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PRODUCE QUIZ

THIS MONTH’S WINNER

Jeff Dugan

Manager Divisions Operations - Produce

Dominick’s/Safeway
0ak Brook, IL

Jeff Dugan has held his
current position at Dominick’s
for six years and has spent
his entire career — 31 years

— working with the Safeway family.
“] got an accounting degree and decided to
count fruits and vegetables,” Dugan jokes.
He currently manages all 72 stores in the
Chicago area and is responsible for driving
sales and profits of the produce division, mer-
chandising, coaching and training all employ-
ees, and ensuring customer service is
top-notch. “As you can imagine, | spend a lot
of time on the road,” he says. “About 75 per-
cent of my time is spent in stores.”

There is no doubt Dugan has a passion

for produce. “I love to create eye-catching

produce displays that create excitement in

the department,” he says. “The changing of :
seasons, the fact that we always have some- :
thing new and we are changing with it :

keeps me on my toes. A can of corn is a can

of corn! But the produce department is

always evolving.”

Dugan has been reading PrRobuCE BUSINESS

for 15 years. “I always find great information

on merchandising, the latest food safety news
and plenty of new items. It's fun getting ideas :

from articles and then putting my own cre-
ative spin on it.”

: How To Win! To win the Propuce Business Quiz, the first thing you have to do is enter. The rules are simple: Read :
¢ through the articles and advertisements in this issue to find the answers. Fill in the blanks corresponding to the :
: questions below, and either cut along the dotted line or photocopy the page, and send your answers along with a :
: business card or company letterhead to the address listed on the coupon. The winner will be chosen by drawing from :
: the responses received before the publication of our November issue of Probuce Business. The winner must agree to :

submit a color photo to be published in that issue.

_________________________________________________________________________

WIN AN INDOOR GRILL

No need to wait for summer to be able to enjoy a perfectly grilled
steak. This indoor, countertop, stainless steel grill has interchange-
able non-stick plates that transform this grill into a griddle and panini
maker. Six temperature controls, a stay-cool handle, drip trays and
scraper will make this your new go-to kitchen appliance.

QUESTIONS FOR THE SEPTEMBER ISSUE

1) American Pistachios are the official snack for what U.S. Olympic team?

2) What is the PMA booth number for CMI Corp.?

3) What is the phone number for Coosemans Philadelphia Inc.?

4) When is the Nogales Produce Convention and Golf Tournament?

5) Name two members of the sales staff at J-C Distributing Inc.

6)What is the website for Thermal Technologies ?

This issue was: [_] Personally addressed to me [_] Addressed to someone else
Name Position
Company
Address
City
State Zip
Phone Fax
Photocopies of this form are acceptable. Please send answers to:
SEPTEMBER QUIZ PRODUCE BUSINESS e P.O. Box 810425 ¢ Boca Raton, FL 33481-0425
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SEPTEMBER 4 - 9, 2012

JOINT TOMATO CONFERENCE 2012

36th Annual Joint Tomato Conference

Conference Venue: Ritz Carlton, Naples, FL

Conference Management: Florida Tomato Committee,
Maitland, FL

Phone: 407-660-1949 « Fax: 407-660-1656

Email: diana@floridatomatoes.org

Website: www.floridatomatoes.org

September 18 - 21, 2012

FFVA CONVENTION 2012

FFVA 69th Annual Convention 2011

Conference Venue: Ritz Carlton, Naples, FL

Conference Management: Florida Fruit & Vegetable
Association, Maitland, FL

Phone: 321-214-5200 « Fax: 321-214-0210

Email: information@ffva.com

Website: www.ffva.com

September 20 - 22, 2012

SEPC FALL CONFERENCE 2012

2012 Annual Fall Conference

Conference Venue: Grove Park Inn, Asheville, NC
Conference Management: Southeast Produce
Council Inc., East Ellijay, GA

Phone: 813-633-5556 * Fax: 813-653-4479
Email: info@seproducecouncil.com

Website: www.seproducecouncil.com

September 22-24, 2012

FLORIDA RESTAURANT & LODGING SHOW 2012
Conference Venue: Orange County Convention Center,
Orlando, FL

Conference Management: Reed Exhibitions, Norwalk, CT
Phone: 203-840-5910 « Fax: 203-840-9910

Email: inquiry@fraexpo.com

Website: www.flrestaurantandlodgingshow.com

September 24 - 25, 2012

AMERICAS FOOD AND BEVERAGE SHOW 2012
16th Annual Americas Food and Beverage Show
Conference Venue: Miami Beach Convention Center,
Miami, FL

Conference Management: World Trade Center Miami,
Miami, FL

Phone: 305-871-7910 + Fax: 305-871-7904

Email: afo@naylor.com

Website: www.americasfoodandbeverage.com

OCTOBER1- 3, 2012

WASHINGTON PUBLIC POLICY CONFERENCE 2012
The produce industry’s most powerful public policy event.
Conference Venue: Hyatt Regency Capitol Hill,
Washington D.C.

Conference Management: United Fresh Produce
Association, Washington D.C.

Phone: 202-303-3400 « Fax: 202-303-3433

Email: united@unitedfresh.org

Website: www.unitedfresh.org

October 21-25, 2012

SIAL PARIS 2012

The 25th global international food products exhibition
Conference Venue: Paris Nord Villepinte - Pac des
Expositions, Paris, France

Conference Management: IMEX Management Inc.,
Charlotte, NC

Phone: 704-365-0041 * Fax: 704-365-8426

Email: EricH@imexmanagement.com

Website: www.imexmgmt.com

October 26 - 28, 2012

PMA FRESH SUMMIT 2012

Conference Venue: Anaheim Convention Center,
Anaheim, CA

Conference Management: Produce Marketing
Association, Newark, DE

Phone: 302-738-7100 « Fax: 302-731-2409
Email: solutionctr@pma.com

Website: www.pma.com

NOVEMBERS - 10, 2012

44TH NOGALES PRODUCE CONVENTION

AND GOLF TOURNAMENT

Conference Venue: Rio Rico Resort & Tubac Golf Resort,
Rio Rico,AZ

Conference Management: Fresh Produce Association of
the Americas, Nogales, AZ

Phone: (520) 287-2707 « Fax: (520) 287-2948

Email: freshfrommexico.com

Website: www.freshfrommexico.com

November 10 -13, 2012

INTERNATIONAL HOTEL, MOTEL

AND RESTAURANT SHOW

Conference Venue: Javits Center, New York, NY
Conference Management: GLM, White Plains, NY
Phone: 914-421-3346 * Fax: 914-948-6197
Email: customerrelations@glmshows.com
Website: www.ihmrs.com

November 11 -14, 2012

WESTERN GROWERS ANNUAL MEETING 2012
Conference Venue: Fairmont Resort, Scottsdale, AZ
Conference Management: Western Growers Association,
Newport Beach, CA

Phone: 949-863-1000 « Fax: 949-863-9028

Email: info@wga.com

Website: www.wga.com

DECEMBER 4-6, 2012

NEW YORK PRODUCE SHOW AND CONFERENCE
The 3rd Annual iteration of Celebrating Fresh! in the
magical city of Manhattan.

Conference Venue: Pier 94, New York, NY

Conference Management: PRODUCE BUSINESS,

Boca Raton, FL

Phone: 561-994-1118 « Fax:561-994-1610

Email: info@nyproduceshow.com

Website: www.nyproduceshow.com

JANUARY 16 - 18, 2013

PMA FIT LEADERSHIP SYMPOSIUM 2013

This program is designed for decision-makers who
currently drive strategy and growth in an organization.
Conference Venue: Omni San Diego, San Deigo, CA
Conference Management: Produce Marketing Associ-
ation, Newark, DE

Phone: 302-738-7100 « Fax:302-731-2409

Email: solutionctr@pma.com

Website: www.pma.com

January 20 - 22, 2013

SWEET POTATO CONVENTION 2013

California Sweet Potato Council hosts the 50th Annual
United States Potato Convention.

Conference Venue: Westin, Charlotte, NC

Conference Management: United States Sweet

Potato Council, Columbia, SC

Phone: 803-788-7101 * Fax:803-788-7101

Email: cwalker12@bellsouth.net

Website: www.sweetpotatousa.org

To submit events to our Forward Thinking calendar, please email info@producebusiness.com
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s the fresh produce industry awaits

final rules on the FDA Food Safety

Modernization Act (FSMA), recall
insurance has become a trending topic. The
United Fresh 2012 convention featured an
education session to evaluate the current land-
scape and insurance options in light of several
high-profile recall cases. In trade press and at
industry functions, the question seems to come
up: how can producers protect themselves from
the potentially devastating recall-related costs
when a mandatory recall order is subsequently
determined to have been an error? The Senate-
passed version of the 2012 Farm Bill includes
language by Senator Dianne
Feinstein (D-CA) that calls for
a feasibility study of insurance
products that could cover
recalls, quarantines and
market disruptions.

