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I like to start early and end early.  My father rarely 
got home past 2 p.m. By 5, he and my mom were 
celebrating cocktail hour, a kid-free time that we 
NEVER infringed upon…unless we needed stitches.  
That was the only allowable excuse.  I try to honor 
my dad every day by following suit.  It’s a rare day 
that I can be found in my office past 5 p.m.  If I’m 
behind and have work to do, I’d much rather start 
tomorrow at 4 a.m. than end today at 6 p.m.  Four 
in the morning reminds me of my early days pushing 
a hand truck on the Seventh Street Market during 
my college summers.  By 8 am, I was eating lunch 
in the bar/café at the end of the market.  By 12:30 
p.m. I was heading home.  I love those hours.

If the truth be known, I started my company 
as a contract publisher because of the work hours 
of my previous employer.  I was the editor of the 
Western Growers magazine as an employee of 
that association.  WGA’s president was a stickler 
for time.  You better be at your desk at 8 a.m. and 
you never leave before 5 p.m.  He was known to 
occasionally lock the front door at 8 a.m. to catch 
late arrivals.  I had no problem with the morning 
hours, typically arriving by 7.  But it seemed silly to 
stay until 5 when my work was done.  I’m still the 
editor of that publication but for the past 30 years 
I have been doing it on my own hourly terms.

This is truly a great industry…and you just 
can’t beat the hours.

I’m the guy that 
still likes to walk into 
the bank and deposit 
a check by using a 
slip and handing it to 
the teller.  I use the 
ATM on occasion 
but my routine has 
me dropping by the 
local bank typically in 
the afternoon.  Today, 
I had to drop off something at my daughter’s high 
school so I changed the routine and arrived at the 
local branch of my gigantic national bank at 8:44 a.m. 
-- just in time to see the bank manager unlock the 
door, let an employee in and then lock it back up.

I drove away muttering “Banker’s Hours” to 
myself realizing that I was channeling my father.  As 
a wholesale produce man, he spent his career arriv-
ing at the “office” around 2 a.m. every day, typically 
departing for home around noon.  When hearing 
about anybody else’s work day with a different 
schedule, he would sarcastically opine, “You have 
‘banker’s hours’,” referencing anything that didn’t 
require a middle of the night start.

I don’t think my dad was in his office past 2 
p.m. any day of his life.  He lived an existence of early 
to bed and very early to rise.  Even in retirement.  
He passed that gene on to the rest of his family. I 
remember researching a family trip we were taking 
to Europe to visit one of my brothers on the occa-
sion of my mother’s 80th birthday. I was in charge 
of finding reasonable air fares.  One  Thursday 
morning at about 5 a.m. (best time to find cheap 
fares), I came across an unbelievable non-stop fare 
from Los Angeles to Amsterdam.  I immediately 
called everyone else in the family to alert them to 
the deal.  Everyone was up enjoying their morning 
coffee and took advantage of the low fares. We all 
seem to be cursed…or blessed…with my dad’s 
sense of time.

As I interview industry members, I often ask 
what they like most about this profession.  People 
is the number one answer.  “Fast paced” and “un-
predictable” are two other common refrains.  “No 
two days are ever alike,” many interviewees have 
opined. I don’t remember anyone ever telling me 
they like the odd hours.

But for me, it is the hours. It’s my favorite thing.  

Tim Linden

Banker’s Hours
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By Tim Linden

http://www.fpfc.org
mailto:tim.linden@ymail.com
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Last year, the 
FPFC Board of Di-
rectors embarked 
on a strategic plan-
ning process.   Hiring 
a planning consul-
tant, we developed 
the framework and 
milestone goals lead-
ing us through 2020.  
The board members 
take responsibilities very seriously as we want to 
make sure we are doing our best to serve the 
membership and the industry.  

There were several key elements that came 
out of the planning process:

•  New Mission Statement:  We always 
need to make sure the statement reflects the 
industry and FPFC’s place in it.  As a result of 
the process, we revised the mission state-
ment to read as follows – “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 business and collec-
tively advance the industry.”  The statement is 
very straightforward and clearly asserts the 
focus of the Council’s work.  Since the state-
ment was revised, we have made sure that it 
is read at committee and task force meetings.  
We want to make sure that all work that is 
being done reflects back and supports the 
mission statement.
•  New Task Forces:  Two of the main 
areas of focus in the new plan are expansion 
of membership and professional develop-
ment programs.  In order to explore these 
two areas, we formed two new task forces 
to examine options.  Task forces are different 
than committees in our association world.  
Committees are open to all members to 
join.  At the FPFC, committees are typically 
responsible for specific events.  Task forces are 
by invitation only.  Typically board members 
chair task forces and we invite individuals 
who have particular skill sets and represent 
specific member segments.  Each of our new 
task forces have begun their work and will 

be reporting back to the board with recom-
mendations.  This is how our very successful 
Apprentice Program got started.  There was 
a task force that worked for about two years 
before the program was launched.  Expect to 
see exciting results from the work of these 
task forces in the future. 
•  New Staff Position:  As I wrote about 
last month, we’ve hired Jay Guzman as our 
new Vice President, Business Development.  
Jay started with us in March and has jumped 
right in working on current events, participat-
ing in the new task forces, and represent-
ing the FPFC at industry events.  The board 
realized that in order to accomplish the goals 
of the strategic plan, staff capacity had to be 
expanded. Jay has already begun work that will 
pay off for membership down the road.

In addition to the overall strategic plan, the 
Northern California Committee is embarking on a 
strategic planning process that is basically a subset 
of the overall FPFC plan.  Their work will not change 
the main strategic plan but will help the group focus 
specifically on the needs and challenges facing the 
Northern California sector of the industry.  This 
could result in a change in what the FPFC does 
specifically in this region.  Again, stay tuned for the 
results of this work.

