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The Drought and Fake News

EDITOR'S

VIEW

Last year about
this time I had a case
of premature proclamation. In December of 2015, much
of the state received
well above normal
precipitation, which
was to be expected
because there was
Tim Linden
an El Nino effect and
forecasters had predicted that would happen.
I declared the drought was over. Then January
happened. January 2016 yielded no measurable rain
any of its 31 days in several areas throughout the
state. The once-promising rain year ended up only
producing average results on a statewide basis, and
the drought did not come to an end. I was wrong.
Of course, in today’s environment that would be
By Tim Linden called “fake news” when in fact, it was just that I
was wrong.
This year is different. I’ve waited 31 extra days
for my announcement and I am pretty certain the
drought is over. As I write this in early February,
reservoirs are full, the mountains are packed with
snow and several areas have already received more
than 100 percent of their normal annual rainfall…
with four more months of precipitation in front of us.
While the rains have obviously caused some issues,
including flooding that has impacted crops, on the
grand scheme of things, the rain is good.
So I declare the drought is over. Conservation is still smart, prudent and the right thing to do,
considering California is still mostly a desert that
relies on copious irrigation for crops, green golf
courses and landscaping. If a freak of nature occurs
over the next four months and we get no more rain
in this state, this proclamation may again be wrong.
But once again, it will just be wrong not fake news.
There is a huge difference and it is a difference
that seemingly a large percentage of the American
people just don’t get.
Over the years I have tried to avoid interjecting my own political slant into my produce industry
writing, and I will continue to do that. But this whole
“fake news” question is about my profession, not
politics. We are talking about journalism, which is
one of, if not the most important institution in a
free society. Journalist have to be free to do their
job and the public has to do its job, which is discern
what is journalism and what is not.
Ranting on the internet or radio is not journal-
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ism and is not news. The plethora of viewpoint talk
shows on cable also is not news. It is typically a slice
of news analyzed through a biased viewpoint. Perfectly acceptable as entertainment, but not news.
It is not the same as news stories in the
Washington Post, New York Times, Los Angeles Times,
St. Louis Post Dispatch, Chicago Tribune or the Des
Moines Register. These are NEWSpapers. That’s
what they do and they do it well, and honestly…and
daily. The hubbub about how many people were
at the Inauguration or the Women’s March events
is emblematic of the fake news hysteria sweeping
this nation. No real newspaper made up lies about
crowd size or attempted to distort the facts. No
journalists colluded to report the same false facts,
or “alternative facts” as they are now called.
Those people currently bashing the respected
dailies in this country like to point to an inaccurate
report that a “pool” reporter delivered during the
first few days of the Trump administration. The
reporter, Zeke Miller, wrongly wrote that a bust
of Martin Luther King Jr. had been removed from
the oval office. That report was wrong. He acknowledged the mistake the next day and virtually
every news outlet in the nation has reported that
fact along with his name. That’s how a free press
works.
There is no good served by the public assuming the facts in a news story are wrong. They
aren’t. They are accurate a HUGE percentage of the
time. If any reporter in the nation could legitimately
show that competing members of the news media
collectively and collaboratively underestimated or
overestimated a particular crowd size for a political
reason for example, that’s a Pulitzer Prize waiting to
be awarded. It’s not only the pinnacle of a journalist’s career, it’s a meal ticket for the rest of your life.
The produce industry likes to think it’s made up of
independent-minded people. And it is…but so is
the news business. Every journalist wants a scoop
and none are interested in rehashing a story somebody else already wrote…especially if it’s wrong. In
fact, there is nothing more satisfying than pointing
out a competitor got it wrong in his or her story.
We live for that.
If you think the big city papers are full of
lies and distortions, start subscribing online to the
Oklahoman, or the Rapid City Journal or the Kansas
City Star or the Casper (WY) Star News. You will
be readingg the same facts, also written by real
journalists.
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EXECUTIVE NOTES