A July 26 report issued by
the Government Accounta-
bility Office (GAO) to
Congress addresses the need
for “greater economy, effi-
ciency, effectiveness, account-
ability, and sustainability” in
federal oversight of food
safety. The report, titled FDA’s
Food Advisory and Recall
Process Needs Strengthening,
outlines several recommen-
dations that are of particular importance to
the fresh produce industry, including possible
mechanisms to compensate for erroneous
recall-related costs, clarification of the
mandatory recall process, and improvement
to external communications regarding recalls.

“This report was required by FSMA and
gives a pretty thorough examination of the
recall process and what can be done to improve
it,” said Robert Guenther, United Fresh senior
vice president of public policy. “The fresh
produce industry considers food safety a top
priority and United is continuously involved in
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By Shelby Rajkovich, Communications Manager,
United Fresh Produce Association

initiatives and education efforts that ensure
we're doing all that we can to provide the safest
product to consumers.”

While the report notes that none of the
possible compensation mechanisms are
currently in use, there are several potential
avenues that are in varying levels of develop-
ment. An already established example cited is
the judicial process, in which each case has the
opportunity to be heard individually, but can
be costly for smaller producers and time
consuming. A dedicated program, similar to a
USDA program that offers compensation in the
event of an APHIS-ordered (Animal and Plant

“THERE ARE SOME IMPORTANT ISSUES THAT

WILL INFLUENCE THE DEVELOPMENT OF ANY

OF THESE COMPENSATION MECHANISMS... [N

SOME CASES, IT WILL BOIL DOWN TO WHERE
THE ERROR WAS MADE IN THE RECALL
PROCESS, HOW MUCH LOSS 1S DUE TO

GOVERNMENT ERROR VERSUS A SHIFT IN
CONSUMER DEMAND, WHO IS ELIGIBLE, AND
WHAT BUDGET 1S AVAILABLE,”

— ROBERT (GUENTHER
UNITED FRESH PRODUCE ASSOCIATION

Health Inspection Service) slaughter of live-
stock to control or eradicate disease, was also
suggested. A program like this may give added
assurance and structure to the industry, though
the question of funding the program was not
resolved. The report also mentions a one-time
funding for specific events option, which would
take the form of a legislative act, though the
success of this type of response may be subject
to the political environment. Another option to
help mitigate losses is government insurance,
but the intricacies of establishing fair premiums
and policy requirements would be difficult.

United Fresh

PRODUCE ASSOCIATION

Loans and non-monetary compensation, such
as a government promotional campaign, are
also briefly explored.

“There are some potentially effective solu-
tions that could be explored,” agreed Guenther.
“But there are some important issues that will
influence the development of any of these
compensation mechanisms, which the report
points out. In some cases, it will boil down to
where the error was made in the recall process,
how much loss is due to government error
versus a shift in consumer demand, who is
eligible, and what budget is available.”

The GAO report also included recommen-
dations to the FDA to
strengthen the recall process
and improve communications
with the public. The report
found that that FDA's internal
procedures for mandatory
recalls are not public, nor has
FDA issued regulations or
guidance on mandatory
recalls. The report also points
out that the agency has not yet
fully adopted prior recom-
mendations made by the GAO
and others, which advised
development of a comprehen-
sive recall crisis
nication policy.

“An improvement to the
way the FDA explains recalls to the public
would be much appreciated,” said Guenther.
“Especially when you have a recall case where
the product is quickly removed from shelves
thanks to our traceability systems and the
situation is isolated. Regardless of the

commu-

response from the industry, consumers are
often alarmed and the market is affected on a
much broader scale than it should be.”

Whether or not a compensation mecha-
nism for wrongly declared recalls is enacted,
United Fresh will continue to lead industry
efforts to improve food safety.






THE FRUITS OF THOUGHT

COULD TEXAS ASSOCIATION’S REALIGNMENT SUGGEST
A NEW DIRECTION FOR PMA/UNITED TALKS?

By James Prevor
President & Editor-in-Chief

that the states are the laboratories of

democracy. In other words, ideas and
policies can get tested on a state level, and
those that work can then be rolled out
nationally. Perhaps that is true of produce
associations as well.

The saga over the recent attempt to
combine the Produce Marketing Association
and the United Fresh Produce Association

turned out in a way unsatisfactory to almost everyone. Perhaps,
though, as an industry we have been so focused on a merger, we may
not have considered alternative approaches, perhaps more funda-
mental approaches, to dealing with industry issues. The whole focus
of the negotiations has been to
consolidate when, perhaps, a
more effective approach would
be to try and deconstruct.

The thought comes to mind
as we consider the old Texas
Produce Association. First, the
association recently changed its
name to the Texas International

In political science, it is sometimes said

Produce Association and then it

launched a separate Border Issues Management Program. The BIMP
is designed as a public policy group addressing issues related to trade
between the United States and Mexico, especially issues related to the
border crossings.

Funding for the Border Issues Management Program is separate
from dues for the Texas International Produce Association and, in
that, we may find suggestions of an alternative path for our national
association woes. The BIMP is funded by a voluntary agreement, by
which each importer agrees to an $8 assessment on each trailer
crossing from Mexico. The customs brokers are doing the collections
and getting paid for their work.

The old Texas Produce Association had been moving in the direc-
tion of addressing these trade issues for some time, but the problem
was obvious: the Texas Produce Association was founded as a grower
group to represent the interests of producers of produce in Texas, and
the association revenues came primarily from dues paid by those same
growers. Though Texas growers do export produce, these are mostly
items such as citrus going overseas via ship.

The cross-border trade in Texas is a very one-way affair, with the
volume of product being imported from Mexico far exceeding Texas
produce exports to Mexico. So efforts to facilitate that trade are really
efforts to facilitate imports. This meant that grower dollars were being
invested to facilitate imports. The need for a new funding mechanism
was thus obvious.

Indeed, although maintaining one association may have advan-
tages from a management perspective, allowing certain administrative

12 PRODUCE BUSINESS + SEPTEMEBER 2012

If we look for ways to deconstruct and
allow different interests to be guided by

those who care most about those things,
we may have greater success.

efficiencies, it wouldn’t be shocking if the Border Issues Management
Program evolved into a separate association, with a voting member-
ship focused on this one issue.

In the course of discussions over the proposed PMA/United
merger, this columnist suggested at one point that the idea of merging
the associations wasn’t the only approach that could be considered.
Since the primary national problem was that PMA owned Fresh
Summit, which produced a large part of the financial surplus avail-
able to the industry for investment and expenditure, and United was
the organization charged with the task of representation in Wash-
ington, DC — an obligation of great importance, but one not
obviously remunerative — I suggested finding some kind of joint
funding mechanism.

It was noted that there are associations where, when one joins, one
automatically becomes a member
of a local league or subset of the
association, and a portion of one’s
dues can go to the local associa-
tion. Perhaps a mechanism could
be developed whereby when one
joined the national produce trade
association, one automatically
became a member of both United
and PMA. In line with its heritage,
PMA could maintain a board of directors composed of a majority of
buyers. United could have a board of directors composed of a majority
of grower/shippers. There could be a strict delineation of responsibil-
ities, with United solely involved in domestic advocacy work and PMA
doing global networking and marketing. Educational and food safety
activity could be done through a joint educational foundation. United
would get a set percentage of dues and other revenues to spend on
representation in Washington, D.C.

The truth is that just as a produce grower in Texas has different
concerns and interests than a produce importer based in Texas, so the
interests and focus of a vegetable processor in the United States and a
retailer in Australia are really quite different. If we focus on keeping
everything in one pot, we may simply guarantee that a significant
portion of the membership of the organization is always going to be
dissatisfied. If we look for ways to deconstruct and allow different
interests to be guided by those who care most about those things, we
may have greater success.

If we can go a step further and segregate funding sources as they are
doing in Texas, we will probably have more careful attention paid to
the results of such expenditures and thus, industry funds will be spent
more wisely.

The default position seems to always be that consolidation is more
efficient. Sometimes it is. But sometimes a laser-sharp focus on
one thing can produce optimum results, and a laser-sharp focus tends
to be dulled the more diverse the activities an organization under-

takes. pb
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PRODUCE WATCH

TRANSITIONS

E FOODS INC.

ORLANDO, FL

Susan Martin has joined the
sales team of E Foods, Inc. in
Orlando, FL, where she will focus
on building new relationships
with foodservice customers and
expanding the company’s reach
in the Northeast. Martin’s
comprehensive produce experi-
ence spans more than 20 years
selling fresh-cut produce
throughout the North East. She
brings with her firsthand farming
knowledge and a degree in Food
Science.

ANNOUNCEMENTS

THE PERUVIAN ASPARAGUS
IMPORTERS ASSOCIATION
CALEXICO, CA

The Peruvian Asparagus
Importers Association (PAIA) has
announced that Matt DeCarlo,
president of Altar Produce Inc.,
Calexico, CA, has recently
accepted the position of West
Coast co-chair for PAIA. In light
of recent tragic events with the
sudden passing of Chris Martin,
president of Gourmet Trading,
Matt DeCarlo will immediately
begin his duties.

