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EDITOR’S VIEW
By Tim Linden

A Shout-Out
to College Cafeterias

I

t was a zillion years ago that I
stepped foot in my ﬁrst college
cafeteria. I was a freshman at
San Diego State University and
living in the relatively posh, offcampus dorm called El Conquistador. By the time I was accepted to
the school and made my decision
to attend, there was no space left
in the cheaper, on-campus state
dorms, much to the chagrin of my
parents.
Chuck was the “chef” and he did
a credible job of providing us with
three hot meals a day. His dishes
were clearly better than those
served in the on-campus cafeterias,
but they weren’t anything to write
home about, which we actually did
in those pre-email days. Hamburgers, spaghetti, and macaroni dishes
were on the menu several times a
week. My college dorm mate Tom
Fielding remembers that chicken
marzetti (whatever that was) was
on the menu almost daily. We had
steak night about once a month and
ﬁsh every Friday for the Catholics
in the room, who cared about those
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things back then. “I don’t think
there were any vegetables on the
menu,” Tom recalls, admitting that
he might not have been looking
for them at that point in his life. I
remember the orange 50/50 ice
cream bars as the closest I came to
a fruit serving that freshman year.
Fast forward to the college visit
I took my daughter on last week to
another California state university.
There were some of the same menu
items I remember well, albeit with
an updated twist, such as a California Burger with Avocado, Flank
Steak Tacos and Chicken Strips with
French Fries and Onion Rings. But
there was also a Shiitake Cheese
Steak Sandwich, Vegan Kabobs, and
ﬁve entrees under a menu heading
called “PlantBase”. These included
Vegan Pasta, Grains & Greens, and
a Vegetarian Gluten-Free Pizza.
There was also a smoothie bar and
the breakfast menu we inquired
about included granola, yogurt and
lots of fresh fruit options.
Continued on page 6

Executive Notes
By Carissa Mace

Who’s In Charge
Around Here?

V

ery often members will
approach me with suggestions about how we ought
to change the way the
FPFC does things. While I might
wholeheartedly agree, the decision
is usually not mine to make.
Because the FPFC is a nonproﬁt association, there is oversight
at every step of the decisionmaking process. A tiered structure
of volunteer bodies discusses and
agrees on decisions that affect the
programming, ﬁnances and strategic direction of the Council.
On the top tier is the Board
of Directors. FPFC membership can nominate and vote for
Board members and we are making
increasing efforts to assure that the
Board represents the makeup of
the membership while tapping the
skills, experience and expertise of
individuals who serve.
The Board makes the ﬁnal decisions about the Council’s strategic
direction; like our recent plans to
expand the geographic reach of
our membership and the decision
to create a single trade show. The
Board also approves the budget that
impacts everything else, from the

events to the sodas in the fridge in
the boardroom. Each event and
program has its own budget that
is approved as part of the entire
operating budget.
As part of the Board there is
the Executive Committee made up
of the officers of the association.
The officers serve at the will of the
Board and help frame issues for
the Board to deliberate and decide,
while working closely with me as
staff president.
The next tier is task forces and
committees.
Task forces are formed when the
Board needs a speciﬁc task. Say we
were considering having membership dinners instead of luncheons.
We would create a task force of
volunteers to look into that: What
would be the costs vs. luncheons?
Would members be interested in
attending or sponsoring dinners?
What are other similar associations
doing?
The Board appoints a task force
chair and then the chair assembles
the rest of the task force of people
he or she feels has some expertise
on the subject. This task force then
does its work and reports back to

the Board with a recommendation,
but it is the Board that makes the
ﬁnal decision based on the information the task force provides.
The Board also forms committees in much the same way, by
appointing a chair who then puts
together the committee. Committees, unlike task forces, are support
for a speciﬁc program of the FPFC
on an ongoing basis. We have a
Dinner Dance Committee, a Golf
Committee, an Expo Committee,
etc. In addition to planning the
event—choosing the Dinner Dance
theme or the venue for the Golf
Tournament—the FPFC staff relies
on the support of committee members to sell sponsorships and event
registrations. All of these decisions
are made within the budget the
Board has given them.
There are certain aspects of
events that the Committees would
bring to the Board for ﬁnal approval. For instance, the decision to
change the way Expo sponsorships
are packaged. The Expo Committee developed that framework,

?