Helping Those Who Help Others
Checking my
Twitter feed on the
morning of Saturday,
February 4, I received
shocking news –
the Anaheim White
House restaurant had
been hit by an early
morning fire. Nearly
80% percent of the
Carissa Mace
facility was destroyed.
Thankfully, there were no injuries. But a cherished
landmark in the area was destroyed, as was the
livelihood of its many employees. There was also a
concern for the charity founded by the restaurant’s
owner, Chef Bruno Serato.
Chef Bruno and his mother, Caterina, founded
Caterina’s Club in 2005. Chef Bruno and Caterina
visited the Boys and Girls Club of Anaheim down
By Carissa Mace the street from the restaurant. Mama Caterina noticed that there was a 6 year old boy eating potato
chips for dinner because his family couldn’t afford
a proper meal. Caterina insisted that Chef Bruno
make pasta for the child. They soon realized there
were many more of these hungry “motel children,”
so Bruno began making pasta for about 70 kids, 5
nights a week. Today, that first bowl of pasta has
led to feeding nearly 2,000 kids, every night, seven
days a week.
In addition, Caterina’s Club has expanded
to include a program that works to get qualified
families out of motels and into permanent apartment housing. They also started a work-internship
program for the motel kids to teach them important
job skills they can use to improve their future. Chef
Bruno employed the interns in his restaurant.
The community outpouring of support for
Chef Bruno and Caterina’s Club has been great
since the fire occurred. Many local restaurants
offered their kitchens for Caterina’s Club to use
to cook meals for the kids. Local restaurants also
offered temporary jobs to Anaheim White House
employees and interns until Chef Bruno can rebuild,
which he plans to do.
A Go Fund Me site has been set up to help
Chef Bruno with costs of rebuilding that insurance
may not cover. That site is www.gofundme.com/
AnaheimWhiteHouse. In addition, Caterina’s Club
is still up and running and can always use support:
www.caterinasclub.com.
For the past few years, the FPFC has had a
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Chef Jet Tila and Chef Bruno Serato at December Holiday Luncheon

personal connection to Caterina’s Club. In 2013,
the charity was selected to be the recipient of the
proceeds of our Annual Holiday Luncheon and
Charity Auction held in December. To date, FPFC
members have contributed more than $300,000 to
the organization, with this past December’s auction
raising a record $179,000.
I have to say on a personal note, I’ve come to
know Chef Bruno, his family and staff and they are
truly some of the most big-hearted people I have
ever had the pleasure of knowing. I come from
the non-profit fundraising world having worked for
United Cerebral Palsy of NYC and City of Hope.
In addition, through the FPFC I’ve dealt with a lot
of other non-profits through our charitable giving
program and our Annual Holiday Auction. I know
non-profits. Caterina’s Club is one of the best I’ve
ever encountered. One of things they have that
charities don’t always possess is sincere gratitude.
They are absolutely, enthusiastically grateful for every
penny they receive.
In addition, they are great people to work
with. Chef Bruno and his staff go out of their way
to do everything they can to help us make the
auction a success. Not all the charities are like this.
Believe it or not, sometimes it can be difficult to
work with charities and get the support we need to
help them. Caterina’s Club makes it easy to make
the event a success.
So when tragedy strikes those who do so
much for others, it was without question that we
would put the word out that they needed help,
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sending out email notifications to the industry.
I’ve personally contributed to the Go Fund
Me site and made a donation to Caterina’s Club. I
hope you will consider doing the same. Once again,
it is easy to help those who have done some much
to help others:
www.gofundme.com/AnaheimWhiteHouse
www.caterinasclub.org
I’m looking forward to going to dinner at the
re-built Anaheim White House. In the meantime,
it’s gratifying to see Caterina’s Club continue its great
work with the help of others.
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Focus on Avocados

HAB Study Reveals Shopper Behavior
Behind Greater Summer Purchases

10

The Hass Avocado Board’s Shopper Segmentation study reveals underlying drivers behind higher purchase dollars in quarter 3. Avocado
shoppers spend more per trip in Q3 than any other quarter

Fresh avocados are one of the most successful
categories in fresh produce. Nearly 60 percent of
U.S. households purchase avocados each year, driving annual household purchases to over $1.6 billion.
While shoppers purchase avocados all year long,
avocado purchases peak in the summer months of
July, August and September.
Continuing their role as an industry insights
leader, the Hass Avocado Board conducted a study,
based on data from the IRI Consumer Network,
that reveal the purchase behaviors behind the
higher third quarter purchase level. One of the
key behaviors identified is the amount spent per
avocado shopping occasion. Shoppers spend more
per shopping trip on avocados in Q3 than in any
other quarter.
This Q3 trend was especially prevalent among
“Super Heavy” shoppers, who account for 73 percent of avocado purchases. Super Heavy spend per
trip in Q3 is approximately 14 percent higher than

