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But why are we battling against the equipment that 
assures compliance?

I do understand the nuances of agriculture, 
but our perishable transportation situation needs 
fixing.  It doesn’t work to make truck drivers come 
to your dock and wait for a load.  I know that there 
are times when a truck has been secured and a 
weather situation curtails harvest.  But that is not the 
norm.  Product is sold from inventory and there are 
better ways to manage the transportation of it.

Amazon, with the help of UPS and even the 
U.S. Post Office, has figured it out for hard goods 
and they are working on the perishable equation.  
Recently I heard that Amazon is planning to open 
18 more distribution centers in the United States 
in 2018 alone.  The obvious reason is to stock lo-
cal distribution centers so the haul from D.C. to 
the consumer’s house is short and predictable. 
The other day I bought an “Amazon Pantry Box” 
with delivery promised in two days.  The next day 
it was on my door step.  Those products I bought 
were made all over the country and even all over 
the world.  Yet they got to me a day earlier than 
promised.  Why?  Because computer algorithms 
have been developed to manage the transportation 
of the millions of items that consumers buy every 
hour from Amazon.  That company had no idea that 
Tim Linden was going to buy that pantry box with 
those products that day…but they actually did.  In 
aggregate, Amazon has figured it out for consumer 
products.  

If Amazon can figure out how to deliver toilet 
paper, deodorant and soap to me sitting in Orinda, 
CA, a day after I placed this unknown order, our 
commercial trucking industry should be able to 
figure out how to deliver fresh produce to repeat 
customers day in and day out following the driving 
laws of the land. We clearly need a better system…
not the one that has been in place for decades with 
very little change.

I’m an outlier on this one as I am not in 
lock-step with the industry at large.  A number of 
produce industry groups have asked Congress to 
intervene with regard to both the electronic logging 
device (ELD) man-
date that it is now 
facing the industry 
and the hours-of-
service regulations 
that are behind the 
controversy.

As background, 
in December the 
ELD mandate went 
into effect.  Basically, 
the regulation man-
dates the use of electronic logging devices rather 
than the use of hand-written logs to track hours-
of-service by truckers and assure that they are in 
compliance with the law.  Over the years, the De-
partment of  Transportation has altered hours-of-
service regulations, which limit the number of hours 
a trucker can drive each day, and in between breaks.  
There are nuances but basically a driver is only sup-
posed to drive 10 hours in a 24 hour period. 

I’m not going to debate the actual hours-of-
service regulations.  I suspect that everyone would 
agree that limiting the hours a trucker can spend 
behind the wheel of these huge trucks barreling 
down the highway is a good thing.  For the health 
of the driver and for safety sake, you don’t want 
someone pushing the envelope when they are on 
our highways towing tons of product.  It’s the same 
concept that puts tight regulations on airline pilots.   
I also suspect that everyone would agree there are 
nuances and exceptions that should be considered 
when dealing with the realities of truck driving.  For 
example, it would seem logical that if a trucker has 
to wait four hours at a dock for the product to be 
loaded that shouldn’t count as drive time.  He could 
easily be taking a nap during that period and be 
well-rested when the drive time begins.

But as I said I am not debating that issue.  
That is different than the ELD mandate.  When the 
mandate went into effect, it did not alter the hours-
of-service rules.  All it did was assure compliance.  
Those electronic devices make it harder to cheat.  
I have no problem with the industry battling the 
driving regulation.  If there is a good argument to 
change them, they should have no problem getting 
a fair hearing in this pro-business administration.  

Tim Linden

The ELD Mandate
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By Tim Linden

FPFC MISSION STATEMENT
The mission of the Fresh Produce & Floral Council 

is to connect members to the information, 

education and professional network they need to 

increase knowledge, grow their businesses and 

collectively advance the industry.
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T h e  F r e s h 
Produce & Floral 
Council has always 
operated in a very 
lean manner when 
it comes to staffing.  
Many of you may 
not realize it, but we 
have been a three 
person staff.  There 
is myself, Amy Wun 
as Member Services Director and Arely Lopez, 
Member Service Associate.  In addition, we’ve 
had Angela Steier as our independent contractor 
handing marketing and event staffing.  That’s it.  For 
everything we do, the four of us have gotten it done.  
Of course we have the help of volunteers, but the 
nuts and bolts are handled by staff.

As the FPFC Board of Directors embarked 
on strategic planning last year and new priorities 
emerged, one question kept arising, “Who is going 
to do this?”  It became quite clear that the first 
priority of the plan was to hire more staff.  Because 
of the new goals and priorities being established, it 
also became clear that what we really needed was 
someone to head business development for the 
organization.  If this position was not created, none 
of the other priorities could possibly be attained.

I’m happy to say that the Board embraced 
this concept with enthusiasm.  In order to find the 
best person for this position we hired the MIXTEC 
Group as our search firm.  Some people might ques-
tion why we went to the expense of a search firm.  
My answer is we couldn’t afford NOT to hire them.  
I’m not an expert in the recruitment of talent - they 
are.  We weren’t just looking for applicants… we 
were looking for qualified candidates.  As I men-
tioned before, we are lean and mean and I didn’t 
have the time or resources to seek out and recruit 
the best candidates for this position.  For anyone 
with a small business, I believe outsourcing this func-
tion is essential to doing it right the first time.

Our search was successful and on March 19, 
Jay Guzman joined the FPFC as Vice President, Busi-
ness Development.  Jay brings more than a decade 
of business development and marketing experience 

to the FPFC, developing and implementing sales 
and marketing strategies in advertising, events, and 
sponsorships.  Jay most recently served as West 
Coast Account Executive at The Packer/Farm Journal 
Media, building relationships with decision makers 
to grow sales in the region for multiple publications 
and various trade shows.

Jay is already diving in head first with member-
ship, booth sales and sponsorship sales.  He will be 
an integral figure in developing strategic direction 

and strategies as the 
FPFC moves forward, 
using his knowledge, 
enthusiasm and ter-
rific networking skills 
to help advance the 
FPFC, the member-
ship and the industry.

