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MARKET UPDATE 
Round Tomatoes: Eastern tomatoes 
have dodged Hurricane Dorian so 
far.  TN production seems to be in the 
clear, while NC farms are generally far 
enough inland to make this a rain event 
for them. VA is expecting to start back 
up with fall plantings in the next 7-10 
days and is expecting a significant rain 
event and some wind out of the 
storm.  Although the models can 
change quickly, the current projected 
path of Dorian takes it further East and 
should spare VA from a direct hit. We’ll 
know much more in the next 48 
hours.  TN, NC, and other local 
programs are continuing with light to 
moderate volumes and we’re seeing 
the size profile come down due to heat 
and the stage of the season.  Overall 
availability is light and quality is varied 
in the East.  In the West, CA mature 
green harvests are staying pretty 
consistent thanks to additional acreage 
that’s in production.  Overall yields are 
down due to the heat wave from about 
a month ago, but the extra acres are 
keeping things steady.  The size profile 
has come down to about the 5x6 range 
for most growers in the area.  Quality 
can be pretty good but we’re seeing 
the effects of heat stress on the plants 
and fruit in the packinghouse.   Eastern 
Mexico and Baja have a mostly steady 
supply of vine-ripes to add to the mix.  
Sizing is on the larger end of the 
spectrum from both areas but quality is 
best from the Eastern growers. 
 
Roma Tomatoes: Eastern roma 
production is very light and mostly in 
TN and NC. One of the bigger TN 
farms has worked through crown picks 
and will be harvesting 2nds and 3rds 
for a few weeks until new plantings 
come online which will keep the size 
profile down.  Quality is fairly nice from 
both TN and NC but nothing 
spectacular.  CA’s roma situation is 
similar to the round deal- fairly steady 
production with some hit or miss 
coloring issues. Mexico’s roma 
numbers are adequate, but not 
abundant. Quality can be varied as 
many growers are waiting for new 
plantings to start over the next few 
weeks.  
 
Grape Tomatoes: With only scattered 
local product available in minimal 
volumes and VA expecting a 2-3 week 
period of light production, grape  
 

tomatoes are very snug in the East. 
Current quality is hit or miss as 
weather challenges are showing up on 
the product.  Look for a snug situation 
until VA hopefully gets back into the 
swing in a few weeks and production 
also transitions back south to FL. The 
West is in slightly better shape on 
grapes than they have been.  There’s 
finally a little more volume coming out 
of Baja and we expect production to 
increase to more “normal” levels as we 
move further into September. 
 
Bell Peppers: Peppers are MORE 
than plentiful throughout the country 
this week.  CA, NY, MI, NC, SC, 
Canada……  everyone has plenty of 
product and is looking for business.   
The only two areas that might see 
storm impact are VA  (in a rain/ 
moderate wind event) and possibly NJ 
depending on Dorian’s later path. With 
production from numerous other areas 
going strong, there should be plenty of 
supply for at least the next few weeks. 
 
Cucumbers: Moderate cucumber 
volumes are still coming out of MI and 
NY and light to moderate numbers 
from local deals are available in 
several additional states.  Eastern NC 
has had steady volume of new crop 
cucs to offer for the past week and are 
expecting more to come next week.  
However, the outer bands of Dorian 
are already in the area and they are in 
a wait-and-see pattern for the next 48 
hours. On a brighter note, GA should 
begin Fall cuc harvests next week. The 
West has a steady supply of nice-
quality fruit out of Baja and some 
growers are expected to pick up the 
pace as they start new shade houses 
over the next week or so. Growers in 
the NW will begin to slow down next 
week as rain and cooler temperatures 
move into the growing areas.  
 
