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VIEW

The Power of Planning

EDITOR'S

If the world of
people can be divided into two groups
-- planners and nonplanners – I’m a planner. My wife isn’t…
especially when we
go on vacation. For
efficiency sake, I like
to book some things
Tim Linden
before we head to
our destination like that hard-to-get-into museum
or, my most recent example, a catamaran snorkel
tour of the Na Pali Coast in Hawaii. She likes talking
about what we are doing the next day no earlier
than the night before. Ideally, she wants to wake up
By Tim Linden in the morning (eventually), and do what she feels
like…not what we have booked.
I will admit our recent trip to Hawaii was very
relaxing as we planned nothing in advance. We
spent a lot of time simply hanging around, taking
hikes, going to the beach and having good food and
drink. I just about bought into the lack-of-planning
philosophy. However, we almost got aced out of
that Na Pali tour as they were booked several days
in advance and had very few options once we got
around to asking. We had to settle for something
different than I imagined. It all worked out, but we
could have avoided the stress if my concept of early
planning had been honored.
While lack of planning does have its place as
a vacation strategy, it appears to offer few or no
advantages in the fruit and vegetable world. When
I started in this produce arena, fruit and vegetables
were stacked high in front of dozens of wholesale
houses. Scores of buyers would walk by, negotiate
the best deal and a cadre of hand-truck operators,
including me, would deliver that product to the
waiting truck. It would be sold that day and the
next day everyone would come back and do the
same thing.
If you were a shipper in those days, you would
execute a similar sales strategy but it would be over
the phone with buyers located all over the country.
Still, most sales were made on a day by day basis as
distributors sold from their projected inventory for
the day. Independent truckers would show up at
the packing shed and be loaded as the product was
available after being picked, packed and cooled.
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Modern times and technology have advanced
the industry allowing for contract buying, internet
ordering and an order fulfillment system that has
greatly reduced that day-to-day, hand-to-hand combat that used to be a hallmark of our industry.
However, I was at a recent produce seminar
where shippers were advocating for even more
advanced buying and collaborative efforts as a way
to do a much better job of taking costs out of the
system, planning production, securing supplies and
transportation, and growing the industry.
One logistics company representative said
that grower-shippers do a great job of matching
production with sales. A year-round lettuce shipper
typically grows product in a half a dozen different districts with a precise planting and harvesting schedule
to assure a constant flow of supplies. This logistics
expert said, however, that the typical shipper does
not look at his transportation needs until the week
before that crop is harvested. He says the time to
start figuring out how it’s going to get to market is
when it is planted not harvested.
We apparently have a severe truck driver
shortage in the United States, which is only getting
worse. Estimates are that there are 50,000 fewer
drivers than we need and that number will balloon
to 100,000 in the next year or two. Transportation needs have to be planned more than days in
advance…weeks or months would be better. More
product will have to be sold from inventory with
it waiting for the driver rather than the other way
around. When a driver heads for your shed, the
product better be waiting or you are not going to
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be able to find a truck next time.
The transportation industry is also looking at
advanced planning metrics to specifically alleviate
the driver shortage. The big problem is that fewer
and fewer drivers want to be away from home at
night. Transportation networks have to be devised
– should be very doable with computer algorithms
– that allow product to be taken from station to
station in a tag team manner so each driver can go
home at night.
Speaking specifically about organic produce,
another speaker advocated for even more advanced
planning. He noted that there is a three-year time
frame to transition acreage from conventional to
organic production. Hence, theoretically the supply chain knows three years in advance that new
product is coming on line. He said preparing for that
product’s arrival should be a three-year process. He
argued that you can’t just increase supply one year
and expect that sales will take care of themselves.
If you know you are going to have 10 percent more
apples in three years, programs should be put in
place well in advance to move that product through
the system, including marketing and advertising programs. Obviously, this works better for a permanent
crop than vegetables, but the concept is similar.
In the grand scheme of things, it doesn’t really
matter if you spend the day on the beach rather than
on a boat cruise because you failed to plan ahead.
But it does matter, if you can’t get your crops to
market or can’t get the market to buy them because
you didn’t connect all the dots ahead of time.
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EXECUTIVE NOTES

A Great Adventure

As you’ll see
in the pages of this
magazine, the Southern California Expo
was held on July 17th
at the Disneyland
Hotel in Anaheim.
While the Expo has
been held for years
at this hotel and its
Carissa Mace
convention center,
this year we did something very different – we
By Carissa Mace actually took advantage of the fact that we were
at Disneyland.
Last year a task force was formed to look at
the Southern California Expo to see how it could be
improved. What came out of it was that exhibitors
wanted more quality time with buyers and other
higher level retail personnel, retailers wanted a way
to interact socially with vendors, and it seemed
everyone would like to enjoy what the Disneyland
resorts have to offer.
So this year for the first time we held what we
called the Opening Night Adventure inside Disney’s
California Adventure park. The evening featured a
reception inside a private area of the theme park, a
reserved viewing area for the Paint the Night Parade
and an hour for our guests to exclusively experience
the Soarin’ Over the World ride. In addition, retailers invited to attend were offered a hotel room to
spend Monday night and be up bright and early for
the Expo the next day.
When we planned this addition to the event,
we had no idea if it would be a success. It sounded
good to the committee, the board and staff, and we
did do market research about the event, but in the
end we still had to just throw it out there and see
what would happen.
Well that old phrase “if you build it, they will
come” proved true. By all accounts, the Opening
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Night Adventure was a resounding success. We did
not know when we opened the reception doors,
whether there would be 20 people waiting to come
in or 200. Well, there turned out to be more that
500 people who wanted to come…and they stayed.
The reception itself ended at 10 p.m., and there
were still a good amount of people there when
we closed the bars. The energy in the room was
palpable and we were very glad we added outside
seating to handle the overflow crowd.
The next day we heard over and over again
that it was one of the best industry events people
have been to, and it made for great, positive energy
on the show floor Tuesday. Not only was the energy
great from our transitional attendees, but we had
a significant number of out of state retailers and
independent markets attend the show who had
never been before. They found the Monday night
event leading into Tuesday’s show a great way to
spend time with vendors and took full advantage
of the show floor.
We will definitely be keeping the Opening
Night Adventure and tweaking things as we go to
make it an even better experience for everyone
who attends in 2019. You might want to mark your
calendar now – Opening Night Adventure, July 15
and Southern California Expo on Julyy 16, 2019. We
look forward to seeing you there!

