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MARKET UPDATE 
Tomatoes: South Florida growers 
continue with lighter, but steady 
production on all tomato varieties.   
This week’s rain event temporarily 
slowed harvests and could affect 
quality slightly in the short term, but 
no severe effects are anticipated. 
For most growers, sizing is evenly 
distributed on rounds and romas 
and quality remains good.  Grape 
tomato supply is adequate to meet 
market demand and the quality is 
average to good. Aside from a 
weather event, current volumes are 
expected to continue until growers 
move into spring crops during the 
month of March. 
 
Despite a slight slow-down in 
production this week, round and 
roma tomato supplies continue to be 
strong out of Mainland Mexico. 
Sizing is heavier to larger fruit and 
quality has been consistently good. 
Although supply has been strong for 
the last few months, we could see 
things lighten up going into March, 
when many growers transition from 
older blocks to new fields and shade 
house production. Grape tomatoes 
are still plentiful as they ship from 
multiple growing areas in Mexico. 
 
Bell Peppers: Eastern bell pepper 
volumes and quality are consistent 
out of South Florida despite a slight 
hiccup in production due to weather. 
Production will continue to be 
concentrated in South Florida until 
late March which is when Plant City 
gets up and running. In the West, 
Mexican growers are working 
through the transition from older 
blocks of fruit to new shade house 
production. Volume has picked up 
slightly this week and should 
continue to as supply works through 
the transition. Quality has been hit 
and miss with both old and new fruit 
in the market.  
 
Cucumbers: Honduran cucumbers 
are filling much of the East’s 
demand this week and should 
continue to do so until Florida farms 
are back in production in mid-March,   

TRANSPORTATION FACTS 

 

* The National Diesel Average 

remained stable this week at 

$2.57 per gallon.  

* The average price for a gallon of 

diesel fuel is $.59 higher than the 

same time last year.  

* Most areas in the country 

showed very little movement in 

fuel pricing this week.  The 

exceptions were New England 

where the cost fell $.01 and the 

Rocky Mountain zone which saw 

an increase of almost $.03 per 

gallon. 

*California remains the high price 

leader for diesel fuel at $2.97 

while the Gulf Coast region 

continues to offer the best 

bargain at $2.43 per gallon.  

* The WTI Crude Oil price rose 

slightly this week (up .5%), 

moving from $53.11 to $53.40 per 

barrel.  

*Other than a few potato/onion 

shipping points, transportation is 

available in adequate or surplus 

supplies throughout the country.  

 

 

 

Import quality has improved over the 
last 10 days, most likely due to 
inventories cleaning up. In Mexico, 
cucumber production out of Sinaloa 
has dropped slightly, but there is still 
plenty of product to meet market 
needs. Sinaloa growers will continue 
through April, with Baja coming to 
the table in mid-March.  
 
Summer Squash: Squash growers 
in South Florida are dealing with 
weather-related yield and quality 
challenges.  Supply has been light 
this week and quality is fair, at best, 
particularly on yellow.  Expect more 
of the same until growing areas 
transition northward as we move 
into March.  The situation in Mexico 
is similar, with light supply from the 
latter stages of winter crops in 
Southern regions. Rain has created 
some quality challenges, which has 
further shortened the supply of 
retail-ready product. Expect 
availability to remain short for the 
next few weeks until the Northern 
region gets up and running.  
 
Green Beans:  Green bean supply 
is steady out of South Florida, 
despite some weather-related 
harvesting delays this week. Quality 
continues to be acceptable, 
although it is a little less than it has 
been.  Mexico’s growers picked 
ahead to beat some weather, 
providing a bit more product this 
week.  But, expect availability to 
shorten up as we move into next 
week. 
 
Eggplant: Mainland Mexico 
growers are crossing good eggplant 
volumes and expect to continue at 
these levels for at least the next 7-
10 days.   In the East, eggplant 
volumes and quality are steady out 
of Florida. 
 
Chili Peppers:  Chilies are making 
the transition from Southern Mexico 
to Sonora. Both areas are shipping 
product, but quality is not quite up to 
par in either growing zone. 
Tomatillos & specialty chilies may 
come up short during this 
transitional period.  
 