Summer Squash: Squashes are 
available in MI, NJ, NY, NC, VA, and 
GA, to name a few states, with the 
heavier volumes in MI and NC. 
Some of the strongest volume and 
quality has been coming out of Eastern 
NC’s new crops. Squash is fairly 
sensitive to weather, so we do expect 
to see some impact after the storm 
passes. GA has just gotten started with 
Fall plantings and we look to see more 
product there in the next week.  In the 
West, Santa Maria has steady volume 
 

as they move into their last fields of 
the season.  With Baja in a bit of a 
gap and Salinas and Fresno winding 
down, Santa Maria will need to carry 
the load until the first squash from 
Mainland Mexico shows up in late 
Sept/early Oct.  
 
Organic Squash: With CA winding 
down and weather coming to the 
NW, the best spot for organic squash 
is Baja. Volume remains on the light 
side, but we should see more 
product when new blocks start up in 
7-10 days. The East isn’t adding 
much to the pie, as most local 
programs are beginning to wind 
down. 
 
Organic Cucumbers: Our Baja 
farms continue to have fairly 
consistent volumes on organic 
cucumbers.  The Northwest is also 
into solid numbers but there are 
some quality concerns typical for 
local that include yellow bellies and 
scarring which won’t work for all 
customers.  Local deals in the East 
are wrapping up quickly with only a 
few remaining in VA and the 
Carolinas. 
 
Organic Green Bells: CA, OR and 
WA all have organic bells available 
and should be able to handle 
demand in the West until Baja comes 
on in a few weeks. There is light 
production from VA, KY, and NY 
available in the East.  
 
Organic Roma Tomatoes: Organic 
roma volume has been light out of 
Baja but we will start seeing fruit from 
our own fields this week which will 
help with supply and quality. 
 
Colored Bell Peppers:  There are a 
few more colored bells arriving in 
Nogales now but overall supply is still 
a little erratic. We should see more 
consistency in a couple of weeks.  
Both Eastern and Western Canada 
have product available but the East 
side has a lot of smaller pepper 
coming off. 
 
Mini Sweet Peppers:  Baja remains 
on the lighter side of production but 
new blocks will begin over the next 2 
weeks.  CA and WA programs 
continue to offer steady availability 
and overall nice quality.  
 
 Did you know that On the Horizon is 

posted each week on our website? Visit 
www.lipmanfamilyfarms.com and click 
on the “Latest” tab to view past issues.  

http://www.lipmanfamilyfarms.com/
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NEWS IN THE GROCERY TRADE 

How Grocers Can Leverage the $13B Foodservice Opportunity 
By: Gina Acosta, www.progressivegrocer.com, September 4, 2019  

 
A new report from the Food Marketing Institute (FMI) looks at the challenges 
and opportunities for grocers when it comes the $13 billion category of 
foodservice. 

According to FMI’s fourth annual Power of Foodservice at Retail report, 
foodservice is growing annually at 8.2% and can be a primary strategy for 
food retailers to differentiate and appeal to convenience-seeking consumers. 

The report also finds that 63% of consumers continue to incorporate time-
saving solutions in the form of semi- and fully-prepared items for dinner, but 
opportunities exist for grocers to garner greater visibility as the primary 
dinner solution. Survey participants offered feedback for their stores to focus 
on faster service; more cuisine variety; healthier dishes as well as healthier 
alternatives to current options; competitive prices; more information; 
freshness; knowledgeable and available staff; and various operational 
improvements such as cleanliness and in-stock performance. 

 “The study notes that grocers with a positive reputation in retail foodservice 
can serve as strong motivation for 64% of shoppers who say they will 
actually go out of their way to find these stores," Stein said. “Competitive 
differentiation strategies abound for our grocery members who place an 
emphasis on variety and reduce obstacles through fast and convenient 
shopping experiences. These experiences may also be enabled by 
technology, as we’re witness to similar motivations in the restaurant 
industry.” 

