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VIEW

Taking a Play from the Restaurant Playbook

EDITOR'S

Several weeks
ago, my 27-year-old
son asked me if I
wanted to join him
at a bar/restaurant in
our area on Sunday
morning for a little
football watching,
lunch, maybe a beer
or two, but mostly
Tim Linden
for fact-finding. A
week later he was scheduled to interview for a
management position at a new location that the
owners were opening, and he wanted to familiarize
himself with the format, which can best be described
as beer, bourbon and barbecue.
I found the menus, which included separate
ones for spirits, craft beer and food, to be quite
impressive. But what impressed me the most were
By Tim Linden
the two owners hanging out in the place. My son
had met them the week before and pointed them
out to me. This was a Sunday morning at about
11:30. We stayed for about 90 minutes and they
were there the whole time showing no signs of
leaving anytime soon.
While I don’t expect that is how every owner
of every foodservice establishment spends their
Sunday morning, it is a mainstay in the restaurant
business that the top people work when the restaurant is busiest. My son earned his college degree
in hospitality and likes the business, but admits that
working on weekends is a drawback. But he knows
it is a necessary drawback. Since he graduated from
college ﬁve years ago, he has worked in several different venues but it is always the same. Managers
work when the customers are there. His days off
are typically midweek. Getting a weekend off is
rare indeed...maybe for a funeral; if it’s a wedding,
he better be the one getting married.
I noted to my son that having the owners
there on Sunday morning is a good sign. They appear engaged and committed to making it work,
which is very important in the ﬁckle restaurant
business. Since then I have talked to a number of
people in the supermarket industry about the work
hours of their top managers. Do they mirror the
busiest hours in the store?
For the most part, I have been told that
there has been a major shift in the past generation
regarding the shopping patterns of consumers that
has not been matched by the work habits of the
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department heads and store managers. When my
mom and her similarly-situated friends were trolling
through their local grocery store – Food Giant in
Southern California when I was young – the kids
were at school, dads were at work and grocery
shopping was a weekday activity. In fact, many
stores were closed on Sunday. Today, I have been
told, Sunday is typically the busiest day, followed by
Saturday and then maybe Monday or Friday. And
weekday evenings are busier than weekday mornings, with every demographic stopping on the way
home from work to pick up something for dinner or
just to do a round of shopping. Weekday morning
shopping is left mostly to the retired, at least that is
what it is like at my local market.
I have been told that it is rare to have a
supermarket manager, or a produce manager for
that matter, work both ends of the weekend. In
fact, many get both days off, and others at least get
both days off once a month. Like others, I do a lot
of grocery shopping at the end of my work day
typically hitting the market at ﬁve or six. I also like
Sunday mornings as the stock-up shopping day. I
rarely ask for help, but, in the interest of this column,
last Sunday morning I asked if the produce manager
was around. He wasn’t. I asked again Wednesday
at 6 pm. He wasn’t there again. Of course, a few
comments from industry vets and scant anecdotal
research does not a science paper make. But seemingly the retail industry doesn’t imitate the restaurant
business when it comes to managing during the
busiest time.
We all have heard over and over again how
difﬁcult it is for retailers to survive these days. Maybe
if the best people are there when the customers
are there, it would help.

FPFC MISSION STATEMENT
The Fresh Produce & Floral Council is a dynamic
community of professionals across all sectors of
the fresh produce and ﬂoral industry who do
business in California and the western region.
The Council is dedicated to providing members
with convenient opportunities to build productive
relationships, access timely market information,
enhance their business skills, and pool their
efforts to promote and advance the industry.
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A Little Busy Here
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EXECUTIVE NOTES

I actually forgot
I had to write this
article. You see, we’ve
been a little busy at
the FPFC and the
deadline slipped my
mind. So I’m writing
this in panic mode –
read on at your own
risk!
Carissa Mace
There is a great
deal going on at the FPFC these days. We just had
our Annual Dinner Dance (pictures included in
this magazine issue), and once again, it was a terriﬁc evening of bringing old friends together and
introducing new ones. More than 500 attendees
enjoyed the night of gaming, dining and dancing, and
enjoyed the antics of James Bond and the Bond girls
in attendance.
One of the most difﬁcult aspects of this event
is doing the seating. Everyone wants a “good seat,”
but just like there are only so many window and
aisle seats on an airplane, there are only so many
tables around the dance ﬂoor. The policy forever
has been for sponsors of the event to get seating
priority. They support the event and help keep
ticket prices low, so it is only fair they get priority
seating. The issue we had this year is we had so
many sponsors it literally left the tables on the far
ends left for those who attend but do not sponsor.
Frankly, this is a good problem to have.
What you might not realize is that net funds
from all events and advertising in this very magazine
go to support the work the FPFC does for the industry. And what might those types of programs be?
The FPFC Market Report® - This is a FREE,
COMPLIMENTARY, NO COST sales data report
put out four times a year for membership. Want
to know how sales in your company stack up to
others selling the same commodity? Then check

out the Market Report® when it arrives. It is easy
to download from our website and again, it’s FREE
for members.
Apprentice Program – In its third year, this
program is essentially a training and mentoring program for qualiﬁed applicants with seven or less years’
experience in the industry. While we do receive
generous sponsorships from Dennis Gertmenian
and Ready Pac Foods to help underwrite the costs
of this program, these funds do not cover all the
costs. Once again, it is the net income from events
and advertising that allows us to serve the future
of the industry.
Scholarship Program – This is brand new for
2016. The FPFC is funding eight scholarships at four
different California universities: Cal Poly Pomona,
Cal Poly San Luis Obispo, Fresno State University,
and UC Davis. These $2,500 scholarships will be
open to agriculture majors (all four universities)
and horticulture majors (Cal Poly Pomona and
Fresno State University). Once again, the FPFC
and its leadership is looking for ways to advance
our industry in the future.
Of course, there are other reasons to advertise and sponsor – to get your name and your prod- By Carissa Mace
ucts out to the industry. The FPFC is a great way
to target your marketing efforts to your customers
in California. This is our home and we know the
landscape well. There is a reason that more than 160
companies sponsored our events and advertised in
this magazine last year - because it is a good investment for their company and the industry.
We have a lot coming up in 2016 – luncheons,
golf tournaments, expos and more. And this magazine has a lot of exciting editorial content planned.
So if you don’t already advertise or sponsor, take a
look at the opportunities and see what is right for
your company and how you can help
p support the
work the FPFC does for the industry.
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COUNCIL NEWS

The Fresh Produce & Floral Council
Welcomes the Following New Members:
Brittany Badalamenti
Bare Snacks

Michael Popescu
The Pichuberry Company

Rod Rosales
Devine Organics

Rick Montoya
Salinas Valley Farming, Inc.