in any other quarter, and is the main driver behind
higher Q3 purchases.
“This study shows how important spendper-trip is,” explained Emiliano Escobedo, executive
director of the Hass Avocado Board. “Retail strategies that influence the amount purchased per trip
could mean significant gains for the category.”
This study also provides insights into how
avocado purchase behaviors differ between Super
Heavy, Heavy, Medium and Light shoppers, and helps
marketers and retailers identify opportunities for
future growth. Additionally, the study reports demographic detail for each of the shopper segments
and for avocado households in total.
To gain more insight into quarterly purchase
behaviors, shopper segmentation, and each buying
group’s shopping habits, visit hassavocadoboard.
com/retail/market-basket-shopper-trends to read
the full report and build sales of Hass avocados.
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Commission Forecasts Light,
Good Quality Crop
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factors contributing to a smaller 2017 California
avocado crop estimate are weather-related events
from 2016, which vary by region.
“The recent rains in California are good for
this year’s crop as well as for next year’s,” said Shade.
“We’re evaluating what the rain will mean in terms
of harvest timing. While some California avocados
are already in distribution in a few local chains, in
general it looks like a ramp up of harvesting in mid
to late spring.”
The commission’s “Made of California” marketing campaign will continue this spring and summer, according to CAC Vice President of Marketing
Jan DeLyser.
“CAC is working with handlers to target distribution of the crop where and when the fruit will
be most valued,” said DeLyser.“Our advertising campaign is structured to be targeted and very flexible
to support participating retailers and foodservice
operators, and to let consumers know where to
find the California avocados they love.”
Created in 1978, the California Avocado
Commission 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.

Focus on California Avocados

Despite some consumer media stories stating
that California had a short avocado crop in 2016, the
California Avocado Commission (CAC) reported
that last year’s harvest was above average in volume
at 401.4 million pounds. It also delivered the third
highest California avocado crop value on record.
However, for 2017 a smaller volume forecast will
mean a tighter window of supply, and marketing
efforts focused to match distribution.
“The California avocado harvest for 2017 is
projected to be around 225 million pounds, and
sizing of the fruit on the trees is looking very good
now,” said Rick Shade, California Avocado Commission chairman. “CAC representatives and I have
been out in groves in the various California avocado
growing regions, and early sampling of the crop confirms the quality should be excellent this year.”
Shade has plenty of experience to be a good
judge of avocado quality. A California avocado grower for more than 35 years, he learned the business
from his grandfather. Shade served as CAC chairman
of the board from late 2007 to late 2009, and was
elected chairman again in November 2016.
He explained that California avocados are an
alternate bearing crop. Often, but not always, a larger
crop one year is followed by a smaller crop the next
season, which seems to be the case for 2017. Other
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Litehouse Finding Success with Organic Line
Focus on Fresh Dressings

By Tim Linden
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Litehouse originally launched its organic line
of dressings in 2006 with four flavors (Ranch, Balsamic, Raspberry Lime, Caesar), as the company was
aware of an emerging consumer segment looking
for organic options.
The Litehouse Organics line enjoyed steady, if
not spectacular, growth until 2015 when it updated
the brand, introducing a new look that conveys a
fresh, farmers’ market feel. It also added two line
extensions -- Ginger with Honey and Rosemary
Balsamic -- to capitalize on taste trends. “Since
that time, Litehouse Organics’ growth has taken off,
and we’ve seen sales nearly double over the past
two years,” said Alison Kellogg, brand manager for
Litehouse Foods.
She said that while many consumers are
still looking for low-fat and low-calorie versions of
staple foods, there is a definite shift toward more
fresh, less-processed, and/or organic options when
it comes to food. “We’ve seen more and more
consumers moving from shopping in center store
toward spending most of their time and money
in the perimeter of the store. The produce set is
where most consumers start dabbling with purchasing organic items, so it makes perfect sense to have
an organic dressing to accompany those foods,” she
said. “We’ve seen a strong propensity for organics from millennials, especially those who are new
parents. As people start to look more closely at the

foods they are feeding themselves and their families,
their likeliness to purchase organics increases.”
Kellogg reiterated that it is fresh produce that
seems to be driving the organic trend. “According
to Nielsen FreshFacts, packaged salads are actually
the top selling organic category, with $881 million
in sales in 2016, which shows that consumers are
looking for organic options but they also want
convenience. This lends itself naturally to providing an organic salad dressing for complementing
those organic packaged salads. Having these items
merchandised together is a great way to drive incremental sales in your produce department.”
She added that although organic dressings are
still a small segment within the refrigerated salad
dressing (RSD) category, organics are outpacing
the other segments with regards to year over year
growth. The total RSD category growth is 4.6 percent, while the organic segment growth is nearly 53
percent over last year, according to IRI figures.
Kellogg said increased sales of the organic
dressing category are being registered nationwide,
but the west leads the way. “According to the
USDA Census of Agriculture, California makes up
41 percent of U.S. organic sales, so it’s no surprise
that California is one of our largest markets.”
She noted that organic dressings oftentimes
have a slightly higher shelf price than conventional
since there are a few additional costs associated
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with the manufacturing of these items. “In order to
meet the requirements for the on-pack organic and
non-GMO seals, we undergo in-depth audits from
the necessary certification agencies and conduct
ongoing testing of ingredients and finished products,” she said, adding that organic ingredients also
tend to be more expensive than their conventional
counterpart.
When it comes to the supply of fresh organic
produce, sometimes the demand outstrips production. Kellogg said Litehouse no longer has a problem finding organic ingredients for its production.
“When we initially got into the organic category,
there were more limited suppliers, but our procurement department has done an amazing job cultivating relationships and sourcing reliable suppliers who
are constantly evaluating the organic market needs
and working to meet them,” she said. “There are
seasonal fluctuations with some of our ingredients
so our forecasting and procurement teams work
hand-in-hand to understand our increasing needs
well in advance and ensure we have the ingredients
necessary to meet demand.”
It is somewhat of a given that the organic
shopper tends to be more “green” than the conventional shopper and wants less packaging when it
comes to fresh produce. Of course, packaging is a
necessary component of any salad dressing. “Over
the years, Litehouse has done a number of surveys
asking consumers about their salad dressing packaging preferences, and we’ve heard that overall glass
has been the preferred material, which is what we
use for the majority of our product lines,” she said.
“We encourage consumers to reuse and recycle
our packaging. Internally, many of us at Litehouse
repurpose jars for everything from drinking glasses
to candleholders, and last year we used our website to showcase some great gift ideas utilizing our
Litehouse jars.”