I’m sure you’ll 
all get to know Jay in 
the coming months.  If 
you want to reach out 

to him directly his email is jay@fpfc.org.  He’d love 
to hear from you!
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By Carissa Mace

Expanding Our Reach

Carissa Mace

FPFC OFFICE
2400 E. Katella Avenue, Suite 330

Anaheim, CA  92806

Website: www.fpfc.org

Editorial Office
Tim Linden

925-258-0892
tim.linden@ymail.com

Advertising Office
Dana Davis

302-750-4662

Jay Guzman

mailto:jay@fpfc.org
http://www.fpfc.org
mailto:tim.linden@ymail.com
mailto:danadavis@epix.net
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The Fresh Produce & Floral Council 
Welcomes the Following New Members:

2018 FPFC Calendar of Events
May 2

FPFC SOUTHERN CA 
MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

May 18
FPFC NORTHERN CA 
GOLF TOURNAMENT

Wente Vineyards, Livermore CA

June 13
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

July 17
FPFC SOUTHERN CA EXPO

Disneyland Hotel, Anaheim, CA

August 8
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

August 22
FPFC SOUTHERN CA 
GOLF TOURNAMENT

Tustin Ranch Golf Club, Tustin, CA

September 15
FPFC BOWLING TOURNAMENT
BowlMor Lanes Orange County, Tustin, CA 

September 27
FPFC NORTHERN CA 

MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA

October 3
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

December 5
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

For additional information on FPFC Events, visit our Website at www.fpfc.org or email info@fpfc.org
Ph: (714) 739-0177   Fax: (714) 739-0226

Dino Iacovino
Altar Produce LLC

Lori Hickey
Baloian Farms

Brent Gallick
Coastline Flowers

Carolyn Becker
California Pear Advisory Board

Colin Bruce
Go Green Agriculture

Juliet Chu
Vivianna Van Horst
Guan’s Mushroom

Peter Oszaczky
Organic Harvest Network Inc.

Ginette Brock
Sunview Marketing

Zach Herrill
United Plant Growers

http://www.fpfc.org
mailto:info@fpfc.org
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“The selection process was extremely chal-
lenging for the committee,” said Apprentice Program 
Task Force Chair Kristen Reid of MIXTEC Group. 
“All of the applicants this year were incredible.”

Previously limited to applicants with seven or 
fewer years of experience, this year the committee 
opened the program to any employee of an FPFC 
member company, regardless of experience. “Re-
moving the limit has yielded a very diverse group 
who we think will learn not just from the program, 
but also from each other,” Reid said.

Sponsored by Dennis Gertmenian, founder 
and retired CEO of Ready Pac Foods and Bonduelle 
Fresh Americas/Ready Pac Foods, the FPFC Appren-
tice Program prepares participants for leadership 
roles in their companies and in the industry through 
education sessions, facility and field tours, and group 
and team-building projects. Each Apprentice is also 
paired with a mentor to act as a guide and to facili-
tate introductions at networking events.

“The fact that we saw applicants from several 
companies that have sent candidates every year 
since the program started demonstrates the value 
these companies are seeing in the program,” Reid 
said. “And word has definitely gotten out—we saw 
lots of new companies applying, as well.”

The 2018 FPFC Apprentice Program begins in 
April with an orientation and will conclude in Janu-
ary of 2019 when the Apprentices are recognized 
at the FPFC Annual Dinner Dance.  In the months 
in-between, the class will be involved in workshops 
and seminars, often scheduled in conjunction with 
another FPFC event.  Industry education, problem 
solving, collaboration and public speaking are all 
components of the program.  The group will also 
take part in many FPFC events during the year learn-
ing the power of networking in this relationship-
oriented business.

FPFC Names 2018 Apprentice Class
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The Apprentice Task Force and the Board of 
Directors of the Fresh Produce & Floral Council 
(FPFC) has selected participants for the 2018 FPFC 
Apprentice Program. They are:

Sean Barganski 
Progressive Produce, LLC

Cote Clark 
LA Produce Distributors

Audrey Dunne 
Apio, Inc.

Jon Heywood 
Dimetri Gardikas Produce Co.

Jennifer Ho 
General Produce Company

Victoria McGregor 
Bonduelle Fresh Americas/Ready Pac Foods

Paula Rae Metheny 
Frieda’s Specialty Produce

Myisha Nathaniel 
Raley’s Supermarkets

Michael Poore 
Grocery Outlet

Vanessa Romero 
QSI, LLC

Megan Stallings 
San Miguel Produce

Laura Sterling 
Zespri Kiwifruit



http://www.4earthfarms.com
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FPFC Market Report 
Shows Fixed Weight & Organics 
Are Driving Produce Sales 
By Tim Linden
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Fresh Produce & Floral Council members 
recently received an exclusive look at retail scan 
data in California showing that SKUs featuring fixed 
weight or organics item contributed mightily to fresh 
produce sales gains over the past four years.

The FPFC, via Fusion Marketing, has been 
offering the FPFC Market Report® as a member 
benefit for the past seven years.  Each quarter, Fusion 
analyzes the data from the main market territories 
and breaks it down in five section: San Francisco, 
Sacramento, Los Angeles, San Diego and California 
in total.  The reports are designed to give anyone 
along the supply chain extra information to drive 
their business decisions.  For example, a company’s 
sales of its top produce item to Sacramento retail-
ers may be up 5 percent.  Taken on its own that 
does provide the firm with good information.  But 
comparing it against total sales of that item in the 
Sacramento retail market can deliver a treasure 
trove of information.  Maybe your 5 percent is twice 
the average…or maybe it’s only half the average.

Along with a quarterly report, Fusion Mar-
keting and the FPFC also offer quarterly webinars 
where they take a look inside the report and drill 
down into specific sales avenues.  On June 21, such 
a webinar will focus on the organic sector and 
analyze what’s driving the year-over year, significant 
sales gains.  Will they continue?

In March, the webinar focused on total pro-
duce department sales growth in California from 
2013 to 2017.  Fueled by significant gains in both 
value-added products and organic fruits and veg-
etables, California produce sales rose to more than 
$7.3 billion in sales in 2017.