Continued on page 6
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EDITOR’S VIEW
Continued from page 4

This was the fourth college tour
we have been on in the last few
months (in California and Oregon)
and the menu was very representative of what we have found. My
daughter is an evolving vegetarian
moving toward being vegan so the
foodservice element was a very
important factor in her college
research. But these tours have put
aside her fear that she wouldn’t be
able to ﬁnd anything to eat. It’s
not just our Bay Area community
where vegetarian/vegan options
abound. Every college community
appears to have many options for
the like-minded both within the
conﬁnes of the school’s foodservice
program and the surrounding restaurants that target the university
population. In fact, that element of
my daughter’s research is no longer
a factor. She has been convinced
that no matter which school picks
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EXECUTIVE NOTES
Continued from page 5

her and she picks, her dietary needs
will be met with no extra effort
necessary.
I must admit that I was not
so secretly hoping that when we
ventured out beyond our borders,
and friendly in-state tuition, the
vegetarian/vegan choices would be
limited. Alas, that is not the case.
That bodes very well for the future
of our industry as the plant-based
movement has moved far beyond
the fad stage and is mainstream.

but took it to the Board for ﬁnal
approval.
And then there is staff and my
position as President of the Council. I make decisions about how the
office operates and how we execute
the strategic direction set by the
board. I serve at the will of the
Board and work closely with them
to see that the strategic plans are
being carried out. The way we look
at it is the Board decides the goal,
a committee then works to execute
the goal and staff does the nuts and
bolts to make it happen.
Please rest assured that I and
the Board of Directors are always
conscious that it is your membership dollars that we are spending
and we take that stewardship very
seriously. Every strategic decision
made and executed upon always has
membership needs and issues at the
forefront.

Gelson’s Goal:
The ‘Best of the Best’
By Tim Linden

I

t was in 1951 that two young men – Eugene and
Bernie Gelson – opened up the first of what would
become more than two dozen Gelson’s Markets.

That first offering in Burbank, CA, was a harbinger of
things to come as it was aesthetically modern with a
huge glass front and 25,000 square feet of space, which
was a large supermarket in those days. And it was just as
modern inside with both heating and air conditioning.
From its outset, Gelson’s Market was an upscale experience and it remains the same today.
While it was the first Gelson’s Market, the owners were
not newcomers to the grocery business. In fact, they
grew up in Iowa where their parents introduced them to
grocery retailing in the family store. Both parents and
the boys moved to Southern California in the late 1930s
and again opened up grocery stores in the San Fernando
Valley. The parents had their own store, and the sons
also cut their eye teeth in the grocery business with
smaller stores. By the time the Burbank beauty opened,
the duo was well prepared to take on the task of being
successful Southern California retailers.
They added two more stores over the next decade and
in the mid-1960s, Gelson’s was sold to the Arden Group,
which operated the voluminous Mayfair Market chain.
Gelson’s expanded over the next five decades, adding
stores, converting some Mayfairs to the Gelson’s ban-
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ner and closing some other stores
where the demographics weren’t
quite right. In 2014, the Arden
Group had 16 stores under the
Gelson’s banner when a private
equity group, TPG, purchased the
operation. Since then, the chain
has grown at a much faster clip and
is now up to 27 stores stretching
from San Diego to Santa Barbara
and typically located in higher end
neighborhoods.
Director of Produce Paul Kneeland told the Fresh Digest that the
company has a real estate department that is constantly looking for
expansion opportunities. “We are
not scheduled for any new opening in 2019 but we do have five
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properties in the pipeline. We are
positioned for growth,” he said,
adding that three remodels are on
the books for 2019.
Kneeland, who came to the chain
in 2017 as an upscale supermarket
veteran from the East Coast, said
Gelson’s go-to-market strategy is
fairly simple: “We want to be the
best of the best. We want the best
quality product and the best tasting product. We put nothing on
the shelf without tasting it first,” he
said.
With that philosophy, the produce
department leads with its sales of
high end specialty items and organic produce. “Our organic sales

are higher than the average at over
20 percent (of produce sales). On
the procurement end we are looking for more and looking to grow
that department.”
Kneeland said Gelson’s loves
exclusives and is not afraid to sell
great tasting product even if supply/demand circumstances causes
the produce to be at the high end
of the cost spectrum. But he adds
that even high-end, affluent customers are looking for value. He
noted that people with money tend
to have it because they are careful with their dollars and do look
for value; they just aren’t as price
sensitive as the average shopper.
Running a produce department

