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what to do in times of an unknown 
outbreak, but I believe the FDA 
botched it this time…and the update 
a few days later was equally troubling.  
If you Googled “romaine outbreak” in 
early December, there were dozen of 
stories telling consumers to check the 
origin of their lettuce.  If it is grown 
in any of six California counties, it is 
suspect.  Grown elsewhere and it is 
assumed safe.  Yet the FDA knows 
that the lettuce grown elsewhere is 
no safer nor less safe than it was prior 
to the outbreak.  

In mid-December, the FDA again 
issued an advisory against a particular 
farm in Santa Barbara County as it 
found the same strain of e.coli in the 
October outbreak in an irrigation 
reservoir on a specific farm.  That 
water is filtered and treated before it 
is applied to the crops, and the e.coli 
strain was not found in the treated 
water.  But it might be as close as the 
FDA can get to a smoking gun.  

One would suspect that the FDA 
is going to have to issue an advisory 
early in 2019 stating that the lettuce 
from the six counties earlier impli-
cated is now safe to eat.  The produce 
will still be grown outdoors, still eaten 
raw and still no bacteria kill step will 
be involved prior to consumption 
by the public.  The risk of illness will 
be about the same as it was for my 
guests on Thanksgiving night. 

I admit it.  I served romaine let-
tuce at my Thanksgiving dinner.  
I also had a spinach salad for 
those who wanted that option.  

I explained to my guests, I bought 
three family bags of Caesar Salad 
kits on Sunday, Nov. 18 because 
my 18-year-old daughter was going 
to three “Friends-giving” potlucks 
over the next three nights and she 
signed up to bring a salad each time.  
On Sunday and Monday nights, she 
emptied the romaine in a large salad 
bowl, added the dressing, croutons 
and parmesan and went off to the 
meals.  Both nights she came back 
with a completely empty bowl.

On Tuesday, Nov. 20, the Food 
& Drug Administration sent out 
an advisory telling consumers that 
they should not eat romaine lettuce.  
There was no mandatory recall be-
cause there was no smoking gun.  As 
the illnesses from the e.coli outbreak 
occurred from Oct. 7 to Oct. 30.  No 
lettuce in the stores on Nov. 20 were 
harvested in October let alone early 
to mid-October.

Of course, it is possible that the 
lettuce in my three bags was tainted…
just as it has been possible for every 
day of my life.  Romaine is grown in 
an open environment, it is served raw 
and there is no pathogen kill step uti-
lized prior to consumption.  And it is 
the same for raw spinach, iceberg, red 
leaf, green leaf or any other colored 

leaf you can consume.
I know that I take a risk every day 

that I eat a raw fruit or vegetable.  
Considering that there are about 330 
million people in the United States, if 
each person has only one serving of a 
fruit or vegetable each day that’s 330 
million servings per day.  If each per-
son has three servings per day, that’s 
almost one billion per day.  If the risk 
was high, many more people would be 
sick from produce consumption.

Yes, contamination occurs and it 
shouldn’t be dismissed.  Everything 
that possibly can be done, should 
be done.  I am confident that those 
in our business producing fruits and 
vegetable do a good job minimizing 
the risk and providing us with safe 
food. I am also confident that they 
are continually improving their pro-
cesses and are making our food safer 
and safer each year.

I was also equally confident that 
the lettuce I served on Thanksgiving 
night had little chance of making any-
one ill.  Of course, the reason I had 
that third bag of Caesar salad sitting 
in my refrigerator is I did not let my 
daughter take it to her Tuesday night 
party.  There was news everywhere 
warning against eating Romaine.  
While I was willing to explain to my 
guests my “educated” thinking on the 
subject, it didn’t seem appropriate to 
have my teenager do the same.

There is no great answer about 

EDITOR’S VIEW
by Tim Linden

The Romaine Fiasco
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Night Adventure, the invitation-
only event at Disney’s California 
Adventure Park that the industry is 
still talking about. It will once again 
include dinner and unique entertain-
ment and experiences only available 
at California Adventure. 

We’ve also changed the way the 
booths on the Expo floor will be laid 

out. To encourage attendees to 
spend more time at exhibitor 
booths, we are creating lon-
ger aisles with fewer gaps.  
To establish a destination for 
floral buyers, we are creating 
a dedicated Floral Pavilion of 
smaller booths.

We will also be limiting 
complimentary registrations in 
2019 to department managers 

and above to steer the image of The 
FPFC Expo away from a consumer 
show. We want to attract professional 
partners who will benefit from an 
understanding of produce and floral 
product.

Finally, sponsorship packages will 
provide more value and better vis-
ibility at both Expo’s Opening Night 
Adventure and The FPFC Expo.

We are excited by the possibilities 
and opportunities we see ahead as we 
grow and hope that all of our mem-
bers will grow along with us. 

Executive Notes
by Carissa Mace

T
his new layout is part of a 
series of changes to move 
the Fresh Produce & 
Floral Council away from 

its image as a local association.  We 
are moving toward a more serious, 
authoritative image and we want 
the magazine to reflect that.

Future issues will feature more ar-
ticles about retailers and the 
people in the industry and 
layouts will be more engag-
ing and reader-friendly. We 
are also making an effort 
to get guest columnists for 
the magazine, so it isn’t just me and 
Tim Linden—and sometimes Tom 
Fielding—contributing content every 
issue.  (If you’d be interested in writ-
ing a guest column, please let Tim or 
me know.)

Why so serious?  Simply put, we 
need to shake our reputation as a local 
association. The Board of Directors’ 
goal is for the FPFC to become a 
true regional association, represent-
ing members in the entire Western 
region of North America.

We have begun reaching out to 
retailers in the Northwest and Rocky 
Mountain states and are investigat-
ing the prospect of holding events 
in those regions. But before we can 
grow, we need to shrink a little.

It’s been many years since the 
FPFC made an effort to create a 
viable membership for retailers and 
suppliers in Northern California.  It 
seems we were a little too success-
ful: many people thought there were 
actually two FPFCs, one in the north 
and one in the south.  After much 
strategizing, it was decided that we 

cannot serve an expanded member-
ship with that kind of fragmented 
structure, so we are bringing north 
and south together.

The first step is to combine our 
two regional tradeshows into a single 
show that will serve the entire west-
ern region of the U.S., Canada and 
Mexico. There will no longer be a 
Northern California Expo and a 
Southern California Expo, only The 
FPFC Expo.

The 2018 FPFC Expo will once 
again start with Expo’s Opening 

Forging New Paths
Welcome to the New Fresh Digest!
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I
n the mythical produce depart-
ment championship game to 
determine dominance in the 
California marketplace for 

2018, it will be the fruit champion 
avocados squaring off against 
bagged salads, the highest ranking 
entry in the vegetable category.