What all of this means is that the leadership 
and volunteers of the FPFC are looking to the future 
for the association and the industry, not staying satis-
fied with the status quo.  It is the sign of a healthy 
organization when leadership constantly looks at 
what is working and what can be done better.  We 
are focused on the needs of our member…and 
how we can meet them.
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By Carissa Mace

Planning for the Future

Carissa Mace

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.



http://www.4earthfarms.com
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Welcomes the Following New Members:

2018 FPFC Calendar of Events
June 13

FPFC SOUTHERN CA 
MEMBERSHIP LUNCHEON

Sheraton Cerritos, Cerritos, CA

July 17
FPFC SOUTHERN CA EXPO

Disneyland Hotel, Anaheim, CA

August 8
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

August 22
FPFC SOUTHERN CA 
GOLF TOURNAMENT

Tustin Ranch Golf Club, Tustin, CA

September 15
FPFC BOWLING TOURNAMENT
BowlMor Lanes Orange County, Tustin, CA 

September 27
FPFC NORTHERN CA 

MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA

October 3
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

December 5
FPFC SOUTHERN CA 

MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

For additional information on FPFC Events, visit our Website at www.fpfc.org or email info@fpfc.org
Phone: (714) 739-0177   Fax: (714) 739-0226

Tess Cuomo, Jim Richter 
Amerifresh, Inc.

Sal Barajas, Juan Cisneros, 
Mari Partida

Better Produce, Inc.

Leonard Cole, Tom Pia, 
Jennifer Vallejos

Coastal Fresh Farms, Inc.

John Hogan, Jim Tashiro, 
Pat Umamoto

Coastal Paradise Nursery

Carmen Placensia
Coastline Family Farms

Neji Mejri
Frisco Wholesale Produce

Daniela Cano, Bobby Macias
Fruitripe Services

Jeff Oberman
PRO*ACT, LLC

D.J. Stornetta
Produce Careers

Jenna Schiedermayer
SCHIED

Jessie Gunn
Wholesum Family Farms, Inc.

Matt Knotts
Zephyr Solutions, LLC

http://www.fpfc.org
mailto:info@fpfc.org
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Record-Breaking Year in the Works 
By Tim Linden
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During the four weeks prior to the guacamo-
le-heavy Cinco de Mayo holiday, about 250 million 
pounds of avocados were marketed in the United 
States, which equates to more than 60 million 
pounds per week.

“For three weeks in a row we were in the 
60-65 million pound range,” said Giovanni Caval-
etto, vice president of sourcing for Index Fresh, a 
handler of both domestic and foreign avocados, 
headquartered in Bloomington, CA.  “We’ve never 
done that before.”

Add to that the prediction of Rob Wedin, vice 
president of fresh sales and marketing for Calavo 
Growers Inc., Santa Paula, CA, who believes June 
will be the heaviest shipping month of the year for 
avocados.  Pre-June estimates by the Hass Avocado 
Board expect an average of more than 67 million 
pounds per week in the five weeks leading up the 
Fourth of July holiday.  Sandwiched in between 
was May, which produced new weekly volume 
records – better than April but expected to fall 
short of June.

“The avocado boom continues,” said Cav-
aletto.

From a supply side, the big numbers so far are 
the result of significant increases from both Mexico 
and California.  Mexico’s 2018 crop could end the 
season with a 20 percent increase over 2017, while 
the California crop is almost double what it was a 
year ago.  In total, Mexico, with its year-round pro-
duction, continues to lead the pack.  This year it will 
probably account for more than 70 percent of U.S. 
consumption.  California will probably contribute 
about 16 percent of year round sales.  During its 
peak months from April through July, it accounts 
for about 25-30 percent of volume on a weekly 
basis, though it has a much greater market share in 
the West, and in California in particular.  Wedin of 
Calavo said California growers and handlers have 
marketed this year’s crop in a steady fashion, so 
he believes there will be a significant number of 
California avocados marketed into September.  Last 
year, California had a small crop and supplies were 
mostly exhausted by mid-August.

Jan DeLyser, vice president of marketing for 
the California Avocado Commission, said the in-
creased supplies of California avocados in late sum-
mer will result in a greater emphasis on promotional 



https://www.californiaavocado.com/retail
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opportunities over the Labor Day Weekend.  With 
both its digital campaign and individualized mer-
chandising efforts with retailers, CAC has focused 
on summer holiday promotions over the last several 
years.  Starting with Cinco de Mayo and continuing 
through Memorial Day and Fourth of July, display 
contest and other in-store opportunities proliferate.  
This year Labor Day Weekend celebrants will be 
able to join that guacamole party as well.

DeLyser said the California crop is skewing 
a bit toward the smaller sizes which is creating in-
creased promotional opportunities for bagged fruit.  
She also noted that the fruit is eating very well as 
weather conditions have produced a plethora of 
fruit at the top end of the quality spectrum.

Mexico’s 2017-18 production will decrease in 
June as it comes to the end of its crop year.  Typi-
cally, its summer volume slacks off significantly as it 
transitions from one year’s fruit to the next.  The 
first fruit of the new crop year is called its flora loca 
crop, and this year those July supplies are expected 
to be down from last year.  

As Mexico’s supplies wane through summer, 
Peru joins the game.  At this writing in late May, 
Peruvian fruit was just arriving in the United States, 
several weeks behind its usual schedule because of 
colder weather.  Peru is anticipating adding more 
than 160 million pounds to the U.S. total during its 
roughly four-month marketing season of May, June, 
July and August.  Its peak shipments are expected 
in June when it approaches 15 million pounds on 
a weekly basis.

Wedin said the market on avocados has been 
strong all year even with the heavy volume.  He cred-
ited steady marketing by both California and Mexico 
for matching supplies with demand and avoiding big 
dips or gains in the market price.  Last year,  August 
and September found very strong F.O.B. pricing as 
California ran out of fruit and Mexico was slow 
in ramping up the volume as its new season got 
underway.   It is expected that both sources – plus 
Chile and Peru – will create a situation with more 
fruit than last year.  But demand has also grown so 
only time will tell how the market reacts.

