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is little doubt that ocean warming was a significant 
contributor to their power and ferocity and there 
is also no doubt we have had much more severe 
weather than we ever did when I was a kid.  Experts 
say even greater frequency and more severe storms 
are on the horizon.

I live in Orinda, 20 miles east of San Francisco.  
I’ve lived here for about 20 years.  Twice this summer, 
the temperature rose to 111 degrees.  I had never 
seen that before.  San Francisco hit 106 degrees on 
September 1, which is an all-time record for any day 
in any year.  The following day it was 102, setting the 
two day record for all time.  Dozens of other North-
ern California cities broke all-time records that day 
as well.  It was 103 in Salinas which was 12 degrees 
greater than it had ever been on a September 1 
before.  Cities in Washington and Oregon also broke 
dozens of heat wave record this summer.

I am constantly talking to growers and ship-
pers all over the country getting crop information 
about the timing of this year’s output.  I rarely do a 
story anymore without the main fact being that this 
crop or that is in unchartered territory.  Crops tend 
to be earlier than ever and contending with much 
more weather issues than ever before.

I recently saw a U.S. map projecting average 
temperatures across the country as this nation 
moves through the 21st century.  One such fore-
cast notes that North Dakota will have the same 
temperature profile Phoenix has today come the 
end of this century.  Where will the crops be grown 
if average temperatures are above 100 degrees in 
our California coastal valleys and North Dakotans 
are getting sunburned in November?  

Experts have different theories how to re-
verse this unmistakable trend but no plan seem very 
convincing…and we may already be past the point 
of return.  I hold out hope that technology will find 
an answer, but that’s more of a head-in-the-sand 
approach because I just don’t have the brain power 
to fathom solutions.

My only suggestion is that agriculturalists 
might start scouting out land in British Columbia.  
It could well become the new California.

I have been 
writing about this 
industr y for many 
years and I’ve heard 
an unending litany of 
complaints about the 
latest calamity that 
will bring produc-
tion agriculture to its 
knees in this country 
and in this state. 

It was the farm labor union movement in 
‘60s and ‘70s, the Medfly and Proposition 65 in the 
‘80s.  Increased government regulations have been 
deeply cutting into profitability for the past two 
decades or more, and lack of immigration reform 
is causing labor shortage and crop losses like never 
before.  Pests are always a problem and food safety 
issues have taken their toll on specific crops from 
time to time.

However, for the most part these issues have 
been mitigated and U.S. agriculture continues to 
thrive, albeit in a very challenging situation.  I have 
great faith in the ingenuity of the agricultural com-
munity and I have seen it prosper despite its own 
doomsday predictions.

But I am not sure the weather problems can 
be overcome.  For some unfathomable reason, many 
don’t want to admit that climate change exists.  I 
have no explanation as to how this has become a 
partisan issue and I have no interest in litigating its 
causes, but its effects are real.

As I write this, Florida is still assessing its dam-
ages as the entire state was devastated by Hurricane 
Irma, on the heels of Hurricane Harvey doing the 
same thing to Houston. Preliminary estimates indi-
cate that 30-70 percent of Florida’s citrus crop was 
lost.  That industry is already reeling from the Asian 
psyllid and greening disease.  This latest storm no 
doubt delivered a death blow to some who have 
just been hanging on.  

 Naysayers will argue that big storms have 
come in the past and there is nothing new about 
these two latest hurricanes.  But scientists say there 

Tim Linden

The Weather Could Do the Trick
E

D
IT

O
R

'S
  

V
IE

W

By Tim Linden





6 FRESH DIGEST

The only thing 
that  i s  cer ta in i s 
change. Our industry 
looks very different 
than it did when the 
FPFC was founded in 
1965. And the FPFC 
certainly looks differ-
ent—that second F 
wasn’t even in there. 
Floral was added to 
the name in 1995.

And, like adding floral to our ranks, the FPFC 
wants to keep changing to meet the needs of our 
industry and our members. Some things change 
because of technological advances. For instance, we 
now get nearly all of our new member applications 
via our website, and a significant portion of our 
event registrations come from FPFC.org, as well.

Remember those paper evaluations we used 
to leave on tables at membership luncheons? Now 
we email them.  And, of course, we have recently 
integrated social media into our events and make 
an effort to tweet photos during the events and 
post photos after the events.

It occurred to me recently at the Annual 
Bowling Tournament how the events themselves 
have evolved, as well. The Bowling Tournament used 
to be a very competitive event, pitting wholesaler 
against wholesaler in a serious competition. There 
were even side bets that we officially chose to 
ignore.  Over the years, however, we endeavored 
to make the event more family-friendly. We invited 
bowlers to bring their kids and made sure those 
kids had lots of fun things to do. 

This was our second year at the BowlMor 
Orange County Lanes, a venue designed to be a cool 
alternative to the orange-plastic-chair bowling alley. 
It has a sports bar with 12 screens, video games that 
appeal to adults and kids, and a trendy menu.  This 
venue change has helped to turn the event into an 
opportunity to just have fun. A number of people 
registered with no intention of bowling—they just 
wanted to hang out.

