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Final Report

Project VG09156

Visit to PMA Fresh Conference and Retail Study Tour
October 2009

Media Summary

Simon Rogers, Helen Commins and Felicity Robson travelled to California to participate in PMA’s
2009 Fresh Summit.

One of the largest international events solely dedicated to fruit, vegetables and floral, Fresh
Summit draws more than 17,000 attendees from 50 countries annually. The scope and energy of
Fresh Summit is astounding. This year was no different. In fact, there was record attendance and
booth numbers. There is no other show like it in the world. Attendees - from the entire supply
chain - packed the Anaheim convention center to experience all that Fresh Summit has to offer:
Sold-out exhibition hall featuring the latest products and services in produce and floral
An insightful educational program covering the hottest issues facing the industry
Numerous networking opportunities with key decision-makers, receptions, tours

In addition to the formal PMA program, the OneHarvest team arranged their own store and
factory tours. Travelling to the US has always been an important part of the inspiration behind
OneHarvest’s product and service innovation. Fresh Summit provides a central focus for such
travel.

Date Activities

1-Oct | Thu Arrive in LA - travel to hotel

2-Oct | Fri Conference - registration - attend Conference retail study tour
3-Oct | Sat Conference - participate in Conference Sessions

4-Oct | Sun Conference - participate in Conference Sessions

5-Oct | Mon Conference - Trade Show

6-Oct | Tue Independent Retail Tour

7-Oct | Wed ReadyPac Produce Visit - Irwindale

8-Oct | Thu Depart LAX

9-Oct | Fri Arrive Bne

This study tour has a permanent place on the OneHarvest annual calendar for the following
reasons -
Understanding the scope and scale of the US market
Knowledge transfer to younger people in our organisation, as part of our succession plans
Re-connect with contacts and colleagues and make new associations
Identifying consumer and retail trends that have transferability to the Australian marketplace
Identifying market opportunities for our products in North America
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Key Takeouts

Key Takeout

Observation

Actions for business and industry

Consumer

Locally produced has replaced Organics
as the key marketing message that
retailers and suppliers are pushing in
the market place.

With such a large country like Australia
how do we promote the locally grown
message within the constraints of the
current supply chain model.

Over planting of raw material leads to
the product becoming an everyday
commodity that reduces the retail price
lowering margins for all involved.

How do suppliers and retailers manage
the supply chain process to ensure that
only just enough is grown.

Waste is also becoming a big issue for
consumers which will drive pack sizes
and formats.

Ready meals are becoming increasingly
popular but flavour and quality is just as
important as convenience.

Australia is behind the US and the UK
for this format. How do we ensure
when it hits Australia the fresh produce
component is making up a large
portion of the product range.

The biggest threat to fresh is the frozen
category. As prices rise in fresh frozen
becomes more attractive and the credit
has highlighted the need not to wasted
food with the shelf life advantage of
frozen making it even more attractive.

A clear point of difference needs to be
established between the two
categories and in these tough
economic times we are offering a value
equation for consumers.

Lack of knowledge in consumers to try
different products has hampered the
success of new lines in the US

Especially in FreshCuts a consumer
education program is needed to
educate consumers on the benefits and
uses of our lines.

Current trends show people are eating
out less and less but want to bring back
to the home the recipes and food they
were eating out.

Shows like masterchef are adding to
this trend. We need to ensure produce
make up a big part of these recipes
they are cooking at home.

Health and Wellbeing was seen as a
potential area for growth in VAP with
consumers getting smarter about the
benefits of eating fresh fruit and
vegetables.

Does the younger generation need to
be educated around the benefits of
eating fruit and vege that older
generations take for granted.
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Key takeout

Observation

Actions for business and industry

Retail

In most supermarkets and quick service
restaurants breakfast is seen as the big
growth area. FreshCut fruit was
prominent in supermarkets and QSR’s
with fruit commonly mixed with a dip or
muesli.

Does five a day need to focus on
breakfast as an opportunity to eat more
fruit.