As far as merchandising at the supermarket is
concerned, Kellogg said there are several different
ways retailers address the situation with organic
dressings. “Depending on the retailer, organic dressings are placed either with the other refrigerated
salad dressings or next to the organic produce set.
When space permits, it may make sense to have
an assortment in both places, as some consumers
may not realize there is an organic salad dressing
option unless presented with it in the organic set,”
she said.

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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Reusable Plastic Containers
Offer Multiple Advantages
By Daniel Walsh

Focus on Packaging

President, North America at IFCO
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A generation ago, fresh foods like apples,
tomatoes and bananas were packaged and shipped
to retail locations in one-way disposable packaging like wood crates, burlap sacks and cardboard
boxes. These inefficient packaging systems were
expensive, have a limited lifespan and generate a
virtual mountain of waste – most of which ends
up in landfills.
That began to change in the early 1990s
as retailers and growers began to develop a new,
innovative and sustainable way to transport fresh
food to market, known today as the Reusable Plastic
Container (RPC). Based on the early success of
RPCs, the International Food Container Organization (IFCO) was launched in 1992 with the goal of
standardizing the packaging, transport, storage and
display of fresh food in Europe, the United States
and globally.
IFCO RPCs quickly gained market share,
replacing one-way packaging because of their obvious benefits. They are better for packing, stacking,
shipping, unloading and merchandising. They also
protect food better.
Efficiency is just one of many important benefits of RPCs. As the food supply chain has become
increasingly global, keeping food safe as it moves
from the field to the store and from one hemisphere to another is vitally important. Since being
introduced two decades ago, RPCs have developed
an impeccable track record when it comes to food
safety, and have never been cited as the source of
a single food safety outbreak.

Sustainability is another important factor in
our success. The rise of RPCs coincided with the
world’s increasing focus on preserving our planet’s
resources for future generations. As growers and
manufacturers seek to reduce their impact on the
environment, they realized RPCs are not only efficient and cost-effective, their shared and reusable
operating model delivers exceptional sustainability
returns.
RPCs use less water and energy than one-way
packaging and result in less solid waste. Because of
their innovative design and unique operating model,
RPCs have been recognized by retailers in all markets around the world and leadership organizations,
like the Ellen Macarthur Foundation, as essential to
reaching the goal of a “circular economy” driven by
a circular supply chain that generates zero waste
and zero emissions.
Consumers are now tuning to RPCs as well.
A recent survey showed shoppers prefer fresh
produce packaged in RPCs over cardboard boxes.
The freshness of produce packed in RPCs, along
with better quality and visual attractiveness were
top attributes given by consumers interviewed.
Because of the strong attributes of our product, a unique operating model and a strong commitment to serving the needs of its customers, IFCO
has rapidly become the global leader in reusable
fresh food packaging. We now operate more than
270 million RPCs in over 50 countries around the
world, and last year, the company experienced an
impressive growth rate of 16 percent.
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Last fall, IFCO launched a new branding campaign entitled, “A better supply chain serves us all.
Let’s eat,” to capture the essence of the critical role
IFCO plays in delivering delicious, fresh, nutritious
and affordable food to families around the world.
This year, IFCO is celebrating the 25th anniversary
of its founding – celebrating the fact that we now
deliver more than 1.4 billion shipments of fresh
food, including produce, meat, eggs, bread, seafood
and dairy, annually.
IFCO’s success is no accident. It is the result
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of fulfilling a vision of a better food supply chain and
a better planet that began 25 years ago, and that
shows no signs of slowing down.
In keeping with our founding principles, we
are proud to partner with our grower and retailer
partners to deliver fresh food and to help make the
world a better place at the same time.
(Editor’s Note: This column was submitted by IFCO and clearly
represents its view of the advantages of RPCs in the produce industry.
These are not necessarily the views of the FPFC and inclusion in this
publication does not imply an endorsement of the product.)
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Annual Dinner Dance
January 28, 2017
Thank You Sponsors!