Karen Caruso
Empire Marketing Strategies

John Hein
Specialty Fresh LLC

Annie Buran
Flora-Pack

Jeff Halfpenny
Talley Farms

Vicente Zambada
Fresh Packing Corp.

Ryan Larkan
Tesco

Rob Anderholt
Grapeman Farms

Melissa Blake
Woot Froot by Fresh Fruit Cuts

Claudia Nicolaou
Marketing Plus

CORRECTION
Jim Lowe of Gelson’s, Rose Gonzales of Rose Gonzales Plants
with Alice Grazziani and Angelina Nieto, also of Gelson’s

In the last issue of the Fresh Digest, Jim
Lowe of Gelson’s was listed incorrectly in the
Holiday Luncheon photo rerun above because
of a typing mistake. We regret the error.
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FPFC Plans Webcasts
To Analyze Market Reports
By Tim Linden

FEBRUARY / MARCH 2016

get full value from the information. The Fusion
Marketing president said the webcasts, complete
with a question and answer session, will also give the
Fusion team insight into what the FPFC members
are looking for and how they use these reports.
That will allow for further tweaking of the report
and creating a document that better mirrors the
needs of the membership.
The webcasts will be scheduled about a
week or two after each report is made available
to FPFC members. Muro said the idea is to allow
potential webinar attendees to digest the information and formulate questions prior to the on-line
presentation.
While the exact topics that will be covered
during each session are still being formulated, Muro
said a general outline will be followed. The most
recent report will be analyzed each time in an
interactive format so members will be able to ask
questions and discuss the basic information. In addition, he said speciﬁc topics are being developed
for more careful analysis each time.
For example, the ﬁrst webcast, which will be
held in the ﬁrst half of March, will feature a review of
2015 as well as tips for getting the most out of the
report. Following webinars will deal with subjects
such as insights in the top 10 categories, growth
of organics, and noteworthy performances from
peak-of-the-season fruits and vegetables. Muro said
that the analysis of the report typically produces
insights that are not as easily disseminated through
the report’s current written format. He said a live
webcast will allow for enhanced analysis and the
delivery of more information.
Each webcast is expected to last about 45
minutes. They have been tentatively scheduled for
early March, late June, early September and early
December. The FPFC will send out more information via its website and email when it is available..

Focus on Retail

Three years ago, the Fresh Produce & Floral
Council began offering The FPFC Market Report®
on a quarterly basis to help members get a little
more insight into trends at the retail level. The
association is taking that effort one step further
in 2016 by hosting a webinar after each report is
published to drill down a little bit deeper and offer
even more analysis.
FPFC President Carissa Mace said The FPFC
Market Report® is an exclusive beneﬁt for members
of the Council. It is a retail sales benchmarking tool
that enables members to better understand their
sales results against a backdrop of fresh fruit and
vegetable categories in key California markets.
Each quar ter, the sales of many different
commodities are analyzed in four different markets
in the state: San Diego, Los Angeles, San Francisco
and Sacramento. Steven Muro, president of Fusion
Marketing, which provides the service for the FPFC,
said it is especially designed to give mid-sized and
smaller ﬁrms data that they can’t get anywhere else,
and probably don’t have the staff or the expertise
to generate themselves.
For example, Jennifer Anazawa, the Fusion
Market analyst who delves into the data for each
report, said one interesting trend that has been
followed is the growth in the organic category. A
reader of the report can see that both Northern
California markets sell a higher percentage of organic produce than the two Southern California
markets that are studied. Do those results mirror
the sales numbers of FPFC members operating in
the organic sector? If not, that might point out an
opportunity for growth.
Muro said that while The FPFC Market Report® has been very well received, the series of
live webcasts FPFC and Fusion are planning should
ultimately increase the value of these reports. FPFC
has launched this plan to help increase industry
awareness of the reports, and to help members
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FPFC Scholarship Program
Taking Shape
Focus on Outreach

By Tim Linden
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Giving money away isn’t as easy as it used
to be, but the Fresh Produce & Floral Council is
halfway toward meeting its goal of funding eight
college scholarships to agricultural students for the
2016/17 school year.
FPFC board member Connie Stukenberg of
the California Avocado Commission serves as the
chairman of the Task Force that explored the idea
in 2015. The board approved the concept and it
was decided that the FPFC would work with the
top four public ag universities in the state awarding
$2500 scholarships to two students at each school.
The University of California at Davis, Fresno State
University, Cal Poly Pomona and Cal Poly San Luis
Obispo were chosen. Stukenberg explained that
each university has its own set of criteria for approving scholarship offers.
“I am excited to announce that we have
completed the vetting process with both UC Davis
and Fresno State,” she said in late January. “In fact
we have already funded those scholarships. We are
still working with the two Cal Poly universities as
they follow a different procedure.”
Stukenberg said that while the FPFC has
established criteria for the awarding of the scholarships, the individual schools will be judging the applicants and making the ﬁnal selections. “We didn’t
want there to be any bias in this program,” she said,
“so the FPFC determined that we would leave that
process to the experts at each school.”

