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But if Trump wins, immigration reform is surely off 
the table.  Though about faces appear to be in his 
wheel house, that seemingly would be too much 
of a flip flop.  One would think that after all of his 
rhetoric, he could not embrace the millions of un-
documented people currently in the United States.  
And immigration reform cannot get accomplished 
without that segment of the population being ad-
dressed…and deporting them is not an option.  If 
Hillary Clinton gets elected, immigration reform will 
be on the front burner, but several other factors 
will probably determine its fate.  In the first place, 
which party controls the House and Senate will 
be very important. If both Houses are controlled 
by Democrats, or even just the Senate, it probably 
gets done.  The current Republican leadership in the 
House is more pragmatic and bold than previous 
leaders.  If the Republicans lose the Presidential elec-
tion, one major factor will almost certainly be a huge, 
pro-Democrat Hispanic turnout.  Forward thinking 
members of the GOP are looking at the same data.  
With U.S. demographics shifting, Republican cannot 
afford to continue to be seen as obstructionist on 
the issue.  I’d bet immigration reform, including a 
guest worker program for agriculture and other 
industries, gets done if Clinton is elected.

As far as my “too cute” headline is concerned, 
any produce company is free to plagiarize and use 
this in their marketing campaign before the cheese 
industry beats us to it.  I am big devotee of grating 
squash, cauliflower, broccoli and a number of other 
vegetables into faux pasta and pizza dishes.

W i t h  t h i s 
unique presidential 
election less than 
a month away, it 
seems that any jour-
nalist with space to 
fill should weigh in.  
After all, pundits are 
calling this the most 
important election, 
perhaps in history. 
As I survey the political landscape several thoughts 
do come to mind...

I’ve never felt more qualified for the position 
than I do this year.  When I was a much younger self, 
I fancied the Oval Office as a nice work environ-
ment.  I had aspirations for the position.  Logically, 
as I grew up and more accurately reflected on my 
abilities, I realized it was out of reach.  Not only did 
I not have the right pedigree or temperament, a 
frank discussion with my inner being determined I 
just wasn’t smart enough.  It’s a very tough job with 
lots of moving parts.  I recognize that not every 
president has been brilliant but it is what we should 
strive for as an electorate.  I knew I wasn’t smart 
enough; this year I do have second thoughts about 
that harsh self-judgment.

I’m also too old.  I know I am a handful of years 
(or more) younger than each of the candidates, 
but I think 68 or 70 is just too old...at least for me.  
In the 2020s, when I reach those lofty numbers, I 
don’t want to be making life and death decisions...
for the world.   As a relatively old Dad I am cur-
rently engaged with my 16 year old as we navigate 
college options.  That mental exercise is still in my 
wheel house.  It’s fun to look at the opportunities 
that exist for millennials.  I feel confident helping 
my daughter set a course that will impact her for 
years to come.  I do not have the same confidence 
in choosing the correct path on the meatier issues 
that are going to impact the world we live in for 
the rest of time.  As I approach that age, I want to 
decide between traveling to Auckland or Budapest 
for vacation not whether we should bomb Aleppo 
or send troops to Somalia.

What about agriculture? What stake does it 
have in this election?  No doubt the biggest issue is 
immigration reform.  Donald Trump has made it a 
key element of his run for the White House.  He’s 
going to build a wall and Mexico is going to pay for 
it.  I sincerely doubt that is ever going to happen.  E
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By Tim Linden

Tim Linden

Let’s Make America Grate Again

http://www.fpfc.org
mailto:Tim.linden@ymail.com
mailto:danadavis@epix.net
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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.

player fees they were receiving, they wouldn’t budge 
and wouldn’t consider giving us our deposit back 
because, in their words, they were honoring our 
contract.  Wait, what?!

After the initial shock, staff did what we had to 
do – got on the phone to find a new location for the 
event.  We were extremely lucky to secure enough 
lanes at what turned out to be a great location.  We 
also put a communications plan in place to make 
sure everyone knew of the change.  The bowling 
committee and the FPFC Board of Directors were 
also quickly notified of the developments.

Another thing that we did when this problem 
came up was to contact the tournament chairman – 
Kent Kuwata of Smart & Final.  Kent has chaired the 
event for a few years and always does a fantastic job.  
This year he went above and beyond.  After assessing 
the situation, he offered to call the old bowling alley 
on our behalf, as we were getting nowhere with 
them.  So Kent called.  And while he got the same 
resistance we did with making the situation right by 
freeing up the lanes, Kent did do something terrific 
– he got our deposit back.  I’m happy to say that 
we received a check from the bowling alley within 
days of Kent’s conversation with them.

As you’ll note from the pictures from the 
tournament in this issue, the new location was a hit 
and after that “bump in the rode” the event went 
off smoothly with glowing reviews from those in 
attendance.  We will definitely be returning to our 
newly-found location for the 2017 tournament.