FPFC Celebrates
in Dana Point, California
On January 28, the Fresh Produce & Floral Council
held its annual Dinner Dance at the Monarch Beach Resort in Dana Point, California, to celebrate the installation
of its 2017 slate of officers. Connie Stukenberg of the
California Avocado Commission is this year’s Chairwoman
of the Board as she replaces outgoing Chairman Marvin
Quebec of Quebec Distributing Co. More than 500 people
attended the gala at this Southern California destination.
“Escape to Havana Nights” was the theme and a fair share
of guests wore fedoras and/or white dinner jackets.

2016 Chairman Marvin Quebec of Quebec Distributing Company passes the gavel to 2017 Chairwoman
Connie Stukenberg from the California Avocado Commission

Event Sponsors
Name Badges
Westlake Produce Company
VIP Reception
Consolidated West Distributing
Cigar Bar
Grimmway Farms
Specialty Cocktail Bar
Pura Vida Farms
Evening Programs
Grow Pure Agribusiness, LLC
Party Favors
QSI Produce
Band
California Avocado Commission
General Reception
Pear Bureau Northwest
Vision Produce Company
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Couples Photos
Progressive Produce, LLC
WJL Distributors

Invitations
Legacy Farms
Ready Pac Foods

Centerpieces
Kern Ridge Growers

Wine Corkage
Pablo’s Produce

Event Video
Kern Ridge Growers

Table Tents
Fresh Gourmet Company

After Dinner Mints
The Giumarra Companies

Registration Area
Litehouse Foods

Event Signage
Veg Fresh Farms

Awards
B & C Fresh Sales

Coffee Bar
Beachside Produce, LLC

Photographer
North Shore

Entertainment
IFCO Systems

Coat Check
Greenhouse Produce Co., LLC
Centerpieces Designed By
Delta Floral Distributing Inc.
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The 2017 Dinner Dance Committee

2017 Dinner Dance Committee
Nancy Betancourt, Vision Produce Company
2017 Dinner Dance Chair

The 2017 Executive Committee of the Board of Directors
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Andrew Bivens, Westlake Produce Company
Blair Butterworth, Grimmway Farms
Brian Cook, Hollandia Produce, LP
Allen DeMo, Frieda’s, Inc.
Therese Ferrara, Preferred Sales, LLC
Brandon Gritters, Interfresh, Inc.
Eleanor Lopez, Perimeter Sales & Merchandising
Natalie Machado, FreshSource, LLC
Randy Marsh, Legacy Farms
Sean McClure, Ready Pac Foods
Jeffrey McLellan, QSI Produce
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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The 2017 FPFC Board of Directors

Door Prize Sponsors
Play Around
Cal Fresco LLC

Cubans
Quebec Distributing Co.

The Fun Never Stops
The Oppenheimer Group

Cuba’s Favorite Pastime
North Shore

A Bit of the Tropics
Houweling’s Tomatoes

Spy vs. Spy
San Miguel Produce

There were 18 former FPFC Chairmen and Chairwomen in attendance

18

FRESH DIGEST

The 2016 class of the FPFC Apprentice Program

Rich Van Valkenburg of Van Valkenburg & Associates and Gary Caloroso of The Giumarra Companies get in to a tropical mood
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Brian Cook of Hollandia Produce,
LP with Kelly Craner of B & C
Fresh Sales

Kristyn Lawson of Good Foods Group, LLC; Alexis Hartman of Tosca and Rachelle
Schulken of Renaissance Food Group

Grand Prize Winner of $20,000
Van Ambatielos
United Melon Distributing
Sold By: Roger Schroeder

Stassa and Rick Moreno of
WJL Distributors

Jim and Mihae Finnie of Del Monte
Fresh Produce; Tran Nguyen of
IFCO Systems, Michael Schutt of
Raley’s Supermarkets; and Wali
and Marvin Quebec of Quebec
Distributing Company
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Raul Gallegos, Parker Nishi, Carlos Preciado and Matt Stocks form Melissa’s Produce

Two Cash Prize Winners of $2,500
David Smith
The Oppenheimer Group
Sold By: Dick Spezzano

John Savidan
Bristol Farms
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Two Cash Prize Winners of $1,000
Larry Fowler
Always Transport
Sold By: Andrew Bivens

Terri Mouton
Sunkist
Sold By: Kristen Reid
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Kent Kuwata of Smart & Final
(second from right) with Jeff
Miller, Shawn Patrick and Bill
Brooks of Westlake Produce
Company

Kellee Harris of The
Giumarra Companies
with FPFC President
Carissa Mace

Liane Mast, Stater Bros.
Markets, with Patty Knoll
of Temkin International,
Inc. and Debi Orrin of
Evolution Fresh

Dale Liefer of Pura Vida Farms
with Harland Heath of Heath
& Lejeune, Roger Schroeder
of Stater Bros. Markets, and
Brandie and Wes Liefer of
Pura Vida Farms
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Abel Mendez and Alfonso Cano
from Northgate Gonzalez
Markets

Emily Kalmbach and Matt
Christ from Allen Lund Co.
and Cheyne Long from Great
West Produce Company.