Cavaleto said the constant promotions by 
retailers and demand by consumers has been off 
the charts.  He noted that most retailers are offering 
both large and small fruit in bulk, bagged options 
as well as both organic and conventional avocado 
SKUs.  “For someone who has been in the industry 
as long as I have and remembers having to fight for 
our shelf space at the beginning of each year, this 
is great to see!”
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Nourishing the Future by Cultivating Goodness
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Davis Lewis Orchards (DLO) has added a 
new product line expected to be in the national 
food chains this year.  The new look to DLO is the 
Naturally Delicious brand which is receiving good 
reviews in the market place.  Davis Lewis’ ultimate vi-
sion is to be the natural and organic category leader 
for dried fruits and nut snacks under this label.

 With its market knowledge, the company 
is expanding the private-label program to target 
boutique chains across the United States. Davis 
Lewis projects revenue growth of 20 to 30 percent 
in the coming year, and by the third quarter of 2018 
expects to have enough business to support hiring 
a second shift of new employees. 

Garden Grove, CA-based International 
Commodity Distributors, Inc. has been the parent 
company of Davis Lewis Orchards, Orchard Snacks 
and Las Huertas for the past 20 years.  Davis Lewis 
Orchards became part of ICD when Roberta Da-
vis Lewis created the corporation to handle the 
businesses of the three brands plus co-packing for 
other companies who needed smaller runs made.  
The company’s new website, www.ICDpkg.com, 
offers support for the brands, as well as, private 
label companies for all their product lines, includ-
ing fruit, nut, trail mixes, vegetable chips, candy and 
homemade natural chocolates.  These products 
are sold in individually designed packages to the 
store’s consumers via grocery and boutique markets 
nationwide.  ICD brings the individual look to its 
customers to set them apart from the “look-a-like” 
conventional stores. 

ICD hired C. Clifton Cherry to be the main 
architect of operations and to guide the firm’s 
various product lines.  By adding new equipment 
and improving operations, the company believes it 
is well positioned for growth.  Cherry has also up-
graded and improved the accounting and inventory 
systems to function in real time to take advantage 
of customers’ enterprise resource planning (ERP) 
tools and electronic data interchanges (EDI).  Ad-
ditionally, ICD utilizes 1 World Sync, which links to 
other customer’s portals.

“We have been the trend setters in the mar-
ket place with innovative clean products such as the 
new dried Jackfruit,” said Davis Lewis.  “This philoso-
phy and passion of Davis Lewis Orchards follows 

our tag line: ‘Eat Right, Feel Good, Be Happy!’”    
As a former special education teacher and 

now as a supplier to the market place, Davis Lewis 
is committed to  “support and educate the next 
generation with good clean food.”  

ICD is now buying its products in larger 
containers to be more competitive in the industry.  
“With this buying power, ICD offers higher qual-
ity product at a competitive price in bulk to our 
customers,” she said. “Being certified NSF, kosher, 
and organic brings our product to best in class with 
distinguished flavor profiles.”

The company is also proud of its broker net-
work.  “Our brokers have been with us for over 20 
years so they know what we look for in preserving 
our reputation in quality and lower prices,” Davis 
Lewis said.  “Our buying office brings a combined 75 
years in purchasing experience to the commodity 
market place.”

ICD prides itself on having personalized 
service and adapting to the needs of its customers’ 
everyday products, special events, and holiday pack-
aging.   From designing individualized order forms 
in accommodating ease of ordering to delivering 
on time product, the firm takes personal interest 
and pride in supporting customers in their growth 
models by educating them on the latest products 
and supplying sales data in quarterly summary 
meetings.

The Naturally Delicious Line attempts to 
encompass all the above declarations about the 
products and services brought to the market place 
by ICD.  “Our fruit, with a unique flavor profile, is 
specially sourced and when needed, they are cut 
to specifications designed by DLO,” Davis Lewis 
said.  “The way the ‘call outs’ are placed on the bag 
make it easy for the consumer to identify with the 
integrity of the fruit inside.  The ‘call outs’ will build 
increased consumer trust in our brand.”  

The firm uses a quote on the back of the 
bag to align the consumer with a real person in the 
company.  “Millennials are looking for an identity to 
the brand they choose according to market analysis.   
The window in the back allows visibility of what the 
product is inside instead of leaving them guessing,” 
she added.

http://www.ICDpkg.com
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Reception Kicks off 
FPFC Northern 
California Expo

On Tuesday evening,  April 17, exhibitors, 
attendees and guests kicked off the 2018 Fresh 
Produce & Floral Council Northern California 
Expo with a reception held the night before 
the event at the Doubletree Inn in Pleasanton, 
CA.  The next day hundreds of retail and food-
service attendees visited over 200 exhibiting 
companies for a day of networking and new 
product ideas.

Sal Barajas and Mari Partina of Better Produce with Doug Hoover of IFCO Systems

Sponsors
Name Badges
Earthbound Farm

Commemorative Bags
Marzetti

Specialty Fresh

Lanyards
The Giumarra Companies

Box Lunch 
California Avocado Commission

The Oppenheimer Group
Snack It Forward

Signage 
CDS Distributing, Inc.

Legacy Farms
Quebec Distributing Co.

Pre-Expo Cocktail Reception
Produce Marketing Association 

Robinson Fresh

Program
Live Oak Farms

Event Photographer
North Shore Living

Registration Area
Tosca

Refrigerated Truck
Brent Redmond Transportation

 
Centerpieces

Kent’s Bromeliad Nursery, Inc.