It just goes to show that sometimes you just 
can’t anticipate what is coming your way.  You just 
have to stay calm, go with the flow, and do the work 
that needs to get done.  And, it helps to have solid 
volunteers like Kent Kuwata in our corner when the 
“wait, what?!” moments occur. 

If you know the 
Fresh Produce & Flo-
ral Council, you know 
we do a lot of events.  
And if you do a lot 
of events you learn 
that no matter how 
much you plan and 
prepare, things can 
unexpectedly happen 
that throw your best 
laid plans out the window.

That recently happened with an event that is 
normally one of the easiest and smoothest to put 
on – the Annual Bowling Tournament.  Normally this 
event involves one phone call with the committee, 
during which they normally meet their sponsorship 
goal.  We do an invitation, get reservations, and 
hire a balloon artist for the kids that come that day.  
Then we pretty much wrap it up until the day of 
the tournament.

That was how things were going this year 
until a week before the event when everything 
blew up. 

When staff called to go over the details for 
the tournament, we got a little surprise.  It seems 
that the bowling alley we had contracted with had 
a staffing change and the prior staff person had not 
made any notes in the file about our tournament.  
Despite the fact we’d contracted for 100 players, the 
new staff, without contacting us to check, decided 
that we must have six players per team and pro-
ceeded to sell out lanes from under us.  Wait, what?!  
We have four players per team consequently the 
amount of lanes they allocated for our tournament 
would not be enough.

Well now, there’s a problem we didn’t antici-
pate!  The old alley didn’t seem to care or see it as 
a problem that staff changed, there were no notes 
on our event and no one even bothered to contact 
us to say “Hey, how many players do you have per 
team?”  Nope, they didn’t bother and they didn’t 
care and that was that.  From their point of view, we 
could take the lanes we have, do the tournament 
in “shifts,” or reschedule the event.  Um.  Thanks.  
None of those options will work.

It seems they sold the lanes at a higher price 
than we were paying and so they weren’t willing to 
cancel the other groups.  Even when we pointed 
out that the amount our folks spend in bar and 
food purchases would far outweigh the additional E
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Carissa Mace

Best Laid Plans
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FPFC Launches New & Improved 
Market Report 
By Tim Linden
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Four years into The FPFC Market Report™, 
a benefit that the Fresh Produce & Floral Council 
offers its members, the newest effort has been 
improved with more data, better graphics and an 
easier way to gauge the marketplace.

The FPFC Market Report™, which is pre-
pared by Fusion Marketing, is a data-driven report 
about California’s retail scene.  Every quarter, the 
report uses scan data to present a comprehensive 
look at actual produce sales in the four key California 
urban areas: Sacramento, San Francisco, Los Angeles 
and San Diego.

From the beginning, the members-only re-
port, which is free to members, was designed to 
give shippers, distributors, wholesalers and retailers 
benchmark retail information that they can compare 
their own sales against.  A retailer in the Los Angeles 
market, for example, could see how a specific item is 
trending and its relative sales strength in that market.  
If other retailers were doing  a bang up job with ar-
tichokes, for example, during a particular quarter of 
the year, the retailer could see if the performance of 
his stores for that product were comparable.  Like-
wise an organic distributor could note percentage 
sales increases in a particular market and determine 
if he was getting his fair share of those gains.

The report comes out every quarter and 
is available on the FPFC website.  Steven Muro, 
president of Fusion Marketing, said that his staff 
prepares the report each quarter by looking at the 
scan data, analyzing it and synthesizing it down into 
a readable and understandable format.  His team 
continually analyzes the final product and how it 
is presented, looking for opportunities to make 
it more comprehensive and easier to use for the 
FPFC constituency.

A recent examination of the report led to a 
handful of changes.  Muro said of the changes offered 
in the newest report, which was released in August 
and covers the 13 weeks comprising quarter 2 of 
2016, probably the addition of actual dollar sales in 
each market for each commodity will be the most 

impactful.  Previously, the report noted percentages 
but did not list the actual dollars.  Obviously a 10 
percent increase in kumquat sales does not have the 
same impact on a retail operation as a 10 percent 
increase in banana sales.

Muro said presenting both percentage 
changes and actual dollar changes allow the reader 
of the report to better gauge the importance of that 
piece of information.  He noted that by dollar sales 
combined with percentage gain or loss ultimately 
gives a more accurate snapshot of that data. .

The addition of sales information also allows a 
supplier to look at total sales in a market, compare it 
against his own sales in that market and determine 
his marketshare.

The revised Market Repor t has several 
other interesting changes as well.  There’s a section 
comparing sales of each item by quarter over the 
last several years.  This is an excellent way to note 
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trends and again see if you are participating, whether 
supplier or retailer.

Still another new report within the document 
analyzes average produce sales per store per week 
in each market.  This very sophisticated data gives 
a retailer an instant gauge as to how he compares 
in the markets in which he is competing.  A retailer 
obviously has his own actual data on produce sales 
per week and can determine if he’s average or on 
the plus or minus side

Muro reiterated that these changes to the 
report are improving but not altering its value 
proposition to the membership. “First and foremost, 
the Market Report was designed as a FPFC member 
benefit giving unique business intelligence to the 
members of the organization.”

