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MARKET UPDATE 
Tomatoes: Tomato volume remains 
light in the East. Short-lived Fall deals 
are underway in Virginia with some 
South Carolina round crops starting 
this weekend. Summer programs in 
North Carolina and Tennessee 
continue to ship rounds and romas, 
but volumes are declining at this point 
in the season. Grape tomatoes 
continue to be snug as many of the 
current Eastern production areas 
slowly wind down their seasons.  
Quincy, FL’s crops normally help 
provide volume this time of year, but 
yields are expected to be down 
significantly due to disease pressure. 
Quality and condition are varied on all 
types of tomatoes, as some fruit has 
seen more weather than others.  
 
California farms have offered fairly 
good numbers of rounds and romas 
this week, but expect a decline in 
volume next week due to earlier heat 
and bloom drop. Eastern Mexico and 
Baja are working existing acreage of 
rounds and romas and have brought 
steady numbers to market this week. 
With new areas set to start over the 
next few weeks, we anticipate 
moderate availability to continue from 
these areas.  Western grape tomato 
numbers continue to be light, in part, 
due to Baja’s slow recovery from 
previous weather events.  
 
Bell Peppers: Bell pepper supply 
continues to be solid in the East. 
Although Michigan and Canada are 
winding down, there are still plenty of 
local deals that expect to go until first 
frost with consistent numbers. There 
are some new Fall crops beginning in 
South Carolina and Georgia is about 
two weeks out. Georgia’s pepper crop 
is anticipated to offer anywhere from 
25% to 40% less fruit than usual due 
to storm damage. California 
production areas (Stockton, Oxnard, 
and Salinas) remain in strong 
production with overall nice quality.  
 
Cucumbers: Baja, Mexico’s 
production has finally kicked in, 
bringing supply levels up to meet 
demand. However, some of this 
product has potential shelf life 
concerns as rapid growth created 

TRANSPORTATION FACTS 

 

* Surprisingly, the National Diesel 

Average dropped almost $.02 this 

week, moving from $2.80 to $2.78 

per gallon. 

* The average price for a gallon of 

diesel fuel is $.40 higher than the 

same time last year.  

* Prices declined in all reporting 

areas except the West Coast and 

New England, where increases 

were minimal. 

*California remains the high price 

leader for diesel fuel at $3.18 

while the Gulf Coast region 

continues to offer the best 

bargain at $2.62 per gallon.  

*The WTI Crude Oil price rose 

2.6% this week, moving from 

$48.23 to $49.48.  

*The demand for trucks to run 

hurricane relief goods has eased 

off, improving transportation 

availability this week in most parts 

of the country. The North Central 

portion of the US is the only 

region reporting truck shortages.   

 

 

   

hollowing in the fruit. A few cucs have 
started crossing at Nogales and more 
growers will come on board by the 1st 
of October. Eastern markets are 
beginning to see better availability. 
Northern areas like MI, NJ, and NY 
continue to have product despite the 
normal seasonal decline. North 
Carolina is in good production this 
week and has been joined by growers 
out of Georgia. Overall quality has 
been good from all areas. 
 
Summer Squash: Georgia’s squash 
crops were the hardest hit by Irma. As 
product was just getting ready to 
come off when the storm hit, the near-
mature fruit took a beating from wind 
and rain. Scarring and scuffing are a 
major concern on squash coming 
from this area this week. Fortunately, 
there are still light to moderate 
volumes coming from scattered local 
deals throughout the East with varied 
quality. In the West, California 
growers will continue with new and 
existing Fall squash acreage for 
several more weeks. Nogales is also 
expected to see crossings as early as 
this weekend.  
 
Green Beans: Although current 
production areas in the East are 
working toward the end of the season, 
there’s still light to moderate supplies 
available out of MI, TN, VA, and NC. 
As for the West, California’s 
Brentwood, Watsonville, and Fresno 
areas should have enough product to 
hold demand until the California 
desert comes on in mid-October. 
 
Hard Squash: The East is finally in 
the swing of hard squash season, 
with stronger volumes coming out of 
Michigan, Kentucky and other local 
deals. California crops are struggling 
with quality, especially on acorn and 
spaghetti.  
 
Chili Peppers: Although many local 
deals are wrapping up, the East 
continues to have a steady supply of 
chili peppers from MI and NJ.  
California and Baja, Mexico are 
providing peppers for Western 
markets. California’s quality remains 
acceptable but will begin to diminish 
over the next few weeks.   
 