Best of Show Winners
Produce

Idaho Potato Commission 
Floral 

Rocket Farms, Inc.
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Lisa Davis with Scot Olson of Grocery Outlet and Connie Stukenberg of the California 
Avocado Commission

Dan Acevedo of GreenFruit Avocados with Rachelle Schulken of 
Renaissance Food Group

Ed Swartz of 
Pulmuone USA, Dannie 

Timblin of Edge Sales 
& Marketing and Cindy 

See of Nasoya Foods



JUNE / JULY 2018 19

Marty Van Duyn and Jared Van Duyn of World Foods with Stephanie and Brad Raffanti of Edge Sales & Marketing
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Marissa Ritter and Joe Quijada of Naturipe Farms, LLC

The Apio, Inc. group framed themselves well: Tiffany Storetta, Audrey Dunne and Jamie Stroup

Cathy Barsotti and Mark Soots of Barsotti’s Family Juice Co.

Door Prize Donors 
4Earth Farms
Baloian Farms
Bing Beverage

Bland Farms/Vidalia Brands
Floral Supply Syndicate

Freska Produce
Grimmway Farms

House Foods America
IFCO Systems
Kendall Farms

Kents Bromeliads Nursery, Inc.
Kern Ridge Growers

Litehouse, Inc.
McLellan Botanicals

Monterey Bay Nursery
NatureSweet Tomatoes

North Shore Living
Ocean Mist Farms

Por La Mar Nursery
Red Shell Foods

Rocket Farms, Inc.
RPE, Inc.

Veg-Fresh Farms
Westland Floral/Gallup & Stribling/Alexan-

der Ranch
Zespri Kiwifruit

Kristin Shafee and Laura Hastie of Foxy Organics/The Nunes Company
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Cord Given and Courtney Bone of Taylor Farms

Brian Cook and Baltazar Garcia of Pete’s 
Living Greens
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Kellee Harris of The Giumarra Companies

Allison Taylor of Back 
to the Roots

Don & Rick • (909) 396-5444
Jon • (830) 379-0288

Billie Jo • (210) 226-4504
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Caitlin Merrill and Kelsey Cardamone of Renaissance Food Group

Norbert Botelho of Maddan & Company Inc

Lee Diaz of Calbee

https://www.getmoxxy.com/
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Reyes Noriega, Alberto Navarro, Katie Flaherty, Ben 
Lopzez and Gus Navarro of CDS Distributing, Inc.

Matt Modena and Claire Vasquez 
of Windset Farms

The Westlake Produce 
Company crew: Bill Brooks, 

Justine Torres, Esmeralda 
Mejia, Juan Perez and Troy 

Le Cheminant

To see more photos, search #NoCalExpo2018 or visit us on Facebook at facebook.com/FPFCorg

http://www.facebook.com/FPFCorg




The Fresh Produce & Floral Council recently named its 2018 Apprentice Class with the program full of educational and networking events 
throughout the year, culminating in graduation at the 2019 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.

“Any company would get a huge benefit from having an employee attend this program,” says Bill Brooks, president and CEO of Westlake 
Produce Company.  

Specifically, the Apprentices participate in retail, field and facility tours. 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.

One of the goals established for the picking of the group each year is diversity.  The 2018 class meets that benchmark as they represent 
many different sectors along the supply chain and various geographic regions in the West.

Meet the 2018 Apprentice Class of the Fresh Produce & Floral Council.

Audrey Dunne
Business Development Manager
Apio, Inc.
Guadalupe, CA

BACKGROUND: Audrey Dunne was raised in Orange County, CA. She graduated from Cal 
Poly San Luis Obispo with a business marketing major.  Audrey fell in love with the Central Coast 
and hoped to one day return. Her first career out of college was working as a marketing assistant 
where she very quickly realized she needed a much more customer-facing position. For the next 
eight years, she enjoyed a territory sales career based in Orange County specializing in the medical 
industry. In Orange County, she met her future husband who was a plant manager for Greenline’s 
West Coast production facility. “One day, he told me his company was being acquired and he had 
to move to this place called, ‘San Luis Obispo’. Well, we didn’t think twice and moved back to my old college town where we’ve 
been the last five years.”

With a passion for sales, Audrey was looking to transition to a different Industry and welcomed the opportunity to join 
the team at Apio. “It’s been such an exciting time the last year and 7 months – especially with all of the exciting new innovation 
coming through the Apio/Eat Smart pipeline. I’m so lucky to be a part of such a wonderful team and company!”  
FPFC Connection: Audrey was first introduced to the FPFC by Perimeter Sales & Merchandising’s President Brad Martin. 
Her first FPFC experience was attending the FPFC Annual Dinner Dance in 2016.  Since then, she often represents Apio at 
FPFC Luncheon’s and events.
Fun Fact: Audrey really enjoys living an active lifestyle with her husband, Rob, and dog, Charlie. She especially loves running, 
cycling, Crossfit, yoga, kayaking…pretty much anything outdoors!  “After college, I really got into long distance running. As an ini-
tial challenge I signed up for the Catalina 50 mile ultra-marathon. After that, I was completely hooked! Something about running 
on a single track dirt road in the middle of nowhere, looking for flags hanging from the trees to direct you to the next rest stop 
was such a thrill! Since then, I’ve completed six 50 milers and two 100 mile races. It was a fun time in my life.”
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Meet the 2018 Apprentice Class of the 
Fresh Produce & Floral Council
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Sean Barganski
Sales Manager
Progressive Produce, LLC
Los Angeles, CA

BACKGROUND: Sean Barganski was born and raised in Fullerton, CA, and then went to and 
graduated from Santa Clara University in the Bay Area. After he graduated, he began working for an 
IT services and recruiting company in San Francisco as an account manager.  In May of 2017, he got 
married to his wife, Bernadette, and moved to Costa Mesa in Southern California because she got 
a new job.  

