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Marketers maintain
interest in tropicals

By Abraham Mahshie
Speial o The Packer

in wugh economic times, ropical
frum suppliers are relying on Asian
and Higpanic consumers as depend-
able purchasers of the category, even
io the point of offering new items.

“Tropicals that a lot of people
itk are specialties are mainstay
iiems by a lot of Hispanic and
Asian customers,” said Mark
Vertrees, marketing manager at
M&M Farms, Miami. “It's not a
specialty to them — i’s a staple to
them for a lot of those products.”

Mark Falkner, director of sales
for limes and wopicals for L&M
Cos.. Raleigh, N.C., said he thinks
wopicals are picking up in demand
right now due in part to the surge in
interest for Asian fruit and mangoes.

“Hispanic areas are a good place
preity much to target, but there are
other areas,” he said. “The East
Coast right now has really picked
up.”

Mary Ostlund. marketing direc-
wor of Brooks Tropicals Inc., Home-
stead, Fla., agreed mewropolitan ar-
eas are 4 SWONE revenue-generator,
but, she adds, “we are seelng it seep
through” to Tural communities out-
side of the (raditional population

centers for ethnic groups.
“Obviously, if you've got a goud
size Hispanic community, you're
looking for Hispanics,” she said.
“But (wopicals are) gathering favor
among all demographic groups.”

Growth areas

Robert Schueller, director of pub-
lic relations for World Variety Pro-
duce, Los Angeles, said the lychee, a
grape-like fruit with a leathery, pee-
lable skin is common in Asia and
gaining attention now in the U.S.

“Lychees are actually a popular
fruit in the Asian cuisine,” he said of
the fruit imported from Mexico, Tai-
wan and Israel. “Now they are pret-
ty much crossing over to main-
stream Americans through Asian
cuisines or fine drinks and liqueurs.”

Schueller said Thailand-grown
mangosteens have also seen about
4 25% increase in demand over last
year, the first year the fruit was of-
fered.

He added mangosteens are pene-
wating most major cities and Asian
stores provide high demand, but
high-end foodie-type stores are also
providing the specialty tropical.

Jessie Capote, vice president of
operations and co-owner of J&C

Tropicals Inc., Mianu, said a less
obvious fruit — the plantain — is
also growing in sales.

“What’s
new is just
maybe the
plantain  bhas
taken really
the forefront
for us,” he
said. “Tt began
picking  up
speed a couple
of years ago
and demand
continues (0
increase.”

Capote said though predomi-
nantly a Hispanic commodity, use
in fried chips and at restaurants is
helping plantains make headway
among Anglos.
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Eddie Caram. general manager ..

of New Limeco LLC, Princeton,
Fla., said mamey continues to be a
very popular item that not only sells
well among Hispanics, but also
Asian and Polynesian communities.

Caram said more often than
chain stores, mamey is in food
markets and ethnic grocery stores,

but it is available at Americana |
grocery stores in Baltimore as well | |
|

as Publix and Winn-Dixie super-
markets in South Florida.

Crowers promote colorful tomatoes

By Don Schrack
Staff Writes

The fresh produce rainbow has
long displayed eye-catching colors.
it has been only recently, however,
that fruit and vegetable growers
have developed commodities with
nontradinonal hues.

There are biue apriums. bright red
corn, purple artichokes and multiple
colors of carrots #id cauliflower. Not
10 be vutdone, the tomato calegory
now finds its venerable reds sharing
shielf space with yellow, orange and
even brown rela-
fves.

“I’'s a really ﬁ
curious-looking “yAR
Lomato, and g 48
sometimes  cu-
nosity is a great
thing,” Monique
Mclaws, marketng manager for
Ladera Ranch, Calif-based Dul-
cinea Parmy LLC, said of the eom-
peny’s Russo Bruno brown 1omato.

The decision to market the
brown-skin, brown-flesh vatety
was not based on the fruit’s color.

“Whar was most intriguing about
this tomato was the flavor attributes,”
McLaws said “The Rosso Bruno
consistently provides the balance be-
iween the sweemess and the acidity

“They don't have the
same flavor characteris-
tics as the reds. They
hiave their own unique
flavor.

Tefl Dolan
DiMare Newman

Y
that really bring out the ton:natuhavor
you remember from home grown.”

Now in the third year of markefing
Rosso Brunos, sales continue to in-
crease and Dulcinea Farms remains
committed to the variety, McLaws
said. It also is committed to the chal-
lenge of educating the public about
the commodity’s unusual color.

“The consumer acceptance is
there, once shoppers understand
the variety,” she said. “And once
consumers ry it, they love A

Not all nonred tomatoes have
been sales suecesses. Oceanside
Produce Inc., Oceanside, Cabif,
was convinced it had a winner a
few years ago when it began grow-
ing and marketing a yellow tomato,
said Bill Wilber, president and di-
rector of marketing.

“We had about 7 acres, and 1t
was greal,” he said. “The next year

we went to 30 acres and destroyed
the market.”

Oceanside Produce is no longer
marketing the yellow varety.

DiMare Newman, Newman,
Calif., continues to market a limited
supply of low-acid yellow tomatoes
primarily to retail, said Jeff Dolan,
field operations manager.

“They don’t have the same flavor
characteristics as the reds. They have
their own unique flavor,” he said,
“and it’s a wonderful color comple-
ment (o a salad or other uses.”

A cause for concern at DiMare
Newman, Dolan said, is that grow-
er-shippers are developing more
and more varieties of tomatoes, but
the category’s overall volume 18
not increasing.

“The yellow tomato deal is a
good market but a limited market,”
he said.

The disappearance of nonred
tomatoes from Oceanside’s inven-
ory does not mean the compan
has abandoned any thought af'mar':f
keting different colors of tomatoes,
Wilber said.

But any commodity must have
the potential for profit

“Retail likes to have them (the
nonred tomatoes), but they’re not go-
ing to move tremendous numbers,”
Wilber said.
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Bringing You the
Most Flavorful Fruit
in the World

White Flesh Peaches and Nectarines,
Saturn White Flesh Peaches,
Plumcots, Conditioned Yellow Flesh
Peaches and Nectarines, Plums,
Apricots, Apriums and Grapes

Home of the
Great Whites
and Flavor Safari
Premium Fruit Program

866-FLAVOR1

Call Don Goforth, Duncan Marriott,
Doug LaCroix, Doug Ensz, Andy Muxlow,
Kathy Crippen, Debbie Garcia or Dovey Plain

Fax: 559-595-7795 « www, familytreefarms.com
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" YEAR-ROUND VALUE

starts with Dulcinea:

Dulcinea Farms" created a new Category of premium produce that
guarantees an exceptional taste and eating experience. With a unique
solution based approach to providing the freshest and best quality
produce year-round, Dulcinea® is committed to product development,
innovation, quality, marketing and consumer satisfaction.
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