenfield. " The acid level drops with fruit
softening, and brix is fixed at harvest. This is
why softer fruit tastes sweeter than firmer fruit”

But touch may not tell all, because there

are firm but sweet peaches, “White-fleshed
aats fa sacasicallhe Tasues fac aalid shas sks

[ERRRNRPL= IJ.IEI“:I LS LN Y ]’EIJU“'II‘E.’!IIEU IJT.EIUI wr
nectaring,” says Kenfield.

While touch is usually a good ripeness test,
it is not always the best one. “In certain cases,

concnmere can nlace a nhm ar o neach in hand

mrrm worrw s mrrrrer wa s s serTEs TErarmEE ErregE

predicts an enjoyable bite to come. "A nice,
fragrant aroma is also a good sign that the fruit






explanation. “Lemon plums start off yellow
and take on a reddish hue as they ripen, so
our ‘Ready, Set, Eat’ cards communicated that,
as did the Nugget demo staff)” says Brux.
“Mugget further supported lemun pium aalfs
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it et ot
h}rbrlds — |nc|ud|ng varieties that pique
curious eaters’ palates when available.
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re growers boast of

each.”
ask for the Freestone
ralina  thece variatisc

retailers need not announce most of them
because they were bred mainly to occupy rela-
tively brief harvest slots.

“South Carolina peach growers harvest
more than 40 different varieties during the
----- = re e = ey supply of volume is

austomers. The longest
variety is only 10to 12

macte feewinn tha antiea

Pt B Bt

particular variety.
“Some consumers look for specific varieties

Trr=er mre Trp Ty e e Tee Tn e

AL WML D Pl s 'LUII'LEPI. WP Vallae
eties and that each variety is only available for
a few weeks,”

If you stick to the essential fruits, a well-

stowkred ctanecfernit dienlavy mner inchade

fleshed peaches and nectarines, black plums,
red plums, apricots. But unless it's something
very unique, don't try to call out each variety,”
says Plain. “Other ‘special’ items like apricots,
cherries, flat peaches and apriums can come
and go during the summer, so be sure you're
able to fit these in when they're available.”

An ample supply of these essential stone
fruits when they begin to arrive in the late

arimn feaes U alifaesis and tha Caanthaset foe
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at the rlght time. Thnre are natural peaks .'md
valleys of volume throughout the summer.” pb
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according to a human trial at Florida
State University conducted by Dr. Bahram

. of Yuba City, CA, says
v excited” about this
1g the dried plum as a
le health benefits, along

== pEraTicy rrew

maore Sl'l..'chS a day, over the past four vears,”
says Harralson. “Consumers are attracted to
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floral, seafood and meat for Kings Food
Markets of Parsippany, NJ, says he likes to use
the tie-in between fresh and dried fruit, as well
as dried plums’ potential as a healthy snack.
“Merchandise the dried fruit together in a

e do e aifile Lcalaka. SN F

ke e SRR, P
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healthy eating 'I:han conventional consumers””
Rick Hogan, who is produce manager for
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simple recipe, and get people to try it. That's  nutrition: that fresh o
where sampling could really work, Smoothies  bles is the way to go, ro

are very big right now. If you put dried plums  You want to focus or
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of a food-safety incident (beyond control) affecting a store. This even
would be devastating to the credibility of a store’s claims of being better
than the competition in terms of food safety. Such an event would wipe
out any positive impression with the consumer as well as the rest of the
muarket. Additionally, the event draws unnecessary attention to the issue
of food safety, and ultimately, plays on consumers concerns and fears.
Any claim of superiority in food safety is inherently dangerous to
the reputation of the store. Such an action sets an organization up to
take a big fall when a food safety situation does occur. Management

tands ta hlama cunmnliaee far thic firna af aechlam snd halde thas
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There are some actions to take that can decrease the chance of a

- ' Fow " = 2 a a =1 " am 'n oo

After the realization that the "marketing” of food safety is not in the
best interests of your operation, the proactive steps will assist and mini-
mize impact of any food safety event, whether a voluntary recall by the
FDA or government action. Resisting the temptation to trumpet your
food safety efforts as an advantage, or to promote your product as safer
than the competition, is vital to the continued success of your stores and
the establishment of a good, practical, food safety program.

Itis important to remember that the food supply in United States
is safe. Any of the food-safety incidents represent a small minority of
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By Don Harris
Don Hamis is a go-year veteran of the produce industry, with mest of that ime spent in retall. He has worked In every aspect of
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However, as company general manager Andreas Schindler explains,
the reality is nothing of the sort. The face in the logo is in fact Schindler
himself from a photo taken in 2007 when Schindler created the brand
together with his father, Wilfried, and brather Thomas.

Don Liman is also the latest in a family of brands and companies

et Lhatie cscccaa fuec: T Pabkicdlec shc TTlawakiooe haaad daalk
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after living in France. Now based in Hamburg, Schindler oversees Pile
Schindler’s overseas export business, including production enterprises
in Mexico, Peru, Panama, Costa Rica and Brazil covering products
including pineapples, bananas, watermelons, mangos and limes, many
of them sold under the Don Limén brand.

Ul.'l."l_l'l. ARELENERES ILPE DELARNPRED G0N :I'E Al TR ATYEEL IJ'LI'I.III.'LH:D aiE 1 LEIE-\!I.IJ.IEL
In terms of exports, Don Limén is exporting from Mexico to the US,
and Canada. We have also carried out our first trials of mango ship-
ments from Peru to Canada.

Where do you believe there are opportunities for US. exporters in
the European market?

The most interesting product for the European market is sweet

] - [l r

to increase exports to Europe?

The LS. is not really producing counter season to Europe, so it has
to compete with the local production here. There are only a few prod-
ucts where the U.S. has some competitive advantages, such as sweet
potatoes, red apples and grapefruit,

To basie il e dicabs dasals sabhadd e ol bk aniilag adkitoh vaahasiiaka

Mexico to the ULS, We have our own packhouse and offices in Martines
de la Torre, Veracruz, overseen by Diego Morales. Although we don't
have exclusive growers, we do have producers in Mexico who grow a
lot of limes for us, and in turn, we provide financing for them to help
with things like spraying their orchards.

B A L0 AL R U et S B TR [ MALEUR L LR L L
the East and West coasts, However, we're working on it and, although
we haven't achieved it vet, we are hoping to develop our business across
the ULS,

Andreas Schindler
The 4é-year-old Schindler is part of a long tradition in the family business: agriculture. In 2000, Schindler began working for the family business.
In 2007, the German-based importing company Den Limbn was created. The company exelusively handles an expanding comventlonal and arganic lime business.
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Management Tools
* Pathogen Detection
* Pathogen Transference — Sources, Potential
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