These two sales superstars were the 
leaders in a new produce depart-
ment “power ranking” developed 
for the proprietary FPFC Market 
Report®.  That report is produced 
on a quarterly basis by Fusion 
Marketing for the Fresh Produce & 
Floral Council as a member ben-
efit.  Each quarter, the data experts 
at Fusion take a look at produce 
department scan data from 
California retailers.  The report 
has been prepared for more than a 
half-dozen years taking a deep dive 
into produce sales in four Califor-
nia markets – San Francisco, Sacra-
mento, Los Angeles and San Diego 
– as well as the state as a whole.  

The report is used by retailers, 
distributors and grower-shippers 
as a benchmark against their own 
sales experiences.  The report 
breakdowns sales in each of these 
markets for top produce items in 
both the conventional and organic 
categories.

Fusion also digs deeper finding 
nuggets to focus on in its quarterly 
webinars presenting the findings 
in the report.  One such webinar 
took a detailed look at the organic 
category and its movement over 
the past several years.

In November, Fusion’s latest webi-
nar ranked the 10 produce items 
in California retail outlets using a 
“power ranking” concept inspired 
by similar rankings in the sports 

It ’ s Avocados 
vs. 

Bagged Salads
By Tim Linden
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world.  Fusion President Steven Muro explained 
that the power rankings go beyond dollars and 
volume to determine what produce items are the 
most valuable in California.  Just as power rank-
ings in sports look beyond wins and losses to 
rate teams based on a variety of factors, Fusion 
used four different metrics to see which produce 
items scored across all criteria.  Presenter Valerie 
Ferguson, a category analyst at Fusion, explained 
that sales and volume do not necessarily reflect 
which items are increasing sales and adding to 
the success of the produce category.

She noted that the fruit with the highest volume 
(bananas) has recently experienced flat volume 
growth, decreased dollar sales and distribution, 
and a loss of category share.  On the vegetable 
side, the item with the highest volume (potatoes) 
has recently experienced decreased volume, 
decreased incremental sales, flat distribution and 
decreased share of the vegetable category.

For its power rankings, Ferguson said Fusion 
used sales growth, distribution growth, incre-
mental sales and share of category to see which 
items are the true movers and shakers and trend-
ing in the right direction.

The fruit category grew in the past year 1.8 
percent in dollars and 2.2 percent in pounds sold 
per store, with an incremental dollar growth 
of $65 million dollars in California.  On the 
vegetable side, there was a 3.5 percent growth in 
dollars and a 3.2 percent growth in pounds sold, 
with an incremental dollar growth of almost 
$122 million.

The gist of the top 10 power rankings is to deter-
mine which vegetable and fruit items contribut-
ed the most to that growth.  For example, avoca-
dos led the fruit league because the commodity 
registered a 24 percent volume growth and an 8 
percent dollar growth. Berries and plums came 
in second and third because each of those items 
also had both dollar growth and volume growth 
significantly higher than the fruit category in 
general.  The rest of the top 10 fruits (in order) 
were: lemons, oranges, pineapples, peaches, 
nectarines, limes and kiwifruit.  Each of these 
tended to have strong growth in either dollars or 



On the vegetable side, bagged 
salads came in first place with an 
11 percent volume growth and a 
9 percent dollar growth.  Because 
of its prominent position in total 
vegetable sales, the bagged salad 
category was, by far, the vegetable 
leader in incremental sales, which 
no doubt led to its number one 
ranking.  The power rankings on 
the vegetable side appear to be a 
closer call as each of the top 10 
items registered fairly significant 
dollar or volume sales over the 
average.  Following bagged salads, 

volume.  For example, limes were 
in ninth place.  A strong market 
throughout the year helped limes 
register a 20 percent growth in 
dollars but only a 1 percent growth 
in volume. On the other end of 
that spectrum were pineapples 
which produced about a 14 percent 
increase in volume but only a 2 
percent increase in dollars, ac-
cording to the webinar PowerPoint 
presentation. 
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the remainder of the top 10 were: 
asparagus, corn, mushrooms, 
Brussels sprouts, broccoli, peppers, 
bok choy, roots and squash.  Inter-
estingly, the top vegetable in terms 
of percentage gain in volume was 
rhubarb with a 17 percent increase.  
Unfortunately, rhubarb is like a 
Division 2 college football team 
that goes undefeated.  That still 
doesn’t allow it to crack the top 10.  
The same situation occurred with 
regard to dollar gains for sprouts.  

They had the highest percentage 
of dollar gain with more than a 21 
percent increase.  However, they 
started from such a small sales 
number that even that impressive 
performance didn’t put them in the 
top 10.

Perhaps the biggest takeaway from 
the Fusion report and presentation 
is that these top 10 items on each 
side of the ledger are truly what 
is driving produce department 
growth...at least in California over 
the last 52 weeks.

Power ranked fruits were responsi-
ble for 90 percent of dollar growth 
and 95 percent of volume growth 
in the total fruit category, yet 
represented only about 45 percent 
of dollar sales and less than 30 
percent of fruit category volume. 
Nine of ten power ranked fruits 
outpaced total fruits dollar growth, 
as well as volume growth.

On the vegetable side, the top 10 
were responsible for 61 percent of 

dollar growth and 70 percent of 
volume growth in the total vegeta-
ble category.  All 10 power ranked 
vegetables outpaced total vegetable 
dollar growth, as well as volume 
growth.  As a group, the 10 items 
only represented about 35 percent 
of total vegetable dollars in the 
produce department and less than 
25 percent of volume.

These are the items fueling pro-
duce industry growth, and they are 
the produce SKUs retailers should 
be paying attention to, Muro said.
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T

She said there is also going to 
be some minor tweaks made to 
restructure the social networking 
opportunities associated with the 
Apprentice Class activities.  She 
said each year the Apprentices have 
singled out the networking events 
as a key element of the program 
and so for 2019 “we are building 
in a little extra networking time,” 
Reid said.

As the application period opens, 
Reid reminded the membership 
that any job classification within 
their organization is eligible.  She 
noted that many companies look 
at sales and marketing personnel 
first, “but we want people from all 
areas of the company including 
operations, accounting and H.R. 
(human resources).”  In fact, she 
said participation by employees 
in these other areas has the added 
benefit of introducing members 
of a company’s staff who usually 
aren’t involved in the industry at 
large the opportunity “to under-
stand the big picture and see where 

your company fits in along the sup-
ply chain.”