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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The U.S. business travel economy 
is big. Staggeringly big. A recent 
Global Business Travel 
Association report said that in 
2016, about 514 million domestic 
business trips accounted for $547 
billion in spending. That’s nearly 
3% of the U.S. GDP, and there are 
no signs that business travel 
spending is slowing down. In fact, 
it’s projected to grow another 6% 
by the end of 2018. 
 
“Face to face interaction enabled 
by business travel remains a 
critical business tool,” said David 
Reimer, Senior Vice President and 
General Manager, North America, 
American Express Global Business 
Travel. “To sustain business 
travel’s economic impact, our 
industry must continue to evolve to 
meet the needs of these travelers.” 
 
The same goes for the restaurant 
industry, which also has a huge 
opportunity in business travel 
customers. The GBTA report found 
that Food & Beverage is now the 
second largest expense account 
spending category (tied with 
Airfare.) 
 
By understanding these business 
customers, catering to their needs, 
and finding ways to attract them, 
restaurants stand to profit royally. 
 
The habits of business travelers 

October is the busiest month of the 
year for business travel, as 
professionals look to squeeze in 
important face-to-face meetings 
before the holiday season. 
According to a study by Hertz, the 
most popular day of the week for 
business travel is Monday, with the 
average business trip lasting 3.5 
days. 
 
What’s the nature of these trips? 
According to the GBTA study, just 
under half were for ad-hoc 
purposes (e.g., to attend sales trips 
or client meetings.) Another 28% 
were for group travel, and the 
remaining 25% were a combination 
of business and leisure. Let’s look 
at how restaurants can deliver 
spot-on experiences for each of 

these segments -- each of whom 
have different needs and 
preferences while traveling. 
 
The solo traveler 

Whether they’re hitting the road for 
a single sales call, presentation, or 
day full of meetings, “transient” 
business travelers likely have a 
couple things in common: they’re 
time-crunched, and they’re 
exhausted. 
 
These road warriors will often need 
to multitask, so having amenities 
like free, reliable WiFi is a must to 
keep them coming back to your 
restaurant. They may need to get 
in and out quickly during the 
breakfast and lunch segments, and 
restaurant technologies like mobile 
apps to pre-order and pay can be 
key. Having healthy items on your 
menu might also be a breath of 
fresh air for these diners, who often 
lament that they “eat worse” while 
traveling. 
 
At the end of the day, while you 
may still see them with their 
laptops open, they’re looking to 
unwind. This traveler will 
appreciate drink specials and a 
quiet, somewhat private setting for 
solo diners. 
 
Business travel groups 

While they’re still working (and still 
require WiFi and other restaurant 
amenities), group travelers are 
often looking to have some fun with 
their colleagues. Oftentimes, 
they’re in town for a conference or 
industry event. Consider keeping 
these events on your radar (and in 
your marketing plans) as they draw 
scores of out-of-towners who are 
dining on their company’s dime. 
In research conducted by Dinova, 
45% of companies who host 
hospitality suites at conferences 
either always or frequently order 
catering services from local 
restaurants. There is a huge 
benefit for restaurants who have 
access to meeting and event 
planners. 
 
There’s also plenty of business to 
be gained from group business 

RESTAURANT INDUSTRY NEWS 
Welcome to the October Business Travel Boom 

Sponsored By: Dinova, www.nrn.com, September 6, 2017 

travelers after hours -- during 
happy hour and dinner. A fun 
happy hour atmosphere and 
beverage selection can help draw 
them. 
 
The business + leisure traveler 

The GBTA reported that in the past 
year, over a third of North 
American business travelers 
extended a work trip for leisure. 
The “business + leisure” trend has 
even spawned a new term: 
“bleisure.” 
 
Many of these travelers are 
Millennials, looking for new 
experiences and a bit of local 
culture. Consider including local or 
featured items on your menu 
(bonus points if the food is 
Instagrammable.) 
 
Also keep in mind that these 
modern travelers are using 
technology to support their 
experience with 48% using a 
dining app to discover new 
restaurants and 38% using travel 
apps provided by their companies. 
Getting access to those travel 
apps is no small task, so having a 
partner that understands how to 
navigate the corporate travel 
landscape is key. 
 
A fail-safe way to attract more 
‘business’ business  

Catering to business travelers’ 
needs will keep them coming back 
to your restaurant. But how do you 
get them through the door in the 
first place? You could spend your 
money on the usual advertising 
channels. Or, you could reach 
profitable business diners directly 
with a marketing program that 
costs you nothing upfront (and 
pays for itself in incremental 
revenue.) 
 
Learn more about this self-funding 
program by visiting Dinova. 
 
