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USA Onions
launching grilling
promotion

Following the precedence set by its 2012
onion grilling campaign, USA Onions/Idaho-
Eastern Oregon Onion Committee is launching
an all-new program this football season in
conjunction with Boise State Bronco football
home games. As part of the tailgate-themed
promotion, Idaho Gov. Butch Otter will com-
pete at the grill against a surprise opponent
during the Broncos’ matchup with University
of Southern Mississippi Golden Eagles at
Boise State on Sept. 28. Page 6

Maine broccoli
offers advantages 

With the Maine broccoli deal set to kick
off in mid-July, Fresh From the Start is touting
the advantages it offers to retail and whole-
sale clients looking for top-quality product.

The Riverhead, NY-based
company, which operates
as a division of Hapco
Farms, offers customers
the opportunity to buy
product that is several

days fresher than what comes from the West
Coast. In addition, attractive freight rates
enable customers to obtain significant sav-
ings. Page 8

Australian citrus
looking good

DNE World Fruit LLC kicked off its 2013
Australian sum-
mer citrus pro-
gram with the
early-July arrival
of the first ves-
sel into the port
of Long Beach in
California.  

‘The quality
has been excel-
lent in the pack-
ingsheds in Aus-
tralia,’ said Stu
Monaghan, Aus-
tralian citrus
program manag-
er for DNE.
‘We’re seeing high color and great flavor right
from the start from each of the growing
regions.’ Page 12

Guatemalan
rambutans now
available

HLB Specialties, a Pompano Beach, FL-
based supplier of tropical produce items, is
now shipping
rambutans from
Guatemala.
According to the
company, the
rambutans come
from the largest
and oldest grower
in Guatemala and
are not irradiated. Additionally, the
Guatemalan fruit is larger in size than fruit
from Asia and has a deeper red color. The
season begins in May and runs through
November. Page 10

INSIDE

RETAIL VIEW
Tim Linden

Could Kroger acquisition
signal new cycle of mergers?

The Kroger
Co. announced
July 9 that it has
agreed to
acquire Harris
Teeter Super-
markets for
about $2.5 billion, which has led some
to speculate that a round of supermar-
ket acquisitions may be in the offing.

Retail mergers seem to be cyclical,
and in the past, one merger often
seemed to beget another. 

“I do think we might see a number
of them,” said Ed Odron, who for
many years was in retail produce man-
agement with Lucky Stores and now
operates Ed Odron Produce Marketing

Consulting in Stockton, CA. “The econ-
omy has bottomed out and is turning
around, and I think there are a lot of
candidates for acquisitions.”

Another longtime retailer-turned-
consultant is Dick Spezzano of Spez-
zano Consulting Service in Monrovia,
CA, who said, “I think this could be
the start of a cycle.” 

Spezzano reasoned that most of the
Continued on page 22

BY RAND GREEN

Harvest of the 2013 California garlic
crop both in the San Joaquin Valley and
in the Gilroy area were just getting
under way in early July, but strong
demand was paving the way for an opti-
mistic outlook for the season.

“So far, the crop looks very good,”
said Bill Christopher, president of
Christopher Ranch LLC in Gilroy. “Last
year, yields were down a little bit. This
year, yields are going to be average to
good,” and the size of the garlic is also

good, “so there will be plenty of fresh
California garlic for the market this
coming year.”

Currently “we are topping the early
garlic in the San Joaquin Valley” and
also in the Gilroy area, and “we are
pulling late garlic in the San Joaquin
Valley, so the harvest is in full swing,”
he said.

Industrywide, garlic acreage in Cali-
fornia may be up about 5 percent over-
all, Christopher said. The increase
might have been higher than that,

Harvesting California garlic for the fresh market. 
(Photo courtesy of Christopher Ranch)

Walmart
announcement
gives big boost
to PTI concept
BY TIM LINDEN

The recent announcement by Wal-
mart that its produce suppliers have
to be compliant with the Produce
Traceability Initiative by the end of
the year should give the concept the
impetus it needs to become the
industry standard sooner rather than
later. At least that is the view of sever-
al industry observers who are well
versed on the subject.

“This is a tremendous step forward
for the industry,” said Dan Vaché,
vice president of supply chain man-
agement for United Fresh Produce
Association. “When you have a major
retailer taking this position, it moves
us that much closer [to whole chain
traceability].”

The Produce Traceability Initiative
was launched a half-dozen years ago
following the 2006 E. coli outbreak
associated with fresh spinach, which
caused the virtual collapse of that
item in the marketplace. 