means there are times when quality
suffers because of weather situations. “At those times, we still try
to buy the best of what there is,” he
said. “On rare occasions, we won’t
carry something if we can’t get it at
our standards.”
With its customer base, Gelson’s
approach to promotional items is
different than most retailers. “We
don’t use promotions as a draw
to bring new customers into the
store,” he said. “The promotions
are there mostly for the people
who regularly shop our stores.”
He said about 70 percent of
Gelson’s produce purchases are
direct from the source, but the
chain is a generous participant in
the Los Angeles wholesale scene.
He said they often use the terminal market for freshness to buy
items in an effort to deliver better
quality to their customers. He said
organic leaf items are a perfect
example. “We can get better flavor
and a fresher product from the
(terminal) market,” he said, noting
that Gelson’s buyers purchase that
item off the Los Angeles Wholesale
Produce Market about four times
a week.
As Kneeland surveyed his list of
suppliers, he said the group includes both firms with a long history with Gelson’s and others who
are relatively new. “We do have a
lot of legacy suppliers; companies
that have been working with us for
20-30 years,” he said.
Gelson’s is open to new suppliers
but Kneeland said the reason it has
a long list of legacy suppliers is that
they understand the company’s
philosophy and go-to-market
strategy. “They bring us the best
product.”
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He added that working with new suppliers is an
education process. He suggested potential suppliers need to check out the Gelson’s produce department and see how they operate and what they sell
before trying to be a supplier. He noted that his
customers see quality above all else. He added that
because of freshness, Gelson’s does try to buy local
produce as often as possible but he does not believe
their customers have a bias against top quality items
from other locations. As a case in point, he noted
that the retailer recently ran a mango promotion
featuring Australian mangos. “It was a really super
good mango and our customers loved it. It was a no
brainer for us,” he said.
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Gelson’s operates with three buyers: head buyer
John Fuji, veteran Mike Takeoshi and Nolan Shimasaki, a relative newcomer to the buying office who
came from store level. “All three of our buyers came
from the store level which gives them a great depth
of knowledge in produce and they do a great job,”
he said. “They all understand exactly what sells in
the store.”
And what sells in the store and brings consumers
to Gelson’s Market is the best produce…”the best of
the best,” according to Kneeland.
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Wholesum
Harvest
continues to lead with
progressive philosophy
Theojary Crisantes Jr.

Ricardo Crisantes

By Tim Linden

A

bout 90 years ago,
Miguel Crisantes
Gatzionis migrated from
Greece to Mexico and
became one of the leaders in the
vegetable production region of
Sinaloa in the Culiacan Valley of
Mexico. He was one of the pioneers of the industry transforming
Mexico into a major supplier of
winter vegetables to the United
States.
His son, Theojary Crisantes Sr.,
followed him into the business
and became a pioneer in his own
right in the production of organic
vegetables. Today, Theojary Sr. is
still chairman of the board but the
leadership reins have been passed
to the next generation, which has
continued the pioneering spirit
with their work in the fair trade
movement.
In discussing the company’s evolution, Chief Marketing Officer
Ricardo Crisantes, one of Theo Sr.’s
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three sons, starts at the beginning
and stresses the three generations
of farmers, the Greek roots and
the path the company has taken
in morphing from a traditional
farming operation to one that is
leading the way in healthy, fair
and, yes, “wholesome” foods. “My
grandfather started the business
and ran it for many years. My
dad’s generation took over in the
‘60s and started the transition to
organics. My brothers and I came
aboard in the late 1990s and are
now in charge, though my Dad still
runs the board and we call him all
the time. He still loves to walk the
fields.”

from high school there and then
went to USC and graduated with
a business degree. I had fun times
in Los Angeles, and met my wife
(Kenya) in college.”

Like his brothers – Theo Jr is
chief operating officer and the late
Adrian was involved in production
before his untimely death in 2014
after a battle with cancer – Ricardo
took a circuitous route to the family business.

In short order, Crisantes moved to
Philadelphia and began working in
Albert’s Bridgeport, N.J. facility. “I
cut my eye teeth in quality control
working on the receiving end and
as a sales assistant.”

“I grew up in Culiacan, graduated

After graduating from college in
1996, Ricardo was drawn to the
produce industry but wanted to
explore sales and distribution
before considering a career on the
growing-shipping end with the
family operation. His father set up
on an interview with Albert Lusk,
owner and founder of Albert’s
Organics. “We talked and he told
me if I could move to Philly they
would hire me.”