He said the time, energy and money it would 
take for any individual member to gain access to the 
scan data and compile it in a meaningful manner is 
prohibitive..

http://www.jacobsfarm.com/
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At the Produce Marketing Association (PMA) 
Fresh Summit in Orlando, Fl, the California Avocado 
Commission (CAC) will celebrate its 45th year as 
an exhibitor. During the Expo on October 15 and 
16, CAC will share information about the 2017 
California avocado season and also with unveil a 
new corporate logo that aligns with the California 
avocado consumer logo and label schematic.

CAC used variations of its “avocado fan” logo 
for more than three decades, and the new look is 
a significant departure from that design. The new 
logo looks familiar nonetheless, because it is closely 
aligned with the California avocado label.

“Clear communication of the origin of Califor-
nia avocados is a key strategy for the commission,” 
said Jan DeLyser, CAC vice president marketing. “In 
2009 CAC introduced a new consumer logo that 
heightened the communication of California, then 
developed a label design for the fruit that handlers 
were able to customize for their use. Both have 
evolved, and with the new commission logo, all 
California avocado identification is integrated.”

CAC has a long history of supporting PMA. 
CAC founding president and CEO Ralph Pinkerton 
served as PMA chair in 1973, and Vice President of 
Marketing Jan DeLyser had that honor in 2012-13. 
Many CAC staff members have volunteered on 
PMA committees.

“The 2015-16 California avocado season 
has come to a close with the harvest expected to 
come in on projection,” said DeLyser. “Now we’re 
gearing up for next season and inviting retailers and 
industry stakeholders to CAC’s PMA Fresh Summit 
booth #2843 to learn about our latest research and 
plans for 2017.”

At Fresh Summit, the commission is again a 
sponsor of the Produce for Better Health Super-
market Registered Dietitian (SRD) program and 
will host groups of SRDs in its booth. Educator and 
media spokesperson Matt Ruscigno, MPH, RD will 
talk to the SRDs and others about the benefits of 
a plant-based diet and the nutritional and culinary 
benefits of avocados. 

HAB Launches New Strategic Plan 
The Hass Avocado Board (HAB) is setting its sights on a new five-year strategic plan to fuel 

industry prosperity and focus on a vision of catapulting the Hass avocado to America’s number one 
consumed fruit.

The Hass Avocado Board mapped out a game plan focusing on six priorities. In the new plan, 
building demand, nutrition research and affairs, supply and demand data collection and quality continue 
to be priorities, along with two new focus areas: sustainability and industry engagement.

“Through the process, we scrutinized mounds of intelligence drawn from HAB’s first industry-wide 
issues forum, including a supply chain survey, a series of one-on-one interviews and a planning meeting 
including influential avocado players from around the world,” said Chris Henry, HAB chairman.

“We all agreed that HAB’s mission is to support global avocado industry stakeholders in our collec-
tive efforts toward market expansion in the U.S., and the priorities are the best way for the organization 
to support the mission and achieve the vision,” Henry said.

Executive Director Emiliano Escobedo said the team took planning to a new level with the creation 
of a social purpose for avocados and with the development of the new strategic priorities. “Articulating a 
‘purpose’ allowed us to keep focus on our end consumer and the greater social value,” he said. “Together, 
the board rallied behind a purpose of improving lives through a unique, flavorful eating experience and 
health benefits.”

The new HAB sustainability priority is designed to help the industry focus on balancing “three Ps,” 
– a healthy public, planet and profitable avocado stakeholder. Near term, this means assessing sustain-
ability concerns of customers, consumers and the industry as well as determining where the industry 
stands today.

Pointing to HAB’s final priority — industry engagement — Escobedo says HAB will continue to 
engage and encourage growers, exporters, handlers, importers and industry associations from all countries 
that supply the U.S. to rally behind the new vision and the board’s strategic plan.



http://www.kernridge.com/
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Every Picture Tells a Story 
By Tom Fielding
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Many long time readers of the Fresh DIGEST 
and other produce publications may not recognize 
the name David Solzberg, however it’s a good bet 
that they would recall the beautiful and innova-
tive images he has created.  For the past 30 years, 
Solzberg has forged a career in produce and food 
photography, and his pictures have adorned some 
of the most memorable ads and brochures in the 
produce sector.

In those three decades, Solzberg has worked 
with many of the most famous names in the busi-
ness and also with smaller companies, who have 
become famous partly due to the work he’s done 
behind the scenes.   Although he put out his own 
shingle on Halloween in 1986, Solzberg had years 
of experience in the photography business long 
before he started his own enterprise.

Growing up in New York, Solzberg said, “I have 
been fascinated with photography since I was a kid.  
I was always taking pictures.”

