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Fresh Summit’s worth
the trip, exhibitors say
By Bruce Blythe
Business Editor

ATLANTA — Tim Youmans traveled more than
2,400-miles cross-country for the fresh produce
industry’s biggest annual trade show and found it
well worthwhile.
“This has been a busy day,” Youmans said Oct.
15 from the exhibition hall floor at Fresh Summit
2011. “We’re seeing all the retailers, wholesalers,
foodservice operators and export customers. It’s
been a very active show.”
Youmans, vice president of sales with Watsonville, Calif.-based Driscoll Strawberry Associates
Inc., was among several exhibitors who said they
were pleased with the turnout and potential business generated by the conference, Oct. 14-17 at the
Georgia World Congress Center.
More than 18,000 people from more than 65
countries attended, drawing a similar crowd to the
2010 show in Orlando, Fla., according to the Newark, Del.-based Produce Marketing Association.
PMA president Bryan Silbermann, in his state of
the industry speech on Oct. 15, urged the industry to
step up food safety efforts and increase use of social
media to promote fruit and vegetable consumption.
The produce association touted an updated logo,
with a “Let’s Grow” slogan and the launch of PMA
Exchange (www.pma.com/xchange-intro), a social
networking site that the group said will help member companies increase business.
On the Fresh Summit show floor, many of the
more than 800 exhibitors spread across 600,000
square feet of space — enough for 10 football
fields — offered samples of new products.
John Duffus, director of sales and marketing for
The Garlic Co., Bakersfield, Calif., said the conference was an opportunity to reconnect with customers.
“We had a lot of key customers and new business,” he said Oct. 16 at the company’s booth.
Potandon Produce LLC’s Fresh Summit costs
totaled about $50,000, and were “absolutely worth
it,” said Barbara Keckler, consumer marketing coordinator for the Idaho Falls, Idaho-based potato
company. “It helps us keep up relationships with
buyers. This has been one of our best shows.”
Dole communications manager Bil Goldfield
said his company spent about $280,000 for its exhibit, which included a giant metal globe propped
above a fountain ringed by a rotating fresh fruit
display. The exhibit was “packed” during the first
day, Goldfield said.
“It’s definitely a financial commitment,” Goldfield said. “But we’re such a big brand, it would be
conspicuous if we didn’t have a big exhibit. There is
a return, definitely. It’s important for us to be here.”
Next year’s Fresh Summit is scheduled for Oct.
26-29 in Anaheim, Calif.
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Doug Ohlemeier

Produce Marketing Association chairman Rich Dachman (from left), vice president of produce for Sysco Corp.,
Houston, visits with Dan Duda Jr., president and chief operating officer of Duda Farm Fresh Foods Inc., the fresh
division of Oviedo, Fla.-based A. Duda & Sons Inc., and Sammy Duda, Duda’s vice president of California and
Arizona operations, at the Fresh Summit 2011 expo in Atlanta.

From the
show floor
Better Banana Packs:
Bil Goldfield, communications manager for Dole
Fresh Fruit, displays the
company’s new valueadded FreshPack banana
package. The package
features two chambers of
bananas, one for eating
right away and one with
modified atmosphere for
extended shelf life.
Story, A11

Doug Ohlemeier contributed to this article.

taste of heaven:
Village Farms
introduced the
Heavenly Villagio
Marzano tomato.
Story, A21

Jan DeLyser, vice president of marketing for the
California Avocado Commission, accepts the Produce
Marketer of the Year award from Greg Johnson, editor
of The Packer on Oct. 16. Story, A9
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National Editor