More and more people come late for the golf 
tournaments, too, skipping the golf and attending 
the awards dinner so they can socialize with their 
friends and colleagues.

This year, we have built just that kind of social-
izing opportunity into the Membership Luncheons. 
Following each luncheon is a Networking Social 

Hour, 60 minutes of socializing with a hosted bar. 
The Social Hours have been very well received and 
we will be continuing them into 2018.

The Southern California Expo has probably 
undergone the most changes. The Fresh Produce 
Expo was conceived as an opportunity to connect 
with school nutritionists and featured only tabletop 
displays. Of course, the Fresh Floral Expo was a 
completely separate event.

The show evolved to be more store-level 
-retail-focused and in the late 1990s, the two sepa-
rate shows became one with an emphasis on store 
level education.  Retailers tell us they still value the 
educational aspect of Expo. That’s why we are add-
ing floral and produce educational sessions to the 
show floor for the 2018 Southern California Fresh 
Produce & Floral Expo. We intend to continue to 
make the show convenient, useful and accessible to 
all foodservice and retail personnel. 

While exhibitors value time spent with front-
line personnel, more trade shows on the industry 
calendar mean they need to maximize their time 
with decision-makers. To help that goal, the 2018 
Southern California Fresh Produce & Floral Expo will 
reach out to retailers outside Southern California 
and provide incentives for attendance, including 
hotel rooms and exclusive opportunities inside 
Disney’s California Adventure for executive-level 
retailers.

There are changes on the horizon. There 
always are. And as long as those changes improve 
our members’ experience, we welcome them.
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relationships, access timely market information, 
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C
O

U
N

C
IL

 N
E

W
S The Fresh Produce 

& Floral Council 
Welcomes the Following 

New Members:

Daniel Shi 
Avatech Corp. 

Eric Jorge Pompa 
Era Fresh LLC 

Trish Duron, James Krouse, 
Tony Padilla

Eureka Specialties





10 FRESH DIGEST

Torn & Glasser 
Withstands the Test of Time 
By Tim Linden
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The Los Angeles produce industry has gone 
through some profound changes over the last cen-
tury and one would be very hard pressed to find 
any firm still standing that was part of the scene in 
the first half of the 1900s.

But Torn & Glasser Co. Inc. has defied the 
odds and in many ways is providing the same 
services it did when its doors were first opened 
in 1928.  And while it has morphed, expanded, and 
added processing facilities, it still occupies space 
adjacent to the market as it did when Jake Glasser 
and Henry Torn launched the firm.

Glasser soon bought out his partner, but the 
name never changed.  Today, 83-year-old Robert 
Glasser, son of the founder, is the firm’s president, 
while his son Greg serves as vice president.   “Bob 
still comes in every day at 2 a.m., but Greg runs 
the day to day operations,” said Chris Largè, sales 
manager for the firm.

Torn & Glasser has avoided the spotlight for 
years but they are a quintessential produce firm 

with a phenomenal success story.  The company was 
founded as a distributor of walnuts, dried fruit and 
watermelons in the 1920s.  “By the 1930s, they had 
added roasting and candy-making and did a good 
gift pack business,” he said.

The firm is now approaching its 90th birthday 
and Largè says bulk nuts are still the number one 
item, followed by chocolate covered items.  “We 
put chocolate on everything,” he says, rattling off a 
list of items including almonds, raisins, cranberries 
and kochi berries.

The company began with a warehouse on 
the smaller 8th Street Market and soon outgrew 
that space.  Over the years it has expanded and 
added facilities in several Southern California cities, 
while keeping its presence and sales office in the 
Los Angeles market area.  Today, its main processing, 
receiving and shipping facility is in Pomona and it 
also has an operation in Long Beach.

Largè is reluctant to give any hard numbers 
with regard to the size of the firm, but he estimates 
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proper processing precautions to make them safe 
for consumption.

Throughout the interview, Largè continued 
to shout out the candy-making sector of the busi-
ness.  “Gummy bears are huge,” he said, adding that 
when a retailer wants to start a bulk nut and dried 
fruit section, he always advises them to add gummy 
bears.  “We sell a lot of them.”

He reiterated that coating nuts and dried fruit 
with chocolate is another great way to increase 
sales.

On this particular day in mid-September, 
Largè, who is in charge of buying all of the firm’s 
in-shell nuts, was finding it challenging filling the 
firm’s pecan needs.  Hurricane Irma had just blasted 
through Georgia, which is a major pecan produc-
ing state.  “There is a lot of tree damage,” he said.  
“They are talking about a 15-30 percent reduction 
in supplies.”