ANNOUNCEMENTS

Corps Base in Virginia. The
imported citrus was promoted
this summer in more than 8o of
the Defense Commissary Agency’s
stores in the Eastern half of the
United States. The main goals of
the events were multifaceted and
included educating commissary
customers of the versatility, bene-
fits and growing practices of fresh
citrus from South Africa and
informing consumers of the
seasonality of summer citrus,
which is available when domestic
product is not in season.

SOUTH AFRICAN SUMMER CITRUS PROMOTION

TO BENEFIT U.S. MILITARY FAMILIES

South African summer citrus was featured at several product demonstra-
tions in the military commissaries at the MacDill and Patrick Air Force
Bases in Florida along with Oceana Naval Air Station and Quantico Marine

TEXAS INTERNATIONAL
PRODUCE ASSOCIATION
MISSION, TX

The Texas Produce
Association is pleased

to announce that Bret
Erickson was named the
organization’s senior vice
president. Erickson grew up
in the Rio Grande Valley and
has strong ties to agricul-
ture, having worked in
commercial and foundation
seed corn production for
Pioneer Hi-Bred International
for 12 years, nine of those in
Weslaco, TX, and three more
on Kauai, HI. In December of
2010, Erickson returned to
the Valley and began
working for Texas Citrus
Mutual and Texas Vegetable
Association.

HAPPY 10TH BIRTHDAY,
KLONDIKE ROSE POTATOES!

In August 2002, after many years of
cultivation, Potandon Produce LLC,
Idaho Falls, ID, introduced the U.S.
retail community to its Klondike
Rose® potato, the first of many new
varieties of fresh potatoes that would
soon follow. Potandon Produce is
pleased to be celebrating the mile-
stone 1oth birthday of this unique
potato. “Known for its unique bold
and buttery flavor, the red-skinned,
yellow-fleshed beauty has been
astounding consumers ever since.”

HARRIS TEETER

HELPING BRING

SALAD BARS TO

COMMUNITY

SCHOOL

Harris Teeter, Charlotte,

NG, is launching a campaign designed to bring salad bars to
schools in the Harris Teeter market communities to support Let’s
Move Salad Bars to Schools (LMSB2S). In collaboration with the
United Fresh Produce Association Foundation, a founding partner
of LMSB2S, Fresh Express, a wholly-owned subsidiary of Chiquita
Brands, and nine additional produce suppliers, Harris Teeter will
donate salad bars to at least 10 schools. These salad bars will
benefit more than 5,000 students by providing them a healthy
lunch option filled with fresh produce.

encompass social responsibility, and ultimately, long-term economic
viability. Ready Pac’s recycling program converts costly trash hauling into
a revenue-generating operation that helps the company maintain competi-
tive pricing. Ready Pac started by focusing on the reduction of trash
being sent to landfills, setting up color-coded material collecting stations
throughout all of its plants. Now the company collects more than 8,600
tons of cardboard and plastics annually.

READY PAC
PROGRAM YIELDS
ENVIRONMENTAL
AND ECONOMIC
BENEFITS

For Ready Pac
Foods, Irwindale,
CA, sustainability
goes beyond envi-
ronmentally respon-
sible practices to

ORGANICS UNLIMITED

PREPARES FOR GROW

MONTH THIS SEPTEMBER

Come this September, San Diego, CA-
based Organics Unlimited will help
its customers increase sales of GROW
bananas through GROW Month. The
company will be providing tailored
in-store promotional materials that
will help raise awareness of GROW, a
charitable fund that provides help to
workers and their families in banana
growing regions. Organics Unlimited
is prepared to help retailers with
sampling events and contests as well
as providing point-of-purchase mate-
rials, including display signs, recipe
cards, banana bags, and more.

Produce Watch is a regular feature of Propuce Business. Please send information on new products, personnel changes, industry, corporate and personal milestones and available literature,
along with a color photo, slide or transparency to: Managing Editor, Probuce Business, P.O. Box 810425, Boca Raton, FL 33481-0425, or e-mail us at info@producebusiness.com

14 PRODUCE BUSINESS -

SEPTEMBER 2012



mailto:info@producebusiness.com

ANNOUNCEMENTS

PRODUCE WATCH

SPECIALTY
ALLIANCE GROWER
WINS NATIONAL

MERIT AWARD
Rockey Farms,
Center, CO, a
founding member of
the Specialty Potato
Alliance (SPA,) which
had previously
received recognition
from the county,
region and state,
gained national
attention as the
2012 recipient of the Soil And Conservation
Society’s Merit Award. The award was presented on
July 24th, during the Conservation Society’s annual
conference in Fort Worth, TX

RPE ANNOUNCES PARTNERSHIP WITH

SPUD GROWER & THE SPUD SELLER

RPE, Inc., Bancroft, WI, announced its partnership
with Lynn and Jeffery McCullough, the father-son
team who own Lynn McCullough Farms, LLC, Spud
Grower Farms, LLC and The Spud Seller, LLC in the
San Luis Valley of Colorado. RPE will serve as the
exclusive marketer for Spud Grower Farms and The
Spud Seller. The partnership will provide RPE with
more than two million 50-lb. units of potatoes to sell
each year from Spud Grower Farms and other
Colorado-based growers.

EGGPLANT SUPPLIER RAMPS UP

MARKETING SEASON

Malena Produce, Inc., Rio Rico, AZ, a
premier provider of eggplant, peppers,
squash and other premium produce
during winter, announced its first inte-
grated marketing program. The
campaign will include new trade and
consumer web pages, publicity, social
media and advertising, along with
merchandising assistance and educa-
tion on how receivers can maximize a
growing category. The

company’s Malena Brand

is considered one of the

leading top-grade

eggplant, with 16,18,24,

and 32-count packs

available close to year-

round. Malena Produce

TEXAS

PRODUCE

ASSOCIATION
CHANGES ITS NAME

At the 2012 Texas
Produce Association
Convention, in San
Antonio, TX, Texas
Produce Association
Chairman and director of
business development
for IFCO’s Pallet Manage-

ment Services Division, Ed Bertaud
(pictured above right) announced that
effective immediately, the Association’s
name has been changed to the Texas
International Produce Association. Along
with the name change, the board kicked
off a new initiative called the Border
Issues Management Program (BIMP).

will also be promoting
its premium colored and
green bell peppers and
Italian and yellow
squash this season, all
available in custom
parkc

LADY MOON FARMS
RECEIVES INNOVATION

AWARD FOR FAIR PRACTICIES
Lady Moon Farms, an East Coast
grower of organic produce with
farms in Pennsylvania, Georgia and

RYECO ACQUIRES MORE SPACE AND TALENT
Philadelphia wholesaler, Ryeco LLC, has acquired two
additional units on the Philadelphia Wholesale
Produce Market (PWPM),

expanding its product line and

ability to service customers. The

acquisition has expanded

Ryeco’s product line, adding a

substantial selection of

imported and domestic

hothouse products, especially

tomatoes and colored peppers,

as well as increased local

produce offerings.

EAT GREEN AT
CHIPOTLE’S
CALIFORNIA

RESTAURANTS
Chipotle Mexican
Grill recently
gave back to
California
farmers by
donating $1 to
the Farmer-
Veteran Coalition
(up to $50,000) for every side of guacamole
purchased at California restaurants during Farmers’
Market Week, August 5-12, 2012. The promotion cele-
brated the California farmers who made it possible
for Chipotle to serve delicious, handmade guacamole
every day in each of its restaurants.

Florida, has received an Innovation
Award from Whole Foods Market.
The retailer’s first-ever Supplier
Awards, presented in Austin, TX,
recognizes Lady

Moon Farms’

forward-thinking

attitude

regarding fair

and ethical

practices,

which the

grocery

chain says

“changed

the tomato

industry in

Florida.”

NEW PRODUCT

CALIFORNIA SPECIALTY FARMS
PARTNERS WITH UI-SEONG

California Specialty Farms has partnered
with Ui-Seong Black Garlic Farming Associa-
tion and its Bulb Black Garlic. The
fermented garlic will be available in a retail
2-count bag and 1-lb. foodservice pack.

READY PAC INTRODUCES NEW

ORGANIC BOWL SALADS
Ready Pac Foods Inc., Irwindale, CA, intro-
duced a new line of organic single-serve
salads available for national distribution.
New Ready Pac Bistro® Organic Bowl
Salads feature four varieties that
combine the convenience of the
company’s single-serve salad bowls,
100 percent organic ingredients and
recipes that deliver the “culinary
adventure” sought by target
consumers.

CORRECTION

In the July issue of Probuce Business, Lucky Lee of Lucky’s
Real Tomatoes was incorrectly quoted in our New York
Market Profile: Evolution And Adaptation. Lee states,
“Lucky's Real Tomatoes is a proud distributor of ‘Tasti-
Lee’ Tomatoes, a product of Bejo Seeds, developed by
the University of Florida. Bejo Seeds is one of the leading
companies in breeding, producing, processing and selling
premium quality seeds and plays an active role in the
marketing of the Tasti-Lee Tomato. It is grown by Lucky's
Real Tomatoes' partner company Red Diamond
Farms/Tomato Thyme.”