In college, a chance remark changed his 
life’s path.  “I studied business, and I hated it.  My 
roommate said, ‘You’re always taking pictures, why 
don’t you become a photographer?’  At the time, I 
thought there was no way you could make a living 
becoming a photographer.”  He has subsequently 
proven himself wrong.

He attended two schools to study photogra-
phy: first in New York and then the Brooks Institute 
in Santa Barbara.  His stay in Santa Barbara convinced 
him to move to the West Coast on a full-time basis.   
“It’s funny,” he said.  “I didn’t realize I didn’t like the 
East Cost until I moved to the West Coast.”

Solzberg moved to Los Angeles, where he 
proceeded to work as an assistant for some 60 
different photographers, including Tom Kelley, who 
shot the famed Marilyn Monroe on Red Velvet 
photo, which Solzberg said helped start the sexual 
revolution.   

“The photographers I worked for did ev-
erything from celebrities to products,” and it was 
here that Solzberg honed his craft.   He became 
interested in food photography and finally decided 

he didn’t want to work for other people.  In 1986, 
he opened Solzberg Studios in a loft in what’s cur-
rently known as the “Arts District” of Los Angeles.  
Now all he needed were some clients.

“I was the true ‘Starving Artist,’ at first,” he said.  
He had a couple of clients but needed to branch out.  
Luckily his loft was near the Los Angeles Wholesale 
Produce Market, so one morning he ventured to the 
market where he ran into Larry Kampa, who was 
then the advertising manager for the forerunner to 
this publication, the FPC Digest.  

Kampa was impressed with his photos, and 
said, “’Go see the ‘Strawberry Guy’ on the market.’  
They gave me four cartons of strawberries and told 
me to come back the next day and show them what 
I got.  I stayed up all night stressing and praying I 
could get it right.”  He did, and a career was born.

Soon he was shooting photos for ads for the 

Photo by ©Solzberg Studios
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sonal stories of many of the companies I work with.  
Many of these companies are traditional and family 
oriented, and I tend to gravitate to those kind of 
stories.”

He added, “I understand where they are com-
ing from and use my imagination to help tell their 
history.  I don’t want to upset the way they were 
or undo their tradition.  My job is to help them 
convey their message in an innovative manner that 
also makes them relevant today.”

Solzberg said he knows potential clients need 
to trust his abilities.  “Once they see the work I 
have done and the companies I have worked with 
for the past three decades, it immediately gives me 
credibility.”

He added, “I have created brochures for Hurst 
Berry Farm, Turlock Fruit Co., Vision Produce, Valley 
Fruit & Vegetable, Muranaka Farms, Giumarra, Veg-
Land, West Central Produce, Moonland Produce 
(DPI), The Garlic Co. and numerous others.”

Another aspect of Solzberg’s marketing tech-
nique is incorporating humor into his sales pitch.  In 
a relationship business, humor can be a very good 
selling technique, so much so that on the back of 
the Solzberg Studios business card it reads, “If your 
image is not becoming to you, then you should be 
coming to us.”

So the next time you pick up one of those 
beautiful and creative brochures at a produce 
convention, there are pretty decent odds that it is 
a David Solzberg creation.

likes of Olympic Produce, The Nunes Company,  
Umina Bros., American Produce, The Giumarra 
Companies and many others.  Still, he needed to 
expand his base.

The next step in the evolution of his career 
came when Kampa invited him to “this produce 
convention.  I expected there to be sawdust on the 
floor with guys in overalls.”  That was not the case.

“This produce convention” turned out to be 
the Produce Marketing Association’s Fresh Sum-
mit.  When he walked in, Solzberg said, “A light 
bulb went off in my head.  There were booths by 
Dole, Chiquita, Del Monte and hundreds of others.  
I thought, ‘This is my opportunity’.”  Since then he 
has not looked back. 

Along with produce conventions, Solzberg 
would attend large food conventions, where he 
secured deals with companies such as Aramark, Ruiz 
Foods and Roscoe’s Chicken and Waffles. 

The transplanted New York photographer has 
worked with some of the biggest names in the food 
industry, and his company model has changed with 
the times.  “At some point I realized that being a 
photographer was just not enough.  Solzberg Studios 
grew into being a photography and graphic design 
business.  I hired a graphic designer and started 
creating different produce and food brochures, 
which eventually expanded into packaging, labels, 
bag design and truck graphics.”

For his brochures, Solzberg brings his own 
unique perspective to his work.  “I enjoy the per-

y

Photo by ©Solzberg Studios Photo by ©Solzberg Studios
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Southern California Luncheon
August 10, 2016
Thank You Sponsors!

Key Sponsors
Consolidated West Distributing

D.L.J. Produce
Grimmway Farms

Marzetti
Westlake Produce Company

Participants in the City of Hope Rebate program raised more than $125,000 for the hospital over the past year

City of Hope patient speaker Nancy Hamilton of Advantage Fresh with Master of 
Ceremonies Diana Godfrey of Smart & Final

Cindy Chen and Terrence 
Bisch of Saveway Supplies
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Associate Sponsors
Hollandia Produce, L.P.

