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EDITOR’S VIEW
By Tim Linden

My Favorite Words
(Editor’s Note: I stole this column idea from Nick Hoppe, a San Francisco
Chronicle columnist who wrote a similar story a month ago. Some might
remember his father, Art Hoppe, who was a columnist for the same publication
for 40 years beginning in the 1950s.)

W

ords do matter
and we all have our
favorites. When
I look back at my
writing for the produce industry
over these many years, I realize I
have some favorites that I didn’t
even know I had. So here are my
top 10 words.
REALLY – This leads off my
list as it is my most embarrassing
favorite. I am sorry that I have
put this word in the mouths of
many people who have never said
it. When I am editing my copy, I
notice that the word ends up in lots
of quotes, such as “It’s going to be
a really hot summer.” Or: “The
market is really tight and I really
think it is going to be a really good
year.” Nobody says really as often
as I say they do. I look at my notes
when I am transcribing a quote and
the word is not there but it makes
it in the quote. I’m not sure how it
happens but forgive me if I have had
that word come out of your mouth
unwittingly.
DEMAND EXCEEDS
SUPPLY – This phrase, and its
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counterpart, have made it into
virtually every crop report story
I have ever written. I learned the
concept of the supply-demand
curve in Economics 101, but I lived a
college life where it had no tangible
meaning. The cost of beer did not
ﬂuctuate in relation to the demand.
In fact, it cost no more on Friday at
5 p.m. than it did on Wednesday,
yet clearly the demand was greater
on Friday. Then I wrote my very
ﬁrst produce industry story about
Wisconsin potatoes. My source explained the concept in relationship
to his upcoming potato season. I
was fascinated that it really worked
the way the textbook said it would,
and I work hard to get it in every
crop report story. It says so much
in three little words.
PLETHORA – It’s a nice word
and I feel smart every time I write
it. I really do.
FORTE – I’m not able to use
this word as much as I want to as
it doesn’t roll off the tongue very
easily because most people mispronounce it. Very early in my
career, I had an editor correct my

pronunciation telling me the word
was FORT not FOR-TAY. I looked
it up, she was right and I went about
using the word as often as I could
verbally just to let people know how
smart I was. I was annoying. That
got old. And I don’t use it as much
any more…but I still like the word.
IRONIC - This word is not
mispronounced but it is misused.
Irony is not a coincidence. It is
something that on its face shouldn’t
be true but is. The class ironic
statement is “I can’t see the forest
through the trees.” That’s irony. I
love the word because the entire
concept of the fresh produce industry is ironic. The price for most
commodities tends to be the highest when they are in short supply
because of some weather problems
and the quality is questionable.
When supplies are great and quality
is top notch, the item often sells
below cost. That’s irony in action.
In the rest of the world, the better
the quality the higher the price.
MARKET DECAY – That’s
another phrase I had explained to
me in my early years of produce industry writing by a disgruntled shipper. I was in his Salinas office when
he told me he had a load kicked
over (rejected) on an East Coast
terminal market. “There is nothing

wrong with the lettuce,” he said,
“except market decay.” And then
he explained market decay is when
the market price is declining so the
buyer claims the product is bad to
get a price adjustment. I used that
word quite a bit early on until I realized it was and is an argumentative
description at best. Journalistically,
it’s biased.
GREAT – It’s not an exciting
word but it is the descriptor used
most often when growers talk about
their crops. Like children, no one
has an ugly commodity. “How is
the quality this season,” I always
ask. “Great. It couldn’t be better.
Best I’ve ever seen.”
DROUGHT – I have always
liked this word. Number one, it
doesn’t look like it sounds. I have
an affinity for words like that. See
forte above. I have written about
it many, many times in my career.
It has to be one of the top 10 story
subjects of my time. Also it is only
one letter away from draught as in
draught beer. And I always liked

the word draught as in draught
beer because it was a great counterpart to draft as in the Vietnam
draft, something I was very fearful of in college. Luckily by the
time I graduated from college, the
draft was over and the only time I
had to worry about draught was in
“draught or bottle.”
PACA TRUST – Again this
phrase has so much meaning packed
in to it. I can’t see this combination
without thinking back to the 1980s
when it was passed as a protection
for the supplier community against
buyer bankruptcy. For a solid year,
I wrote about the concept and I
have written dozens and dozens of
stories since. I have probably written more PACA Trust stories than
drought stories. But the real reason
it makes my top 10 is because of
a New Year’s Eve party I was at a
while back. There were two lawyers
there from Prudential who had
just become acquainted with the
PACA Trust because Prudential was
a major lender for Bashas, which

had ﬁled for bankruptcy protection.
These two lawyers had just discovered that their company’s secure
loan was not ﬁrst in line when it
came to being paid back. When
they found out I was in the produce
industry, they spent the evening
complaining about the law to me. I
have become good friends with one
of them and he complains about it
every chance he can. That always
brings a smile to my face.
CALIFORNIA – This is the
only word on my list that was
also on Nick Hoppe’s list. In the
produce industry California has
such special meaning. It is home
to half the fruits and vegetables
in the domestic food supply and it
has been my writing home for all
but one year of my career. It has
appeared in many of my stories and
as an adjective it does have a special
meaning. From politics to food, it
means something when you use the
state name. I love California and I
love being a Californian.
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Executive Notes
By Carissa Mace

Apprentice Program
Thrives

W

hen we ﬁrst began
the FPFC Apprentice
Program, the FPFC
staff and the Apprentice Committee were unsure about the interest
and engagement we would get from
our membership. That ﬁrst year,
we were delighted with the caliber
of applicants and the enthusiasm of
the participants.
Word got around in the subsequent years and we saw more and
more applicants each year. Because
the apprentices tell us that a lot
of what they learn in the program
is garnered from one another,
the committee made changes to
increase the diversity of the class
makeup. Two years ago, the committee eliminated the experience
limit (we were previously not allowing applicants with more than seven
years of experience) and began
encouraging member companies to
send applicants from outside traditional sales and marketing roles.
These efforts resulted in a much
more diverse pool of applicants,
meaning there would be even more
for apprentices to learn from each
other.
As the program has grown, we
ﬁnd that the most ardent advo-