Sean subsequently reached out to Progressive Produce, LLC where he had interned one sum-
mer while in college. “I was fortunate enough to be hired on as a sales manager in the Asparagus Plus 
Division,” he said.  “Selling produce is a little different than selling IT, and I will say that talking to people in the produce industry is 
a little more entertaining than IT professionals.”
FPFC CONNECTION: “I was introduced to the FPFC by attending the luncheons with my company, Progressive Produce.  
I heard about the Apprentice Program through my colleague Kraig Loomis, who is a mentor in the program.  The Apprentice 
Program is very appealing to me because I am new to the industry and do not know many people.  I was also able to attend 
the FPFC Expo last year and saw how last year’s Apprentices were heavily involved throughout the two days there. “
FUN FACT: “I am a diehard Angels fan.  I was able to go to Game 2 of the 2002 World Series against the Giants with my 
Dad and my grandfather.  Also I graduated from Santa Clara University with a degree in political science and mathematics, and I 
interned for a congressman in Washington D.C. after I graduated college.”

Jon Heywood
Sales Assistant
Dimetri Gardikas Produce Co.
Santa Fe Springs, CA

BACKGROUND: Jon Heywood was born in Laguna Beach, CA, in 1988.  
He grew up in Huntington Beach and now resides in Newport Beach. After 
high school, he worked in a restaurant for several years “not doing much 
besides surfing.” He went back to school in 2012, working for his dad’s metal 
fabrication company as he attended classes.  He graduated in 2017 with a 
degree in marketing in business administration from California State Univer-
sity Long Beach. His mom grew up on a farm in Indiana and has worked in 
foodservice and supply chain management throughout her career. “I’ve always taken pride in my farm-
ing heritage. Farming is such hard work and few people in this age of technology actually realize what it 
takes to get food from the field to their plate.” 

Jon grew up with the Gardikas family and learned of an opening at Gardikas Produce as he was 
preparing to graduate from college.  “I interned for the company on the days I didn’t have school and was 
ecstatic when they offered me a full-time position upon graduation.” 
FPFC CONNECTION: “I learned about the Fresh Produce & Floral Council through my co-
workers at Gardikas. I didn’t know too much about it until Dimetri (Gardikas) took me to a meeting and 
introduced me to a few people from around the industry. My boss, Jen Caesar, was actually the one who 
suggested the FPFC Apprentice Program to me, she saw it as an opportunity to really immerse myself in 
the industry as far as information and networking.”
FUN FACT: “I love surfing and I’m a huge advocate for keeping our oceans clean and reducing our 
carbon footprint.  I’m also a big open wheel motorsports fan, sprint cars, midgets and Indy cars. My dad 
started racing when he was 4 years old and retired when he started his fabrication business in the early 
1980s.  I’ve always been around the track and the racing industry and I love the Indianapolis 500.  Last 
year I met Bobby Unser while walking through the pits before the 500, that was really special to me 
because he’s a real hero of mine.”
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Myisha Nathaniel
Produce Category Merchant
Raley’s Family of Fine Stores
Sacramento, CA

Background: The youngest of five, Myisha Nathaniel was born in a small rural town in Maricopa, 
AZ, but raised mostly in South Central Los Angeles.  Known as a tough neighborhood with poor 
schools, Myisha’s mom was determined to give her kids access to better resources despite their 
economic circumstances.  Myisha was enrolled in a program that bussed children from the inner-
city to the San Fernando Valley.  Though she “absolutely abhorred” it, the situation proved to be life 
changing.   She did well in high school and then graduated from UCLA with a degree in English with 
an emphasis on American literature & culture. Her first job out of college was as a sales manager 
at a logistics company.  She then worked for IRi, the market research firm heavily involvemed in collecting supermarket data.  
“Fifteen years and three market research/data analytics companies later, a life-changing event made it more important than ever 
for me to travel less and spend more time with my family.”  In 2014, she found a position with Raley’s as a category analyst in 
the Natural Foods Department and for the past three years has been the value-added category merchant.
FPFC CONNECTION: “I attend numerous FPFC events throughout the years and was first introduced to the FPFC at the 
Northern California FPFC luncheon in 2015 when I first began my role as Category Merchant.”
FUN FACT: “Two years ago, I took on boxing and have been in love ever since!  If you ever care to let off some steam, 
meet me on the Dojo or inside the ring! I am the mom of 4 blended children – 2 boys, 2 girls!  I had my first child during my 
senior year of college and he just finished his sophomore year at Stanislaus State.  I also have two teenage daughters, age 15 
and 16, and my youngest son is 9 years old!”

Paula Rae Metheny 
Account Manager
Frieda’s Specialty Produce
Los Alamitos, CA

BACKGROUND: Twenty-nine-year old Paula Rae Metheny was born and raised in Orange, CA, and lived 
in the same house until she was 24.  After high school, she was set on going to college and either swim or play 
water polo competitively but constructive knee surgery got in the way. She credits getting into gardening in 2012 
for helping to launch her food industry passion.  Her mostly vegetarian diet caused her to reach out to relatives 
in the produce industry “because I figured if I grow, cook and eat produce every day, I could probably sell it. I 
worked my first food show with my aunt and uncle when they were with Fresh Connect, it was a Sysco show.”

Subsequently, her aunt was diagnosed with terminal cancer. Paula Rae quit her job, provided home care for her 
aunt and absorbed lots of information about the produce industry. “She told me that if she was ever able to go back to school she would go 
to Cal Poly Pomona and get a degree in agriculture. She also talked about her mentor in the produce world, Frieda Caplan. When she passed, 
I was more motivated than ever to pursue my career in produce.”

