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tion rate of their players, had more fans attending 
games and their coach was credited with being a 
great fundraiser and a molder of men.  They reached 
the NCAA Sweet 16 just three years ago.   He was 
fired this year after the team went 15-15.

Because universities are obsessed with win-
ning now, so are coaches.  “One and done” is a 
familiar NCAA basketball phrase that refers to 
the superstar athletes who are recruited to the 
“power” schools with the full knowledge that they 
are going to spend one year at the school trying 
to achieve that championship on their way to the 
NBA, where they will start playing for millions of 
dollars per year.  While they are sometimes called 
student-athletes by men in suits, no one mistakes 
them for the normal student struggling to get classes 
and learn calculus.

This win-at-all-costs philosophy has delivered 
some valuable life lessons that were illustrated quite 
nicely during the most recent tournament.

This year there were more upsets than in 
any first round in the history of the NCAA Tourna-
ment.  All around us, throughout days one and two, 
teams from non-power conference with non-power 
coaches were playing David against Goliath and slay-
ing the big behemoths with their sling shots.

For the most par t, these smaller-stature 
schools have grizzled coaches that have been there 
for years.  Their administrations tend to be more 
patient, valuing loyalty and experience over the 
win-it-all now attitudes.  The players are also dif-
ferent.  The vast majority are never going to make 
it to the NBA, or even be drafted.  A few might 
play elsewhere, but most have to start looking for 
suitable employment fairly soon.  They are not one-
and-doners, but instead are truly student-athletes.  
Many are seniors that have been on the team for 
all four years with the same coach.  In our group, 
we look for teams with “senior leadership” as they 
tend to over-perform while those with freshman 
tend to under-perform.  

This year, experience often won over flash, 
substance over style.  Those who put in their time 
and followed the plan succeeded.  Those who did 
not ended up going home after their first game.  
While many think they will be soothed by a long 
career in the NBA, in reality that is not going to 
happen.  In the lottery of talent, there are a few 
people who have incredible talent and succeed.  
For the rest of us, it’s all about putting in the time 
and doing the work.

Lessons in life 
can be found under 
vir tually any stone.  
For this one, I trav-
eled to Las Vegas 
and spent two 13-
hour days in a hotel 
ballroom watching 
32 basketball games 
from end to end in 
the increasingly pop-
ular NCAA College Basketball Tournament.

I have been making this trek every year for 
the past 25, along with a handful or two of friends. 
We usually arrive Wednesday night before the first 
round of 32 games ...16 played on Thursday and 16 
on Friday.  They are played live in venues all over the 
country and broadcast to many more venues.

Our modus operandi has not changed much 
over the years, but the tournament has.  One 
reluctantly-designated member of our crowd arrives 
very early in the morning to get a good table or 
two front and center in the ball room with great 
viewing access to the 10 big screen TVs splayed 
out in front of us.  For the next two days, we watch 
those games, dissecting every layup and rebound, 
consume copious amounts of beverages of one 
flavor or another and donate some hard-earned 
dollars to the running of the casinos through a 
concept called betting.

What has changed about the tournament is 
that dreaded sports word called parity.  What parity 
in the basketball world means is that almost any of 
the 64 teams can win that first game.  There used 
to be super teams, loaded with experienced players, 
against which the smaller teams from smaller confer-
ences had no real chance.  UCLA’s 10 champion-
ships in 12 years in the 1960s and ‘70s embodied 
this philosophy.  They were loaded with very good 
players.  Each year, a couple would graduate and a 
couple more joined as freshman.  The team was led 
by the legendary coach John Wooden, who coached 
at UCLA for 28 years, including the first 16 with no 
NCAA tournament titles.

Basketball has changed since Wooden’s ten-
ure.  In the first place, very few coaches at a “Power 
Conference” universities (such as UCLA) would be 
given 16 years of coaching before winning the tour-
ney.  Case in point is the Stanford coach of the last 
eight years.  During that time, Stanford won many 
more games than they lost, improved the gradua-E
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Life Lessons from March Madness
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we didn’t have time to go back to Hertz and we 
weren’t sure anyone at the Hertz airport lot could 
help us anyhow.

We hit the road and went into problem solv-
ing mode with our cell phones.  I had to fly home 
that night so I got on the phone with my husband 
to talk him through finding my passport so he could 
take a picture of it and text it to me.   Brett got on 
the phone with Southwest Airlines to find out what 
ID would be required if I couldn’t get my license 
back and Angie called Hertz to see how they could 
help.  I didn’t want my license left in this rental car 
for someone to find one day.  That seemed like a 
bad idea.

The call to Hertz was a perfect example of 
customer “no-service,” so to speak.  Angie explained 
the situation and was basically told in no uncertain 
terms, we can’t help you.  Nothing we can do.  Angie 
explained we were going to get that license out of 
there, so if they couldn’t help we were going to have 
to try and take the drawer out.  Angie was informed 
by the very surly Hertz employee that we would be 
charged for any damage to the car.  Gee, thanks!  

So Angie decided to go postal on the console 
and, with a pair of scissors, started to pry the top 
part off.  When we got to Castlewood Country Club 
for the luncheon, Brett was able to get the rest of it 
off with shear brute force.  And lo and behold, we 
could see the license wedged tightly between the 
drawer and dashboard.

Angie and our AV tech at the event (AV techs 
carry tools), then attempted to get the license but 
it was so tightly wedged and the space so awkward, 
there was no way to get at it. 

In the meantime my husband had found and 
texted me a picture of my passport with the best 
line of the day… “Here you go Lucy…. Say hi to 
Ethel for me….”  Will do, Ricky!

It then hits me that perhaps a Mercedes Benz 
dealer could be of help.  I Googled one and found 
out it was only four miles away.  I called and ask to 
speak with service and got a guy named Tim.  The 
conversation started with “I have an unusual prob-
lem and I don’t own the car….”  After explaining 
what happened to my new best friend Tim, he said 
to bring the car in and he would see what they 
could do.  

Keep in mind that while all this is going on, we 
still have a committee meeting and a luncheon to 

It seems l ike 
a  s imp le  enough 
thing.  We are put-
ting on a Northern 
California luncheon 
so staff boards planes 
Thursday morning 
for Oakland, drives 
to Pleasanton, runs 
the luncheon, and a 
committee meeting 
beforehand, and then drives back to the airport 
to catch flights back to Southern Californian.  And 
usually that’s exactly how it goes.  But heading to 
the February 25th luncheon in Pleasanton recently, 
something a bit different happened.

Brett Roberts, Angela Steier and I flew up that 
morning.  While Brett and Angie were waiting for 
our luggage full of event supplies, I went to get the 
rental car.  Again, seems simple enough.  We have 
repeatedly rented from Hertz and normally get a 
basic mid-size car.  While that is what I had reserved, 
Hertz upgraded us to a Mercedes Benz SUV for 
the same price.  Sweet!  Well, not so much.  I’d have 
been much happier in the long run with a Chevy 
Malibu or some other basic car.