Last year, the FPFC eliminated the 
provision asking that only employ-
ees with less than seven years of 
experience in the industry apply.  
Reid said the FPFC Apprentice-
ship Program is open to anyone in 
the company who can benefit by 
a deeper dive into the industry in 
which they serve.  She said long-
time employees who move into a 
more forward-facing position for 
their firms are perfect candidates 
for the program.

Over the previous five years, the 
class has always included 12 mem-
bers and Reid said that is the plan 
again this year.  She said that is a 
good number to allow maximum 
interaction and also brings enough 
people together who represent 
multiple sectors and geographic 
locations in the industry.  In the 
past, grower-shippers, distribu-
tors, processors, logistics providers 
and retailers have all participated.  

Having a diverse class is important 
so the members get first-hand 
exposure to other aspects of the 
industry.

“We were very happy with the 
feedback we received this year 
from the Apprentices,” Reid said.  
“It was a reaffirmation of the 
changes we have made.  We really 
are on the right track.”

Reid is in her final year of her 
three-year term as chair of the 
Apprentice Committee.  She said 
that the time commitment from 
the Apprentices is significant but 
not burdensome.  They have six 
meetings during the year, which 
are typically held before another 
FPFC event – such as a luncheon – 
to minimize their time away from 
office.  There are also a couple of 
weekend commitments, including 
the City of Hope Walk, and at-
tendance at the FPFC Expo in July 
and the Dinner Dance in January, 
which is the site of their gradua-
tion ceremony.

Applications Open 
for 6th Apprentice Class

By Tim Linden

         
       he Fresh Produce & Floral Council has announced that the application period for its 6th Apprentice Pro-
       gram class will be available online beginning January 2nd.  Applications can be submitted for the program  
until February 22nd.

Kristin Reid of The MIXTEC Group, who is the chairman of the FPFC Apprentice Committee, said the 2019 
program is going to be similar to 2018 as the significant changes made last year resonated very well with the 
participants.  The biggest change for 2018 was an increased emphasis on public speaking. Reid said the commit-
tee moved the training up earlier in the program to allow the participants to have more opportunities to utilize 
the new learning throughout the year.  She added that the public speaking coaches did a great job and partici-
pants gave them very high marks.  Public speaking training will even get more attention this year as the com-
mittee believes it a very important part of professional development.
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Maddan & Co. 
Noted for Service

By Tim Linden

It has been a good year for San 
Francisco-based Maddan & 
Co., a food broker with deep 
roots in the produce industry.  
Recently, the company re-
ceived the Broker of the Year 

award from Dole Fresh Vegetables.  
And earlier in the year, President 
and CEO Michael Maddan Jr. 
made Produce Business’ 40 under 
40 list, as he squeaked in as a 39-
year-old and one of the youngest 
CEOs in the produce 
industry.

“It was an exciting 
year for us,” said 
Maddan, noting that 
the company has 
continued to achieve 
success since the 
untimely passing of 
his father (Michael 
Maddan Sr.) in October of 2015.  
“There was no way we could re-
place Senior, but I’m sure he would 
be very proud of how the business 
has grown and thrived since his 
passing.”

For the past three years, Maddan 
Jr. said he and his partner, sis-
ter Trish Maddan, have tried to 
conduct business as usual, though 
they have made some minor 

adjustments.  He said the company 
refocused its efforts on its core 
business and did cut out a few 
product lines that it was represent-
ing.  He said his father loved to 
be on the cutting edge and loved 
the challenge of representing any 
product, even if it strayed a bit 
from the norm.

The “norm” and the “core” for 
Maddan & Co. has always been 

fresh produce.  “There is a rhythm 
to produce that is different than 
other products and you have to 
know it to understand it,” he said.  
“That continues to be our point of 
differentiation.”

Further honing in on that business 
model, Maddan said the company 
has a long track record of building 
brands that have struggled or that 
are looking to get started in the 

marketplace.  “We appreciate that 
challenge and have experts leading 
the way.  We are focused on grow-
ing business in the Northern Cali-
fornia market,” he said, defining 
that geographic space as extending 
from about Fresno to the Oregon/
California border.  

Several years ago, Michael Maddan 
Sr. told the Fresh Digest that it is 
very rare indeed that an estab-

lished brand doing 
great business comes 
looking for represen-
tation.  Almost by 
definition, it is the 
smaller firms with 
new products that 
need the support of a 
food broker special-
izing in produce.  

The company does represent a few 
brands further afield, but Maddan 
said its expertise is in Northern 
California.  “Each market has its 
own uniqueness, which depends 
on the category.”

Currently Maddan & Co. repre-
sents 17 different grower-shippers 
in Northern California.  “And we 
are looking to expand in 2019.  We 
have a couple of opportunities that 

“There was no way we could replace 

Senior, but I'm sure he would be very 

proud of how the business has grown 

and thrived since his passing.”
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Concerning current trends that he 
sees in local produce departments, 
Maddan pointed to backroom 
packaging of fresh cut items as a 
growing movement that can give a 
store brand great visibility.  He also 
noted that clear packaging is once 
again in vogue connoting a fresh 
and clean look.  

Maddan also said that real estate in 
the produce department is a very 
precious commodity and retailers 
are adding new display systems 
-- including refrigerated units with 
doors -- that are expanding the 
available space.  He said that’s great 
for the many new produce items 
in the marketplace.  “They (these 
new racks) are creating opportuni-
ties for additional space where you 
might be able to pick up an extra 
shelf for your product.”

It is often that extra space that al-
lows companies represented by the 
food broker community to increase 
their in-store visibility. 

look positive at this point but we 
can’t reveal them yet.”

The company was founded by Jack 
Maddan in 1947 as a food broker 
specializing in grocery items such 
as canned meat, lard and canned 
vegetables.  Michael Maddan Sr. 
joined the firm in 1970 on a full 
time basis and the company has 
focused on produce representation 
for the majority of the time since 
1979.  Its first produce-related item 
was fresh-squeezed lemon juice. It 
represents companies both small 
and large, as witnessed by being 
the recipient of the Dole award.  
Glenn Schaffner, Pacific Region 
manager for Dole, said the award 
was well deserved. “Mike, Trish 
and their team have done an 
excellent job for Dole Fresh Veg-
etables in the Northern California 
market over the past four years. 
Maddan has been relentless in the 
pursuit of building new business 
while maintaining a strong focus 
on existing customers. Maddan is 

always looking for opportunities to 
partner with customers and drive 
sales.”

The Dole representative added: 
“Maddan & Company was recog-
nized as the 2018 Dole Fresh Veg-
etable Broker of the Year for North 
America. This type of national 
recognition highlights our true 
partnership.”