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.
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COUNCIL NEWS

The Fresh Produce & Floral Council
Welcomes the Following New Members:
Brett Alan Burdsal
AC Foods

Doug Peterson, Nicole Parziale
Aggrigator Inc.

Jeff Boles

Andrew & Williamson Sales
Company, Inc.

Natalia Merienne

Anye Produce Inc.

Jake Macek

California Specialty Farms

Allen Davis

Central West Produce

Ana Maria Campos,
Flavio Martinez

AJ Boyd, Cole Firman,
Lisa Cabuto
K&M Marketing LLC

Rene Millburn

King Fresh Produce, LLC

Frank Smith, Jennifer Garcia,
Rene Connen
SmithConnen & Garcia, LLC

Willie Salave’a

SPI Worldwide, LLC

Cara Gordon

Syndicate Sales, Inc.

Christina Dittenber,
Michael Dittenber, Philip Warren
Warren Packaging Inc.

ERC Trade

2018 FPFC Calendar of Events
August 8
FPFC SOUTHERN CA
MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

September 27
FPFC NORTHERN CA
MEMBERSHIP LUNCHEON
Castlewood Country Club, Pleasanton, CA

August 22
FPFC SOUTHERN CA
GOLF TOURNAMENT
Tustin Ranch Golf Club, Tustin, CA

October 3
FPFC SOUTHERN CA
MEMBERSHIP LUNCHEON
Sheraton Cerritos, Cerritos, CA

September 15
FPFC BOWLING TOURNAMENT
BowlMor Lanes Orange County, Tustin, 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
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HAB Study Offers Insights
into Hispanic Buying Habits
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panic households average more than seven avocado
trips per year, whereas non-Hispanic households
averaged fewer than six purchase trips. Hispanic
households also spent more per avocado purchase
trip, averaging $4.46 per trip, compared to $3.83 per
trip for non-Hispanic households.
The study also took a deeper look at what’s
driving these differences by analyzing shopper
segments based on purchase level (Super, Heavy,
Medium and Light) in Hispanic and non-Hispanic
households. The study found that the segment at
the highest avocado purchase level, the Super segment, comprises a larger proportion of Hispanic
households than it does of non-Hispanic households.
Thirty-six percent of Hispanic households purchase
avocados at the Super level, while only 24 percent of
non-Hispanic households rank in the Super segment.
Moreover, on an annual basis, these Hispanic Super
households spend 9 percent more on avocados per
household than their non-Hispanic counterparts.
These Hispanic Super households are shown to be
fueling the gap between the total Hispanic and nonHispanic average annual spend per household.
To learn more about the impact of Hispanic
households and their avocado purchase behaviors,
visit the HAB website at: www.hassavocadoboard.
com
HAB was established in 2002 to promote the
consumption of Hass avocados in the United States.
The board is committed to increasing awareness and
providing industry leaders with fresh insights into
this category. A 12-member board directs HAB’s
promotion, research and information programs.

Focus on Avocados

Hispanic shoppers in the United States are
making an impact in fresh produce, especially when it
comes to fresh avocados. Hispanic households tend
to be more involved in the avocado category than
non-Hispanic households, according to a new study
published by the Hass Avocado Board (HAB).
The study – Hispanic Avocado Shopper Trends and its companion piece, Hispanic Avocado Shopper
Trends Action Guide – identify growth opportunities
for Hass avocados with insights into the avocado
purchasing trends of Hispanic Households.
This new study, based on household purchase
data from the IRI Consumer Network, identified
three areas where Hispanic household purchase
trends exceed those of non-Hispanic households:
• Penetration: The percentage of Total U.S.
households that purchase avocados
• Spend per Household: The average annual
avocado spend per household
• Super avocado households: The percentage
of households that purchase avocados at
the Super level ($25.36 and above per year)
“Hass avocados are continuing to gain
widespread popularity,” explained HAB Executive
Director Emiliano Escobedo,.“And this study shows
that Hispanic households are particularly involved
in the avocado category and play an important role
in its growth.”
The study found that when compared to
non-Hispanic households, a greater percentage of
Hispanic households purchased avocados in 2017:
73 percent of Hispanic households purchased avocados, compared to 48 percent of non-Hispanic
households. Additionally, a greater percentage of
Hispanic households purchased avocados more
than once per year vs. non-Hispanic households
(83 percent vs. 74 percent), which helped drive
a higher annual avocado spend per household vs.
non-Hispanics.
At $33.01, the average 2017 Hispanic spend
per household was +45 percent greater than
the average spend per non-Hispanic household
($22.69).The study found that this annual spending
gap was driven by higher purchase frequency and
higher spend per trip for Hispanic households. His-
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FPFC Southern California Expo
Tops 1600

Focus on SoCal Expo

By Tim Linden
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The 2018 Southern California Fresh Produce & Floral Expo saw great trafﬁc all day