Cross promotions with non grocery lines
was common in most stores that we
visited

The Grocery areas of supermarkets have
a much higher frequency of purchase so
how can the produce department
capitalize on this.

Lack of training for staff with most staff
only receiving 25 hours training before
being put on their own to deal with
customers is seen as turn off for
shoppers as they come across as
showing a lack of knowledge.

How do we increase training for
produce staff as they are often the only
contact in stores for consumers.

Supermarkets in the US are seeing
consumers shopping less frequently but
the average basket price for produce is
more for each trip.

This could indicate that people are still
time poor and to ensure produce is
consumed it is available in a convenient
ready to eat format.

Larger packs were common in the US
with a percentage of free leaf being
offered. The offer was clearly printed on
the packaging making it easy for the
consumer to see the offer.

Combined with a recipe idea this is a
good way of increasing usage in
FreshCut Salads.
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Key takeout | Observation Actions for business and industry
Packaging Consumers want to relate the people This will help promote the fresh aspect
behind the food with plenty of and should be done more on pack.
communication seen in store as to
where the product was made and also
on the pack communication.
Stores were trying to cover all purchase | We need to ensure that product
occasions with large value bag offers offerings take into consideration the
competing with smaller pack sizes for younger larger families and the ageing
the smaller households often single person households.
Resealable bags were also being used on | As food waste is a big issue and larger
larger bags and communicating that pack formats are growing this is a
consumes could reseal the bags avoiding | solution to this dilemma
wasting food and keeping it fresh for
longer.
In the US there was a mixture of bags If plastic bowls become common we
and plastic bowls as the packaging type. | need to be aware of the waste and
recyclability of this packaging format.
Cardboard sleeves were common on Again over packaging concerns need to
higher retail lines as way of be addressed if this trend is followed.
communicating the higher quality of the
product being sold.
Key takeout | Observation Actions for business and industry
Products Value Added Vegetable lines were This ties in with time poor consumers

extremely popular at the trade show
across many different packaging formats
steamer bags, microwavable trays and
BBQ roasting trays

looking for an easy alternative.

See part 2 of report for different product
ideas and packaging concepts.
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Key takeout

Observation

Actions for business and industry

People/talent

PMA FIT model for attracting and
retaining industry talent has potential
to be expanded to broader audience.

Industry intern programs to be
established.

For the first time, | participated as a
mentor for one of the students
attending Fresh Summit as part of the
Pack Family Career Pathways
program. This gave me an
opportunity to get real insights into
the running of this program and relate
how it could work in Australia.

Industry to establish mentor programs
for PMA Aus NZ as well as longer term
relationships.

PMA Fresh Connections to be start of
linkages with universities and colleges.

Using facebook and other social media
to interact with potential recruits to
industry and to actively engage with
younger people.

Social media has far reaching impact
and is widely embraced by millions of
users. Industry and business to learn
about using this new media to build
brands and engage people. No-one is
doing this well in Australia — the
landscape is quite bare.

Programs must have structure and
form and follow process to ensure
consistency across all participants.
Participant briefings to be included in
program.

Documentation from Career Pathways
program attached. To provide outline
for programs going forward.

Key takeout

Observation

Actions for business and industry

Industry

Commodity group and regional politics
can be aside for the greater good of
the industry, in particular where
common issues and opportunities are
presented.

Id issues that cross between a number of
commodity/regional groups and address
as consolidated front on behalf of all
horticulture.

PBH has not delivered on increasing
fruit and veg consumption.

Re-address go for 2&5 program. Annual
consumer research to be conducted to
understand and measure consumption
patterns.

All of supply chain engagement in
PMA. Competitive issues not brought
to table. Collaboration for good of
industry.

All parts of supply chain to be encouraged
to become members of local PMA. HAL
to be driver to have commaodity groups
involved. Remove ‘industry’ groups as
vernacular — we are all part of the
horticulture industry.

High support for local branch of PMA
to be established in Aus-NZ.
Opportunity to share ideas, systems
and processes with US.