Soon a sales position opened up
back in Los Angeles, and Ricardo
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jumped at the opportunity. He was
in Philadelphia through most of
1996 and 1997. He and Kenya also
tied the knot in 1997.
Meanwhile, back on the farm,
Theojary Sr. had been exploring
organics since the early 1990s and
was moving deeper into that growing process. In 1998, the company
started building glass greenhouses
in Mexico and the elder Crisantes
urged his three sons to come back
and join the family company.
Ricardo’s two brothers – both
university-trained agronomist –
joined the firm before Ricardo
made the leap in 1999. “My father
invited us to come into the company and offered us a small part of
the business.”
The sons jumped in and helped
take the firm to a new level. The
greenhouse operations were
expanded and organic production
became its calling card. “We took
the organic project my started in
the 1990s and grew with it.”
Ricardo said a pivotal time was
2008 when the recession hit and
there was grave concern that consumers wouldn’t pay the premium
that organic produce commanded.
“2008 was a flat year that kind of
shook me. We were worried that
consumers just wouldn’t pay more
for organics,” he said. “But in
2009, the (organics) industry grew
again and I was convinced that
organics were a real thing.”
At the time, he said organics represented about 50 percent of the
firm’s volume. Wholesum Harvest
continued transitioning its production and eventually became a
100 percent organic producer and
shipper.
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Ricardo Crisantes said from there
it was a natural step to add the
“Fair Trade Certified” component.
“In 2012 we started our Fair Trade
journey,” he says.
The Fair Trade designation is a
systems approach that involves
sustainable growing practices as
well as taking worker welfare into
account. In a nutshell, the buyer
pays more for the product and
that premium goes directly into
a separate account to be used for
the benefit of the workforce in one
way or another. The premium
varies from commodity to commodity but it is somewhere in the
neighborhood of about 70 cents
per carton.
Wholesum Harvest methodically transitioned its farms over
the years. In 2018, it had seven
Fair Trade Certified farms, five
in Mexico and two in the United
States. Crisantes said about onequarter of the company’s volume
is sold as a “Fair Trade Certified”
product and includes the premium. The program has continually
grown and has been responsible
for funding many farmworker and
farmworker-community projects.
The money is spent on behalf of
the workers on projects that they
designate. Workers representatives, elected by the workforce, are
on the committee that allocates the
funding.
“From the moment we started the
program, we had funds to distribute. The first thing the workers
spent the money on was a school
bus to transport their kids from
where they lived to the school,
which was eight miles away. It was
a big yellow school bus,” he said.

Crisantes noted that 2013 was the
first time there was a sizeable fund
as the Fair Trade Certified dollars
that year topped $327,000. The
program has increased every year
with 2018 producing more than
$1 million. He said the money has
been used for more school transportation (the community now
has three busses), the creation of
a computer lab in the school and
on other education projects. It has
also been used to fund the creation
of a tortilla factory and a mini
market in the community that offer
products at cost to workers and
others in the town. “There have
also been funds dedicated to home
improvement projects,” Crisantes
says, “and music education and
medical care.”
He said thousands of medical visits
have been paid for with health care
vouchers funded by the Fair Trade
premium.
Crisantes said the Fair Trade
program continues to resonate
among retailers with at least threequarters of the firm’s customers
understanding the program and
having expressed interest in it.
He said it often boils down to a
marketing decision as to whether
the retailer is willing to pay the
upcharge. The Wholesum Harvest
sales and marketing representative
believes it is a strong selling point
for the consumer who is already
buying organic fruits and vegetables. That customer is making a
conscious decision about the value
of the food he or she buys and
feeds their family. The Fair Trade
Certification is an additional value
layer that Crisantes believes most
organic consumers appreciate.

Annual Dinner Dance
Disney’s Grand Californian Hotel
January 26, 2019
GRAND PRIZE WINNER OF $20,000
Matt Davis

TQL
Sold By: Andrew Bivens

The 2019 Dinner Dance Committee. Back row: Brian Cook, Pete’s; Chairman Sean McClure,
Bonduelle Fresh Americas, Home of Ready Pac Foods; Jeffrey McLellan, Jeffrey McLellan Credit
Consulting; Brandon Gritters, Interfresh, Inc.; Andrew Bivens, Westlake Produce Company. Front
row: Michelle Ziegler, Pactiv; Blair Butterworth, Grimmway Farms; Debi Orrin, Evolution Fresh;
Lynnie Nojadera, Quebec Distributing Co.; Rachelle Schulken, Renaissance Food Group; Megan
Schulz, The Giumarra Companies; and Therese Ferrara, Preferred Sales Corp.
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2019 Chairman Andrew Bivens of Westlake
Produce accepts the gavel from retiring
Chairman Alfonso Cano of Lucky
Brian Cook of Pete’s accepts the $2500
rafﬂe prize on behalf of his boss Pete
Overgaag.