The Fresh Produce & Floral Council’s Southern California Expo on July 16th and 17th attracted
more than 1600 attendees and featured over 200
companies exhibiting their products.
This year’s show had a new twist as exhibitors and buyers were invited to a private party at
Disney’s California Adventure the night before the
show. Over 500 attendees took advantage of the
opportunity to network and interact with their
industry colleagues while enjoying the wonderful
world of Disney. The event featured Disney’s famous
cartoon characters, sketch artists and top notch
food and drink. In addition, the theme park’s nightly
“Paint the Night Parade” strolled past the party
venue during the event allowing many attendees,
and their kids, to get an extended view of Disney’s
creative magic.
The Expo itself featured well known chef and
“Bizarre Foods” host Andrew Zimmern as the key-

note presenter during the awards breakfast. He is
an American culinary expert, who hosts several food
shows and has written a number of food books. He
travels the world searching out interesting cuisines
and interesting people. He regaled the crowd with
his colorful history and occupation.
He began cooking at age 14 and found he had
a knack for the profession. Claiming to have a “big
ego and no self-esteem”, Zimmern got involved in
drugs and alcohol in his native New York and sunk
to deep depths, including prison, before moving to
Minneapolis and turning his life around in the 1990s.
He opened one of the city’s top restaurant, which
he quipped wasn’t a high bar in the 1990s, and also
discovered a knack for being a food personality on
a local station. That led to greater things including
food shows on both the Travel Channel and the
Food Network. He is a four-time James Beard Award
winner, lecturer, food critic and influencer. He told
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the crowd how lucky they are to be working in the
fruit and vegetable business. He noted that food is a
great opportunity to “celebrate our commonalities”
rather than accentuate our differences.
He also spent time discussing much of the
charity work he does and said by sharing his story he
hopes to inspire people to do better. He lamented
that 25 percent of Americans are food-insecure,
meaning they don’t know where their next meal is
coming from. He noted that food waste has been
estimated at as much as 40 percent of our production, relating that if we could eliminate food waste,
we could eliminate food insecurity in this country.
He also urged the audience “to take care of
our planet.” Zimmern said that climate change has
the potential to greatly alter our food supply. For
example, he said that while coffee consumption
continues to rise and is expected to double in the
next 20 years, 60-80 percent of the current coffee
plantations are located in areas where global warming will make it impossible for them to continue to
produce coffee beans. He said cocoa plantations
are also threatened. He added that in France the
average date to crush grapes for the champagne
harvest has moved up four weeks in 12 years as
that country warms up.
“Does coffee or chocolate or wine have to be
taken away before we take action,” he challenged.

Keynote speaker Andrew Zimmern with FPFC Chairman Alfonso Cano of Lucky

Norman H. “Buz” Bolstad Produce Award while
the 2018 FPFC Floral Achievement Award went
to Moreno.
Last year’s winner, Bill
Coombs of DLJ Produce
made the presentation to
Miller, citing his many years of
service to the industry and
the FPFC in particular. He
relayed that young Jeff began
his career working for Eagle
Produce in Los Angeles in the
summers before becoming
the third generation to work
in the family business when he
joined his father at Ed Miller
Company in 1976. “He played
an integral role in the growth
of the business by increasing
Florida and Texas citrus sales;
expor ting product to the
Norman H. “Buz” Bolstad Produce Award recipient Jeff Miller of Westlake Produce Company (third from
Pacific Rim; and managing the
left) and his family with award presenter Bill Coombs of DLJ Produce
growth of the BC tree fruit
and Ocean Spray cranberry
programs,” Coombs said.
Jeff Miller of Westlake Produce Company and
Jeff Miller became managing partner when
Marta Moreno of Rose Gonzales Plants, Inc. received
they merged with Westlake Distributors to create
the highest honors in their respective categories at
one of the largest produce distribution companies
the keynote breakfast. Miller was given the 2018
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on the West Coast. In 2000, he led the opening of
the company’s Florida division and the next year,
took the role of vice president when Westlake-Miller
merged with Brooks and Sims. In 2008, he was
named president and CEO of Westlake Produce
and is currently a managing partner.
“Throughout his career, he has developed a
reputation for hard work and vision,” Coombs said.
“As the industry has evolved and changed, so has
the way he approaches the business, earning him a
reputation as a stellar salesman.”
Miller has been an active member of the FPFC
for many years, serving on many committees and
on the board of directors, culminating as the 2011
FPFC Board Chairman. A dedicated supporter of
City of Hope, he also sits on their Produce Board
of Directors and has been recognized with their
Spirit of Hope Award.
Miller thanked the FPFC for the award which
he said was a huge surprise. He revealed his emotions might get the best of him as he avoided any
further comments.

FPFC Floral Achievement Award winner Marta Moreno of Rose Gonzales Plants, Inc. (right) with her daughter,
Rory (left) and presenter Liane Mast of Stater Bros. Markets

Liane Mast of Stater Brothers presented the
floral award to Moreno citing her longtime service
to the industry. “Our award recipient started in the
industry—as many of us did—as a teenager, working
in greenhouses in coastal San Diego County. Even
then, her work ethic was indomitable,” said Mast,
relaying a story of how she painstakingly cared for a
display of the difficult-to-handle polypodium fern.
“Remarkably, that didn’t scare her away from
the fresh floral industry,” said Mast.
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She went on to work at Buena Park Greenhouses, Robert Hall and Neal’s Plant Exchange.
When her co-worker at Neal’s started her own
company, she went along and helped to launch Rose
Gonzales Plants, Inc. “She brings passion, creativity
and honesty to work with her every day. Rose
Gonzales credits her dedication and willingness to
go the extra mile for the success of Rose Gonzales
Plants,” Mast said.
While her efforts in the floral industry are
known and on display every day, Mast said Moreno
is even more diligent in her charitable work. “She
always strives to support humankind, animal-kind
and Mother Earth. She has been involved with
the Humane Society, Defenders of Wildlife and La
Colonia de Eden Gardens Foundation. She cannot pass a homeless person on the street without
giving them money or food. In fact, her kindness
once caused a calamity when she dropped some
coins in a man’s cup of coffee on the street in San
Francisco. Her heart was in the right place, even if
her coins weren’t.”
Moreno has been an advocate for the floral
industry, having served on the FPFC Board of Directors and volunteers her time to help the entire
industry as a member of the Southern California
Expo Committee.
Accepting the award, Moreno urged the audience to become more involved with the FPFC as
she did, noting that industry veterans “welcomed
her with open arms” when she first became active
in the Council.
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July 17, 2018
Thank You Sponsors!