Here's some of the other top takeaways from the report: 

Need for Variety 

 -Eighty-eight percent of shoppers want to see more new items and flavors in 
retail foodservice. In fact, the most frequently mentioned word in the open-
ended suggestions of the survey was “more” in combination with words such 
as variety, food, options and items 

 -The highest share, at 31%, want to see flavor and item rotation on a 
monthly basis, but 28% want even greater levels of innovation and 
recommend a weekly or even daily rotation 

Need for Speed 

 -The importance of speed is once more underscored by the grab-and-go, 
ready-to-eat format being the most popular method, which is of interest to 
68% of shoppers 

 -Grab-and-go, heat-and-eat is the second most popular style, at 63% 

Need for Technology 

 -While 57% of shoppers have grocery store apps downloaded, 42% actively 
use one or more 

 -App usage is highly related to checking weekly specials (78%), online 
ordering of groceries (53%), getting recipes and meal ideas and researching 
the deli-prepared foods menu, but foodservice orders lag (38%) 

The FMI 2019 Power of Foodservice at Retail analysis will be presented at 
the Total Meal Solutions Summit on Tuesday, Sept. 10, an event hosted 
by Progressive Grocer. 

 

 
TRANSPORTATION FACTS 

 
*The national diesel average 
remained stable, coming in 
at $2.98 per gallon for the 
second week in a row. 

* The average price for a 
gallon of diesel is $.28 less 
than the same time last year.  

* The Lower Atlantic and 
West Coast areas reported 
the exact same fuel prices 
as last week, but all other 
parts of the country showed 
minimal decreases ranging 
from $.001 to $.012 per 
gallon.  

*As usual, California’s price 
charts the highest at $3.89 
per gallon while the Gulf 
Coast is the low-price leader 
at $2.74 per gallon.  

*The WTI Crude Oil price 

inched up 2.4% since last 
week, moving from $54.93 to 
$56.26 per barrel.  

* Transportation is readily 
available at all shipping 
points in the country with the 
exception of IN, IL, and the 
Eastern shore where slight 
truck shortages have been 
reported. 
 

 
 
 
 
 
 
  

https://www.totalmealsolutions.com/
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        FRESH CUT FOCUS 
                    Diced, Coin-Cut and Halved Jalapenos  

         Contributed By: Johnathan Maldonado, Manager of Innovation/Product  
         Development- Lipman Dallas, TX 

 
Lipman’s fresh cut product line provides you with the best of nature, cut fresh and packed for 
convenience.... year round. Our product-specific processing and patented packaging drives optimal shelf life 
– meaning you’ll receive only the best product, every time. And this produce not only tastes good… it helps 
customers save valuable time in the kitchen, and the convenient packaging also reduces the risk of 
foodborne illness, by decreasing the opportunity for cross-contamination. 
 
Because our fresh cut products are so versatile in both foodservice and retail applications, we’d like to 
share some of our ideas on how they can be incorporated into your operation.  This week, we’re featuring 
our fresh-cut jalapenos.  For more information, please reach out to your usual Lipman contact or one of our 
fresh cut specialists: Johnathan Maldonado at 214.907.0695, Chris Daulerio- East at 215.870.8956 or Brian 
Arbini- West at 209.402.5184. 

                      

                     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Looking to simplify your buying process?  Ask your Lipman/Huron contact how you 

can get both field and hothouse tomato and vegetable products from one convenient 

produce partner……Lipman Family Farms!  
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ITEM QUALITY PRICING 
 

Bell Pepper     Good       Lower 
 

Cucumber     Good       Steady 
 

Eggplant   Fair to Good       Steady 
 

Green Beans     Good       Steady 
 

Jalapenos     Good       Steady 
 

Onions     Good       Steady 
 

Squash     Varied       Steady 
 

Tomatoes  Fair to Good       Steady 
 

SEPTEMBER CALENDAR 
September All Month 
National Fruit and Veggies Month 
September 8th-14th   
National Truck Driver Appreciation 
Week 
September 6th   

National Food Bank Day  
September 7th    
National Acorn Squash Day 
September 13th    
Kids Take Over the Kitchen Day 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

PRODUCE BAROMETER 

Clinton, NC Weather 

PRODUCE BAROMETER 
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 The youngest millennials are now in their early 20s, and the oldest baby boomers are in their 70s, meaning that the group 
catching flights, taking trains, and hitting the highways for business trips is one that spans many decades. Business travelers are 
an important demographic for restaurants. Shannon Delaney, vice president of marketing for Dinova—a B2B service for 
connecting traveling diners with restaurants—says that business travelers typically spend 50–100 percent more than non-
business diners. 