While they pride themselves on 
their relatively small size and local 
focus, Maddan Jr. said the firm has 
invested a lot of time and energy 
over the last 10 to 15 years in de-
veloping its category management 
expertise, complete with a full set 
of market data and the analysis 
to go with it.  In addition, he said 
the company recently purchased a 
“space management program” to 
help retailers move their schemat-
ics forward matching the desires of 
consumers.  He said the program 
can help paint a complete picture 
of what a store should look like.
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Southern California 
Holiday Luncheon 

December 5, 2018 

Thank You 
Sponsors!

Chrislynn VanSkiver from Second Harvest Food Bank of OC; auction host Neil Saavedra from 
“The Fork Report” of KFI 640AM; Ryan Fukuda from Platinum Luncheon Sponsor Avocados from 
Mexico; Chef Bruno Serato from Caterina’s Club; and FPFC Chairman Alfonso Cano from Lucky
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Platinum Sponsor 
Avocados from Mexico

Key Sponsors
Grimmway Farms

The Oppenheimer Group

Associate Sponsors
Apio, Inc.

Chilean Fresh Fruit Association 
Earthbound Farm

Marzetti
Produce Marketing Association

Warren Packaging Inc.

Networking Social Hour Sponsor
FreshSource, LLC

Photo Sponsor
North Shore Living

Décor Sponsor
Westerlay Orchids

The Silent Auction allowed attendees to outbid 
their colleagues and up the take for the 
charities.  More than $120,000 was raised.

Rick Cruz of Pavilions 
and Brian Cook from 
Pete’s Living Greens 
catch up over lunch
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Jim Leimkuhler and Veronica Rodarte of 
Progressive Produce Corp. look over the list of 
auction items

Cheryl Enlow from Renaissance Food 
Group, LLC spoke to the FPFC Apprentices 
about food safety and traceability

Amanda Grillo of CMC/Edge 
Sales with Sheryl Salazar from 
Albertsons/Vons

Darryl Bollack, Mariani Nut; Jules Buehler, 
North Shore Living; and Michael Schutt, 
Raley’s Supermarkets
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Natalie Machado, FreshSource, LLC; Nick Woiczechowski, Tantillo 
Foods; Dan Addiego, Fresh Source, LLC; Shannon Dambach, 
FreshSource, LLC; and David Figueroa, Veg Fresh Farms
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Ali Moezzi from Northgate Gonzalez 
Markets with Erick Coronado from 
Avocados from Mexico

Auction co-hosts Neil Saavedra from KFI AM640 
and Marvin Quebec from Quebec Distributing Co.

Eddie Martinez and Paige Venable 
from Vallarta Supermarkets with 
Kent Kuwata from Smart & Final

Brad Martin, Perimeter Sales & Merchandising 
with John Fujii of Gelson’s Markets and Gahl 
Crane from Eco Farms
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Prior to the luncheon, FPFC Apprentices 
heard from David Duschene of Golin 
about crisis communications.
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

Auction host Neil Saavedra from KFI 640AM 
helps Tracy Ramirez from Ralphs Grocery 
Company auction off a home-cooked meal at 
her house

Vance Litherland, Empire Marketing 
Strategies; Dan Moore, Ralphs 
Grocery Company; and Dave Hewitt, 
4 Earth Farms

Marty Craner of B&C Fresh Sales chats with 
Greg Corrigan of Raley’s Supermarkets

https://www.facebook.com/FPFCorg


Napa Valley Private Wine Experiences
Linda Martin, Perimeter Sales & Merchandising

 
This is Las Vegas, Baby!

Jeff Miller, Westlake Produce Company

 
49ers Memorabilia

Steve Young San Francisco 49ers Autographed Red Proline Jersery 
with HOF 2005 Inscription. Jimmy Garoppolo San Francisco 49ers Autographed 
Black Nike Game Jersey. Joe Montana San Francisco 49ers Autographed Mitchell  

& Ness White Replica Jersey

Lynnie Nojadera, Quebec Distributing Co.

Tracy Ramirez, Ralphs Grocery Company - Dinner at Tracy’s 
Donated by Ralphs Grocery Company

Delta Floral, Kendal Floral, Kendall Farms & Westerlay Orchids

Palm Springs, CA Get Away
Greg Kurkjian, The Crosset Company  

Tran Nguyen, IFCO Systems

 
Coach Set; Swagger Carryall and Double Zip Wallet

Ken Ewalt, Great West Produce Company

 
Daniel Bell, Grocery Outlet - Lunch and Ad

Donated by Grocery Outlet 

Ken Ewalt, Great West Produce Company 

11 in iPad Prod 64 GB and Beats Solo 3 
Wireless headphones

Dino Cancellieri, Jr. Veg Fresh Farms

2018 LA Dodgers Autographed Baseball with 8 Signatures
Personally hand-signed by Clayton Kershaw, Enrique Hernandez, 

Chris Taylor, Cody Bellinger, Justin Turner, Matt Kemp, 
Walker Buehler, Yasmani Grandal.

Jennifer Zendejas, FreshSource, LLC

Maui 7 Day Vacation Stay
Donated by California Avocado Commission

Marco Fosado, Jetro Cash & Carry

Northgate Gonzalez Markets - Lunch and Ad
Donated by Northgate Gonzalez Markets

Paul Villa, Great West Produce Company

Day at Sky Park with Don Gann, Stater Bros. Markets
Donated by Stater Bros. Markets

Jim Leimkuhler, Progressive Produce, LLC
Bill Brooks, Westlake Produce Company 

Thai Town Tour with Chef Jet Tila
Donated by Chef Jet Tila

Mike Asdoorian, DLJ Produce, Inc.
Mike Casazza, FreshSource, LLC
Phil Warren, Warren Packaging

Bill Brooks, Westlake Produce Company

Greg Corrigan & Michael Schut t,  
Raley’s Supermarkets Extravaganza

Donated by Raley’s Supermarkets 

Del Monte Fresh Produce
Del Rey Avocado
FreshSource, LLC

Giumarra Companies
IFCO Systems

Mastronardi Produce West
The Oppenheimer Group

Pete’s Living Greens
Progressive Produce, LLC

Robinson Fresh
Veg Fresh Farms

Westlake Produce Company

Co-Host  The Fork Reporter  Show 
with Neil Saavedra, KFI 640 AM

Donated by Neil Saavedra, KFI 640 AM  Radio

Brian Cook, Pete’s Living Green
Dino Cancelleri, Jr. Veg Fresh Farms 

Dinner at Anaheim White House 
PMA weekend in October 2019

Kenny Tsunoda, All Fresh Produce  
Mike Casazza, FreshSource, LLC

Andrew Bivens, Westlake Produce Company

Live Auction Winners List

The FPFC would like to thank all the individuals and companies who purchased items in the Silent Auction and made individual donations 
to raise over $120,000 for Caterina’s Club and Second Harvest Food Bank.  Your generosity is to be commended!
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A  t its last official meet-
ing prior to gradu-
ation, the fifth Ap-     
prentice Class of the 

Fresh Produce & Floral Council 
learned about the effort and laws 
surrounding produce food safety, 
and some of the strategies to em-
ploy if your company is embroiled 
in a public crisis.