We regret the error.

Produce Watch is a regular feature of Propuce Business. Please send information on new products, personnel changes, industry, corporate and personal milestones and available literature,
along with a color photo, slide or transparency to: Managing Editor, Probuce Business, P.O. Box 810425, Boca Raton, FL 33481-0425, or e-mail us at info@producebusiness.com
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RESEARCH

PERSPEC TIVE

Macro Trends Drive Produce Consumer
Loyalty In The Face Of Rising Prices

rice inflation is back in a big way,
Pand this summer’s drought is setting

the stage for further commodity
costs. While the produce department has
posted smaller price increases than some
other fresh departments, its 3.4 percent
increase during the 52 weeks ending June
30, 2012, is still significant. Although prices
increased, the department also received less
promotional support. The percentage of
produce volume sold while on promotion
declined 2.3 percentage points, and the
average promotional price increased 5.9
percent. Each item in the Top 10 categories
in the produce department showed declines
in promotional volume, and all except
bananas declined in promotional lift. Fortu-
nately, shoppers remained loyal to fresh
produce, as volume sales remained steady
(+0.4 percent).

While pricing is one consideration shap-
ing the way consumers shop the
department, macro trends are also playing
a role in fruit and vegetable purchase deci-
sions. The continued growth of private label
products, greater preference for global
products and shifts in everyday eating occa-
sions are helping the produce department
maintain sales in the face of rising prices.
These growth drivers can be leveraged to
draw in consumers even if prices continue
their upward trend in the coming year.

The consumer preference for private label
has remained strong this year, as lower price
points remain attractive to consumers faced
with economic constraints, and a rising
emphasis on quality makes private label
options preferable on multiple levels. Some
private labels are even positioning an increas-
ing number of items as “gourmet” or
“specialty,” which has helped increase private
label average retail prices. In the produce
department, the average retail price of pri-
vate label products increased nearly 2.8
percent, but this is still a smaller increase than
the department’s price increase average
across all products. Additionally, the average
price of private label produce was 21 percent
lower than the average price of branded
products during the latest 52 weeks, a sig-
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nificant price differential for shop-
pers who are facing higher prices
across the store.

Just as the availability of pri-
vate label products is growing,
so too is the availability and
popularity of fruits and vegeta-
bles with global flavor profiles.
Flavor preferences continue to
evolve as more Americans seek
out new cuisines and bold eth-
nic flavors. According to
Nielsen's State of the Hispanic
Consumer: The Hispanic Market
Imperative, Latinos will wield
$1.5 trillion in buying power in
2015, or 50 percent growth
over 2010's $1 trillion. Their

CHART COURTESY OF NIELSEN PERISHABLES GROUP FRESHFACTS

growing spending power is

clear in the produce department, where
items with Hispanic roots are increasing by
double digits. Jicama and cactus leaves
experienced dollar growth of 10.5 percent
and 30.5 percent, respectively, while pas-
sion fruit increased sales 34.8 percent in
the latest 52 weeks.

Some global products are even becom-
ing mainstream, thanks in part to greater
year-round availability and more attention
in the foodservice sector. Avocados are the
best example of this mainstreaming of
global fare. Avocadoes now rank 17th in
dollar sales among all produce categories,
and they posted double-digit dollar (+10.3
percent) and volume (+13.3 percent)
growth in the past year. Avocados are also
benefiting from promotional activity, as the
promotional volume and lift both
increased — a trend only experienced by
two other categories in the department.

It is evident that Americans are shifting
their flavor preferences, but many are also
shifting the time of day and quantity they're
eating. New eating occasions are forming
around snacking and a renewed focus on
breakfast. These trends are most evident in

the deli department, but they reveal oppor-
tunities on which the fresh produce can
capitalize. In the in-store deli, sales of pre-
pared foods are growing in part because
retailers are offering fresh quality product
and the convenience factor associated with
foodservice. Deli/prepared items such as deli
snacks, sushi and pizza each increased by
double digits in the past year. Deli breakfast
foods — items such as breakfast sand-
wiches, breakfast meals/combos and quiche
— grew sales by an impressive 24.2 percent.

While the produce department boasts
the freshness factor that is helping to fuel
deli prepared food's success, creative mer-
chandising and promotions may spur
consumers to grab fruits and vegetables as
part of their snacking and breakfast items.
The department already offers a growing
number of options for healthy fruit and
vegetable snacks, but merchandising them
in a central location can encourage shop-
pers to stock up or try new healthy
snacking items. To generate thoughts of
breakfast, cross-merchandising fresh fruits
with cereals or fresh baked breakfast items
can build incremental purchases.

Nielsen Perishables Group consults with clients in the fresh food space. Based
in Chicago, IL, the company specializes in consumer research, advanced ana-
lytics, marketing communications, category development, supply chain
management, promotional best practices and shopper insights. For more infor-
mation, please visit www.perishablesgroup.com


http://www.perishablesgroup.com

COMMENTS &

Opportunity To Concentrate
On Increased Sales

ANALYSIS

he impact of price inflation on
Tretail produce sales probably has a

lot to do with relative price infla-
tion across different departments. A 3.4
percent increase in produce prices may
depress produce sales, but if meat prices
increase at a quicker rate, produce can
become relatively less expensive, even
while more expensive in an absolute sense.

The effect of a drought on meat prices
is often counter-intuitive — at least in the
short term. The drought causes high grain
prices, which leads cattle ranchers to lig-
uidate their herds. This can mean more
supply of beef in the short term, so higher
grain prices can cause meat prices to fall.
However, long term, fewer cattle gener-
ally translate into higher prices. Now that
summer is over and many ranchers are
running out of grass, many herds are still
bound to be liquidated, but the Bureau of
Labor Statistics announced that the aver-
age price of ground beef hit a record high
in July at $3.085 per Ib. It is a good bet it
will go higher still. So produce may yet be
a bargain.

It is, of course, true that macro trends
influence demand, but it is hard to know
what to make of the boom in private label
in terms of a driver of produce consump-
tion. Although “the average price of
private label produce” may well be “21
percent lower than the average price of
branded products,” it seems unlikely that
this is an apples-to-apples comparison. In
many cases, private label programs do not
encompass as extensive a line as branded
items, so the numbers can easily be dis-
torted by comparing the more basic
private label assortment with a branded
assortment including more specialty vari-
ants of, say, a bagged salad line.

Anecdotally, although it is true that
there are many upscale private label items,
we sometimes shy away from products
because they are only available in private
label format. At our local Publix, for exam-
ple, other than Ready Pac Cool Cuts
carrots and dip geared for schoolchildren,
all the carrots are typically private label. It

is not a beautiful upscale label — just a
plain white label on clear plastic; we
would buy more and pay more for a
branded alternative or even a more
upscale private label.

Carrying the products that consumers
want is a sure-fire way to boost sales, and
so the internationalization of the produce
trade, which keeps items such as avocados
on the shelf, is certain to provide a leap to
sales. Also having products that appeal to
the changing ethnic composition of Amer-
ica and to new cooking and taste trends is,
of course, a wise idea. Yet, even such obvi-
ously good things pose risks. The big risk is
improper or inadequate promotion. In the
old days, seasons themselves provided nat-
ural  merchandising and marketing
opportunities: “Melons are Back” — now
if they never really left, we have to con-
sciously work to promote the product.

Staying in sync with consumer prefer-
ences for meal and snack times and
venues is key. Yet we are hesitant to
make too much of the boom in deli and
prepared-food sales. Although some of
this may represent a change in consumer
habits, a lot of it seems to represent a
change in retail perspectives, with many
retailers focusing on broader deli opera-
tions, including prepared foods, breakfast
programs, etc., as a way to compensate
for shrinking grocery sales in the face of
supercenters, club stores, deep discoun-
ters, etc.

Perhaps the real lesson here is that the
day when delis were small scale and could
buy (or steal) the occasional green pepper
they needed from the produce department
is long gone. Now many delis have sub-
stantial cooking operations, at store level
or via commissary or prepared food sup-
plier. As such, delis now represent a third
market — not quite retail, not quite food-
service — and so there is an opportunity
for those looking to ride the retail trend to
focus on this market.

Here are four big opportunities for
boosting sales:

First, have product that consumers

Rising prices tend to
make all produce

directors look good.

want to buy — that includes the imports
and assortment, but it also includes having
bananas at various stages of ripeness to
appeal to different consumers.

Second, suggest usage opportunities.
It is fine to remind folks of old stand-bys,
say bananas or peaches or berries with
cereal, but it is also important to suggest
new usage ideas. We wrote elsewhere
about making Banana S'Mores — by slic-
ing a banana with the peel still on, putting
in marshmallows, chocolate and crumbled
Graham crackers, putting the whole thing
in aluminum foil and throwing it in the
fire. It is easy to sell an extra hand of
bananas every day to some families dur-
ing the summer as they go out every night
to the fire pit.