Media release relating to PMA Aus-NZ
attached.
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Key Messages from Condy

What seems impossible one day, may be inevitable the next

It doesn’t matter where you come from, it’s where your are going
Keep perspective when faced with tumultuous times

Today’s headlines and history’s judgement are never the same
That can wait til tomorrow

B T T Win Wi

When you wake up every morning, ask yourself ‘am | asking my people to do things that |
wouldn’t do?’
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Career Pathways Program

Career Pathways Advisors
2009 Pack Scholarship Program

Tonya Antle

Earthbound Farm

1721 San Juan Highway

San Juan Bautista, CA 95045

Phone: +1 (831) 623-7880, ext. 2313
Cell: +1 (831) 595-9676

Fax: +1 (831) 623-7877

Email: tonya@ebfarm.com

Stephen Barnard

Mission Produce, Inc.

PO Box 5267

Oxnard, CA 93031-5267

United States

Phone: +1 (805) 981-3650

Cell: +1 (805) 444-5682

Fax: +1 (805) 981-3660

Email: sbarnard@missionpro.com

Joe Caldwell

Monterey Mushrooms

10805 Kingston Pike, Ste. 220
Knoxville, TN 37934

Phone: +1 (865) 966-7991

Cell: +1 (865) 406-4879

Fax: +1 (865) 966-7993

Email: jcaldwell@montmush.com

Karen Caplan

Frieda's, Inc.

4465 Corporate Center Drive

Los Alamitos, CA 90720-2540
United States

Phone: +1 (714) 826-6100

Cell: +1 (562) 688-4673

Fax: +1 (714) 816-0277

Email: karen.caplan@friedas.com

Shelly Carlson

C. H. Robinson Company Worldwide
20860 N Tatum Boulevard, Ste 350
Phoenix, AZ 85050-4285
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United States

Phone: +1 (480) 773-2973

Cell: +1 (480) 773-2973

Fax: +1 (480) 607-1221

Email: shelly.carlson@chrobinson.com

David Corsi

Wegmans Food & Pharmacy, Inc.
1500 Brooks Avenue

Rochester, NY 14624-3512
United States

Phone: +1 (585) 464-4740

Cell: +1 (585) 703-2059

Fax: +1 (585) 429-3182

Email: dave.corsi@wegmans.com

Rich Dachman

FreshPoint, Inc.

1390 Enclave Parkway

Houston, TX 77077-2025

United States

Phone: +1 (281) 899-4267

Cell: +1 (832) 689- 5191

Fax: +1 (281) 899-4231

Email: rich.dachman@freshpoint.com

Mark D. Erickson

Blue Book Services

845 E Geneva Rd.

Carol Stream, IL 60188-2807

United States

Phone: +1 (630) 668-3500, Ext. 325
Fax: +1 (630) 344-0345

Email: merickson@bluebookprco.com

Mark Givens

HMC Farms

13138 S. Bethel Avenue
Kingsburg, CA 93631

United States

Phone: +1(559) 897-6696
Cell: +1 (559) 859-0161

Email: markg@hmcfarms.com

Don Goforth

Family Tree Farms
41646 Road 62

Reedley, CA 93654-9124
United States
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Phone: +1 (559) 591-6280
Fax: +1 (559) 595-7795
Email: dgoforth@familytreefarms.com

Heather Hammack

Famous Software, LLC

8080 N Palm Avenue, Ste 210

Fresno, CA 93711-5797

United States

Phone: +1 (559) 431-8100 ext. 1310
Cell: +1 (559) 994-2472

Fax: +1 (559) 447-6339

Email: heatherh@famoussoftware.com

Roger Harkrider

H-E-B

5103 Rittiman Road

San Antonio, TX 78218

Phone: +1 (210) 938-4452

Cell: +1 (210) 885-4452

Fax: +1(210) 590-2397

Email: Harkrider.Roger@HEB.com

Gene Harris

Denny's Inc.