6 / April / May 2019

cates for the effort are the former
apprentices. While supervisors and
peers report the changes they see
in particpants over the course of
the program, it is the apprentices
themselves who recognize the
most change. They report not only
increased knowledge and understanding, but overwhelmingly cite
a big conﬁdence boost as the major
takeaway of the FPFC Apprentice
Program.
More to the point, the FPFC
Apprentice Program is working. The
intent of the program was to help
develop leaders that have the tools
to take up the reins of their companies and the industry. Many past
apprentices are growing in their
careers and are becoming increasingly involved in FPFC leadership.
Several have joined committees,
and in January, our ﬁrst former
apprentice joined the FPFC Board
of Directors: Lynnie Nojadera from
Quebec Distributing Company.
The problem with all of this
interest and enthusiasm is that it
has made it challenging to choose
12 participants from an increasingly large pool of very qualiﬁed
candidates. We have a process,
and it works, but it is never easy to

tell someone who would be a great
apprentice, “not this year.” We
encourage every applicant we have
to tell “no” to reapply. We want
to see their growth and give them
another look.
Without further ado, it gives me
great pleasure to share the participants in the 2019 FPFC Apprentice Class:
Julie Boland, Bonduelle Fresh
Americas
Destiny Dulaney, Sunkist
Growers, Inc.
Jeffrey Fish, Western Mixers
Produce & Nuts, Inc.
Jessica Garcia, Veg Fresh Farms
Briana Giampaoli, Live Oak
Farms
Denise Gonzalez, Charlie’s
Produce
Esmeralda Mejia, Westlake
Produce Company
Jose Morales, Progressive Produce, LLC
Amanda Nojadera, Quebec
Distributing Co.
Lizbeth Reyes, Naturipe Farms
Thomas Rossi, Fresh Concepts
Kevin Trisko, Earthbound Farm
We look forward to another
great year of building our industry’s
future leaders.

Council News
THE FPFC WELCOMES
THE FOLLOWING NEW MEMBERS

UPCOMING FPFC EVENTS

Brian Douglas
Corona College Heights

May 1
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

Julio Manshadi
Moonland Produce

June 19
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

Patty Knoll
PK Packaging Solutions

July 16
THE FPFC EXPO
Disneyland Hotel, Anaheim, CA

Bill Purewal
PureFresh Sales Inc

August 7
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

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.

FPFC OFFICE
2400 E. Katella Avenue, Suite 330
Anaheim, CA 92806
tGBY
8FCTJUFXXXGQGDPSH

August 21
FPFC GOLF TOURNAMENT
Tustin Ranch Golf Club, Tustin, CA
September 14
FPFC BOWLING TOURNAMENT
BowlMor Lanes Orange County, Tustin, CA
September 25
FPFC MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA
October 2
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

EDITORIAL OFFICE

December 4
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

ADVERTISING OFFICE

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

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

Dana Davis
302-750-4662
dana@fpfc.org
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CONSISTENCY OF MISSION GUIDES GENERAL
PRODUCE THROUGH THREE GENERATIONS
By Tim Linden

I

n 1933, Chan Tai Oy founded General
Produce & Fish Company in basically the
same Sacramento community in which it
operates today. It only took a few years
to drop the fish portion of the business and
concentrate as a wholesaler of fresh produce
to grocery. Eighty-six years later, the same
family, the same fresh produce and even the
same type of customers form the firm’s core
business.

Sure, there have been changes in the marketplace that required adaptation by the
company but it still is the quintessential
middleman that makes sure the freshest produce is served by retailers and foodservice
establishments in the greater Sacramento
area and beyond.
The company’s founder immigrated to the
United States from China in 1905 and soon
worked for a purveyor of produce and fish
called Tong Sun Company. Grandson Tom
Chan, who now runs General Produce with
his cousin Dan Chan, noted that in those
early years fish was an important item for
the significant number of Catholics in the
region, who at the very least served it to
their families every Friday. That fact created strong demand and an excellent reason
to have fish as part of your portfolio of
products.
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Dan added that through “hard work and
smarts” his grandfather rose through the
ranks and succeeded even as the company
eventually failed. It was 1933 that the elder
Chan founded General Produce along with
his three sons and a nephew: Eddie, Dan,
and Tom, and nephew, Davis Sun. The
next four decades resulted in evolutionary growth and the passing of the baton
from the founder to the second generation.
Those years also provided the foundation
and the philosophy that still guides the company today.
For example, when leadership passed to the
four members of the second generation,
Dan said they all agreed that regardless of
their individual title or job responsibilities,
each of the four partners would receive the
same pay and have an equal say in any decision making. Today, Tom and Dan follow
that same set of principles.
It was in the 1950s that the second
generation started to take control, but
it wasn’t until 1971, at the age of 85,
that Chan Tai Oy passed on. Around
that same time, Tom and Dan were
entering college (Tom is one year
older than Dan) and both were

considering what to study and what path
to take. Neither of the two men’s father
provided any pressure at all to go into the
family business. “Dad never said a word
about it,” Tom recalls.
Dan said that throughout the years, including their college years, both members of
this third generation would have summer
jobs at the warehouse but they were not yet
asked to express their intentions about getting into the family business. Both went to
the University of California at Berkeley and
followed their own paths. After graduating,
Tom moved to Asia for a year and
then came back

and worked in San Francisco as he had a
desire to “live and work in a big city and
learn about people.” Dan was numbers
oriented and gravitated toward accounting, achieving a CPA along the way. He
also worked in the Bay Area. Both were in
the corporate world, wearing coats and ties
and enjoying being part of the upwardly
mobile yuppie class. They were also both
developing specific and different skill sets
that would serve them well when they
came back to General Produce, but that
was not a scheme they planned.
Though they recall no major pressure to
join the company, as the only two sons of
the four second-generation partners, Tom
and Dan did think about it and
talk about it. In
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fact, they remember one instance at a Berkeley
eatery in 1978 where they made the commitment to each other to become the third generation of Chans to run the family business.
Dan moved back to Sacramento and started
fulltime in January of 1979; Tom followed him
back six months later. “We came back and did
manual labor,” Dan said. Tom recalls some of
his San Francisco friends and colleagues that

1930s Eddie Chan

Site of the 16th Street Market (Sacramento Produce Terminal) which was General Produce Co.’s home for 51 years before
moving to their current location at North B Street.