  
With such a vast age range on the road for business travel, it’s hard to draw conclusions about the group and their eating-out 
preferences, but some commonalities have come to light. Delaney says that most of them value both trusted national brands and 
local gems—59 percent opt for brands they know, while 77 percent search for local indies. 
 
However, broken down, the business travelers most likely to select quick-serve and fast-casual restaurants are millennials. 
According to “Is Business Dining Your Restaurant’s Silver Lining?” a 2018 report from Dinova and the Global Business Travel 
Association, 51 percent of millennials say they choose quick serves, compared with 31 percent of Gen Xers and 20 percent of 
boomers. And 63 percent of millennials say they also choose fast casuals, compared with 51 percent of Gen X consumers and 
41 percent of baby boomers. 
 
DOING RESEARCH 
The majority (63 percent) of business diners do research before they go out to eat, but what they’re looking for depends on their 
age. Millennials want a restaurant that’s close by; Gen X diners base their decisions largely on reviews, though proximity is also 
important; and boomers are fully review-reliant. But health is important to this group, too, and 76 percent say they try to stay 
healthy on the road. Because of this, 64 percent look for healthier menu options, 23 percent seek out vegetarian or vegan food, 
43 percent like to see published nutrition facts, and 18 percent are looking for gluten-free options. 
 
The time of day when business travelers choose to eat out is also stratified by age group. Dinner is the most attractive time for 
baby boomers to wine and dine, and 52 percent of them choose a restaurant for the third meal of the day. Only 36 percent of 
both Gen Xers and millennials look for a dinner spot. Lunch is the next popular, with 38 percent of boomers, 29 percent of Gen 
Xers, and 34 percent of millennials choosing to eat out at midday. Breakfast is when Gen X and millennial travelers crowd out the 
boomers in the restaurant queue—18 percent of each group start their day eating out, in contrast with only 8 percent of baby 
boomers. 
 
But they don’t always want to go out to eat, especially millennials. “Millennials are six times more likely to go back to their rooms 
and order delivery than other generations,” Delaney says. “The theory, based on the other data we have, is that millennials are 
so focused on optimizing their work day that they are ready to decompress by the end of the day.” 
Overall, 35 percent of Dinova’s respondents said they’d used their mobile device to place a delivery order. 
 
USING TECHNOLOGY 
There’s no escaping the role technology plays for all business travelers while they’re on the road, too. Booking tables, reading 
reviews, and ordering takeout have become digital activities—63 percent of those surveyed use dining-related apps extensively. 
As for whom this group trusts, Yelp was the clear winner of the app competition and was preferred by 53 percent of respondents, 
followed by TripAdvisor, Grubhub, OpenTable, and Uber Eats.But business travelers most frequently use mobile devices when 
making dining decisions for a trio of purposes that don’t involve apps; Dinova’s study says that 54 percent use mobile devices to 
search for local places to eat, 51 percent use them to research menus, and 47 percent make mobile reservations. 
 
What can make dining out even more attractive to business travelers? Loyalty programs, especially those that offer rebates to the 
company, points to the individual, or the ability for consumers to gift points to a charity. The third option was the top choice for 
millennials and Gen X diners, while baby boomers prefer earning points for themselves.  “Restaurant loyalty programs are almost 
table stakes at this point, so of course diners’ rewards expectations are growing,” Delaney says. “Restaurateurs who really want 
to stand out will think beyond free food and instead look at other ways they can reinforce diners’ attachment to their brands. If 
you can associate loyalty to your restaurant with the messages your diners want to project about their own personal brands, 
that’s when your program will really pay off.” 