That most likely will upset the pecan market, 
which is somewhat of a rarity.  For the most part, 
the firm’s sales manager said nut prices are fairly 
stable without a lot of volatility.  Largè has a produce 
industry background spending many years selling 
grapes and other fresh fruits.  He’s been at Torn & 
Glasser for 20 years and he said selling nuts and 
dried fruits results in far fewer sleepless nights.

It’s a steady business and Torn & Glasser has 
seen its stature and business continually grow and 
evolve over a very impressive nine decades.

it is one of the top three nut, dried fruit and candy 
companies in the western half of the United States.  
Torn & Glasser sources product from all over the 
world and its list of customers is as equally diverse.  
“There is not a continent we don’t source from,” he 
said.  “We get cashews from African, Asia and India; 
filberts from Turkey and a lot of different nuts from 
China.  We also import a lot of grains and seeds.”

Trail mix has become a big item with sales 
all over the world.  “Almonds, peanuts, raisins and 
sunflower seeds make up the basics for most trail 
mixes. We also do really well with bulk nuts.  With 
our almonds and walnuts we are hitting it out of 
the park.”

Largè said the retail community is the largest 
sector of customer but they also sell to wholesalers 
and other distributors.  On the retail side, much of 
the nuts and dried fruit are still sold in the produce 
department, though some chains have a center 
store buyer handling that category.  “We’d rather 
be in produce and we often are, especially with the 
smaller chains.”

In the nut arena, there are three categories 
raw, natural and organic, though Largè said some 
chains only categorize as “organic” and “non or-
ganic.” 

He added that the Food Safety Moderniza-
tions Act had added some challenges and the 
company is very careful about selling raw nuts 
without assurances that the buyer will take the 

A chocolate coating machine is integral to the firm’s success today as it plays a role in many of Torn & Glasser’s more popular items.
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Fixed Weight Category 
Driving Produce Gains 
By Tim Linden
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An analysis of retail produce sales in California 
over the last five years has revealed that fixed weight 
offerings are largely responsible for driving growth 
in the category.

This is one of the nuggets gleaned from the 
latest FPFC Market Report®, produced by Fusion 
Marketing on behalf of the Southern California-
based trade association.  Since the first report in 
2011, the Fresh Produce & Floral Council has been 
providing its membership with a quarterly look at 
retail produce sales in four California population 
centers: San Diego, Los Angeles, San Francisco and 
Sacramento.  The analysis has chronicled trends 
over the years such as the significant growth of 
the organic sector.  It has also served as a trend 
predictor.  Steven Muro, founder and president 
of the organization, said the very first report – in 

2011 – noted that kale was gaining traction in the 
marketplace.  The growth of kales since then has 
been nothing less than phenomenal.  

Besides delivering a written report to the 
FPFC membership, for the past year the Fusion 
Marketing team has also been doing “deeper dives” 
into the data uncovering information that goes be-
low the numbers.  Recently, Vice President of Client 
Service Mary Scott and Senior Category Analyst 
Jennifer Anazawa presented a webinar to the FPFC 
membership on activity in the fixed weight sector.

The “fixed weight” category refers to produce 
sold in packages with a pre-determined weight in 
which the consumer cannot add nor subtract from 
the offering.  Five pound bags of potatoes and 
apples fall in this category as do berry clamshells 
and bagged salads.  The bulk category, which is how 
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most produce is sold, is defined by the moniker 
“randon weight.”

The report and webinar, which was analyzing 
only California produce scan data, reported that 
fixed weight offerings have registered a 33 percent 
jump in produce sales since 2013.  In 2017, fixed 
weight produce sales should reach $3.3 billion, 
compared to $2.5 in 2013.  Its dollar share of the 
produce category has grown from 40 percent in 
2013 to a projected 46 percent this year.

“It is particularly a focus for innovation,” said 
Scott, noting that the value-added sector is fixed 
weight centric.

In the five years being analyzed, total produce 
sales grew by 17 percent, with bulk or random 
weight SKUs representing a 7 percent increase in 
sales and randon weight garnering the aforemen-
tioned 33 percent increase.  “Fixed weight drove the 
majority of that growth, contributing 77 percent of 
incremental sales dollars,” Scott said.

The sales gains are dramatic on both the fruit 
and vegetable side of the ledger.  In the fruit depart-
ment, fixed weight items contributed 81 percent of 
the growth since 2013, while on the vegetable side 
the contribution was gauged at 79 percent.

Sales of fixed weight fruit are more concen-
trated with fewer items representing the bulk of 
the sales.  A bit more than one quarter of all fruit 
sales come from fixed weight items with the berry 
category accounting for about 50 percent of sales.  
Just about 99 percent of berry sales are accom-
plished with fixed weight items.  Contrast that with 
apples, which see 23 percent of their volume sold 
in fixed weight packages and 77 percent sold as 
bulk.  But even in items that are dominated by bulk, 
fixed weight is making inroads.  Bagged avocados 
have become increasingly important and over the 
last five years, fixed weight avocado sales alone have 
contributed about half of the gain in fixed weight 
fruit.  Anazawa said a case study on kiwi reveals that 
all incremental growth in the category has come 
from the fixed weight side with bulk kiwi sales actu-
ally declining in the past five years. 