This particular model had a console in the 
middle, connected to the dashboard with a roller 
drawer on top.  The drawer was closed, lending 
itself to be a shelf, a convenient place to set your 
cell phone.  As I was checking out at the drive-thru 
booth with Hertz, I got my driver’s license out and 
when the Hertz clerk handed it back to me, I set 
it on the “shelf.”  This is when things went horribly, 
horribly wrong.

As I sped up to drive down the Hertz drive-
way, my license went flying into the little space 
between the rolling drawer top shelf-thing and the 
very top of the console/dashboard.  It was like a card 
being sucked into an ATM machine.  There were a 
lot of curse words uttered at this time that I cannot 
repeat in this article.

I got to the airport to pick up Brett and Angie 
and after their “Wait, what happened?” response, we 
took a look and confirmed the license didn’t go in 
the drawer but had, indeed, gone BEHIND the roll 
top, lodged in between the drawer and the dash-
board.  More curse words by all were muttered.

Mind you, we had an event to get to so E
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Carissa Mace

A Funny Thing Happened on the Way to the Luncheon
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run.  It is a credit to all staff that we are able to deal 
with something wacky like this and still make sure 
everything that needs to happen gets done.

I had arranged to bring the car in at 1 p.m. By 
this point, the luncheon would be up and running 
and Amy and Brett could stay to close it out.  Amy 
had come up the day before and had a different 
rental car that did not eat her license.  Angie and I 
would go to the Mercedes dealer and then even-
tually return the defective car to Hertz, where we 
expected to have quite a battle over the damage 
we’d done.

In the meantime, I called our insurance agent, 
Jeff Yungfleish at United Agencies, to see if perhaps 
our auto policy covered a license-eating car.  This was 
a new one for Jeff and he jokingly suggested that we 
could perhaps set the car on fire or leave the keys 
in it with the windows rolled down in a bad part 
of Oakland.  It would potentially be easier to get 
those things covered.  It was good to have options!  
In all seriousness, Jeff was great, he advised us to do 
what we needed to do to get the license back, keep 
receipts and we would figure it out in the end.

So back to the license fiasco… Since we were 
leaving at 1 p.m. I went to our featured speaker that 
day, Steven Muro of Fusion Marketing, and explained 
that he shouldn’t take it personally when I got up to 
leave when he got up to speak; I had to go deal with 
a license stuck in a defective car.  Steven promised 
not to be offended and wished me luck.

Angie and I found the Mercedes dealer.  Tim, 
my best friend, wasn’t around so I had to tell the 
story to a new guy and explain I had to catch a 
plane home at 5:45 p.m.  He gave me a confused 
look, took a look at the car, then went and got two 

more service representatives who looked at the 
car.  The new service guy said they couldn’t see the 
license and that it would probably take several hours 
to get it looked at and resolved.  Explaining I didn’t 
have several hours, he went and got the service 
manager.  I started to explain what happened and 
he nodded as if he knew what I was talking about.  
He said they’d have to take the whole console out 
and it would be about an hour.  Sold!

Angie and I then took advantage of the 
Mercedes Benz waiting room.  They had this very 
cool coffee maker that ground the beans before 
brewing your cup of Starbucks coffee.  This beats 
the pot of three-hour old coffee at my regular 
mechanic’s shop.

Exactly an hour later, the service manager 
came walking over waving my license in his hand.  It 
turns out they had to take out the console and the 
AC unit to get it.  It was a little bent but it was back 
in my hot little hand.  He said it would be about 20 
minutes until we could head out and that the whole 
thing was $190.  Again, sold!  

I mentioned that the drawer seemed like a 
design defect.  The service manager said, “Yea, it 
happens all the time.”  All the time?!  I’m thinking the 
engineers in Germany need to revise that design 
just a little bit.

While we had the license, we knew we would 
still need to deal with Hertz on the damage to the 
console.  We had told the dealer not to worry about 
that; we’d handle it with Hertz.  But when we got 
in the car to leave, we discovered that not only had 
they gotten my license back but had repaired the 
damage to the console!  All for $190!  Despite the 
design defect, we love Mercedes Benz!

As long as the infamous drawer was left open, 
you couldn’t see the place where Angie had chipped 
part of the drawer off with a pair of scissors.  Need-
less to say, when we returned the car we left the 
drawer open, turned over the keys and walked away 
never looking back, never making eye contact….  
And we never heard a word back from Hertz.

This whole sitcom scenario illustrated two 
brilliant examples of customer service:  Hertz = 
Bad.  No help and rude, leaving the customer to 
fend for themselves.  Mercedes Benz = Good.  Not 
only did they go out of their way to solve the initial 
problem, they went above and beyond what was 
asked of them.  

Will we rent from Hertz again?  Nope.  As-
suming price isn’t an issue, would we buy from 
Mercedes Benz?  Absolutely.  I’ll just remember not 
to put my license on that middle drawer thing in 
the future.  

http://www.fpfc.org
mailto:Tim.linden@ymail.com
mailto:Danadavis@epix.net
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CAC Heavily Invested 
In West Coast Marketing 
By Tim Linden
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Using a tiered marketing approach, the Cali-
fornia Avocado Commission has honed in on the 
markets and the retailers most likely to grant Cali-
fornia avocados premium status, and that is where 
they are focusing their marketing effort.

Jan DeLyser, longtime vice president of mar-
keting for the commission, has seen the organization 
shifts its focus and strategy over the years to mirror 
the goals and opportunities that the marketplace 
affords.  With the huge influx of imported avocados, 
the California avocado deal has restricted itself to 
a smaller marketing window.  In addition, the huge 
consumption increase has meant that the crop 
cannot be stretched across the country as was 
once the case.

In 2007, the commission launched a very suc-
cessful California grower campaign that highlighted 
the farmers that produce the crop.  CAC was on 
the front edge of the locally-grown campaign.  Its 
marketing effort successfully argued that consumers 
wanted a connection to the people who produced 
the crop.  If it was grown around the corner all the 
better, but the value proposition of that effort was 
the connection to the farmer and his grove.  DeLyser 
said that campaign was very successful and, from 
time to time, CAC will continue to use growers as 
the face of the organization when appropriate.

But a new ad agency of record was hired last 
year and a new campaign has been launched this 
year, which actually builds on the grower promotion 
in several key ways.  The grower campaign empha-
sized the point of origin of those avocados…they 

were from California.  The new campaign strength-
ens the connection by claiming they are “of Califor-
nia.”  Avocados, the visuals suggest, are emblematic 
of the Golden State.  Paired with iconic images of 
California, the marketing plan suggests that eating 

The CAC is emphasizing California in its avocado print advertising.
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But for the most part, she said key accounts start 
transitioning to California fruit in March and most 
shippers were expecting to be in peak production in 
April.  She noted that while the bulk of the crop will 
be marketed in the April through August time frame, 
there will be California fruit in the marketplace well 
into October and maybe beyond.

