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MARKET UPDATE 
Round Tomatoes: Florida’s round 
tomato production is in the midst of 
transition from southern locations to the 
Ruskin/Palmetto area. Some growers 
are still harvesting in Immokalee/ 
Estero (including Lipman), but will wrap 
up the final plantings over the next 7-10 
days.  A few growers have already 
begun harvesting in the Ruskin area 
where the crops look excellent so far. 
Lipman, and others, will get rolling next 
week. With most growers moving into 
healthy new plantings in P/R, we look 
for the size profile to be on the larger 
end of the spectrum and quality to be 
excellent.  Mexico’s numbers have 
been on the lighter side due to cooler 
weather, light demand and the Easter 
holiday.  Better weather will bring some 
short-term improvement to supply, but 
Spring crops are winding down as we 
approach the seasonal transition to 
Baja. 
 
Roma Tomatoes:  As with rounds, 
roma production is in transition for both 
Florida and Mexico. The transition from 
Mainland/West Mexico crops to Baja 
harvests is coming slowly as Baja has 
been impacted by previous weather.  
But, a few growers do expect to scratch 
next week.  Quality is varied as farms 
harvest from older Spring crops that 
are on the downhill slide. With Mexico’s 
crossings down, the demand for Florida 
romas has been strong this week.  
Supply has been light but should 
improve as more growers move into 
P/R plantings next week. Sizing and 
quality have been good, with most 
growers focusing on the J and XL fruit.  
 
Grape Tomatoes: Florida growers 
have walked by some plantings or only 
harvested a few times from each block 
due to the light demand, so overall 
grape numbers have been lower than 
usual.  However, with new crops in R/P 
underway, there’s plenty of nice fruit 
available.  Mexico’s current growing 
areas are moving into the seasonal 
decline but there’s been enough 
product to satisfy the market. Quality 
varies by shipper as some work 
through inventory.  
 
Bell Peppers: Florida peppers are in 
transition mode as production begins 
the track northward. South Florida’s 
new acreage is limited, so we don’t 

expect to see a lot of retail-sized fruit 
there through the remainder of their 
season.  Plant City just got started 
with pepper crops, but acreage is 
down this year so we expect less 
overall Eastern volume for the next 
few weeks.  The predominant sizing is 
in the jumbo and XXL range this week 
as they work crown picks.  Mexico’s 
supply has tightened up as growers 
are in the latter stages of Spring 
production. We’re beginning to see a 
little fruit in the California desert but 
don’t expect full volume for a few 
more weeks.  
 
Cucumbers: Cucumbers are 
available on Florida’s East Coast, the 
Immokalee area, Central FL, and 
Plant City, providing good supply to 
the East this week.  Since most 
growers are in new fields, overall 
quality is good.  As for the West, 
Sinaloa is still producing good volume 
and Sonora’s Spring crop is going as 
well. Add Baja’s new crops to the mix 
and there is an abundance of product 
available. Quality has been strong out 
of all three areas.  
 
Green Beans: A lot of Florida’s beans 
have been “walked by” and harvest 
volumes have been minimized due to 
lack of demand.  South FL growers 
will finish up at the end of next week 
as is normal, leaving crops in the 
central part of the state to meet 
demand until north FL and GA get up 
and running in about 2-3 weeks. 
Current quality is good as beans 
continue to be picked to order and 
they are harvesting younger crops.  
Bean crossings have been light in 
Nogales this week, but we should see 
a bit more product moving into next 
week. The California desert has 
started in a limited way and expects 
volume to increase over the next two 
weeks as more growers get going.  
 
Summer Squash: Eastern squash 
production is in transition. South 
Florida is winding down and most of 
the volume is coming from the Plant 
City area this week.  Warm weather 
has brought solid volumes on, so 
there’s good supply and no major 
quality issues.  Look for GA to add to 
the mix in the last week of April.  
Mexico’s northern crops are finally 
picking up in supply with good quality 

and availability on both yellow and 
zucchini.  
 
Eggplant:  Western eggplant is in 
short supply as production transitions 
to the California desert.  We are seeing 
quality issues in the older Mainland 
Mexico fields and will continue with this 
pattern until their season finishes up at 
the end of the month. Eastern supply is 
also shy as there’s limited acreage in 
play.  We may see a slight increase in 
volume toward the end of the month 
out of South FL, as warm weather 
brings on the fruit.  
 