On the vegetable side, not surprisingly, bagged 
salads are the fixed weight category leader, but many 
items have big sales in that arena, including carrots, 
spinach, mushrooms, potatoes and whole lettuce.

Scott believes the rise in fixed weight produce 
sales is a convergence of several trends.  Consumers 
are looking for “convenience”, while retailers are 
driven by efficiency and suppliers are developing 
new innovations.   “It’s well documented that shop-
pers are looking for convenience and packaged 
produce fits that need,” Scott said.  “This research 

is consistent with the trends that are out there.  I 
believe it is a reflection of what consumers are 
looking for.”

Anazawa said there are items that aren’t 
following suit such as eggplant and squash on the 
vegetable side and pears and peaches on the fruit 
side.  But even bananas have seen a 12 percent 
increase in fixed weight sales over the last several 
years. She also noted that in cucumbers, though 
fixed weight offerings represent only 16 percent of 
the category, they have accounted for 50 percent 
of the growth in the last five years.

The bottom line, according to Scott is that 
fixed weight produce sales are increasing at a much 
faster rate than random weight produce sales.  If 
your retail operation is still very much bulk oriented, 
you may be missing some sales opportunities.  
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Southern California 
Annual City of Hope Luncheon
August 9, 2017
Thank You Sponsors!

The fresh produce and floral industry raised more than $300,000 for City of Hope over the past year

FPFC Board Chair Connie Stukenberg of the California Avocado Commission 

draws raffle tickets with master of ceremonies, Rob McDougall of Gelson’s 

Markets

Rob McDougall of Gelson’s Markets, the luncheon emcee, with Frieda Caplan 

and Karen Caplan of Frieda’s, Inc.
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Key Sponsors
Consolidated West Distributing

D.L.J. Produce
Grimmway Farms

MPK Foods
Westlake Produce Company

Associate Sponsors
Hollandia Produce, L.P.
Taylor Farms Retail, Inc.

Zespri Kiwifruit

Networking Social Hour Sponsor
FreshSource, LLC

Paul Villa of Great West Produce Company shared his experience 

with City of Hope

Roger Schroeder of Stater Bros. Markets (l) and Rob McDougall of Gelson’s Markets (r) congratulate Brad Martin 

of Perimeter Sales & Merchandising on his Spirit of Life Award

Dr. Kevin Ferreri talked 

about advances in 

treatments for diabetes 

pioneered at City of 

Hope



18 FRESH DIGEST

Marvin Quebec, Quebec Distributing Co.; Brad Martin, Perimeter Sales & Merchandising; Bill Coombs, DLJ Produce; and Kent Kuwata, Smart & Final

Paul Villa, Great West Produce Company; Bill Brooks, Westlake Produce Company; Barbara Villa, Great West Produce Company ; and Marty Craner, B & C Fresh 

Sales
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Photo Sponsor
North Shore

Décor Sponsor
Gelson’s Markets

Susie Rea of West Pak Avocado with Lynnie Nojadera of Quebec Distributing Co.
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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 panel featuring Jeff Oberman of United Fresh Produce Association, Kasey Cronquist of the California Cut 

Flower Commission; Jin Ju Wilder of LA & SF Specialty and Zachary Benedict of the California Avocado Commission.

Luncheon attendees stayed to mingle at the Post-Event Networking Social Hour

http://www.facebook.com/FPFCorg
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Marty Craner of B & C Fresh Sales discussed supporting City of Hope at the Walk for Hope
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The Washington apple industry began its har-
vest in late August with a crop estimate of 130.9 mil-
lion standard 40-pound boxes of fresh apples, which 
would represent a relatively insignificant 1.2 percent 
decrease from 2016’s 132.9 million box crop.

Steve Lutz, vice president of marketing for 
Columbia Marketing International LLC, Wenatchee, 
WA, called it a very promotable crop and noted that 
the trend toward branded apple varieties continues 
to be prominent.  He estimated that branded variet-
ies will make up about 10 percent of the volume 
this year.  He also said that the organic category has 
been estimated at more than a double digit percent-
age of the entire crop for the first time ever.  About 
13.1 million cartons of organic fruit, representing 10 
percent of the volume, has been forecast.

The total crop estimate, released by the 

Washington State Tree Fruit Association, is still 
led by the Red Delicious variety.  Though this old 
standby has been losing ground and reputation in 
recent years, it still is expected to top the charts 
with about 24 percent of production.  The Gala, 
which is the first major variety of the new season 
to be harvested, is close behind at 22.5 percent, 
followed by Fuji at 14 percent and Granny Smith 
at 13 percent of total production. Honeycrisp is the 
“new” variety that continues to gain acreage with 
this year’s forecast pegging it at 8 percent. Cripps 
Pink Ladys are expected to produce 5 percent of 
the volume, which would be in the neighborhood 
of 6.5 million cartons.  Taken as a group, those top 
six varieties will represent almost 87 percent of the 
total volume.