She did say however that the offspring of
FPFC members are encouraged to apply and there
will be a place on the application to note that connection.
The criteria for eligibility is straightforward.
The applicant must be an undergraduate, have a college grade point average of 3.25 or above, and must
have declared their major in one of the designated
programs (see the list below). Each university has
a little different program so the FPFC Task Force
speciﬁcally named the programs in each university
from which students are eligible for the scholarship.
In each case, the program is agriculture related.
The scholarship program was established
because it does meet one of the key tenants of
the FPFC’s Mission Statement which is to promote
and advance the fresh produce and ﬂoral industry.
“We think this program will be beneﬁcial to the
industry,” said Stukenberg. “In the ﬁrst place, it will
expose new students to the industry and encourage new talent to choose the produce industry for
their careers.”
In addition, she said the program should
generate some publicity within the college ag community, further giving visibility speciﬁcally to the
FPFC and to the fresh produce and ﬂoral industry
at large. Once recipients of the scholarships have
been ﬁnalized, the FPFC will invite them to attend
FPFC events and interact with the association and
its members.
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FPFC President Carissa Mace said the program has been developed as an ongoing budget
item, but funds have only been allocated for the
ﬁrst year, which is consistent with all FPFC programs. “We are not doing special fundraising for
this expenditure but rather it is allocated from our
general funds.”
Mace explained that a percentage of revenues
from all FPFC activities are earmarked for outreach
programs to further the council’s Mission Statement.
“If you are supporting the FPFC in any way, you are
supporting these programs,” she said. “Attending
an event, exhibiting at an Expo, buying an ad in this
magazine…those funds are pooled and are utilized
in a variety of ways including donating to the charities that we participate with every year and now
funding scholarships
arsh for the long term beneﬁt of
our industry.”

Eligibility for the FPFC
Scholarship Program
Students in the following programs in
these participating schools are eligible to apply for the FPFC scholarships through their
universities.
Cal Poly Pomona
Agribusiness/Food Industry Management
Agricultural Science
Plant Science
Horticulture
Cal Poly San Luis Obispo
Agribusiness
Agricultural Communications
Agricultural Science
Horticulture/Crop Science
Fresno State
Agricultural Business
Agricultural Communications
Industrial Science/Crop Production Mgmt
Plant Science
UC Davis
Agriculture and Food Systems
Managerial Economics/Ag Econ Emphasis
Environmental Horticulture & Urban Forestry
International Agriculture Development
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North Shore Continues to Thrive
In the Coachella Valley
Focus on Desert Produce

By Tim Linden
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It was 28 years ago that North Shore Living
Herbs established itself in the Southern California
desert town of Thermal and it has been thriving with
the production of its signature crops ever since.
Using the latest hydroponic technology, and
the heat from the sun and the geothermal energy
that gave its headquarters’ city its name, the ﬁrm
specializes in providing consumers the freshest herbs
that one can buy. The attached roots make sure that
is the case. The company has a line of both “living
herbs” packaged in clamshells and “living potted
herbs.” Its products are marketed to many different
retailers in, near and around California. The ﬁrm
has to be ever mindful of the perishability of fresh
herbs. Director of Marketing Micki Dirtzu said most
customers of the company receive shipments within
one day of the crops being harvested and packaged. “We are strictly in the Paciﬁc region, mostly
California and Arizona though we have expanded

a little bit into Texas and the Midwest.” She noted
that herbs should be marketed as quickly as possible,
with overnight deliveries being the norm.
The North Shore executive said marketing
close to home has the added value of capitalizing
on the locally-grown trend. She noted that a Food
Marketing Institute survey revealed that 38 percent
of consumers deﬁne local as being something from
their own state. Additionally, she said the Specialty Food Association has research showing that
even packaged specialty goods, such as herbs in a
clamshell, register with a signiﬁcant percentage of
consumers if it is produced regionally.
She said that while the company markets
about 20 different herbs, the top sellers have
remained fairly constant over the years. It should
come as no surprise that basil, mint, rosemary, sage
and thyme make up that list, with basil sales being
head and shoulders above the rest. But the com-
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Potted Basil Trio

pany still tweaks its product line on a regular basis
and comes out with new and unique items for its
retail customers.
For example, Dirtzu said one of its newest
product is a basil trio that is comprised of opal basil,
mammoth basil and sweet basil presented together
in its potted herb line.
While mint isn’t quite the proliﬁc seller as
basil, she said it has registered tremendous growth
in recent years because of two booming restaurant
trends: cooking with fresh herbs and making cocktails
with fresh herbs. In both instances, mint are a favorite. Of course the mint julep cocktail popularized
by the Kentucky Derby might be the oldest use of
mint, but mixologists all over the country are combining that herb ﬂavor with many different alcohols
to create everything from a mint-ﬂavored martini
to minty margaritas.
Though it hasn’t yet cracked into the top ﬁve
category, the North Shore executive said cilantro
is another up and coming herb that has shown
signiﬁcant growth in recent years. Long a mainstay
in Mexican cooking, it is also ﬁnding favor in a wide
range of cuisines and behind the bar.
Dirtzu said that like many other food trends,
the use of herbs by professional chefs and cocktail
makers has ﬁltered into the home. Consumers try
it in a restaurant and then try to duplicate the taste
in their own kitchens.
She noted that others herbs – including
rosemary, basil and thyme – are also being used
in cocktails. Bartenders, she said, are looking for a
savory twist on the cocktail recipes of old.
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For all these reasons, Dir tzu said Nor th
Shore’s business is booming and the company’s
greenhouse facilities “are bursting at the seams.”
She said the ﬁrm is analyzing different options for
expansion. In the meantime, it is in the process of
completing a $1.8 million solar installation that is
expected to provide up to 70 percent of its energy
needs. Dirtzu said the installation of these solar
panels is another step along the sustainability path
that North Shore has been travelling for many years.
Its growing methods and packaging materials have
always been on the cutting edge of utilizing “green
technology.”
North Shore chose to set up shop in the
desert due to the many renewable resources. “We
were the ﬁrst herb grower to be Sustainably Grown
Certiﬁed. We grow hydroponically and recycle our
water through a proprietary system so we use up to
70 percent less water than our ﬁeld grown counterparts and create no soil depletion,” she said.
Though these herbs are grown in greenhouses, Dirtzu said they are subject to the whims
of nature and weather issues. That is mostly the
case because weather, as well as short winter days,
do impact the number of growing hours in a day.
Temperature dips and spikes also play a role. As of
this writing in late January, the much ballyhooed El
Niño that is expected to hit Southern California this
winter and spring had yet to cause any disruption.
“We just have to wait and see,” she said adding
that each herb is different and reacts differently to
weather issues. Basil, for example, likes the heat,
while other herbs
erb are more adaptable to colder
temperatures.