Chili Peppers: Southern Mexico 
(Escuinapa) is providing consistent 
volumes of chilies, but this region has 
about a month and a half to go, 
weather permitting. Quality has been 
okay but not stellar.  Northern Mexico 
(Sonora) is behind by about two weeks 
due to the beating the plants took from 
prior weather, but should be getting 
there soon.  Southern Baja has started 
in a light way with mostly poblanos so 
far. Look for that region to come on 
quick if the weather heats up as it 
usually does this time of year. There 
are still a few chilies in South Florida, 
but we should begin to see volume 
pick up as Plant City gets further into 
new crops.  They’ve just started with a 
few jalapenos but should expand out to 
have the other varieties over the next 
few weeks. 
 
Tomato-on-the-vine:  TOV volume 
from Central Mexico will slowly decline 
through April, rapidly decline in May 
and end in June. New crop hi-tech fruit 
will start back up in late July-early 
August. In the meantime, domestic and 
Canadian production continues to 
ramp up and there will be numerous 
opportunities to promote this item. 
 
Organic Cucumbers:  Good volumes 
of organic cucumbers are coming off 
daily and quality is nice.  
 
Organic Green Bells:  Organic green 
bells remain very snug but the good 
news is that California is expected to 
start up over the weekend and should 
bring better availability, especially on 
larger sizing. 
 
Organic Squash:  Adequate volume is 
available on both colors this week 
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Acosta, a full-service sales and marketing agency in the consumer packaged goods 
(CPG) industry, has released its second round of research providing insight into how 
consumer shopping habits are continuing to evolve amid the Covid-19 pandemic. The 
report, which found 28 percent of online grocery shoppers made their first-ever online 
grocery order in March due to Covid-19, also provides guidance to help retailers and 
brands navigate unprecedented challenges. 
 
“Our first round of research into consumer behavior was conducted just as this crisis 
was beginning to take shape in the U.S.,” said Darian Pickett, CEO of Acosta. “This 
second round, conducted at the end of March, offers a stronger snapshot of current 
consumer behavior with 65 percent of respondents reporting they have changed their 
shopping habits due to Covid-19, compared to just 23 percent in our previous survey. 
As the number of cases unfortunately continues to rise and more states and counties 
impose quarantine measures, we expect to see further changes in consumer behavior 
in the coming weeks.” 
 
Acosta’s second Covid-19 research report, gathered via online surveys between 
March 20 and 29, provides insight into shoppers’ changing habits, as well as 
recommendations for retailers and brands, including:  
 
-Changes to the In-Store Shopping Experience: When comparing channel shopping 
behaviors, many shoppers reported going to stores less frequently, especially mass 
merchandisers. Among those who shopped at a mass merchandiser in March, 47 
percent reported making fewer trips. Stocking up is becoming more commonplace. 
More shoppers indicated purchasing pantry food items in addition to cleaning 
items/paper products compared to Acosta’s previous survey. About half of U.S. 
shoppers said they made an additional stock-up grocery trip in the past week. Eighty-
eight percent of shoppers experienced out-of-stocks and of those shoppers, 47 
percent found a substitute for half or more of their unavailable items.  
 
-Increased Online Ordering for Groceries: While shoppers are making fewer grocery 
store trips compared to Acosta’s previous survey, more shoppers are turning to 
grocery e-commerce. Twenty-eight percent of online grocery shoppers made their 
first-ever online grocery order in March due to Covid-19. Many consumers who had 
previously ordered groceries online reported ordering more frequently. Of the 36 
percent of shoppers who ordered groceries online for store pick-up, 33 percent 
reported making more orders in March. Of the 38 percent of shoppers who ordered 
groceries online for home delivery, 37 percent reported making more orders in March. 
 
-Rules of Engagement for Retailers and Manufacturers: Retailers should continue to 
implement solutions that reduce the risk of shopper and employee transmission of the 
virus, such as aisle flow solutions and expanded cashier-less checkout options. 
Retailers should expand online ordering fulfillment and pick-up/delivery time slots in 
order to meet the needs of new e-commerce shoppers who prefer not to shop in the 
store. Manufacturers should consider limiting production assortment to high velocity 
items to optimize manufacturing and replenishment. Manufacturers should ensure 
their brand marketing messaging supports shoppers in these uncertain times or 
consider temporarily discontinuing or adjusting the marketing message. 
 