Available only in specialty 

food stores. But it didn’t take 

long forcolon cancer, and 

arthritis. It is likely to be fussy 

eaters when they were nearly 

four years old. 

 

Cucumbers: Who eat a 

range of fruits and vegetables 

may learn to enjoy healthy 

eating as they grow older, an 

Australian study suggests. 

Researchers found that 14-

month-old babies who 

regularly ate fruits and 

vegetables were more likely 

to eat them and less likely to 

be fussy eaters when they 

were nearly four years old 

and older. 

 
Eggplant: Tomatoes first hit 

the market in the late nineties, 

they were a novelty available 

only in specialty food stores. 

But it didn’t take long for 

people to fall in love with 

these tiny treats. Australian 

study suggests. Researchers 

found that 14-month-old 

babies who regularly ate fruits 

and vegetables were more 

likely to eat them and less 

likely to be fussy eaters when 

they were nearly four years 

old. 

 

Summer Squash: Eat a 

range of fruits and vegetables 

may learn to enjoy healthy 

eating as they grow older, an 

Australian study suggests. 

Researchers 

they were a novelty available 

who regularly ate fruits and 

eat them and less likely. 
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Fresh departments are the major 
drawing points in supermarkets 
today. Fresh is a leading reason 
consumers choose a specific store 
to do their regular grocery shopping. 
It is such an important rationale that 
most shoppers will bypass other 
supermarkets that are closer to their 
homes just for the superior quality 
and wholesome food of another 
store. Fresh produce is the primary 
focal point in making their decision. 

Most supermarkets have the same 
brands of grocery items. Whether 
it’s soup, coffee, milk, juice or salad 
dressings, grocery stores offer 
comparable items and brands at 
similar prices. However, which store 
has the best fresh fruit and 
vegetable department? 

Since produce is recognized as the 
most important department in the 
store, it then has the most potential 
for building sales and profit growth 
for a company. Fresh produce can 
make a big difference in one store 
over another. But what and who 
makes it the best? 

Operating a produce department is 
a fast-paced business and it takes a 
highly knowledgeable and skilled 
person to engineer it. That person is 
the produce manager. He or she 
has many responsibilities that are 
often not realized. 

I have had inquiries from 
supermarket owners asking me 
what the actual job description is for 
a produce manager. When I ask 
them for their own description, they 
can rarely offer a complete picture 
of the job. 

The primary responsibility of the 
produce manager is to achieve 
produce sales and gross profit. In 
addition, he or she is responsible for 
overseeing all produce personnel in 
coaching, supervising, evaluating 
and controlling the entire produce 
department operation. 

Here are 15 basic responsibilities of 
a produce manager: 

Produce sales volume — Build 
sales growth for the company. Meet 
budgeted goals set by management. 
Be sales-minded, enthusiastic and 
aggressive within the means of 
controlling expenses. 

Produce gross margin — Monitor 
and generate gross profit margin 

with special diligence. Use display 
strategy and product mix to 
generate profit dollars.   

Merchandising displays — Use 
creative and unique ingenuity and 
skills to set the department to 
convey excellence in workmanship, 
art of display, customer appeal and 
innovation. 

Inventory management — Control 
the ordering and assets in a timely 
manner keeping in mind that sales 
volume is most important and must 
never be jeopardized. Put planning, 
time and thought into ordering 
product for each category section 
with little carry over until the next 
delivery. 

Expense control — Manage labor 
costs through intelligent work 
scheduling based on sales days, 
holidays and special promotions. 
Control utilities like keeping cooler 
doors closed and lights out when 
not in use. Maintain clean 
refrigerated cases and coolers to 
prevent expensive repair costs. 
Keep supplies in check. 

Shrink control — Maintain 
freshness throughout the 
department to prevent shriveling. 
Oversee employees, especially part-
timers, to ensure product waste 
does not occur. Check all vendors 
for correct item count and charges. 
Handle and rotate all items on 
display carefully to avoid damage 
loss. 

Quality and condition control — 
Ensure all items are of good quality 
and condition on arrival and on 
display at all times. Trim and crisp 
all items required to maintain 
freshness and shelf life. 

Customer satisfaction — Listen 
and deliver whatever customers 
prefer. Be knowledgeable about 
produce items, including where they 
originate, their flavor profile, how to 
prepare them and their availability. 
Show respect and smile at all times 
to customers. 