The end to damaging retaliatory tariffs on U.S. produce exports to Mexico is at hand, with
the approval of a Mexican
trucking company to deliver
goods in the U.S.
The lifting of the tariff — expected Oct. 21 — will be an
immediate boost to California
grapes shippers, said Barry
Bedwell, president of the Fresno-based California Grape &
Tree Fruit League.
“There is still a lot of shipping to be done this year, so this
is good,” Bedwell said. “This
being the second-largest export
market, and we certainly welcome back the ability to supply
Mexican consumers with California table grapes.”
The initial retaliatory tariff
on U.S. table grape exports to
Mexico, put in place in 2009,
was 45%. That was later reduced to 20% and eventually
10%.
“We are very much looking

forward to getting it to zero
where it belongs,” Bedwell
said, adding that Calfornia
grape exports will be active
through November.
One Mexican carrier —
Transportes Olympics — will
be issued long-haul operating
authority in the U.S., according
to a notice in the Federal Register. When the first Transportes
Olympics truck crosses, Mexico will lift its 10% retaliatory
tariffs in place against U.S. apples, cherries, grapes, oranges,
onions and other commodities
tied to the long-running crossborder trucking dispute.
In 2010, the U.S. exported
$217 million of apples to Mexico, $72 million of tomatoes,
$43 million of pears, $35 million of fresh potatoes and $32
million of grapes.
Ricardo Alday, spokesman for
the Mexican Embassy in Washington, D.C., said cross-border
trucking will benefit producers,
consumers and businesses on
both sides of the border.
Mexico put the tariffs in

Washington, D.C.-based
United Fresh Produce Association and Newark, Del.-based
Produce Marketing Association
are once again looking at the
potential for a merger.
Steffanie Smith, chief executive officer of River Point Farms,
Hermiston, Ore., and immediate
past chairwoman of United
Fresh, and Mike O’Brien, immediate past PMA chairman and
vice president of produce and
floral for Schnuck Markets Inc.,
St. Louis, led the task force considering the merger.
Smith declined to comment
on the discussion, but released a
statement from the task force.
“Earlier this year our two associations formed a joint task
force to look at potential synergies and future opportunities,”
according to the statement.
“That group has met twice to
continue its dialogue.”
The task force presented its
findings to the United Fresh and
PMA boards, which voted to
continue discussions with “outside experts to lead a rigorous
process of due diligence,” according to the statement.
United Fresh and PMA staff
deferred comment about the
process to O’Brien and Smith.
O’Brien didn’t return a call on
Oct. 20.
Smith said there are 12 participants in the joint task force
looking at the possibility of a
merger, six from each organization. The names of the participants are not being released, she
said.
There is no timeline established, Smith said.
“Both groups agree that the
due diligence will dictate the
timeline,” she said. “This is not
something to be rushed.”
Various industry leaders contacted about the discussions declined to comment.
Tony DiMare, vice president
of the DiMare Co., Homestead,
Fla., said if there is an opportunity for both organizations to
consolidate in some way, that is
what they are looking to do.
“Bottom line, the crux is to
explore if there are synergies
(with the two organizations),
and I think there are.”
These recent discussions are
not the first time that PMA and
United Fresh have considered
the possibility of a merger. In
2007, six months of discussions
failed to yield a merger agreement.
In 1995, United Fresh leaders proposed creating one new
national association. In response to that proposal, PMA
offered to absorb United under
a plan that contained “non-negotiable” terms and merger
talks were eventually abandoned.
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As trucks enter U.S.,
Mexico drops tariff
By Tom Karst
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place in 2009, shortly after the
U.S. ended a pilot program that
had allowed Mexican truck
drivers to operate in the U.S.
The dispute dates back to the
1994 North American Free
Trade Agreement, which promised cross-border access when
the deal was approved.
Delays tied to environmental
concerns and union opposition
eventually led Mexico to seek
retaliatory tariffs on U.S. goods
and was authorized to do so by
a NAFTA dispute settlement
panel.