The topic for the meeting, held on 
Dec. 5 prior to the FPFC Holiday 
luncheon, couldn’t have been more 
timely as the produce industry was 
in the early stages of weathering 
the romaine outbreak storm that 
surfaced in late November.  A Food 
and Drug Administration advisory 
on Nov. 20 reported a suspected 
link between romaine lettuce and 
a spate of illnesses that occurred 
in October mostly in the upper 
Midwest and into Canada.  The 
advisory effectively halted the har-
vest and sale of romaine for a week 
and resulted in the destruction of 
millions of pounds of the product 
that had been harvested and was 
in the supply pipeline, produce 
department shelves or consumer 
refrigerators.  While the FDA did 
not recall the product, its advisory 
had the same impact.

Speaking to the 12 Apprentices as 
well as some industry mentors and 
a handful of others, Cheryl Enlow, 
a food safety expert with the Re-
naissance Food Group, said the im-
pact of the romaine advisory will 
last for an extended period of time, 
well beyond the seven to 10 days 

the lettuce variety was out of the 
marketplace.  She noted that some 
customers won’t buy romaine again 
for a long time and a percentage of 
consumers will also refrain from 
purchasing that product.  Enlow 
took the class through the various 
produce safety rules and regula-
tions that grower-shippers and 
other along the supply chain must 
follow to put their product in com-
merce.  On the top of that list is 
the Food Safety Modern-
ization Act, which re-
quires producers to 
follow guidelines 
and constantly 
train their 
employ-
ees.  She 
said food 
safety is a 
constantly-
evolving pro-
gram with new 
information re-
sulting in food safety 
updates and new ways to 
manage critical control points.  
For example, she believes there will 
be new requirements around treat-
ing irrigation and wash water after 
this outbreak and another tied to 
romaine within the past year.  

While not minimizing the con-
cerns over outbreaks, Enlow 
did argue that produce industry 
products are relatively safe, noting 
that there are statically few prob-
lems considering there are billions 
of servings per year of fruits and 
vegetables in the United States.

She relayed to the students the key 
requirements of a typical com-
pany’s food safety plan and urged 
the Apprentices to get involved 
in their company’s efforts.  She 
said most firms have a food safety 
team.  “Join the team.  Become a 
food safety ambassador for your 
company.”

As a 
longtime mem-
ber of the fresh produce industry 
and an employee of several orga-
nizations, Enlow also gave these 
young professionals some tips on 
getting ahead.  Become an expert 
on something within your com-
pany to add value to your presence.  
She said use a scientific approach 
to form your view and don’t be 
afraid to speak up and present 
ideas, even if they are not fully 

Food Safety & Crisis  
Talk to FPFC Ap

By Tim Linden

A
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like wildfire and cause real con-
cerns for a brand.  He said rarely 
does a social media mistake lead 
to the elimination of a brand but it 
does result in costs associated with 
apologizing and making amends 
with offended customers.    

He had a list of actions companies 
should take if they find themselves 
in the midst of a crisis.  First off, he 
said “Don’t panic!”  He continued: 
“As quickly as possible take ac-
countability.  That buys credibility.” 
Secondly a company should ex-
press regret and offer restitution 
to injured parties.  He also urged a 
company to announce the reforms 
it will make to address the situa-
tion.  And he said a firm should 
not forget the final step which is 
to restore the good name of the 
company by publicizing what it has 
done to regain the public trust.
Duschene boiled his advice down 
to three main concepts: Prepare 
in advance for a potential crisis.  
Respond quickly when it happens.  
And be equally proactive about 
moving toward recovery when the 
crisis is over.

He advised the Apprentices to 
become knowledgeable about their 
own companies to get a sense of 
how the firm uses social media and 
who in the company is responsible 
for the firm’s social media strategy 
and dissemination of information.  
While social media blunders have 
led to issues, he said the upside 
of using social media is big and 
should not be avoided.

formed.  She also told the group of 
mostly millennials to “pick up the 
phone” and talk rather than relying 
mostly on text messaging.

The crisis management presen-
tation was delivered by Dave 
Duschene, an executive with 

Golin, which is a public 
relations 

com-
pany that 

specializes in helping its clients 
avoid a crisis and recover from it in 
the event that one occurs. He spent 
most of his time discussing those 
crises that have evolved in recent 
years in parallel with the social 
media revolution.  

He classified the crises according 
to their root cause.  For example, 
he said a firm’s basic “business 

practices” can trigger a social me-
dia campaign against your product 
and create a crisis of your own 
making.  He gave several examples 
including the move by a pharma-
ceutical company several years ago 
to significantly increase the cost of 
life-saving epipens.  It was merely 
a business decision to increase 
profits but it led to a social media 
campaign against the company and 

a congressional investigation…
and a lowering of the price.

“Tone deaf market-
ing” was an-

other cause of 
self-inflicted 
social media 
crises, ac-
cording to 
Duschene.  
He pointed 

to an Adidas 
campaign con-

gratulating run-
ners for “surviving” 

the Boston Marathon 
race.  Though the campaign 

came five years after the terrorist 
attack during that race, “surviv-
ing” the event still had a double 
meaning and didn’t resonate well 
with many Bostonians, leading to 
an apology by the shoe company.  
The Golin executive said compa-
nies have to pay close attention to 
“what we say and how we say it.”

He pointed out other examples 
with his overarching point being 
that seemingly innocent behavior 
can create a crisis that can spread 

Management Experts
prentice Class
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Southern 
California Luncheon 

October 3, 2018 

Thank You 
Sponsors!

Key Sponsors
Chilean Avocado Importers Association

Domex Superfresh Growers
Pear Bureau Northwest

Associate Sponsors
A.M.S. Exotic LLC
Guan’s Mushroom

San Miguel Produce
UnitedAG

Networking Social Hour Sponsor
FreshSource, LLC

Photo Sponsor
North Shore Living

Décor Sponsor
Kent’s Bromeliad Nursery, Inc.

Paige Venable from Vallarta 
Supermarkets served as 
Master of Ceremonies
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Valerie Rangel, Frieda’s Specialty Produce; Kellee 
Harris, The Giumarra Companies; Frieda Caplan, 
Frieda’s Specialty Produce; and Dick Spezzano, 
Dick Spezzano Consulting Service, Inc.

