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interest to advocate for Cesar Chavez in the pro-
duce industry.  I wasn’t going to have a career in 
this business by supporting the UFW, he told me.  
At the time, Les was one of my best sources.  He 
called me often with good story ideas and always 
was accessible with a good quote.  Of course, he 
was using me to get good press for his organization 
but he helped me develop my own reputation in 
this business and I appreciated it.

At the time, I politely listened though I thought 
I would still go my own way.  My editor in Kansas City, 
more attuned to the business needs of the paper, 
thought we should listen.  As time went by, I did 
heed the philosophy of his advice.  I have picked my 
battles with more wisdom over the years, though I 
still struggle with the concept. I have often harkened 
back to that conversation with regard to me and 
others acting contrary to one’s own self-interest.  I 
try to avoid it.

I thought about it again last month when 

When I was a 
very young reporter 
in the late 1970s 
and working for The 
Packer, my editor at 
the time indulged 
me and allowed me 
to write a column 
urging the California 
grower community 
to embrace Cesar 
Chavez and the United Farm Workers.

Fresh from college where Mr. Chavez had 
good standing, I was largely influenced by that 
environment and thought the industry would be 
better off by working with their adversary for the 
betterment of their laborers.  I thought signing labor 
contracts would be a win win.  

Of course, those were pre-Internet days so 
it took a good week for that story to be printed 
and for the publication to be mailed and fall in the 
hands of the late Les Hubbard, who was vice presi-
dent of public relations for the Western Growers 
Association at the time.  Les, who had spent his 
career representing production agriculture, picked 
up the phone and invited me out to lunch to one of 
his favorite places, the also-late Arches in Newport 
Beach.  Mr. Hubbard was a throwback to an earlier 
time and the three-martini lunch was his preference 
for a business meeting.   

After we were each served our first drink, 
he told me that it was not in the best interest of 
the specialty crop industry to embrace Mr. Chavez.  
He decried the tactics of the union leader, including 
boycotts, and told me that it was naïve for me to 
advocate that after 15 years of sometimes deadly 
battles, an easy solution was available.

But that wasn’t his main concern.   By the 
second drink, he got to the point.  What he really 
wanted to tell me was that it was not in MY best E
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United Fresh President Tom Stenzel spoke at the 
FPFC luncheon.  Stenzel discussed President Donald 
Trump and some of the early actions of his adminis-
tration.  Elsewhere in this publication, there is a more 
detailed report of his comments.  But the gist of his 
talk is that some of Trump’s top priorities are bad 
for the fresh produce industry…most notably his 
rhetoric is anti-trade and anti-immigrant.

That’s not a surprise.  His “America First” and 
“Make America Great Again” philosophies were 
mainstays of his campaign.  And time and time and 
time again, he said he was going to build a wall 
(“and Mexico is going to pay for it”), which would 
ultimately serve the main purpose of  keeping hard 
workers out of the United States.  

I am not here to debate those policies.  And I 
do understand that most voters have many interests 
that often compete against one another.  If you have 
kids in public school, increasing funding in that area 
might be important.  As your kids grow, the cost 
of college education takes on more significance.  
Social Security and Medicare gain in importance 
as we age.  

So I do understand that we in the produce 

industry are not monolithic.  There are many factors 
driving our voting decisions, not just the business 
we are part of.   Yet I am still amazed at the support 
Trump has in this industry.  Strictly speaking, he is bad 
for our business. If he has his way, there will be fewer 
people harvesting our crops and it will be harder 
and more costly for foreign producers to enter into 
our dynamic supply chain.  That means less produce 
to transport, sell and eat.  Every company along the 
supply chain will suffer.  

The White House is currently too busy fight-
ing on many different fronts to mount a serious run 
at building a wall.  Nonetheless, immigration policies 
from a regulatory viewpoint are shifting and not to 
the industry’s favor.  Labor shortages promise to 
become more acute as more and more undocu-
mented workers hang in the shadows or head back 
to Mexico.  In fact, illegal border crossings have been 
in decline since our recession hit in the late aughts.  
In 2007, the unauthorized immigrant population 
in the United States peaked at 12.2 million, which 
represented about 4 percent of our population.  
Today, after a steady 10-year decline, it is estimated 
to be at about 11 million, or less than 3.4 percent 
of the population. 

It also appears that this administration’s 
policies could actually reverse positive fruit and 
vegetable consumption trends.  As one of his first 
actions, the Secretary of Agriculture Sonny Perdue 
announced the relaxation of nutrition standards 
for school lunches while eating chicken nuggets in 
a school cafeteria.  He chuckled that he didn’t get 
as big as he is eating good-for-you food.  Is that 
truly who we want heading the U.S. Department 
of Agriculture?  Can this possibly bode well for our 
industry?

Vote and think how you want, but acting 
against one’s own self-interest wasn’t a good idea 
early in my career…and still isn’t.

asn

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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My 11 year old 
son, Chr istian, has 
been doing a com-
munity theater pro-
duction of Peter Pan.  
Being this is commu-
nity theater, one of 
the things they ask 
the parents of the 
kids in the show to do 
is  volunteer to be a 
“Shush Mom” for two performances.  A Shush Mom 
is exactly what it sounds like it might be – you stay 
backstage with the kids during the show and shush 
them to stay quiet and calm when they are off stage 
so that the audience doesn’t hear them.  

When I volunteered for my two Shush Mom 
shifts I thought “No problem, I got this covered.”  
We were told to take photos of kids who didn’t 
obey and show the pictures to the director so she 
could contact parents as needed.  I thought “Re-
ally? That seems extreme.  I won’t need to do that.”  
I’m not shy, have no issues with telling people to 
be quiet (if you have been to an FPFC committee 
meeting you are aware of this fact); how hard can 
it be?  Well….

The first clue that this was going to be harder 
than I thought was when I met another parent vol-
unteer that day.  When I said I was a Shush Mom, 
she stared at me with a perfectly straight face and 
said “Oh, it is horrible.  You are going to hate it.”  She 
had absolutely no humor or sense of irony when 
saying this.  She was dead serious.

As the show started and I was backstage, I 
started to see what she meant.  These 25 or 30 
Lost Boys and Indians could care less who I was.  
While making the rounds saying “Gotta be quiet, 
please,”  “Lower your voice please,”  “Stop doing 
that, please,” I was met with blank “Who the heck 
are you?” stares.  I’d turn around to go shush some-
one else and the kid I just talked to would start up 
again.  Seriously?!  

Midway through Act 1 all niceties went away, 
I stopped saying please and went to “Kid, knock it 
off,” “That’s it, I’m separating you kids,” and “Quiet or 
else, got it?!” became my stock phrases.  I never had 
to resort to taking kids photos but I was tempted a 
few times.  I was exhausted by the time Peter flew 
back to Neverland!