Potted Roasting Mix
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Focus on Business

Progressive Produce
Joins Total Produce

12

Progressive Produce announced in early
February that 65 percent of its equity had been
acquired by Total Produce plc of Dublin, Ireland.
Progressive Produce was founded in 1967 and is
headquartered in Los Angeles.
Total Produce is Europe’s premier fresh
produce provider. Growing, sourcing, importing,
packaging, distributing and marketing more than 200
lines of fresh fruits, vegetables and ﬂowers, the Total
Produce group distributes approximately 300 million
cartons of fresh produce to the retail, wholesale,
foodservice and processing sectors across Europe
and North America annually.
Total Produce today operates out of 100
facilities across some 20 countries, while serving
many more operations. In addition to being the
leading fresh produce provider in Ireland, Spain,
Sweden, Denmark, the United Kingdom, and the
Czech Republic, the Total Produce group includes
major operations in several key markets including
Slovakia, India, Italy, The Netherlands and North
America.
Commenting on the transaction, Progressive
Produce President Jim Leimkuhler said “We are very
pleased and excited to join with Total Produce.This
transaction will further strengthen the business we
have developed and grown over many years. We
believe this is an excellent long-term combination of
skills and expertise that will beneﬁt all stakeholders,
including our growers, our suppliers, our people and
our customers.”
Carl McCann, chairman of Total Produce,
stated: “We are delighted to become co-owners in
Progressive Produce. This transaction with a leading California produce company further broadens
our U.S. operations and is in line with our strategy.
We look forward to working with the excellent

people in Progressive Produce as it continues to
develop its very successful business expansion in
future years.”
Progressive Vice President Jack Gyben said:
“Access to Total Produce’s international network of
great products, people, and resources will allow us
to continue our national and international expansion. Our intent is to become more valuable as a
category partner to our broad customer base in
various commodities, and to provide exceptional
opportunities to the extraordinary employee group
that has made us a great company.”
Progressive has had tremendous growth over
the last several years as it expanded from a base
of potatoes and onions into a broad commodity
offering including asparagus, organics, Hispanic fruits
and vegetables, cabbage, citrus and most recently,
berries. “The character of Progressive has always
been about great people, innovative products and
outstanding customer service and partnership,” according to Leimkuhler, “and none of that will change
with Total Produce as our partner.”
Vice President of Sales Victor Rodarte added
that providing an outstanding and successful future
for Progressive and our employees was our top
priority and the reason we are thrilled with this
transaction.
Leimkuhler, Rodarte and Gyben, who were
the founding partners of Progressive Produce and
have remained as the senior management team for
almost 30 years, will continue with an ownership
position and will retain their general management
responsibilities at Progressive. “Our commitment
to the future of Progressive Produce, our customers, and employees is as strong as ever, and we are
committed to growing as a proud part
p of the Total
Produce family,” added Leimkuhler.
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that lead up to that event, the California avocado
season will begin in earnest in February with volume
expected to build into March with promotable
volume beginning in April. CAC is forecasting that
392,500,000 pounds of California avocados will be
harvested in 2016.That is an increase of more than
100 million pounds over 2015.
“The recent rains in California avocado growing regions are providing a much needed natural
refresher for the crop,” said DeLyser. “Growers are
reporting nice sizing and California’s usual outstanding taste and appearance on the front end of this
season. Based on the projected volume, the California industry expects to ship through September
this year.”
Created in 1978 as a commission, CAC strives
to increase demand for California avocados through
advertising, promotion and public relations, and
engages in related industry activities that beneﬁt
the state’s nearly 4,000 avocado growers.
The California Avocado Commission serves
as the ofﬁcial information source for California
avocados and the California avocado industry. For
nutrition information and recipes visit CaliforniaAvocado.com,

Focus on CA Avocados

In preparation for the 2016 California avocado
season, the California Avocado Commission (CAC)
unveiled a new logo that will be used throughout
its marketing campaign.
The logo art ties directly to the California
label that many avocado handlers have been using
for the California avocados they pack.
“In CAC’s ad markets, 85 percent of consumers who have a preference would prefer to
buy California avocados when given the choice,”
said CAC Vice President of Marketing Jan DeLyser.
“The California avocado label provides a direct
connection with the new logo helping shoppers
make the connection between CAC’s advertising
and the identiﬁcation of origin on the avocados
themselves.”
The commission reported in early January that
while some harvesting will occur prior to the Super
Bowl for the many avocado/guacamole promotions
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Nutrition Studies Key
To Avocado’s Healthy Reputation