Security and protection of assets 
— Be responsible for locked doors, 
especially delivery areas. Observe 
all areas to protect against possible 
theft. Observe vendors going in and 
out of delivery doors. 

Safety — Prevent customer and 
employee accidents by controlling 

NEWS IN THE GROCERY TRADE 
In The Trenches: A Produce Manager’s 15 Key Duties 
By: Ron Pelger, www.theproducenews.com, February 17, 2017 

floors, displays, mechanical 
equipment, trimming tools and back-
room operations. Be especially 
cautious of all food products and 
ensure they are safe for consumers. 

Cleanliness and sanitation — 
Maintain a cleaning and sanitation 
schedule for all employees to take 
part in specific assignments. Use 
only authorized cleaning materials 
approved for use around food areas. 

Supervisory — Allocate a work 
production list to each employee 
and check for assignments to be 
completed. Evaluate the quality and 
quantity of work of each employee. 

Competition checks — Make 
regular weekly checks of the key 
competitors produce operations, 
displays, items and retails. 

Work simplification — Devise 
ways to make tasks easier, faster 
and safer. Focus on productive 
work. Keep work motions as simple 
as possible. 

Meetings — Hold weekly meetings 
with produce employees. Review ad 
items, seasonal change, 
promotions, display strategy, 
operating functions, schedules and 
sales goals. 

There are other responsibilities, but 
these are significant for achieving 
superior results. Produce calls for 
much sophistication these days than 
in the past. Consumers have more 
options in choosing their stores. It’s 
the professional skills by the 
produce manager that will be the 
determining factor. 
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Scott Rush on Tour Lipman’s Big Beautiful Romas 
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ITEM QUALITY PRICING 

Bell Pepper     Good     Steady  

Cucumber     Good     Lower  

Eggplant Good      Steady  

Green Beans     Good Steady to Higher 

Jalapenos Varies Steady 

Onions Good     Steady  

Squash     Fair to Good     Higher 

Tomatoes Good      Steady  

LIPMAN IN PICTURES 

 

MARCH CALENDAR 

All Month 
National Nutrition Month 
Supply Management Month 
First Week 
National Write a Letter of 
Appreciation Week 
March 3rd   
Employee Appreciation Day 
National Salesperson Day 
 
 
 
 
 
 

 

PRODUCE BAROMETER 

Immokalee, FL Weather 
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PRODUCE BAROMETER 

Just a few of the shots that have been captured on and around our farms during 
the past month! 

Kicking High for Grown True 
 Submitted By: Sarah Miller 
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KEEP YOUR EYE ON THE CONSUMER 
Grocers Must Engage Multicultural Shoppers at Perimeter: Nielsen 
www.progressivegrocer.com, February 17, 2017 

 

 
 
 

 
 

 
 
 

A new comprehensive report from Nielsen provides strategic insights for retailers seeking to leverage new 
growth opportunities across the perimeter, over the next several decades, by engaging multicultural 
consumers, the fastest-growing segment of the U.S. population and the growth engine for the supermarket 
perimeter, encompassing meat, produce, seafood, deli and bakery. 

According to “A Fresh Look at Multicultural Consumers,” multicultural households spend a higher share on 
fresh foods as a percentage of their total food spend, versus non-Hispanic white households. In fact, 
multicultural consumer shoppers make 3 percent more trips to stores with fresh items and spend 4 percent 
more annually on fresh items, leading to a $2.2 billion opportunity for retailers. 

The reason for this is that fresh foods are, for many multicultural families, a dietary mainstay, embedded in the 
cultures of African-Americans, Asian-Americans and Hispanics, among others. Additionally, the appeal of 
multicultural flavors and demand for fresh food are influencing a wider range of shoppers, and becoming a key 
driving force for fresh food category growth. 