203 E Main Street, # P-0906
Spartanburg, SC 29319-0002
United States

Phone: +1 (864) 597-8795
Cell: +1 (864) 316-1653

Fax: +1 (864) 597-6940
Email: gharris@dennys.com

Craig Kelly

CHEP

8517 S Park Circle, Suite 400
Orlando, FL 32819-9040
United States

Phone: +1 (407) 927-2248
Fax: +1 (407) 226-4629
Email: craig.kelly@chep.com

Jim Leimkuhler

Progressive Produce Corporation
5790 Peachtree Street

Los Angeles, CA 90040-4000
United States

Phone: +1 (323) 890-8100

Cell: +1 (323) 829-3060
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Fax: +1 (323) 890-8191

Email: im@progressiveproduce.com

Wes Liefer
Pura Vida Farms LLC

265 S Randolph Avenue, Ste 210

Brea, CA 92821-5773
United States

Phone: +1 (714) 671-1501
Cell: +1 (714) 833-7298
Fax: +1 (714) 671-1502
Email: wliefer@gmail.com

Dan'l Mackey-Almy
DMA Solutions, Inc.

545 E. John Carpenter Freeway, Ste 300

Irving, TX 75062-3964
United States

Phone: +1 (972) 719-9096
Cell: +1 (214) 507-8780
Fax: +1 (972) 719-9195

Email: dalmy@dma-solutions.com

Mike McGee
L & M Companies, Inc.

2925 Huntleigh Drive, Ste 204

Raleigh, NC 27604-3374
United States

Phone: +1 (919) 981-8064
Cell: +1 (919) 523-8208
Fax: +1 (919) 954-9984
Email:
mike.mcgee@Imcompanies
.com

Jeffrey McLellan

Qs

1400 E. Olympic Blvd.
Suite 204

Los Angeles, California
90021

United States

Phone: +1 (213) 629-1152
Fax +1 (213) 629-8301
Email:
jmclellan@gsiproduce.com
Lisa McNeece
Grimmway Farms

6900 Mountain View Road
Bakersfield, CA 93307-9627
United States

Phone: 661- 845-5285

Cell: 661-331-8658

Fax: +1 (661) 845-5221
Imcneece@grimmway.com

Hurley Neer

Eubanks Produce

331 Produce Road
Lucedale, MS 39452
United States

Phone: +1 (601) 947-9661
Cell: +1 (228) 627-1707
Fax: +1 (601) 947-9665
hneer@eubanksproduce.co
m

Eric Nieman

Produce Business

450 Central Avenue, Ste
210B

Highland Park, IL 60035-

2659

United States

Phone: +1 (847) 266-8955
Cell: +1 (312) 296-8145

Fax: +1 (847) 266-8958
Email: niemaneric@aol.com

Gina Nucci

Mann Packing Company,
Inc.

1250 Hansen Street
Salinas, CA 93901-4552
United States

Phone: +1 (831) 422-7405
Cell: +1 (831) 214-3032
Fax: +1 (831) 422-5171
Email:
gina.nucci@mannpacking.c
om

Michael O'Brien
Schnuck Markets, Inc.
PO Box 46928
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Saint Louis, MO 63146-
6928

United States

Phone: +1 (314) 994-4733
Cell: +1 (314) 541-0431
Fax: +1 (314) 994-4525
Email:
mobrien@schnucks.com

Charles Olins

Concord Foods, Inc.

10 Minuteman Way
Brockton, MA 02301-7508
United States

Phone: +1 (508) 580-
1700 ext. 390

Cell: +1 (617) 980-1511
Fax: +1 (508) 584-9425
Email:
colins@concordfoods.com

Jeff Patterson

Nash Finch

PO Box 355

Minneapolis, MN 55440-
0355

Phone: +1 (952) 844-1139
Fax: +1 (952) 844-1242
Jeffrey.Patterson@nashfinc
h.com

Chris Puentes
Interfresh, Inc.