Master’s Touch
Taylor Farms Retail, Inc.

Veg-Fresh Farms

Photo Sponsor
North Shore Living Herbs ®

Décor Sponsor
Smart & Final

Allen DeMo and Tom Cowle 
of DLJ Produce with Cheryl 
Kennick of City of Hope.

Kevin Leap, Karen Caplan, Frieda Caplan and Frank Abate of 
Frieda’s with Kellee Harris of The Giumarra Companies

Kent Kuwata, Smart & Final; Shawn 
Patrick, Westlake Produce Company; 
Bill Brooks of Westlake Produce 
Company; and Kenneth Tsunoda, All 
Fresh Produce
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

Prior to the luncheon, FPFC Apprentices attended a 
discussion panel about associations and commodity 
boards, moderated by Jin Ju Wilder of LA & SF 
Specialty and featuring Jan DeLyser of the California 
Avocado Commission; Katie Manetti of The National 
Mango Board; and Jeff Oberman of United Fresh 
Produce Association.

Roger Schroeder of Stater 
Bros. Markets (left) and 
Diana Godfrey of Smart & 
Final (right) presented the 
Spirit of Life Award to Russ 
Tavlan of The Moonlight 
Companies

Dan Acevedo from GreenFruit Avocados; Dora Zavala of ICD/Davis Lewis Orchards; and Dick 
Spezzano of Spezzano Consulting Service, Inc.

FPFC Chairman Marvin Quebec 
of Quebec Distributing Co. 

(center) with FPFC Apprentices 
Amy Pierce of Vision Produce 

Company; Ambar Rodriguez 
of The Oppenheimer Group; 

Amanda Nichols; Andy Webb 
of Pathfinder Logistics; Jason 

Hatcher of Second Harvest 
Food Bank of Orange County; 

and Sean St. Clair from 
Renaissance Food Group.

http://www.facebook.com/FPFCorg
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about this category is off the charts. Progressive is 
very excited about adding him to our sales team 
and the possibilities that exist with Hugo and the 
Seaview team behind us.”

Barajas said the new deal with initially give 
Progressive lemons on a year-round basis and sea-
sonal deals on tangerines, red grapefruit and sweet 
limes.  He told the Fresh DIGEST that the Coachella 
Valley lemon deal started in mid-September and 
would continue through mid-January from District 1, 
which encompasses the desert deal.  Following that 
production, Progressive will have District 2 lemons 
through the spring and summer dovetailing into the 
Coachella again next September.

The new partnership will produce minneolas 
in Coachella from mid-December through mid-
January and red grapefruit from October through 
April.  The sweet lime deal from Coachella will begin 
in October and run through mid-March.  Barajas 
said the goal is to continue to expand Progressive 
citrus representation on several of the crops until 
it becomes a year-round operation.  He said the 
firm is currently exploring opportunities with other 
growers. 

Progressive Produce, LLC, a 49 year old 
company, has its main office in Los Angeles. It special-
izes in conventional and organic lines of asparagus, 
potatoes, onions, citrus and Hispanic fruits and 
vegetables. In February 2016, Total Produce plc of 
Dublin, Ireland acquired a 65 percent interest in Pro-
gressive from Leimkuhler, Rodarte and Jack Gyben. 
The three partners remain active in the business.

Seaview Ranch, the property where the cit-
rus is grown, dates back to the 1940s.  It has been 
owned by the Jensen family since 1983. Seaview 
Packing Inc. of Coachella, CA, expanded its pack-
ing capabilities as recently as 2011 and specializes 
in packing lemons, oranges, tangerines, grapefruit, 
sweet limes and other products.

ger

Progressive Produce, LLC, Los Angeles, and 
Seaview Packing, Inc. of Coachella, CA, have estab-
lished a new partnership expanding Progressive’s 
reach in the citrus sector.

Progressive has been in the business of pack-
ing, marketing and selling citrus for more than 10 
years, but this partnership with Seaview, a second 
generation grower and packer, will greatly expand its 
capabilities in the marketplace with its local, regional 
and national customer base.

“We are really excited about this partnership 
and what the combination of our two companies 
brings to our customers. Ever since we got into 
the citrus business with our very successful line of 
baby lemons, key limes and limes, our customers 
have been looking for us to provide some of their 
‘big box’ fruit. We have never really found the right 
partner until now,” said Jim Leimkuhler, president of 
Progressive. Leimkuhler, who went on to add that 
the chemistry with Seaview seemed to be a perfect 
fit right from the start and the quality product that 
Seaview produces fits nicely with their product 
offerings.

Dennis Jensen, president of Seaview Pack-
ing, stated that Seaview Ranch has been growing 
citrus on its ranches since the late 1950s. “We are 
not the biggest grower here, but we take a lot of 
pride in what we do. We feel that by partnering 
with Progressive, we can take really good care of 
their customers and provide the kind of quality and 
service that is needed in today’s marketplace. Plus, 
we anticipate future growth in our business in the 
coming years.” 