were still on the corporate track
questioning his sanity for stacking boxes and sorting fruit.
Very gradually and over a decade or so, the two cousins took
control of the company as the
second generation aged out and
became unable to run the firm for

one reason or another. However,
it wasn’t as easy as it sounds.
General Produce had operated
quite successfully for about 50
years. Besides the four partners,
there was a cadre of managers
who were set in their ways and
had their own methods of accomplishing tasks. They weren’t
necessarily sold on a couple of
young guys taking over.
Dan, who is the numbers guy,
said it didn’t take him and his
cousin very long to realize they
couldn’t run the business in the
same way that it had been run
previously. It lacked a formalized organization, which both
men were used to in the business
world. But Dan still admired how

1949 Chan Tai Oy

Chan Tai Oy (second from the left) in front of the Tong Sung Co. in 1910. Others (left to right) are Look Chong, Leong Jaing Lee,
and Chan Sik Lee
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The founder, his partners and family in 1949. (Standing left to right) Kitty & Dan Chan, Davis Sun, Eddie & Mae Chan, and their sister Marjorie. (Sitting left to right) Lin & Chan Tai Oy, Tom & Mae Chan
with daughter Mavis.

the company was run. Tom’s
dad was the managing partner
and was the numbers guy for the
previous generation. While Dan
was a certified public accountant
and Tom Sr. was not, Dan was
amazed at the information his predecessor had in his head if not on
paper. He said that Tom Sr., even
without the formal education,
had a great understanding of the
numbers and what they meant.
Tom Jr. was equally complimentary of the second generation’s feel
for the business. “Our Dads had
their fingers on the pulse.”
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Nonetheless, a gradual transition ensued. Dan remarked that
outside observers have said “our
generational transition was the
smoothest they’ve seen.” He
believes the fact that it occurred
over many years was key to its
success.
Tom and Dan did follow the
lead of the second generation
and created a completely equal
partnership. Tom is the CEO
and Dan is the president and all
major decisions are made jointly.
They do have six silent family
member partners (siblings and

cousins) from their generation,
but they are truly silent. The two
principles admit that sometimes
they have to hash out decisions
behind closed doors, but when
they emerge from that room they
speak with one voice. Both men
said they have a great working
relationship and indicated that
the fact they are cousins rather
than brothers – as many people
think – probably plays a role in
that. They jointly recall advice
they received from their dads
upon taking the reins of the firm.
“You have to stand together,” they
echoed.

While they are partners, they also
each have their own area of expertise. Dan is the administrative
guy in charge of operations, including finance and legal matters.
Tom is the sales guy in charge of
marketing and business development. They say those roles developed naturally over time as each
man matriculated toward what he
was good at.

The export business started in
the late 1980s when the firm was
given the opportunity to provide
fresh produce to fill up the other
half of a freight container headed
to Guam with fresh eggs. “For
the last 30 years, we have been increasing our export business but
that initial customer in Guam is
still our largest export customer,”
Tom said.

While in many respects General
Produce looks, to the outside
observer, very similar to the firm
founded by their grandfather
more than 85 years ago, the cousins have put their mark on the
business…and have changed it

The warehouse yard is loaded
with ocean containers ready to be
filled and trucked to the Oakland
port for shipments to Pacific
Islands, such as Guam and Tahiti,
and Asian ports on the other side
of the pond. The customers are
mostly retailers.

When Tom came aboard and
started selling the firm’s services
to potential customers, the retail
segment was very much developed. Dan says that in 1979,
about 90 percent of General
Produce’s business involved being
a wholesaler for the many independent retailers that surrounded
Sacramento and were easily
reachable by the company’s truck
fleet. “It was Tom who developed
our foodservice business,” Dan
says.
Tom said General Produce did
have foodservice customers at
the time – including Frank Fat’s,
a Sacramento mainstay that has
been buying from the wholesaler
since 1939 – but retail dominated
the business. Tom’s sales effort
were successful and it has allowed
General Produce to continue to
thrive as the retail business has
consolidated and shrunk. Today,
Dan says foodservice accounts for
about 50 percent of their sales,
with retail delivering 25 percent,
export 15 percent, and trade
among other wholesalers the final
10 percent.
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General Produce’s geographic
footprint has also expanded
domestically. It serves clients
throughout Northern California
stretching north into southern
Oregon and east into Nevada. It
goes as far south as Monterey on
the California coast and Visalia
in the Central Valley. Some
customers get as many as six
deliveries a week while others are
weekly buyers. They also have a
few customers in Idaho, which are
serviced by independent truckers.
Dan did not hesitate when asked
to describe the perfect customer:
“The ideal customer is a profitable
one who buys a full truckload and
pays the bill quickly.”
Over the years, General Produce has had satellite operations
throughout Northern California
but today it operates with the
Sacramento facility being its main
hub, and another office and warehouse in Mount Shasta, about 200
miles to the north. That facility
handles deliveries and sales for
the top part of California as well

as Southern Oregon.
It is the cost of delivery that appears to keep the principles up at
night. In recent years, they have
had to institute a minimum delivery size and work out pick-up
arrangements for the very small
customers. Dan says multiple
drops are difficult to pencil out.
They remain a produce wholesaler with that category accounting
for about 90 percent of their business. Their website succinctly
describes the firm’s value proposition: “We drive our customers’
sales and profitability through
expertise in product handling and
application, merchandising, ads
and promotions, category management, detailed data reporting,
menu planning and cost control.”
With both men in their 60s, they
admit that having a discussion
with their kids about the fourth
generation’s involvement in the
business needs to take place at
some point. Both Tom and Dan
have two kids either making their
way through college or out in the
business world. Just as their dads
did not pressure them to go into
the business, they are taking a
wait and see approach with their
own offspring. Neither are ready
to talk retirement yet.
In the meantime, they believe
they have a great management
system in place with the two
partners on top, followed by a
handful of senior executives and
a competent staff of managers
below them. General Produce
employs more than 200 people
and sales are somewhere north of
$100 million annually.

Avocado Shoppers Are a Diverse Group

A

bers across all eight geographic
regions, the demographic makeup of these households varies
by region, as do their avocado
purchasing habits.