Acosta’s research was gathered via online surveys using the company’s proprietary 
shopper community between March 20 and 29, 2020. The report also includes 
comparison data from online surveys conducted between March 6 and 12, 2020. 
 

NEWS IN THE GROCERY TRADE 
Acosta Analyzes Evolution of US Shopper Behavior Amidst COVID19 
www.theshelbyreport.com, April 10, 2020  

 

 
TRANSPORTATION FACTS 

 
*For the 14th week in a row, 
the National Diesel Average 
price fell, moving from $2.55 
to $2.51 over the past seven 
days.  

*The average price for a 
gallon of diesel is $.61 lower 
than the same time last year.  

*All regions of the country 
reported price declines 
ranging from $.03-$.07 per 
gallon.  California had the 
most significant drop of $.07 
per gallon. 

*California still tops the charts 
at $3.30 per gallon while the 
Gulf Coast remains the low-
price leader at $2.29 per 
gallon.  

*The WTI Crude Oil price fell 
below the $20 mark this 
week, moving from $22.76 to 
$19.87 (down 12.7%). 

*Adequate transportation is 

available for fresh produce 
throughout the country this 
week.   

 

 

 

https://www.acosta.com/
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CHEF’S CORNER 
Contributed By: Wil Wilbur 
Lipman’s Manager of Culinary Development 

 
Upcoming Trends  
 
This week, Lipman’s Innovation Team will be looking at some of the upcoming trends that are likely to 
result from our current situation. 
 
-Nostalgia cooking will make a comeback again, as more people are cooking from home and looking for 
comfort which is driven by fear from the latest world challenges. Think of what you ate as a kid that 
grandma or mom made for Sunday dinner. Maybe it was pot roast, roasted chicken, au gratin potatoes or 
fried chicken. Maybe you will remember the little treats you got at the store like your favorite candy, cereal 
or drink. Chefs around the world will be recreating these flavors to bring you back ‘home’ when you eat in 
their establishments to make you feel warm and fuzzy inside.  
 
-Functional foods will be the other big focus in the remainder of 2020 and into 2021. People will be looking 
for foods and ingredients that focus on health, mood-boosting abilities, immunity and overall well-being. 
People will be looking at labels closely again and want to purchase raw forms of product to break it 
down/cook it themselves so they know who is handling it.  
 
-Lastly, food safety and food security will become highlighted in the upcoming year. Resources to produce 
food are struggling because they aren’t able to sell what is being grown, and people are questioning if their 
food is safe to eat.  Packaging, sustainability and transparency will be key to make consumers feel safe 
and good about what they are buying to feed themselves and their families.  
 
Lipman Family Farms understands the ideas of nostalgia, safety and sustainability. We are a family, and 
providing you with the safest, best-quality product from the farm to your customer is our highest priority. We 
know that food hits an emotional level in multiple aspects of your day. That is why we are here with you- to 
find culinary solutions as your go-to partner of fresh produce!  
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ITEM QUALITY PRICING 
 

Bell Pepper     Good       Higher 
 

Cucumber     Good       Steady 
 

Eggplant     Good       Higher 
 

Green Beans     Good       Higher 
 

Jalapenos     Good       Higher 
 

Onions     Good       Lower 
 

Squash     Good       Steady 
 

Tomatoes     Good       Higher 
 

APRIL CALENDAR 
All Month 
BLT Month 
Physical Wellness Month 
April 20th-24th        
Administrative Professionals Week 
April 22nd  
National Administrative 
Professionals Day 
National Earth Day 
April 23rd    
National Picnic Day 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Estero, FL Weather 

PRODUCE BAROMETER 
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A famous English proverb states, “Necessity is the mother of invention.” We are seeing this wisdom bear out in real time as restaurants 
race to adapt to the COVID-19 crisis. This pandemic is illustrating both the resolve and inexhaustible ability of restaurants to innovate 
and find new business avenues as they shift their entire sales models overnight. Here are some of the most creative takeout ideas and 
promos we’ve seen restaurants adopting as we created our Coronavirus Response Kit.  
 