2019 W Orangewood
Avenue

Orange, CA 92868-1944
United States

Phone: +1 (714) 449-
1669 ext. 14

Cell: +1 (714) 906-4813
Fax: +1 (714) 385-9099
Email:
chrisp@getinterfresh.com

Michelle Story

Taylor Farms

911 Blanco Circle, Suite B
Salinas, CA 93901-4449

Felicity Robson

One Harvest

PO Box 180

Carole Park, QLD 4300
Australia

Phone: +61 73 2525060
Fax: +61 73 3798019

Email:
felicity.robson@oneharvest
.com.au

Dave Russell

Del Monte Fresh Produce
1400 Parker St

Dallas, TX 75215-2135
United States

Phone: +1 (214) 428-3600
Fax: +1 (214) 421-9502
Email:
drussell@freshdelmonte.co
m

Kenneth Silveira
Mastronardi Produce
PMB# 343

1172 S Main St

Salinas, CA 93901-2204
United States

Phone: +1 (831) 595-1020
Fax: +1 (831) 620-1134
Email:
ken.silveira@gmail.com

J. David Smith

The Oppenheimer Group
724 Corporate Center Drive
Suite 200

Pomona, CA 91768

United States

Phone: +1 (909) 802-1700
Email: davsm@oppy.com

Jarrod Snider

Frontera Produce, Ltd.
Phone: +1 (831) 676-9076
Fax: +1 (831) 754-0473
Email:
mstory@taylorfarms.com

717 W Main Street, Ste 8
Midlothian, TX 760652939
United States

Phone: +1 (972) 723-1627
Cell: +1 (956) 239-3801

Fax: +1 (972) 723-5777
Email:
jarrod@fronteraproduce.co
m

Tammy Sparkman

Sam's Wholesale Club

608 SW 8th Street
Bentonville, AR 72716-0001
United States

Phone: +1 (479) 277-7761
Cell: +1 (479) 381-5529

Fax: +1 (479) 277-5826
Email:
tjspark@samsclub.com

Dick Spezzano

Spezzano Consulting
Service, Inc.

261 Aspen Drive
Monrovia, CA 91016-2325
United States

Phone: +1 (626) 357-0469
Cell: +1 (562) 619-0752
Fax: +1 (626) 357-2879
Email:
rspez10043@aol.com

Bobby Stokes

Curry & Company

PO Box 9187

Brooks, Oregon 97305
United States

Phone: +1 (503) 393-6033
Cell: +1 (503) 576-0648
Email:
bobby@curryandco.com

Russ Tavlan

Moonlight Companies
17719 E. Huntsman Ave.
Reedley, CA 93654-9205
United States
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Phone: +1 (559) 637-7799
Fax: +1 (559) 637-7199
russ.tavian@moonlightcom
panies.com

Nichole Towell

Duda Farm Fresh Foods,
Inc.

PO Box 620257

Oviedo, FL 32762-0257
United States

Phone: +1 (561) 804-1477
Cell: +1 (831) 229-2957
Fax: +1 (561) 753-6660
Email:
nichole.towell@duda.com

Stephen Tursi

Seald Sweet International
406B Heron Drive, Ste B
Swedesboro, NJ 08085-
1738

United States

Phone: +1 (856) 467-6691
Fax: +1 (772) 569-5110
Email:
tursi@sealdsweet.com

Will Wedge

Hannaford Bros. Co.

145 Pleasant Hill Rd
Scarborough, ME 04074-
9309

United States

Phone: +1 (207) 885-3060
Fax: +1 (207) 885-2054
Email:
wwedge@hannaford.com

Kevin Wilcox

AS Wilcox & Sons Limited
Union Road R.D.3
Pukekohe

New Zealand

Phone: +64 9 237 0740
Fax: +64 9 238 3117
Email:
kevin@aswilcox.co.nz
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CAREER ; ) PATITWAYS Pack Family/PMA Career Pathways Fund

FUND Industry Advisors’ Best Practices

Providdeeed B tlre PACK TARMILY and PALA

2009 will celebrate the sixth year of the Pack Family/PMA Career
Pathways Fund. This guide was created to ensure that both you
and your student get the most out of this program.

About Your Responsibilities

Prior to Fresh Summit

Call Your Student — 30 minutes

Advisor Responsibility: Required.

What to Expect: Your student will be provided with your name, contact information, and a short
biography. During your conversation ask about the student's interests and background. Inquire
after the student’s goals in attending Fresh Summit and begin thinking of how you can help your
student achieve and exceed them! The Foundation will provide a goal-setting sheet to help guide
you through your conversation.