Please note: When publishing an 
article, Lipman does not 
necessarily endorse any products 
or services. This sponsored article 
was chosen based on its 
interesting and relevant content.  
 

http://www.gbta.org/foundation/pressreleases/Pages/rls_071717.aspx
http://www.gbta.org/foundation/pressreleases/Pages/rls_071717.aspx
http://www.gbta.org/foundation/pressreleases/Pages/rls_071717.aspx
http://www.gbta.org/foundation/pressreleases/Pages/rls_071717.aspx
http://www.prnewswire.com/news-releases/hertz-finds-more-business-travelers-hit-the-road-in-october-than-any-other-time-of-the-year-300344322.html
http://www.nrn.com/business-dining/convention-dining-big-business
http://www.nrn.com/
https://jetluxhotels.com/bleisure-travel-2017-how-business-travelers-are-using-the-latest-travel-trend/
http://www.dinova.com/
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We’d like to help you get to know #TeamLipman a little better. From the folks who take care of 
business behind the scenes to those you may see and talk to frequently, every individual plays 
an important role in providing you with the very best produce that nature has to offer…24/7/365.  

Check out these friendly faces! 
 

Angell Deer 
Office Manager 

South Carolina Farms 
South Carolina Farming 

Rick Seminara 
Controller/Office Manager 

West Deptford, NJ 

Connie Christian 
Sales Assistant 
Knoxville, TN 

Michael Beasley 
General Manager 

Portland, OR 
 
 

Maria Jimenez 
Workers Comp/Safety Manager 

 Immokalee, FL 
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ITEM QUALITY PRICING 

Bell Pepper     Good     Steady 

Cucumber     Good     Lower  

Eggplant Good       Steady 

Green Beans     Good     Steady 

Jalapenos Good     Steady 

Onions Good Steady to Higher 

Squash     Varied Steady to Higher 

Tomatoes     Varied  Steady to Higher 

TEAM LIPMAN IN PICTURES 
 

SEPTEMBER CALENDAR 

All Month 
Hunger Action Month 
September 25th    
National Food Service Workers 
Day 
September 27th  
National Women’s Health & 
Fitness Day 
September 29th  
Hug a Vegetarian Day 
 
 
 
 
 
 
 
 
 
 

 

PRODUCE BAROMETER 

Clinton, NC Weather 

PRODUCE BAROMETER 
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KEEP YOUR EYE ON THE CONSUMER 
Price is not the Biggest Driver for the First Native Digital Generation 

By: Marianne Wilson, www.chainstoreage.com, September 19, 2017 
 

   
  
 

Social media plays a huge role — bigger than pricing — when it comes to influencing the purchase 
decisions of Generation Z.  
  
That's according to initial findings from IRI's ongoing study into the shopping attitudes and 
behaviors of Gen Z (individuals aged 21), which has the distinction of being the first native digital 
generation. It found that Gen Z is two to three times more likely to be influenced by social media 
than sale or discount pricing when making purchasing decisions, making them the only generation 
to be more driven by social media than price. 
  
"It is clear that Gen Z will be different from Millennials and the generations before them on many 
levels — on top of being the most culturally diverse shopper population to date, Gen Zers are 
already forming unique purchase motivators and preferences,” said Robert I. Tomei, president of 
consumer and shopper marketing and core content services for IRI. “It will be critical for 
manufacturers and retailers to have a deeper understanding of these young shoppers as they gain 
influence and purchasing power, and leverage the power of personalization to reach them." 
  
Initial survey findings from IRI of those aged 14-21 include: 
• Brick-and-mortar holds its own against online. Gen Z sees both brick-and-mortar and online 
retailers being equally able to deliver the brands they want — a large product selection, low pricing 
and enjoyable shopping experiences. 
 • Ease of the shopping process has substantial influence. Gen Z is more likely than any other 
generation to choose a retailer based on how easy it is to find what they want, including Millennials. 
 • It’s not just a price game for Gen Z. The ability to find what they’re looking for in the store is as 
important in driving retailer choices as low prices. 
 
IRI’s survey also found that as the first native digital generation, Gen Z expects to find savings at 
the touch of a button. More than 25% of Gen Z members already engage with retailer apps for 
discounts and promotions, compared with 33% of Millennials. These findings confirm the digital, 
social-centric shopper experience Gen Z will seek out, whether shopping online or in-store. 
  
“Our work with Gen Z to date suggests that they reject inauthenticity and being ‘marketed to,’ but 
they are not against marketing and advertising altogether,” said Lynne Gillis, principal of survey 
and segmentation for IRI. “What makes Gen Z different is they see and embrace the opportunity to 
be influencers, whether it’s among their own circle of friends or a broader audience. This has 
tremendous implications for how brands and retailers engage them in the marketing and 
advertising process.” 
 