Bob Lucy of Del Rey Avocado Co., Fallbrook, 
CA, echoed those sentiments.  In early March, he 
said because of the large volume of imports, the 
early season f.o.b. price for California fruit “was 
a little lower than we like to see, but that should 
start to change if the size profile from Mexico 
changes.”

Lucy expects a strong marketing season be-
ginning in April for California fruit that will last past 
the summer for his company.  “We have the Morro 
Bay program which looks really good this year.  We 
should have fruit from that deal from September 
into November.”

As we were speaking, rain was forecast for 
the Fallbrook area that week and Lucy said it is a 
welcome sight.  He noted that a good rain helps 
leach the soil of salts, which ultimately produces 
better fruit.  The rain can also help size the fruit.  
While growers irrigate, well water just isn’t as good 
for the trees as a rainstorm, especially one that drop 
two-three inches on the grove.

Several handlers indicated that when Califor-
nia is operating on all cylinders in the April through 
July time frame, it will be sending about 15 million 
pounds of fruit to market per week, which will 
represent about one-third of U.S. consumption 
nationwide but greater than 50 percent of the 
market in most western states.  Lucy said in most 
cases the California fruit does command a premium 
price $2-$3 more than imported fruit.  Better lo-
gistics as well as the locally-grown aspect fuel that 
premium pricing.

Of course, California growers claim another 
key component is taste.  When their fruit is in the 
peak of its season, they claim it is the best tasting 
avocado on the market.

the state’s avocados is a California thing.  The target 
audience has also expanded to include millennials.  
They have significant buying power today and will 
be the dominant force for years to come.  

Much of that promotion will be carried on 
within the state and its key markets of San Francisco, 
Sacramento, Los Angeles and San Diego.  In each of 
those markets, the commission is using a city-based 
consumer magazine for print advertising and has 
also commissioned a California avocado-centric 
mural to adorn a public space.  DeLyser said the 
mural concept is designed to create a social media 
buzz, especially among millennials, that could go 
viral and should create impressions well beyond live 
viewings.  The commission will stimulate social media 
interactions by encouraging fans to take a picture of 
themselves next to a mural and spread it to their 
friends through Facebook, Snapchat, Instagram or 
any of the other social media sites.

Radio adverting, retail promotions and in-store 
promotions will also be utilized in these four core 
markets, as it will in CAC’s secondary markets of 
Seattle, Portland, Salt Lake City, Denver and Phoenix.  
Each of these secondary markets are relatively close 
to California and tend to promote and consume 
California avocados at an over-indexed level.  Again 
the graphics will conjure up themes of California, 
which is a popular sell throughout the west.  

Though there is no doubt that a vast majority 
of California’s crop is consumed west of the Rocky 
Mountains, DeLyser said the fruit does have its 
consumer and retailer devotees across the coun-
try.  “We have many key accounts outside of these 
markets that utilize a large volume of California 
avocados and do give them premium positioning 
within their stores,” she said.

The commission’s retail and foodservice 
merchandising staff works individually with these ac-
counts offering opportunities to promote California 
avocados within their marketplace.  DeLyser said in 
these instances custom programs are designed to 
fit the account and their specific market.

This year, accounts can be more aggressive 
in promoting California avocados as there will be 
significantly more volume than last year.  The 2015 
California avocado crop finished with less than 300 
million pounds, while this year’s total could top 400 
million pounds.  The official estimate is a bit less than 
that, but estimates are typically conservative and sev-
eral March storms could very well have added some 
size to the fruit and pounds to total tonnage.

DeLyser said some growers did pick some 
fruit in January so there were California avocados at 
select retailers in time for Super Bowl promotions.  
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consumer and build loyalty.
Millennials have the highest consumption of 

fruits and vegetables (2.7 servings per day), and 
are seeking ready-prepared food due to their busy 
lifestyle. Promotions using social media that interact 
with this consumer group will be the most success-
ful. Additionally, retailers can help busy families solve 
their meal solutions by offering easy recipe ideas and 
freshly prepared meals. Read the full report for in-
depth information on the topics and solutions that 
may influence retail and sales decisions.

To read about the Top 10 Retail Trends 
highlighted in this report and the factors that may 
impact Hass avocado sales, visit hassavocadoboard.
com/retail. Sign up for the Hass Avocado Board’s 
Hass Insights Newsletters to receive updates on 
current retail avocado trends delivered straight to 
your inbox.

Hass Avocado Board Report 
Highlights Changes for the Year
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The Hass Avocado Board (HAB) recently 
published a Top 10 Retail Trends report that offers 
keen insight into the challenges and changes facing 
retail. The report also provides suggested actions 
for shippers/handlers and/or retailers to help build 
the Hass avocado category. 

“The industry is still witnessing dynamic 
changes in the retail landscape with traditional 
grocery retailers losing market share as limited 
assortment stores, fresh format stores and dol-
lar stores gain market share,” explained Emiliano 
Escobedo, executive director of the Hass Avocado 
Board. “Online grocery shopping continues to shift 
consumers’ shopping preferences, and retailers are 
adopting new technologies to remain competitive. 
This is an exciting time for the produce industry 
and this report is complete with industry informa-
tion that may impact grocery retailers and Hass 
avocado sales.”

The report touches on such topics as:
• One in every five meals is eaten in the car.
• Fresh format stores have aggressive expan-
   sion plans to reflect the interest in healthy 
   diets and sustainable food practices.
• Limited assortment and dollar stores are 
   increasing store openings as consumers 
   seek value in challenging economic times.
• The marketplace is oversaturated with 
   choice.
• Food retailers are becoming healthcare 
   destinations.
• Millennials tend to shop a wide range of 
   channels and purchase at places known 
   for instant consumption rather than plan-
   ning ahead.

This changing retail landscape is persuading 
traditional retailers to adopt some of the strategies 
of the competing store formats including focusing 
on fresh and healthy options and offering value 
and discounts on items.  Retailers can remain com-
petitive with customization, which will engage the 
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California & Northwest Crops 
Watching Spring Rains with Interest
By Tim Linden
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Quite a bit of March rain in the West may 
have an impact on the cherry crops in California 
and the Pacific Northwest, but at the writing of this 
story in late March it was still “too early to call,” as 
the political commentators are fond of saying during 
primary season.

 In California, significant rain in March hap-
pened while the cherry trees were blooming that 
could result in some drop and an uncertain crop, 
but just like shortly after the polls close,  it was truly 
too early to estimate this year’s crop in late March.  
One packer told the Fresh DIGEST on March 23 that 
they were still at least a month away from opening 
up the packing shed and several weeks away from 
having a good handle on this year’s crop.  While 
California cherries typically hit the market in early 
to mid-May,  April production is not unheard of, and 
in fact, has occurred in recent times.  The crop size 
varies from year to year with about eight million 18-
pound units being a fair average.  However, volume 
has not reached that level for several years. Rain is 
typically the culprit though the California drought 
and warm winter weather has also played a role in 
recent years.  Rain at harvest time is the big killer 
and that won’t play out until a month or so.