While bulk items and conventional produce 
still produce more revenue, over the last four years, 
fixed weight packages and organic produce have 
accounted for the lion’s share of growth.  Fusion 
President Steven Muro showed that California retail 
produce sales totaled $6.1 billion in 2013.  The 2017 

number of $7.3 billion represents 19 percent growth 
in that four year period.

That growth largely came from increased 
sales prices of the product sold as price per pound 
increased 16 percent.  But that only tells part of the 
story.  The per unit price increased because consum-
ers bought more organic produce and more value-
added items -- two categories that almost always 
have a higher retail ring than their conventional or 
bulk item counterparts.

During those four years, the organic produce 
share of produce department sales rose from 7 to 
11 percent.  So while conventional produce still ac-
counted for 89 percent of sales in 2017, those sales 
accrued at an average price per pound of $1.55.  
The 11 percent of organic produce sales came in 
at an average of $2.91 per pound.  Consequently, 
“organic produce contributed 27 percent of the 
(dollar) growth, despite contributing just 11 percent 
of overall category dollars.”

There has been a decrease in the price dif-
ferential though between organic and conventional 
produce over the last four years.  In fact, average per 
pound price of organics actually dropped five cents 
in 2017 to the $2.91 figure, while the conventional 
price per pound rose to $1.55, a 20 cent per pound 
increase in the last four years.  Muro said it is clear 



https://www.californiaavocado.com/retail
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that organic produce is one of the main growth 
drivers in the produce category as its incremental 
growth far outdistances total sales.  Looking at it 
another way, he noted that total produce sales in 
the five years studied shows that produce sales 
in the Golden State increased 19 percent from 
$6.1 billion to $7.3 billion.  That far outstrips the 
population gain of 4 percent and it also cannot be 
explained away through inflation, which was kept 
in check during those four years.  But during that 
same time period, organic retail produce sales grew 
by almost 70 percent.

According to Muro, just as impressive is that 
the price per pound consumers are paying for or-
ganic produce has continued to rise even as supply 
has increased.  He said that means that demand is 
still increasing at a faster clip than supply.  The gap 
between conventional and organic produce has nar-
rowed a bit, but that is largely because conventional 
produce has seen its price per pound increase by 
a healthy percentage.  In 2013, the average price 
per pound California consumers paid for organic 
produce was $2.83.  In 2017, organic produce sold 
on average for $2.91 per pound.  In 2013, on av-
erage, conventional produce was priced at $1.35, 
which increased by 15 percent by 2017 to $1.55 
per pound.  The price differential between the two 
produce categories has gone from $1.48 per pound 
in 2013 to $1.36 per pound in 2017.  

The good news for organic shoppers is that 
they no longer are paying double to buy organic 
produce.  As that price gap narrows, organic pro-
duce sellers should even find more customers in 
California.

In 2017, the numbers show that of the $1.2 
billion in produce sales growth from 2013, conven-
tional produce accounted for $846 million while 

organic produce accounted for $315 million in 
growth, which is 27 percent of the growth.

A similar correlation can be made when ana-
lyzing fixed vs. random weight dollar share of total 
produce sales from 2013 to 2017.  Anything sold in 
a bag with a fixed price qualifies as a fixed-weight 
item.  Comparing 2017 with 2013, fixed weight sales 
were up 30 percent and accounted for 44 percent 
of produce department sales.  That represents a 4 
percent increase in market share.  During that same 
time period, random weight produce contributed a 
majority of produce sales at 56 percent of category 
sales, but 2017 sales were only 12 percent greater 
than 2013.  Fixed weight produce contributed 64 
percent of total dollar gains while random weight 
items contributed only 36 percent of the growth 
compared to 56 percent of sales.

On a per unit basis, fixed weight items sell 
for an average of $2.28 per pound at California 
retail operations while random weight items check 
in at $1.33 per pound.  Muro said if you are trying 
to drive produce department sales, it might be a 
good time to add more fixed weight items to the 
mix as that gap continues to grow.  In 2013, fixed 
weight items averaged $1.97 per pound, which was 
79 cents more per pound than random weight 
products.  By 2017, the gap had grown to 95 cents 
per pound as the retail price of fixed weight items 
were up 15 percent while random weight items 
were only up 13 percent.

FPFC President Carissa Mace said that while 
the data has been collected since 2011, the webinars 
analyzing specific topics are relatively new.  “The goal 
is to give the members some ideas as to how to 
use the data and make sense of its,” she said.  “The 
report is downloaded by many members each time 
and these webinars are very well received.”

This apple display in a California store is capitalizing on two retail produce trends in the Golden State: organics and fixed-weight offerings. 
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CAC Prepares for 2018 ... and Beyond
By Tim Linden
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At its grower meetings in March, the staff of 
California Avocado Commission explained to its 
grower constituency how it is preparing for both 
this year’s large crop and the crops coming down 
the road.

The future was on display as the staff took 
a deeper dive into its well-developed social media 
presence and also highlighted some of the younger 
staff members as they largely presented the infor-
mation during the three annual meetings, which are 
held over consecutive days in the three avocado 
growing regions in the state.  

CAC President Tom Bellamore said that the 
CAC staff has a very strong balance of young tal-
ent and older expertise, and noted that the com-
mission itself is going through the same transition, 
with younger board members complimenting the 
wisdom and experience of their older colleagues.   
Of course, front and center was a quick review of 
the 2017 season and a preview of the 2018 crop.  

Bellamore said that in 2017, the U.S. market 
consumed about 2.18 billion pounds of avocados.  
California had a 216 million pound crop so it ac-
counted for almost exactly 10 percent of that 
volume.  It was a down year in terms of volume for 
both California and Mexico and the result was very 
strong demand all year long.  Bellamore revealed 
that the strong demand resulted in a record farm-
gate price for California growers.  Over the course 
of the season, growers received an average return 
of $1.60 per pound for their fruit.  