While avocado-purchasing households are found in large num-

This new study, based on household purchase data from the IRI
Consumer Network, details “who”
is purchasing avocados in each region. These regional demographic
profiles are based on the following
variables:

vocados are one of the
largest categories in fresh
produce, with $2.3 billion
in annual retail sales. A
new study published by the Hass
Avocado Board (HAB) - Avocado
Shopper Insights: Regional Demographics and Purchase Trends
- shows that avocado-purchasing
households are a diverse group.

• Household size (number of
people in the household)
• Presence of children in the
household
• Marital status of head of
household
• Hispanic vs. non-Hispanic
identity of head of house
hold
• Race of head of household
• Age of head of household
• Household income

The Hass Avocado Board’s Avocado Shopper Insights: Regional Demographics and Purchase
Trends - shows that avocado-purchasing households are a diverse group.

“Not all avocado shoppers are the
same,” said Emiliano Escobedo.
“These demographic and purchase insights help us see how the
avocado shoppers in one part of
the country differ from avocado
shoppers in other parts of the
country. This can help us spot
and better understand growth
opportunities in various regions
and across various demographic
groups.”
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For example, the study shows
that the majority of avocado-purchasing households do not have
children. Avocado-purchasing
households without children comprise 64 percent at the national
level and show little variability
across the individual regions. In
contrast, the share of Hispanic
avocado-purchasing households
varies significantly by region,
with the highest concentrations

in California (30.2%) and South
Central (27.1%), and the lowest
in Great Lakes (8.3%), Midsouth
(8.6%) and Plains (4.9%). In like
manner, the study examines each
demographic variable within each
region and indexes each region’s
share to the Total U.S. share. This
index enables HAB to identify
meaningful demographic differences between the regional and
national profiles and can be useful

for marketers seeking to tailor
communications to particular
regions or shopper segments.
The study also details “how”
avocado shoppers are purchasing
the category in each region. The
regional purchase trend profiles
are based on the following purchase metrics:
• Household penetration rate
(percentage of households
purchasing avocados)
• Buying rate: average annual
avocados spend per avocadopurchasing household
• Average number of trips per
avocado-purchasing household
• Average avocado dollar
spend per trip

The study shows that just over
half (51%) of Total U.S. households purchase avocados, but this
penetration rate varies by region.
For example, California (69%),
West (66%) and South Central
(61%) have the top three regional
penetration rates, well above the
national average, while the other
five regions fall below the national average. These same three
regions also lead in buying rate:
California holds the top spot, with
an average annual avocado spend
per household of $30. Plains is
currently at the other end of the
regional spectrum at $16 per
household.

chases by demographic segment.
Taken together, the demographic
and purchase profiles, regional
comparisons and purchase trends
by region provide sellers and
marketers with a comprehensive
set of facts and insights to inform
and support avocado category
growth strategies.
To learn more about the regional
purchase trends and demographics of avocado shoppers, visit
https://www.hassavocadoboard.
com/retail/market-basket-shopper-trends.

The study also includes regionby-region figures on avocado pur-
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Targeted Marketing Effort Slated for
This Year’s California Avocado Crop
By Tim Linden

W

ith an expected crop
size in the 175 million
pound range, this year’s
California avocado production will almost certainly be
sold in a tighter window and in a
narrower geographic range, with
the majority of the fruit remaining in the Golden State. As of
mid-March, very little California
fruit had been shipped, with rainy
weather and market conditions
contributing to a delayed harvest
ramp up. Shippers of the fruit are
expecting that most of production will be sold in the April
through mid-July time frame,
with some fruit availability but
volume tapering off as we get
further into summer.
As such, the California Avocado
Commission (CAC) is launching its advertising effort in April
using very targeted media to
reach “Premium Californians” and
“Super Avocado Users” in California. “Premium Californians” are
a specialized group of consumers
with specific core beliefs. They
are environmentally conscious,
pay more for high-quality items
and seek out name-brand foods
versus generic. “Super Avocado
Users” are the 25 percent of
shoppers who buy the most avocados, accounting for 75 percent
of avocado sales.
CAC Vice President Marketing Jan DeLyser said this year’s
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targeted marketing approach
has been building over the past
several years. “The California
Avocado Commission has been
transitioning its media spend
from traditional to new media
over the past six years,” she said.
“The efficiencies and effectiveness
could not be better timed as the
California avocado market share
has been reduced in the growing
avocado category with increasing
import volumes and is especially
important with this year’s crop.”

our customers as well.”

She added that CAC’s marketing
programs, both consumer and
trade, are designed to ensure that
California avocados remain relevant to the target audience in an
increasingly competitive marketplace. “The approach has expanded the merchandising reach from
retail and foodservice produce
decision makers to also include
their marketing and social media
departments,” DeLyser said.
“The power of connecting
the California avocado
fans and followers with
those of our key retail and foodservice
accounts’ audiences exponentially increases
the value of
the CAC
marketing
investment
benefits to

The advertising creative will
continue CAC’s Made of California campaign and includes
targeted digital advertising
and custom content
with partners
such as

California avocado advertising
support will kick off in April
and continue through the July
4th holiday to support anticipated
peak California avocado supply.
Merchandising programs with
participating retailers, as well
as foodservice programs, will be
used before, during and after the
major media advertising to ensure
marketing support throughout
the season.

Tastemade, Tasty, Bustle and
Hello Society. Content is delivered to the target consumers as
they engage with digital media, so
it varies by consumer. Each media
vehicle has different requirements
for the ads and videos they run,
so there are literally dozens of
ads designed for the campaign. In
addition, the commission developed a series of grower videos
that showcase the care that goes
into growing California avocados.
These videos will be shown on
CaliforniaAvocado.com and in
streaming video channels such as
Hulu and YouTube, reminding
targeted consumers to look for
California avocados in season.
California avocado audio advertising has replaced traditional radio,
reaching targeted consumers
when they are actively listening.
CAC also will use billboard advertising in high traffic locations

in California, with most at street
level for consumers to engage
with by taking selfies.
California avocado ads also will be
served to consumers who are in
or near a supermarket or a restaurant that is carrying the fruit and
who have their location service
turned on their mobile phones.
This geo-targeted marketing is
another example of how CAC’s
marketing campaign will reach
the right consumers in the right
place at the right time, informing
them of the availability of California avocados and encouraging
purchase throughout the season.
DeLyser said it is also critical that
CAC aligns its marketing efforts
with the harvesting and sales
efforts being deployed by growers and shippers. She said in a
light volume year like 2019, such
alignment is critical to ensure
an orderly flow of California
avocados. encourage
optimal market
conditions,
maintain
customer re-