Best in Show Produce winner, Double Date Packing

Best of Show Winners
Floral
The Elite Bouquet

Produce
Double Date Packing

Best in Show Floral winner, The Elite Bouquet

Opening Night Adventure Sponsors
Bar Cups
Western Fresh Marketing
Light Projected Logo
Kern Ridge Growers
Pura Vida Farms
Cocktail Napkins
Better Produce, Inc.

Cocktail Bars
Greenhouse Produce Co., LLC
Quebec Distributing Co.
Social Media Photo Backdrop
California Avocado Commission
The Oppenheimer Group
Wholesum Berries
Wholesum Harvest

Opening Night Adventure Invitations
MIXTEC Group
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MBER 2018
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Andrew Zimmern shared stories of food and travel and the
cultural intersections where they meet

Steven Muro from Fusion
Marketing spoke about “Mad
Skills that Make Sales”

Expo Sponsors
Name Badge
Earthbound Farm

Event Welcome
Yucatan Foods/Cabo Fresh

Commemorative Bag
Specialty Fresh LLC

Event Program
Westlake Produce Company

Box Lunch
Grimmway Farms

Hotel Room Key Holder
Specialty Fresh LLC

Lanyard
The Giumarra Companies

Event Photo
North Shore Living

Keynote Breakfast
California Avocado Commission
Domex Superfresh Growers

Registration Area
WJL Distributors, Inc.

Celebrity Speaker
Idaho Potato Commission
Floral Achievement Award
Produce Marketing Association
Norman H. “Buz” Bolstad
Produce Award
4Earth Farms

14

Floral Education Session
Produce Marketing Association
Produce Education Session
The Oppenheimer Group

Event Signage
Apio, Inc.
Bonduelle Fresh Americas home of Ready
Pac Foods
Legacy Farms, LLC
Pete’s Living Greens
Veg-Fresh Farms
Charging Station
Fresh Gourmet Company
Greenhouse Produce Co., LLC
Quebec Distributing Co.
Sunrise Produce Company
Invitation
MIXTEC Group
Contributor
Yucatan Foods/Cabo Fresh
Centerpieces Provided By
Kent’s Bromeliad Nursery, Inc.
Refrigerated Truck Provided By
Brent Redmond Transportation
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FPFC Expo attendees enjoy Disney’s California Adventure theme park during a pre-Expo
party the night before the event.

Jules Buehler from North Shore
Living shows off her caricature, one
of the many treats for attendees at
the Opening Night Adventure

Sergio Vasquez from Tapia Brothers
Foodservice and Brian Petratuona from
Interfresh, Inc. get ready to take in private
ride time on Soarin’ Around the World

Ready for takeoff!
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Rene Van Rems presented “The Business of Creativity & Style” for ﬂoral attendees

Door Prize Donors

Mike Rodriguez from Perimeter Sales and Merchandising helps Paul Kneeland of Gelson’s Markets to get the
lay of the land
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Allen Lund Company, LLC
Baloian Farms
Bing Beverage
Bland Farms/Vidalia
Carlson Airflow
Christopher Ranch
Evergreen Agri-Tech Inc.
Freska Produce International, LLC
GloriAnn Farms
House Foods America
ICD/Davis Lewis Orchards
IFCO Systems
Kent’s Bromeliad Nursery
Kern Ridge Growers, LLC
Litehouse, Inc.
McLellan Botanicals/Taisuco America
North Shore Living
Ocean Mist Farms
Pete’s Living Greens
Progressive Produce, LLC
Real Fans Go Nuts
Rocket Farms Inc.
RPE, Inc.
Taylor Farms Retail, Inc.
Temkin International, Inc.
Veg-Fresh Farms
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The team from Bristol Farms

The team from Stater Bros. Markets
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The team from Fresh Concepts, Inc. at the
Tanimura & Antle, Inc. Booth

Stacey Iturzaetz of Mother’s Market; Terri
Fletcher of Harvest Sensations; John White
of Mother’s Market; and Robin Osterhues
of Harvest Sensations

The team from Gelson’s
Markets stopped by to visit
Evergreen Agri-Tech, Inc.
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Attendees from Charlie’s Produce enjoy samples of Zespri Kiwifruit

Roger Schroeder catches up with
Rob McDougall of Gelson’s Markets

Gary Niehaus and Liane Mast of Stater Bros. Markets check out the latest products with Eddie Yarberry of Coastal Nursery, LLC

To see more photos, search #SoCalExpo18 or visit us on Facebook at facebook.com/FPFCorg
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Increasing the Ring
Topic of Expo Workshops

Focus on Sales

By Tim Linden
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As the Fresh Produce & Floral Council’s
Southern California Expo was underway, two
educational sessions were held in the midst of the
show floor giving in-store personnel practical tips
on growing store sales.
Steven Muro of Fusion Marketing discussed
sales concepts during one session, while veteran and
well-regarded floral designer Rene van Réms used
more than a dozen bouquet props showing the audience what’s working in his end of the business.
Muro noted that “sales are hard” and competition in the retail produce sector has never been
greater. He noted that successful merchandisers
must “learn, unlearn and relearn” as following what
he called “legacy thinking” is not a blueprint for success. He said that term is defined by such phrases
as “we’ve always done it that way” or “we tried it;
that will never work”.
Muro admitted that change is hard but the
successful in-store produce merchandiser will only
succeed by trying new things in these competitive
times. He told the audience of retail produce clerks
to become “influencers” by talking to their customers, answering questions and providing ideas. He
suggested that every produce department should
have “an item of the week” that all the clerks talk
up.
He revealed that shoppers do not have a large
amount of inherent loyalty to a particular store as
the average consumer has 10 retail choices within a
small radius of his home. Muro clearly believes that
it is the job of store employees to give consumers
a reason to come to their particular store. And he
said produce clerks are perfectly positioned as 49
percent of the growth in retail grocery sales this
year is found in the store’s fresh departments, led,
of course, by fresh produce. He said a very high
percentage of shoppers believe that store associates
are very important.
The longtime marketer said shoppers are
looking for convenience and information. He said
stores should comply by having clear labels, clear
prices and easy-to-reach items. He also said shop-