The CAC president said the industry was 
also able to receive a premium for its fruit all year 
long.  The average premium for California fruit over 
the other avocados in the market was 14 percent.  
The high water mark was 25 percent, achieved at 
several different times during the season, including 
during the last month of marketing in August and 
September.

For 2018, he noted that about 2.4 billion 
pounds are expected to be sold in the United States 
with California accounting for about 16 percent 
of that volume, on a crop estimated at about 375 
million pounds..  Bellamore said it is going to be a 
crowded market with increased volume expected 
from Mexico, and Peru acting as a wild card, expect-
ing to ship its fruit wherever the market is strongest 

at any given time between the United States and 
Europe.  In the face of that volume, Bellamore ad-
mitted that it would be difficult for growers to get 
the same average per pound price they received in 
2017, but he believes a strong marketing situation 
will ensue.

Leading off the showcase of CAC’s younger 
staff was Ken Melban, vice president of industry 
affairs.  He discussed the devastating December 
fires in California.  While acknowledging the huge 
number of acres, structures and personal belongings 
consumed by fires in San Diego, Ventura and Santa 
Barbara counties, Melban said irrigated agriculture, 
including avocado trees, acted as a fire break and 
did help limit the growth of the fire.  All total, about 
5,300 acres of avocados were within the perimeter 
of the fires and about 1,350 acres were adversely 
impacted.  Melban said the end result is a crop re-
duction of about 5-7 percent.  Prior to the fires and 
the winds which spread the fires and did their own 
damage to the avocado crop, CAC had estimated 
a crop of about 400 million pounds.

CAC Industry Affairs Manager April Aymami 
presented more detailed information concerning 
the expected marketing of the 2018 crop.  She said 
the bulk of the crop is expected to be sold in the 
four-month period beginning April 1 and concluding 
at the end of July.  About 75 percent of the crop 
will be sold during that time period with monthly 
volumes approaching 75 million pounds and weekly 
volumes topping 20 million pounds during the peak 
week or two.  About 15 percent of the crop was 
marketed in the January to March time frame and 
the other 10 percent is expected to be sold during 
August, September and October.  Of course, these 
are all estimates because ultimately growers and 
the packers determine the best marketing strategy 
on a week by week basis.  

Another glimpse into the future was pre-
sented by Zac Benedict, CAC’s online marketing 
director.  While Vice President of Marketing Jan 
DeLyser noted that CAC’s traditional program will 
again be robust, she observed, along with the grow-
ers, as Benedict outlined the more modern way to 
reach avocado devotees.  

Benedict showed how CAC’s marketing pro-
grams have evolved to be more targeted and take 
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advantage of new media opportunities, specifically 
spotlighting online marketing. He highlighted online 
marketing channels such as Facebook, Twitter, Insta-
gram and Pinterest and noted that today’s younger 
consumers are inundated with opportunities as 
they travel through social media platforms.  He said 
one of the more popular platforms produces 1.3 
million pieces of new content every minute.  Users 
spend an average of eight seconds of engagement 
on a new piece of material.  “That’s less than the 

attention span of a goldfish,” he 
quipped, stating that “authenticity” of 
your content is extremely important 
to these social media users.  They 
are only spending eight seconds 
with you; they want an authentic 
approach.

Benedict said the users on all 
of the social media platforms are 
different and CAC has designed 
content specific to each platform.  
“What works on one channel may 
not work on another platform,” he 
said, as users troll these spaces for 
different reasons.  “Our content is 
unique to each platform.”

He outlined many different 
ways CAC has adapted to this en-
vironment and is using social media 
to spread its message.  Recently, the 
commission launched an “Opening 
Sharemony” promotion to piggyback 
on interest in the Winter Olympics.  

The social media posts came up with different ways 
to make guacamole in the countries around the 
world with these recipes shared online as those 
countries marched in the opening ceremonies.  The 
promotion reached thousands of people, including 
several athletes marching in the event.

Benedict also shared how CAC targets 
consumers using social media to blanket the areas 
around the stores where California avocados are 
merchandised.

Ken Melban of the California Avocado Commission shows the perimeters of the devasting 

Thomas Fire
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Del Rey Set for Strong California Crop 
By Tim Linden
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Though slowed by heavy March rains, Del 
Rey Avocado Co. Inc., Fallbrook, CA, was gearing 
up for a very strong California avocado season as 
this publication was going to press.

“It was much needed rain,” said Donny Lucy, 
from the firm’s sales desk toward the end of March, 
“but it definitely curtailed harvest.”

Lucy was talking about a series of storms 
which swept through California in March, causing 
some flooding, especially in both Ventura and San 
Luis Obispo counties where there are exposed 
hillsides because of the terrible December fires.  
But he said the rain would also help size the fruit 
and help California achieve its latest estimate, which 
predicts a California crop of about 375 million 
pounds, almost double the size of the 2017 crop.  
“During the last three weeks, we have seen at least 
two to three days of rain each week.  That’s very 
good for the fruit.”

Originally, the California crop had been esti-
mated at about 400 million pounds, but the fires, 
and the winds that fueled those fires, did do some 
damage to the tune of about 5-7 percent of the 
crop.  But Lucy said there is a good amount of fruit 
this year which will allow California fruit “to leave a 
nice footprint across the United States during the 
peak of the season.”  He acknowledged that Califor-
nia fruit will be marketed more heavily in the West 
but because of the volume there will be pockets of 
customers throughout the country.  

He did say it is a bit easier selling to retailers in 
the West as most carry multiple SKUs of avocados 
and are willing to take the fruit in several different 
sizes.  “In the Northeast, they are locked into a 48 
count. On the West Coast, retailers are willing to 
try different sizes.  Many are carrying four or more 
SKUs when you include organics.”

He said the retailers will try different sizes 
as well as bagged fruit for both their organic and 
conventional displays.  Of course, per capita con-
sumption in the western half of the United States 

far outpaces that in the Midwest or East.
One negative to the recent spate of rainy and 

cold weather was a hard freeze that hit the Central 
Coast in late February.  Del Rey markets a significant 
portion of the branded Morro Bay avocados toward 
the end of the season as that region’s fruit typically 
lasts into September and October.  Prior to the 
freeze, growers were looking at a crop substantially 
larger than last year.  “They had a good bloom and 
set and we were very excited about marketing that 
fruit this year,” Lucy said.  “Unfortunately, the freeze 
definitely resulted in some losses.  We should still 
have more fruit than last year but not as much as 
we thought.  It’s frustrating and sad for the growers 
in that area.”