lations and maximize the harvest
window and grower returns.
This year’s crop may present challenges, but it should
also bring opportunities a year
down the road. The avocado is
an alternate-year bearing crop.
Light crop years are typically followed by heavier years. And the
significant rainfall that California
avocado growing regions have
experienced so far this rain season
should bode very well for next
year’s crop. The rain helps build
healthier trees, which should
already be primed for carrying
a larger crop. Of course, growers say the rain has also had a
positive effect on this year’s crop.
Healthy trees are also able to hold
the fruit on them for a longer
period of time. That means that
while most of the crop will be
picked, packed and shipped by
mid-summer, some growers will
no doubt take advantage of that
fact and still have some California
avocados to sell late in the summer.
And finally, the rain could actually
grow this year’s crop. Though it
is not expected to have a huge impact, total pounds could increase
by several percent as the fruit
grows larger than expected.
All these factors will be interesting to watch as the season
progresses and once again
proves the rule that DeLyser
often mentions: “No two
seasons are ever
alike.”
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Plant-Based Foods
Gaining Ground in
Produce Department
By Tim Linden

T

he plant-based food movement is gaining traction,
evident by both menu
additions at all levels along
the foodservice spectrum and
by increased display space at the
supermarket. While plant-based
foods – often labeled as meat or
cheese alternatives – can be found
in various sections within the
store, they seem to have a toehold
in the produce department.
Of course, one can argue that virtually all products in the produce
department are plant based, but
for this discussion the concept
refers to manufactured foods that
are plant-based and often used as
a meat or dairy substitute.
Robert Schueller of Melissa’s
Produce, Los Angeles, said his
company’s line of meat substitutes get produce department billing about half the time. Melissa’s
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several soy-based products (Soyrizo, SoyTaco and SoyGround)
first came into the market many
years ago and Schueller said
the category continues to grow.
Melissa’s also sells other items,
such as steamed beets and cooked
quinoa, in the same produce
department section that sells the
meatless alternatives. Schueller called both of these products
protein alternatives.
The Plant Based Foods Association says the category has seen a
20 percent increase in dollar sales
in the last year and represents a
$3.3 billion category. The category itself is a bit undefined. The
Plant Based Foods Association is
concentrating on products that
are dairy and meat alternatives,
such as items produced by The
Tofurkey Company, one of the
pioneers in this category. Cindy
See, Western Region sales manager for the firm and a regular at
FPFC events, said often retailers
call that section their “Healthy,
Asian, Meat Alternative” category. Tofu has been sold in the
produce department for decades
and is typically where these other
items are merchandised.
Good Foods Group defines its
plant-based foods as being “produce forward and exclude preservatives, artificial ingredients
and refined ingredients like added
sugars and white flour.”
See said produce departments
are doubling the space allotted to
the sector with many going from
four feet of refrigerated space to
eight-feet in width. She said her
company’s lineup continues to
grow with a group of products
that offer alternatives to meaty
sausages, chicken and ground
beef as well as the company’s
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signature turkey alternative.
Myisha Nathaniel, a buyer for Raley’s Supermarkets and a recent
graduate of the FPFC Apprentice
program, is in charge of procurement for the plant-based section
of that supermarket chain. In
fact, she has been dealing in the
category for 10 years – five years
with a data research firm in the
natural foods category and for the
past five years with Raley’s. She
said retailers define the category
in many different ways but at
Raley’s, the cheese and meat
alternatives are integrated into
the natural foods section, which
includes items such as tofu.
She admitted that the section is a
bit of a hybrid with some items
not quite fitting and actually being offensive to the true vegetarian or vegan. For example, she
said Fakin’ Bacon rubs many
purists the wrong way.
Nathaniel said there is no secret
as to why all these various companies are producing items and
looking for produce department
placement. “I could sell motor oil
in our produce department,” she
joked. “Everyone wants to be in
the produce department. That is
always their pitch.”
The Raley’s buyer grew up a
vegetarian so she has an affinity
for that lifestyle though now she
identifies as a flexitarian. And she
said it is flexitarians and consumers who are just trying to be
healthier (adding a meatless Monday for example) that seem to be
driving sales in the category. She
said that because of these cross
over customers, Raley’s is experiencing healthy growth in the category, upwards of 30 percent year
over year sales. But she quickly

added that the increases are off
a very small base. For the most
part, Raley’s is sticking with four
feet of display space, though she
said some stores are in particular
areas where eight feet might be
warranted.
Nathaniel said this section appeals
to two types of customers: the socalled flexitarian and the die-hard
natural foods devotee. The diehards are “a premium customer,
passionate about natural foods.”
For them, the retail price is not
important; they will pay whatever
they need to because they are not
going to buy the alternative. The
flexitarian is a different matter.
Nathaniel said the price point has
to be low enough so that they will
give it a try. “For the flexitarian,
the prices has to be right.”
Often, she added, the manufacturers of these products are small
companies that don’t have deep
pockets. They can’t just lower
the price to find customers like a
large consumer packaged goods
company can do.
But like any section in the store,
it is judged on a sales per square
foot basis, and Nathaniel has to do
a balancing act to make sure the
department is pulling its weight.
She does agree that plant-based
foods are becoming more and
more popular and she expects
the category to continue to grow.
While, the growth is being fueled
by the healthy eating movement,
Nathaniel has first-hand experience to state that it is also being
driven by improved taste and
presentation. “Every year another brand comes out with a new
product and let me tell you that
these foods taste so much better
than the vegetarian options my
mother used to feed us.”