#1- Unconventional Takeout Foods-  Don’t be afraid to think outside the box when appraising your potential takeout options. Most 
items in your restaurant’s pantry that would otherwise spoil—eggs, bulk meats, cheeses, condiments, etc.—can be repurposed into 
unconventional takeout options, such as charcuterie boards, BYO omelettes, dough, sides a la carte, signature sauces, and more. 
#2- Creative Coronavirus Specials- Speak to your customers’ current experience with specials and promotions tailored to the 
lockdown. Everyone needs a bit of levity right now, and specials like Quarantine Kits, Lockdown Lunches, Social Distancing Desserts, 
and Stay Home Hors D'oeuvres will help distinguish your takeout. Some restaurants have taken it a step further by including toilet 
paper and other essential supplies with their orders. 
#3- Heat-and-eat dishes- Not all dishes work well for takeout. Some meals can’t be easily packaged, and certain foods will lose their 
heat or texture in transit. Restaurants have adapted to the problem by creating heat-and-eat dishes. These dishes can be frozen or 
refrigerated, prepared en-masse ahead of time, and sold via delivery or carryout. They’re a great workaround for restaurants who never 
considered takeout when planning their menu.  
#4- Meal Kits- Other restaurants have taken the heat-and-eat option a step further. They’re deconstructing their favorite dishes, 
packaging the ingredients with instructions, and delivering them as meal kits to their hungry customers. Not only are meal kits a fun 
divergence from typical takeout fare, they’re generally more cost-effective for the average family looking to feed four to five people.  
#5- Food Subscriptions- While meal kit services have become a fixture over the past few years, the subscription service model 
represents all-new terrain for restaurants. Prior to COVID-19, purchasing a meal subscription from your favorite restaurant did not even 
exist as a concept. Now, it’s become the latest innovation in a years-long shift away from tradition restaurant sales towards takeout. 
Customers sign up for a plan with their favorite restaurant, and their meals are delivered or picked up at a predetermined time. 
Subscriptions provide business with steady, reliable income amidst all the uncertainty. 
#6- Wholesale Ingredients- With mere hours to collect themselves after the closure orders were sent out, many restaurants are 
reckoning with what to do with surplus inventory. To move the inventory before it spoils, several restaurants have started selling their 
ingredients in bulk, either to other business or directly to the consumers, sometimes right from the store. 
#7- Hashtag Movements- At this point, you’ve probably seen them on social media: #TakeoutTuesday #TakeoutTakeover 
#CarryoutWednesday #TheGreatAmericanTakeout. Participating in national hashtag campaigns can amplify your brand and help you 
reach new audiences. Make sure you also tag your location (city or district, not physical address) so that local customers can easily find 
you while browsing.  If you don’t have time to manage your social media marketing, online make it quick and easy. Over the last three 
weeks, companies have created hundreds of free social media posts to help restaurants with their messaging and promotions through 
the Coronavirus.  
#8- Meal Donation- Meal donations are becoming more popular as people reckon with how to best support local communities and their 
favorite restaurants. Meal donations are a great way to accomplish both. Some kitchens have switched over completely to a donation 
model, where every meal purchased goes to medical first responders, out-of-work food service employees at-risk communities, and 
anyone else on the frontlines fighting against COVID-19. Other restaurants have used a “Buy two meals, we donate one” promotion to 
help give back while maintaining some normal sales. 
#9- Carryout Cocktails- Alcoholic drinks are a high-margin menu item and generally represent anywhere from 20–30 percent of a 
restaurant’s sales. In light of this, many states have lifted their laws on alcohol delivery, allowing restaurants to serve sealed drinks to 
go. Restaurants have responded in varied and creative ways with Cocktail Kits, Take Home Margarita Mix, Whiskey Tasters, and Blood 
Mary Makings.  
#10- Wine pairings and subscriptions- According to The New York Times, wine sales are up 66 percent since the beginning of 
quarantine. To meet this demand, restaurants have been selling wine by the case, pairing wines with their favorite dishes, and offering 
wine subscriptions that deliver monthly or bi-monthly. Moving backstocks of wine is an easy injection of cash into your takeout program.  
 
Regardless of how you choose to promote your takeout, it’s important to market it across all your channels. Catch customers where 
they’re comfortable on Facebook, Instagram, email, your website, Pinterest, and any other online presence you maintain.  
 
Note: This article has been edited for space and content.  Please visit www.qsrmagazine.com for the full selection.  
 