Paula Rae transferred from community college to Cal Poly Pomona, enrolled in the agribusiness program and, as she put it, “heavily stalked” 
Frieda’s. She interned at Frieda’s in 2016 and was hired fulltime in 2017 after graduating from college. “Every day I feel my aunt’s presence, 
and I know that her mentorship lead me to where I am today. I have never been happier, and I am so excited to be a part of the produce 
industry.”
FPFC CONNECTION: “I first learned about the FPFC when I was in college at Cal Poly. In one of our leadership development classes, 
we were tasked to attend an industry meeting/event and FPFC was the event I choose to attend. At the time, I was a part-time sales as-
sistant at Frieda’s and going to school. At the luncheon, Allen DeMo, Frieda’s director of procurement and sourcing, and FPFC board member, 
brought up the Apprentice Program and talked about how it would be a good program for me to be involved in. At the time, 2017 applica-
tions were closed, but I still began to follow FPFC in the news and on social media, waiting for my opportunity to apply.”
FUN FACT: “I think the most fun fact about me is that my boyfriend, Landon, and I have a mini farm in Placentia. The farm has been 
named Raeland Farms, which is a combination of our names. Our house is very small, but our yard is very big. We have a 240 square foot 
green house, which is where we start all of our seeds for the garden beds, as well as house all of our tropical plants, like red bananas and 
lilikoi passion fruit. Along with having more than 20 different types of fruit trees and garden beds for veggies, our miniature farm is also the 
home to six quail, two cats and five chickens. The chickens are named after the Spice Girls: Ginger, Posh, Scary, Sporty and Baby.” 
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Victoria McGregor
Shopper Marketing Analyst
Bonduelle Fresh Americas, 
now home of Ready Pac Foods
Irwindale, CA

BACKGROUND: Victoria McGregor was 
born and raised in Pasadena, CA, where she 
graduated from high school in 2013. She left 
California to attend Purdue University where 
she studied agribusiness, with a concentration 
in marketing, through the School of Agricul-
ture. While at Purdue, she had the opportunity to study abroad twice, 
once in Italy with an agribusiness professor and the following year she 
spent a semester in Berlin, Germany studying environmental and eco-
nomic policy. 

While in college, Victoria worked for Wine Warehouse as a sales and 
marketing intern, and also worked as corporate marketing intern at Bonduelle 
Fresh Americas, home of Ready Pac Foods. Here she proposed an updated 
packaging solution for the club channel multi-pack offering that improved shelf 
appeal, and researched best in class in-store promotional tactics across retail 
channels in order to start developing a shopper marketing plan for the existing 
portfolio. That project continued when she was offered a full-time position 
with the Customer Development Team as a shopper marketing analyst. 
FPFC CONNECTION: Victoria was first introduced to the Fresh 
Produce & Floral Council at the 2017 holiday luncheon. “That was where I 
first heard about the Apprentice Program as well.” Previous participants in 
the Apprentice Program from the company spoke of all of the wonderful 
experiences she could expect and encouraged her to apply.
FUN FACT: Victoria absolutely loves to travel. Whether it is within Los 
Angeles, a weekend trip, or abroad, she loves exploring new cities and 
trying local dishes. She has a long list of places she wants to go and looks 
forward to checking them off the list. Additionally she loves playing tennis, 
going to hockey games to watch the Kings, and loves to paint when she 
has time.  

Vanessa Romero
Sales assistant
QSI, LLC
Los Angeles, CA

BACKGROUND: Born 
in Huntington Park, CA in 
1992, Vanessa Romero lived 
in South Gate until 14 and 
then moved to Victorville.  
“I got home schooled and 
started going to work with 
my mom. She’s the accounts payable manager at QSI.”  
That led to a part-time position with the firm in the 
administration office.   “I remember when I would file 
paper work in the sales office, I would listen to the CEO 
talk on the phone. Even though I only heard one side of 
the conversation, it sounded so interesting and I remem-
ber telling myself  ‘I want to do that.’”

At 18, Vanessa was hired full time and was moved to 
the sales office. “It’s almost been 10 years since I started 
at QSI and I can honestly say I love my job and I can’t see 
myself doing anything else.”
FPFC CONNECTION: “I first learned about the 
FPFC when I was about 21 years old when I ditched my 
Las Vegas trip to attend the FPFC Dinner Dance. I’ve 
attended a few events since then. I first heard about the 
Apprentice Program about three years ago but I started 
to pay more attention to the program when (QSI’s) Jef-
frey McLellan mentioned that I might be able to partici-
pate.”
FUN FACT: “When I’m not working, I’m out riding 
horses, going to Dodger games and spending time with 
my family.”
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Jennifer N. Ho
Marketing Coordinator
General Produce Company
Sacramento, CA

BACKGROUND: Jennifer Ho moved to Sacramento from South San 
Francisco when she was 9 years old. Growing up, she was immersed in fresh, 
healthy eating due in large part to her mom cooking with whole ingredients 
every day and her dad’s attitude of “Vietnamese, Thai, Italian, Korean, Japa-
nese, Mexican, you name it, we eat it!”

When it was time for college, Jennifer returned to the Bay Area to attend 
UC Berkeley. She studied linguistics and dabbled in architecture while planning 
and fundraising for the Cal Vietnamese Student Association’s cultural events. After graduating in 2014, she 
came back to Sacramento where she spent mornings looking for marketing and event planning jobs and 
afternoons tutoring middle schoolers.  Passionate about food and driven to pursue more creative work, 
the move to a marketing position at General Produce Company was a natural fit.