The FPFC Expo to Emphasize
Togetherness

TII

he Expo, which will be
held by the Fresh Produce & Floral Council on
July 16 at the Disneyland
Hotel, has undergone some significant changes this year to bring
a higher value experience to both
exhibitors and attendees.
“The biggest change,” said FPFC
President Carissa Mace, “is that
we have brought the Northern
California and Southern California shows together. We are
emphasizing togetherness and the
fact that our show attracts retailers from all over the West. Many
of our exhibitors and attendees
were at both shows so it just
made sense to have one show.”
Kori Martin, senior sales representative for The Oppenheimer
Group and the chair for the 2019
FPFC Expo Committee, said the
Council experimented in 2018
with an extra event held the night
before the show within Disney’s
California Adventure theme park.
“That Monday night event last
year was a test run and people
loved it.” She said the networking
possibilities generated by having
two events within one expo allow
both exhibitors and attendees
to get the same advantages that
came with two expos in a shorter
time frame.
Andrew Bivens, who is the FPFC
chairman of the board as well as
an executive for Westlake Produce Company, articulated the
value in another fashion. “For
the same spend, exhibitors and
sponsors will be able to get more
exposure for their brand and
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By Tim Linden

interact with their customers in a
very friendly setting. That is how
we looked at it from the board’s
perspective, and that is also how
we at Westlake are looking at it
from a company perspective. We
are going to have the same spend
we had for the two shows and we
are going to increase our brand
exposure.”
The reconfiguration of the two
shows into one event is also
being accompanied by a different approach to sponsorships.
Martin said that while there still
are some ala carte opportunities
for long standing sponsors (the
lanyards for example), this year
the FPFC is transitioning to a
tiered approach. She said there
are different levels of sponsorship
for exhibitors that will allow for
increased brand exposure. The
levels are: Platinum, Gold and
Silver. For example, those companies at the highest level will
receive additional brand exposure
opportunities, such as:
• Logo in a light display at
Expo’s Opening Night
Adventure
• Logo on the social media
photo backdrop at Expo’s
Opening Night Adventure
and at Expo
• Logo on either the bar cups
or bar napkins at Expo’s
Opening Night Adventure
• Logo on attendee bag
• Logo on a slide at Expo’s
Keynote Awards Breakfast
Signage at Expo
• Logo included in slideshow
shown on screens above the
stage on The Expo floor

• Logo included with all Gold
Premium Sponsors in full
page ad acknowledgement in
Fresh Digest
• Logo on invitations sent
exclusively to retailers
• Logo on email promotions
• Logo on Expo page at FPFC.
org
• Four-color logo in Expo
program
• Four tickets (in addition to
booth tickets) to Expo’s
Opening Night Adventure
Martin said the different sponsorships levels are built in as part of
the cost of the booth rather than
an additional expense. Consequently, she said for just a little
bit more of a contribution, a firm
can exponentially increase its
brand exposure.
Bivens said another important
change in this year’s Expo is the
floor design. “We have changed
the layout to have better traffic
flow. We want the attendees to
pass by every booth throughout
the hall.”
Martin added that there will be a
separate floral pavilion on one end
of the floor to allow attendees
that are specifically interested in
floral to concentrate their efforts
in one location. “We have also
been able to sharpen the booth
price a bit in that section by decreasing the size of the booths a
little bit,” Martin said.
Floral exhibitors will have the opportunity to buy booths that are 8
feet by 10 feet.

Junqueiro Touts
the “Power of Produce”
By Tim Linden

L

ongtime retailer Steven Junqueiro, who spent 44 years
with The Save Mart Companies rising to the level of
president, spoke of the “power of
produce” as the keynote speaker at
the February Northern California
luncheon meeting of the Fresh
Produce & Floral Council.
He started with the firm as a produce clerk in 1974 and took the
relatively rare route of climbing
to the executive suite through the
produce category so he knows of
which he speaks. “We are in an
era of differentiation and produce is the differentiator,” he said
of the retail sector. “Everyone
knows how important produce
is to the business and so it is our
chance to harness the power of
produce.”
He relayed that the produce
department is the number one
way grocers try to differentiate themselves and it is also the
number one department in terms
of driving business. Junqueiro
expects this situation to continue
as he said fresh produce melds
well with other trends such as the
focus on many different healthy
diets. “Food retailers of all forms
will continue to use produce as a
differentiator,” he reiterated, noting that 80 percent of shoppers
say produce is why they choose a
particular location to shop.
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At the same time,
the longtime
retailer said there
are major changes
coming to the sector, including the
advent of online
shopping. While
acknowledging
that selling fresh
produce online
is a challenge,
Junqueiro advised
retailers to “embrace it and move
forward with it”
or others will beat
you to the punch.
“At retail, the winners are going to
be the companies
that can do it all: online, in-store
and delivered.”
While his talk was mostly upbeat,
Junqueiro did sound a couple of
alarm bells for the industry. He
decried the “lack of experience”
that permeates from in-store
through the entire operation,
including buyers. He said that a
career in retailing is “no longer
the best job in town” and so it is
no longer attracting individuals
looking for a career and willing
to work their way up, gaining
knowledge along the way.
He also mentioned that the
traditional partnership between

Keynote Speaker Steve Junqueiro
with his daughter Natalie Machado of
FreshSource, LLC

supplier and retailer has eroded as
program buying and other “efficiencies” have taken hold. He said
too many people – including retail
operations – are concentrating on
short-term goals to the detriment of long term relationships.
“Embrace change but cling dearly
to your guiding principles and
values,” he said, noting that lack
of true partnerships is a threat to
“our business.”
He did add that opportunities
like FPFC networking events are
critical to helping foster those
“true partnerships”, which help
both the buyer and seller be better at their respective tasks.

Membership
Luncheonū
Pleasanton, Ca
February 20, 2019

Thank You
Sponsors!
Gina Backovich of General Produce Co.
served as master of ceremonies

Rod Kramer of BCS
Packaging Solutions, Kara
Rex of Daymon, Emie George
of Fair Trade, Kellee Harris
of The Giumarra Companies
and Danielle Spencer of Fair
Trade USA
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Susan Kavanagh of Duda Farms,
Tiffany Stornetta and Natalie
Machado of FreshSource, LLC
and Vanessa Lawrence of CoolPak/Bunzl Ag

Guest speaker Steve Junqueiro of Steve
Junqueiro Associates discussed “The
Buyer/Supplier Relationship”

Key Sponsors
California Avocado Commission
Earthbound Farm
House Foods America
Love Beets

Associate Sponsors
Amber Rodriguez of The Oppenheimer
Group, Jan DeLyser of the California
Avocado Commission and Maryam
Nikkah of Pete’s

Jan Garrett of CDS
Distributing, Inc. with
Steve Lutz of PMA

Cool-Pak/Bunzl Ag
Litehouse, Inc.
The Oppenheimer Group
Veg-Fresh Farms
Wholly Guacamole

Networking Social Hour Sponsor
Edge Sales & Marketing
Quebec Distributing Co.