Unsanitary conditions at the
Colorado packing facility that
shipped cantaloupes infected
with listeria were likely contributors to the deadly listeriosis
outbreak, according to the Food
and Drug Administration.
That was the highlight of an
Oct. 19 conference call with
FDA, Centers for Disease Control and Prevention and Colorado health officials on the results of inspections of Granada,
Colo.-based Jensen Farms, the
source of the contaminated cantaloupes.
As of Oct. 18, the outbreak
had killed 25 and sickened 123
people in 26 states, according
to CDC.
Outbreak A2 u
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Going rates
Retail prices for asparagus
per bunch in eight markets
across the U.S. averaged $3.42
on Oct. 12. Prices are from four
area chains.
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Seattle
High: $3.99
Low: $1.99
Average: $3.49

l

Los Angeles l
High: $4.99
Low: $3.99
Average: $4.24

Source: U.S. Marketing Services, Sonoma, Calif.
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Detroit
High: $3.99
Low: $2.99
Average: $3.47
Chicago
High: $3.34 l l
Low: $1.99
Average: $2.70

l
l

l
l

Dallas
High: $3.99
Low: $1.88
Average: $3.46

Boston
High: $3.99
Low: $1.99
Average: $3.07

New York
High: $3.99
Low: $2.99
Average: $3.62

Atlanta
High: $3.99
Low: $2.79
Average: $3.29
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Mann Packing plans Fall into Fall coupons
Florets and Blend; Broccoli and
Carrots; Broccoli and Cauliflower; Vegetable Medley; California Stir Fry; Broccoli Wokly; and Cauliettes.
Last year’s redemption rate
on the promotion was 22%.
Then in November, Mann
and King Arthur Flour will offer 55 cents off any King Arthur
Flour product with the purchase
of Mann’s sweet potato and butternut squash products.
The on-pack offer includes a
recipe for golden sweet potato
muffins.

By Mike Hornick
Staff Writer

Mann Packing Co. Inc. is
putting instantly redeemable
coupons on 100,000 packages
of seven products in October,
the first of three planned promotions.
The annual Fall into Fall offer is for 55 cents off any two
packages of Salinas, Calif.based Mann Packing products
sold in the U.S., according to a
news release.
The products are Mann’s

That same month in the U.S.
and Canada, Mann’s annual
Fall Harvest Holiday recipe
card and coupon will go inside
100,000 packages of its Broccolini.
The coupon is for $1 off any
Mann’s fresh-cut vegetable
item. The card features four
recipes: Mann’s Broccolini
and pork loin baguettes; butternut squash and Broccolini
salad; butternut squash soup;
and harvest slaw salad.
More information is available
at www.veggiesmadeeasy.com.

By Coral Beach
Staff Writer

Mann Packing
offers consumers
coupons for fresh-cut
vegetables on seven
products.

Tricks of the trade boost impulse sales
T
he online NBC Today segment
was titled, “How Supermarkets
Trick You.”
The Internet heading used is what we
call in the journalism game “the hook.”
This compels readers to click on the
link (as I did) and listen to co-host Matt
Lauer hand the story off to a network
reporter. Then, with the assistance of a
couple self-proclaimed experts, the reported proceeded to explain how grocers use high and low technology to
maximize sales.
My response: “Yeah ... so?”
The segment rehashed how grocers
place staples like milk and eggs in the
far reaches of the store. Or moaned on
the fact that grocers provide oversized
carts, knowing some people won’t stop
shopping until the cart is full.
The tips offered to minimize the grocery bill are predictable: Don’t shop
hungry, leave the kids at home and realize that eye-level products may not be
the best value.
At this point I’m still waiting for the
deception to begin. I mean, does a
phantom grocer push unwanted items
into the cart at some point? Does the
grocer lead the poor unsuspecting shop-

per down a mirrorwalled aisle that
transposes prices or
puts them into a buying-frenzy trance?
The overriding reality is that the grocery business is driven by a basic human
need: hunger. BeThe Produce
yond that, grocers
Aisle
know that consumers
By Armand
are more than open
Lobato
to suggestion. In fact,
shoppers are mostly
predictable in buying habits and very,
very impulsive.
Who says so? They do.
We don’t need high-priced information services to know this. We have all
the data we need, especially in the produce department. Included in hundreds
of shopping lists left behind and swept
up is a common message.
The lists may detail “bread” or a can
of Spam, but when it comes to produce
purchases what is usually listed are two
things: “fruit” and “stuff for a salad.”
That, my fellow postharvest specialists, is where we come in.

