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Green Giant Fresh inks deal with
Box Tops for Education program

By Tim LINDEN

Green Giant Fresh has become the
exclusive Box Tops for Education part-
ner for the fresh produce industry,
according to Jamie Strachan, pres-
ident and chief executive offi-
cer of Growers Express Inc.
in Salinas, CA.

Through its Growers
Marketing subsidiary,
Growers Express is the
master licensee for the
“Green Giant Fresh” brand ™
and manages all of the pro-
duce partners.

Mr. Strachan said that initially, the
popular Box  Tops for Education pro-
gram will be featured on Iceberg lettuce,
Romaine hearts, cauliflower, shrink-
wrapped broccoli and mushrooms. The
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box tops, or coupons, depending upon
the product, are redeemed at the rate of
10 cents per coupon by schools all over

the country. _
The program is the brainchild of
General Mills, which started offer-
ing box top coupons of one
kind or another more than
% 80 years ago. About two
decades ago, the Box Tops
for Education program
and currently
includes more than 100
General Mills products or

brands.

Under the program, schools
collect the box tops and redeem them
for cash, which is used for a variety of
educational items. A recent story chron-
icled an Indiana school that saved the
Continued on page 26

By JOEL GEBET_

PARAMUS, NJ — Peter Romano's
eyes light up when he talks about Fair-
way Market and its produce operation.
Mr. Romano, the retailer’s vice pres-
ident of produce and floral and a near-
ly 40-year veteran of the retail produce
trade, gave The Produce News a tour of
Fairway's only location in the Garden
State in the busy Fashion Center Mall,
here, in upscale Bergen County just
outside New York City.

The retailer, which bills itself as
“like no other market,” is very popular
with shoppers in the New York City
metropelitan area, and Mr. Romano

‘Passion to sell’ sets Fairway Market
apart from the competition

FAIRWAY

Peler Rumano is vice president of produce anu Tloral tor Fairway Market a pop-
| ular six-store chain in the New York City metropolitan area. Mr. Romano, who
has worked in the retail produce industry for nearly 40 years, has been with
Fa|rway smce 1977. (Photo by Joel Gebet)
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said that the firm will open a new store
in Stamford, CT, next month and has
plans to add three new stores by the
end of 2011 — one in Queens, NY, one
on Manhattan’s East Side, and another
in a location yet to be determined —
bringing to 10 the total number of
locations.
“What differentiates us from the rest
is our passion to sell more,” Mr.
Contmued on page 186
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The Produce News
to provide content
to Blue Book
Online Services

CAROL STREAM, IL and
ORADELL, NJ — Blue Book members
will soon have convenient access to
select content from The Produce
News via Blue Book Online Services,
making it easier and faster to thor-
oughly research trading partners.

A Blue Book listing, rating and
business report are usually the start-
ing places when produce profession-
als want to evaluate a new or existing
supply-chain partner. In the near
future, company records in BBOS will
also include a chronological list of
select articles from The Produce News
that reference that company.

“Taken together, this convenient
combination of credit, business and
news simplifies and streamlines the

Continued on page 2

New marketer of
Mexican produce
making debut at
PMA Fresh Summit

BY JOHN GROH

. A group of long-time growers of Mex-
ican produce will sell their products
through a new marketing entity called
Eleven Rivers Growers, which will make
its debut at the Produce Marketing Asso-
ciation’s Fresh Summit convention in
Orlando, FL.

Eleven Rivers Growers will sell fruits
and vegetables grown in the Sinaloa
region of Mexico by 18 growers, who
will be required to meet strict criteria in
order to ship their products under the
“Certified: Fresh & Reliable” brand. The
five “pillars” of the brand are food safe-
ty, traceability, social responsibility, eco-
logical responsibility and quality.

According to a statement issued Oct.

12 by Eleven Rivers Growers, the partic-

ipating growers account for 20 percent
of the winter fruits and vegetables con-
sumed in the United States. The group
will oversee the entire production
process and will conduct rigorous
inspections before allowing products to

Continued on page 24

191 Banana Marketing _ inThe Trenches
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Artisan Lettuce
for the holidays

From Nov. 1 through the end of the year,
Tanimura & Antie’s Artisan Lettuce will be
wrapped 1 a sea- -
sonal package as a
key element of the
company’s nation-
wide Season’s
Bringing promotion.
The integrated mar- ' i
keting program offers retailers merchandising
impact with an appealing package design and
on-pack sweepstakes message that drives
cansumers to Artisanlettuce com  Page 4

New varieties
for Well-Pict

Well-Pict Inc will use
the PMA Fresh Summit
to ntroduce a premium
proprietary  strawberry
variety that was specifi-
cally developed to pro-
duce larger bemies later
in the season as well as
a new proprietary raspberry varigty with
suparior flaver Page 6

Decade of charity
Ten years ago, John Shuman of Shuman
Produce Inc. in Reidswille, GA, had an idea for
a promotional campaign
that would bring much-
needed funding to chil-
dren’s hospitals and also
help him selt more Vidalia
onions that season. Now;,
10 years later, Produce for
Kids has raised more than
$3 milkon for the Chil- A
dren's Miracle Network of 170 hmputals and
for PBS Kids educational campaigns simply
through the sale of produce Page 134

Watermelon hits
new heights

Gordon Hunt of the National Watermelon
Promotion Board joined Dan Van Groningen of
Van Groringen & Sons Inc and Eldon Parker
and Wade Schwark of Lockhart Seed Inc on
an 18-mile, 4,800-foot chimb to the top of
Yosemite National Park’s iconic Half Dome
rock formation, where they handed out sam-
ples and talked to hikers from across the
globe about watermelon Page 170




October 18, 2010 ® The Produce News ® 161

I

i I

oh p
==

1. Gréen= Fijm & sweot
2. Lighter Green— il sweet
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Year-Round Value Starts With Dulcinea:
o

Al the heart of Dulcinea Farms ™ lies true passion, innovation and quality you won't

’{\H;H.l*lh ‘ find anywhere else. Our passion drives us everyday to provide the freshest produce
= and the taste consumers absolutely love. And with passion comes dedication making
Visit us at sure that every bite of a Dulcinea product tastes simply amazing year-round. In
Booth 4757 order to deliver on our promise, we commit to securing the best erawine locations,

shortening our supply chain, implementing a continuous cold chain, adhering to
strict quality standards, providing excellent customer support and having partners

that share in our vision.

PRODUCT. INNOVATION. QUALITY. MARKETING. CONSUMER SATISFACTION.

800.495.1561 ¢ dulcinea.com
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