Guest Speaker Natalie Grumet spoke about 
surviving breast cancer and the Route 91 
Music Festival shooting

FPFC Apprentices Michael Poore 
from Grocery Outlet; Jennifer Ho 
from General Produce and Paula 
Rae Metheny from Frieda’s Specialty 
Produce relax at the Post Event 
Networking Social Hour

Daniel Bell, Grocery Outlet; Heather Butts, B Fresh Floral; and Martha 
Zavala, Sun Pacific
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Steve Hattendorf, Chilean Avocado Importers Association; 
Susie Rea, West Pak Avocado;  Josh Estabane, West Pak 
Avocado; Erick Coronado, Avocados from Mexico; and 
Gahl Crane from Eco Farms

Soraya Nolasco, Global Farms, chats with 
Jeffrey McClellan, Jeffrey McClellan-Credit 
Consulting

Sean McClure, Bonduelle 
Fresh Americas, Home 
of Ready Pac Foods with 
John Fujii of Gelson’s 
Markets and Pat McDowell 
of Perimeter Sales & 
Merchandising
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

FPFC Chairman Alfonso Cano of Lucky 
with Gahl Crane, Eco Farms; Marvin 
Quebec of Quebec Distributing Co.; and 
Craig Smith, Interfresh, Inc.

Liane Mast, Stater Bros. Markets with Amanda Grillo from 
CMC/Edge Sales and Nancy Hamilton from Advantage Fresh

Myisha Nathaniel from Raley’s 
Supermarkets with Dennis Gertmenian, 
Founder and Retired CEO of Ready Pac; 
and Marty Craner of B&C Fresh Sales

https://www.facebook.com/FPFCorg
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HAB Offers Insights 

Into Hispanic 

Avocado Purchases

A
vocado shoppers are a diverse group, spanning many cultural and economic backgrounds, and they 
don’t all display the same avocado purchase behaviors. 
For example, among total avocado-purchasing households, Hispanic households tend to be more in-
volved in the avocado category, with an avocado household buying rate that is 45 percent higher than 

for non-Hispanic avocado households. To understand what might be driving this high level of involvement, a 
new Hass Avocado Board (HAB) study – Hispanic Avocado Shopper Insights – investigated six key demographic 
variables of both Hispanic and non-Hispanic avocado-purchasing households.   

This new study, based on house-
hold purchase data from the IRI 
Consumer Network,  found that 
five of the six demographic vari-
ables analyzed appear to be factors 
in the higher per household avo-
cado spend by Hispanic avocado 
households: 

people in the household)

household

or low population cities)

“Hispanic avocado shoppers are 
heavily engaged in the category,” 
explained Emiliano Escobedo, 
executive director of the Hass 
Avocado Board. “And these demo-
graphic insights help connect the 
dots between the purchase data 
and the real consumers who are 
purchasing and making avocados 
a regular part of their lifestyle and 
meal plans.”  

The study found household size 
to be a likely factor in the higher 
avocado spend rate for Hispanic 
households. Hispanic households 

tend to be larger, with a greater 
percentage of Hispanic households 
consisting of three or more people 
(62%), than non-Hispanic house-
holds (41%). Additionally, these 
three- or more-person Hispanic 
households account for the major-
ity (64%) of total Hispanic house-
hold avocado purchases. 

While household size includes all 
occupants – adults and children 
– Hispanic households are more 
likely to include children. Fifty 
percent of Hispanic households 
have children at home, whereas 
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was household annual income 
level. The study found that house-
holds with higher income levels 
($70,000+) make up a slightly 
smaller share of Hispanic avocado 
households (42%) than non-
Hispanic avocados households 
(46%). For this reason, it appears 
that income level may not be a key 
factor driving the higher Hispanic 
avocado purchase trends. On the 
other hand, household size, pres-
ence of children, marital status, age 
and household location do appear 
to be notable influencing factors 
and paint a profile of Hispanic and 
non-Hispanic avocado shoppers, 
which retailers and marketers can 
use to hone their messaging to key 
consumer targets.  

this number drops to only 33 per-
cent for non-Hispanic households. 
Along with the greater presence of 
children, 78 percent of Hispanic 
heads of household are married 
compared to 65 percent of non-
Hispanic heads of household.

Age of head of household is anoth-
er demographic factor that distin-
guishes Hispanic avocado house-
holds from non-Hispanic avocado 
households. Hispanic household 
heads tend to be younger than 
their non-Hispanic counterparts, 
with the youngest age group (18 
to 34) comprising the largest share 
of Hispanic households (31%). In 
contrast, this 18 to 34 age group 
makes up only 20 percent of non-
Hispanic households. Addition-

ally, the oldest age group (55+) 
accounts for only 23 percent of 
Hispanic households, while com-
prising 44 percent of non-Hispanic 
households.  

The study also looked at whether 
Hispanic and non-Hispanic avo-
cado households were located in 
high-population or low-population 
cities. Counties representing 
the metropolitan areas of the 25 
highest population U.S. cities are 
designated “A” counties. The study 
found that a greater proportion 
of Hispanic households (56%) are 
located in “A” counties compared 
to only 42 percent of non-Hispanic 
households. 

The sixth variable investigated 
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Nor ern 

California Luncheon 
September 27, 2018 

Thank You 
Sponsors!

Key Sponsors
Avocados from Mexico

Earthbound Farm
IFCO Systems
Robinson Fresh

Associate Sponsors
A.M.S. Exotic, LLC

Bing Beverage
Grimmway Farms

Litehouse, Inc. 
Mann Packing Co., Inc.

NatureSweet 
Pete’s Living Greens

Produce Marketing Association
San Miguel Produce

Taylor Farms Retail, Inc. 
Torn & Glasser, Inc.

Networking Social Hour Sponsor
Quebec Distributing Co.

Zespri Kiwifruit

Photo Sponsor
North Shore Living

Décor Sponsor
Bay City Flower

Key 
Avoc

Caitlin Merrill and Kelsey Cardamone of 
Renaissance Food Group
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Featured speaker Teresa 
Thorne of Alliance for 
Food and Farming

Kevin Trisko of 
Earthbound Farm 
addresses the audience

Dave Cruz and Jan DeLyser of the California 
Avocado Commission with Steve Junqueiro 
of Steve Junqueiro & Associates and Alfonso 
Cano of Lucky

Ed Odron of Maddan & Co. with 
Shawn Dagen, Chick Goodman, Chris 
Spangler and Tony Zagarella of HS&R
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Rick Sisney and Angie Moen of Advantage 
Fresh with Audrey Dunne of Apio, Inc.