Third, get produce out of the produce
department with extra displays at key
points throughout the store.

Fourth, tie into big trends and big ideas
— it may be local, it may be greenhouse
grown, it may be organic.

Rising prices tend to make all produce
directors look good. The great ones are
already thinking about their comparables
when prices start to fall.
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BUILDING MARKETS BETTER
THAN BURNING BRIDGES

Time after time the produce industry has
seen the benefit of collaboration among
growing regions to build stable and success-
ful markets in various commodities. Statistics
continue to support the benefit to industry
and consumers of working together to pro-
vide a stable, consistent product to the mar-
ketplace and tomatoes are no exception. For
years, the U.S. and Mexican producers (as
well as Canada and other countries) have
worked to build and expand a beneficial and
stable tomato category for U.S. consumers.

This market building is partly due to the
Tomato Suspension Agreement, in place for
16 years, which has successfully settled one
of the largest bilateral trade disputes between
the U.S. and Mexico. However, a portion of
the Florida industry is currently attempting to
bring down the agreement in order to file a
new trade case. Re-ignited trade disputes nei-
ther benefit the industry nor consumers.
Press releases also make clear that this action
is timed to coincide with election politics.

The U.S. Department of Commerce has
confirmed the Agreement to be in the public
interest because it brings stability to the mar-
ketplace. The Agreement has been renewed
two times, the reference price has increased
and no violation has ever been found. The
U.S. government has held three times that it
is in the public interest, has stabilized the U.S.
market, preserved resources and fostered
free and fair trade with Mexico. The unfound-
ed termination of the Agreement and result-
ing trade action would severely disrupt the
marketplace, bringing adverse affects to sup-
pliers, buyers and consumers alike.

MARKET SUPPLY DISRUPTION
Growers, shippers, wholesalers and retail
and foodservice buyers have spent decades
building the tomato category. The current U.S.
demand for tomatoes is so great that U.S.

production alone couldn't possibly meet the
needs. The U.S. is the largest importer of
Mexican tomatoes totaling $1.3 billion last
year.

Significant restriction of access to Mexican
production would result in a drastic reduction
of the flavorful variety buyers and consumers
currently choose from. The tomato industry
has changed dramatically in the last 16 years
in all parts of the world. It has evolved into
diverse growing areas with many new tomato
varieties. Investment and technology have
helped achieve efficiencies in the production
of an array of tomato types that are distin-
guished as flavorful and appealing to con-
sumers. Nullifying the Agreement would jeop-
ardize the tomato market supply U.S. con-
sumers have come to rely on.

ADVERSE CONSUMER AFFECTS

A new trade dispute would have a signifi-
cant impact on consumers and retail pricing.
One adverse affect would be seen in the
choices available for tomatoes. Market
dynamics demonstrate that a reduced con-
sumer selection of tomatoes would result in
fewer tomatoes being bought. Sadly the hard
work many companies on both sides of the
border have dedicated to building today's
successful tomato category would be
undone.

A trade war would also result in con-
sumers and buyers paying higher prices for a
reduced offering of tomatoes. In the U.S's
new and challenging economic climate, our
industry should be looking for ways to
increase affordable quality products to U.S.
consumers, not decrease the offering and
increase price. The effect of a new trade dis-
pute would lead to a meager and pricey
selection — the exact opposite of what is ben-
eficial to consumers, retailers and the industry
in general.

ECONOMIC FALLOUT

Trade in Mexican tomatoes also has far
reaching economic affects for the U.S. — from
Nogales to Florida and beyond. The Protected
Agriculture Sector in Mexico has created jobs
in the U.S. even during one of the worst eco-
nomic crises since the 1930's. The jobs creat-
ed reside all along the supply chain including
transportation, distribution, and equipment,
not to mention sales and marketing.

The Fresh Produce Association of the
Americas (FPAA) reports a value of approxi-
mately US$816 million freight on board
(FOB) was registered for the trade of Mexican
tomatoes in Nogales, Arizona in 2011 - rep-
resenting 20 to 25 percent of the value of all
produce brought into Nogales. FPAA reports
informal studies suggest 12,000 jobs in the
Nogales area come from produce with
around 3,000 of these jobs related to Mexi-
can tomato trade. Mexican tomato trade sup-
ports a higher caliber of employment since
Nogales workers are U.S. citizens. In contrast,
Florida is a majority employer of seasonal
agricultural labor.

The effects on the distribution chain in the
United States cannot be overlooked. There
are more than 1,000 companies between
the Texas, Arizona and California border dedi-
cated to Mexican produce. Affected compa-
nies include transportation, suppliers, retailers,
pallet manufacturers, and suppliers of car-
tons, fertilizers, and seed - all coming from
the U.S. and representing a significant genera-
tor of jobs.

The FPAA estimates 350,000 overall jobs
result from the protected agriculture industry
with nearly 50 percent of those in the tomato
industry. FPAA further estimates 5 percent of
U.S. residents have jobs tied directly to Mexi-
co (equating to 6 million jobs). Ironically, the
trade interruption could end up hurting Flori-



SOUND REASONS FOR FREE TRADE

The crux of the tomato trade war really comes down to competitiveness, and in this issue the Mexican producers have a great deal of ammunition on their
side. In order to enter the market and become successful competitors, the Mexican tomato industry has been forced to make significant investments in technol-
ogy and creativity. Their hard work has been rewarded with increased demand in the marketplace.

AMHPAC director general Eric Viramontes reports, “Many industry buyers and consumers recognize the quality of product from Florida is just not as desir-
able anymore with the variety of flavorful options from not just Mexico but also Canada and other countries. We don’t want the Florida growers to be out of
business. We don't see this as a war between the Mexican and Florida growers. We have another perspective. “

The Mexican industry claims the biggest reason for Florida's ills lie in the fact that the industry is not doing a sufficient job in being competitive or respond-
ing to the market. “Florida is not doing a good job in becoming more efficient and being able to deliver a high quality product at an accessible price to the con-
sumer,” says Viramontes. “With or without Mexico, if Florida wants to continue to be in the tomato growing business, it is going to have to change. It is unfair
to make U.S. consumers pay for inefficiency, or make the consumer eat a product that’s not of the quality they have come to demand.”

A large part of the quality issue comes down to the harvesting methods of the two different industries. “Most of Florida's tomatoes are picked green so they
can travel longer distances and have a better shelf life,” Viramontes explains. “When the product arrives at the destination market it is put in ripening rooms,
using ethylene gas to turn the tomatoes red. In contrast, most of Mexico's production is ripened on the vine, picked either ripening or fully ripened -- thus better
flavor and better aroma. Green-picked tomatoes have not yet developed their flavor. This is why we've seen an increase in demand for Mexican product.”

The Mexican tomato industry has been challenged many times over recent decades, making its foundations stronger. “Over the last ten to 12 years we have
faced many different accusations of situations that were never proven with respect to regulations, food safety and security,” says Viramontes. “The U.S. has
been very hard in their demands on Mexico. But this resulted in something very positive for our industry. It's forced our industry to become one of the best
industries in the world today.”

Mexican growers have invested in technology that makes them more efficient. They use resources better, they produce with less water, and they utilize pro-
tected agriculture technology. “All this allows us to enhance the elements of nature,” says Viramontes. “These developments have meant Mexico’s tomato
industry now uses around 70 percent less water and has a cleaner product, overseen by third to fifth generation growers that are farmers for the long term.
Most of our growers are college educated. The people working the fields are receiving technical education and we invest a lot of money in training our workers.”

In most other sectors, efficiency and technology are rewarded — like in computers or cel phones. Viramontes states, “Mexico only looks to preserve what it
should rightfully have -- the space in the marketplace that we have built and that we have invested to achieve.”

da's economy as well. Statistics show Florida
benefits from $7.58 billion in two-way trade
between Florida and Mexico, with more than
$2 billion of that in exports from Florida to
Mexico. That “free” trade could be jeopar-
dized by any new trade dispute erected by
the U.S.

A BETTER ALTERNATIVE

A fair and peaceful resolution for the sake
of U.S. consumers and our industry in gener-
al is needed. Tomatoes from Mexico are the
number one food export item to the U.S.
and consumers have driven the demand for
the category. Quality products should be
accessible to consumers without tariffs or
other price markups.

Instead of destroying bilateral agree-
ments that have worked for 16 years, the
focus should be on growing consumption. If
all the growing regions work together to ele-
vate consumption, more consumers will eat
tomatoes and the category will grow even
more. This approach, which the two coun-
tries can work towards together, would not
only improve market conditions but the well-
being of U.S. and Mexican populations.
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Pundit’s Mailbag —
When Confronted With A

United/PMA Merger Question,
What Would Jesus Do?