Photo Sponsor
North Shore Living Herbs + Greens

Decor Sponsor
Kent’s Bromeliad Nursery, Inc.
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Scot Olson, FreshSource, LLC
with Daniel Bell and Doug
Montgomery from Grocery
Outlet

Don Brumley, of Bonduelle Fresh
Americas, Home of Ready Pac
Foods with Michael Maddan from
Maddan & Company

Caitlin Merrill and Kelsey
Cardamone of RFG with Durell
Strouse of North Shore Living
Herbs + Greens

Natalie Machado, FreshSource, LLC;
Tiffany Sornetta, FreshSource, LLC;
Master of Ceremonies Gina Backovich of
General Produce Co.; Durell Strouse from
North Shore Living Herbs + Greens; and
Dan Adding, FreshSource, LLC

32 / April / May 2019

Jim Leach and Ben Vallejo of The
Oppenheimer Group ﬂank Valerie Rangel
of Frieda’s Specialty Produce

Rick Klontz of Litehouse Foods with
Tony Zagarella of HS&R Fresh

Vince Ramos of Taylor Paciﬁc
and Tommy Lovenetti of Safeway

Jennifer Ho of General Produce, Myisha
Nathaniel of Raley’s Supermarkets and
Michael Poore of Grocery Outlet

Michael Schutt of Raley’s Supermarkets,
Sarah Burns and Dave Moore of Earthbound
Farm, and Scot Olson of FreshSource, LLC

To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg
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Selling “Grass”
Is What Altar Does
By Tim Linden

W

ith
40,000
acres of
asparagus in several
districts in Mexico,
Altar Produce is
the self-proclaimed
largest grower and
shipper of asparagus
in the world.
Sales Manager Donald
Alford said company
founder Ezekiel Viveros
was the first person
to grow asparagus in
Mexico dating back
more than 60 years.
Today, the third generation of his family
owns and operates the
firm which continues
to see asparagus as its
signature crop. But the
company is also one of
the top five growers
of green onions, and
also grows and markets
a host of other products including broccoli,
Brusels sprouts, parsley,
spinach, cilantro and
colored peppers.
Alford said both the
asparagus and green
onions are produced

34 / April / May 2019

every day of the year with the
other crops playing part-time
roles at different times throughout the year. “Asparagus represents about 75 percent of our
production,” Alford said noting
that the company has four distinct
production areas in Mexico, and
also grows in Peru.
As he spoke in mid-March, Altar
was in the midst of its heaviest
shipping period. From January
through mid-April, Caborca and
San Luis are in production, which
is when the company sees its peak
volume. Caborca is in the northern state of Sonora about midstate while San Luis Rio Colorado
is across the border from Yuma
in the northwestern coirner of
Sonora. From April to mid-June,
harvest shifts to Lower Baja. The
Irapuato district in the central
Mexico state of Guanajuato
provides production from midJune to mid-September. It’s back
to Baja and a different farm for
asparagus during the last quarter
of the calendar year. Peru production filters in during different
times throughout the year.
Alford said the first quarter of
2019 has been espepcially good
for asparagus with good production and good prices. Because of
the late timing of Easter this year

(April 21), he said the firm will
be experiencing light supplies as
it transitions from one district
to the next. But by early May,
he said solid supplies will again
return for retailers looking to
promote the increasingly popular
cooking vegetable.
As far as trends are concerned,
Alford said the traditional
one-pound bunch of asparagus,
typically banded, is still the most
popular retail configuration. But
he said bagged asparagus is gaining traction and there has also
been interest in less than perfect
grass sold as “imperfect” in an
effort to better utilize production
and eliminate food waste. He
added that there are other valueadded options also gaining favor.
Organic asparagus acreage has
been planted by Altar Produce
but it is still a year away from
harvest.
The company only produces
green asparagus, which dominated the North American market.
Altar does ship its grass throiughout the United States as well as
to more than 20 other countries
around the world. “We export to
Asia, Europe, Canada, Mexico…
especially this time of year when
we have our largest volume,” he
said.

Del Rey Avocado Expands
Southern California Operations

S

ince 1969, Del Rey Avocado Company has operated from the same facilities in Fallbrook, CA, in
northern San Diego County. For
the last several years, company
officials knew that they would
outgrow their current facility and
would need to begin searching
for a suitable location in the surrounding communities to keep up
with customer demand.
The decision to purchase a new
facility in Southern California
follows the path of the company’s
expansion
in January
2017 when
Del Rey
purchased a
new facility
in Vineland,
N.J., and
then doubled
its capacity thanks
in large part
to increased
avocado consumption and
outstanding customer relationships.
For several months, the partner
families (the Lucys and the Siemers) searched for suitable land in
which to build a new facility. As
fate would have it, their exhaustive search lead to the discovery
of a very functional and modern
existing warehouse facility a
short drive away from their Fallbrook headquarters in Vista, CA.
This new facility will allow the
company to become operational in
less than half the time of building a new facility. Additionally,
the new facility is conveniently

located to major transportation
routes. The Vista facility will
add an additional 43,000 square
feet of cold storage and ripening
rooms to the firm’s existing footprint in San Diego County.

we enjoy with them. In addition
to our customers, our employees
are the key to our growth and
success. Not a day goes by that we
don’t counting our blessing,” said
President Bob Lucy.