Hugo Barajas, a 16 year Seaview employee, 
has joined the Progressive sales team, but will be lo-
cated in the Seaview packing facility in Coachella. Ba-
rajas, with his years of citrus experience at Seaview, 
brings a wealth of knowledge to Progressive. Victor 
Rodarte, vice president of sales for Progressive, said 
“I have known Hugo for 15 years and his enthusiasm 

Progressive Expands Citrus Program
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36th Annual Bowling Tournament
September 17, 2016
BowlMor Lanes Orange County
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Sponsors
Team Photo Sponsors

DLJ Produce  
Legacy Farms  

Pura Vida Farms
Ready Pac Foods

Westlake Produce Company

Pizza Sponsors
Apio/Eat Smart

North Shore Living Herbs
Progressive Produce, LLC

Event Contributors
4Earth Farms

Apio/Eat Smart
Legacy Farms 

Quebec Distributing Co. 

Product Contributor 
Apio/Eat Smart

Door Prize Contributors
IFCO Systems

The Oppenheimer Group

Team Sponsors
AMC Direct, Inc.
Apio/Eat Smart

Del Monte Fresh
Domex Superfresh Growers

IFCO Systems
Legacy Farms

Melissa’s/World Variety Produce
Northgate Gonzalez Markets 

Pura Vida Farms
Quebec Distributing Co. 

Ready Pac Foods
Second Harvest Food Bank of Orange County

Umina Bros., Inc. 
Vision Produce Company
West Pak Avocado, Inc.

Westlake Produce Company

The First Place Team from Apio/Eat Smart included the Men’s High Series winner, Seth Kendell (left)
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The second place team was from Vision Produce

The third place team from Melissa’s/World Variety Produce

The fourth place team from Umina Brothers included Women’s High Series Winner, 
Veronica Flores (second from left)

The fifth place team was from IFCO Systems



22 FRESH DIGEST

All the kids had a great time, too.

Once again, the balloon artist was a hit with the kids

Sean McClure from 
Ready Pac Foods 
brought the whole 
family for a fun outing
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To see more photos, search #FPFCBowling 
or visit us on Facebook at facebook.com/FPFCorg

Luke Smith, Isabella Cano, Deanna Cano and Alfonso Cano from Northgate Gonzalez Markets

FPFC Chairman Marvin Quebec of Quebec Distributing Co. and Bowling Committee Chairman 
Kent Kuwata of Smart & Final
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The third facet of the program is an EFI audit 
and certification to make sure the standards are 
being adhered to, including the labor standards.  
O’Driscoll said it is the team approach that adds 
an additional element of ongoing verification that 
moves this firm’s audit from a snapshot to a con-
tinuous certification.

For the audit weary, O’Driscoll said EFI does 
accept certification by other system (i.e. Global Gap) 
as an element of its program.  In other words, if a 
grower-shipper has an auditing system in place al-
ready, EFI can work within that system to strengthen 
where there are additional needs but accept ele-
ments of it as well to reduce redundant audits.  As 
time goes by, the EFI executive would obviously like 
to see an EFI program be the industry standard.

O’Driscoll does not shy away from admitting 
that it is the worker involvement and certification 
of labor standards that is driving the EFI approach.  
He notes that both of the major national industry 
associations – United Fresh Produce Association 
and the Produce Marketing Association – have 
recognized the importance of responsible labor 
practices with the establishment of a joint commit-
tee in late 2015.  He said that idea is being driven by 
the retail community and its customers.  “Retailers 
want more transparency” with regard to how their 
suppliers operate, he said, including how they treat 
their workers.

EFI currently has certified 10 farming opera-
tions and has another seven in the process.  He said 
there are others in the pipeline or in negotiations 
with the organizations.  While its initial effort was in 
California and Washington State, EFI is also working 
with growers in Mexico and Canada, and expanding 
to other regions as well.   He believes the goal of 
having 200 certified farming organizations over the 
next several years is reachable.  Of course operating 
over many different areas has its challenges.  Initially, 
EFI was a contemplating a labor standard – such as 
a minimum wage – that was uniform.  That doesn’t 

With the food safety auditing industry now 
entrenched in the produce industry, an effort has 
surfaced to expand the concept to include labor 
standards and to offer more than a snapshot of 
activity at any given time.

Peter O’Driscoll, who is executive director 
and CEO of the Equitable Food Initiative, says the 
firm emerged after various stakeholders – includ-
ing producers, shippers, retailers and employee 
representatives – came together seeking to improve 
food safety efforts.  He said retailers are looking 
for more assurances from their suppliers than the 
snapshot approach offered by the standard food 
safety audits.  He claims those audits, for the most 
part, do an excellent job of revealing exactly what 
is going on at any given time, but they don’t involve 
employees in the food safety process.