I sometimes wonder if we should start using 
Shush Moms at our Membership Luncheons.  I don’t 
know if you’ve been to one lately, but it seems the 
low murmur of people talking at their tables while 
speakers are at the podium has gotten worse.  
We’ve resorted to flashing “shush” slides on the 
screens when we begin hearing the volume going up.  
Sometimes various people in the audience take to 
doing the banging a spoon on a glass thing, and our 
current Chair of the Board Connie Stukenberg has 
started bringing a larger-than-life gavel to the event.  
She hasn’t used it as a weapon yet, but I wouldn’t 
be surprised if she’s come close.

I’m not sure if it is because people don’t 
realize that their own talking contributes to the 
volume level or if they just don’t care.  I know part 
of it is that people in our industry have a big urge 
to network and the time before the luncheons can 
be rushed.  There isn’t much time before speakers 
start to chat and maybe people are just trying to 
get that in, not realizing that it is distracting and can 
be disrespectful to the speakers at the event.

Recognizing the need for more social time at 
these events, the Northern California Committee 
added a Networking Social Hour after their Febru-
ary luncheon.  Sponsored by Quebec Distributing, 
for an hour after the luncheon attendees enjoyed 
a complimentary cocktail from the bar and basically 
just hung out and did what people want to do – 
talk.  We weren’t sure how it was going to turn out 
but it was overwhelmingly popular, extremely well 
received and this will become a permanent part of 
the Northern California luncheons.

One of our members, Robert Thompson of 
FreshSource, LLC, was at the February Northern 
California luncheon and loved the extra networking 
hour.  Robert offered for FreshSource to host the 
same networking hour after Southern California 
luncheons.  We took it to the Luncheon Commit-
tee and they approved it.  So starting with the June 
Membership Luncheon, attendees in Southern Cali-
fornia can stay after, enjoy a cocktail on FreshSource 
and chat to their heart’s content.

I’m hoping that knowing this opportunity ex-
ists will quell the need to chit chat when sponsors 
and keynote speakers are at the podium.  If not, I 
may just be looking for a few Shush Mom volunteers 
in the future!  E
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By Carissa Mace

Carissa Mace

Shush
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2017 FPFC Calendar of Events
 June 21

Southern California 
Membership Luncheon

Sheraton Cerritos, Cerritos, CA

July 18
Southern California 

Fresh Produce & Floral Expo
Disneyland Hotel, Anaheim, CA

August 9
Southern California 

Membership Luncheon
Sheraton Cerritos, Cerritos, CA

 August 25
Southern California 
Golf Tournament

Tustin Ranch Golf Club, Tustin, CA

 September 16
Annual Bowling Tournament

BowlMor Lanes Orange County, Tustin, CA

September 28
Northern California 

Membership Luncheon
Castlewood Country Club, Pleasanton, CA

October 4
Southern California 

Membership Luncheon
Sheraton Cerritos, Cerritos, CA

December 6
Holiday Luncheon 
& Charity Auction

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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The Fresh Produce 
& Floral Council 

Welcomes the Following 
New Members:
Jerry Robinson

Rainforest Flora, Inc.

Rolando Nava
Rollin’ R Enterprises

Rick Starko
Truly Good Foods

http://www.fpfc.org
mailto:info@fpfc.org
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United Fresh’s Stenzel Chronicles 
Trump’s Impact on Industry at FPFC Event 
By Tim Linden
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United Fresh Produce Association President 
Tom Stenzel didn’t pull any punches in an early May 
examination of the first 100 days of the Trump Presi-
dency.  Speaking to an overflow crowd of more than 
300 at the May 3 luncheon membership meeting 
of the Fresh Produce & Floral Council in Southern 
California, Stenzel focused much of his attention 
on three major areas of concern for agriculture: 
international trade battles, immigration reform, and 
regulatory reform.  

For each of those broad topics, the industry 
may face peril if Trump’s rhetoric results in the type 
of legislation that he seems to be promoting.  But 
Stenzel did offer hope that there are opportunities 
to “lead and coach” the neophytes in the Trump 
Administration.  He also said United Fresh is em-
barking on a course to try to “embrace” the change 
in Washington, D.C., rather than ignore or resist it.

But he did begin his remarks and comment 
several times throughout his discussion that in his 30 
years in Washington nothing compares to what has 
transpired in the first 100 days of the Trump Admin-
istration.  He indicated that as a “lifelong Republican” 
it pains him to see the dysfunction that appears to 
be commonplace in the Executive Branch.  

On Trump’s assault on international trade, 
Stenzel opined that “trade wars never succeed.” He 
noted that any limiting action taken by the United 
States against countries and industries exporting to 
the United States will be met with equal force on 
U.S. products and industries exporting to foreign 
countries.  He said no U.S. industry is more depen-
dent on international trade than agriculture.  “Fifty 
percent of the fruits consumed in the United States 
are grown outside of our borders; 35 percent of 
the vegetables consumed in the United States are 
grown elsewhere,” he stated.

Speaking specifically of the North American 
Free Trade Agreement and its impact on Mexico, 
Canada and the United States, Stenzel said that with 
regard to fresh produce there is seamless integration 
among the three countries that would be signifi-
cantly disrupted if  Trump abandons NAFTA as he 
initially claimed he would.  “We believe in free and 
fair trade,” he said, noting that he has always been 
a proponent of free market capitalism.  

He added that currently the United States is 
“not a stable market to other countries – either to 
buy from or sell to.”

He had especially harsh words for the 20 
percent border tax first floated as an idea by Trump’s 
press secretary.  “Wow, that’s kinda crazy.  It would 
be a 20 percent food tax.”

At a time when there is so much emphasis 
on improving diet and nutrition through increased 

Keynote Speaker Tom Stenzel of United Fresh opined about 
President Trump’s first 100 days in office.
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fruit and vegetable consumption, Stenzel indicated 
that such a tax would be counter-productive.  He 
did say that United Fresh pushed back hard on that 
idea and it may be waning.

With regard to Trump’s immigration policy, 
Stenzel characterized it as an “anti-immigrant 
philosophy.”  In an industry that relies heavily on 
immigrant labor, he said that philosophy is already 
having a negative impact.  He said it is exacerbating 
the current labor shortage by scaring people away 
and causing laborers to rethink normal migratory 
patterns in which they follow the harvest from one 
area to the next.  He said remarks by Attorney 
General Jeff Session are having a “chilling effect” on 
the immigrant community.  Stenzel said the industry 
needs to find a way to help these workers gain 
legal status.  