pers want to learn about new items and how to
use them and it is incumbent upon store associates
to help provide this knowledge.
Muro said shoppers are looking for a fun,
pleasurable experience when they go to a grocery
store. “What can you do,” he asked and answered.
“Answer questions, ask questions, build a relationship.”
He also urged the supermarket executives
in attendance to add a dietitian to their store’s
employee lineup. Research shows that dietitians
can aid in sales, he said.
With regard to food trends that can be emphasized in merchandising, Muro touted botanicals
such as turmeric and cardamom, super powders
and other gut-friendly food, hyper local offerings,
produce-centric cuisine and broth-based entrees.
“Begin your journey today. Be a face to face blogger,”
he said. “Use the power of persuasion.”
Van Rems presentation was more hands on as
he showed off 15 or 20 different floral arrangements
that he had created and noted what floral creations
were big sellers, including both trendy items and
classics. He told the designers in the audience to
create your own style and be consistent with it.
“Style is what sets you apart.”
He noted that loose bouquets are in and
anything “funky and new.” He said color always sells
but classic white bouquet were also prominently
featured in his on-stage aids. He reminded the
crowd, however that “we don’t sell flowers, we sell
emotions.”
He said a good floral bouquet is multi-sensory
appealing to the buyers on many different levels
including sight, touch and scent.
With regard to the properties of style, van
Rems listed texture, size, form, color, line and pattern as useful elements in a successful bouquet. He
explained each of those in his show-and-tell presentation. His talk appeared to reveal that there are
many different opportunities to appeal to shoppers
with all types of bouquets.
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Summit Highlights Industry Issues
By Tim Linden
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the appointed time. “The product has to be ready
when you say it will be ready,” he said.
Castagnetto does not believe autonomous
trucks will offer a solution in the next five to seven
years. He said that concept will continue to be developed but he does not expect it to be impactful
for fresh produce shipments in that time frame.
In another session, moderated by California
Avocado Commission Vice President Jan DeLyser,
three organic producers also mentioned labor
and transportation as concerns, but much of that
workshop was focused on organic-centric issues.
Rod Braga of Braga Ranch Inc., Soledad, CA; Roger
Pepperl of Stemilt Growers LLC., Wenatchee, WA;
and Will Felice of Wawona Packing Co., Cutler, CA,
discussed some of the cost challenges involved in
transitioning land from conventional to organic
production
Pepperl said the three-year transition period
means higher costs and lower yields for several
years before a grower-shipper can reap the rewards of higher f.o.b. prices. And, he said that is
not a guarantee. As supply increases, he said there
has to be more coordination than currently exists
between the supplier and the retailer to orderly
move that product through the pipeline. He said it
is not enough when you start transitioning land to
only work on a detailed plan outlining production
logistics. “You also have to figure out how you are
going to sell this product.”
He did say that dealing with a crop likes apples
that are sold 12 months of the year from storage
does offer sales opportunities that are not available
to producers of crops that have a much shorter
marketing window.
Braga said an organic vegetable grower has to
endure three years of increased costs and decreased
yields without getting the reward of higher prices.
He said that is especially difficult in the Salinas Valley
where land costs have skyrocketed in recent years.
He estimated that a mid-level, 10 million package
grower-shipper is looking at a $40 million investment
to transition his production from conventional to
organic.
Felice agreed that the organic grower faces
multiple challenges and noted there is no one an-
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The 3rd annual Organic Produce Summit, held
in Monterey, CA, in July, was very much organic
centric but what was also apparent is that the same
issues that challenge conventional production top
the list for their organic counterparts.
Labor and transportation surfaced time and
again as the biggest concerns during the workshop sessions. During one session, Rodney Bonds
of Sprouts Markets and Michael Castagnetto of
Robinson Fresh agreed that both those issues top
the list today and will remain in that spot five years
down the road. Bonds said a strong economy is
creating lots of jobs in the manufacturing sector,
which tends to attract the same type of workers
that turn to truck driving when the economy is not
so robust. He said there is currently a shortage of
50,000 driver, which will double to 100,000 in the
coming years. Sprouts, which is growing at the clip
of 30 stores per year and has gone from 55 stores
to 300 in seven years, is attempting to deal with this
by maximizing its outbound capacity and being a
“shipper of choice” for its inbound freight. He said
the company is working on models creating round
trips for truck drivers so the firm is considered a
preferred customer. He added that more work has
to be done that changes the dynamic for truckers
and allows them to get back home every night. He
said regional distribution centers need to be utilized
so product can be taken from one location to the
next and then passed on to another driver.
Castagnetto said Robinson Fresh arranges
18,000 loads per day and uses proprietary technology to better align supply with demand. He said
the company tries to work with grower-shippers
as early as they can in the supply chain management equation. He said growers do an excellent
job of managing their supply of product to meet
the demand for that product. They plant months
in advance forecasting specific needs three months
down the road. Yet they don’t try to arrange transportation for that output until the week before it
is harvested. He argued that shippers should be
working with their logistics provider as soon as they
plant that crop and know its harvest dates.
He also said shippers have to do a better job
on the loading end getting truckers in and out at
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swer to deal with all the issues facing the industry
today. “I honestly believe there is no golden arrow,
silver bullet or magic dust to solve our problems.
It’s a lot of little things. It’s the blocking and tackling
every day.”
He said in transitioning to organics, you have
to make the investment and make a reasonable
return or there is no reason to do it.
Getting a reasonable return on organic production is a top-of-mind issue for organic producers.