FROM JIM PREVOR’S PERISHABLE PUNDIT 09.06.2012

the United/PMA Merger, we received this one that
brought in a reference to a well-known Christian
bible verse:

Just when | thought your opus was complete, you
outdid yourself again. Thank you for inspiring me on this
matter. I've been mentally beat down after this failed
merger as | felt industry asked us/me to perform a duty
while I served on United's board & I did not deliver — yet.

Cheers (John16:33) & Shalom !!

— Fred Williamson, President and CEO,
Andrew and Williamson Fresh Produce,
San Diego, California

The bible verse that Fred mentions is as such:

These things | have spoken unto you, that in me ye
might have peace. In the world, ye shall have tribulation:
but be of good cheer; | have overcome the world.

— John 16:33 King James Version (KJV)

The gist of meaning is clear: That as difficult as our state
might be in this world — whatever our trouble and
tribulations — we ought to still take heart. We can know
peace not because life is easy, but because our difficulties are
temporary. The hardness of life prepares us all for eternal
glory, which is guaranteed.

The Greek version of this verse contains the word thlipsis
as the word for “tribulation.” That word is about trouble and
affliction. It comes from a root meaning “to crush, to press,
to break.”

Interestingly, though, the Hebrew text uses a different
word with a slightly more complicated meaning; it uses the
word tsarah. Tsarah refers to both a threatening enemy or
rival, and a time of extreme affliction or stress.

Of course, Jesus may have spoken Hebrew at times, so
looking at the Hebrew text can add meaning. The verse can
be read as enjoining us to a battle that it is certain we will win.
We don't know the timing, but the result is inevitable. We
ought to organize our lives within the context of this
inevitable victory.

We have written so much about the issue of a merger
between United and PMA and have always known there are
valid arguments to be made for many possible outcomes.

The ending of the most recent talks has been unsatisfactory
and will result in substantial degradation in the esteem in

A mong the many letters in response to our articles on

The verse doesn’t preach
that good outcomes are
preordained; it explains that
because of Jesus and his
actions, the result has been
determined. So the logical
guestion in analogizing to the
United/PMA merger talks is
this: Who is to be our Jesus?

which both national associations are held. Industry leadership
failed at the key obligation to either complete a merger or
explain why it is undesirable to do so.

Although we have explained that the focus on the CEOs as
a cause of collapse of the talks is overstated — that these men
became proxies for disagreements over the nature of the
association — still, the fact that it all collapsed around this
leaves a scent of self-dealing that can't help the associations
grow in esteem.

Private companies haven't come out so well either. Many
called us filled with anger and vituperation in the days
following the collapse of the talks, vowing to push the matter.
But, in the end, it appears few care enough or are brave
enough to press the matter in any real way.

The verse that Fred sends us is Jesus talking to his disciples
and advising them that because of his actions — his
willingness to go to the cross — the temporal concerns of the
world will be transcended. In sending this verse, Fred holds
out the hopeful thought that the tribulations of the trade are
difficult but also temporary and the result inevitable. Of
course, that raises a question of leadership.

The verse doesn't preach that good outcomes are
preordained; it explains that because of Jesus and his actions,
the result has been determined. So the logical question in
analogizing to the United/PMA merger talks is this: Who is to
be our Jesus?
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CAUSE MARKETING
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roduce retailers and suppliers are embracing cause marketing,

which involves the cooperative efforts of a for-profit business

with a non-profit organization for mutual benefit. Children

have been the beneficiaries of many of the cause marketing

programs supported by the produce industry. Among those
causes are Let’s Move Salad Bars to Schools, Produce for Kids and
PBS for Kids, all benefiting school children and good health. In addi-
tion to cause marketing programs built around children’s health and
wellness, there are also those that support initiatives such as hunger
relief, autism awareness and diseases like breast cancer.

The Cause Marketing Forum (CMF), located in Rye, NY,
provides executives with easy access to information on Best Prac-
tices in cause marketing through its website, its monthly webinars,
and its annual conference and workshops. “Businesses that become
corporate members of CMF have access to our corporate hotline,
a service providing guidance and introductions to other players in
the field, such as potential nonprofit partners and agencies with
experience creating successful campaigns,” states David Hessekiel,
CMF president.

Kids Come First
In 2002, John Shuman, president and director of sales for

Reidsville, GA-based Shuman Produce Inc., founded Produce for
Kids (PFK). It began with Shuman Produce and two participating
retail chains, and over the years, has developed into a national
program, supported by retailers and produce suppliers across the
country. Today, PFK, based in Orlando, FL, promotes healthful
family eating by providing nutritious meal solutions and resources,
while raising funds for local children’s non-profit organizations. The
marketing programs occur in retail markets with support from
produce suppliers. The campaigns involve advertising, in-store
displays and events, public relations and Internet marketing. Ideal
Meals, another part of the PFK campaign, provide simple, healthy
meal suggestions for busy families, with chef-created, nutritionist-
approved meal recipe ideas, all contained on a 4x6-inch card that
can be merchandised directly in store.

PFK has contributed to several non-profit organizations through
its campaigns. Children’s Miracle Network Hospitals, Let’s Move
Salad Bars to Schools and PBS Kids are among them. More than
$3.7 million has been raised for the organizations, and all funds
raised directly benefit the partner organizations.

Children’s Miracle Network Hospitals raises funds for 170 chil-
dren’s hospitals across North America, which, in turn, use the
money where it’s most needed. The donations support research



and training, purchase of equipment, and
pay for uncompensated care. “We partner
with Produce for Kids annually for a cause-
marketing-related program,” states Maria
Brous, director of media and community

PFK’S LATEST

im Avola, vice president of Orlando,
KFL-based Produce for Kids (PFK),is

pumped up for its latest campaign.
“The new campaign we are launching this
fall, partnering with DonorsChoose.org, is
exciting,” she says. “The campaign, called
Healthy Schools, Healthy Minds, will run
September through October in select retail
chains. Shoppers are encouraged to
support local classroom projects by adding
more fresh fruits and vegetables to their
carts. It's the result of retailers telling us they
were looking for ways to support their local
communities,” she explains.

DonorsChoose.org is an online charity
aimed at helping public school teachers
obtain supplies needed for their class-
rooms. Teachers submit requests for
classroom projects, and individuals can
donate to projects that inspire them.
DonorsCoose.org then buys and sends the
supplies directly to the classroom. To date,
230,000 public and charter schoolteachers
have used the organization to secure $117
million in books, art supplies, technology
and other resources needed.

In partnering with PFK, the projects must
involve good health and fresh produce.
“Teaching children the importance of
healthful eating with fresh fruits and
vegetables from an early age is crucial in the
fight against childhood obesity,” says Avola.
“Funding classroom projects that aim to
teach kids these important values is what
our campaign is all about.”

“We're thrilled to be partnering with
Produce for Kids and participating retailers
to engage the public to fund classroom
projects focused on health and nutrition, ”
says Janelle Lin, eastern region vice presi-
dent of partnerships and business
development with DonorsChoose.org.
“Health should start at a young age, and
what kids are fed and taught at schools
will affect the way they live the rest of
their lives.”

“This  year's  partnership  with
DonorsChoose.org is a great opportunity for

relations for Lakeland, FL-based Publix
Super Markets, Inc. “Aside from our local
CMN hospitals benefiting from our Chil-
dren’s Miracle Network Miracle Balloon
campaign in-store, our customers can feel

CAMPAIGN

PFK to achieve two of its main
goals: educating children on the
importance of a healthful diet with
plenty of fresh fruits and vegeta-
bles and providing funding for
children’s  charities in  the
communities of our retail part-
ners,” explains John Shuman,
president and director of sales

for  Reidsville, GA-based
Shuman Produce Inc. “The
Healthy — Schools, Healthy
Minds campaign will raise
money for the funding of local
health- and nutrition-based
classroom projects, providing
resources for educating chil-
dren in the participating
retailers’ markets.”

Teachers can also fund
their own DonorsChoose.org
projects through the Play
With Your Produce Class-
room  Challenge.  This
includes a 500-word essay

contest regarding a healthy- Wowco\s‘“

eating party using the sponsors’
products, which the class holds.
Photos of the event are required for submis-
sion. Retailers’ customers can join in, too,
with Play with Your Prize Challenge, which
involves social media websites such as
Pinterest and Facebook. A consumer must
pin or post at least three PFK meal ideas or
recipes using sponsors’ products. Winners
receive gift cards to local retailers.

PBS Kids Sprout TV, a 24-hour preschool
television network available to over 50
million U.S. homes, also has been an excel-
lent PFK partner. Its characters and
information are on PFK display units, and
are promoted through PFK social media
programs. In turn, Sprout TV offers in-store
character appearances during PFK retail
campaigns, television spots on Sprout and
promotions through its newsletter.