He did offer a ray hope noting that it took an 
avowed anti-communist (President Richard Nixon) 
to normalize relations with China.  He said maybe 
it will take a person with Trump’s stated philosophy 
to bring about immigration reform.  “We have to 
get the Administration and Congress to understand 
the damage being done” by the anti-immigration 
rhetoric.

On the regulatory front, Stenzel called it both 
the “best and worst of times.”  He said the Trump 
Administration does seem committed to rolling back 
many regulations and is pro-business.  But at the 
same time, the first action of new Secretary of Agri-
culture Sonny Perdue was to attack the hard-fought 
nutrition standards established for the school lunch 
program.  Though Perdue’s initial attack was on the 
sodium and grain standards rather than fruits and 
vegetables, Stenzel called that action “really, really dis-
appointing.”  He said the fight to improve the school 
lunch program has been decades in the making.  The 
ability to have some of those standards wiped out 
by one man seemed especially dismaying.

Stenzel spent the last third of his time on the 
dais comparing the monumental changes in Wash-
ington D.C. with those taking place in the fresh pro-
duce industry.  Just as he advocates that the industry 
should engage with the new administration and try 
to effect those change, he also argues that individual 
companies need to embrace the changes in the 
fresh produce sector.  He listed consumer-driven 
decisions, product proliferation and technology as a 
few of the more important changes.  He opined that 
“center store is going away” and urged companies 
“to curate” a wider assortment of products that 
take into consideration consumer preference for 
“faster, fresher and more flavorful” food.

Fresh DIGEST
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Southern California Luncheon
May 3, 2017
Thank You Sponsors!

Key Sponsors
California Avocado Commission

Frieda’s Specialty Produce
House Foods America

Zespri Kiwifruit

The team from Frieda’s shows off their product

Eddie Mora from Rollin’ R 
Enterprises with Baltazar 

Garcia of Hollandia Produce, 
LP and Robert Thompson 

from FreshSource LLC

United Fresh President 
Tom Stenzel with 
emcee Rick Cruz 

of Albertsons/Vons/
Pavilions

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

Photo Sponsor
North Shore 

Décor Sponsor
Kent’s Bromeliad Nursery, Inc.

http://www.facebook.com/FPFCorg
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Marvin Quebec of Quebec Distributing Co. with Mihae 
Finnie of Del Monte Fresh and Garrrett Nishimori from 

San Miguel Produce

Catherine Gipe-Stewart from 
Domex Superfresh Growers 
catches up with John Fujii 
from Gelson’s Market before 
the luncheon

http://www.livingherbs.com./
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Pat McDowell of 
Perimeter Sales 

& Merchandising 
with Parker Nishi of 

Melissa’s Produce

Jason Read and Patricia Rynn of Rynn & Janowski
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Scot Olson from The Grocery Outlet with 
Kristine Gatlin of Litehouse and Dave 
Moore from Earthbound Farm

Associate Sponsors
Apio, Inc.

Beachside Produce, LLC
Bing Beverage
Fresh Origins
Litehouse Inc.

Marzetti
Mixed Nuts Inc.

Produce Marketing Association
Taylor Farms Retail, Inc.

Connie Stukenberg and Dave Cruz of 
the California Avocado Commission 
flank Sheryl Salazar of Albertsons/

Vons/Pavilions
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The Fresh Produce & Floral Council named its 2017 Apprentice Class this spring with the program chalk full of educational and network-
ing events throughout the year, culminating in graduation at next year’s Annual Dinner Dance.

The program was designed specifically to adhere to the Council’s stated mission “to promote and support the industry.”  Toward this goal, 
the FPFC is committed to helping cultivate and develop the next generation of industry leaders. “The FPFC Apprentice Program was created 
to provide professionals just entering the industry the experience, education and skills they need to succeed and lead,” reads the brochure 
touting this effort to the industry.  

The program has been designed to provide exposure to the entire supply chain, as well as focusing on real-world challenges and the 
resources that can be accessed when facing them. Because success in the fresh produce and floral industry is still very reliant on face-to-face 
interactions and strong business networks, many of the apprentice activities revolve around attendance at networking events with mentors and 
participation in service activities with others in the industry. Professional development in the FPFC Apprentice Program also includes group 
projects, and experience and training in public speaking.

“The FPFC Apprentice Program is a great way to give [people new to the supply side] exposure to various aspects of the industry — 
increasing their knowledge and building their networks,” says Greg Corrigan, director of produce and floral of Raley’s Supermarkets, in the 
FPFC brochure.

Specifically, the Apprentices participate in retail, field and facility tours, and make a trip to the Los Angeles Wholesale Produce Market. 
There are also numerous educational sessions, typically held in conjunction with an FPFC networking event, such as a luncheon. They are also 
given the opportunity to develop skills and contacts that will help them develop into industry leaders.  They participate in group projects, and 
must develop their public speaking skills both through practice and consultation with a professional speaking coach.  As part of the program, 
Apprentices volunteer at City of Hope’s Walk for Hope and find items for the FPFC’s Annual Holiday Luncheon and Charity Auction.

The 2017 class is as diverse as ever representing many different sectors along the supply chain and various geographic regions in the 
West.

Meet the 2017 Apprentice Class of the 
Fresh Produce & Floral Council

Alex Kim
Commodity Specialist, Sourcing
Robinson Fresh
Davis, CA

BACKGROUND: Alex Kim is a commodity specialist at Robinson Fresh, a global produce 
company. He is 26 years old, born and raised in the Sacramento, CA area. He attended the Uni-
versity of California, Irvine and graduated with an Economics degree and a minor in Education. 
After graduating from Irvine, he started his career working for the NBA Sacramento Kings. After 
two years with the NBA, Alex was introduced to his future management team through a family-
friend and began his work in the produce world shortly thereafter. Robinson Fresh’s reputation, 
opportunity to apply his schooling and the newly changing world of agriculture attracted him to the 
business. Today, he serves a variety of roles on the team, with a focus primarily on the sales side of the business. “The best part 
of the business, aside from helping retailers and consumers access fresh and healthy produce, is that no two days are the same.” 

He shares that there’s a steep learning curve to the industry, but notes that there’s a good reason many fellow professionals 
stay in the business until retirement once they start. He looks forward to many fruitful years in the produce and agriculture world, 
and is hungry to continue his development with opportunities like FPFC’s Apprentice Program. 
FPFC CONNECTION: “Immediate Past Chairman Marvin Quebec introduced me to the FPFC – shout out to Marvin and 
Lynnie.”
FUN FACT: “I am bilingual (English, Korean, working on my Spanish), and I’ve also consumed two Chipotle burritos in one 
sitting.”