Sponsor Ryan Fukuda of Avocados from 
Mexico speaks to the crowd

Christina Stitt, Sarah Burns and 
Dave Moore of Earthbound Farm

Greg Welch of Robinson 
Fresh and Daniel Bell of 

Grocery Outlet
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

Mike Casazza and Robert 
Thompson of FreshSource 

surround Michael Schutt of 
Raley’s Supermarkets

Trish Maddan of Maddan & Company, 
Gina Backovich of General Produce 
and Marylou Ureta of Hampton Farms

Alfonso Cano of Lucky 
with Justin Schumann of 

North State Grocers

https://www.facebook.com/FPFCorg
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Henry Avocado has 
transitioned its head-
quarters, packing and 
distribution center in 

Escondido, CA, to new facilities 
in a centrally located industrial 
center, The new, 50,000 square foot 
site features the latest refrigeration 
and forced-air ripening equipment 
to maximize quality and efficiency 
of operation. 

New administrative offices are also 
part of the improvements that are 
designed to maintain Henry’s posi-
tion as a leading grower, shipper 
and importer of the highest qual-
ity, custom-ripened avocados for 
retail and foodservice customers 

throughout the U.S.

Henry also opened a large distribu-
tion center in Charlotte, N.C., last 
year, which is part of its ongoing 
commitment to provide its cus-
tomers with fresh shipments that 
can meet their orders as precisely 
as possible.

Always a pioneer in the industry, 
Henry was founded in 1925 and 
was among the first to commit to 
growing and promoting the Hass 
variety of avocados. Subsequently, 
Henry developed the first forced-
air ripening rooms in 1983; and 
by adding import contacts and 
capabilities in Mexico, Chile and 

Peru, became one of the earliest 
year-round suppliers in 1990.

“Developing growing partner-
ships with the leading producers in 
Mexico and beyond has also been 
critical to our success,” Phil Henry 
says of the relationships. Since 
first established, these companies 
have been committed to meet the 
increased demand for nearly three 
decades. 

“Our growing and packing as-
sociates have complied with the 
rigid requirements and standards 
we’ve set giving us unsurpassed 
cold-chain control for quality and 
safety,” Henry added. 

Henry Avocado 
Moves to New Location
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Demand for Henry’s custom-rip-
ened avocados grew again in 2018 
as volume from both Mexico and 
California increased. Mexico’s 2018 
volume will likely be in the two- 
billion pound range, while Cali-
fornia will rebound to 320 million 
from 200 million in 2017.

The consistent production and 
shipment of organics from Mexico 
has also increased substantially this 
decade. “Our growers understood 
there would be a demand for more 
organics and reserved groves for 
the certification process in antici-
pation of current and future mar-
ket trends. Each year more organic 
production comes on line allowing 
us to meet the U.S. market needs,” 
Henry pointed out. Henry has 
provided organic avocados since 

2010 and they are sold under its 
premium Bravocado brand. 
The new Henry facility in Escon-
dido is 20 percent larger allowing 
it to consolidate the operations 
and personnel in one building, as 
well as providing enhanced cold 
storage and space for 20 forced-air 
ripening rooms and five loading 
docks.  The single-site, larger, more 
efficient processing capability in 
the new building gives Henry the 
potential to custom-ripen more 
than two million cartons annually 
from Escondido. 

Phil Henry notes that the company 
considers the supply chain para-
mount in decisions of moderniza-
tion and location by concluding: 
“Our centers are strategically 
located, designed and managed to 

ensure food safety and fresh de-
livery to customers wherever they 
are,” he said, “They are the key to 
our reputation for quality product 
with the highest level of customer 
service.”

Henry has seven ripening centers.  
Two are located in Escondido and 
there is one each in Phoenix, AZ; 
Milpitas, CA; San Antonio and 
Houston, TX and Charlotte, NC. 
Together they total 100 ripening 
rooms. Henry continues to pro-
mote precise product ripeness to 
its buyers. Most foodservice buyers 
order product at stage four and 
five, which are ideal for slicing and 
stirring into guacamole respective-
ly. Retailers usually order stage two 
and three, which won’t be ready to 
eat for two or three days. 
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Retailer News

Raley’s Launches New 

Chef-Created Line of 

Meal Kits
Raley’s has launched a new line 

of chef-created meal kits. The meal 
offerings are unique because they 
offer a series of fresh meal solutions, 
including full kits, quick kits, creative 
kits, sides and components. Raley’s 
new meal kits were designed exclu-
sively by Raley’s and bring a new 
offering of convenient, high-quality 
meals to customers.

According to Nielsen, more than 
50 percent of shoppers want to be 
able to purchase components sepa-
rately and build their meal. And an 
estimated 70 percent of shoppers 
want to try new recipes and new 
foods. Additionally, consumers are 
looking for meal kits that emphasize 
fresh foods, health and nutrition.

 Raley’s subscription-free meal 
kits are easy to follow, chef-created 
recipes that make dinner foolproof 
and flavorful. The recipes were devel-
oped by Raley’s Culinary Innovation 
Manager & Chef Evelyn Miliate. 
The meals are seasonally inspired 
and recipes will rotate quarterly.  All 
offerings are made with clean ingredi-
ents and the highest quality produce 
and meat. The kits were developed to 
ensure flexibility and let customers 
experience fresh cooking by following 
a recipe or exploring with compo-
nents, offering a tailored approach to 
however the customer eats.

 “We want to be the destina-
tion for our customers looking for 

a healthy, home cooked meal,” said 
Chef Miliate. “Fresh Kits are an 
affordable solution to dinner that 
customers can trust. The kits include 
high-quality ingredients and offer 
great variety so your family doesn’t 
get bored with the same recipes.”

Kroger to Sell 

Groceries, Meal Kits 

at Walgreens
The Kroger Co and Walgreens are 

expanding their exploratory pilot to 
introduce Kroger Express and Home 
Chef retail meal kits. The concept will 
offer 2,300 Our Brands and national 
products, including produce, meat, 
dairy, grocery and meal kits.

“We are redefining the cus-
tomer experience in a variety of ways 
through Restock Kroger, including 
innovative partnerships like our test-
and-learn pilot with Walgreens. We 
are excited to enter the next phase 
of the pilot,” said Robert Clark, 
Kroger’s senior vice president of 
merchandising. “The Kroger Express 
concept creates easy access to our 
most popular Our Brands products 
through a fill-in grocery shopping 
experience for Walgreens custom-
ers, and our Home Chef Express 
meal kits provide customers with an 
on-demand solution for tonight’s 
dinner.”

