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Dulcinea Launches
New Products & Promotions

Focus on Promotion

By Tom Fielding
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Dulcinea Farms,
LLC has never been a
company that stands pat
on its success, and this
summer the home of
colorful and sweet melons once again is coming up with new and
innovative ideas. From
new enhanced retail bin
signage to the introduction of specialty melon
varieties, the summer of
2013 will be a busy time
for the Ladera Ranch, CA,
company.
Corey Hill, marketing associate for Dulcinea,
said this summer Dulcinea is rolling out colorful,
high quality bin signage for their Ruby Bliss seedless watermelons. “It’s a one-step custom, snap on
display piece, providing ease for the retailer. The
signage features recipe pictures to offer ideas to the
consumer on fun way to enjoy their watermelon.
With pre-installed clips for fast easy one-step attachment, this turnkey display kit can be put together
in minutes.”
Whether in the produce department or as a
special display as consumers enter the store, Hill said
the high graphic bins will catch the customers’ eyes,
and with summer fast approaching it’s a perfect time
of year. Hill said, “Retailers have been very positive
about the look of the new bin signage graphics.”
Research has shown that consumers now
want to be much more aware and informed of
where their product comes from. They are interested not only in the regions where their produce
is grown, but also the people who grow it.
Dulcinea has created an entire new signage
program that focuses on that aspect. “This year,”
Hill said, “our signage will be specific and highlight

not only where they are grown, but also the farmers
that grow them.”
Caley Larraga, marketing associate at Dulcinea,
said that Dulcinea’s melons are grown in California,
Arizona, Kentucky, North Carolina and Florida during the summer months, and “we want to highlight
not only the growing areas, but also the growers.”
Hill added, “There will be grower write-ups,
farmer profiles and our product will be featured
alongside those profiles. It’s a great way to learn
more about the areas where our products are
grown.”
According to Hill, there are numerous methods of signage that are customizable for retailers.
“Retailers can choose from sign toppers, price cards,
iron man signs all the way to larger posters.”
In Dulcinea’s melon category, the big movers over the years have been the PureHeart Mini
Watermelon and Extra Sweet Tuscan-Style Cantaloupe. This summer, those two stars will have a
supporting cast of melons that everyone is very
excited about.
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Hill said,“We are expanding our specialty season melons this summer. In July we are introducing
a couple new melon varieties that all come out of
the San Joaquin Valley here in California. This year
the Honey Bliss honeydew melon will be back which
has a delicious and enhanced honeydew flavor. It
is slightly netted on the outside with a beautiful
white flesh. They will be available throughout the
summer.”
Larraga said a new honeydew variety will be
the Orange Bliss. “It’s quite unusual with a great
flavor and has a bright orange flesh and will be
available for a limited time between mid-July and
mid-August.”
The final newcomer to Dulcinea’s melon
stable will be the Sunny Gold mini watermelon
that has a bright yellow flesh. “It’s sweet and deli-

cious,” Hill said. Like the Honey Bliss Honeydew,
the Sunny Gold yellow watermelon will be available
throughout the summer.
But melons aren’t the only Dulcinea product
with exciting news this summer. Hill said, Dulcinea’s
Primodoro tomato program has now expanded to
a 52 week year-round program. “These delicious,
bite-sized tomatoes have a unique shape and are
great for snacking. They are flavorful and sweet,
with a 5-10% higher brix than other tomatoes in its
category. They come in a 10.5 ounce clamshell.”
Of course, we can’t talk about Dulcinea Farms,
embarking on its second decade in 2013, without
talking a bit about their two premier players.
Hill and Larraga said that the Tuscan-Style
cantaloupe has started its 2013 production. They
will be on store shelves through November. Consumers and retailers can find recipes about it,
along with all Dulcinea products, on the company’s
website (trust me, try an Extra-Sweet Tuscan-Style
cantaloupe wrapped in prosciutto…you’ll think
you’re in Italy).
Last, but certainly not least, is the performer
that started it all more than a decade ago. In a
little more than ten years, the PureHeart mini
watermelon has helped the category reach more
than $200 million in retail sales. This year-round
mini watermelon program started Dulcinea Farms
on its road to many other new sweet varieties of
melons and tomatoes that consumers across the
nation enjoy today.
It will certainly be interesting to see what the
next decade holds in store for Dulcinea, but rest
assured, they will never rest on their success.
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