Th





Ivette Radillo
Sales Assistant
Westlake Produce 
Company
Irwindale, CA

BACKGROUND: Ivette 
Radillo grew up in Bell 
Gardens, CA. “I have been 
around the industry since I 
was 7 years old because my 
mother would take me and 
my siblings to her work on the weekends.  As a child 
I remember spending almost every Saturday at the 
warehouse helping around while my mother worked.” 

In college, she studied Administration of Justice, but 
ultimately did not feel it was the right fit. “Fast forward to 
a year and a half ago.  There was an opening at Westlake 
Produce and I got the opportunity to interview. I got 
hired on as a sales assistant and haven’t looked back.  I 
get to work with a great group of people in a fast-paced 
environment where I am constantly learning.”
FPFC CONNECTION: “I was introduced to the 
FPFC by Andrew Bivens within the first month of 
working at Westlake.”
FUN FACTS: “I used to compete in pool tourna-
ments when I was a kid at the Rio Hondo Boys and 
Girls Club.”
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Gabriel Hilbert
Sales Associate
Consolidated West Distributing, Inc.
Commerce, CA

BACKGROUND: Gabriel Hilbert grew up in Southern California and 
loved playing sports.  “I loved basketball, but I just happened to be much bet-
ter at running. I went to Cerritos College to pursue running cross country 
and track.  I ended up getting a full ride scholarship to Cal State Long Beach 
to run for them at the Division 1 level.”  His goal at college was to become a 
coach and a teacher, and he received his bachelor’s degree in English Educa-
tion. “I won the Big West Championship in the 800 meters and continued 
running for a year after leaving Long Beach State. I made it to the semifinals at the USA nationals and 
decided to hang up the spikes after having very little income to support myself.”

His first foray into teaching was as a substitute teacher, which was an excellent move as he realized 
that was not the career he wanted to pursue. “So I went to generic job finding sites like Career Builder, 
Monster, etc. and just started applying to anything that sounded relatively interesting.  Consolidated West 
Distributing had a job opening and I applied. I had no connection to the industry and no knowledge. I just 
had an eagerness to learn and a competitive spirit from my sports background. They took a chance on 
me and I can’t thank them enough for introducing me to produce. I have been with them for over a year 
and loving every second of it.”
FUN FACT: “I always keep a basketball in my truck to be prepared for a spontaneous pickup game.”



Jerry Stutz
Sales Assistant 
Pura Vida Farms, LLC
Brea, CA 

BACKGROUND: Jerry Stutz was 
born and raised in San Diego, CA.  He 
moved to Orange County to attend 
California State University at Fullerton, 
where he majored in Business Admin-
istration with an emphasis in account-
ing.  Out of college he worked at a 
temp agency for a year before being hired on at Pura Vida Farms 
to work in accounts receivable.  After working at Pura Vida for 
two and a half years, he moved over to the sales side in Novem-
ber of 2015, and has been working as a sales assistant since then.  
“If you would have asked me 10 years ago I would have never 
imagined that I would be working in the produce industry.  It truly 
is a blessing.  Each day you experience something new and you 
are always on your toes.”
FPFC CONNECTION: “I was first introduced to the FPFC 
after working at Pura Vida Farms for about a year.  The first event I 
attended was the Family Day at the Races.  Wes Liefer, the owner 
of Pura Vida, has been involved with the FPFC and has strongly 
encouraged his employees to do the same.”
FUN FACT: “I saw snow for the first time when I was 25 years 
old.”

Valerie Rangel
Director of Sales - West
Tessemae’s All Natural
Essex, MD

BACKGROUND: Valerie Rangel was 
born and raised in Southern California (“I 
love the sun!”), attended California Baptist 
University and graduated with a degree in 
Spanish.  Her initial job was as a translator 
for the Transcription Department at the 
District Attorney’s Office in Riverside for 
about one year.  At that point she was approached by a recruiter from 
Bolthouse Farms and took a position as a field sales representative, 
“which is where my passion for the produce industry was ignited. I 
worked at Bolthouse for five years and then transitioned over to Tes-
semae’s All Natural in the summer of 2015. The Tessemae’s story and 
‘clean’ product was what intrigued me to join the company! I enjoy 
working in sales.  I’ve been learning the combination of understanding 
the retailer needs and providing a product/plan that supports them.”
FPFC CONNECTION: “I was introduced to FPFC in 2011 by the 
sales team at Bolthouse. We would attend the luncheons and Expos 
together.”
FUN FACT: “I have 23 first cousins.”
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Johannah Rosario
Supply Chain Analyst 
Ready Pac Foods, Inc.
Irwindale, CA 

BACKGROUND: Johannah Rosario was always fascinated with the study of food since high 
school, whether it was determining what foods were healthy or what dish could be created with a 
random ingredient that was on sale at the grocery store. She graduated in the class of 2012 from 
University of California, Davis, majoring in Food Science, Business & Management and minoring in 
Applied Computing and Information Systems. Right after graduating, she served an internship for 
Fresh & Easy-Neighborhood Market for the produce department as a commercial business intern, 
helping with the grocery’s stores rate of sales, product placement on shelves, and promotion activ-
ity. At the end of her internship, she presented a project on ways to improve promotional activity of the company. She was 
hired and transferred to the Planning and Procurement Department as a junior buyer. In November 2015 she joined Ready Pac 
Foods, Inc. as a supply chain analyst, where she is currently learning more about the produce industry. 
FPFC CONNECTION: Johannah was recommended by a co-worker who knew about the Apprentice Program and 
knew this experience of learning more about the produce industry would be of my interest.  “I also heard more about it from 
Gerardo Soto, who graduated the FPFC Apprentice Program this past year, and Billy Pasos, a current mentor for the FPFC Ap-
prentice Program. All encouraged me to try it out!”
FUN FACT: “I am an ENFJ (personality type) who likes to study theology & enjoys adventures of all sorts - trying new food 
places, exploring new areas, experiencing new things.”

http://www.hgofarms.com/


Sally Symms
Vice President of Sales & Mar-
keting
Symms Fruit Ranch, Inc.
Caldwell, ID

BACKGROUND: Grow-
ing up in a farming family, 
Sally Symms never imagined she 
would become part of the fifth 
generation family business. After 
graduating from the University of 
Idaho, and FIDM (a California college specializing in fashion, 
entertainment and digital media), Sally pursued a career in 
fashion marketing, where she gained knowledge and skills 
in management, sales, and marketing.  Her experiences 
eventually brought her back to join her family in the produce 
business. 