While the branded varieties are clearly still a 

Washington Has Strong,
Manageable Crop 
By Tim Linden
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small amount of total volume, they are helping to 
drive sales and certainly outperform their volume 
numbers in revenue returned.  “We are seeing a sig-
nificant increase in our branded apples,” Lutz said.

He says CMI is one of the leaders in branded 
fruit shipping six of the top eight branded variet-
ies.  The company offers its proprietary varieties of 
Ambrosia, Kiku and Kanzi and also grows and ships 
three of the top licensed varieties in Jazz, Envy and 
Pacific Rose.  “I expect branded apples to continue 
to gain market share,” he said.

He said organic apples represent 20 percent 
of CMI’s volume and that number is increasing 
each year.  The company had 60 percent growth in 
organic volume in 2016 and anticipates another 15 
percent gain this year on top of that.  Lutz said that 
is significant as the firm’s organic production typi-
cally produces heavy volume on an every-other-year 
basis.  This is the down year so registering growth 
in the down year is telling.

Lutz said the biggest challenge with this year’s 
crop across the board will be the size of the fruit.  
“With the Galas, we are seeing a one-two decrease 
in fruit size.”

Lutz said extremely warm summer weather is 
the culprit.  Because of smaller fruit, he anticipates 
a greater percentage of bagged apples will be sold 
this year.

As far as the timing of the crop, he said it’s 
three weeks later than the last couple of years, but 
those were very much on the early side.  “This year 
is closer to normal.”

The later start has led to a strong opening 
market as there was very little inventory remaining 
from the 2016/17 crop.  Lutz said apples will remain 
a very promotable item throughout the year and 
that retailers will be ramping up displays through-
out October.  While apples always garner a good 
amount of real estate in the supermarket, the CMI 
executive said there usually is a shrinkage of space 
in the summer months when some of the varieties 
run out of volume

Brianna Shales, communications manager for 
Stemilt Growers LLC, also in Wenatchee, had a very 
similar story to tell.  Stemilt has all of the standard 
varieties as well as its own Piñata apple and is the 
West Coast licensee for Sweet Tango.

“Sizing will be down a little bit for most of the 
varieties, but this will be good for Honey Crisp and 
Fuji, which tend to grow large,” she said.

She called the 130.9 million boxes an average 
sized crop that will lend itself to promotions but is 
very manageable.  “We are expecting this to be a 
great year for apples,” she added.

She touted the firm’s significant increase in 
both the Honey Crisp variety and the entire organic 
category.  “We are going to see a substantial increase 
in organic production this year,” she said, adding 
that about 30 percent of Stemilt’s production falls 
in that category.

Shales expects that organic apples will be pro-
moted quite often this year as retailers are always 
looking for fruit in that sector to put on ad.  Stemilt 
recommends putting multiple varieties on ad at the 
same time so as not to cannibalize sales.  She said 
promotions will be necessary in the organic arena 
to create some “pull-through” for the apples. 

Still another major Washington grower-
shipper, Yakima, WA, based Domex Superfresh 
Growers LLC, echoed the comments of the others.  
“Sizing is looking to be one to two sizes smaller than 
last year. There will be many bag opportunities,” 
said Communications Manager Catherine Gipe-
Stewart.  “Timing started a bit late with cherries, 
and is continuing the same pattern during apple 
season. We are seeing an average of 20 days later 
than last year.”

Domex is another firm beefing up its of-
ferings of organic apples.  “Superfresh Growers is 
doubling much of our organic offerings including 
Galas, Honeycrisp, Granny Smith, Pink Lady. We are 
also largely increasing our Autumn Glory offerings, 
doubling the crop. We are shifting our focus from 
older, major varieties, such as Red Delicious, Brae-
burn, and Cameo.” 

Autumn Glory is the company’s proprietary 
offering.  “We sold out two months earlier than 
planned last year, and expect another strong year. 
We farm for flavor, choosing Autumn Glory for its 
unique caramel and cinnamon notes.”

Gipe-Stewart said the firm’s organic emphasis 
is an industry-wide trend.  “The whole state will be 
increasing volume. We are seeing more volume 
increases on our organic side; this is created from a 
combination of increased consumer demand, con-
ventional transitioning into organic certified trees, 
and our increase of high density orchards (more 
bins per acre).”

The Domex representative reiterated that for 
both conventional and organic fruit, the sizing situa-
tion will create good ad buys.  “There will be plenty 
of promotional opportunities for bags… especially 
pouch bags. We are doubling our organic crop, and 
organic pouch bags will be plentiful. We started har-
vesting and packing new crop apples in late August. 
The season started with Ginger Golds and Galas, 
and will continue to progress to Autumn Glory in 
late October and Pink Lady in November.”
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“The county-wide dineL.A. program reached 
our targeted consumer during the heart of Cali-
fornia avocado season,” said Jan DeLyser, CAC vice 
president marketing. “By sponsoring the event, 
the Commission promoted the local availability of 
California avocados and showcased many creative 
ways to enjoy them.”