Pepperl said there is tremendous downward pressure on price, especially as the organic production
of apples increased significantly this year. Along with
declining f.o.b. pricing, he said rising freight rates have
added to the profitability equation.
All three producers said there has to be a
price premium and worry about that shrinking
spread. Pepperl said it is a tricky issue as they want
to increase movement with lower organic prices at
retail but need the spread because of higher production costs. For apples, he said it appears as if a 50
cents to a dollar per pound gap is the sweet spot.
The retail sector also played a prominent role
at the event representing that industry’s challenges
and concerns in two different sessions. Geoff White,
president of OWN Brands for Albertsons, including
O Organics, discussed the bright future of organics,
as well as its impressive past. He relayed that when
he first became a produce manager in 1989 he was
excited about building his own organic department.
White said organic sales have taken off since. The
O Organics brand has surpassed $1 billion in sales
and the entire retail organics category has grown
from $3.5 billion to $45 billion in 20 years. Though
organic sales are not growing as fast as they once
were in year-over-year comparisons, White said
growth is still impressive. “It is still growing at 6
percent (annually) compared to 1 percent for the
rest of the store.”
Albertsons will launch 500 new O Organic
products in 2018, according to White. He also believes the arc of food evolution potentially points to
a time decades from now where everything will be
organic…just as it was many decades ago.
During another session, a panel of retailers
discussed the opportunities and challenges of the
day with Tonya Antle, executive vice president of the
Organic Produce Network. The panel consisted of
Ron McCormick, senior director of global produce
sourcing for Walmart Stores; Roger Harkrider, director of produce at Meijer; and Randy Riley, director
of produce merchandising at Kroger.
McCormick said organic produce is very
important to the future growth of Walmart. He
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said organic produce accounts for 7-8 percent of
produce sales. At Kroger, Riley said that organic
produce sales topped $1 billion in 2017.
McCormick believes the increases in organic
produce sales that have occurred over the past few
years are here to stay and have a different feel than
earlier waves he has experienced. He said sales
today are demand-driven, largely by millennials, who
are devoted to the category.
Discussing merchandising strategies, Riley
said consumers appear to prefer choice so Kroger
typically offers most produce items in both a conventional and organic SKU. McCormick echoed
that stating that when Walmart first started selling
a significant number of organic produce items,
it thought that they would have many single-line
items. “But that isn’t the case. Customers want
choice,” he said.
When discussing current trends in organic
sales, Harkrider said the key is consistent quality,
which he added growers have been delivering. He
called that the “biggest win” in the organic sector.
McCormick said the segregated organic wet
rack has been the organic “home run” for Walmart.
He added that one thing Walmart needs more of
is organic berries.
The panel predicted that organic produce
sales will more than double in the near future, accounting for 15 to 17 percent of produce sales.
Harkrider said one of the biggest challenges in
selling organic produce remains getting the proper
ring at the front of the store.
A trio of experts operating in the on-line
space were featured in another session on the
popularity of organics to on-line shoppers. Tony
Stallone, of Peapod, the original on-line food retailer,
said his firm’s customers tend to buy more certified
organic produce than in-store buyers. Stallone also
warned the audience to “throw out what you know.
Everything is changing so rapidly.” He says what
worked in the past is no longer relevant, arguing
that disruption at retail is accelerating at a very fast
pace. He said Amazon is winning the on-line war
because of its “customer-centric” approach. They
are not focused on dominating any particular sector;
they are focused on giving consumers what they
want…and succeeding because of it.
Another panelist was Don Barnett, chief operating officer of Sun Basket, a meal kit company
that specializes in offering organic products. He
indicated that these higher end consumers are
looking for healthier options so Sun Basket “leans
in with organics” and also endeavors to make their
offering as convenient as possible. He did say that an
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ongoing challenge is that the recipes change weekly
so it is more difficult creating a consistent ordering
program with suppliers.
Don Bourgault, who is head of brand partnerships for Instacart, said that on-line shopping service
allows many retailers to provide that service for their
customers without having their own delivery system.
Instacart currently has 200 partners, including both
retailers and food companies. Consumers shop the
company’s website which is customized geographically and for the specific retailer. He said it is very
important that suppliers be in the first three rows
of any retailer’s shopping list. “Eight-nine percent of
purchases come from those three rows,” he said.
He agreed that online shopping is a great
opportunity for organic suppliers because those
shoppers do buy more organic produce and, in
fact, spend more on an on-line basket than an instore shopper.
He said one of the biggest challenges is outof-stock purchases. When in a store, a shopper will
quickly alter their shopping list if a product isn’t available. But when shopping with Instacart they don’t
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know if the product is no longer available and they
can be disappointed when receiving their order.
Still another session explored what factors are
driving organic sales. Melissa Abbott of The Hartman Group, a consumer research firm, said trends
are evolving much more quickly than they have ever
before, and they can rise and spread as fast as the
speed of a text. She noted that in general consumers are more mindful of what they eat. They want
transparency, are concerned about the environment
and want to know what’s in their food, who made
it and how it is grown.
She added that food literacy is expanding
exponentially, with consumers much more knowledgeable than they were in the past. She also said
that about 50 percent of organic purchasers believe
organic products are more nutritious. She said
the top attributes affiliated with organic products
are that they are grown without pesticides, made
without chemicals and that their producers grow
these crop with more “care” than their conventional
counterparts.
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Attention is the New Currency