The 2019 FPFC Board of Directors
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TWO CASH PRIZE WINNERS OF $2,500
Alberto Fausto

A & F Distributing
Sold By: Nancy Betancourt

Pete Overgaag

Pete’s
Sold By: Brian Cook

Retiring directors Kelly Craner of B & C Fresh Sales; Marvin Quebec of Quebec Distributing
Co.; Nancy Betancourt from Vision Produce Company; Brad Martin from Perimeter Sales &
Merchandising; and Allen DeMo from Frieda’s Specialty Produce, along with Immediate Past Chair
Alfonso Cano of Lucky.
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TWO CASH PRIZE WINNERS OF $1,000
Jerry DeFranco

DeFranco & Sons Co.
Sold By: Don Gann

Litehouse, Inc.
Sold By: Ken Kuwata

The 2018 class of the FPFC Apprentice Program. Back row: Michael Poore, Grocery Outlet; Jennifer Ho, General
Produce Co.; Jon Heywood, Dimetri Gardkias Produce Co.; Megan Stallings; Sean Barganski, Progressive Produce,
LLC; Paula Rae Metheny, Frieda’s Specialty Produce. Front row: Audrey Dunne, Curation Foods; Cote Clark, LA
Produce Distributors; Vanessa Romero, QSI Produce; Myisha Nathaniel, Raley’s Supermarkets; Victoria McGregor,
Bonduelle Fresh Americas, Home of Ready Pac; and Laura Sterling, Zespri Kiwifruit.

DOOR PRIZE WINNERS
The Festival of Dionysus

The Greek Theater

Sponsored by Quebec Distributing Co.
Bill Laliberte
WJL Distributors
Sold by: Don Gann

Cindy Alacon
Domex Marketing
Sold By: Andrew Bivens

Embark on Your Own Odyssey

Fly Like Icarus

Bob Waldusky
Fresh Gourmet
Sold By: Bob Waldusky

Sponsored by Pete’s
Tim Riley
The Giumarra Companies
Sold By: Megan Schulz

Challenge Cyclops and Medusa

Train for the Games at Olympus

Sponsored by Joe Produce
Ron Jackson
Chiquita
Sold By: Don Gann

Don Hobson
Boskovich Farms Inc.
Sold By: Don Gann

The Golden Apple

Sponsored by The Oppenheimer Group
Jerald Downs
Berry People
Sold By: Marvin Quebec

Nick Hartunian
Mixed Nuts Inc.
Sold By: Sean McClure

The Power of Athena
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Sylvia and Eddie Goicochea from
Ralphs Grocery Company

Paula Rae Metheny, Valerie Rangel
and Megan Klemz from Frieda’s
Specialty Produce.

Greg Corrigan Raley’s Supermarkets,
with Dannie Timblin of Edge Sales &
Marketing
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Rick Cruz of Pavilions
with Kent Kuwata of Smart
& Final and Brad Martin
from Perimeter Sales and
Merchandising

Sean and Michelle McClure from Bonduelle Fresh Americas, Home of Ready
Pac Foods with Kristen Reid of MIXTEC Group and Jeffrey McLellan from Jeffrey
McLellan Credit Consulting.

EVENT SPONSORS
Name Badges
Westlake Produce Company

Event Video Sponsor
Kern Ridge Growers

VIP Reception
Consolidated West Dist., Inc.

After Dinner Mints
The Giumarra Companies

Party Favors
QSI Produce

Event Signage
Legacy Farms

Band
California Avocado Commission
West Pak Avocado, Inc.

Coffee Bar
Beachside Produce, LLC

General Reception
Grimmway Farms
Pear Bureau Northwest
Couples Photos
Progressive Produce, LLC
WJL Distributors
Centerpieces
Veg-Fresh Farms

Invitations
Bonduelle Fresh Americas Home of
Ready Pac Foods
Legacy Farms
Wine Corkage
DLJ Produce
Table Tents
Fresh Gourmet Company

Evening Program
Interfresh, Inc.
LA Produce Distributors
Registration Area
Litehouse, Inc.
Awards
GreenFruit Avocados
Photographer
MIXTEC Group
Coat Check
IFCO Systems
Centerpieces Designed By
Delta Floral Distributors, Inc.
Contributors
Dimetri Gardikas Produce Co., Inc.
Zespri Kiwifruit
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The Groove got everyone
out on the dance ﬂoor.

Jamie Sells of The Oppenheimer Group
with Scot Olson of FreshSource, LLC

Door Prize Sponsors
The Festival of Dionysus
Quebec Distributing Co.
Challenge Cyclops and Medusa
Joe Produce
Fly Like Icarus
Pete’s
The Power of Athena
The Oppenheimer Group
Kori Martin and Ambar Rodriguez
from The Oppenheimer Group.
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4th of July, Father’s Day and Labor Day Set Record Volume Sales