"We are pleased to have great retail part-
ners and produce supplier sponsors to kick

great about purchasing healthy options and
making a difference in the communities in
which we live and work. Our Produce for
Kids campaign makes it incredibly easy on
the customers to get involved and give back

off our fall campaign,” says
PFK’s Avola. Joining Publix
Super Markets in the south-
east for the campaign are
Meijer Inc., out of Grand
Rapids, M, in the Midwest;
and, in the east and north-
east, the four divisions of
Carlisle, PA-based Ahold
USA Inc., which include
Giant, Martin's Food
Stores, Giant-Landover
and Stop & Shop divi-
sions.”

“The Produce for Kids
campaign is important to
Meijer because it aligns
with  our mission to
educate shoppers about
nutritious eating and living
a healthful lifestyle,” said
Shari Steinbach, MS RD,

Healthy Living manager

at Meijer. “Through the

campaign, we are able to

raise money for local nonprofit organi-

zations within our Meijer markets, such as
children’s hospitals and local schools.”

“For our campaigns, we like to limit the
number of sponsors to eight to 10 and we
lock in the categories to one sponsor per cate-
gory,” says Avola. “Sponsors make donations
in flat amounts, or as a per-unit donation.”

PFK will continue to provide the promo-
tional support it has for other campaigns,
which include Ideal Meals; Parents on
Produce board, a panel of busy working
parents; Ideal Meal demonstration videos
and healthy eating tips and articles. During
each of PFK's semi-annual campaigns, 16
new ldeal Meal cards are offered in a
colorful display unit at retail. Each offers an
idea for assembling a healthy meal using
the sponsored products. By purchasing the
sponsored produce items, consumers help
raise money for the children’s non-profit
organizations. pb
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“OUR PRODUCE FOR KIDS CAMPAIGN MAKES
IT INCREDIBLY EASY on the customers to
get involved and give back during their
regular shopping trips. In addition, we
provide our customers with recipes and

information pieces.”

— Maria Brous
Publix Super Markets, Inc.

during their regular shopping trips. In addi-
tion, we provide our customers with recipes
and information pieces.”

Another kid-centric cause marketing
initiative occurred this past July with Idaho
Falls, ID-based Potandon Produce LLC, and
its Green Giant Fresh Klondike Rose Pota-
toes. Potandon participated in the Box Tops
for Education program, which turns
everyday activities into cash for America’s
schools. Since 1996, $475 million has been
earned through Box Tops for Education,
including $74 million in the 2011-2012 school
year. Thousands of schools have used the
cash to purchase items such as computers,

library books, art supplies and playground
equipment. Twenty-four million participate
in the program every year.

“We are proud to provide Box Tops for
Education on our Klondike Rose potatoes,”
states Dick Thomas, Potandon’s vice presi-
dent of sales. “Being able to offer healthy
potatoes and also give back to schools makes
this program advantageous to everyone.”

Salad Bars To Schools

Let’s Move Salad Bars to Schools is
another popular cause marketing program,
dedicated to helping improve children’s
health. It is a grassroots public health effort

to support salad bars in schools at local, state
and national levels. Its goal is to provide
every child with a choice of nutritious fresh
fruits and vegetables every day at school.
The program supports First Lady Michelle
Obama’s Lets Move! Initiative. Founding
partners include United Fresh Produce
Association Foundation, National Fruit and
Vegetable Alliance, Food Family Farming
Foundation and Whole Foods Market.

Dr. Lorelei DiSogra, vice president of
nutrition and health for the Washington,
D.C.-based United Fresh Produce Associa-
tion, reports, “So far, we have provided
schools with 1,600 salad bars, and that
number continues to grow. Our goal is
6,000 salad bars, a commitment we made
to the White House. We send a monthly
report to the White House on our progress
and the press coverage we have received.
We had great success with our program
during United Fresh’s annual meetings in
various parts of the country, so we are plan-
ning a major push on salad bars for schools
in California during our next meeting there.”

“Recent generous donations from PFK
and Publix Super Markets jump-started salad
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bars in Miami-Dade County Public Schools,”
says DiSogra. “Salad bars were also donated
to schools in Alabama, Florida, Georgia and
Tennessee. Studies have shown the positive
effects of having salad bars in schools, and a
new study is currently underway by the U.S.
Center for Disease Control.”

The Whole Kids Foundation, an Austin,
TX-based Whole Foods Market founda-

Harris Teeter used POS
materials such as shelf-
talkers to promote the

Salad Bars to Schools
program in mid-August.

tion, is a member of Let’s Move Salad Bars
to Schools. In 2010, through the generosity
of Whole Foods Market shoppers, $1.4
million was raised to award 564 salad bar
grants. Due to an overwhelming response,
Whole Foods Market pledged an additional
$1 million to the program. Whole Foods
Foundation continues to work on raising
awareness and funds by encouraging

schools and parents to experience the
difference a salad bar can make in increasing
children’s consumption of fruits and vegeta-
bles. “We truly believe kids will make good
food choices if offered options, and we've
seen it firsthand in lunchrooms across the
country,” remarks Nona Evans, executive
director of Whole Kids Foundation. “The
power of curiosity creates some very
adventurous eaters. It’s inspiring!”

Harris Teeter Inc., headquartered in
Matthews, NC, launched a month-long
campaign in mid-August to bring salad bars
to schools in the Harris Teeter market
communities in support of Let’s Move Salad
Bars to Schools. Shoppers can donate $5 by
texting a number or by visiting the Salad Bar
website. Salinas, CA-based Fresh Express
will match shopper donations up to $15,000.
In addition, shoppers will also be provided
with Harris Teeter's Healthy Lunch 101, a
guide providing parents with tips on how to
pack more fruits and vegetables into chil-
dren’s lunches.

Fresh Express, along with nine other
produce suppliers, and Harris Teeter, will
donate at least 10 salad bars to schools.
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“WE LOVE PROVIDING FRESH APPLES to the food
banks because fresh and healthful produce is
often missing from their pantries. Seeing the
difference we can make in these communities

L3 L3 ,’

is encouraging.

— Andy Tudor

FirstFruits Marketing of Washington LLC

This will benefit more than 5,000
students. The additional produce suppliers
include Alpine Fresh, Modern Mush-
rooms, Monterey Mushrooms, California
Giant Berry Farms, Apio, Wholly
Guacamole, National Mango Board,
National Watermelon Promotion Board
and Marie’s Dressings.

Sports And Fresh Produce
Make A Great Team

Chelan Fresh Marketing, based in
Chelan, WA, selected Fuel Up to Play 60
as a cause marketing program. This in-
school nutritional and physical activity
program, launched by the National Dairy

Council and the National Football League
(NFL), in collaboration with the U. S.
Department of Agriculture, combats child-
hood obesity by helping students make
positive changes in their schools by
improving opportunities to consume
nutrient-rich foods and get at least 60
minutes of exercise every day. The ultimate
goal is to ensure that changes made at
school are sustainable and complement,
but don’t compete, with an academic-
focused environment.

The program encourages the consump-
tion of low-fat and fat-free dairy, fruits and
vegetables and whole grains, plus 60
minutes of physical activity daily. It supplies

science-based nutrition information and
educational materials. Programs are
customized and non-prescriptive, allowing
schools and youths to determine which
tools and resources to use. It requires
ongoing support and participation at the
grass roots level, and 32 NFL clubs actively
support the program.

“Through this partnership, we are able
to put delicious and nutritious foods into
children’s hands across the country,”
remarks Terry Braithwaite, Chelan Fresh’s
marketing coordinator. “We're excited to be
a part of the solution and to be working
with Fuel Up to Play 60 to combat the child-
hood obesity epidemic together.”

Produce Helps Katie’s Krops
Help The Hungry

FirstFruits Marketing of Washington,
LLC, in Yakima, WA, with its Opal variety
apple, has partnered with Katie’s Krops, a
Summerville, SC-based non-profit organi-
zation begun in 2008 by a nine-year old girl.
Its mission is to start and maintain vegetable
gardens of all sizes and donate the harvest
to help feed people in need, while inspiring
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“CAUSE MARKETING INITIATIVES are a regular
part of our outreach efforts...We recently
launched our Take an Organic Step Forward
program, which is a subscription program
where people sign up to receive an email a day
with either a coupon, recipe or other tip for
incorporating organic items into their life.”

— Samantha Cabaluna
Earthbound Farm

others to do the same. Grants are offered
to children aged nine to 16 to start vegetable
gardens where the bounty is donated to
individuals in need. The gardens provide a
sustainable solution to hunger and teach
kids about agriculture, the environment,
nutrition, responsibility and compassion.
Grant winners are awarded up to $400
and a gift card to a garden center in their area,
support from Katie’s Krops and a digital
camera to document the garden and harvest.
Applications for all types of gardens are
considered. Groups of kids, such as classes or
youth groups, may apply. At press time, 51
gardens in 22 states have been funded.

That Familiar Pink Ribbon...
Fresh produce suppliers are offering
retailers other worthy causes to provide to
their customers, which do not necessarily
involve children. Breast Cancer Awareness
Month in October is a popular one. “Our

Together with retail
partners, FirstFruits
Marketing donated
more than 250,000
pounds of fresh apples
to U.S. food banks.