The new facility will service
customers in the Western United
States as well as handle imports
from Mexico. The markets in
Western and Southwestern
United States continue to grow as
avocados become a staple in the
American diet. More and more
retailers are adding SKUs in ad-

Del Rey Avocado is one of the
few California based companies
that owns its facilities on the
West and East Coasts, which
gives the firm total control over
operations. The company employs
85 full-time professionals who
are experts in avocado ripening
and handling out of the Southern
California
facilities.

dition to the traditional bulk avocado display. Many retailers are
carrying at least three different
pack options, which research has
shown increases consumer purchases. The addition of the SKUs
has not taken away from the
bulk sales, rather it has increased
the overall sales of avocados.
This is a proven merchandising
strategy in produce departments
as evidenced by Nielsen market
research.
“Our growth and expansion
would not be possible without
the support of our customers
and the tremendous relationships

“Opening a
new facility has long
been our goal
and desire
to streamline our
operations,
improve efficiencies and
offer us an
opportunity
to be innovative in meeting the
need of our customers,” added
Bob Siemer, chief agronomist/
partner. “The new Vista facility
will also provide our growers
many benefits as it will allow
us to receive fruit faster and get
products to market faster.”
Del Rey Avocado expects the
demand for its fruit to continue
to increase over the next five to
seven years and is well positioned
with strong growers and international procurement to keep up
with the demand from retailers,
foodservice, and ultimately consumers who love avocados.
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Zespri SunGold Coming in May; Sharp Volume Increase Expected

By Tim Linden

O

nly when compared
to last year’s volume
growth of more than 40
percent, does this year
expected increase of 32 percent
more Zespri SunGold kiwifruit
seem slight. But in reality, the
back to back increases means
Northern American retailers will
have about 80 percent more gold
kiwifruit to sell this season than
they had two years ago. The fruit
is expected to be in the stores in
May, with promotable volumes
in time for the Memorial Day
weekend.
“We will have fruit in the market
from May through February,” said
Sarah Deaton, Zespri’s shopper
marketing manager for North
America, adding the ultimate goal
is to have year-round supplies.
She explained that New Zealand
is the source of production into
December with Italy providing
fruit late in that season and extending a couple of months into
the new year. “We are ramping
up our supplies out of Italy and
also are working on some small
trials in North America. We are
hoping for year round production
but that’s off in the future a bit.”
Deaton said as far as consumers
are concerned increased production can’t come soon enough.
“Globally we are in a demand
exceeds supply situation. We
are still introducing SunGold in
North America so we still have
some work to do from a brand
awareness standpoint but year
over year sales have been great.
Consumers are very excited about
this fruit.”
The Zespri representative said
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it is the taste profile of SunGold
that is driving sales and reinvigorating the category. “We like to
say we are ‘XYZ’ in a world of
‘ABC’ with ‘ABC’ referring to
apples, bananas and citrus. Our
taste is completely different.”
Deaton said it is difficult to
describe the unique flavor of the
SunGold kiwifruit. “Some people
say it is a cross between a mango
and a strawberry. It has a tropical
sweet taste,” she said, adding that
the proprietary Zespri SunGold
tastes different than other gold
kiwifruit in the market. Of
course, the fruit is distinguished
by its gold interior color. The
SunGold variety is also hairless,
which allows the really adventurous consumers to eat it like they
would an apple or pear. Deaton,
and most others, prefer cutting it
in half and scooping out the fruit
with a spoon.
SunGold kiwifruit has to pass
specific taste measurements
before it is picked and shipped to
market. And so in March, Deaton
could only speculate about the
actual start date because no fruit
will be picked before its time.
However, she was confident that
the North American market will
have promotable SunGold kiwifruit volume by late May.
Zespri International’s marketing campaign will emphasize the
unique flavor as it asks consumers to “Let Your Taste Wander.”
Deaton said that will be the
tagline for the campaign, which

will include point of sale material, and both print and digital
media. She said the idea behind
the tagline is to invite consumers to “venture off your grocery
list” and give gold kiwifruit a try.
She said it has a much different
taste than the traditional green
fruit, which Zespri also represents
in the North American market.
The New Zealand-based outfit is
currently busy setting up programs with retailers throughout
North America. That is a key
component of the marketing campaign. Deaton said SunGold is
an impulse buy for most consumers so visible displays are key to
increased sales. She also noted
that sales of gold kiwifruit do
not cannibalize the sales of green
kiwifruit. “When green and gold
are sold side by side, sales of both
soar. Both pieces of fruit are part
of the kiwi portfolio. We like to
say we have a kiwi for everyone.”
To help stimulate sales at store
level, Zespri is introducing new
eye-catching packaging this
year that has better brand visibility and more clearly calls out
the advantages of the SunGold
variety, including its nutritional
profile. Deaton said the fruit has
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. Most of the fruit is sold in
the one-pound package.
Zespri International is the
marketing arm for New Zeeland
kiwifruit growers, as well as for
other kiwifruit growers across the
world who have acquired licenses
to grow the SunGold variety.

Cal Giant Innovates
with Store Locator

C

alifornia
Giant Berry
Farms just
added a
new software
tool within their
website helping
shoppers to find
California Giant
brand berries ‘at
a store near you.’
The new product
locator tool allows shoppers to
simply enter their
zip code on the
company website to narrow the
search for California Giant berries
closest to their address, taking the
guessing game out of whether or
not their local store carries their
branded berries.
The locator program lives within
California Giant’s site and will
identify nearby retailers carrying the featured berry types once
a consumer enters their zip code
and which of the four berries and
pack sizes they want to purchase.
The company will be able to track
how this new program is used,
obtain consumer demographic
information and ultimately share
this intelligence with key trading
partners. This new tool is fueled
by Nielsen scan data, so the information is based on latest branded
sales in the area.
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tions as consumers browse the
site looking for
recipes, promotions and where
to buy.

As consumers search by individual branded UPC code, they will
also be educated about California
Giant’s full line of products as
they scroll through the thumbnail photos of each berry type
and pack size displayed. “We
are measuring locator traffic
on the website along with most
popular locations searched for,
most popular products, and most
popular retailers that are included
in shopper searches” said Cindy
Jewell, vice president of marketing. “We are excited about being
part of this new feature being offered to our loyal shoppers, and to
enticing new brand followers.”
The locator feature is being
added to various locations within
California Giant’s website to help
drive traffic and provide solu-

California Giant is loading
content and
advertising
programs on
its social media
channels to drive
consumer traffic
to the Where
to Buy portion of the website
where they will also see current
promotions offered and seasonal
cents off coupons to encourage
purchase and re-purchase all year
long.
The company has spent the last
few years building brand awareness and loyalty across the country now with a robust database of
consumers that state they prefer
California Giant brand berries.
Now these loyalists have yet
another reason to keep coming
back as it becomes easier to find
the branded berries at their local
store and are rewarded when they
make a purchase.







 

ORGANIC & CONVENTIONAL CITRUS • GRAPES
PEARS • PERSIMMONS • POMEGRANATES

    

7081 N. Marks Ave., Suite 104 • Fresno, CA 93711
John Hein • Andrew Roos • Adam Hix
sales@specialtyfresh.com