Thursday, October 1, 2009

Pack Program Reception — 1 hour (5:00 — 6:00 PM), Convention Center, Room 204A

Advisor Responsibility: Attendance is highly recommended.

What to Expect: This reception is an informal time to mingle with students and faculty. Because
not all advisors will be able to attend, please make an effort to speak with individuals in addition
to your assigned student.

Note: This reception takes place immediately following a program orientation that reviews what
the students will being throughout the program. PMA FIT campaign contributors and the Packs
will also be in attendance.

Friday, October 2, 2008

Lunch and Goal Setting — 1and a half hours (1:00 PM — 2:30 PM) Convention Center, Ballroom
Advisor Responsibility: Required.

What to Expect: Upon your arrival, please take a seat at a reserved table at the front of the room
(marked for the Pack program). Arrange the time(s) that you and your student will walk to the
show floor together. Discuss any particular companies/individuals that the student would like to
meet. The Foundation will provide a goal-setting worksheet to help guide you through your
conversation.

Saturday, Sunday, and Monday, October 3, 4 and 5, 2009

The Exposition — 1 hour (At your discretion during show hours)
Advisor Responsibility: Required.
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What to Expect: — Make time to walk the show floor with your student. Undoubtedly, one of the
student’s goals will be to meet specific people and companies during the exhibition. Help make
your student feel comfortable asking questions and networking.

Note: This is one of the highlights of the program for many students. If you are unable to make
time to walk to the show floor with your student, please ensure that you find someone else who
can. The Foundation will provide a list of all participating industry advisors and their contact
information for this reason. You may also choose someone else from your company, who is not an
advisor, to help the student learn and network.

Additional Suggestions:
- Make sure you introduce your student to others in the industry, especially those who
represent an area of interest for him or her.
Help your student network by scheduling time with other industry members.

Invite your student to accompany you to your business meetings and evening functions if
you can.

Talk to other advisors to learn how you and your students can get the most out the
program.

Stay in touch after Fresh Summit. Check in to see how your student is doing occasionally.
Help them in their career search if asked.

Invite your student to visit your organization either before or after Fresh Summit.
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Goal Setting Worksheet

Asking a few questions can help both you and your student get the most out of the Pack
Family/PMA Career Pathways program. This worksheet is intended to help guide your
conversations both prior to the event as well as onsite.

Phone Interview —Prior to Fresh Summit have a telephone conversation with your assigned
student. On the call introduce yourself and explain your role as an industry advisor. Below are
some questions to help guide your conversation.

1. Why did you choose to study agribusiness/food marketing?

2. What is your knowledge of the produce industry/Fresh Summit? Supplement their
knowledge.

3. Why did you apply for this scholarship?

4. What are your long-range and short-range goals/objectives, career or otherwise?

5. When and why did you establish these goals?

6. How are you preparing yourself to achieve them?
Onsite — On Friday at the goal setting lunch session become more familiar with your student’s
interests and goals. If you haven’t already given him or her an overview of who you are and what
you do, now would be a good time to do it. Below are some questions to help guide your
conversation.

1. What would you like to get out of your Fresh Summit experience?

2. Have you identified any specific people or companies you would like to meet?

3. What would you like to accomplish while walking the show floor?

4. Are there any workshops that are of particular interest to you?

5. Do you have any questions about the industry or my career path?
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Thursday, October 1
4:00 p.m. -6:00 p.m.
Center, 204A

6:30 p.m. —-8:00 p.m.
Rainforest Café

Friday, October 2
6:30 a.m. -9:00 a.m.

11:15a.m. - 12:45 p.m.

208B

1:00 p.m. —2:30 p.m.
Center, Ballroom
2:45p.m. —4:45p.m.
208B

6:00 p.m.-8:00 p.m.
Platinum Ballroom

Saturday, October 3
7:30a.m.-9:20 a.m.
Center, Ballroom
9:35a.m. -10:50 a.m.
Center, 208B

11:00 a.m.-1:00 p.m.
Marquis Center

1:00 p.m. -5:00 p.m.
Halls A-D

5:30 p.m. -7:30 p.m.
Center, 204B

Sunday, October 4
7:30a.m.-4:30 p.m.
Center

7:30 a.m. -9:00 a.m.
Center, Ballroom
9:15a.m.—-10:45 a.m.