  
 
 
 

NATIONAL WEATHER SPOTLIGHT 
Last Week’s Precipitation Totals and Average Temperature Deviations  

 

RESTAURANT INDUSTRY NEWS 
10 Top Takeout Innovations During Coronavirus 
By: Mark Plumlee, www.qsrmagazine.com, April 2020 

https://www.musthavemenus.com/feature/coronavirus-response-kit-for-restaurants.html
https://www.musthavemenus.com/feature/coronavirus-response-kit-for-restaurants.html#crk-8
https://www.musthavemenus.com/feature/coronavirus-response-kit-for-restaurants.html#crk-8
https://www.musthavemenus.com/social-post-template/takeout-tuesday-instagram-post.html
https://www.musthavemenus.com/flyer-template/takeout-takeover-flyer.html
https://www.musthavemenus.com/flyer-template/takeout-takeover-flyer.html
https://www.musthavemenus.com/social-post-template/takeout-wednesday-facebook-post.html?cat=8671
https://www.musthavemenus.com/category/coronavirus-messaging.html
http://www.qsrmagazine.com/
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 Questions or comments about the newsletter? 

Contact: joanna.hazel@lipmanfamilyfarms.com 

 

CREATED BY LIPMAN FOR OUR 

VALUED CUSTOMERS 

 

Learn more about us @ 

www.lipmanfamilyfarms.com 

www.suntasticfresh.com  

 

Follow us on 
social media 

 
MARK YOUR CALENDAR  
& PACK YOUR BAGS? 
 
June 15-19, 2020 

United Fresh Live!  
Convention and show rescheduled as online event 
www.unitedfreshshow.org 
 
September 21-23, 2020 

United Fresh Washington Conference 
Grand Hyatt Washington 
Washington, DC 
www.unitedfresh.org 
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The combination of an early Easter holiday and continued increased demand due to COVID-19 has led 
to another strong week of produce sales for the week ended April 5. Fresh produce sales increased 14.2 
percent versus the comparable week in 2019, according to IRI. 
 
Potato sales continue to thrive, selling $35 million more than the comparable week last year, a 66.9 
percent increase. Berries, onions, tomatoes and oranges were also high on consumer shopping lists, up 
$17 million, $15 million, $15 million and $14 million, respectively. Percentagewise, carrots (up 25 percent 
in dollars) and avocados (up almost 20 percent in dollars) also continue to generate sales. 
 
“Avocados, onions and carrots are three big ones that jump out at me,” said Joe Watson, vice president 
of membership and engagement for the Produce Marketing Association. “Others outside the top 10 in 
absolute dollar growth were limes (16 percentage point volume/dollar gap), asparagus (13 points), 
Brussels sprouts (14 points), cabbage (12 points) and celery (30 points).” 
 
After a modest increase last week, fresh fruit sales saw a healthy 7.4 percent gain for the week ended 
April 5. In addition to berries, oranges and avocados doing well, lemon sales were up 42.2 percent while 
bananas reached $69 million. 
 
“While challenging given shoppers’ current grocery shopping patterns, generating demand is crucial for 
fresh fruit,” said Jonna Parker, team lead, fresh for IRI. “Fruit typically benefits from eye-catching displays 
and impulse sales and the early indicators are fewer trips and more online ordering for the foreseeable 
future. I’m encouraged to see retailers leverage oranges merchandised as vitamin C displays and 
introduce more bagged produce to help speed up shopping and give consumers ease of mind.” 
 
Not surprisingly, bagged produce is a priority for many consumers, according to data from the Retail 
Feedback Group’s Constant Customer Feedback program. Here are just a few comments from 
shoppers: 

 *“Many produce items are loose and unbagged, thus allowing the potential for contact by other 
customers.” 

 *“I suggest bagging produce items prior to putting items out on shelves.” 

 *“I love the touchless hand washing station in the entry way. It would be nice to see that in the produce 
section as well. I imagine people touching fruits and veggies and then putting them back is a good way 
to spread disease.” 

 
“Despite continued reassurances that fresh produce is safe to consume, we are dealing with a situation 
where perception is reality,” said Parker. 
 
Fresh vegetables were up 21.4 percent for the tracked period, paced by the aforementioned potatoes, 
onions and carrots. Mushroom sales also increased by more than 25 percent for the week ended April 5.  
 

KEEP YOUR EYE ON THE CONSUMER 
Consumers Want It in the Bag 
By: Craig Levitt, www.theproducenews.com, April 15, 2020 
 
 
 

http://www.lipmanfamilyfarms.com/
http://www.suntasticfresh.com/
http://www.unitedfresh.org/
https://www.facebook.com/LipmanFamilyFarms/
https://www.instagram.com/lipmanfamilyfarms/
https://www.linkedin.com/company/lipmanfamilyfarms/
https://twitter.com/Lipman_Produce