For the 2018 California avocado season, Del 
Rey has also contracted with a citrus packing house 
in Ventura County to pack avocados from growers 
in that production district.  Patrick Lucy, another 
salesman for the firm, said the addition of the pack-
ing shed will allow the company to pack about 500 
additional bins of fruit per week.  This will represent 
about 30 percent of Del Rey’s volume and allow 
the company to handle this year’s crop.  With the 
increased production from California and growth in 
its grower base, Del Rey needed more capacity.  The 
Fillmore-Piru Citrus Association in Piru, CA, is the 
facility that will be handling the additional fruit.

That facility is expected to begin packing in 
early April to mirror California’s expected increase 
in production.  “California is going to continue to 
increase and it looks like Mexico’s volume is also 
increasing.  We are expecting back to back to 
back weeks with 55-60 million pounds per week 
(industry-wide).  That’s more than we had leading 
up to the Super Bowl,” Patrick Lucy said.  “But I think 
we can do it.  Last summer we sustained a market 
price in the mid-$40s range when we had 45-50 
million pounds each week.  I think we can sustain 
a price in the mid-$30s at 55-60 million pounds 
per week.”
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UFPA’s Stenzel Analyzes Politics 
& Disruption at FPFC Luncheon 
By Tim Linden
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We are living in abnormal times and disrup-
tion is everywhere.  That was the core message 
of the keynote address delivered by United Fresh 
Produce Association President & CEO Tom Sten-
zel at the FPFC Northern California luncheon on 
February 22.  Stenzel discussed disruption in the 
political and regulatory environments, as well as in 
the produce industry all along the supply chain from 
grower to consumer.   

Turning his attention first to Washington, 
D.C., where he has been involved in government 
policy for more than three decades, Stenzel said 
the current situation “is not normal.”  He, in fact, 
has seen nothing like it for the past 35 years.  While 
the Russian probe and the Twitter of the day have 
disrupted the White House, he noted that there is 
also constant turmoil in the government agencies 
that agriculture deals with on a regular basis.  “It 
is a disruptive time to make constructive public 
policy.”

For example, he said the affected agencies are 
not delivering a consistent message when it comes 
to a plethora of issues including food safety, global 
trade and the nation’s nutrition policy.  He said the 
Food and Drug Administration is swinging back 
and forth as it looks at food safety measures, and, 
in much the same way, government trade policy is 
constantly in flux.  

“We are a global industry,” he said, noting 
that 50 percent of the fruits and 35 percent of 
the vegetables consumed in the United States are 

grown outside of it.
This has created a thriving produce industry 

that is threatened when there is talk of tariffs and 
trade wars.  Stenzel said he has first-hand knowledge 
of industry investments that have not been made 
because of uncertainty over the North American 
Free Trade Agreement. His comments came before 
steel and aluminum tariffs were proposed against 
China, which led that country to announce that it 
would retaliate with tariffs on fruit and nut imports 
from the United States.

The United Fresh executive seemed to have 
the most exasperation for the efforts to dismantle 
the forward-thinking U.S. nutrition policy that has 
been developed over the past decade to include 
more fresh foods.  He said the USDA’s food 
stamp effort is an $80 billion program that is a 
driver of good nutrition and agricultural policy in 
the United States.  There are efforts to derail it.  
Stenzel discussed a program being bandied about 
by the current administration to transition food 
stamp recipients to a “harvest box” fix, which, he 
said, would be filled with canned foods.  “That’s 
not going to happen,” Stenzel challenged, indicating 
that the agricultural sectors he represents will rise 
up against it.

Discussing the industry itself, Stenzel looked at 
a number of areas where disruption is occurring or 
is on the horizon.  He sees a time when technology 
will create labor-saving devices and drought-tolerant 
varieties to help our nation’s growers produce more 



APRIL / MAY 2018 19

crops and harvest them with less labor.  He also 
sees an increase in locally-grown products with 
rooftop gardens and urban farming taking on a 
larger role.

But, Stenzel said the ultimate disruptor for 
the fresh produce industry is the consumer.  Like 
many in the room, Stenzel grew up with “Baby 
Boomers” being the top demographic group 
driving trends.  “The mass market thrived on afflu-
ence,” he said, meaning new products and services 
were designed to fill the needs of this upwardly 
mobile generation.  Advertising was the medium 
of influence and creating scale was the path taken 
by most companies.

Today the Millennial is the driver.  Their com-
munication to each other through digital media 
is the influencer and they are looking for person-
alization, not mass marketing and the efficiencies 
of scale.  “Individual choice and differentiation is 
the key,” he said.

But far from sounding an alarm, Stenzel said 
these changes are great for the produce industry 
as it is “on-trend” in so many ways.  Consumers 
are looking for “fresh, healthy and minimally-
processed” – three adjectives that define fresh 
produce.  They also want natural, sustainable, 
organic and local – all of which can be delivered 
by agricultural producers.  

For 2018, he added that the number one 
food menu trend is expected to be plant-based 
entrees, another pitch in the produce industry’s 
wheelhouse ready to be hit out of the park.

Stenzel said these leading trends can all 
mesh well with industry norms with the right 
emphasis.  For example, while local is on-trend, 
he believes what consumers want is a connec-
tion to the source.  That can be delivered even 
if the product is being grown in California and 
sold in New York.  And scale, he said, still matters 
as globalization is not going away.  He said what 
millennials really want is everything they desire 
“available anywhere anytime.”

He concluded his remarks noting that 
United Fresh is keeping up with these trends 
and developing services and products to help 
the industry. He said the group is challenging the 
Food and Drug Administration on its food safety 
rules, fighting to preserve NAFTA and battling 
to continue to give kids access to fresh produce.   
He also touted the upcoming United Fresh Show, 
which will be held in Chicago in June, as five shows 
in one covering every aspect of the fresh produce 
industry supply chain.