“In order to tap this critical market, retailers need to rethink their delivery and assortment strategies of fresh 
products being offered to today’s increasingly multicultural shoppers,” noted Courtney Jones, VP of 
multicultural growth and strategy at Schaumburg, Ill.-based Nielsen. “To be successful, retailers must 
understand the importance that culturally relevant, fresh offerings play in the multicultural shopper landscape. 
Retailers must also embrace the many layers of multicultural consumers and the undeniable ‘halo effect’ that 
those consumers are having on mainstream non-Hispanic white shoppers. The multicultural consumer covers a 
broad spectrum, from multigenerational families to Millennials, to Asian-American, African-American, and 
Hispanic subgroups that have been influenced by distinct global culinary traditions. Retailers must consider the 
multiethnic tastes of their current and desired customers and recognize that the palates that favor multicultural 
flavors are influencing the taste preferences of non-Hispanic whites and society at large.” 

Key insights from the report include that multicultural consumers are availing themselves of the convenient 
meal solutions and meals for large families within the deli; social media influencers and popular restaurant 
flavor trends are invading the produce section, resulting in such trends as the growth of Habanero peppers; 
multicultural consumers spend more in meat and seafood departments than in any other fresh department, with 
a preference for made-to-order, unbranded meat products, usually prepared behind the counter; and as the 
bakery offers the biggest opportunity for multicultural consumers, who spend only 9.8 percent of their fresh 
dollars there, grocers should leverage the department’s proximity to the deli to create strong cross-department 
connections for multicultural shoppers across various entertaining categories. 

  
 
 
 

NATIONAL WEATHER SPOTLIGHT 
Weekly Precipitation and Temperature Deviation 
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AN APPLE A DAY 
Creating a Healthier Lunchroom in Schools 
By: Abigail Taylor, http://.vscnews.com, February 13, 2017 

 

  

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

 

Jaclyn Kropp, an assistant professor at the University of Florida, spoke at the Florida Agricultural 
Policy Outlook Conference about research and programs to encourage consumption of fruits and 
vegetables within the National School Lunch Program (NSLP). NSLP is the second largest food 
assistance program in the United States and is administered by the U.S. Department of Agriculture 
(USDA). 
 
Kropp discussed two studies at the conference. The first study involved pre-ordering. Students pre-
ordered their lunch on a computer in the morning prior to entering the lunchroom. Kropp says pre-
ordering eliminates the temptation of unhealthy foods because the food is not in front of the students. 
Once the students had selected their meals, a subset received a message indicating if their chosen 
meal meets the MyPlate standards, or if better choices could be made to meet the standards. The 
result was an increase in students choosing a more balanced meal. According to Kropp, this study is 
useful because while it sways the students’ behavior, it does not eliminate the element of choice. 

The second study involved showing students their prior selections in the school cafeteria. This study 
included three groups that received different information. One group received information on their 
own food selections. Another group received their own information and information on their peers’ 
consumption. The last group received their own information, their peers’ information and the USDA 
consumption recommendations. Kropp said the results of this study were surprising. She was 
expecting the peer information to have the most positive impact on selection of healthy foods. 
However, it had the most negative impact. 

Kropp also discussed some programs that work toward increasing fruit and vegetable consumption in 
schools. Cornell University’s Center for Behavioral Economics in Child Nutrition created The Smarter 
Lunchrooms Movement. This program provides low-cost ideas to create a healthier lunchroom. 
Examples include moving white milk to the front of the cooler and placing sugary chocolate milk in 
the back, as well as putting fruits in a bright-colored bowl in a well-lit area toward the front of the 
lunch line. The bright bowls increased fruit selection by 102 percent in one study. 

Another program Kropp spoke on is USDA’s Farm to School program, which helps schools source 
their foods locally. This program is unique because it helps increase consumption of fresh fruits and 
vegetables while supporting the local farm economy. 

 

Questions or comments about the newsletter? 

Contact: joanna.hazel@lipmanproduce.com 

 

CREATED BY LIPMAN  

FOR OUR VALUABLE  

CUSTOMERS 

 

 

Visit our website… www.lipmanfamilyfarms.com 

 

 

Follow us 

MARK YOUR CALENDAR &  
PACK YOUR BAGS! 

March 9-11, 2017 

Southeast Produce Council’s Southern Exposure 2017 

Walt Disney World’s Dolphin Resort 

Orlando, FL 

www.southernexposure.seproducecouncil.com  

Join Lipman at Booth 1400! 

 

June 13-15, 2017 

United Fresh Market Expo 

McCormick Place 

Chicago, IL 

www.unitedfreshshow.org   
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