In the Northwest region where five different 
states produce cherries, the drought of the past 
couple of years is over and significant rainfall has 
meant good tree and fruit growth and the possibility 
of a larger crop.

Cherries don’t like rain if it comes at the 
wrong time.  A late spring rain could be devastat-
ing for California cherries, which typically start be-
ing harvested in the late April/early May time slot.  
Washington state and the other Northwest points 
of production don’t typically start until mid-June so 
those spring storms are often beneficial, helping to 
size the corp.

James Michael, vice president of marketing for 
the Northwest Cherry Growers, said in late March 
that the crop currently looked very good, but it was 
too early to tell if it would be challenged with any 

adverse weather conditions over the next several 
months.  He said grower representatives from the 
five states that produce cherries under the North-
west Cherry Growers banner (Washington, Oregon, 
Idaho, Utah and Montana) will gather in late May 
to more accurately determine the size and timing 
of the crop.  At this early juncture, Michael said the 
budget has been based on a 20 million carton crop 
with an estimated starting date of mid-June.  Both 
of those guesstimates are based on past history 
and average performance.  Washington is by far the 
biggest producer of Northwest cherries, followed 
by Oregon.  In a good year, California’s production 
is between that of Oregon and Washington.

Like many tree crops, cherries do have al-
ternate bearing-tendencies.  In 2012 and 2014, the 
Northwest cherry crop was in excess of 23 million 
20-pound cartons.  In 2013 and 2015, it did not 
reach the 20 million level.  If all goes according to 
that pattern, 2016 should produce another bumper 
crop…but the weather in April, May and June will 
have a lot to say about that.
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later-than-usual crop is typically very easy.
The Northwest Cherry Growers have also 

upped its game when it comes to the nutritional 
advantages of cherries.  Research has shown cherries 
to be a natural anti-inflammatory, which Michaels 
said he usually touts when writers are looking for its 
top health benefit.  However, new research shows 
that cherries have a positive impact on erectile dys-
function issues, which he indicated may be a health 
benefit with more staying power.

Michael said there are several trends or mini-
trends happening in the cherry business including 
the popularity of yellow cherries in the Ranier 
variety family as well as increased interest in “dark 
sweet cherries” which come in several different 
varieties.

Again, if all goes according to past patterns, 
the entire crop will be marketed in less than 90 
days, with two thirds of it marketed during about a 
30 day window that encompasses most of July.  So 
while the 20 million carton number might pale in 
comparison to annual volumes of other year-round 
crops, there are very few items that reach the same 
velocity of movement as cherries during their short 
marketing season.

As such, Michael said they look for homes for 
the fruit “all over the world.”  Northwest Cherry 
Growers work closely with retailers throughout 
the United States and Canada establishing pro-
motional opportunities.  The marketing group also 
has promotional programs in 18 export markets, 
sponsors display contests in the United States and 
Canada, and is a heavy user of consumer demos in 
supermarkets.

Michael said cherries are one of those unique 
crops that are still very seasonal.  While there is 
contra-seasonal production from Chile, he said 
much of that production ends up in Asia which has 
a very strong appetite for cherries associated with 
their Lunar New Year,  Michael credited colleague 
and International Marketing Director Keith Hu with 
opening up the Asian market and creating demand 
for cherries for all producers.  Though that has cost 
the U.S. market a larger volume of cherries during 
its winter months, it does create more excitement 
for the crop when California and the Northwest 
ship their fruit in spring and summer.  Michael says 
retailers are eager to promote cherries and notes 
that nothing says cherries better than the summer 
and a Fourth of July picnic.

Digital marketing has also become a key com-
ponent of the Northwest Cherry promotion pro-
gram as it is a relatively inexpensive way to spread 
the word to a large number of people.  Michael said 
the flexibility and short lead time for on-line com-
municators is very conducive to promoting a short 
season crop.  He said a positive cherry story in a 
print publication, such as a food or health magazine, 
must be scheduled in the spring for a July publication 
that will typically come out in the middle of June.  A 
crop timing issues – early or late – could very well 
impact the effectiveness of that editorial placement.  
When working with digital editors, delaying the 
posting of a story a couple of weeks because of a 

http://www.livingherbs.com
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Retail Changes Noted 
By Luncheon Speaker
By Tim Linden
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Smaller formats, home delivery and foodser-
vice at retail are just a few of the changes coming 
to the food retailing business, according to Steven 
Muro, president of Fusion Marketing, Chatsworth, 
CA, who was the keynote speaker at the Febru-
ary 25 luncheon meeting of the Fresh Produce & 
Floral Council.  

Muro, whose firm produces The FPFC Market 
Report® for the FPFC on a quarterly basis, spoke at 
the Northern California event held in Pleasanton, 
CA.  That Market Report tracks and analyzes sales 
of key produce items in four California markets: 
San Francisco, Sacramento, Los Angeles and San 
Diego.  Muro has had a long career observing the 
retail industry and designing marketing strategies 
for commodities.  He broadly defined his luncheon 
topic as “Trends Changing Retail” but noted that 
these are not secret or hidden trends but rather 
changes that are very apparent.  “They are all right 
in front of us,” he said.

At the top of his list is the smaller format store 
currently being used by many different retailers to 
market and sell fresh foods.  Though there have been 
some large failures in this space, Muro said there are 
many more successes.  Of course, one of the biggest 
impacts of this trend is that with less square foot-
age, space is at a premium, and it follows that there 
will be fewer items for sale.  Suppliers, he said, have 
to make sure their products are relevant.  Quoting 
noted social media strategist Sunita Biddu, he said:  
“If your presence doesn’t make a difference, your 
absence wouldn’t either.  Make it count.”

Muro said retailers are moving toward pro-
moting fewer items.  This could be a plus for the 
produce department as he said “big and fresh and 
in your face” is a growing trend in retail newspaper 
ads.  Suppliers have to figure out how they end up 
on the front page of a food store advertisement, 
he said.

Using information to drive sales is another 
trend that Muro sees growing.  While retailers often 
say they don’t want clutter in their departments, 

he said shoppers are thirsty for more information.  
One need look no further than Trader Joe’s to 
validate this proposition as that retailers markets its 
array of products with a mountain of information 
in their regular multi-paged mailer that consumers 
seem to love.

That information provided in a fun and inter-
esting way is the embodiment of another trend that 
Muro has observed, and that is the effort to create 
a “shopper experience.”   He showed a slide of a 
store that is using space in its produce department 
to grow mushrooms.  “How can you get more local 
and fresh than that,” he opined.  

The grocer is creating a unique experience 
for their consumer, Muro said.