When a producer signs up with EFI, they also 
are signing up for employee training that is designed 
to improve the food safety performance of the 
operation with a systems approach.  O’Driscoll said 
EFI attacks the issue from a collaborative perspec-
tive.  When a company signs up, EFI works with that 
company to establish rigorous, certifiable standards 
revolving around labor, pest management and food 
safety.  Once those standards are established, a 
training program is established that usually involves 
15-20 representatives from the firm cutting across 
the entire labor force from harvest crew members 
to supervisors and beyond.  “We offer a 40-hour 
training program that teaches employees what to 
do when they come across food safety issues,” 
O’Driscoll said, explaining that the workforce is a 
very important, and previously neglected, part of 
the food safety program, according to EFI.

For example, he said the workers in the field 
need to know what to do if they come across animal 
waste.  The EFI plan establishes these 15-20 trained 
workers as the conduit to the rest of the workforce.  
These leaders will both train other workers and be 
the “go-to” force in the field when issues arise.

Equitable Food Initiative 
Adds Labor to Farm Audits
By Tim Linden
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O’Driscoll says it does fall on the shoulders of 
the grower “who ultimately pays for the service.”  
Producers are never excited about adding costs to 
their process, which EFI is well aware of.   “We are 
currently in the middle of discussions with retailers 
to establish a premium for EFI certified produce.”

O’Driscoll agrees that the premium needs 
to be transparent, and certifiable if you will, so the 
grower does realize an advantage to adopting this 
procedure.  But he also believes that there will be 
a net gain to producers who adopt this systems 
approach to their food safety effort and labor stan-
dards.  In the long term, he said these progressive 
companies will be the most successful.

While O’Driscoll is located Washington D.C., 
the company’s workforce is spread out across the 
country and does not operate from a headquarters 
office, per se.  He said the best point of contact is 
through the company’s website.

p

work when you are certifying farm operations in 
diverse locations such as Mexico, California and 
elsewhere.  

O’Driscoll acknowledges that the EFI ap-
proach has its element of controversy, which he 
believes is unfair.  Some industry groups have 
charged that the organization is a backdoor effort 
to encourage unionization of farmworkers, which 
has largely been unsuccessful through the front 
door.  Grower groups, especially in California, have 
also pointed to the myriad of state laws and regu-
lators that already make sure workers are treated 
fairly.  The EFI executive knows there is mistrust in 
the ag community, which he believes stems from 
a long history of an adversarial relationship.  As a 
result, some grower representatives, he believes, are 
uncomfortable including the worker community in 
the collaborative approach.  But it is that approach 
that EFI is championing.

As far as the cost of the EFI approach, 
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Northern California Luncheon
September 22, 2016
Thank You Sponsors! Key Sponsors

Avocados From Mexico
Earthbound Farm

IFCO Systems
Mann Packing Co., Inc.
San Miguel Produce

Sunset Produce

Master of Ceremonies Michael Schutt of Raley’s Supermarkets

Keynote speaker Doug Cosbie, former tight end with the 
Dallas Cowboys

Ray Richmond and Garrett Nishimori of San Miguel Produce flank Tran Nguyen of IFCO Systems

Associate Sponsors
A.M.S. Exotic, LLC

Bing Beverage Company
Fresh Gourmet Company, LLC

Grimmway Farms
NatureSweet, LTD

Produce Marketing Association
Suja

Scott Mercer and Shelayne Higgs of Impact Sales with Shawn Dagen of 
FreshSource, LLC
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Photo Sponsor
North Shore Living Herbs ®

Décor Sponsor
Kitayama Brothers

(L to R) Ernie Peraza of House Foods, Brian Winkler and Nicole Carr of the Renaissance Food Group, 
and Nannette Andersen of FreshSource, LLC

(L to R) Kevin Leap of Frieda’s, 
Tyson Billingsley and Dave 
Schoonmaker of Bolthouse 
Farms, and Jason Domenico of 
Suja Juices
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Danny Goforth and Terrence Billingsley of Mann Packing talk with David Dudley of Save Mart 
Supermarkets

Ed Odron of Maddan 
& Company with Dave 
Moen of Save Mart 
Supermarkets

Amber Rappozo of Hollandia 
Produce, L.P. with Jaime 

Padilla and Mike Casazza of 
Calavo Growers

(L) Bob Haarhues of Crunch Pak chats with a trio from CDS Distributing: Ben Lopez, Katie Flaherty and Reyes Noriega
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Featured speaker Doug Cosbie with FPFC Chairman Marvin Quebec of Quebec 
Distributing and Ken Silveira of Sunset Produce

(L to R) Robert Thompson of 
FreshSource, LLC, David Mesa 

of humm kombucha, Larry 
Nonn of Odwalla and John 

Frietas of Fresh Origins

http://www.FPFC.org
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To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg

Susie Rea of West Pak Avocado with Ryan Baird of Robinson Fresh

Wayne Snodgrass of Apio/Eat Smart with Bruce Britt of Impact Sales

Cathy Barsotti of Barsotti Juices with John Alvarado of Rock Island Refrigerated Distributors

http://www.facebook.com/FPFCorg
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24th Annual Southern CA 
Golf Tournament
August 23, 2016
Tustin Ranch Golf Club

First Place Team
Phil Guardia, The Pinery LLC
Brad Miller, Milgro Nursery

Jesse Ramirez, Ralphs Grocery Company
Chris Robinson, The Pinery LLC

Second Place Team (not pictured)
David Akahoshi, 4Earth Farms

Michael Akahoshi, 4Earth Farms
Randy Akahoshi, 4Earth Farms
Steve Johnston, GW Palmer

Third Place Team
Miguel Garcia, Food 4 Less

Rick Mendoza, Ralphs Grocery Company
Micah Shea, Taylor Farms Retail, Inc.