Focus on SoCal Luncheon

By Tim Linden
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Guest speaker Jesse Dienstag of Golin with Gary Caloroso of The Giumarra Companies and FPFC Chairman Alfonso Cano of Lucky

The key to maintaining relevance today in the
business world is getting people to pay attention,
according to Jesse Dienstag of Golin, an international
public relations firm.
Dienstag was the featured speaker at the
Southern California June luncheon meeting of the
Fresh Produce & Floral Council in Cerritos. He said
it was actually a two part principle: you must get
people to pay attention to your marketing efforts
and then you must entice them to act. In today’s
digital world, getting them “to act” can be as simple
as “sharing” or “liking” your message or ultimately
buying your product.
While it seems to be fairly basic, Dienstag said
people are inundated with so much information getting them to listen to your message is a difficult task.
“There is a lot going on in the world…a wealth of
information creates a paucity of attention. Attention
is the new currency.”
In fact, he boiled down marketing in this
environment to being a “contest for people’s attention.”

He added that relevance is the spot where
people care about what you say. The trick is to
match up what you want to talk about with what
they want to hear. In this effort, he said “friends
and trends are super important.” The vast majority
of people rely heavily on recommendations from
friends as well as watching food trends. As an example he mentioned avocado toast. This concept
was hardly on the radar a few years ago, but America
now spends $900,000 per month in foodservice
establishments purchasing avocado toast.
Dienstag said marketers should have an “influencer strategy” and make sure their marketing
strategy is relevant to their target audience. He
added that in marketing, especially digital marketing,
one size does not fit all. A marketer must tailor their
message to the specific audience.
For example, he said a marketer of mangos
might want to teach an underdeveloped market
how to cut up a mango. That same message would
not be relevant to a high-indexing region
with a
g
great deal of experience with mangos.
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Southern California Luncheon
June 13, 2018
Thank You Sponsors!
Key Sponsors

The Giumarra Companies
Guan’s Mushroom
Zespri Kiwifruit

Associate Sponsors
A.M.S. Exotic, LLC
Apio, Inc.
Mann Packing Co., Inc.
The Oppenheimer Group
Prior to the luncheon, FPFC Apprentices attended a leadership panel on industry trends moderated by Jan DeLyser
of the California Avocado Commission with Tom Deardorff of Deardorff Family Farms; Kenny Lund of the Allen Lund
Company; and Paul Kneeland of Gelson’s Markets

Networking Social Hour Sponsor
FreshSource, LLC

Photo Sponsor
North Shore Living

Décor Sponsor
Westerlay Orchids

Sheryl Salazar of Albertsons/Vons served
as the Master of Ceremonies

Melissa Watkins of Cal Poly Pomona
chats with Jeff Burch from Bank
of the West at the Post-Event
Networking Social Hour immediately
following the luncheon

AUGUST / SEPTEMBER 2018

25

Paul Kneeland of
Gelson’s Markets
with Peter Steinbrick
of Melissa’s

Ray Grifﬁn and
Dan McGrath of
Robinson Fresh.

FPFC Apprentices Michael
Poore of Grocery Outlet,
Myisha Nathaniel of Raley’s
Supermarketsand Jennifer
Ho from General Produce Co.
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Gary Caloroso, The Giumarra Companies; Dave Cruz, California Avocado Commission; John Fujii, Gelson’s Markets; Connie Stukenberg, California Avocado
Commission; and Jeff Oberman PRO*ACT, LLC

Brittney Bubb, Suzette Overgaag and Becky Johnson from North Shore Living

To see more photos, search #FPFCLunch or visit us on Facebook at facebook.com/FPFCorg
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Driver Shortage, Regulations Driving Up Rates

Focus on Transportation

By Tim Linden
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In June at a Fresh Produce & Floral Council
Apprentice Program seminar, transportation expert
Kenny Lund of the Allen Lund Company noted
that truck rates were rising and he envisioned no
short term solution that would change that anytime
soon.
Even more than fresh produce, the transportation rates are a slave to the supply and demand
curve. A shortage of equipment and drivers has
been evident for several years but that situation
has been exacerbated by difficult working conditions, more government regulations and a growing
economy that gives drivers other options. At the
time, Lund said the recently released Federal Motor Carrier Safety Administration guidance on the
exemption for drivers of agricultural products will
greatly help the produce industry deal with the new
Electronic Logging Device regulation. But he reiterated that transportation rates continue to rise.
The driver shortage issue is real and there are
few answers in sight, short of a complete overhaul of
the cross-country transportation system that moves
about two-thirds of the nation’s freight.
Experts say the driver shortage is the result
of several factors including a strong economy, the
aging demographics of the current workforce and
the working conditions inherent in a 3,000 mile