T&A Launches New Cabbage
Tanimura & Antle launched a new and exciting 

addition to its Artisan Family of products: Artisan 
Dew Drop Cabbage.  Over the past year, the 
company’s in-house product development team 
has been testing the item at their various growing 
locations to assure year-round availability and has 
now increased the volume of the program.  

The Artisan Dew Drop Cabbage was fea-
tured in the new product showcase in July at the 
annual Foodservice Produce Marketing Association 
Conference in Monterey, CA.  With the overwhelm-
ingly positive response from chefs and attendees, 
the company expanded acreage to fully launch the 
program into the market.  Artisan Dew Drop Cab-
bage joins an already proven successful product line 
including Artisan Lettuce, Artisan Romaine, Artisan 
Sweet Broccoli, and Artisan Sweet Red Onions.   
Artisan Dew Drop Cabbage is a spherical, tear-
drop-shaped variety of cabbage that elevates the 
everyday meal experience in both restaurants and 
consumer’s homes.  With an exceptional shelf life 
of 21 days, this innovative product easily replaces 
traditional varieties of cabbage in common recipes 
with a more tender texture and sweeter taste than 
a standard head of cabbage.  The petite size and 
unique shape of each Artisan Dew Drop Cabbage 
head allows for quick and easy preparation, as well 
as flexibility in size and cuts.  Like other Tanimura & 
Antle Artisan® Family products, Artisan Dew Drop 
Cabbage packs a high yield with a petite size, making 
the product more manageable in the kitchen and de-
creasing the amount of waste in consumer’s homes.   
With both foodservice and retail packs, the 
company expects the program to mirror and 
potentially surpass the growth of their other Ar-
tisan items and plans to explore offering the item 
organically in the future.  Available in a 24 count 
foodservice case, the initial interest and demand 
for the item has stemmed from restaurants and 
foodservice customers.  However, while the 
product is a natural fit for restaurants, Tanimura & 
Antle Chief Marketing Officer, Jeff Jackson, also sees 
great potential for the item in retail stores as well.   
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Associations Team Up to Offer 
Recall Insurance

Western Growers and the United Fresh 
Produce Association have entered into a formal 
marketing agreement to jointly promote the West-
ern Growers Shield™, a first-of-its-kind insurance 
program specifically designed to protect food 
companies from recall liability.

Under the terms of the agreement, United 
Fresh will exclusively endorse and promote this 
proprietary program encompassing property, con-
tamination, recall, liability and non-physical damage 
loss of income. United Fresh and WG will also work 
together to provide several other proprietary WG 
solutions to the fresh produce industry.

For more information on the partnership 
or the Western Growers Shield™ program, con-
tact Jeff Gullickson at (949) 885-2351. 

Frieda’s Touts Halloween Line-Up
Summon shoppers to the produce depart-

ment with a “Spooky Foods” display featuring 
out-of-this-world fruits and vegetables, along with 
traditional fall pumpkin and squash.

“Halloween is the perfect time to showcase 
your tropical fruits and specialty vegetables as 
shoppers will be looking for unique, spooky items 
for their Halloween celebrations,” said Alex Jackson 
Berkley, senior account manager of Frieda’s Specialty 
Produce.

“Build out your ‘spooky foods’ displays with 
creepy-looking fruits and vegetables on both dry 
and refrigerated cases, and have fun with it,” added 
Jackson. “Why should the center aisles have all the 
Halloween fun?”

New #spookyfoods favorites include jack-
fruit, organic finger limes, colored cauliflower, and 
“scary hot” ghost peppers. Other Halloween clas-
sics include Buddha’s hand citron, Kiwano® horned 
melon, dragon fruit, rambutan, red cactus pears, 
and blood oranges.

CAC Connects with Foodies
The California Avocado Commission part-

nered with dineL.A. this summer to connect with 
a premium, foodie audience and influencers in the 
largest market for California avocados, Los Angeles. 
Kick-off promotions started in mid-June and adver-
tising ran through the dineL.A. event from mid to 
late July. The program showcased California avoca-
dos amongst the best restaurants in the city

g

,
.
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First Place Team
Dave Akahoshi, Plan Berries Inc.

Larry Hanson, The Oppenheimer Group
Andrew Holzinger, Consolidated West Dist., Inc.

Tod Kanegae, Consolidated West Dist., Inc.

Third Place Team
Nader Borooshan, FreshSource, LLC

Mike Casazza, FreshSource, LLC
Rick Cruz, Albertsons/Vons/Pavilions

Rick Illig, Henry Avocado Corp.