Sally enjoys working as a part of her family business, 
where she feels their company is making a large economic 
impact in a rural community, by employing the local workforce.  
She also feels passionate about the produce industry, noting 
that as a whole the U.S. produce industry helps to promote 
the health and wellness of people worldwide.  Symms Fruit 
Ranch celebrated its 100 year anniversary in 2014. 
FPFC CONNECTION:  Sally was introduced to the 
FPFC by Marvin Quebec and to the Apprentice Program 
by Lynnie Nojadera of Quebec Distributing, who is a recent 
graduate. “Lynnie shared a lot of her experiences and the 
growth that the program gave her, and it immediately caught 
my interest.”
FUN FACT:  “I love health and exercise, and make it a 
point to do something active every day.”

Eunice Pasos 
DSD Routing Analyst 
Ready Pac Foods, Inc.
Irwindale, CA 

BACKGROUND: Eunice Pa-
sos was born in Monterey Park, 
CA, and grew up in East Los 
Angeles.  “I later moved to Whit-
tier where I attended Whittier 
High School and went to school 
for Fashion Design.  Initially, she 
worked at Ready Pac from 2004 through 2008, but left to 
pursue other opportunities.  She returned in 2015 and has 
been there ever since. “I’m currently the routing analyst for 
Ready Pac’s DSD Division but am working closely with sales 
to get my foot into that door.”
FPFC CONNECTION: “I was familiar with the FPFC 
from former Ready Pac leaders like Ken Ewalt and Rick Mon-
toya and their volunteer work and involvement, but I really 
didn’t understand the entire organization until my colleagues 
Billy Pasos and Gerardo Soto became part of the Apprentice 
class.  I took a real interest in getting to know what the FPFC 
does and hopefully I’ll continue to be involved as the time 
goes.”
FUN FACT: “I have two pit bulls. Gracie Lou was adopted 
as an eight-week old puppy and Jaxx was our foster dog and 
later adopted from a local rescue.  He was due to be put to 
sleep the day we decided to foster him in our home.  They 
are family and even have their own social media page with 
over 300 followers.”
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David Guzman
Purchasing, Sales, and Cus-
tomer Service
Family Tree Produce 
Garden Grove, CA

BACKGROUND: David 
Guzman attended college at 
Loyola Marymount Univer-
sity. He started working at 
his father’s company as a 
delivery driver 14 years ago 
while still in high school.  “I’ve worked in various depart-
ments of our business, Family Tree Produce, in order 
to learn how to eventually run it myself. I am currently 
focused in sales.”
FPFC CONNECTION: The firm’s Vice President 
David Figueroa recommended the FPFC to David as a 
way to grow his product knowledge.
FUN FACT:  “I have a brown belt in Brazilian Jiu-
Jitsu.”

Blair Butterworth
Beverage Sales & Merchandising Specialist 
Grimmway Farms
Bakersfield, CA

     
BACKGROUND: Blair Butterworth is 24 years old and was born in Salinas, CA, in 1993.  At five years 
old, she, her mother, and sister moved to Clovis, CA, which is basically a suburb of Fresno.  Blair graduated 
from Clovis High in 2011 and went directly into California State University, Fresno. “My first semester of 
college I tried to be rebellious and claimed my major as Liberal Studies. It only took me one semester to 
figure out that I was in the wrong major. I went directly to the Jordan College of Agriculture and changed 
my major to Agriculture Business with an emphasis on wine business and marketing.”

With literally her entire family being involved is different aspects of agriculture, Blair said she naturally 
gravitated toward the fresh produce industry.  While in college, she worked at the Fresno State Winery, wearing many different hats, 
and fully expected a career in the wine business.   She also worked as an intern at the Ready Roast Nut Company in Madera, CA, and 
began looking for a permanent position after graduation.  Eventually she applied and interviewed for a position with Grimmway Farms.  
“As I was walking to my last final of college ever I received the phone call from Kellen Stailey telling me I have a position with Grim-
mway Farms after I finish my final. It was amazing timing and after a year and 6 months I can still say I am truly blessed to work for such 
an amazing company.”
FPFC CONNECTION: Blair was first introduced to the FPFC by Grimmway’s vice president of foodservice and industrial sales, 
Lisa McNeece Miceli. Blair attended the Holiday Luncheon this past December 2016.  Lisa has relocated to the Midwest and Blair 
often represents Grimmway at FPFC events.   
FUN FACT: Blair absolutely loves the Denver Broncos and always has.  “In 2014 my uncle, aunt, and I flew out to Denver to watch 
the AFC Championship game against the New England Patriots. After the Broncos won the AFC Championship and were headed 
to the Super Bowl we went back to our hotel and at the bottom of our hotel was John Elway’s restaurant. My uncle and I went in 

the bar area to grab some drink and food to 
celebrate and ended up running into the Broncos 
whole offensive line! My uncle and I approached 
them to congratulate them and they invited us to 
sit down and have dinner and drinks with them 
while we watched the NFC Championship game 
where we would see who the Broncos would be 
playing in the 2014 Super Bowl.”
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Baltazar Garcia
Regional Sales Manager
Hollandia Produce L.P.
Carpinteria, CA

BACKGROUND: 
Baltazar Garcia was born 
in Mexico, and migrated to 
the United States at age 4.  
“I grew up in Oxnard and 
was enrolled in the migrant 
program - the families that 
follow the crops- from Oxnard, CA, to Washington and 
back to Mexico.”

After graduating from Hueneme High School in 1994, 
while he was also working for Wal-Mart, Baltazar had the 
opportunity to move up in the company, and he took it.  
He became an assistant manager and eventually moved up 
to store planning, in which he would help open new stores 
and then move to the next opening.

While at Wal-Mart, he was recruited to work for a 
small distributor of stuffed animals that sold to the amuse-
ment industry such as casinos, carnivals, arcades.  He took 
the position, rose to general manager & vice president of 
sales and stayed for 18 years.  “Unfortunately, the economy 
hit us in 2014 and I was forced to look outside of the 
industry for a job. Lucky for me Vince Choate and Pete 
Overgaag from Hollandia Produce took a gamble with me 
with no produce experience.  And here I am three years 
later, and not looking back.”
FPFC CONNECTION: “I was first introduced to 
FPFC by our Director of  Sales and Marking Vince Cho-
ate, (now retired).  However, it was our very own Brian 
Cook that introduced me to the committees and pro-
grams that are available. He is very active with the FPFC 
and that passion he has for it has been contagious.” 
FUN FACT: “I am the youngest child out of nine 
siblings.”
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Jim Leach
Business Development Representative
The Oppenheimer Group
Chino Hills, CA