coast to coast trip. One government agency claims
that the average age of a commercial truck driver
in the United States is 55 years old. Consequently, a
large percentage of this group will be retiring over
the next 20 years.
Truck drivers have always been a transient
group attracted to closer-to-home construction or
manufacturing jobs when a strong economy creates
jobs in those sectors. There is also the fact that a
person must be 21 years old to hold an Interstate
Commercial Divers License. Many potential recruits
find promising jobs elsewhere in the interim after
high school and might never hear the call of the
highway.
And that call isn’t as attractive as it once apparently was. Surveys show that most truck drivers
want to come home every night and would rather
look for local day jobs driving than overnight hauls.
It’s also a problem that women, who make up almost
half of the workforce, represent only a tiny fraction
of truck drivers. That results in the industry drawing from a pool of possible workers half the size of
other industries.
Rodney Bonds of Sprouts Market said the
entire system might need to be changed to solve
the chronic driver shortage problem. He advocated
the establishment of many point-to-point distribu-
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tion centers across the country so loads could get
across the country in a tag-team fashion, allowing
drivers to take the load a portion of the way and
return home every night.
Some believe autonomous trucking might
offer the answer. A self-driving truck, with no hours
of service rules – can get across the country more
quickly than a driver who can only be on the road
10 hours a day. Michael Castagnetto of Robinson
Fresh opined that autonomous trucking is still pretty
far off in the future with regard to widespread commercial application. He predicted it would have
little impact on the long-haul commercial trucking
industry over the next five to seven years.
The FMSCA ag exemption guidance with
regard to ELD clearly was welcome relief for the
fresh produce industry. Lund said if fresh produce
haulers had to strictly abide by the regulations in that
mandate it would add at least a full day to a cross
country trip. That ultimately meant the industry
would need 20 percent more equipment and 20
percent more drivers to handle the same volume.
With the driver shortage explained above, everyone
agreed that would be a herculean task that would
surely drive up truck rates almost exponentially.
“We got our day back,” he quipped when talking
about the guidance.
Under the guidance, and truckers of all ag
commodities are off the clock as they travel the first
150 air miles to and from the pickup point, including
the loading of the product from its source. It isn’t
until the trucker gets about 170 miles from the point
of origin that the hours of service rules kick in.
The produce industry and other ag sectors
have old regulators for the past several years that
the ELD regulation, which officially went into effect
in December of 2017, would add a day to length
of a cross-country trip for produce haulers because
of the unique circumstances involved in the pickup
of their load. They argued that produce is often
not ready to be loaded when a truck arrives at
the cooler of the grower-shipper. This means that
truckers often have to wait around for hours while
the crops are harvested, packed and cooled before
shipment.
Ken Gilliland, director of transportation for
Western Growers Association, said that the ag
exemption guidance, and a companion guidance
concerning the use of a commercial vehicle for
personal use are very helpful to the fresh produce
industry. “We (the agricultural industry) basically
got what we were looking for.”
The ag exemption guidance clarifies two main
points: one defining what a “source” is as it relates to
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the initial pickup of an agricultural commodity. The
second point clarifies the exemption as it relates to
operating a truck within 150 air miles (about 170
road miles) of a source prior to or immediately after
picking up a load.
The new clarifications allow the pick-up point
for the products – be it the field, packing shed or
cooler – to be the “source” from which the ag exemption rules originate. While a trucker is within
150 miles of that sources – either going to pick up
his load or leaving after having secured it – the hours
of service rules are not in effect. When beyond that
“exemption zone”, the hours of service rules and
the mandated use of ELD governing transporters
of all other goods does kick in.
For haulers of agricultural goods, after picking
up a load, the hours of service limitations kick in
when the trucker gets beyond 150 air miles from
the point of pickup. Likewise, a hauler with an empty
trailer going to a facility to pick up a load does not
have to be concerned with violating the hours of
service rules once within 150 air miles of the facility.
When multiple pickups are involved, the 150 mile
meter starts after leaving the first facility.
Greg Bragg, who is with the California Division
of FMSCA, and FMSCA Chief of Operations Tom
Yager provided the definition of the “source” when
answering a series of questions covering different
scenarios. They revealed that there can be multiple
sources for the same product covering different
drivers. A driver taking the product from the field
to an interim storage point would be covered by the
150 air-mile exemption, as would a separate driver
taking the product from the interim storage point
and putting it into interstate or intrastate commerce.
The FMSCA also defined a “source” as the U.S. facility where product coming from Mexico, Canada or
overseas is off-loaded for shipment for processing.
In addition, a grower-ship can re-ship product from
one storage point to a cooler hundreds of miles
away and each driver picking up that product would
still enjoy the 150 air-mile exemption.
The guidance on the use of the semi-truck
for personal conveyance is also important. This
guidance covers all drivers not just those hauling
agricultural products. Under the hours of service
rules, FMCSA has said that a driver who has run
out of drive time is allowed to use the commercial
vehicle for personal conveyance as the trucker goes
to the nearest facility to begin the mandated rest
period. This allows truckers with a full load to proceed a reasonable distance to a hotel or truck stop.
Previously, the rule allowed for personal conveyance
but only if the trailer was empty.
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TRADE NEWS

other areas of grocery are struggling. And even
more exciting, avocados are one of those produce
items that has found a fan following to grow in
consumption and deliver new dollars in both retail
and foodservice.”

Christopher Ranch
Boosts Pay

GreenFruit Avocados
Expands Team
Mexican avocado grower/shipper, GreenFruit
Avocados, has added retail veteran Kraig Loomis to
its team as sales and marketing manager.
Loomis is no stranger to the produce industry with 18 years of experience, of which 16 was
spent in retail as a produce clerk, produce manager,
produce inspector, produce specialist and produce
buyer with companies including Kroger and Fresh
& Easy. More recently, Loomis transitioned to the
grower-shipper side of the business as a commodity
sales manager at Progressive Produce, LLC.
In his new role at GreenFruit Avocados,
Loomis is responsible for building on the existing
sales and marketing programs of GreenFruit and
creating a culture of quality and service experience
for every customer. This will include mentoring the
sales and marketing team to achieve personal and
company goals.
Brian Gomez, vice president of GreenFruit
remarked, “Our company might be young, but it’s
not without passion or experience and Kraig’s hiring highlights our commitment to securing the best
talent and utilizing the best resources to help all of
our customers grow their avocado category sales.”
Gomez continued, “Kraig’s experience in retail will
certainly be an asset in serving our customers and
meeting their changing needs in a dynamic retail
environment.”
When asked about the new role, Loomis
commented, “Produce is an exciting business that
is finding itself in the right place and right time in
history and continues to grow as a category when
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Christopher Ranch, one of the nation’s
premier garlic company, has raised its corporate
minimum wage to $15 per hour, now among the
highest in the country.The higher hourly rate, which
represents a 15.3 percent increase, went into effect
on July 2, 2018.This increase affects more than 600
full-time employees based at the company’s operational headquarters in Gilroy, CA, at the southern
gateway to Silicon Valley.
The July 2018 wage increase fulfills a pledge
the company made in January 2017 when it previously raised wages to $13 per hour (an 18 percent
increase at the time). On an annual basis, entry-level
employees at Christopher Ranch will now make
about $8,000 more than the state mandates.
Founded in 1956, three generations of leadership now serve at the California-based agribusiness.
As a family-owned business, Christopher Ranch has
been committed to supporting its employees and
the local community. By offering higher wages to its
employees now, Christopher Ranch believes it can
attract and retain a skilled workforce to run its 100
million-pound garlic operation. The decision was
inspired in part by the “Fight for Fifteen” movement
to raise minimum wages nationwide.
Ken Christopher, executive vice president
at Christopher Ranch, said: “Corporate Social Responsibility is the very foundation of what makes
Christopher Ranch a great company. Paying our
workers a higher hourly rate feels right—and has
proven to be a smart business decision as well. By
ensuring a stable workforce with reduced turnover,
we can maintain consistently high levels of quality
and safety. That translates into better products for
our customers, tangible bottom line savings for our
company, and a better quality of life for our workers
and their families. When consumers choose to buy
Christopher Ranch garlic, they’re making a decision
to support a company that invests in its p
people and
makes a difference in the community.”
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