Pack Family/PMA Career Pathways Agenda
October 1-5, 2009
Anaheim, CA USA

Orientation and Reception Anaheim Convention

Dinner and Networking Downtown Disney,

Live FIT 5K Walk and Run
Industry Overview

Marriott Hotel
Anaheim Convention Center,

Lunch General Session and Goal Setting Anaheim Convention
Career Path Panel Discussion Anaheim Convention Center,
Welcoming Reception Anaheim Marriott Hotel,
Breakfast General Session Anaheim Convention

Tips of the Trade: Landing a Job in Produce Anaheim Convention

Career Fair Anaheim Marriott Hotel,
Exposition Anaheim Convention Center,

40 Under 40 Reception Anaheim Convention
Career Fair Anaheim Marriott Hotel, Marquis

Breakfast General Session Anaheim Convention

Conference Workshop: Be the Leader Others Follow

Anaheim Convention Center, 213 BC

11:00 a.m.-11:45 a.m.
Convention Center, 204 C

11:45a.m. - 3:45 p.m.
Halls A-D

4:00 p.m. -5:30 p.m.
208A

5:30 p.m. -7:30 p.m.
Sunset Deck

Young Professionals: A Glimpse from the Inside  Anaheim

Exposition Anaheim Convention Center,
Recap Meeting Anaheim Convention Center,

International Partners Reception Hilton Anaheim Hotel,
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Monday, October 5

8:00a.m.-9:45a.m. Breakfast General Session Anaheim Convention
Center, Ballroom

10:00 a.m. — 2:00 p.m. Exposition Anaheim Convention Center,
Halls A-D
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Media release

PMA Australia-New Zealand begins operations Oct. 1 with new board of directors, executive
staff

October 05, 2009
FOR IMMEDIATE RELEASE
PRESS CONTACT: Julia Stewart , +1 (302) 738-7100 x3008

Contacts: USA: Julia Stewart, jstewart@pma.com, +1 (302) 738-7100, ext. 3008
Aus/NZ: Michael Worthington, m.worthington@pma-anz.com, +61 3 8844 5536

Anaheim, Calif. — Produce Marketing Association’s (PMA) first international affiliate — PMA
Australia-New Zealand (PMA A-NZ) — officially began operations on Oct. 1, association leaders
announced to a worldwide produce audience Oct. 3. The announcements were made at the
association’s 2009 Fresh Summit International Convention & Exposition, being held Oct. 2-5 in
Anaheim, California, USA.

PMA President & CEO Bryan Silbermann introduced the affiliate’s local Board of Directors during
his annual “State of the Industry” address on Saturday, Oct. 3. The 12-member board was elected
last month from a slate of 23 candidates.

“There is a clear two-way value proposition because so much can be learned from each other,”
Silbermann said in welcoming the affiliate and its new board. “Especially in our global community,
the future of trade will rely as much on the fruit of the mind as on the fruit of the land — this
industry is increasingly about what you know, rather than what you grow.”

The board includes nine representatives from Australia, and three from New Zealand:
Chairman Michael Simonetta, Perfection Fresh Australia, Homebush, Australia;
John Baker, Produce Marketing Australia, Croydon, Australia;

Fabian Carniel, Mulgowie Farming Company, Laidley, Australia;

Leo Lynch, Lynch Group Australia, Moorebank, Australia;

Paul Moraitis, Moraitis Group, Sydney, Australia;

Robert Nugan, Fresh Produce Group of Australia, Sydney, Australia;
Felicity Robson, OneHarvest, Brisbane, Australia;

Craig Spencer, Carter & Spencer Group, Rocklea, Australia;

Darren Weir, Woolworths Supermarkets, Baulkham Hills, Australia;
Kerry Wells, MG Marketing, Riccarton Christchurch, New Zealand;
Jeff Wesley, Turners & Growers, Ltd., Auckland, New Zealand; and
Kevin Wilcox, A.S. Wilcox and Sons, Ltd., Auckland, New Zealand.