That idea of supplying shoppers with a fun 
experience is also evident in one of the biggest 
retail trends he sees, which is introducing foodser-
vice to the supermarket in a very big way.  Muro 
said that the fastest growing job opportunity for 
newly-schooled chefs is in the grocery store as 

Keynote speaker, Steven Muro, president of Fusion Marketing
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his hotel room the night before, he Googled home 
delivery of food for the San Francisco Bay Area and 
found 78 companies participating in the activity in 
one way or the other.  He noted that Uber, the firm 
revolutionizing the taxi ride, is telling millennials they 
never have to go the grocery store again.  Google 
and Amazon are just a couple of the many high tech 
companies entering this space.  “Home delivery is 
not going away,” he said.

p

many retailers now employ an executive chef as well 
as cooks on-site.  “Ninety-five percent of retailers 
surveyed either have it now or are planning to add 
it soon,” he said.

Those foodservice forays include grab and go 
offerings, takeout and even eating in with mini cafes 
set up in a growing number of stores.

Muro is also confident that home delivery of 
fresh produce is a trend that is not going away.  In 

Victor Arriagada of Summit Produce and Steven Hattendorf of the Chilean Fresh Fruit Association
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Northern California Luncheon
February 25, 2016
Thank You Sponsors!

Key Sponsors
California Avocado Commission
Chilean Fresh Fruit Association 

Earthbound Farm
Sunset Produce

Chris Vasconcellos with Lucky Stores and Ed Odron of 

Ed Odron Produce Marketing Consulting

Kip Martin of 

Grocery Outlet 

with Rick Sisney 

of InterLink 

Marketing Group

Reyes Noriega of CDS 

Distributing and David 

Dudley of Save Mart 

Supermarkets

Dannie Timblin of Edge 

Sales & Marketing with 

Alisa Kozak and Rena Dao 

of Safeway
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Jeff Oberman of United Fresh 

Produce Association,  with 

Liz Smart and Josh Knox of 

Robinson Fresh; and Brandon 

Gritters of Interfresh, Inc.

Jaime Padiall of Calavo; Connie Stukenberg of California Avocado Commission; David Dudley of Save Mart Supermarkets; Bob Collies and Peter Shore of Calavo; and Dave Cruz of 

California Avocado Commission

Erika Descoust of The 

Wonderful Company; Tommy 

Renda of Safeway and 

Marylou Ureta of FreshSource
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Associate Sponsors
Bing Beverage Company 

IFCO
Mann Packing Co., Inc.

Marzetti
Naturipe Farms

Produce Marketing Association
Woot Froot

Dave Howald with Pear Bureau 

Northwest;  Steve Junqueiro of Save 

Mart Supermarkets and Marylou Ureta 

with FreshSource

Chris Wigley and John 

Goodrich of A-ROO Distributing 

flank Garrison Rajkovich of 

Farmington Fresh

Gus Navarro of CDS Distributing; Chris Vasconcellos of Lucky Stores; Michael Maddan Jr. of Maddan & Company; Steve Spence and Yun Yi of Lucky Stores and Robert Bruno of 

Rocket Farms
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Photo Sponsor
North Shore Living Herbs ®

Décor Sponsor
Kent’s Bromeliad Nursery

Dennis Lynch of Safeway; 

Steve Tsujimoto of Berkeley 

Bowl; and Rory Richmond 

of San Miguel Produce

Ernie Peraza of House Food; 

Melissa Blake of Woot Fruit and 

Wayne Snodgrass of Apio/Eat Smart

http://www.gloriannfarms.com/retail/
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Blame the warm winter or El Niño or the 
increase in acreage, but there is no doubt the Cali-
fornia strawberry season got off to a slow start this 
year.  However, industry veterans say that by the 
time this publication hits the street in early April, 
strawberry volume on a weekly basis, should once 
again be tracking earlier years with promotable 
volume and pricing.

There is almost no doubt that total California 
strawberry production will be less this year than in 
the previous two seasons when in the neighborhood 
of 190 million cartons were shipped.  By March 19 of 
this year, only about 50 percent of last year’s volume 
of 24 million cartons had hit the market.  In 2015, 
weekly volume topped the six million tray market 
for the week of March 19 and averaged about 
6.5 million trays for the next 16 weeks.  After that 
volume began to taper off, but still averaged above 

five million trays per week for July and about four 
million trays weekly in August.

However, this year, the acreage is down about 
15 percent from last year, which was a fairly average 
year for the previous four years.  

Cindy Jewel, vice president of marketing for 
California Giant Berry Farms, Watsonville, CA, told 
the Fresh DIGEST on March 24, that the significant 
mid-March rains were in the rear view mirror 
and the plants were now heavy in bloom with 
great-looking fruit, and more typical supplies were 
expected moving forward.  With Easter only a few 
days away, she said the Easter pull was challenging 
with the depleted volume but April and beyond 
should bring lots of berries at promotable prices.  
She expected both Florida and Mexico to exit the 
strawberry deal by early April.

Slow Start Should Yield Big Volume
By Tim Linden
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Jacobs Farm Sees Strong Organic Demand
While the state’s conventional acreage is 

down about 16 percent, organic acreage is hold-
ing its own with only a 2 percent decline and 
the second largest amount of organic acreage 
in history.  In fact, California organic strawberry 
acreage in 2016 is almost double what it was five 
years ago.

Marliese Ward, creative services manager 
for Jacobs Farm/Del Cabo, Pescadero, CA, said 
the Albion and Chandler varieties are the two organic berries that firm grows.  “Our Chandler ber-
ries usually peak mid-May and Albions are expected to remain strong through the end of summer, 
sometimes continuing through October.”

The Chandler production tends to taper from June to July as the weather heats up.
She said these two varieties are preferred by the company primarily because of flavor.  The 

Chandler is a longtime standard in the industry developed in the University of California strawberry 
breeding program and available to all growers.  She said it is a variety that has more flavor than 
any other but it has fallen out of favor because its yield is only 50-60 percent of newer strawberry 
varieties. “Chandlers also have huge swings of production during the season…lots in May to almost 
none in July,” she said.

The Albion is another UC variety released about a decade ago.  She called it a “very good 
looking berry with large fruit that ships and displays well; flavor isn’t a traditional strawberry as it has 
numerous floral overtones. Production is spread through the season with almost equal production 
June to August.”

The company packs these berries in both the currently-popular one-pound clamshell as well 
as the traditional one pint basket that is often favored by the organic consumer.
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FPFC Family Day at the Races
March 19, 2016
Thank You Sponsors!

APRIL / MAY 2016AA 25

Avocados from Mexico
B & C Fresh Sales

Beachside Produce, LLC
California Avocado Commission

Concord Foods
Evolution Fresh

Fresh Gourmet Company
Gills Onions
Good Foods

Great West Produce
Growers Express – Green Giant Fresh

Sponsors
Apio/Eat Smart 

Dole Fresh Vegetables 
Specialty Fresh 

Five Crowns Marketing
Perimeter Sales & Merchandising

Hollandia Produce, L.P.
Homemade Harvey

KeVita
Legacy Farms

Litehouse Foods
Marie’s/Ventura Foods

Melissa’s/World Variety Produce
NatureSweet

North Shore Living Herbs ®
Odwalla

Panera Bread Salad Dressings

Progressive Produce, LLC
Ryan’s Juice
SunRype

Taylor Farms Retail, Inc.
Torn & Glasser
Urban Produce

Veg Fresh
Western Mixers

Westlake Produce Company
Wonderful Brands

Yucatan Foods/Cabo Fresh
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Door Prize Sponsors
DiMare International 
EJ Jackson Limousine 

Garden Highway
Gelson’s Markets

The Kuwata Family
North Shore Living Herbs ®

Specialty Fresh

FPFC Chairman Marvin Quebec of 

Quebec Distributing Co. served as the 

Master of Ceremonies.