Jennifer started working on food photography in 2017, taking original photos for General and later 
working on video production. “I’m both eager and anxious that so much has not been done before when 
it comes to marketing for produce distributors,” Jennifer confesses. “It is a little scary that so much of it is 
new to both me and my veteran coworkers, yet at the same time, the novelty of it is fun for all of us.”
FPFC CONNECTION: Linda Luka, her supervisor at General, set up a meeting for Jennifer with 
Emily Fragoso at the 2015 PMA Foodservice Conference. Emily told her all about the FPFC and the Ap-
prentice Program. When the 2016 application came out, Jennifer was on it. She did not get in that year, 
but she did this year. To anyone who applied but did not get in, she wants you to know that you should 
not give up. Things have an interesting way of working out because as it turns out, her assigned mentors 
are Kristen Reid, and you guessed it, Emily Fragoso!
FUN FACT: In her free time, Jennifer travels every chance she gets. Whether it’s a day trip to LA or 
Portland, a weekend trip to New York, or two weeks to Japan, it’s probably on her calendar.
When you do catch her in town, she is likely on her way to check out that hot and new restaurant with 
her family or friends, gathering her archery gear to go target shooting with her boyfriend, or training her 
new puppy, a rambunctious Shiba Inu named Revel.
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Michael Poore
Produce & Floral 
Merchandiser
Grocery Outlet
Emeryville, CA

BACKGROUND: Michael Poore grew up in Lodi, CA, an agricultural 
town known for its wine and cherries.  While in college he began to work 
for Raley’s Supermarkets.  At Raley’s, Michael found his way to the produce 
department, spending time at four different locations in the Central Valley.  
From there he joined his current employer as a produce and floral merchan-
diser.  “At Grocery Outlet, I support 60 independent owner operators as 
they grow their fresh produce and floral business.”
FPFC CONNECTION: “I was introduced to the FPFC through my role with Grocery Outlet.  
While at the office last year, Scot Olson flagged an article in the Fresh DIGEST discussing the Apprentice 
Program.  Scot’s note suggested that I pursue this when registration opened again.  Scot and the rest of 
the team at Grocery Outlet feel strongly about involvement with the FPFC and what it does for those 
who participate.”
FUN FACT:  “Years back, I used to be a competitive cyclist.  One day for a training ride a group of us 
rode our bikes from Lodi to South Lake Tahoe.”
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Coté Clark
Finance
LA Produce Distributors
Los Angeles

BACKGROUND: Cote Clark comes from a hard-working background. 
She is of a Chilean decent and ever since she was little, she has learned to 
work towards her goals. She and her family moved to California in 2005. She 
aspires to be like her father (Matthew Clark) one day, a hard-working indi-
vidual who goes to extreme measures to provide for his family. Cote comes 
from a long line of business majors. Growing up with a produce background 
was what led Cote into the industry. Cote graduated from San Diego State 
University in May. She interned at LA Produce Distributors in the summer of 2017, which led to the 
full-time position.

Cote, though very dedicated to her work and education, is also motivated to live a healthy lifestyle. 
She promotes this via exercising on a daily basis and maintaining a healthy nutrition. She is always looking 
for ways to inspire others to become active and is always open to new ideas. 
FPFC CONNECTION: Cote got involved in the Fresh Produce & Floral Council while interning at 
LA Produce Distributors last summer.  She has been going to the luncheons and FPFC events ever since. 
This is where she was also informed of the Apprentice Program which she has been aspiring to be a 
part of for months. She wishes to learn as much as possible and gain as much guidance from her men-
tors, so that one day she can be one of the industry leaders of tomorrow.
FUN FACT: Throughout her life she has been involved in sports resulting in playing at the collegiate 
D1 level in softball.  However, playing at the ultimate step wasn’t enough. Cote pushed her limits and 
had the honor of playing for the USA National team for a few months in Czech Republic.  On another 
note, Cote is full of energy and is always looking for ways to make people’s day. Whether it is helping 
others or simply smiling at a stranger walking by. She believes a simple act of kindness goes a long way.
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Laura Sterling
Trade Marketing Associate 
Zespri International Limited
Newport Beach, CA 

BACKGROUND: Originally from the East Coast, Laura Sterling grew up in a small town in 
the smallest state! “I was born and raised in Narragansett, Rhode Island – a coastal New England 
town – along with my two brothers.” After graduating from high school, she attended the Univer-
sity of Connecticut. “After taking a course in the college of agriculture, I knew I had found a match!”  
Laura graduated in 2013 with her degree in agriculture and resource economics. After college, she 
worked for a start-up business in Connecticut, transforming a former industrial space into an in-
door farm. “Here I was able to wear many hats and bring the product from seed to the retail shelf. 
In the fall of 2016 I took a leap of faith and moved to the West Coast with friends to see what the hype was all about! We 
landed in Orange County where I was lucky enough to find my current company, Zespri Kiwifruit! “
FPFC CONNECTION: “As the Trade Marketing Associate, I am the Zespri liaison with all of the trade associations in the 
produce industry. I have had the pleasure of working with the FPFC over the past year between attending and sponsoring the 
luncheons to exhibiting at both the NorCal and SoCal Expos. After hearing rave reviews from past Apprentices, I knew this 
would be a great opportunity for me to grow both professionally and personally.”
FUN FACT: “In my free time I enjoy spending time with friends and family, indoor cycling, and most importantly FOOD! I 
love traveling to new areas AND experiencing their local cuisine!”

Megan Stallings
Western Region Sales Manager
San Miguel Produce
Oxnard, CA

BACKGROUND: Megan Stallings was raised in Ojai, CA, and still calls Ventura County her 
home.  She has been with San Miguel Produce since 2015, initially starting in sales to assist with 
customer inventory management, but has spent the last two years as procurement manager and as 
she grows with San Miguel Produce, she is transitioning into the role of Western Region sales man-
ager.  Megan grew up working in foodservice/restaurant management and graduated from Cal Poly 
San Luis Obispo with a degree in applied clinical nutrition.  After some time working in healthcare 
and restaurant management, Megan found her way into the produce industry as a place where she 
could combine her passion for healthy food, team work and collaboration, and the exciting challenges that come with a fast-
paced and dynamic industry.  
FPFC CONNECTION: San Miguel Produce has been involved with the FPFC for some time and Megan attended Roger 
Schroeder’s retirement dinner and a Northern California Luncheon before starting the Apprentice Program.  “I heard about 
the program through a colleague (Megan Ichimoto) who was a part of a previous Apprentice class and spoke highly of the 
knowledge she gained and the industry friendships she maintains to this day.”
FUN FACT: “I am obsessed with mastering the art of making bread.  I absolutely love to cook, but have never been a great 
baker.  However, a good baguette or French loaf is my favorite (especially if you add cheese), so I dedicated myself a year ago 
to attempting to make the perfect loaf of bread.  I watch shows about the origin of bread, have signed up for a class, got a ton 
of cookbooks, and try to experiment at home at least once every few weeks.  It’s fun, sometimes frustrating, and myself and my 
kitchen are usually covered in flour at the end, but I’m getting close and one day I’ll be able to call myself a baker!”
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Southern California Luncheon
May 2, 2018
Thank You Sponsors!