In a relatively short timeframe, the
industry came together and deter-
mined that there has to be a way to
trace product from the field to the
fork in an effort to identify, pinpoint
and limit future food-safety issues
without eliminating an entire com-
modity from the grocery shelf. 

This was essentially the same
process the meat industry went
through years earlier when food-safe-
ty issues also resulted in total product
disruption. Today meat recalls still
occur, but they are surgical in nature
and rarely cause much of a ripple.

PTI was developed with input up
and down the supply chain, and a rel-
atively quick timeline was established
for compliance with various mile-
stones along the way. Though the
effort was always voluntary, the cloud

Continued on page 20

Attention PMA Foodservice attendees:
For the latest coverage from the con-
ference in Monterey, CA, be sure to
sign up for The Produce News Daily

at www.theproducenews.com.

Good production, quality and sizes seen
on California garlic as harvest kicks off

Continued on page 22



BY CHRISTINA DIMARTINO

“We will have our full line of
fresh whites, browns, exotics,
and quick-blanch mushrooms
on display at our booth, num-
ber 126, at the Produce Mar-
keting Association Foodservice
Conference & Expo,” said Bob
Besix, senior vice president of
sales and marketing for Coun-
try Fresh Mushroom Co. now
headquartered in Toughkena-
mon, PA. “We moved into our
new packing facility just out-
side Kennett Square in April of
this year.”

Besix will be joined at the
PMA Foodservice Expo by
Country Fresh Mushroom staff
members, Dave Santucci,
regional sales manager, Mid-
west, Kirk Wilson, regional
sales manager, Southeast and
Laura Matar, vice president of
sales and operations.

Besides promoting its full
line of mushrooms at the expo,
the team will be telling visitors
about the new state-of-the-art
packing facility, and its family-
owned growers’ continued

expansions and upgrades,
including new and sophisticat-
ed Dutch growing technology.
Besix said the technology “has
us well positioned to service
our customers. Over and above
servicing our customers, we
believe our sustainability and
environmental efforts have us
well positioned to remain a
strong, vibrant organization all
while doing our part to reduce
our environmental  footprint.”

Country Fresh Mushrooms’
efforts include more efficient

packing as well as the indus-
try’s first solar panel farm,
reclaiming water systems, ener-
gy efficient cooling, walking
path, tree planting and a move
to more products in sustain-
ability packaging. The compa-
ny also has a transportation
fleet that exceeds the Environ-
mental Protection Agency’s
2010 emissions standards.

The company will also be
displaying new packaging at
the PMA Foodservice expo.

“We will be showing new

tray packs and combo packs
both available for white and
brown mushrooms,” said
Besix. “And we’ll introduce a
new quick blanch product that
provides greatly improved shelf
life.”

Country Fresh Mushroom
Co. offers a diverse product
line. Roughly half of its busi-
ness is in the foodservice sec-
tor, and it is working to expand
this portion of its business.

Through its logistics’ arm,
CF Logistics, the company
ships to nearly every corner of
the country. The company’s
core trading areas include the
Northeast, Southeast, Midwest,
Mid-Atlantic and West Coast.
Its products can also be found
in much of the Caribbean and
afloat on many of the major
cruise line’s ships.

“We are fortunate to have a
diverse customer base ranging
from fine dining to quick-serve
restaurants, as well as proces-
sors,” Besix noted. “They all
contribute to the success and
growth of the Country Fresh
program. While recent eco-
nomic pressure has everyone
paying more attention to their
operations’ efficiencies, and
chefs and operators are fight-
ing the same battles, they are
all looking for value for their
money. Country Fresh delivers
value via quality products and
services. We have been fortu-

nate to align ourselves with a
well-managed organization,
and by working together with
our customer base, we have
performed well through these
challenging times. Our com-
mitment is in being a partner
with our customers and strate-
gically putting a plan into
place with them to overcome
these obstacles.”

Country Fresh Mushroom
recently added two industry
experts to its sales team. David
Santucci, regional sales manag-
er, Midwest, learned the mush-
room business from the
ground up, having spent 40
years working on his family-
owned farm.

“Dave is well-versed in all
aspects of the mushroom busi-
ness, from growing and harvest
to the customers dock door,”
said Besix. “His knowledge and
commitment to customer ser-
vice is a great addition to the
Country Fresh team.

“Kirk Wilson has also joined
us as regional sales manager,
Southeast,” he continued.
“Kirk brings 26 years of sales
and marketing, operations and
logistical experience to the
Country Fresh team, with the
last six years focused on the
mushroom industry.