Tina and Allen DeMo
of Frieda’s, Inc., Susie
and Blake Lee of Bristol
Farms and Alex Jackson of
Frieda’s, Inc.

Door Prize Winners
1. Play Around

4. Your Private Island

Jim Gross

Pura Vida Farms

Sponsored by Cal Fresco LLC
Cool Pak
Sold By: Michelle Ziegler

2. America’s Playground
Robert Stauffer

Vision Produce Company
Sold By: Nancy Betancourt

3. Car Lover’s Dream
Patrick Cortes

Mission Produce, Inc.
Sold By: Roger Schroeder

FEBRUARY / MARCH 2017

Jeff Liefer

5. Spy vs. Spy

Sponsored by San Miguel Produce

David Kaupe

Landsberg - Sacramento
Sold By: Rachelle Schulken

6. Cuba’s Favorite Pastime
Sponsored by North Shore

J.R. McDaniel

McDaniel Fruit Co.
Sold By: Roger Schroeder

7. Cubans

Sponsored by Quebec Distributing Co.

Steve Gill

Gills Onions
Sold By: Roger Schroeder

8. A Bit of the Tropics

Sponsored by Houweling’s Tomatoes

Joe Douglas

A & A Transportation
Sold By: Nancy Betancourt

9. The Fun Never Stops

Sponsored by The Oppenheimer Group

Phil Warren

Warren Packaging Inc.
Sold By: Allen DeMo
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Greg Corrigan, Raley’s Supermarkets, with Lynnie Nojadera, Amanda Nojadera and Marvin Quebec from Quebec Distributing Company

Mike Reed, Kevin Doran and Nic Vallejo of Houweling’s Tomatoes with Barry Pariostto of Veg Fresh Farms and Ben Vallejo of The Oppenheimer Group

To see more photos, search #FPFCDD17 or visit us on Facebook at facebook.com/FPFCorg
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Leo and Suzette
Overgaag of North
Shore

Karen Caplan of
Frieda’s, Inc. with
friend Michael O’Brian

Retiring directors Jeff Oberman
of United Fresh Produce
Association; Marta Morena from
Rose Gonzales Plants; and Lisa
Davis from Tessamae’s with 2016
Chairman Marvin Quebec from
Quebec Distributing Company

FEBRUARY / MARCH 2017
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Additional Contributors to Caterina’s Club

December 2016 Holiday Luncheon and Charity Auction
Allen DeMo
Angie Steier
Apio/Eat Smart
Bare Snacks
Dale Leifer
Dana Davis
David Mesa
Fresh Gourmet Company
FreshSource, LLC
Great West Produce Co., Inc.
Hollandia Produce, LP
Inland Premium Packers
Jeff Miller
Joe Produce
John Freitas
John Pandol
La Fiesta
Litehouse Foods
Marie’s/Ventura Foods
Marty Craner
MPK Foods, Inc.

North Shore
The Oppenheimer Group
Pablo’s Produce, Inc.
Perimeter Sales & Merchandising
Premium Packaging
Progressive Produce, LLC
Ready Pac Foods
River Ridge Farms
Roger Schroeder
Rose Gonzales Plants, Inc.
San Miguel Produce
Sierra Produce
Smart & Final
Spezzano Consulting Service, Inc.
Stater Bros. Markets
SunFed
Sunset Produce
TCL Industries
Troy Le Cheminant
Umina Bros., Inc.
Veg Fresh Farms

(Editor’s Note: This final list of additional contributors was not available
when the December/January edition of the Fresh DIGEST went to press.
The Fresh Produce & Floral Council and Caterina’s Club greatly appreciates the donations.)
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February 23
Northern California
Membership Luncheon
Castlewood Country Club, Pleasanton, CA

August 9
Southern California
Membership Luncheon
Sheraton Cerritos, Cerritos, CA

March 18
Family Day at the Races
Santa Anita Park, Arcadia, CA

August 25
Southern California
Golf Tournament
Tustin Ranch Golf Club, Tustin, CA

March 29
Northern California
Fresh Produce & Floral Expo
Alameda County Fairgrounds, Pleasanton, CA