I

n the summer of 2018, shoppers continued to celebrate the
holidays with avocados. The
Hass Avocado Board (HAB)
recently released its Holiday and
Events report for Q3 2018, detailing retail avocado category
performance across the country
for this past Father’s Day, 4th of
July, and Labor Day. Fourth of July
sales continued to grow, reaching
a four-year high in 2018 of nearly
$53 million in sales and 50 million
in units. All regions showed very
strong growth, ranging from +10
percent in the Great lakes to +54
percent in the Northeast.
“Avocados are being added to
traditional summer fare including burgers and salads,” explained
Emiliano Escobedo, executive di-

rector of the Hass Avocado Board.
“We’re also seeing avocados show
up in fresh new ways, such as in
refreshing ice pops. Shoppers look
for unique and delicious healthy
options for summer holidays and
Hass avocados are a perfect addition. Each year sales have been exceeding the previous year’s record
highs as avocados become more
mainstream.”
Retailers also saw avocado unit and
dollar sales grow to four-year highs
for Father’s Day, with nearly $52
million in avocado sales. The 2018
sales for Father’s Day topped 2015
sales by +33 percent in dollars and
+27 percent in units. The Southeast
showed a significantly higher dollar sales growth rate than any other
region at +25 percent.

Labor Day marked the last traditional summer holiday of the year,
and avocados worked their way
to a record-setting $51 million in
sales. Nationally, Labor Day volume rose +32 percent to 38 million
units with very strong, doubledigit trends in all eight regions.
To get more in-depth information about avocado sales for each
holiday, visit https://www.hassavocadoboard.com/retail/holidaysevents.
While on the site, interested parties are encouraged to sign up for
the Hass Avocado Board’s Hass
Insights Newsletters to receive
updates on current retail avocado
trends delivered straight to your
inbox.
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Experts
Offer Bevy
of Business
Tips
By Tim Linden

I

n what was billed as a “2019
Business Tool Kit” session, a
handful of experts gave FPFC
luncheon attendees some
advice regarding a number of areas
including taxes, insurance and the
PACA.
Erik Dickerson of American Business Bank discussed interest rates
and strategies involving financing.
He noted that interest rates have
climbed about 2 percent over the
last couple of years and said all
indications are that increases will
continue in the foreseeable future.
Consequently, he said business
owners should strongly consider
refinancing variable loans with
fixed rates. He also said that now
is the time to embark on capital
expenditures that must be financed
because the cost of money is only
going to increase. He warned that
wire fraud is on the rise and urged
financial officers to keep an eye out
for requests to pay phony bills.
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Paul Newstead from Domex Superfresh
Growers with Jules Buehler from
North Shore Living Herbs + Greens

Finally, Dickerson spoke about
American Business Bank, which
has been a longtime member of
the FPFC, telling business owners
they should only do business with
banks that know their industry and
have many fresh produce and floral
customers.
Donald Snyder of Green Hanson
Janks Accounting focused his
time on some of the advantageous
provisions in the tax law that went
into full effect for the 2018 tax
year. He told the audience about a
very beneficial deduction that, in
some cases, allows pass-through
income from entities such as an
S Corp, LLC or partnership to
receive a 20 percent reduction
right off the top. This provision
was designed to give these business
structures a similar tax cut to that
given to corporations. Snyder said
companies should certainly have
an expert examine their financial
situation to determine the most

beneficial business structure for tax
purposes.
He also discussed the new provisions that allows 100 percent
accelerated depreciation on some
capital expenditures and dollar for
dollar credit on some R&D projects. These are potential windfalls
that accountants should closely
consider when filling out the tax
forms.
Chris Trombley of Wood Gutmann
& Bogart Insurance Brokers talked
about the tricky nuances involved
in product recall insurance. He
opined that recalls continue to
occur at an increasing rate and
very few produce companies are
covered. He tried to dispel some
of the myths surrounding this type
of insurance with the bottom line
being that firms should definitely
explore what it will and won’t cover
and have thorough knowledge of
any policy they buy.

Bart Botta of the law firm Rynn
& Janowsky took the audience
through various remedies available
in transaction disputes between
buyers and sellers. He went over
the significant built-in protections
that come with a Perishable Agricultural Commodities Act (PACA)
license and discussed the PACA
Trust. He advised sellers to make
sure their invoices contain the
proper language, including proper
payment terms and wording that
attorney fees and finance charges
are recoverable when a dispute
occurs.
Botta said there are many ways
for a seller to recoup losses in the
event of a dispute including filing
a PACA action and working with
dispute resolution entities. But
he said filing an action in federal
court is typically the quickest and
most efficient remedial method.
And if the proper language covering attorney fees is on the invoice,
it’s also a low-cost option.