Northern California 
Membership Luncheon
February 22, 2018
Thank You Sponsors!

Key Sponsors
California Avocado Commission
Chilean Fresh Fruit Association 

Cool-Pak
Earthbound Farm

House Foods America
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Kelle Harris of Giumarra Companies with Menuka Shrestha and Karen Brux of Chilean Fresh 

Fruit Association

Carolyn Rivara and 

Darlene Ratto of Van 

Groningen & Sons

Steve Tsujimoto of Berkeley Bowl served as the 

master of ceremonies.

Alfonso Cano of Luckys addresses the audience
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Associate Sponsors
Apio, Inc.

Litehouse, Inc.
The Oppenheimer Group

Produce Marketing Association

Kevin Trisko of Earthbound Farm with Connie Stukenberg of California 

Avocado Commission

Tom Stenzel of United Fresh was the featured speaker
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Networking Social Hour Sponsor
Quebec Distributing Co.

Photo Sponsor
North Shore Living

Décor Sponsor
Kent’s Bromeliad Nursery

Dave Cruz and Connie Stukenberg of the California Avocado 

Commission with Jenny Lee and Daniel Bell of Grocery Outlet and 

Joe Nava and Bob Collier of Calavo Growers

Dessi Gnann, Vanessa Lawrence and Ross Bonn of Bunzl Ag Group/Cool-Pak flank Michelle Ziegler 

(second from right) of Pactiv

Bob Colcord and 

Kelly Ireland with 

Delta Trak
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Sarah Burns of Earthbound Farm, Brian Wilder of Renaissance Food Group, Ernie Peraza of House Foods 

America and Kelsey Cardamone of Renaissance Food Group

Connie Stukenberg of the California Avocado Commission with 

Doug Meyer and Susie Rea of West Pak Avocado, Inc.
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

Tommy Renda of Safeway with Jeff Kyer of InterLink 

Marketing Group, A Division of Advantage Fresh

Dan Goforth and Terence Billingsley of Mann Packing Co., Inc.

Eddie Kapper of the San 

Francisco Wholesale Produce 

Market with Dave Howald of 

the Pear Bureau Northwest

https://www.facebook.com/FPFCorg
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Zespri SunGold Continues to Impress;
Uptick in Volume Anticipated 
By Tim Linden
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Zespri SunGold, with its golden interior, 
continues to drive sales increases for the kiwifruit 
category.

The proprietary variety, marketed by New 
Zealand based Zespri International, saw a doubling 
in volume last year and is expecting another signifi-
cant increase this season.   Sarah Deaton, market 
manager – North America for the firm, said that 
the crop will be marketed in the United States from 
sometime in May through November.  “It is difficult 
to predict when it will be available because we wait 
for the fruit to get just right before we begin picking,” 
she said.  “It has to pass rigorous taste measurement 
standards before it is picked.”

She added: “We have a good indication that 
we will market some fruit (in the U.S.) by the end 
of May and it may even start before that.”  The fruit 
is shipped to the United States via ocean.

Deaton reiterated that it is all about “flavor 
and taste.”  She said SunGold has a tropical flavor, 
with a taste profile between a mango and a straw-
berry.  With significantly more volume available in 
2017 compared to previous seasons, Zespri was 
able to introduce the item to more consumers 
and Deaton said it went very well.  “Consumers 
are excited about it.  This year, we plan to continue 
the success we achieved last season.”

Besides having a great taste profile, the Zes-
pri representative said it is also a fruit with a great 
nutritional story to tell.  “It has three times more 
vitamin C than an orange and is also a great source 
of potassium and soluble fiber.  It’s great for moms 
who are looking for healthy choices for their kids.”

Zespri International is the marketing arm 

for New Zealand kiwifruit growers, as well as for 
other kiwifruit growers across the world who have 
acquired licenses to grow New Zealand varieties.  
Deaton said Zespri is continuing to expand its 
grower base in an effort to create a year-round 
supply of SunGold as well as Zespri Green Kiwi-
fruit and Zespri Organic Kiwifruit.  Currently, the 
organization has growers in more than a handful 
of countries including Italy, Greece, France, Korea 
and Japan.  In most instances, those growers are 
producing for domestic consumption but she said 
some production is making its way into the export 
market, and foreign supplies should continue to 
increase over time.  Growers in New Zealand are 
also adding additional acreage of SunGold kiwifruit.  
Deaton said Zespri Green is still popular and, in 
fact, she called Europe a “green market.” But she 
did add that SunGold has such a great taste profile 
that its popularity is growing everywhere, including 
Europe.

Zespri has a number of representatives across 
the United States working with retailers to promote 
the crop.  In California, Susan Noritake is the market 
development manager.  Based in Newport Beach, 
she is available to help retailer set up marketing pro-
grams, including in-store promotions as well as the 
placement of custom point-of-sale material.  Deaton 
said Zespri has marketing funds as well as point of 
purchase material and display units to help create 
a statement.  “We are looking for large displays to 
create visibility for consumers,” she said.

Deaton explained that SunGold kiwifruit is still 
a new item for many consumers so education is still 
a big part of the company’s merchandising strategy.  
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A large display with P-O-P material explaining that 
the interior of the kiwifruit is a beautiful gold color is 
a strong selling point.  She added that the SunGolds 
are typically packed in clamshells, which are easy to 
stack to build that highly-visible presentation.  “Our 
display units are also great for secondary displays 
in other locations in the store.”

Zespri also offers a media tool kit so retail-
ers can post information about kiwifruit on their 
websites and in their weekly ads or advertising 
circulars.