Focus on Avocados

By Tim Linden

14

Emiliano Escobedo calls the new U.S. Dietary
Guidelines a “game changer” for avocados and other
like items.
In earlier guidelines, which are redone every
ﬁve years, cholesterol was a major topic. No longer
does it garner the attention it once did. And the
information about the role dietary fats play in the
diet has changed dramatically. Now the guidelines
differentiate between saturated and trans fats, and
unsaturated fats. Though the guidelines don’t use
these words, unsaturated fats are the “good fats” and
should, according to the guidelines, account for the
vast majority of fats in your diet. And fat in the diet
is an important element. We need it to live.
Avocados contain unsaturated fats with no
saturated fats (generally animal fats) or trans fats
(man-made fats). When avocados were ﬁrst identiﬁed as a food with a relatively high fat content, there

was no distinction made between the good and the
bad fats. There is no doubt, the green fruit had an
unfavorable nutrition reputation for many years.
Escobedo, the executive director of the Hass
Avocado Board, said the nutrition research that
has been conducted on the avocado over the past
20 years, and speciﬁcally by HAB in recent years,
clearly creates a very positive dietary picture of
the fruit. Not only has the bad rap about fat been
eliminated, but much research has focused on the
beneﬁcial outcomes that can be associated with a
diet rich in avocados.
For example, the HAB executive said Tufts
University is expected to publish a paper this year
on a study quantifying the impact eating one avocado per day has on the cognitive ability of people
55 years and older. “We are expecting positive
results,” he said.
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Escobedo said the research was funded by
HAB and the results are currently going through
peer review, which does not include the avocado
group’s input. “We expect to see a paper published
by the second half of the year.”
He again used the phrase “game changer”
when talking about the kind of impact that this type
of research can have on avocado consumption and
demand. Escobedo said that all of the nutrition
research that HAB funds is designed to continue
to build a body of evidence that avocados are
good for you.
When the research produces good results,
HAB targets the health professional community
in an effort to get the word out. “We put a lot of
energy and resources into educating this group,”
he said.
Escobedo explained that it is the dieticians
and others in this community that make dietary
recommendations to speciﬁc groups. One can
easily imagine the impact that could be realized
when a credible organization recommends that
seniors consume avocados as a way to keep the
mind sharp.
HAB also spends part of its funds promoting
avocados to various segments of the population.
One group being targeted this year is Hispanics.
Hispanics, especially those who grew up south of
the border, are typically heavy consumers of avocados until they start adopting an American diet.
Escobedo said, as a group, Hispanics tend to have
some health challenges including greater propensity
toward obesity and diabetes. HAB is working with
the American Diabetes Association (ADA) to target
Hispanic consumers and to direct more studies
with regard to the impact avocados can have on
diabetes. Studies have already indicated that there
is a positive correlation between eating avocados
and controlling one’s blood sugar level. ADA, in
fact, recommends eating avocados as a healthy
source of monounsaturated fats. The group says
avocados are one of the best food sources of oleic
fatty acids, with around 13 grams per cup. These
omega 9 fats are especially recommended for diabetics as a way to control blood sugar. These same
fats are considered to be a positive factor in good
cardiovascular health.
All these studies are helping to increase
the demand for avocados, which Escobedo said is
already in the “phenomenal growth” category. The
increased consumption of avocados over the past
decade has been well-chronicled and celebrated.
But the increased consumption in 2015 as compared to 2014 seemingly deserves his “phenomenal”
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qualiﬁer.
Here is a product that has seen consumption
more than double in less than a decade, yet in 2015
the fruit registered another 16 percent growth in
sales. “In 2014, the United States market consumed
about 1.85 billion pounds,” he said. “In 2015, the
total was 2.14 billion pounds. That is very impressive growth.”
Over the previous ﬁve years, U.S. consumption grew at about 11 percent per year. So even
though the base has increased, the rate of growth
jumped about 40 percent.
For its own budgeting purposes, HAB is not
predicting the same growth this year and has actually placed the increase in consumption at less than
10 percent. But Escobedo would not be surprised
to see a much higher number. He said California
has a much bigger crop on the trees this year and
Mexico continues to show the ability to produce
the volume and promote its consumption in the
United States.
As this story is being written, representative
from the promotion group Avocados from Mexico,
as well as virtually every growers, shipper, importers
and distributor of the fruit, are excitedly anticipating Mexico’s second consecutive Super Bowl ad.
Though it is impossible to quantify the impact such
an ad has on consumption of the fruit, it is also
unwise to underestimate it. Mexico increased its
avocado shipments to the United States by about
one third last year, accounting for all of the U.S.
consumption gains and then some..
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Annual Dinner Dance
January 30, 2016
Thank You Sponsors!

Incoming Chairman Marvin Quebec of Quebec Distributing receives the gavel from
2015 Chairman Brad Martin of Perimeter Sales & Merchandising.
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Marsela McGrane, Vision Produce Company

EVENT SPONSORS
Specialty Cocktail Bar
Perricone Juice
Name Badges
Westlake Produce Company
VIP Reception
Consolidated West Distributing
Cigar Bar
Grimmway Farms
Party Favors
QSI Produce
Band
AMC North America
California Avocado Commission
General Reception
Cabo Fresh
Vision Produce Company
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Couples Photos
DLJ Produce
WJL Distributors

Invitations
Legacy Farms
Ready Pac Produce

Centerpieces
Kern Ridge Growers

Wine Corkage
Mastronardi Produce - West

Event Video Sponsor
Kern Ridge Growers

Table Tents
Fresh Gourmet Company

After Dinner Mints
The Giumarra Companies

Registration Area
Litehouse Foods

Event Signage
Charlie’s Produce

Awards
B & C Fresh Sales

Coffee Bar
Beachside Produce, LLC

Photographer
North Shore Living Herbs

Décor
Progressive Produce Corp.

Coat Check
Greenhouse Produce Co., LLC

Entertainment
IFCO

Centerpieces Designed By
Delta Floral Distributing Inc.
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2016 Dinner Dance Committee

2016 Dinner Dance Committee
Nancy Betancourt, Vision Produce Company
2016 Dinner Dance Chair

Tom Daviris and Dianna Daviris from Ralphs.
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Andrew Bivens, Westlake Produce Company
Brian Cook, Hollandia Produce LP
Therese Ferrara, Preferred Sales, LLC
Brandon Gritters, Interfresh, Inc.
Rick Hudson, AMC North America
Natalie Machado, FreshSource
Randy Marsh, Legacy Farms
Sean McClure, Ready Pac Foods
Jeffrey McLellan, QSI Produce
Lisa McNeece, Grimmway Farms
Lynnie Nojadera, Quebec Distributing Co.
Debi Orrin, Evolution Fresh
Rachelle Schulken, Renaissance Food Group
Megan Schulz, The Giumarra Companies
Dick Spezzano, Spezzano Consulting Service, Inc.
Rich Van Valkenburg, Van Valkenburg & Associates
Michelle Ziegler, Pactiv Food Packaging
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DOOR PRIZE SPONSORS
For Your Eyes Only
Houweling’s Tomatoes
A View to a Kill
Cal-O Veg
Skyfall
Quebec Distributing Co.
Diamonds Are Forever
San Miguel Produce
You Only Live Twice
The Oppenheimer Group

Outgoing Chairman Brad Martin enjoying his celebrity status.