Membership
Luncheonū
Cerritos, Ca
February 6, 2019

Thank You
Sponsors!
Anita Nygaard of CorHR, Inc.
took the audience through some
of the new laws and regulations on
the books in California regarding
the employer-employee relationship. She noted that one of the
biggest changes is the requirement
concerning which companies must

provide harassment training for
their employees and supervisors.
Now any firm with as few as five
employees must conduct this training on a biennial basis.
She also noted that there is a misperception in the business community that most requirements for
employers kick in when they reach
50 employers. In fact, she said 25
employees is the action number for
about 90 percent of regulations.
Nygaard also told the group to
examine their use of contractors
as a 2018 court case, called the
Dynamex decision, greatly restricts
the use of this classification. There
are many situations in which
contractors should now be reclassified as employees with the accompanying legal coverages including
workers’ compensation insurance
and minimum wage.

Randy Akahoshi of 4Earth Farms with Craig
Smith and Brandon Gritters of Interfresh, Inc.
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Myisha Nathaniel
Balthazar Garcia

Krystin Lawson with Mike Rodriguez
from Perimeter Sales & Merchandising

Therese Ferrara of Preferred Sales with Ernie
Perazza of House Foods America, Master of
Ceremonies Don Gann of Stater Bros. Markets
and Mary Lou Ureta of Hampton Farms

Gus Navarro and Dave Diego of CDS
Distributing with Brian Cook of Pete’s

To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg
26

/

February / March 2019

athaniel from Raley’s Supermarkets with
Garcia and Maryam Nikkha of Pete’s

John Fujii from Gelson’s Markets
with Sonia Sigur of Melissa’s World
Variety Produce and Kraig Loomis
of GreenFruit Avocados

Scot Olson of FreshSource, LLC chats with Chuck
Parker from Mixed Nuts, Inc.

FPFC Chairman Andrew
Bivens of Westlake Produce
Company with Robert
Thompson of FreshSource,
LLC

Key Sponsors
Chilean Fresh Fruit Association
Earthbound Farm

Associate Sponsors
Mixed Nuts, Inc.
Veg-Fresh Farms

Networking Social Hour Sponsor
FreshSource, LLC

Photo Sponsor
North Shore Living Herbs + Greens
Kellee Harris of The Giumarra
Companies with Rick Cruz from
Pavilions

Decor Sponsor
Kent’s Bromeliad Nursery, Inc.
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Retailer News
Raley’s Relaunches
Private Label Program
Raley’s has relaunched its
private label program, including the
Raley’s, Raley’s Purely Made and
Nob Hill Trading Co. brands. The
relaunch includes a major expansion
of the Purely Made brand, featuring
additional standards and products
for clean, affordable eating.
The Raley’s brand is high-quality
products at a value. Raley’s Purely
Made products are less processed,
organic where possible and free
from items on the company’s
banned ingredient list. The Nob Hill
Trading Co. brand includes unique,
gourmet products with global and
local inﬂuences. All three private
label brands are a better value than
the national brand equivalent.
Raley’s Purely Made products
are free from 101+ artiﬁcial preservatives and ingredients. Purely
Made standards extend beyond
packaged goods to fresh items like
meat, seafood and produce. Purely
Made produce is organic, while
meats and center store items are
organic when possible.
“The Purely Made brand standards were very carefully crafted,”
said Yvette Waters, Raley’s nutrition strategist and brand inﬂuencer.
“We thoroughly reviewed the most
up-to-date product ingredient research, customer demands and legislation around certain ingredients
before setting on our standards.”
Nielsen data reveals 59 percent
of shoppers experience difficulty
in understanding nutrition facts.
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To combat this, the nutrition label
on all relaunched products includes
the updated FDA nutrition facts
panel, which standardizes serving
size and is more transparent. In
addition, Raley’s Purely Made calls
out key attributes on the packaging,
including Non-GMO, No-artiﬁcial
ingredients and gluten free.
This is yet another move by
Raley’s to curate its list of products.
The ﬁrm discontinued production
of private label soda with high-fructose corn syrup and artiﬁcial colors
and ﬂavors. Most recently, the
company eliminated private label
cereals with more than 25 percent
added sugar.
“We will continue to eliminate
SKUs that do not meet our requirements and standards,” said Paul
Gianetto, senior vice president,
sales & merchandising. “With our
investment in our Raley’s brands,
we are showing our customers that
we can be trusted to be mindful of
ingredients, proudly transparent
and passionate about quality.”