Key Sponsors
Cabo Fresh
Cool-Pak

House Foods America
Robinson Fresh

Associate Sponsors
Apio, Inc. 

Beachside Produce, LLC
Bing Beverage

Guan’s Mushroom
Litehouse, Inc.

Marzetti

Master of Ceremonies Scot Olson from Grocery Outlet; Guest Speaker, voice actor Bill Farmer; and FPFC Chair Alfonso Cano of Lucky

Sean Barganski from 
Progressive Produce, LLC 
with Blair Butterworth from 
Grimmway Farms and Jerry Stutz 
from Pura Vida Farms
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Kyle Hammans of Earthbound Farm with Jeff Kyer, Advantage Fresh; Myisha Nathaniel, Raley’s Supermarkets; and Dave Moore, Earthbound 
Farm

From Robinson Fresh: Alex Kim, Hunter Winton; Bob Stone; Greg Welch; Coy Williams; and Dan McGrath
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Networking Social Hour Sponsor
FreshSource, LLC

Photo Sponsor
North Shore Living

Dennis Krondak from Northgate Gonzalez Markets with Baltazar Garcia from Pete’s 
Living Greens Kellee Harris and Randy Giumarra from The Giumarra Companies

Raul Gallegos, Melissa’s Produce; John Fujii and Paul Kneeland, Gelson’s Markets; and Pat McDowell, Perimeter Sales & Merchandising

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

Décor Sponsor
Kent’s Bromeliad Nursery, Inc.

http://www.facebook.com/FPFCorg
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Northern California Golf Tournament
May 18, 2018

The Course at Wente Vineyard

First Place Team
Jeff Kyer, Advantage Fresh
Dave Miroglio, Marzetti

Dave Moore, Earthbound Farm
Kevin Trisko, Earthbound Farm

Third Place Team
Marv Bargagliotti, Food 4 Less

Dave Haubert, FreshSource, LLC
John Hoornaert, Food 4 Less
Brady Matoian, OK Produce

Second Place Team
Rick Klontz, Litehouse, Inc.
Ryan Popke, FreshPoint

Geoff Ratto, Ratto Brothers
Tommy Renda, Safeway
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Jeff Oberman of Pro*Act LLC, Dan Acevedo of GreenFruit Avocados and Matt Modena of Windset Farms

Erin Cavaletto of Raley’s Supermarkets with Paul 
Eastman of House Foods America

Scot Olson of Grocery Outlet, Brady Matoian of OK Produce with Jon Holder and Daniel Bell of Grocery Outlet

Closest to Pin Winners
Women’s:

Mihae Finnie, Del Monte Fresh Produce
Men’s:

Clint Baskett, Raley’s Supermarkets 

Straight Drive Winners
Women’s:

Rachelle Schulken, Renaissance Food Group
Men’s:

David Mesa, humm kombucha

Longest Drive Winners
Women’s:

Mihae Finnie, Del Monte Fresh Produce
Men’s:

Ryan Popke, FreshPoint

Putting Contest Winner
Dave Pinizzotto, Robinson Fresh

Championship Tees
Advantage Fresh

Del Monte Fresh Produce
Earthbound Farm

Edge Sales & Marketing
FreshSource, LLC

House Foods America
humm kombucha

Interfresh, Inc.
Litehouse, Inc.

Mann Packing Co., Inc.
Marzetti

Ocean Mist
Quebec Distributing Co.
Renaissance Food Group
Taylor Farms Retail, Inc.

Taylor Pacific
Wonderful Sales

Zuckerman Produce
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Fernando Azevedo of Gourmet Gardens Herbs & Spices with the best pants of the day.

Mason Crump and Rachelle Schulken of Renaissance Food Group

Sponsors
On Course Demo Station

Quebec Distributing, Co.

Travis Mathew Mini Store  
IFCO Systems

Maddan & Company Inc./Dole Salads 

On Course Drink 
Mastronardi Produce West 

Wonderful Sales

Drink Cart 
Marzetti

Putting Contest 
Robinson Fresh

Individual Longest Drive
 Robinson Fresh

Straight Drive
 Houwelings Group

West Pak Avocado, Inc.

Programs 
Quebec Distributing Co.

Event Signage Sponsors
Sun-Rype

Windset Farms

Name Badge 
Earthbound Farm

Tournament Contributor
FreshSource, LLC

Goodie Bag Donors
Taylor Farms Retail, Inc.
West Pak Avocado, Inc.

Wonderful Sales

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

http://www.facebook.com/FPFCorg
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Gene Morisaki and Pete Bastunas of Nor Cal Produce Inc. flank Tran Nguyen of 
IFCO Systems

Sean Engel of humm kombucha, Dave Haubert of FreshSource, LLC Jon Hoornaert of Food 4 Less, David Mesa of humm kombucha, and Marv Bargagliotti of 
Food 4 Less

Myisha Nathaniel, Raley’s 
Supermarkets and Ernie 
Peraza, House Foods America



http://www.specialtyfresh.com