BACKGROUND: Jim Leach was born and raised in the Salinas Valley, the seventh generation of his family to 
reside in Monterey County, where his passion for produce was born. He graduated from Purdue University in 
2015 with a degree in Agricultural Economics. Upon graduation he joined BASF, the German chemical conglom-
erate, in their U.S. crop protection business.   This program took him to Raleigh, N.C., and then to Yuma, AZ.  
“Once I was in Yuma, I realized I was too far removed from the day to day operations of the produce industry 
and an opportunity with Oppy presented itself. I currently work as a business development representative 
handling our various fruit and vegetable products covering Northern California, Oregon, Utah and Nevada. I am 
responsible for working cross functionally with our sales and marketing teams to grow our current business relationships along with finding 
new prospects to grow our customer base along with our overall business.”
FPFC CONNECTION: “I have had many colleagues at Oppy involved in the FPFC, specifically, since the inception of the Apprentice 
Program, I am the third member of my office to be involved in it.”
FUN FACT: “I once pulled 9 g’s in a stunt plane over the Salinas valley with Sean D. Tucker, the most decorated aerobatic pilot of all time.”

http://www.edgesales.com/


28 FRESH DIGEST

Simply put, Natural Resource Management 
Inc. is pretty certain that an audit of your cold stor-
age facility and its refrigeration units will result in 
the implementation of a cloud-based management 
system that will save you energy and money.

In fact, the company has testimonials from sev-
eral firms touting the savings and increased efficiency 
resulting from energy audits and equipment updates.  
G&S Produce in Sacramento, CA, reported reduced 
energy consumption of 22 percent, resulting in close 
to $9,000 in annual savings.  A farm in Lexington, MA, 
noted a 59 percent reduction of electrical consump-
tion after installing 36 new energy-efficient motors 
in its greenhouses.  And a Grocery Outlet retailer in 
Northern California realized an 8 percent reduction 
in total electric usage in their walk-in cooler after 
installing an NRM management system.  Recently the 
Fresh DIGEST sat down with three executives from 

NRM – President Emre Schveighoffer, Marketing 
Manager Sean McIntyre and California Team Leader 
Ted Kohlenberger  -- to discuss their proposition and 
how it best applies to the fresh produce industry.  
“Anyone with cold storage or a food processing 
facility that has our system will save money and 
energy,” stated Schveighoffer confidently.

The company began in Massachusetts serving 
the liquor store industry which the firm’s representa-
tives say speaks to the efficacy of its system for even 
the smallest operator, as most liquor store owners 
have nothing more than a small walk-in unit.

The company has since expanded to the West 
Coast with Kohlenberger heading up an office in 
Yorba Linda, CA.  From that location he is servicing 
all of California and concentrating his efforts on 
the fresh produce industry.  The firm has already 
conducted audits and installed its system on an 

Cold Storage Audit & Program 
Designed to Save Energy & Money 
By Tim Linden
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impressive array of produce companies.  
Kohlenberger rattled of a list of more than 

a handful of firms that are Fresh Produce & Floral 
Council members that are currently benefiting 
from the system, including Progressive Produce, 
Veg-Fresh Farms, DLJ Produce, Heath & Lejeune, 
Henry Avocado and WJL Distributing.  

While there are bells and whistles to the NRM 
effort, what it boils down to is a conversation about 
the needs of the operation, an assessment of the 
equipment, an energy analysis and the installation 
of an internet based management system that will 
run that equipment more efficiently than is currently 
occurring optimizing use and saving energy.  For ex-
ample, the trio said if a company has a staging area 
for its loading dock that is especially active during a 
multi-hour window in the early morning hours of 
the day (which is typical for many produce firms) 
that is when it needs to be cooled at the optimum 
temperature.  That area does not need to be re-
frigerated 24/7 if it is not utilized an all time.  The 
NRM system can precisely schedule temperature 
parameters to fit the activity of the facility.  And the 
management of the system is operational through 
a Smart Phone, which means it can be adjusted at 
any time.

Kohlenberger said controllers are installed 
throughout a facility and cooler and networked 
together for easy and instant operation.  In addi-
tion, the system sends alerts that allows for quick 
adjustment if a problem arises.  

Schveighoffer reiterated that “anyone who has 
a small walk-in cold storage to a huge processing fa-
cility will benefit.”  He said the company has worked 
with many customers on both end of the spectrum 
and everything in between.  “Since our business got 
started helping liquor store owners, it has proven 
itself with small customers,” he reiterated.

Specifically the company sells a system that 
is installed on the company’s property and then 
charges a monthly fee to host and monitor the 
data.  The size and scope of the facility dictates the 
monthly cost but the company president said it 
typically ranges “from $60 to a few hundred dollars 
per month.”

Kohlenberger is extremely confident that 
return on investment will be met in a very short 
time frame.  “We rarely see anyone that doesn’t 
need our help.  Most people are old school and 
they don’t even realize they need help,” he said.  
“It’s not uncommon to save a customer thousands 
of dollars per month.”

Of course, the savings per month is only 
one of the advantage, NRM also touts the 24-

hour monitoring of the system that it provides…
especially in the fresh produce industry.  “Real-time 
monitoring gives you the opportunity to address 
issues when they are happening not after the fact,” 
said Schveighoffer.

It doesn’t take a mathematician to conjure up 
a scenario where that could save tens of thousands 
of dollars in a perishable commodity situation.  “You 
can have your finger on the pulse at all times,” he 
continued.
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Arguably one of the greatest running backs 
in the history of football, Marcus Allen will be the 
keynote speaker at the opening breakfast session 
of the Fresh Produce & Floral Council Southern 
California Expo on July 18.  

Allen won the Heisman Trophy while at the 
University of Southern California and was named 
Super Bowl MVP in 1988, making him one of just 
a handful of players to be awarded both.  He was 
drafted by the Los Angeles Raiders in 1982 and over 
his 10 seasons with the team, was named to the Pro 
Bowl six times.  He also was named the National 
Football League’s Offensive Player of the Year and 
MVP, led the NFL in rushing yards, and led the league 
in rushing touchdowns twice.  In 1993, he moved 
to the Kansas City Chiefs and led the American 
Football Conference in rushing touchdowns. He 
and quarterback Joe Montana led the Chiefs to the 
AFC Championship game, earning Allen “Comeback 
Player of the Year.”

Marcus Allen still holds records for most 
consecutive seasons with a rushing touchdown and 
oldest player to score more than 10 touchdowns 
in a season.  He was inducted into the NFL Hall of 
Fame in 2003.

Following his football career, Allen has been 
active in his community and with many charities.  He 
started the Marcus Allen 32 Foundation and puts 
on an annual Celebrity Poker and Golf tournament. 
Proceeds from the event go to support the follow-
ing foundations: All Stars Helping Kids, Eric’s Vision, 
UCSF Children’s Hospital, HollyRodFoundation, 
Success through the Arts Foundation, and Fresh 
Start Surgical Gifts.