Whole Foods Opines
on Food Trends
In case you missed it, late in
2018, Whole Food’s Markets
released its view of the food trends
that would dominate in 2019. Here
are a few of them that could impact
produce purchases:
Paciﬁc Rim Flavors: Flavor
inspiration from the Paciﬁc Rim are
popping up in grocery stores and
restaurants as people continue to
explore more of the world through

their palates. In the produce
department, the retailer predicted
“vibrant tropical fruits such as
guava, dragon fruit and passionfruit
are making their way into colorful
smoothie bowls and cocktails. Jackfruit is a popular meat alternative
already being used in place of items
like barbecue pulled pork…”
Faux Meat Snacks: Eating more
plants doesn’t mean you have to
forgo meaty ﬂavors and textures,
says the retailer. One produce item
leading this trend is mushrooms.
“Mushrooms like king trumpet
will play a key role here, ﬂexing
their ﬂavor and texture powers in
tasty jerky, ‘pork’ rinds and ‘bacon’
snacks…”
Eco-Conscious Packaging:
The number of brands making the
switch to packaging with the environment in mind continues to grow
at a quickening pace.
Trailblazing Frozen Treats: The
new pints on the block are adding a
fresh take on a timeless treat with
innovative bases like avocado, hummus, tahini and coconut water.
Snack Time, Upgraded: Snacking across the board will take a turn
toward the fancy, and snacks, as
they start to usurp the usual threemeals-a-day routine, are anything
but ordinary. Snacking has become
an occasion of its very own
Purchases that Empower: In
2019, thoughtful consideration behind purchases moves beyond (but
doesn’t exclude!) environmental
stewardship and animal welfare, and
becomes more people-focused.

Hollandia Produce Shortens Brand Name

H

ollandia Produce, the California-based company recognized by consumers for its
“living” lettuce and cress varieties under the consumer-facing
Pete’s Living Greens brand name,
is undergoing a refresh, including
a simplified name and new visual
treatment of its packaging. The
migration to the simplified “Pete’s”
name across all product lines will
sow the seeds for innovative new
products that will sprout onto the
scene as the company expands its
retail presence eastward.

“For so long our communication focus has solely been on the
longevity of our butter lettuce and
cress varieties given that they are
sold with roots in tact for added
freshness and quality, and the plan
isn’t to change that,” said Senior
Director of Marketing Corrie
Hutchens. “Our goal is to build on
the communication we’ve already
established given that freshness
and longevity don’t mean anything
if consumers can’t find our products in store or don’t know how or
what to use our products for.”

“We are confident that the move
toward the simplified Pete’s name
will help to exemplify our maturation as a company along with
our future focus on innovation
beyond just the living segment of
our product portfolio while still
staying true to our roots,” said
President Brian Cook. “We want
consumers to associate all current
and future Pete’s products with the
freshest, safest and highest quality greens available because of our
hydroponic greenhouse growing
methodology.”

According to the brand team, the
use of bold and vibrant colors will
help capture consumers’ attention
while shopping and the fine-tuned
communication on pack will help
consumers who are less familiar
with Pete’s product varieties understand the benefits and the numerous ways they can be used.

The introduction of the simplified
Pete’s name will happen concurrently with refreshed packaging
due to arrive in stores by March.
Both consumers and retailers
alike will be treated to a whimsy
new look and bold and disruptive
colors coupled with new communication focusing on usage and
nutritional benefits in conjunction
with product longevity.

“Cress, for example, is such an underappreciated green despite being
named the number one superfood
by the CDC (Centers for Disease
Control) based on its nutrient
density score and can easily be
added to a smoothie, salad or as a
topping on pizza to get its nutritional benefit, but most consumers
might never think about cress this
way so we need to make sure we
are helping to educate them,” said
Hutchens.
The current product lineup under
the Pete’s name includes butter
lettuce, red butter lettuce, spring
mix and cress in conventional and
organic options.
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Council News
THE FPFC WELCOMES
THE FOLLOWING NEW MEMBERS
Vincente Zambada
Fresh Packing Corp.
Carrie Briones
LIV Organic Produce
Bradley D Radack
Shamrock Foods Co.
Cindy See
The Tofurky Company

FPFC MISSION STATEMENT
The mission of the Fresh Produce & Floral Council is to
connect members to the information, education and
professional network they need to increase knowledge, grow
their businesses and collectively advance the industry.

UPCOMING FPFC EVENTS
February 20
FPFC MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA
March 16
FPFC DAY AT THE RACES
Santa Anita Park, Arcadia, CA
May 1
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA
June 19
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA
July 16
THE FPFC EXPO
Disneyland Hotel, Anaheim, CA
August 7
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA
August 21
FPFC GOLF TOURNAMENT
Tustin Ranch Golf Club, Tustin, CA
September 14
FPFC BOWLING TOURNAMENT
BowlMor Lanes Orange County, Tustin, CA

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

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

ADVERTISING OFFICE
Dana Davis
302-750-4662
dana@fpfc.org
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September 25
FPFC MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA
October 2
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA
December 4
FPFC MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA
For additional information on FPFC Events
Visit our Website at www.fpfc.org or email info@fpfc.org
Ph: (714) 739-0177 Fax: (714) 739-0226
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