Wal-Mart pulls the plug
on its store concept trial

The produce-related items gleaned
from our inglorious, littered surveys reveal that produce purchases are based
nearly entirely on impulse.
By building fresh, abundant displays,
this compels shoppers to buy.
By combining themes or samples, if
anything we are helping to fill their
scribbled orders with healthful choices.
But it’s only by providing absolute
fresh offerings that this can be accomplished. If you try to push shriveled lettuce because you’re long, you’ll not
only miss your aim but will lose other
sales as a result.
Push the fresh heads instead, and
you’ll also see the radishes, cukes, tomatoes and other items sell. All of
which match up with the “stuff for a
salad” part of the list.
Build nice displays that appeal to the
senses. If this is marketing trickery, I
suppose we’re guilty.
Armand Lobato works for the Idaho
Potato Commission. His 30 years of
experience in the produce business
span a range of foodservice and retail
positions. E-mail armandlobato@
comcast.net.

Time will tell, as the expression goes, and less than three
years has apparently been long
enough for Wal-Mart officials to
tell that their Marketside store
concept isn’t working. The retailer’s four Marketside stores in
Arizona were expected to close
Oct. 21.
Wal-Mart opened the smallformat Marketside stores in 2008
in four Arizona locations: Mesa,
Chandler, Gilbert and Tempe.
Generally about 15,000 square
feet, the stores emphasize fresh
produce and prepared foods. At
the time, Wal-Mart officials said
they wanted to fill the niche between traditional grocery stores
and convenience stores.
The Marketside stores were in
head-to-head competition with
Tesco’s Fresh & Easy stores,
which are in Arizona, California
and Nevada. In September, Tesco announced it would open six
new Fresh & Easy stores in
Sacramento, Calif., in addition

to the 13 already in the state.
One Wal-Mart executive
heavily involved in the Marketside concept is no longer with
the company, having been hired
in late September by Family
Dollar Stores Inc. for a recently
created position of senior vice
president of food.
According to a news release
from Family Dollar, Trey Johnson “led the development of
Wal-Mart’s Marketside format
as its chief merchandising officer.”
News of the Marketside closings came just two days after
Wal-Mart officials announced
at a fiscal year 2013 global
capital expenditure program of
$13 billion $14 billion.
Also at their annual conference Oct. 12, company officials
announced Wal-Mart will leverage operating expenses for the
current fiscal year and plans to
reduce operating expenses as a
percentage of sales by more than
100 basis points over the next
five years. They predicted 5% to
7% growth in sales for next year.

Merchandising: watermelons
u Mexico and Florida supply watermelons to the U.S.
market from October through January. Mexican volume
hits a peak in November and December.
For more tips, go to www.producemarketguide.
com.

Market lowdown
u About 7% of consumers report eating fresh
watermelon once every two weeks, according to the NPD Group’s 2010 National Eating
Trends.
u Fresh watermelon consumption indexes
toward working parents, and was highest
in the east north central states.
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Keeping it fresh and sweet…year-round!
Dulcinea Farms™ is passionate about providing the best tasting produce
in any season. Our melons are simply irresistible and bursting with flavor.
Each product we bring to market has been carefully selected to meet the
standards we have set for ourselves: consumer tested, retail accepted
and always with unique characteristics. Executing on our quality promise
takes dedication – from planning and harvesting to delivering the best
tasting melons to customers. Partnering with growers and suppliers who
share the same passion and commitment has been a key to our success.
Enjoy the Dulcinea difference year-round!
®

PRODUCT. INNOVATION. QUALITY. MARKETING. CONSUMER SATISFACTION.
800.495.1561 • dulcinea.com