His keynote address will focus on the power 

of positive thinking and setting goals. From writing 
a Heisman speech at age 11 to setting out to be 
the first college player to rush for more than 2000 
yards, Allen will take the audience on a personal 
journey of adversity, knowing your competition and 
beating the odds.

Because seating is limited and will be awarded 
on a first come, first served basis, the FPFC is urging 
all attendees to arrive early!

The breakfast session will also include the 
awarding of the FPFC Floral Achievement Award 
and the FPFC Norman H (Buz) Bolstad Produce 
Award.  Each year a worthy recipient from the FPFC 
community is honored.

Another highlight of the day-long Expo will 
be the always-popular Floral Design Contest, which 
allows designers with any level of experience to 
showcase their skills using a mystery box of supplies 
and a theme announced at the event. Awards are 
given for first, second and third place in categories 
for different experience levels.

Space is limited for this event, and pre-
registration is required. There are typically a very 
limited number of walk-in registrations accepted 
on a first come, first served basis.  All registrations 
are done through department heads at participat-
ing retail chains.

The Expo itself will be held from 10 am to 
3 pm, with a box lunch served on the Exhibit Hall 
Floor.  

The Expo will be held at the Disneyland Hotel 
Convention Center on the grounds of the famous 
Disneyland Hotel.

Marcus Allen to Keynote 
Opening Breakfast
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FPFC Southern California EXPO 
Schedule at a Glance

Tuesday, July 18, 2017 
Disneyland Hotel, Anaheim, CA

Exhibitor 
Set-Up & Registration

6:30 a.m. - 10:00 a.m.

General Registration Open
7:00 a.m. - 1:00 p.m.

Keynote Breakfast 
Magic Kingdom Ballroom

8:00 a.m. - 9:45 a.m.
(Breakfast service available 8:00 a.m. - 8:45 a.m.)

Floral Design Contest
Monorail/Castle Ballrooms

10:00 a.m. – 11:30 a.m.

Expo Floor Open
10:00 a.m. – 3:00 p.m.

Box Lunch Available
Exhibit Hall/Grand Ballroom

11:30 a.m. – 1:30 p.m.

Floral Design Contest 
Awards Announcements

Exhibit Hall
2:00 p.m.

Exhibit Floor Closes
Exhibitor Move-Out Begins

3:00 p.m.
Exhibitor Move-Out Ends

7:30 p.m.
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An analysis by the Organic Produce Network 
in conjunction with Nielsen scan data reveals that 
nationwide organic produce sales accounted for 
more than 10 percent of all produce dollars through 
the first quarter of 2017.

This information, along with data garnered 
from The Market Report, which is the Fresh Produce 
& Floral Council’s quarterly look at retail produce 
sales in California, confirms that the sale of organic 
produce continues to climb and garner a greater 
percentage of total produce sales.  The FPFC’s 
2016 Q4 report noted that organic produce sales 
reached nearly $173 million statewide in that quar-
ter, which was 6 percent greater than the previous 
year.  During that quarter produce contributed 
11 percent of retail produce sales, up 35 percent 
from the 8 percent of just three years earlier.  The 
FPFC report breaks out four California markets and 
noted that for the San Francisco market organics 
command a 13 percent market share, and sales are 
still growing at a 4 percent annual clip.  

Since it is typically assumed that the East 
Coast and West Coast shoppers are trendier and 
more progressive, it would be natural to expect the 
coasts to have a greater percentage of organic sales.  
However, the OPN numbers indicate that organic 
produce is doing well throughout the country.

That OPN report credited packaged salads as 
the category driver, responsible for 20 percent of all 
organic fresh produce sales. Behind packaged salad 
sales, berries and apples comprised the top three 
organic fresh produce items sold in March.

Teaming with marketing research firm 
Nielsen, the Organic Produce Network analysis of 
organic fresh produce sales at retail stores across 
the country for March 2017 showed organic fresh 
vegetables accounted for a larger portion of organic 
dollars than fruits ($189 million vs $119 million).  
Of special note, nearly one-third of all carrot and 
cooking green vegetables were sold as organic dur-

ing the period. 
The OPN press release noted that one area 

of potential opportunity in the organic sector is 
what it called is “the underdeveloped ‘value added’ 
organic fresh produce category.”  That category 
stood at just 5 percent of all value-add sales in 
March.    

“Partnering with Nielsen to provide OPN 
readers with the most current and relevant infor-
mation as it relates to the fastest growing segment 
of the fresh produce industry is an essential com-
ponent of our mission and one we look to develop 
further in the coming months,” said Matt Seeley, 
CEO of OPN.

This data and other organic-centric informa-
tion will be at the core of the upcoming Organic 
Produce Summit, which will be held July 12-13 at 
the Hyatt Regency in Monterey, CA.

Seeley, who is the founder of OPS, said that 
the July event has received great support from the 
industry and a dynamic program has been estab-
lished.  The event is sold out and will have more 
than 200 buyers representing 85 different banners 
and 100,000 brick and mortar stores.  There will 
also be a robust presence from the on-line buying 
community, including buyers from Amazon Fresh, 
FreshDirect and Blue Apron.  

A retail buyers field tour, four educational ses-
sions, and four keynote addresses will precede the 
expo which will be held from 1:30 to 5:30 on the 
afternoon of July 13 in the Hyatt Regency Confer-
ence Center.  The educational sessions will cover 
retail merchandising, ag technology, organic trends 
and the controversy swirling around greenhouse 
production of organic produce.  The four keynote 
presentations will feature consumer trends, a retail 
roundtable discussion, direct to consumer sales and 
a report from the first USDA-certified organic fast 
food chain.

Organic Retail Produce Sales 
Top 10% Mark in Q1 of 2017 
By Tim Linden
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toes and value-added offerings are gaining devotees 
and market share.  And those potato offerings tend 
to retail at a much higher price point.   

Discussing the russet situation, Connors does 
see some light at the end of the tunnel.  “I think 
this fall there is going to be a lot less russet acre-
age planted so the market price should improve,” 
Connors said.

She noted that bagged potatoes are still the 
number one item nationwide but she estimates that 
five pound bags have finally supplanted 10-pound 
bags as the number one seller in the bag category.  
Smaller families and the desire by the consumer 
to eliminate waste has fueled the growth of that 
pack.  