September 16
Annual Bowling Tournament
BowlMor Lanes Orange County, Tustin, CA

May 3
Southern California
Membership Luncheon
Sheraton Cerritos, Cerritos, CA

September 28
Northern California
Membership Luncheon
Castlewood Country Club, Pleasanton, CA

June 2
Northern California
Golf Tournament
Callippe Preserve, Pleasanton, CA

October 4
Southern California
Membership Luncheon
Sheraton Cerritos, Cerritos, CA

June 21
Southern California
Membership Luncheon
Sheraton Cerritos, Cerritos, CA

December 6
Holiday Luncheon
& Charity Auction
Sheraton Cerritos, Cerritos, CA

July 18
Southern California
Fresh Produce & Floral Expo
Disneyland Hotel, Anaheim, 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
FEBRUARY / MARCH 2017
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2017 FPFC Calendar of Events

TRADE NEWS
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Progressive and Keystone
Announce Merger

Vision Touts Spanish
Lemon Program

Progressive Produce LLC, a Los Angelesbased distributor of organic and conventional
produce, and Keystone Fruit Marketing Inc., a
Greencastle, PA-based marketer with an emphasis
on sweet onions, announced the merger of the two
companies on February 1.
Marty Kamer, president of Keystone, will now
be an owner in the Progressive management interest controlled by President Jim Leimkuhler and vice
presidents Victor Rodarte and Jack Gyben. Kamer
will continue in his role as president of Keystone, a
division of Progressive.
Keystone, founded in 1977, specializes in
sweet onions, hybrid onions, asparagus, peaches,
apples and watermelons with offices in Pennsylvania,
Florida,Washington,Texas and California. Kamer has
been president of the company since the untimely
death of former President Kurt Schweitzer in February 2016.
“Our 50th anniversary is 2017 and our positive momentum will be accelerated by combining
our successful business with another great business
in Keystone,” Leimkuhler said. “Keystone is also a
proud company with 40 years of growth, and brings
quality brands, great people and geographic breadth
to the growing Progressive family.
“We have compatible business values and we
expect that the combination of our two companies
will be very positive,” Leimkuhler added.
“We are already an international company
with our Mayan Sweet Onion program from Peru
and Mexico, plus our asparagus grower base and
acreage in Peru adds an important dimension,”
Kamer said in the press release. “We are excited
about expanding our global footprint as part of
Progressive and we anticipate future growth in our
business in the coming years.”

Spanish lemons have been a great addition
over the last several years to the Vision Import
Group’s Mexican lemon program, according to
Donald Souther, senior vice president of sales and
marketing.
He noted that the addition of the product
“helps our customers keep a consistent flow of
quality product as production shifts from growing
areas. Experience has been a large factor in helping to secure and grow these types of European
opportunities. Spain continues to be one of the
major suppliers of lemons to Europe, so to be able
to secure product to come to the United States
has become a sense of pride.”
He added that it fits well with the company’s
“Direct Link to the Grower” tag line.
“This is our fourth consecutive season importing from Spain; initial quality on our first few
containers has been excellent and our customers
have had a smooth transition from our Mexican
program to the Spanish lemons,” said Raul Millan,
executive vice president of the organization. “We
are currently packing in 15 kg carton boxes; in the
near future we will also be offering 18 kg cartons.
We expect to have consistent arrivals from Spain
till the end of May”.
The Vision Cos. are comprised of Vision Produce Co. in Los Angeles, and a partnership with
Vision Import Group located in Hackensack, New
Jersey. While the two companies do business in
slightly different ways, their shared unified national
distribution enables nationwide brand marketing.
The family of companies also maintains an office in
Pharr, Texas, which is used for quality control and
distribution. It is operated under the Vision Import
Group banner. Vision Produce Co also has sales and
distribution from Phoenix and Nogales in addition

FRESH DIGEST

sense of pride unlike any organization that I have
been involved with before. North Shore’s commitment to customer service is beyond anything
that I have experienced during my 28-year career
in the CPG (consumer product goods) industry.”
North Shore is the grower and packer of living,
premium culinary herbs. Founded in 1987, North
Shore is the first company to offer a full line of organic, hydroponically grown living herbs that last up
to three times longer than traditional cut herbs.

TRADE
NEWS

to Los Angeles. Under the Vision banner there is
also a truck company, VPC Freight Solutions, and a
Truck brokerage business SW Truck Brokers, both
operating from Phoenix, Arizona.
Vision Import Group markets products to
customers east of the Mississippi River, and Vision
Produce Co. handles the western portion of the nation. Both companies market Van Gogh mangos and
Mojito, Havana and Mr. Squeeze limes and lemons.
Vision Produce Co. also sells limes under the Bonito,
Tropic Star and Logger brands.