Eric Veltri, Empire Marketing Strategies

Putting Contest Winner
Rick Garboski, WJL Distributors

Hole In One Winner 
Danny Gutridge, Odwalla

Donors
Door & Raffle Prize Donor

Tommy Bahama

Product Donor
Del Monte Fresh 
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Sponsors
On Course Demo Stations

Bing Beverage Company
Naked Juice

WTRMLN WTR

Cooling Neck Wrap 
Westlake Produce Company

Golf Towel
Beachside Produce, LLC

Chiquita Brands
Great West Produce

The Oppenheimer Group
Specialty Fresh 

Individual Longest Drive Contest
Melissa’s/World Variety Produce 

Closest to Pin Contest
Legacy Farms

Perimeter Sales & Merchandising

Tommy Bahama Giveaway
Apio/Eat Smart 

Marie’s/Ventura Foods

Hole in One Contest   
Cal Fresco, LLC 

Putting Contest 
Umina Bros., Inc.

Team Photos 
Consolidated West Dist., LLC

Green Thumb Produce
Kern Ridge Growers

Progressive Produce, LLC
West Pak Avocado, Inc.

Dinner Program
WJL Distributors

Event Signage
Avocados from Mexico

Fresh Gourmet Company, LLC
Henry Avocado 

Quebec Distributing Co. 
Western Mixers Produce & Nuts

Closest to Pin Contests Winners

Closest to Pin winner Rick Garboski with his teammates from WJL Distributors: Todd 
Butler, Larry Eynon and Craig Fidone

Hole # 3 Hole #6

Hole #11 Hole #17

Closest to Pin winner Lee Groon of Albertsons/Vons/Pavilions teammates Rick Cruz from 
Albertsons/Vons/Pavilions, Rick Illig from Henry Avocado Corp. and Mike Casazza from 
Apio/Eat Smart

Closest to Pin winner Danny Gutridge from Odwalla with his teammates Paul Ramirez, 
Eric Foster and Ha Ramirez

Closest to Pin winner Tom Johnson from Ralphs Grocery Company with teammate John 
Rooda from Ralphs Grocery Company
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Tournament Contributors
humm kombucha

Odwalla

Longest Drive Winners 

Men’s:
Mathew Gideon, Great West Produce

Women’s (not pictured):
Kelly Ansaldo, Rehrig Pacific

FPFC President Carissa Mace assists with the Ugliest Hawaiian Shirt Contest

Basil Reale from Christopher Ranch gets active with on-course demo sponsor WTRMLN 
WTR
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To see more photos, search #FPFCGolf or visit us on Facebook at facebook.com/FPFCorg

Championship Tees
4Earth Farms

Advantage Fresh
All Fresh Produce
Apio/Eat Smart

B & C Fresh Sales
Cal Fresco, LLC

Chiquita Fresh North America, LLC
Consolidated West Dist., Inc.

Del Monte Fresh
DLJ Produce

Dole Fresh Vegetables
Empire Marketing Strategies

FreshSource, LLC
Good Foods Group, LLC

Great West Produce
GreenFruit Avocados
Hollandia Produce, LP
Kern Ridge Growers

Legacy Farms
Marie’s/Ventura Foods

Marzetti
Odwalla

organicgirl
Perimeter Sales & Merchandising

The Pinery, LLC
Professional Produce

Progressive Produce, LLC 
San Miguel Produce

Taylor Farms Retail, Inc.
Umina Bros., Inc.
Veg-Fresh Farms

Westlake Produce Company
WJL Distributors

The Wonderful Company

Raul Gallegos with FPFC Chairman Marvin Quebec of Quebec 
Distributing Co. and Brad Martin from Perimeter Sales and 
Merchandising

Therese Ferrara of Preferred Sales takes a few practice swings before her attempt in the putting contest

Ambar Rodriguez and Kori Martin from The Oppenheimer Group with Tran Nguyen of IFCO Systems and Walt Fillip of 
Stater Bros. Markets

Rick Cruz, Albertsons/Vons/Pavilions; Mike Casazza, Apio/Eat Smart; Rick Illig, Henry Avocado Corp.; and Lee 
Groon, Albertsons/Vons/Pavilions

http://www.facebook.com/FPFCorg
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