Ladies Hat Contest 

winner Wali Quebec, 

Quebec Distributing Co., 

with the judges

Ladies were invited 

to compete for 

best hat. 

Susan Holzinger and 

Sandy Crawford from 

Consolidated West 

Distributing
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Carole and Dick Spezzano of Spezzano 

Consulting Service; Roger Schroeder, Stater 

Bros. Markets; and Patty Knoll, Temkin 

International, Inc.

Susan and Rich Van 

Valkenburg, Van 

Valkenburg & Associates

http://www.jacobsfarm.com/
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Gelson’s Markets made 

it a family affair. 

The team from Pura Vida Farms was 

lucky in the door prize raffle

There was a great turnout 

from Albertsons/Vons
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Kent and Vicki Kuwata of Smart & Final; Maria 

and Pat McDowell from Perimeter Sales & 

Merchandising; and Rob and Leah McDougall 

from Gelson’s Markets.

The team from Western Mixers

Sue Momita, DLJ Produce, Inc.; Ryan 

Fukuda, Avocados from Mexico; Jennifer 

Pelayo, Equitable Food Initiative; Kristyn 

Lawson, Good Foods; and Dan Acevedo, 

avocado connoisseur. 
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With the New Hampshire presidential pri-
mary having just been completed the night before 
and a seasoned lobbyist as the keynote speaker, the 
February 10 luncheon meeting of the Fresh Produce 
& Floral Council in Southern California had politics 
as the main entrée.

Dave Puglia, executive vice president and 
longtime lobbyist for Western Growers Association, 
Irvine, CA, told the audience that it was a great time 
to take a guess or two about who will be duking it 
out in the presidential election later this year.  But 
he advised against committing those predictions to 
paper as the situation has been changing almost 
daily, and is far from settled.  He noted that Donald 
Trump continues to defy conventional wisdom by 
seemingly insulting a new group every other day but 
still keeping his double digit lead in the polls. 

(Since Puglia spoke to the FPFC crowd, 
Trump has enjoyed tremendous primary success 
and appears on his way to capturing the Republican 
nomination.)

The WGA executive noted that Trump’s 
popularity fueled partly by his anti-immigration 
stance is not good for production agriculture and its 
goal of securing immigration reform.  “Immigration 
reform has become toxic,” he said, with most of 
the presidential candidates on the Republican side 
following the front runner’s lead and vowing not 
to support the kind of measure that agriculture is 
backing.  Puglia said on this issue these candidates are 
painting themselves into a corner that will be difficult 
to get out of if any are elected president.  And Con-
gress, he said, continues to run even further away 

FPFC Luncheon Speaker 
Examines Political Landscape
By Tim Linden
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Guest speaker Dave Puglia of Western Growers
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from the issue, which puts agriculture in a difficult 
position.  It is becoming increasingly difficult to find 
sufficient labor to harvest the nation’s fresh fruits 
and vegetables. Puglia said more and more growers 
are having to utilize the bureaucratic and extremely-
cumbersome Department of Labor H-2A program 
in an effort to get workers…and even then they 
are falling way short of their needs.

Puglia also touched on several other issues 
during his time at the dais including the Endangered 
Species Act (ESA) and the battle in Congress to 
free up more water in the West.  The ESA has been 
used quite successfully to limit pumping of water in 
California and there does not appear to be any easy 
solution.  Puglia said that, in many cases, the balance 
of power has shifted to career bureaucrats in these 
various agencies who can interpret the complex 
laws and regulations with near impunity.  Though 
Congress continues to grapple with major water 
legislation that could be beneficial to agriculture, the 
prospects for immediate relief are slim.

In closing, Puglia urged the members of the 
audience to get involved with business-minded 
political action committees to elect state and fed-
eral legislators that are sympathetic to their plight.  
He noted that Western Growers has successfully 
launched an effort to target particularly onerous 
legislators and back opponents with a more mod-
erate viewpoint.

The FPFC luncheon was held in Cerritos, 
CA, and attended by more than 225 produce 

industry professionals, who networked and heard 
presentations on various commodities from spon-
sors including Kiku apples from Columbia Market-
ing International, a charity donation program from 
Progressive Produce Corp., salad dressings from Red 
Shell Foods and RPC containers from IFCO.

Master of Ceremonies Miguel Garcia from Ralphs Grocery Co.

https://www.litehousefoods.com/brand/opa
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Southern California Luncheon
February 10, 2016
Thank You Sponsors!

Platinum Sponsor
CMI

Key Sponsors
IFCO

Progressive Produce, LLC
Red Shell Foods, Inc.

Associate Sponsors
Hollandia Produce, L.P.
Mann Packing Co., Inc. 

Marzetti
MIXTEC Group

Pear Bureau Northwest
Produce Marketing Association

Taylor Farms Retail, Inc.

Steve Lutz and Katharine Grove of CMI

Rex Lawrence of JoeProduce.com, 

Amber Flamminio of Umina Bros., 

and Dick Spezzano of Spezzano 

Consulting Service

Jeff Halfpenny of Talley 

Farms with Doug Hoover 

of IFCO Systems
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Photo Sponsor
North Shore Living Herbs ®

Décor Sponsor
Kent’s Bromeliad Nursery

Connie Thatcher and Nancy Hamilton 

of Advantage Solutions flank Sammy 

Perricone of Perricone Juices

Dana Davis of the FPFC’s 

Fresh DIGEST and Brian Cook 

of Hollandia Produce, L.P.

Marty Craner of B & C 

Fresh Sales with Dave 

Howald of Pear Bureau 

Northwest

Gary Caloroso of The 

Giumarra Companies 

with Rachelle Schulken 

of Renaissance Food 

Group

Brian Balladares of Ralphs Grocery Company with Karen Caplan of Frieda’s, Inc.
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Jamie Simon and Victor 

Rodarte, Progressive 

Produce, LLC

Ambar Rodriguez and Kori Martin from The Oppenheimer Group with Tran 

Nguyen of IFCO Systems and Kraig Loomis of Progressive Produce, LLC

Amber Flamminio of Umina 

Bros. spoke on behalf of 

the 2015 Apprentice Class

Dan Acevedo with 

Raul Gallegos

Marvin Quebec, Quebec Distributing Co.; Connie 

Stukenberg, California Avocado Commission; and Roger 

Schroeder, Stater Bros. Markets
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North Shore Supports
Local Greenhouse Project

At North Shore Greenhouses in Thermal, 
CA, , they believe our youth are the key in driv-
ing the future success of agriculture and, if guided 
adequately, our future looks very bright. 