North Shore Names New
Director of Sales
North Shore Vice President Suzette Overgaag recently announced that Greg Mooney
joined the Southern California-based grower as
director of sales. Mooney comes to North Shore
with nearly 30 years of industry experience. His
past roles spanned sales, analytics and produce
category management, including key positions with
Kroger, Fresh Express/Chiquita and Dole.
“Greg brings to North Shore sales and
marketing perspective from both a retailer as well
as grower,” said Overgaag. “He has a solid understanding of the business and we are so excited to
have him on our team.”
Mooney will take responsibility to drive the
company’s overall sales and business development
strategy forward. North Shore is currently in the
process of expanding its production capacity to
meet the growing demand for living produce. “I
am extremely excited to be joining such a talented
team of great associates at this wonderful family owned and operated business,” Mooney said.
“Throughout the entire organization, there is a

FEBRUARY / MARCH 2017
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Southern California Luncheon
February 8, 2017
Thank You Sponsors!

Dick Spezzano from Spezzano Consulting Service, Inc. and Johan Soltero of Pablo’s
Produce

Platinum Sponsor
CMI Orchards

2016 FPFC Apprentice Sean St. Clair from Renaissance Foods Group spoke
about his experience as an apprentice.

A sell-out crowd
attended to hear from
The Fork Reporter, Neil
Saavedra
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New member and Key Sponsor, Gold Coast Packing, Inc.

Key Sponsors
Gold Coast Packing, Inc.
IFCO Systems

Guest Speaker Neil Saavedra host of The Fork Report on KFI AM 640 with FPFC Chair Connie Stukenberg from the California Avocado
Commission; Master of Ceremonies Alfonso Cano of Northgate Gonzalez Markets; and Steve Lutz from Platinum Sponsor CMI
Orchards

FEBRUARY / MARCH 2017
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Connie Stukenberg of the California Avocado Commission with Frieda Caplan and Oakley Boren of Frieda’s, Inc.

Don Gann of Stater Bros. Markets with Frank Abbate and Jeremy Baasch of Frieda’s, Inc.

To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg
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Associate Sponsors
Mann Packing Co., Inc.
Marzetti
MIXTEC Group
Taylor Farms Retail, Inc.

John Fujii from Gelson’s with Kyle Lane
and Randy Akahoshi from 4Earth Farms.

Photo Sponsor
North Shore

Décor Sponsor
Kent’s Bromeliad Nursery, Inc.

Scot Olson from The Grocery Outlet
with Terrence Billingsley from Mann
Packing Co., Inc.

Gary Caloroso from The Giumarra
Companies (center) catches
up with Tran Nguyen from IFCO
Systems and Rachelle Schulken
from Renaissance Foods Group.
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Focus on Floral

Westerlay Orchids Donates $30K
For Breast Cancer Center
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Exchanging a check from Westerlay Orchids to the Breast Cancer Resource Center of Santa Barbara are, from left, Toine Overgaag, owner of
Westerlay Orchids, daughter Renee Overgaag, Silvana R. Kelly of the Breast Cancer Resource Center and Christine DiBeradino, mammogram
program coordinator.

Carpinteria, California, based Westerlay
Orchids recently donated $30,000 to the Breast
Cancer Resource Center of Santa Barbara as part
of its nationwide Pink Diamond Orchid promotion,
which took place during the month of October.
During the promotion, a portion of sales
from their Gemstone Orchid, The Pink Diamond,
sold during that month was earmarked for the local
community resource center and its patients in honor
of Breast Cancer Awareness Month.
“Once again, we are honored and grateful
for the generous gift from Westerlay Orchids,” said
Silvana Kelly, executive director of the Breast Cancer
Resource Center. “As an independent, non-clinical
support service organization, the BCRC serves as
the place where a woman can turn to for answers
to the practical and emotional challenges of a breast
cancer diagnosis. Together with Westerlay Orchids’
support, the BCRC is able to continue offering these
essential support services to our community.”

Toine Overgaag, owner of Westerlay Orchids,
said: “We are very happy to, once again, market our
‘Pink Diamond’ orchids for the benefit of this great
cause. It is especially meaningful for us to be able
to team up with a wonderful local organization like
the Santa Barbara Breast Resource Center.”
The company donates to many local charities
and nonprofit organizations throughout the year.
Westerlay Orchids had previously supported the
Breast Cancer Resource Center donating $28,000
in 2015.
Westerlay Orchids claims to be Southern
California’s largest commercial grower of Phalaenopsis and Cymbidium orchids. With more than two
million orchids shipped every year, its customers
include local and national supermarket chains as well
as florists and designers. In 2012,Westerlay Orchids
was the first orchid grower in the United States to
receive an MPS-A certificate for their environmental
and sustainability practices.

FRESH DIGEST