Many former FPFC Chairman of the Board attended the event.
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The 2016 FPFC Board of Directors

GRAND PRIZE WINNER OF $20,000
Name: Bill Coombs
Company: DLJ Produce
Sold By: Roger Schroeder
DLJ Produce Donated Prize to City of Hope

TWO CASH PRIZE WINNERS OF $2,500
Name: Dan Rossi
Company: R & R Produce
Sold By: Marvin Quebec
Name: Rick & Tonya Antle
Sold By: Dick Spezzano

TWO CASH PRIZE WINNERS OF $1,000
Name: Mike Robinson
Company: Fresh Express
Sold By: Roger Schroeder
Name: Tim Riley
Company: The Giumarra Companies
Sold By: Roger Schroeder

Jan DeLyser, California Avocado Commission and her husband, Duane
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Apprentices: Back row: Megan Ichimoto, San Miguel Produce; Leanne Morris, Cedarland Natural Foods; Jeremiah Hunsaker, Houweling’s
Tomatoes; Cesar Martinez, Van Groningen & Sons; Front row: Katie Van Camp, Renaissance Food Group; Amber Flamminio, Umina Bros.;
Estrella Villasenor, Robert Johnson Farms; Pooja Pelham, Second Harvest Food Bank; Sandra Robles, Progressive Produce/Pathﬁnder
Logistics; Oakley Boren, Frieda’s, Inc.

Retiring directors Mike Casazza of Apio/Eat Smart and Kent Kuwata of Smart & Final, Corp. were honored.
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Chrissy and Troy Felix, Rehrig Paciﬁc Company; and Katie Van Camp,
Renaissance Food Group
Kent Kuwata, Smart & Final, and his wife, Vicki

The 2016 FPFC Executive Committee: (Standing l to r) Rich Van Valkenburg and Alfonso
Cano. (Seated l to r) Brad Martin, Marvin Quebec and Connie Stukenberg.
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Raul and Bea Gallegos of Bristol Farms

FRESH DIGEST

Lance Harris, Kellee Harris,
The Giumarra Companies; and
Mark Carroll, Gelson’s
Lynnie Nojadera, Quebec Distributing Co.; Alfonso
Cano, Northgate Gonzalez Markets

Chevy Arline, Smart &
Final; Allen DeMo, DiMare
International, and Sharon Dufﬁe

DOOR PRIZE WINNERS!
1. Casino Royale

Name: Jin Ju Wilder
Company: Valley Fruit & Produce
Sold by: Dick Spezzano

2. The Wolrd is Not Enough
Name: Jake Jacobs
Company: Paciﬁc Gourmet Produce
Sold By: Sean McClure

3. From Rusia with Love
Name: Lisa McNeece
Company: Grimmway Farms
Sold By: Lisa McNeece

4. For Your Eyes Only
Sponsored by Houweling’s Tomatoes
Name: Sammy Perricone
Company: Perricone Juies
Sold By: Roger Schroeder
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5. A View to a Kill

9. You Only Live Twice

Sponsored by Cal-O Veg
Name: Neil Witt
Company: Cal Paciﬁc Growers
Sold By: Dick Spezzano

Sponsored by The Oppenheimer Group
Name: Joe Anticvich
Company: Eagle Eye Produce
Sold By: Roger Schroeder

6. Skyfall

Attendee Door Prize Drawing

Sponsored by Quebec Distributing Co.
Company: RJ Produce
Sold By: Scott Leimkuhler

$500.00 Attendee Drawing
Name: Bob Lucy
Company: Del Rey Avocado

7. Her Majesty’s Secret Service
Name: Grant Hunt
Company: Grant J. Hunt Company
Sold By: Dick Spezzano

8. Diamonds Are Forever
Sponsored by San Miguel Produce
Name: Michael Robinson
Company: Chiquita/Fresh Express
Sold By: Greg Corrigan
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Bill Coombs, DLJ
Produce; Roger
Schroeder, Stater Bros.
Markets; Patty Knoll,
Temkin International

KKristyn Lawson, Good
Foods Group, and
Amanda Grillo of
CMC/Edge

Michelle Ziegler, Pactiv
Food Packaging; Vanessa
Lawrence, Cool Pak; and
Shawn Paroline, Pactiv
Food Packaging

Katherine Valko and Ryan
Fukuda, Avocados from
Mexico; Dick and Carole
Spezzano, Spezzano
Consulting Service, Inc.
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San Miguel Produce

QSI Produce
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FSMA Rules Established for
Farms and Produce Warehouses
Focus on Food Safety

By Tim Linden
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They were years in the making, but over the
last several months the Food and Drug Administration ﬁnally released ﬁnal regulations with regard
to safely growing, harvesting, packing, holding and
distributing fresh fruits and vegetables.
There are basically two sets of rules. One
of which covers farms – The Produce Rule – and
the other which covers other stops along the supply chain that are not classiﬁed as farms. Those
regulations are called the Food Safety Preventive
Controls.
Hank Giclas, senior vice president of strategic
planning, science & technology for Western Growers
Association, Irvine, CA, said there are many exceptions and nuances to each set of rules revolving
around what type of ﬁrm qualiﬁes under each category. He said it is best to get a professional opinion
if your company has unique circumstances, which
is a phrase that tends to deﬁne many companies in
the produce industry.
Giclas said many industry associations, such as
Western Growers, will be holding training sessions
over the next year to help companies understand
the rules and comply with the training requirement.
He noted that for the most part, the rules have builtin generous compliance dates so most companies
have the luxury of time to get their facilities up to
speed, and their employees trained. But Giclas said
at the very least, companies should now be analyzing the rules and establishing their own timetable
for compliance.
To help out in this endeavor, the Food Safety
Preventive Controls Alliance (FSPCA) has been
created and has launched a website to assist businesses in improving their food safety procedures
and to comply with the new Preventive Control
Rules. Much information is available on their website: http://www.iit.edu/ifsh/alliance. A similar group,
the Produce Safety Alliance, is doing the same thing
for the Produce Rule (http://producesafetyalliance.
cornell.edu)
The Preventive Control rule was established
ﬁrst and so the website and safety training pro-