PHOTO COURTESY OF
FIRSTFRUITS MARKETING

Pink Vegetable Tray promotion features
Apio’s Eat Smart Petite Trays with a pink
base for the month of October,” reports
Cali Tanguay, director of marketing and
technology at Guadalupe, CA-based Apio
Inc. The Eat Smart trays will be available
nationwide for consumers to purchase at
their local markets.

Now in the third year of the program,
Apio will be donating $25,000 to the
National Breast Cancer Foundation in
support of its efforts to create awareness
and increase funding toward breast cancer
research. This brings the company’s dona-
tions to $75,000 to date.

Apio was also an early supporter of the
Let’s Move Salad Bars to Schools initiative.
“We proudly donated 10 salad bars to Santa
Maria, California, schools. Supporting
efforts that encourage and provide educa-
tion about healthful lifestyles in
communities is a natural fit for our busi-
ness,” says Tanguay.

With in-creased interest in cycling and
its health benefits, California Giant Berry
Farms, in Watsonville, CA, has been spon-
soring a cycling team, California Berry
Farms/Specialist. The team participates in
many cycling events, including the Cascade
Cycling Classic. “It is an important way we
can emphasize health and fitness and it
provides a spokesperson for our message,”
states Cindy Jewell, director of marketing.
The company promotes breast cancer
awareness month, and the cycling team will
wear pink ribbon jerseys during October at
their races to support the cause. In addition,
the company’s berry packaging will feature
pink ribbons during the month.

Last fall, Shuman Produce partnered
with Susan G. Komen for the Cure by
donating $20,000 to the fight against
breast cancer. In the second year of part-
nership, RealSweet packaging bore the
familiar pink ribbon and colors of the

California Giant Berry
Farms sponsors a
cycling team, which will

wear pink ribbons
during their October
races.

PHOTO COURTESY OF
CALIFORNIA GIANT
BERRY FARMS

campaign on newly designed consumer
bags, bins, 40-Ib. cartons and PLU stickers.
The new consumer bag design includes
specially selected recipes chosen for the
health benefits of their ingredients.
“Shuman Produce is dedicated to
supporting the search for cures for breast
cancer, and our new packaging lets
consumers know we are committed to the
cause,” comments Shuman.

Hunger Initiative A
Winner For Everyone

The Eagle-based Idaho Potato Commis-
sion, selected Meals on Wheels, the oldest
and largest national organization dedicated
to helping end senior hunger, for its cause-
marketing program. Seth Pemsler, vice
president of retail/international, describes
the program: “We have a giant potato
truck, which is on a seven-month tour. A
larger-than-life version of the Idaho potato,
weighing six tons, is on a truck carrying
signs promoting our potatoes along with
Meals on Wheels. The truck will visit one
or two retail stores each day, to help drive
traffic to the store. We have made 75 visits
already, helping to increase awareness of’
local Meals on Wheels programs. The truck
stirs up interest in the charity and simulta-
neously draws customers to the markets.
We are using social media to get our
message out and have direct links to the
Meals on Wheels website.” The Commis-
sion has already made sizable donations to
Meals on Wheels and will make additional
donations in the future.
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Together with retail partners, FirstFruits
Marketing donated more than 250,000
pounds of fresh apples to food bank food
shelves across the United States and
Canada through the 2012 Take A Bite Out
Of Hunger initiative campaign. The initia-
tive’s goal is to help feed the underserved,
while bringing attention to the problem of
food insecurity in the United States. This is
the second year that FirstFruits has part-
nered to make fresh apple donations in a
retailer’s name to local food banks.

Sweetbay  Supermarkets, Sobeys,
United Supermarkets, Grocery Outlet,
Dave’s Marketplace, H-E-B, and JH
Harveys joined in the campaign to fill the
shelves of local food banks. “Our retail part-
ners joined us in supporting a cause that is
critical to our mission of helping the under-
served,” says Andy Tudor, marketing
director at FirstFruits. “We love providing
fresh apples to the food banks because fresh
and healthful produce is often missing from
their pantries. Seeing the difference we can
make in these communities is encouraging.”

Produce Helps Raise
Autism Awareness

Potandon Produce conducted an April-
May Autism Awareness Campaign,
working hand-in-hand with the Autism
Society. “A unique bag closure was created,
using two icons, the familiar Autism ribbon
and the Klondike family kids,” reports
marketing resource coordinator Barbara
Meckler. “Consumers were invited to the
websites of Klondike Brands and the
Autism Society to learn more about the
disorder and how to support it. Two million
specially designed bag closures were distrib-
uted on select packages of Green Giant
Fresh, Sunfresh, and other Potandon pack-
aged potatoes.”

Potandon co-sponsored the Autism
Society’s Autism Champions during the

Chelan Fresh teamed up
with Fuel Up To Play 60,
an in-school nutritional

and physical activity
program, supported by 32
NFL clubs.

month of
April, and shared those stories on its
website. A new installment of the
company’s online animated series featured
a new character, which is certain to bring
increased awareness to the viewership on
understanding and accepting someone
with autism. The company also made a
financial contribution to the Society to
help aid the cause.

Even American Forests Benefit
“Cause marketing initiatives are a regular
part of our outreach efforts,” reports

Samantha Cabaluna, director of communi-
cations for Earthbound Farm, in San Juan
Bautista, CA. “Sometimes we partner with
retailers on their pet projects and sometimes
we launch our own. We recently launched
our Take an Organic Step Forward program,
which is a subscription program where
people sign up to receive an email a day with
either a coupon, recipe or other tip for incor-
porating organic items into their life.”

During the initial launch period, the
company pledged to plant a tree with
American Forests, a Washington, D.C.-
based national non-profit conservation
organization, for every person who signed
up during the time period of April 16
through May 31.

Nearly 50,000 subscribers signed up,
and Earthbound Farm made a $50,000
donation to American Forests. “Cause
marketing is definitely a feel-good experi-
ence for everyone,” adds Cabaluna. “If we
can generate awareness, excitement,
engagement and funding for a deserving
organization whose mission we support,
everyone’s happy. It gives people a reason
to feel good about purchasing Earthbound
Farm organic food.” pb
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The Fall Produce Push

Concord Foods offers
holiday-themed POS
displays that include
recipe pads and IRCs to

use on holiday-related
items, while bountiful
displays of pears pique
consumers’ interest.

Produce departments that don’t take advantage of fall fruit and vegetable
merchandising are missing out on a profitable opportunity. BY LISA WHITE

ummer is considered by many to be

the prime time for produce, but it is

also one of the more challenging

times of year that produce depart-

ments can up the ante. By
successfully merchandising fall produce,
retailers can increase profit potential, while
creating momentum for the slower winter
season. The months just prior to the winter
holiday season, starting in late September and
running until right before Christmas, are a
prime time for promoting fruits and vegetables
that can be geared for fall holidays and activi-
ties. “We feel it is important to be innovative
and introduce new ways to merchandise and
create sales year-round in the produce depart-
ment,” says Mary Mooney, partner at Mooney
Farms, located in Chico, CA.

There is a bounty of products that should
be the focus for fall. In addition to the tradi-
tional new harvest items such as apples,
pumpkins and cranberries, to name a few; other
niche commodities have begun to “crop up” as
the days get shorter. Washington State apples;
bell peppers, cabbage, squash, cucumbers and
eggplant from Florida, Georgia, Michigan and
North Carolina; East Coast broccoli; sweet
potatoes out of North Carolina, Mississippi and
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Georgia; Colorado onions; potatoes from
Washington State and Maine; limes from
Mexico; and mangos from Brazil and Ecuador
are some staple products that can be included
in the roster of autumn produce.

“Of course, this is the time we gear up for
the holidays and family get-togethers, which
involve a lot of traditional produce meals,” says
Carrie Smith, marketing manager at Raleigh,
NC-based L & M Companies Inc. “We have
profiles on all our growers and a library of
photos in order to assist with POS displays.”

While grapes are harvested in late spring
through summer and most of the fall, this time
period is the peak of the season, with most of
the new varieties introduced in the past 20 years
harvested from September through November.
“Demand for grapes has always had an uptick
after Labor Day,” says John Pandol, director of
special projects for Delano, CA-based Pandol
Bros. Inc. “The conventional wisdom was that
back-to-school time drove this demand. I think
the truth is it’s a combination of two factors —
the regional pockets of local produce, such as
Jersey peaches, dry up in September, and the
grapes are really good. We do see the highest
consumption in the fall.”

Because the pear harvest begins in August
and products are available until December, fall
is the season to build out this category, too

[Editor’s Note: see Merchandising Pears article on
pg 114].“We recommend retailers offer eight or
nine pear varieties,” says Kevin Moffitt, presi-
dent and CEO of the Pear Bureau Northwest
(PBN), located in Milwaukie, OR. “From a
merchandising standpoint, it’s best to include
different colors, such as brown, green, yellow
and red”

For Thanksgiving, The Giumarra Compa-
nies, based in