Basin Gold was started in 1994 and Con-
nors said the dynamics in the potato industry have 
changed dramatically since then, largely because 
of the aforementioned growth of options in the 
category.  Emblematic of that change is the situa-
tion in the Bakersfield district in Kern County this 
season.  There is not one acre of russets planted in 
that district this year.  Historically, russets made and 
dominated the Bakersfield deal.  “We used to grow 
russets in Bakersfield, but no more,” Connors said.  
“It makes no sense considering the market price.”

But that is a situation potato growers are 
addressing with the Fresh Solution Network truly 
being part of the solution.  Connors said that each 
member is concentrating on specialty potatoes and 
that organic potatoes is another area of focus.  “We 
are moving in that direction and so are at least two 
or three other members.”

The onion category, she said, is a bit more 
straight-forward.  The value-added trend hasn’t 
overtaken that commodity.  Basin Gold does pro-
duce all the major onion categories: sweets, yellows, 
reds and whites.

Fresh Solutions Gives National Presence 
With Regional Relevance 
By Tim Linden
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In an effort to appeal to larger customers, a 
group of potato and onion grower-shippers teamed 
up to create a member-based marketing program in 
2008 that gives the geographically-diverse produc-
ers a national presence but regional relevance.

One of the founding members of Fresh 
Solutions Network was Basin Gold Cooperative, 
a group of grower-shippers in Eastern Washington 
and Oregon.  Mollie Connors, who sits on the sales 
desk and whose family has been growing potatoes 
in the area for more than 70 years, quipped that 
no plan seems to work out exactly as expected 
but the marketing effort has given each of these 
members more reach and exposure for their two 
core products.  

She explained that customers are divided 
among the member grower-shippers, who have 
the ability to source potatoes and onions from any 
of the participating members and regions coast to 
coast.  “For example, I manage the Walmart account.  
We can ship out of all of our locations, which gives 
Walmart a national supplier but we can also ship 
locally-grown product to their divisions.”

She added that Fresh Solutions has reached 
the perfect size currently and is not looking to 
expand either its size or its scope.  “We just do 
onions and potatoes at this time and also some 
sweet potatoes.  We don’t want to get too big,” 
she opined.

The potato category has been a difficult 
one for the past several years with its main player, 
the russet potato, losing market share and seeing 
depressed markets.  Connors said the industry is 
adapting with a greater variety of potatoes and packs 
being introduced on a continual basis.  While russets 
still make up an estimated 70 percent of the volume, 
they account for a lesser percentage of dollar sales.  
Connors said reds, yellows, fingerlings, petite pota-
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dried papaya. White sesame seeds, crispy quinoa, 
roasted red quinoa, and thin crunchy noodles with a 
creamy coconut lime chili dressing complete the kit 
to deliver a mouth-watering flavor experience.

The Raspberry Acai salad bowl blends 
broccoli stalk, green cabbage, curly kale, radicchio, 
dried cranberries, and dried blueberries with sliced 
toasted almonds and three nutritious varieties of 
seeds (hemp, flax, and chia). The tangy raspberry 
acai dressing tops it off perfectly. 

LA & SF Specialty opens new 
Bay Area facility

LA & SF Specialty has opened a newly-built 
distribution facility in the San Francisco Bay Area.  
The new 255,000 square foot facility is located in 
Hayward, CA.  

LA & SF Specialty moved all its inventory and 
operations from the old facility in Union City to the 
new facility in early May.  The Hayward facility is one 
of four distribution facilities in the Western United 
States for LA & SF Specialty which also operates 
facilities in Los Angeles, Las Vegas, and Phoenix.  

The new distribution facility will allow LA & 
SF Specialty to better serve its Northern California 
customers by increasing capacity for handling an 
expansive product line of more than 7,500 items.  
Products include a full line of fresh produce, three 
lines of liquid dairy and an line-up of local and ar-
tisanal specialty cheeses, salami and charcuterie, in 
addition to an extensive list of groceries and other 
ingredients.  

The need to build a new facility in the Bay 
Area was explained by Chris Charlesworth, director 
at LA & SF Specialty, as a move to not only increase 
current capacity, but also to plan for future growth 
and innovative services for the company’s custom-
ers in Northern California. “As our customer base 
and product line has grown over the last few years, 
thanks to the incredible hard work, dedication, 
and expertise of our unbelievable operations and 
transportation teams, we were able to utilize our 
systems and processes to maximize our space and 
operations as efficiently as possible.  But our con-
tinued growth and anticipated growth dictated the 
move to a larger facility with substantially more dock 
doors to increase receiving and loading efficiencies, 
in addition to more cooler space.” 
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Serve Salad Options

 Single-serve salads are increasingly on the 
shopping list, and consumers who crave them con-
tinually look for tempting new flavors and added 
convenience. Apio, Inc., a leading producer of fresh-
cut vegetables and salads for the United States and 
Canada under the Eat Smart brand, is answering the 
call with its new Salad Shake Up salad bowls. 

The line’s three initial offerings feature 100 
percent clean label ingredients with no artificial 
colors, flavors, or preservatives. Each salad’s patented 
package comes with an interior tray that serves as 
a lockable lid, making it convenient and easy to mix 
in the toppings and dressing. 

“Our research tells us that these delicious and 
convenient single-serve salad bowls are just what 
consumers want,” said Anne Byerly, vice president of 
marketing. “The growing segment of health-focused 
shoppers want more than products that are simply 
lower in calories — they also need clean label, 
nutrient-dense ingredients and restaurant-quality 
taste. Salad Shake Ups meet those needs, and that’s 
why we think they’ll bring new consumers to the 
category and help retailers boost sales and profits 
in the total single-serve category.” 

In Apio consumer taste tests, all three Salad 
Shake Ups flavors scored equal to or better than 
the best-selling salad bowl item in the category for 
overall liking and intent to purchase. Importantly,  the 
products had high purchase appeal among consum-
ers in the $500 million single serve category, which 
has only 11 percent household penetration.

“Every Salad Shake Ups salad bowl contains 
at least 10 ingredients, with distinctive and colorful 
combinations of vegetables, dried fruits, and diverse 
sources of plant protein that create satisfying flavors 
and textures,” said Byerly. 

The Avocado Ranch single-serve salad bowl 
is a crunchy blend of red cabbage, Savoy cabbage, 
shredded cauliflower stalk, curly kale, shredded car-
rots, and freeze dried corn. It also contains shredded 
cheddar cheese, roasted sunflower seed kernels, 
crispy onion pieces, dried currants, naturally flavored 
bacon bean flakes, and a creamy avocado ranch 
dressing that complements the ingredients. 

The Tropical Lime salad bowl has a tasty blend 
of vegetables and dried fruits — green cabbage, 
broccoli stalk, Napa cabbage, curly kale, and Italian 
kale along with dried pineapple, dried mango, and 
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