That is why they took part in a recent op-
portunity to donate a wide variety of herb seedlings 
for the new Green House Project at La Quinta High 
School in the Coachella Valley.

“What I like the most about this project is 
that it brought us together as a community to learn 
more about healthy foods, planting and to help us 
take action. We are not only working for a great 
cause, but we are doing it together. Thanks to this 
awesome project I convinced my parents to help 
me create our own herb garden at home... and we 
love it,” a freshman student from La Quinta High 
School says about the program.

Teacher Suzanne Thornbury believes this will 
help to encourage students and their families to 
consume a healthier diet. Students are interested 
in learning more about where their food comes 
from and what it takes to get it from the farm to 
their tables. The Green House Project cultivates 
that interest and gives them an opportunity to learn 
firsthand from companies such as North Shore 
located in the community. This refreshed interest 
in agriculture is important to our local economy 
and feeding future generations to come. She says 
it is important to promote locally grown produce 
and increase sustainability. North Shore is a great 
example of growing fresh produce using earth-
friendly practices and we are happy to have them 
as a partner.

Sean Webb, assistant principal at La Quinta 
High School, has also been extremely supportive 
and involved in this project. “This project will benefit 
our students and community in learning how the 
‘farm to table’ concept works. We were fortunate 
enough to have Master Chef Season 6 alum, Stephen 
Lee, the Urban Farmer, here to assist our students 
in the planting.”

The North Shore team felt privileged and 
honored to be part of this project that will have a 
huge impact on the future of their local community 
and Agriculture as a whole. “We believe it is our 
responsibility to keep our youth excited about the 
future of agriculture through the use of innovative 
technology, sustainability and firsthand experience 
growing live produce. We were thrilled to be a part 

of this project at La Quinta High School and look 
forward to future opportunities,” concluded Micki 
Dirtzu, director of marketing at North Shore.

Eat Smart’s Offers New 
Asian Salad Kit 

March is National Nutrition Month, and Apio, 
Inc. celebrated by introducing a nutritious and deli-
cious superfood salad designed to feed consumers’ 
passion for the flavors of Asian cuisine. 

“Sales of Asian salad kits are growing 52 
percent faster than the total salad kit category, so 
the new Eat Smart Asian Sesame Vegetable Salad 
Kit promises to be a popular retail item,” said Anne 
Byerly, Apio’s vice president of marketing and in-
novation. “Hearty and packed with superfoods, 
it’s a perfect way for busy consumers to ‘savor the 
flavor of eating right’ – this year’s National Nutrition 
Month theme.” 

Consumer product taste tests show that the 
Eat Smart’s Asian Sesame Salad Kit is preferred over 
the leading retail Asian salad kit on taste, flavor, and 
ingredients.  Featuring fresh ingredients, the all-in-one 
kit is a tasty blend of six superfoods. The perfect 
combination of savoy cabbage, red cabbage, green 
cabbage, carrots, kale, and crunchy cashews – a good 
source of essential minerals and Omega-6 fatty acids 
–is enhanced by crunchy sesame sticks and a sweet 
sesame dressing. 

The salad joins Apio’s line of chef-inspired veg-
etable salad kits — elegantly easy salads recognized 
for their appealing blends of superfoods and distinc-
tive flavors. This popular line also includes, among 
others, the number one selling Sweet Kale salad 
kit, a gluten-free Wild Greens and Quinoa salad, 
a unique Beets and Greens kit, and a Southwest 
vegetable salad with tortilla chips and a chipotle 
ranch dressing. 

“Our gourmet vegetable salads provide con-
sumers with delicious, nutritious, restaurant-caliber 
salads that they may not have time to create from 
scratch,” said Byerly. “As the innovation leader in 
fresh-cut produce, we want to put a smile on our 
customers’ faces with easy and appetizing ways to 
eat healthy. This new Eat Smart salad gives them a 
refreshing option for spring and summer dining, and 
a good reason to visit the packaged salad aisle at 
their local grocery.”

The Asian Sesame Vegetable Salad Kit comes 
in 12-ounce bags available nationwide. 
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I would typically do.  I also very much enjoyed the 
roasted cabbage.  I thought it was cute that they 
included a container with 2 tablespoons of butter, 
and another with 3 tablespoons of soy sauce.  

Fielding: We did not try this one, so I’ll 
throw in another one here.  The Triple Pork Maze-
man included pea tips, something I had never heard 
of before.  The fresh ramen was nothing less than 
spectacular.

Fresh Beet Linguine with Goat Cheese, 
Swiss Chard & Toasted Walnuts

Linden: Another winner.  We loved the beet 
linguine and the combination of Swiss chard, onions 
and nuts in this recipe.  It gave me ideas for many 
new pasta combinations that I could serve to my 
family.  Another container with 2 T of butter led me 
to wonder why they just didn’t combine the two 
nights of butter in one container.

Fielding:   The fresh pasta of this meal was 
exceptionally good.  This is just one of the dishes 
that has you thinking outside the box.  The infused 
linguine was delightful. A
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By Tim Linden
     & Tom Fielding 

Point, Counterpoint:  Blue Apron

Taking both the shopping and decision making 
out of meal preparation sounds like a good idea 
and is the value proposition of Blue Apron.  The 
company offers several options including a three 
meal, six serving delivery every week that costs 
about $60 or $10 per meal.  

Packaged in an insulated box complete with 
ice packs, comes ingredients for two servings of 
three different meals.  Each meal typically has a 
protein component, one or two vegetables and 
all the spices, herbs and even butter or olive oil 
you need to make the dish.  It also comes with a 
high-graphic 8.5 by 11 inch recipe card with step 
by step directions.

Below are some of the recipes and the views 
of our intrepid experimenters.

Shiitake Mushroom & Cabbage 
Dumpling with Garlic-Roasted Tatsoi

Linden: A very nice first entry to the Blue 
Apron experience.  The mushrooms were high qual-
ity and plentiful.  Creating a main course dumpling 
with a wonton type of wrapper is not something 

(Editor’s Note: By complete coincidence, both FD Editor Tim Linden and former salesman and contributor Tom 

Fielding have been experimenting with Blue Apron, a meal delivery firm.  Interestingly, though we live 400 miles 

apart, the recipes have been almost the same.  Our experiences, however, have not.)
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Mexican Spiced Salmon with Black 
Rice, Avocado and Orange Salad

Linden: Again this was a very nice dish and 
the introduction of a spicy Mexican flavor to the 
salmon was a new wrinkle that I will now adopt in 
my own culinary creations.  I also liked the use of the 
orange, lime and cilantro with the rice.  The avocado 
did not ripen sufficiently for use, but I had a ripe one 
on hand to use.  So no harm, no foul.  These three 
dishes convinced me to give Blue Apron another 
try the next week.