“His wealth of knowledge
will drive our continued com-
mitment to operational effi-
ciencies, product quality and
outstanding customer service.
Kirk’s customer needs focus
positions Country Fresh for
continued growth,” Besix said.
“Both men, who are mush-
room program experts, are
available to drive growth with-
in our customers’ mushroom
programs.” 

Besix also noted that the
company offers freight oppor-
tunities for its customers,
allowing them to receive the
mushroom shipments and
other products with only one
truck arriving at its dock, there-
by increasing efficiencies.

July 15-29, 2013 • The Produce News • 57

producenews.comUPDATES

56 • The Produce News • July 15-29, 2013

producenews.comUPDATES

Q u a l i t y.  Va l u e .  S e r v i c e .

800.495.1561  • dulcinea.com

Co
py
ri
gh
t©
20
13
D
ul
ci
ne
a
Fa
rm
s,
LL
C.
™
Al
lR
ig
ht
s
Re
se
rv
ed
.S i m p l y  t h e  b e s t

F L A V O R!

BY TIM LINDEN

Tom Bellamore, the presi-
dent of the California Avocado
Commission, has had a diverse
career and life that took him
from the Garden State of New
Jersey to the harsh climate of
the far reaches of Alaska before
he began calling sunny and
mild Southern California
home.

He was born in New Jersey
as a first-generation Italian
American in the early 1950s.
His parents were intent on him
and his two siblings assimilat-
ing quickly. It started with his
last name before he was born.
In Italy, Bellamore has a dis-
tinct melodic sound pro-
nounced “Bell - a - more - ray.”
But Tom and his brother and
sister were “Bell - a - more.“
“Our parents went to great
lengths to Americanize us,” he
said. “I don’t remember grow-
ing up cognizant of our immi-
grant status.”

Though the young Tom
grew up in Bergen County,
which is a densely populated
area in New Jersey, his modest
house happened to border
some open space that featured
a pond, croaking frogs and a
world of bugs that would have
made Tom Sawyer happy. This
oasis was not just the environ-
ment of a bucolic childhood
but set Bellamore on a career
path that had a fairly straight
line in one respect. “As I think
back on it, like many kids, I
had a fascination with bugs
and biology. That is the one
thread that ties my career
together. In every job I have
had biology has played an
important role.”

Bellamore began his college
career as a biology and pre-
med student at Fairleigh Dick-
inson University in New Jersey,
but one of his buddies attend-

ed college in Alaska. “It only
took him one semester to fall
in love with the place and he
told me I ought to join him.”

Bellamore did follow that
advice and he applied and got
into the University of Alaska at
Fairbanks. “I remember I took
a plane from New York City
that was bound for Tokyo with
a refueling stop in Fairbanks.
Here I was, sort of a scruffy
looking long-haired kid with a
bunch of businessmen on this
plane. I think I was the only
one who got off in Fairbanks.”

That was the early 1970s
and Bellamore ended up living
in the nation’s 49th state for
more than a decade — and
loved every minute of it. He
graduated from the University
of Alaska and took a position
as a biologist with the Naval
Arctic Research Laboratory in
the most northern section of
Alaska — a frozen tundra if
there ever was one. “There were
four or five us hired at the
same time. It was a very inter-
national and fascinating place.
There were people there doing
research on ice dynamics and
polar bear experiments, and all
sorts of things. We flew all over
the Arctic doing dozens of
experiments. It was an amazing
experience that you just can’t
duplicate.”

Bellamore said the cold
never bothered him after his
first year in Alaska. “That first
winter in Fairbanks I froze my
butt off,” he said. “But after
that you learn to buy the right
clothes and you are fine. I
remember the most important
thing to buy were something
called ‘bunny boots.’ Once you
could afford those your feet
stayed warm.”

He stayed with the Naval
Arctic Research Lab for several
years before joining the Alaska
Department of Fish & Game. In

that position, he flew all over
the state, working on a number
of different projects. But, as
Bellamore said, “Once you
start with Alaska Fish & Game,
eventually you will end up
working with fish” because it is
such an important crop up
there. “In those days a single
red salmon was worth more
than a barrel of oil.”

After a half-dozen years with
that state agency, Bellamore
joined the Alaskan Seafood
Institute. That three-year stint
from 1982-85 introduced him
to the world of commodity
marketing, where he has basi-
cally spent the rest of his career. 

In 1985, he moved to Seattle
to take a position with the
Seafood Marketing Institute. “I
loved Alaska but after 13 years
I was ready to go someplace
else. I had seen all of Alaska
from the south to the north
and I was ready to move on.”