Second Place Team
Mike Kirchner, All Fresh Produce
James Miceli, All Fresh Produce

Sean Sagardia, All Fresh Produce
Doug Wells, All Fresh Produce

Southern California 
25th Annual Golf Tournament
August 25, 2017
Tustin Ranch Golf Club
Tustin, CA

Golfers line up to compete in the putting contest
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Sponsors
On Course Demo Stations
Bing Beverage/U Gottabee Nutz 

 humm kombucha 
 INVO Fresh 

 Melissa’s/World Variety Produce 
 Aurantiaca USA LLC (Obrigado) 

 WTRMLN WTR 
 Zespri Kiwifruit 

Travis Mathew Giveaway
Apio, Inc. 

Marie’s/Ventura Foods

Cooling Neck Wrap 
Westlake Produce Company

Golf Towel
Beachside Produce, LLC

Consolidated West Distributing 
Great West Produce

Specialty Fresh 

Closest to Pin Contest
Legacy Farms

Perimeter Sales & Merchandising

Individual Longest Drive Contest
Melissa’s/World Variety Produce 

Hole in One Contest   
Cal Fresco, LLC 

Putting Contest 
Umina Bros., Inc. 

Most Accurate Drive Contest 
Odwalla, Inc.

Team Photos 
Avocados from Mexico 
 Green Thumb Produce 
 Kern Ridge Growers 

 Progressive Produce, LLC 
 West Pak Avocado

Name Badge
Pura Vida Farms

Dinner Program
WJL Distributors

Event Signage
Fresh Gourmet  

 Henry Avocado Corp. 
 The Oppenheimer Group 
 Quebec Distributing Co. 

 Western Mixers Produce & Nuts, Inc.

Door & Raffle Prize Donor
Melissa’s/World Variety Produce 

After a long day of golf, players enjoyed a buffet for the Awards Dinner

On Course Demo 

Sponsor Melissa’s/World 

Variety Produce made 

fruit and sorbet bowls 

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

Contest Winners 
Closest to Pin

Hole # 3:
Jaime Sells, Del Monte Fresh Produce

Hole #6:
Tom Rossi, Fresh Concepts

Hole #11:
Grey Duyst, Beachside Produce, LLC

Home #17:
Chris Rheault , Fresh Concepts

Longest Drive
Men’s

Adam Sides, Rainfield Ranches

Women’s
Mihae Finnie, Del Monte Fresh Produce

Most Accurate Drive
Andrew Bianchi, Kern Ridge Growers

Golfers were treated to refreshments by On-Course Demo sponsor humm kombucha

On Course Demo Sponsor 

Bing Beverage served up 

liquid refreshments

On Course Demo 

Sponsor Zespri Kiwifruit 

served up fresh fruit 

and juice

http://www.facebook.com/FPFCorg
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Championship Tees
Advantage Fresh
All Fresh Produce
B & C Fresh Sales
Cal Fresco LLC

Consolidated West Dist., Inc.
Del Monte Fresh Produce 

Dole Fresh Fruit 
Domex Superfresh Growers, 

FreshSource, LLC 
Great West Produce Company

IFCO Systems
Interfresh, Inc. 

Kern Ridge Growers
Legacy Farms 

Marie’s/Ventura Foods
Marzetti

Melissa’s/World Variety Produce
Odwalla, Inc.

The Oppenheimer Group
organicgirl 

Perimeter Sales & Merchandising
Pete’s Living Greens

The Pinery, LLC 
Professional Produce

Progressive Produce, LLC
Rainfield Ranches 

San Miguel Produce 
Sunrise Produce

Taylor Farms Retail, Inc.
Westlake Produce Company  

WJL Distributors, Inc. 
Wonderful Sales

Eddie Goiccochea from Ralphs Grocery Company with Baltazar Garcia from 

Pete’s Living Greens

Dennis Krondak from Northgate Gonzalez Markets with Catherine Gipe-Stewart from 

Domex Superfresh Growers

Golfers stop to enjoy 

cold drinks from On 

Course Demo Sponsor 

Obrigado

Rick Illig from Henry 

Avocado Corp. takes home 

the big screen TV he won 

in the door prize raffle
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Southern California 
37th Annual Bowling Tournament
September 16, 2017
Bowlmor Lanes Orange County

30 FRESH DIGEST

Team Photo Sponsors
DLJ Produce Inc. 

Legacy Farms  
Pura Vida Farms
Ready Pac Foods

Westlake Produce Company

1st Place Team
Progressive Produce, LLC

Willie Dare, Progressive Produce, LLC
Justin Hill, Gelson’s Markets
Stacy Hill, Gelson’s Markets 

Kraig Loomis, Progressive Produce, LLC

Sponsors
Pizza Sponsors

Apio, Inc.
Progressive Produce, LLC

Event Contributors
4Earth Farms

Apio, Inc.
Legacy Farms
Nature Sweet

Quebec Distributing Co.
Taylor Farms Retail, Inc.

Vision Produce Company
Westlake Produce Company
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Women’s High Series
Patti Coombs, DLJ Produce, Inc. 