 

 
 
 
 

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

 

RESTAURANT INDUSTRY NEWS 
Why There’s Big Business in Business Travelers 
By: Amanda Baltazar, www.qsrmagazine.com , September 2019 
 

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! 
October 17-19, 2019 

PMA Fresh Summit Convention & Expo 
Anaheim Convention Center 
Anaheim, CA 
www.pma.com/events/freshsummit 
Lipman will be there! Come see us at booth 2854! 
 
November 21, 2019 

2019 Florida Ag Expo 
Gulf Coast Research & Education Center 
Wimauma, FL 
www.floridaagexpo.net/attend  
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The U.S. wastes up to 40% of the food it produces every year, and one of the major reasons for food waste is sell-by 
date labels, PBS NewsHour Weekend recently reported. “There’s an enormous opportunity to reform date labels to be 
consistent with public health information and science, and in doing so, prevent a ton of food from going to waste,” 
Elizabeth Balkan, director of food waste for the Natural Resources Defense Council, told PBS NewsHour Weekend’s 
Megan Thompson. 
 
Balkan also shared some sobering statistics on the environmental impact of food waste: 

 The country’s food loss translates to an economic loss of $218 billion per year. 

 If food waste were a country, it would be the third-largest emitter of greenhouse gasses, behind China and the 
U.S. 

 The greenhouse gasses associated with food waste are about the equivalent of 37 million passenger vehicles 
on the road. 

 Food waste prevention is No. 3 of the top 100 most impactful things that we can do to address climate change.  
 

While Balkan said restaurants and cafeterias are responsible for more than 80% of food waste in the U.S., she said “a lot 
of the source reason for food waste is connected to things like date labels. ... So what you see when you look at a date 
label that says ‘Best If Used By’ has nothing to do with food safety, but it’s [a] manufacturer suggestion about when this 
food item is at its peak freshness, which is inherently a subjective thing.” 
 
In recent years, the food industry has taken steps to address consumer date-label confusion with the aim of reducing 
food waste. In 2017, the Food Marketing Institute (FMI) and the Grocery Manufacturers Association (GMA) led an 
initiative that resulted in the Product Code Dating policy. “In the spirit of promoting transparent communication and 
bolstering consumer confidence, retailers and food manufacturers took steps in 2017 to enhance the consumer shopping 
experience and adopt cleaner, clearer product date labels,” said David Fikes, VP of communications and 
consumer/community affairs for FMI, in an interview with WGB.  
 
“The hodgepodge of phrases has too often left consumers scratching their heads on what to do, with many discarding 
perfectly safe products because of a misunderstanding of what the dates and labels mean, which contributes to more 
food waste in landfills,” said Fikes.  
 
FMI's voluntary initiative with GMA seeks to synthesize the myriad date labels on consumer products packaging down to 
just two standard phrases: 

1. “Best If Used By,” which describes product quality, where the product may not taste or perform as expected but 
is safe to use or consume. 

2. “Use By,” which applies to the few products that are highly perishable and/or potentially have a food safety 
concern over time; these products should be consumed or, if appropriate, frozen. 

3.  
Have the industry’s date-label standardization efforts moved the needle on consumer confusion and waste? 
“We have been successful in getting industry adoption of this uniform language, and we recently reached a key 
milestone: the nomenclature’s endorsement by both the FDA and USDA,” said Fikes. “We will continue to press for 
industry adoption of this language, but some of our member companies have been faster than others because they want 
to change their labels at the same time [that] they accommodate Nutrition Facts or BE labeling requirements.  
 
“We also need to be realistic about the impact these date labels will have on consumer behavior and when,” he added. 
“Behavior change is a long game, and food retailers will certainly play a role in consumer education.”  
 

SUSTAINABILITY SCENE 

Dating Horror Stories: Sell-By Labels Eyed in Food Waste 
By: Jennifer Strailey, www.winsightgrocerybusiness.com, September 5, 2019  

 
 

http://www.lipmanfamilyfarms.com/
http://www.suntasticfresh.com/
http://www.pma.com/events/freshsummit
http://www.southerninnovations.seproducecouncilwww.floridaagexpo.net/attend