His position with the
seafood institute was very mar-
keting-oriented. “I spent a lot
of time on the Targeted Export
Assistance program which
eventually became the Market
Access Program.”

That government-funded
program is designed to finan-
cially help commodity mar-
keters promote their agricultur-
al product overseas. “At the
time, people didn’t look at
seafood as an agricultural com-
modity, but we worked to get
our foot in the door and even-
tually became one of the bigger
beneficiaries of that program,”
Bellamore said. “We went from
being unknown to getting
around $7 million annually in
funding.”

That process gave Bellamore
an education in accessing those
export program, and made him
a wanted commodity. In 1990
he was lured away by a posi-
tion with the cotton industry

that was based in London. He
soon discovered it wasn’t quite
the right fit and came back to
the United States where he
went to work with the U.S. Dry
Pea & Lentil Council. It was his
foreign export knowledge that
got him the job. “That was a
great experience. Eighty-five
percent of peas and lentils are
sold in the export market, so I
traveled all over the world. We
had four overseas office and we
ran promotion programs in 23
countries.”

The office was located in
Idaho and during his four years
with the council, Bellamore
met and married his wife. That
fortuitous move was basically
responsible for bringing him to
the California Avocado Com-
mission. His wife was a Cali-
fornian and though she gave
living in Idaho a fair chance,
the Golden State was in her
blood. With the ability to sell
his skills as both a biologist
and a marketing effort, Bellam-
ore began looking for a new
opportunity.

Soon he was hired by the
CAC as vice president of indus-
try affairs. “That brought me
back to bugs,” he said.

At that time, California was
working hard to protect its
industry and prevent the

importation of avocados from
Mexico because of the risk of
pests. 

In those early years, Bellam-
ore spent countless hours dis-
cussing bugs and their impact
on the industry and writing
position papers on the subject.
At the same time, he began fur-
thering his education by get-
ting his masters in business
administration, which he
achieved in 1998. Soon there-
after, he realized that his job
involved the skills acquired in
law school so he soon set out
to get his law degree, which he
earned in 2003. 

That education set him up
perfectly to become senior vice
president and corporate coun-
sel of CAC through the mid
years of the last decade. And it
also put him in a prime posi-
tion to become president of the
commission when it went
through a tumultuous
upheaval in 2009. Soon after
the resignation of the previous
president, Bellamore was
named as acting president, but
many in the industry thought a
complete changing of the
guard might be necessary. 

He held the “acting” title for
a year before that qualifier was
removed. Most people give

CAC’s Tom Bellamore: 
A man for all seasons and climates

him very high marks for getting
the commission back on track
and leading the industry into
some of the best years it has
ever had. “That first year was a
horrible year in many ways.
The most important thing I did
was get some people back
involved who had been omit-
ted for one reason or another
over the years. We had some
big players that were no longer
taking part,” he said.

Bellamore also downsized
the staff and greatly reduced
expenses, which was the major
point of contention with the
previous administration. “We
went from spending $26,000
per month on rent to about
$2,000 per month. That need-
ed to happen. We were spend-

ing way too much on adminis-
tration.”

Today, CAC is right-sized
and the budgeting process is
very transparent. “In those days
it was very difficult to know
where the money was going.
Today we spend 66 percent of
the funds on marketing and it
is easy to follow.”

Though the avocado indus-
try itself has gone through
many changes since Bellamore
came aboard almost two
decades ago, he is very bullish
for both the industry and Cali-
fornia. Per capita consumption
of avocados has grown expo-
nentially over the past decade
and he believes California “has
a very bright future” as a prod-
uct with a premium position.
He believes that as U.S. con-

sumption grows and Califor-
nia’s share of the market
shrinks, even as its production
stays the same, that will create a
scarcity of California product.
He said that scarcity of product
grown within the borders of
the country and thus closer to
market will continue to create a
marketing advantage that can
be exploited.

Though the CAC president
no longer lives in the outback
of Alaska, he has found a rural
existence in Southern Califor-
nia. Living in north San Diego
County, he and his wife spend
much of their free time riding
horses. In fact, he rarely lets a
presentation to the industry go
by without sneaking it at least
one picture of his horse some-
where in the power point.

Tom Bellamore spends much of his free time horseback riding.

CAC’s Bellamore is a man for all seasons 

Continued on page 57

Continued from page 56

Country Fresh launching new products, touting new facility at expo

Country Fresh Mushroom Co.'s new Toughkenamon, PA, facility. Country Fresh offers a diverse
product line. Roughly half of its business is in the foodservice sector.
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