Men’s High Series
Jeff Sunahara, Westlake Produce Company

2nd Place Team
DLJ Produce, Inc. 

Bill Coombs, DLJ Produce, Inc.
Walt Fillip, Stater Bros. Markets

Matt Lopez, DLJ Produce, Inc. 
Sue Momita, DLJ Produce, Inc.

3rd Place Team (not pictured)
Legacy Farms, LLC

Vincent Mendoza, Legacy Farms, LLC
Joey Simpson, Legacy Farms, LLC

Kirtan Simpson, Legacy Farms, LLC
Yaretmi Tenorio, Legacy Farms, LLC

4th Place Team
Great West Produce Company
Alan Church, Great West Produce Company
Cheyne Long, Great West Produce Company
Sean Villa, Great West Produce Company
Doug Wakabayashi, Great West Produce Company

5th Place Team
Westlake Produce Company
Ricky Jensen, Westlake Produce Company
Charlie Sunahara, Westlake Produce Company
Jeff Sunahara, Westlake Produce Company
Wendy Sunahara, Westlake Produce Company
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Bowling Tournament 
Team Participants

Consolidated West Distributing, Inc.
DLJ Produce Inc.

Del Monte Fresh Produce
Gelson’s Markets

Great West Produce Company
Grimmway Farms

Legacy Farms
Melissa’s/World Variety Produce

The Oppenheimer Group
Progressive Produce, LLC

Pura Vida Farms
Ready Pac Foods
Robinson Fresh

Stater Bros. Markets
Torn & Glasser, Inc.
Umina Bros., Inc. 

Veg-Land, Inc.
West Pak Avocado, Inc.

Westlake Produce Company

The relaxed and fun atmosphere at BowlMor Orange County inspired a lot of people to attend the Bowling Tournament 

just to hang out

Kids had their own bowling lanes

Kids show off their creations from the balloon artist

It isn’t all about the bowling: the team from Melissa’s/World Variety Produce made sure to enjoy pizza and 

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

You’d never know that this was the first 

time Dan McGrath from Robinson Fresh 

had ever bowled

Billy Pasos from Ready Pac 

Foods shows good form

David Martus from Stater 

Bros. Markets arrived early 

to get in some practice

Troy LeCheminant from Westlake 

Produce Company prepares to pick 

up a spare

Nathan Jenkins and Sean 

McClure from Ready Pac Foods

http://www.facebook.com/FPFCorg
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Holiday Luncheon to Benefit Caterina’s Club, OC Food Bank
The annual Holiday Luncheon & Charity Auction event of the Fresh Produce & Floral Council will 

be held on December 6 at the Sheraton Cerritos in Cerritos, CA.
This year’s event will feature a return engagement by auction host Chef Jet Tila, with Caterina’s Club 

and the Orange County Food Bank being the two charities designated by the FPFC Board of Directors to 
share in the proceeds.  Chef Tila is always a fan favorite with his ebullient enthusiasm and his devotion to 
fresh produce as his main culinary tool.  He ran the auction last year to rave reviews.

Caterina’s Club is the brainchild of another chef, Bruno Serato of The White House restaurant in 
Anaheim.  Using his mother’s name for its moniker, Caterina’s Club serves hundreds of pasta meals a day 
to children in the Anaheim area who otherwise would go without.  He began this work in 2005 at the 
urging of his mother and expanded the effort to other cities as well.

Chef Serato is still in the process of rebuilding his iconic restaurant, which burned down in February.  
In fact, plans for the new facility were submitted to the city in August, and he hopes to be up and running 
sometime in November.

Grand Californian to Serve as Venue for Dinner-Dance
On January 27, the Fresh Produce & Floral Council will hold its 2018 Annual Dinner Dance at the 

Grand Californian in Anaheim, CA.
“Rocking the Night Away – Party at the Rock and Roll Hall of Fame” is the theme as a band will play 

well into the night following the formal part of the program.  FPFC President Carissa Mace said the venue 
rotation allows the event to be held in close proximity to large swatches of FPFC membership on a rotating 
basis.  The 2018 event in Central Orange County contrast’s with last year’s location in south county in Dana 
Point.  Pasadena in Los Angeles County was the venue for several years in a row earlier in this decade.

The usual format will be in play this year with an opening reception, followed by the dinner-dance.
Dinner Dance Chairman Sean McClure of Ready Pac Foods said, “A lot of effort goes into keeping 

the event fun and fresh.  We want to appeal to the members that support it year after year and we also 
want to attract people who might be coming for the first time.”

As such, he said the event moves around a bit, finding new locations and returning to old favorites.  
The Grand Californian was a popular venue in the past and McClure said the shift back to this location 
will also bring back the popular cigar bar concept.  

He noted in mid-September that the Dinner-Dance Committee was currently working on the details 
for the gala event including securing entertainment and developing the menu.
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http://www.specialtyfresh.com