Zespri International exports premium kiwi-
fruit and is recognized as one of the world’s most 
successful horticulture marketing companies. Based 
in Mount Maunganui, New Zealand, Zespri is 100 
percent owned by current or past kiwifruit growers, 
and employs approximately 400 people in New 
Zealand, Asia, Europe, and the Americas. The Zespri 
brand is the global leader in premium quality kiwi-
fruit with 2,500 growers in New Zealand and 1,200 
growers based elsewhere. Zespri manages kiwifruit 
innovation and supply management, distribution 
management and marketing of Zespri Green, Zespri 
SunGold, and Zespri Organic.
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The Fresh Produce 
& Floral Council’s
Family Day at the Races
March 24, 2018

Day at the Races Committee 

Chairman Rick Cruz of Pavilions 

gave away door prizes

Contestants in the Ladies Hat Contest

Mihae Finnie from Del Monte Fresh Produce with a unicorn
Kelsey Cardamone from Renaissance Food Group won the $200 Nordstrom gift card in the 

Ladies Hat Contest
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Sponsors
Dole Fresh Vegetables  

Specialty Fresh
Perimeter Sales & Merchandising

Taylor Farms Retail, Inc.
Apio, Inc.

Ara Foods
Avocados from Mexico

Bard Valley Date Growers
Barnana

Beachside Produce, LLC
Brami Snacks

Consolidated West Distributing
Fresh Gourmet
Fresh Origins

Frieda’s Specialty Produce
Great West Produce Company
Green Giant/Growers Express

humm kombucha
Legacy Farms
Litehouse, Inc.

Melissa’s/World Variety Produce
North Shore Living

Odwalla/Suja/Chilled Zico
organicgirl

Pete’s Living Greens
Progressive Produce, LLC
Quebec Distributing Co.

Rebbl
Seneca Foods

Solem/Agua Frescas
SunRype

Sunset by Mastronardi West Produce
Veg-Fresh Farms

Watermelon Water
Wonderful Brands

The kids’ face painting was a big hit--so was the ice cream

Attendees from Cardenas Markets made it a family affair
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To see more photos, search #FPFCRaces18 or visit us on Facebook at facebook.com/FPFCorg

Everyone enjoyed the barbecue buffet lunch

Kent Kuwata of Smart & Final collects his winnings

Carl and Mary Ann Gunther 

from Perimeter Sales & 

Merchandising flank Perla 

Martin of Advantage Fresh

https://www.facebook.com/FPFCorg
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Door Prize Contributors
Garden Highway
Gelson’s Markets

The Kuwata Family 
Specialty Fresh

Western Mixers Produce & Nuts, Inc.

Erick Coronado from Avocados from Mexico with Maryam Nikkhah from 

Pete’s Living Greens

Tod Kanage from Consolidated West Distributing chats race strategy with John Fujii from Gelson’s 

Markets

Ryan Sanchez and 

Enrique Meza of 

Albertsons

Eddie Goiccochea from Ralphs Grocery Company and Bobby Van Ligten from Pura Vida Farms check in online
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firm .  “Fair Trade is something that we feel is our 
responsibility. By offering Fair Trade, consumers can 
be confident that the workers who produce our 
products were treated fairly along the way.”

Mango Board 
Elects New Officers 

The National Mango Board (NMB) elected 
new officers during their March board meeting in 
Portland, OR. 

Michael Warren of Central American Pro-
duce, Pompano Beach, FL, will serve as chair, and 
Joella Shiba of GM Produce Sales, Hidalgo, TX as 
vice-chair. Serving as secretary is Marsela McGrane 
of Vision Produce Company, Los Angeles, CA, and 
elected as treasurer is Chris Ciruli of Ciruli Brothers, 
Nogales, AZ. The NMB officers, together with the 
rest of the board members, will continue to uphold 
the NMB’s mission to increase consumption of fresh 
mangos in the U.S. by bringing the industry together 
and educating consumers about the flavor, nutrition 
and health of mangos.

 “I would like to thank our newly elected 
officers for their commitment to this organization 
and to the mango industry,” stated Manuel Michel, 
executive director of the NMB. “These are very 
exciting times for the mango industry, though we 
still face several challenges that will need to be ad-
dressed to continue our progress. The leadership 
and knowledge that the officers and board mem-
bers bring to the NMB is the beacon that keeps us 
moving forward.”

                                                                                 

AFM Launches 
Cinco de Mayo Promo

Avocados From Mexico (AFM), has an-
nounced the return of its Cinco Delicioso campaign.  
The retail trade promotion is designed to inspire 
shoppers and increase Avocados From Mexico 
consumption by focusing on guacamole for Cinco 
de Mayo fiestas or gatherings leading up to holiday.  
Avocados From Mexico is also partnering for the 
third year with TABASCO® Brand to amp up the fla-
vor in their guacamole for shoppers and retailers.

Cinco De Mayo drives extraordinary Mexican 
food consumption in the U.S. and avocados are an 
important food in the celebration of this holiday,” 
said Maggie Bezart-Hall, AFM’s vice president of 
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Second Avocado Ripe Center 
in China

Mission Produce, along with its par tners 
Lantao and Pagoda, recently announced an agree-
ment to build a second avocado ripening center 
in South China. The new center will complement 
the group’s first center in Shanghai, which opened 
in early 2017.

“We believe in this country and we think the 
opportunity is huge.” Said Mission Produce President 
& CEO Steve Barnard.

The newest ripe center is slated to open in 
September 2018, with the intention to further sup-
ply Pagoda’s 2,800 stores across China. The center 
will also supply ripened avocados to additional 
retail outlets throughout the region. Qidong Zhu, 
general manager for Pagoda, added, “We thank 
Mission Produce and Lantao for their support. We 
are committed to working together to make the 
project a success. After opening the first ripening 
center in Shanghai, we experienced strong demand 
from Southern China. This new center will give us 
the opportunity to supply this region.”

The partners plan to open additional avo-
cado ripening facilities across China over the next 
five years.