 
 
 
 

NATIONAL WEATHER SPOTLIGHT 
Weekly Precipitation and Temperature Deviation 

 

http://www.chainstoreage.com/
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NEWS IN THE GROCERY TRADE 
Digital Influences Majority of Grocery Sales: Deloitte Survey 
By: Natalie Taylor, www.groceryheadquarters.com, September 12, 2017 
 

 

  

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

 

More than half (51 percent) of grocery sales are digitally-influenced, according to a new survey report from Deloitte. “The 
Grocery Digital Divide: How Consumer Products Companies Can Deliver on the New Digital Imperative” reveals that although 
the majority of food and beverage purchases are still made in person, online and mobile experiences impact purchase decisions 
long before consumers arrive in-store. 
 
“People are making decisions about what goes in the grocery cart long before they get to the shelf or even the store," says Barb 
Renner, vice chairman, Deloitte LLP and U.S. consumer products leader. “In our research, people saw room for improvement 
from grocers compared to digital experiences they find in other retail categories. Consumer products companies and retailers 
who create those digital touchpoints have a much better shot at getting the shopper's attention and loyalty before competitors, 
many of whom aren't even in the game yet." 
 
Grocery’s digital influence takes speed 
According to the survey, digital’s overall influence on grocery has nearly doubled year over year, and has been a driver of 
change on the in-store shopping experience. Since 2013, digital’s in-store influence has dramatically grown 300 percent across 
all retail sectors, impacting 56 percent of all transactions from 14 percent in that same timeframe. The grocery sector’s digital 
influence has caught up to other categories – such as health (51 percent), apparel (56 percent), home (58 percent) and auto (59 
percent) – though it still lags leaders like electronics (69 percent). 
 
While the influence of digital continues to expand, there is still a divide between what consumers want and what the grocery 
shopping experience currently offers. The survey found that only 31 percent of grocery shoppers say digital makes grocery 
shopping easier (compared to 42 percent across other retail categories), presenting a major opportunity for companies to 
improve the experience. 
 
Consumers want convenience, curation, integration 
Digital impacts consumers’ path to purchase through shopper awareness, selection, purchase and loyalty, and in turn is driving 
the following consumer habits: 

 More than three-quarters (77 percent) of consumers surveyed use digital touchpoints such as recipe websites and 
blogs to drive awareness and find inspiration.  

 Eighty percent of respondents have used a digital device to browse or research grocery products, tapping sources like 
manufacturer and grocery retailer websites.  

 Nearly three in 10 (29 percent) of respondents try products based on online recommendations and reviews, seeking 
answers from blogs and social media posts alongside online product reviews and loyalty apps. 

  
Consumers who embrace digital options – such as on-demand local delivery, in-store coupons and instant rebates or mobile 
checkout – before or during a shopping experience end up converting 9 percent more often than those who shy away from 
digital leading up to their purchase decision, according to the survey. 
 
Mobile’s in-store influence has increased from 5 percent in 2013 to 37 percent in 2016, and grocers’ mobile apps lead over 
consumer product brands’ apps, with 41 percent of survey respondents turning to grocery retailers’ apps compared to 27 percent 
who use a consumer product company’s app. Roughly one-third of respondents said they use a smartphone to help choose a 
brand during a shopping trip. 
 
"Digital is expected to play an even bigger role in delivering the experiences shoppers' desire," says Rich Nanda, principal, 
Deloitte Consulting LLP and U.S. consumer products corporate strategy and growth leader. "However, many consumer products 
companies and their retail partners have yet to take full advantage of the opportunity, potentially leaving money on the table."  
 

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! 
September 28-30, 2017 

SEPC’s Southern Innovations Organics & Foodservice 
Expo 
Westin Hilton Head Island Resort 
Hilton Head Island, SC 
www.seproducecouncil.com    
Lipman will be at Booth 109- stop and see us!    
 
October 19-21, 2017 

PMA Fresh Summit Convention & Expo 
Ernest N. Morial Convention Center 
New Orleans, LA 
www.pma.com/events/freshsummit 
Join Team Lipman at Booth #219! 
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http://www.groceryheadquarters.com/
https://www2.deloitte.com/us/en/pages/consumer-business/articles/grocery-digital-divide-survey.html?id=us:2el:3pr:grocerydig:eng:cp:091217
https://www2.deloitte.com/us/en/pages/consumer-business/articles/grocery-digital-divide-survey.html?id=us:2el:3pr:grocerydig:eng:cp:091217
https://www2.deloitte.com/us/en.html
http://www.lipmanfamilyfarms.com/
http://www.seproducecouncil.com/
http://www.pma.com/events/freshsummit