tocol is further along in is development. In fact,
Preventive Control safety classes are already being
conducted around the country. The Produce Rule
safety protocol and materials for the purpose of
conducting trainings is expected to be released in
September of 2016.
The Preventive Control Alliance is working
through the Illinois Institute of Technology’s Institute
for Food Safety and Health (IFSH), which independently manages the Technical Assistance Network
(TAN) of food safety experts that has been established by the alliance. Food industry stakeholders
can submit technical questions to these food safety
experts through the website.
The same type of help for the Produce Rule
eventually will be available through Cornell University, which is working with the Produce Safety
Alliance on that rule’s technical assistance website.
Of course there are many applicable standards but below are some of the more important
issues with regard to the two sets of rules.

Final Rule on Preventive
Controls for Human Food
Key Requirements
Covered facilities must establish and implement a food safety system that includes an analysis
of hazards and risk-based preventive controls. The
rule sets requirements for a written food safety
plan that includes:
• Hazard analysis
• Preventive controls
• Oversight and management of preventive
controls, including monitoring taking corrective
Actions and verifying through documentation.

Compliance Dates
Compliance dates for businesses are staggered over several years.
• Very small businesses: This group is deﬁned
as averaging less than $1 million per year
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(adjusted for inﬂation) in both annual sales of
human food plus the market value of human
food manufactured, processed, packed, or held
without sale. They have three years to comply,
which mean the rules kick in in September of
2018. However, ﬁrms in this category must
immediately comply with the record-keeping
provisions that qualify them as “very small
businesses.”
• Small businesses: In this category are ﬁrms
with fewer than 500 full-time equivalent
employees. This group has until September of
2017 to be in compliance.
• All other businesses: The compliance date
for larger businesses – more than $1 million
in business and more than 500 employees -must be in compliance by September of 2016.

Final Rule on Produce Safety
The rule establishes, for the ﬁrst time, sciencebased minimum standards for the safe growing, harvesting, packing, and holding of fruits and vegetables
grown for human consumption. It is the rule that
governs what is deﬁned as “on the farm” activities.

Key Requirements
1. Agricultural Water
• Water quality: The ﬁnal rule establishes two
sets of criteria for microbial water quality,
both of which are based on the presence of
generic E. coli, which can indicate the presence
of fecal contamination.
• No detectable generic E. coli are allowed
for certain uses of agricultural water in
which it is reasonably likely that potentially dangerous microbes, if present, would
be transferred to produce through direct
or indirect contact. The rule establishes that
such water use must be immediately discontinued and corrective actions taken before re-use for any of these purposes if
generic E. coli is detected. The rule prohibits
use of untreated surface water for any of
these purposes.
• The second set of numerical criteria is for
agricultural water that is directly applied to
growing produce (other than sprouts).
The criteria are based on two values, the
geometric mean (GM) and the statistical
threshold (STV). The GM of samples is 126
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or less CFU of generic E. coli per 100 mL of
water and the STV of samples is 410 CFU
or less of generic E. coli in 100 mL of water.
• The FDA is exploring the development
of an online tool that farms can use to
input their water sample data and calculate
these values.
• If the water does not meet these criteria,
corrective actions are required as soon as
is practicable, but no later than the following year. Farmers with agricultural water
that does not initially meet the microbial
criteria have additional ﬂexibility by which
they can meet the criteria and then be able
to use the water on their crops.
• Testing: The rule bases testing frequency on
the type of water source (surface or ground
water; treated or untreated), and has different
criteria for each. In general, a fairly comprehensive initial test is required and then annual
testing thereafter.
2. Biological Soil Amendments
• Raw Manure: The FDA is currently conducting a risk assessment and extensive research
on the number of days needed between the
applications of raw manure as a soil amendment and harvesting to minimize the risk of
contamination capacity to hold water. Until
this time the FDA does not object to farmers
complying with the USDA’s National Organic
Program standards.
• Stabilized Compost: Microbial standards that
set limits on detectable amounts of bacteria
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(including Listeria monocytogenes, Salmonella spp., fecal coliforms, and E. coli 0157:H7)
have been established for processes used to
treat biological soil amendments, including
manure.
3. Sprouts
• The ﬁnal rule includes requirements to help
prevent the contamination of sprouts, which
have been frequently associated with foodborne illness outbreaks. Sprouts are especially
vulnerable to dangerous microbes because of
the warm, moist and nutrient-rich conditions
needed to grow them. Requirements speciﬁc
to sprouts include, taking measures to prevent
the introduction of dangerous microbes into
or onto seeds or beans used for sprouting,
testing of spent sprout irrigation water from
each production batch of sprouts, testing for
the presence of Listeria, and taking corrective
actions when areas of concern are found.
• Sprout operations will have less time to
come into compliance with the rule than
farms growing other produce. They will have
one to three years to comply based on the
size of their operation, with no additional time
to meet the water requirements.
4. Domesticated and Wild Animals
• Farmers are required to take all measures
reasonably necessary to identify and not harvest produce that is likely to be contaminated
from animals. At a minimum, this requires all
covered farms to visually examine the growing
area and all covered produce to be harvested,
regardless of the harvest method used.
5. Worker Training and Health and
Hygiene
• Requirements for health and hygiene
include:
• Taking measures to prevent contamination of produce and food-contact surfaces
by ill or infected persons, using hygienic
practices when handling covered produce,
and taking measures to prevent visitors
from contaminating covered produce
• Farm workers who handle covered
produce and/or food-contact surfaces, and
their supervisors, must be trained on the
importance of health and hygiene. In addition, they are also required to have a
combination of training, education and
experience necessary to perform their
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assigned responsibilities.