Kroger Express — a curated 
assortment of 2,300 products, 
selected using customer data and 
insights — will soon be offered at the 
13 Walgreens test stores in northern 

Kentucky, near Kroger’s Cincinnati 
headquarters. The Kroger Express 
selection will include Home Chef 
meal kits, national products and 
Kroger’s popular Our Brands prod-
ucts. The first concept is operational 
in Florence, KY. The remaining 12 
pilot stores will be operational early 
next year.

As announced in October, the 
participating pilot stores are offering a 
one-stop shopping experience where 
customers can access products from 
both brands and order groceries on 
kroger.com for pickup at Walgreens. 
Kroger Express marks an expansion 
of the original offering.

The early December announce-
ment also marked the launch of 
Home Chef Express meal kits in 65 
Walgreens locations in the Chicago 
area.

Sprouts CEO to Exit 

Firm
Amin Maredia, the CEO of 

Sprouts Farmers Market Inc., will 
leave the Phoenix-based company 
at the end of the year.

The specialty grocery chain an-
nounced the move in early De-
cember. Maredia’s final day with 
the company will be Dec. 30. Jim 
Nielsen, the company’s president 
and COO, and Brad Lukow, Sprouts 
CFO, will serve as interim co-CEOs 
while the grocery chain completes 
a comprehensive search for a new 
permanent CEO.
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Following the tremendous suc-
cess of the 2018 Southern California 
Fresh Produce & Floral Expo and 
as part of overall strategic planning 
for the organization, the Board of 
Directors of the Fresh Produce & 
Floral Council (FPFC) has decided 
to consolidate the Northern and 
Southern California Expos into a 
single show in 2019.  That show, to 
be held in Anaheim, CA, on July 16, 
2019, will be rebranded with a new 
logo as The FPFC Expo.

“We have built such a success-
ful show in Anaheim,” said FPFC 
President Carissa Mace, “that it 
seemed counterproductive to keep 
the Northern California market 
separate from it.  Our exhibitors from 
the Northern California area can now 
benefit from the attendance of more 
retailers from more areas, a greater 
school and institutional presence, and 
the increased networking available at 
the Opening Night Adventure.”

The addition of the Opening 
Night Adventure is one of the aspects 
of The FPFC Expo that makes it such 
a success among retailers.  Execu-
tive retail attendees are treated to 
a private experience inside Disney’s 
California Adventure Theme Park 
that includes dinner, photo op-
portunities with Disney characters, 
a private viewing area for Disney 
shows, and other entertainment.  The 
FPFC provides travel allowances for 
out of area retailers to attend The 
FPFC Expo and the Opening Night 
Adventure.

Council News

FPFC Announces New Format for 2019 Expo

“We are building The FPFC Expo 
into a can’t-be-missed event for re-
tail, foodservice and suppliers—even 
beyond the California market,” said 
Expo Committee Chair Kori Martin 

of The Oppenheimer Group.
“Consolidating the two shows into 

one Expo will bring together an even 
larger vendor and retail community 
and provide exciting new sponsorship 
opportunities that will elevate our 
sponsors’ brands,” Martin said, citing 
a new floor layout that encourages 
attendees to spend more time at each 
booth and new sponsor packages that 
provide more versatility and visibility 
for Expo sponsors.

For more information on The 
FPFC Expo and the Fresh Produce 
& Floral Council, please contact the 
office at 714-739-0177 or info@
fpfc.org.

The FPFC Annual Dinner Dance, January 26, 2019 will be “A Greek Odyssey” 
at Disney’s Grand Californian Hotel & Spa in Anaheim, CA.

Meet new FPFC leadership, welcome the new chairman 
and congratulate the 2018 class of the FPFC Apprentice Program 

before taking to the dance floor and retiring to the cigar lounge.

Be a part of this legendary evening! 
Sponsorships are selling now.

Get Ready 
for an Epic Evening
Annual Dinner Dance, 

January 26, 2019

mailto:info@fpfc.org
mailto:info@fpfc.org


Fresh Digest   /  37

FPFC OFFICE
2400 E. Katella Avenue, Suite 330

Anaheim, CA  92806

EDITORIAL OFFICE
Tim Linden

925-258-0892

ADVERTISING OFFICE
Dana Davis

302-750-4662

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.

THE FPFC WELCOMES 
THE FOLLOWING NEW MEMBERS

Daren Van Dyke
Five Crowns Marketing 

Sharon Cheung
MULTISTEPS US LTD 

Tristan Simpson
Nichols Farms 

Paige Venable
Vallarta Supermarkets 

Angela Tallant
Westfalia Fruit Marketing USA LLC 

UPCOMING FPFC EVENTS
January 26

FPFC ANNUAL DINNER DANCE
Grand Californian, Anaheim, CA 

February 6
FPFC MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

February 20
FPFC MEMBERSHIP LUNCHEON 

Castlewood Country Club, Pleasanton, CA

March 16
FPFC DAY AT THE RACES 

Santa Anita Park, Arcadia, CA

May 1 
FPFC MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

June 19
FPFC MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

July 16
THE FPFC EXPO 

Disneyland Hotel, Anaheim, CA

August 7
FPFC MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

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

December 4
FPFC 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

http://www.fpfc.org
mailto:info@fpfc.org
https://www.fpfc.org
mailto:tim.linden@ymail.com
mailto:dana@fpfc.org


2018 WALK FOR HOPE  

TEAM PRODUCE
Many thanks to all our sponsors, walkers, donors, a endees for raising nearly $75,000 and distribu ng over $90,000 of fresh 

produce products to over 6000 a endees as well as distribu ng 2000 carna ons to cancer survivors.

Our product donors and sponsors:

                   
                   

Additional sponsor:

Our retail partners

Thanks to Umina Brothers for consolidating and transporting all our products.

THANKS to our over 110 volunteers who came out for set-up, help distribute, support and walk!!!!

Umina Brothers
Green Fruit

Giumarra
Westlake Produce
B&C Fresh Sales
Fresh Gourmet

Hollandia

Consolidated West
Dole Vegetable
Preferred Sales

WJL
Great West

American Business Bank

Bristol Farms

Progressive Produce
Specialty Fresh

Zola
Litehouse

Apio
Spectrum Floral

Farmer John

DLJ Produce
Setton Farms

Evolution Fresh
Veg Fresh
Ready Pac

Temkin International

Del Monte
Marie’s

Pura Vida
Cabo Fresh
Prime Time
Moonlight

Perimeter Sales
Western Mixers

Good Foods
San Miguel

Stater Brothers Smart and Final
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http://www.4earthfarms.com


http://www.specialtyfresh.com
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