Fielding:  We’re not big fish eaters, so we 
didn’t try this one.  However, we enjoyed the Spicy 
Shrimp Spaghetti that included green cabbage, an-
other produce item we have rarely, if ever, bought.  
We did add extra red pepper flakes, because when 
it comes to cooking, some like it hot…we like it 
hotter!

Hominy & Poblano Pepper Pozole 
with Avocado and Crisp Tortilla Strips

Linden: It was a great dish, however, again 
the avocado was not ripe and I didn’t have one 
on hand, so the recipe was compromised.  But the 
pozole combination included pepper, onion, kale, 
cilantro and of course hominy and was enjoyed 
immensely by my wife and 15 year old.  Note: I 
have been able to stretch the meals for two into 
meals for three.

Fielding:  Our avocado was perfectly ripe, 
and this dish was perfectly sensational.  All the in-
gredients blended together in what I can only call, 
“perfect hominy.”

Fontina & Preserved Lemon Grilled 
Cheese Sandwiches with Endive, 
Clementine & Mint Salad

Linden: My first loser.  I do not need to pay 
to have four pieces of bread and cheese delivered 
to my house.  Though the recipe called for adding 
lemon to the cheese for a slightly different taste, 
when all was said and done, this was a grilled cheese 
sandwich.  And the salad was nothing special either.  
This was not $20 well spent and led me to skip the 
next week’s delivery which included a hamburger.  
That is not why I signed up for this service.  But 
on the positive side, Blue Apron does allow you to 
skip any weeks and they do give you some limited 
options each week to change the menu.

Fielding:  This was not a wasted $20.  I don’t 
know what store Linden buys his groceries at, but if 
you can tell me a supermarket that will sell me a loaf 
of rye bread, Fontina cheese, endive, Clementines, 
mint, a Meyer lemon, walnuts and a shallot for $20 

bucks, that’s where I want to shop.  We loved this 
dish.  Yes, it’s a grilled cheese sandwich, but we would 
have never imagined this combination of ingredients.  
The dish popped with flavor.  By the way  Tim, you 
should have tried the Pretzel burger…it was really 
good, too.

Seared Cod & Udon Noodles with 
Cabbage & Shiitake Mushroom Broth

Linden: The food was pretty good, but the 
little tiny containers are starting to pile up.  This time 
I received a container with 3 T of soy sauce and 
another with 1 T of sesame oil.   Any competent 
home cook has these ingredients in their pantry, 
not to mention butter.  I understand the concept 
of providing everything you need in one carton, 
but overkill comes to mind.  I am also feeling guilty 
about throwing away the insulated plastic wrap 
and the ice packs.  My local landfill does not need 
these ingredients.

Steak Au Poivre with Crispy Fingerling 
Potatoes and Sautéed Kale

Linden:  I’m not a big steak eater.  This was 
tasty but the little containers are overtaking my 
kitchen.  This time plastic containers accompanied 
2T of crème fraîche, 1 T of butter (again), and 1 T 
of beef demi-glace.  I’m thinking I want a service 
without all the mini-ingredients,  just the main dishes.  
How much less expensive could it be if the little 
containers were left out?

Fielding:  We are big steak eaters, and this 
dish was fantastic.  This dish was a great expendi-
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ture of our money as our previous steak buy from 
the local supermarket was not nearly as good.  I 
will say that as much as we enjoyed this, my wife’s 
steak au poivre recipe cannot be beat.  As far as 
the containers “overtaking” your kitchen, you might 
want to think about remodeling…the containers 
are very small.

Alsatian Spiced Chicken with Smashed 
Potatoes & Glazed Red Cabbage

Linden: Four more containers.  I have 
started to dread opening the little bag titled Knick 
Knacks because of all the containers that are going 
to fall out.  I am becoming obsessed with the con-
tainers.  The glazed red cabbage was good.

Fielding:  I love the little bags full of in-
gredients.  I was thinking of emailing Blue Apron 
to see if they could add an extra little bag called a 
Paddy Whack to go with the Knick Knack, although 
that might send Linden over the edge.  I have to 
admit the Alsatian Spiced Chicken was not one of 
our favorites.

Chicken Schnitzel with Fingerling 
Potato Salad & Lingonberry Jam

Linden: Chicken schnitzel is another way of 
saying Kentucky Fried Chicken.  Not creative enough 
for my tastes.  And again there were six little contain-
ers.  I don’t know what to do with them.

Fielding:  Once again I must disagree with 
my esteemed colleague. We enjoyed the lingonberry 
jam aspect of the dish, so it gave us some ideas in 
the future when we cook chicken.  What we enjoyed 
the most, however, was the fingerling potato salad.  
Truly outstanding.

Overall Impression
Linden: My wife thinks we should continue 

getting Blue Apron about once a month to give us a 
recipe decision-making break and a few new ideas.  
I have used a couple of the recipes a second time 
without Blue Apron’s help.  It is the containers, in-
cluding the insulated box, the ice bags and the small 
amount of individually-packaged items that bother 
me.  If only I could look up recipes and then go buy 
these ingredients in larger bulk so I could combine 
the 2 T of butter I need today with the 1 T I need 
tomorrow.  Oh yeah, it’s called a supermarket.

Fielding:   Tracy and I are big fans of Blue 
Apron.  We love the “no menu planning” or having 
to schlep to the store at the last minute to buy a 
can of tomato paste or container of crème fraîche 
when we only need one tablespoon in a dish.  At 
first, Tracy was not happy that after a long day at 

work, it took longer to prepare the meal than what 
is stated on the recipe card. However, we receive 
our Blue Apron on Thursday, so most of our dishes 
are prepared over the weekend when time is more 
plentiful.

The produce has been fresh and delicious, and 
the recipe selections are increasing our vegetable 
consumption.  For instance, we had never cooked 
with bok choy before, but one of the recipes in-
cluded roasted bok choy and we are now big fans. 
The same goes for green cabbage and Swiss Chard 
(which I originally thought were those colorfully 
dressed guards patrolling the Vatican).  Blue Apron 
has afforded us the opportunity to try new meals 
and expand our ingredient horizon.  After a month 
of deliveries I’m hooked.  Although we won’t utilize 
it every week, Tracy and I will definitely continue to 
be Blue Apron supporters, and perhaps we’ll even 
try one of their competitors for comparison.  

With regard to Mr. Linden’s problem with the 
containers, we recycle everything that is sent to us in 
our recycling bins.  For those with no such service in 
their neighborhood, Blue Apron says: “Return 100% 
of your meal packaging to us for recycling and reuse.  
We’ve partnered with the USPS to use existing delivery 
routes, so there’s no additional carbon footprint to your 
return.  Return shipping is free if you return 2 or more 
deliveries worth of clean packaging together.”

Linden Rebuttal (prerogative of editor):  
It’s a false argument Blue Apron makes that USPS is 
using existing routes so there is no additional carbon 
footprint.  It’s your neighbor’s carbon footprint not 
your own. 

The containers of concern to one of our experimenters
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