Exemptions
The rule does not apply to produce that is
not a raw agricultural commodity. There are also
a number of produce commodities that FDA has
identiﬁed as rarely consumed raw and are not
subject to the rule. In this group are such items
as asparagus, many different beans, potatoes, sugar
beets, sweet corn, eggplants, ﬁgs and winter squash.
Food grains are also exempted.
Produce that is used for personal or on-farm
consumption is also exempted as are farms that
have an average annual value of produce sold during
the previous three-year period of $25,000 or less
The rule also provides a qualiﬁed exemption
and modiﬁed requirements for certain farms.
• To be eligible for a qualiﬁed exemption, the
farm must meet two requirements:
a) The farm must have food sales averaging
less than $500,000 per year during the
previous three years; and
b) The farm’s sales to qualiﬁed end-users
must exceed sales to all others combined
during the previous three years. A qualiﬁed
end-user is either (a) the consumer of the
food or (b) a restaurant or retail food
establishment that is located in the same
state or the same Indian reservation as the
farm or not more than 275 miles away.

Compliance Dates
Compliance dates for covered activities, except for those involving sprouts, after the effective
date of the ﬁnal rule are:
c) Very small businesses -- those with more
than $25,000 but no more than $250,000
in average annual produce sales during the
previous three year period – December
2019
d) Small businesses -- those with more than
$250,000 but no more than $500,000 in
average annual produce sales during the
previous three year period. December
2018.
e) All other farms: December 2017
f) The compliance dates for certain aspects
of the water quality standards, and related
testing and recordkeeping provisions, allow
an additional two years beyond each of
these compliance
dates for the rest of the
p
ﬁnal rulee
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Lund Celebrates
40th Anniversary
By Tim Linden
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which has been made possible by the hard working
people in this industry. Being a part of this industry
which thrives on trust has been amazing. I don’t
know how anyone could have lived a better life.
Working with my family and wonderful employees
has been a dream. I’m so proud of this company, its
carriers, shippers, and employees.”
Over the years, he has been joined by his
three sons in the company – David, Ken and Eddie
– as well as by son-in-law Steve Doerﬂer, who is the
company’s chief ﬁnancial ofﬁcer. The ﬁrst member
of the third generation has also found his way to
the family-run company.
Doerﬂer said: “It is remarkable to celebrate
the 40 year anniversary of Allen Lund Company.
This is a testament to the principles of honesty and
integrity that Allen founded the company on and are
lived out daily by its employees. We are blessed to
have the best employees in the industry supported
by a true family environment.”
In looking back over his career, Lund said the
advent of technology has probably changed the
nuts and bolts of the business as much as anything
else. From improved technology in the engines to
the ability to track the truck and driver on a 24/7
basis, Lund said technology has altered the business.
Customers not only want to know when the load
will arrive, but where it is and what the temperature
is of the load at any given minute.
While Lund does spend part of his time on
his ranch in Utah, he is still active in the business on
a day to day basis and has no intention of retiring
anytime soon. The Allen Lund Company is active
in the Fresh Produce & Floral Council with Vice
President of Operations Kenny Lund attending the
most recent FPFC Dinner-Dance. More information
about the ﬁrm is available at www.allenlund.com.

Focus on Transportation

The Allen Lund Company, a mainstay in
Southern California for a couple of generations, celebrated its 40th anniversary on January 29, 2016.
In 1976, the company opened its doors with
a handful of employees. Now, the ﬁrm has more
than 400 colleagues in more than two dozen ofﬁces
around the country. Allen Lund had experience
working in the transportation of perishables with
C.H. Robinson Co. for a half a dozen years before
starting his own company. He recently told this
reporter that he started his ﬁrm on a tight budget,
having to limit himself to clients who would pay
within 30 days to make sure he didn’t stretch the
bank account too thin. The company now does
more than $450 million in annual sales.
This transportation ﬁrm has always maintained an exceptional reputation among shippers
and carriers, and consistently earns a Four-X rating
with Blue Book and a Four-Star rating with Red Book
Credit Services. While he started out arranging
loads in the unregulated perishable industry, the
deregulation of transportation in 1980 allowed
him to branch out and greatly increase his business. Throughout the years, ALC has started and
maintained key relationships with top customers
throughout the country, such as Costco, Coca-Cola,
PepsiCo, and Ahold USA, to name just a few.
Today, the ﬁrm operates in both perishables
and dry freight. Lund said food accounts for about
75 percent of the hauls with fresh produce making up the majority of that. The other 25 percent
constitute a wide range of products and relationship that he has maintained for the vast majority of
those 40 years.
“Like I’ve always said, I have had the privilege
of living the American dream,” he recently repeated.
“Celebrating 40 years is a dream come true to me
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2016 FPFC Calendar of Events
February 25
NORTHERN CA MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA

August 10
SOUTHERN CA MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

March 19
DAY AT THE RACES
Santa Anita Park, Arcadia, CA

August 23
SOUTHERN CA GOLF TOURNAMENT
Tustin Ranch Golf Club, Tustin, CA

April 20
NORTHERN CA EXPO
Alameda County Fairgrounds, Pleasanton, CA

September 17
ANNUAL BOWLING TOURNAMENT
Concourse, Anaheim, CA

April 27
SOUTHERN CA MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

September 22
NORTHERN CA MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA

June 10
NORTHERN CA GOLF TOURNAMENT
Callippe Preserve, Pleasanton CA

October 5
SOUTHERN CA MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

June 15
SOUTHERN CA MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

December 14
SOUTHERN CA MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

July 19
SOUTHERN CA EXPO
Disneyland Hotel, Anaheim, CA
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