Freska Obtains 
Fair Trade Status

Freska Produce International, LLC, Oxnard, 
CA, recently announced that it became Fair Trade 
Certified.  Freska has certified with growers in the 
Mexican state of Oaxaca and is working on getting 
all its growers in Mexico certified this year, ac-
cording to company sources. Fair Trade is a phrase 
that means those items are produced according 
to rigorous social, environmental and economic 
standards so the consumer can make a difference 
in the lives of workers all over the world by pur-
chasing products that go through this certification. 
Now the mangos produced in Mexico from Freska 
Produce International will bear the logo of Fair Trade 
certified.  “Some of our retail partners approached 
us about helping lead our category into Fair Trade 
certification and we felt it’s about mutually beneficial 
relationships and was great timing to get this going 
for Freska,” said Jesus “Chuy” Loza, a partner in the 
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trade & promotion. “We are so excited to be part 
of shoppers’ Cinco celebrations and bring the 
festivities to our retailers with the Cinco Delicioso 
program with impactful merchandising and a variety 
of pre-shop tactics. This program will drive sales and 
encourage fans to consume Avocados From Mexico 
and TABASCO® Sauce.”

The Cinco Delicioso program is set to run 
April 2 to May 5 and will be promoted through 
an integrated marketing campaign reaching shop-
pers along their avocados purchase journey with 
vibrant co-merchandising featuring Avocados From 
Mexico and TABASCO® Sauce that will also feature 
free ripening bags. The ripening bags will include 
educational tips and recipes.  AFM is making it easy 
for retailers to promote the campaign with these 
eye-catching in-store displays and in-store radio to 
highlight the celebration and grab shoppers’ atten-
tion. Merchandising also includes in-store display 
bins and POS, custom die-cut display signs, ripening 
bags, and “papel picado,” a decorative fiesta-inspired 
banner.

In an effort to inspire shoppers to purchase 
Avocados From Mexico for their fiestas, the cam-
paign includes a robust online presence. 

Gen Zs are Discerning 
Grocery Shoppers 

Generation Z, those born 1997 to pres-
ent, has the potential to take demand for “real” 
unadulterated food to new heights, according to a 
new report from The NPD Group, a leading global 
information company.  Raised by Gen X parents, Gen 
Zs have higher consumption rates of organic foods 
and beverages than any other group, and they were 
taught at a young age the value of food in terms of 
function and nutrition and not just how it tastes. 

Aged about 20 years and younger and rep-
resenting 27 percent of the U.S. population, Gen 
Zs are assumed by many to be an extension of the 
Millennial generation, but there are differences that 
require grocers and food manufacturers to fine-tune 
their messages. Gen Zs are similar to Millennials in 
that they demand authenticity, freshness, and purity 
in the products they use, but even more than Mil-
lennials, Gen Z consumers say clean eating improves 
their quality of life and fresh foods play a large role 
in this lifestyle. This post-Millennial generation is al-
ready following through with this sentiment in their 
actions – Gen Z accounts for some of the heaviest 
use of organic and non-GMO foods, according to 
the NPD report, Make It Happen for Gen Z.

Gen Zs also differ from Millennials in their 
attitudes towards large, multi-national brands. When 
Millennials became adults and began grocery shop-
ping there was a noticeable shift in favor of smaller, 
niche, local brands. Prevailing sentiments among 
Gen Zs, however, represent a shift in this thinking. In 
many ways Gen Z consumers think of themselves as 
having a personal brand with a story and values by 
which to live. They seek brands that support their 
story, and they are willing to use them regardless 
of a brand’s size.

“Food marketers should understand that this 
generation grew up knowing that food is much more 
than sustenance; food represents culture and there-
fore is an expression of who they are,” says David 
Portalatin, NPD food Industry advisor and author 
of Eating Patterns in America. “This generation was 
raised to be real and true to themselves and they 
expect the same from their foods and beverages.”

,

”
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3rd Organic Produce Summit 
Scheduled for July 
By Tim Linden
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The third annual Organic Produce Summit 
will be held July 11 and 12 at the newly renovated 
Monterey Conference Center in Monterey, CA.  A 
retail tour and opening reception will be held on the 
first day with a trade show, six breakout sessions and 
three keynote addresses scheduled for day two.

The three keynote presentations will feature 
Ed Carolan, president of Campbell Fresh; Dan 
Buettner, a noted Journalist, author, and discoverer 
of Blue Zones, which touts plant-based diets; and 
Geoff White, president of O Organic Brand at 
Albertson’s.  Each of the speakers will deliver a 
“TedTalk” presentation that will be followed by a 
Retailer Roundtable, focused exclusively on the 
organic fresh produce industry.   Tonya Antle, co-
founder and executive vice president of the Organic 
Produce Network (OPN), will moderate the retail 
panel, which will include Ron McCormick, senior di-
rector global produce sourcing for Walmart Stores, 
Inc., and Randy Riley, director of produce of Kroger. 
These presentations will commence late morning 
following the lineup of breakout sessions.

The quit-hitting breakout sessions will each 
last 50 minutes, with two groups of three concurrent 
sessions.  The first group, held from 9:00 a.m. to 9:50, 
will look at organic sales trends, media coverage of 
the organic sector and the organic produce supply 
chain.  Those sessions are titled: “Deep Dive - A look 

at Organic Sales & Trends with Nielsen & The Hart-
man Group”; “Organics and Media - New Landscape 
of Information”; and “The Organic Supply Chain 
I - Opportunities and Challenges”.  

The next group will take a look at another 
aspect of the supply chain, discuss e-commerce and 
its use of organic produce, and finally examine using 
products from the sector as an ingredient in value-
added and processed products.  These sessions are 
titled: “The Organic Supply Chain II - Opportunities 
and Challenges”; “E-Grocery and the Future of Or-
ganic Fresh Produce at Retail”; and “Organic Fresh 
Produce as an Ingredient”.

Additionally, the OPS will features a sold-out 
exhibition that will showcase 130 of North Amer-
ica’s organic fresh produce growers, shippers and 
processors exhibiting their products to more than 
200 retailers and buyers. Field tours at several of the 
nation’s leading organic producers are also available 
for qualified retailers and wholesalers at OPS.

The move to the Monterey Convention 
Center this year gives the OPS additional space for 
both exhibitors and registrants.  The first two years 
of the show were held at a smaller venue as the 
convention center was being remodeled.  While the 
trade show has achieved “sold-out” status, there is 
still room available for attendees, according to the 
organizers of the event.





http://www.specialtyfresh.com