Simonetta, who previously served as chairman of the PMA Australia-New Zealand Country Council,
was chosen to be chairman of the new affiliate. At its first meeting later this month, the board will
elect a vice chairman and treasurer/secretary.
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“The time was right and our industry was ready to take PMA’s work here to the next level, to
better serve our local membership while expanding our connections with the global produce
industry,” said Simonetta.

PMA outgoing chairman Dave Corsi of Wegmans Food & Pharmacy recognized PMA A-NZ’s
Founding Sponsors to date during his farewell address at Oct. 3’s general session. These
companies are each contributing $10,000 Australian per year for three years to support the
affiliate’s operations:

Addamo Fresh, Pty., Ltd.;

Brisbane Markets;

Carter & Spencer Group;

CHEP;

CostaExchange Limited,;

edp Australia Pty., Ltd.;

Fresh Produce Group of Australia;

IGA Fresh;

Perfection Fresh Australia;

MG Marketing (LaManna Group);

Moraitis Group;

One Harvest;

Salad Fresh, Pty., Ltd.;

Woolworths Supermarkets.

“We applaud these visionary companies for their support of the affiliate, and for the future of the
Australia and New Zealand produce industry,” said Simonetta.

Michael Worthington named executive manager

PMA also announced that a well-known local industry leader has agreed to staff and operate PMA
A-NZ. Michael Worthington, who served on the PMA Australia-New Zealand Council for the past
three years and has been closely involved with PMA in getting the affiliate established, took over
the affiliate’s administration on Oct. 1.

His responsibilities include providing the full range of administrative functions for the new affiliate,
including supplying executive services to the new board of directors and associated task forces,
undertaking local member relations, sourcing and delivering relevant information for the local
trans-Tasman industry, managing the annual Fresh Connections conference and handling local
media relations. Worthington will also work closely with PMA’s U.S. headquarters staff to help
build and strengthen the two-way partnership. His office is located in Melbourne, Australia.

“Michael is well respected and well connected throughout the region, so he was the logical choice
to administer the new affiliate,” said PMA’s Silbermann. “Our headquarters staff has been working
with him to make sure he has the support he needs to hit the ground running.”
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The affiliate will help provide benefits and services tailored to the needs of the market, initially
concentrating on these priorities previously identified by the country council:
Fresh Connections events, offering unsurpassed networking opportunities;
Fresh Forums, to share information on hot topics via workshops that will be held in key areas
in Australia and New Zealand,
attracting, developing and retaining industry talent, including encouraging students to
consider careers in produce, and providing materials to keep and foster the professional
development of current employees; and
creating a repository for quality information directly relevant to the Australian and New
Zealand produce and floral industries.

Current PMA members with Australia or New Zealand addresses will automatically became
members of the new affiliate on Oct. 1. Beginning Oct. 1, PMA members in Australia and New
Zealand should submit their PMA dues payments to the affiliate, and prospective members should
submit their applications to the affiliate.

About PMA Australia-New Zealand (PMA A-NZ)

Founded in 2009, PMA Australia-New Zealand is the first international affiliate of the global
produce and floral industry’s leading trade association. The affiliate’s mission is to represent the
115 PMA members from across the Australia and New Zealand produce supply chain, by providing
benefits and services tailored to the needs of the Trans-Tasman market. The affiliate’s official Web
site is coming soon.

About Produce Marketing Association (PMA)

Founded in 1949, the Produce Marketing Association is the leading trade association representing
nearly 3,000 companies from every segment of the global produce and floral supply chain.
Members rely on PMA year round for the business solutions they need to increase sales and
consumption, build strong professional relationships, and expand their business opportunities. For
more information, visit www.pma.com.
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“Doing more with Less”
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Gelson’s Supermarket

« Mache Tub Range
*100% Mache Rosettes
» Mache & Herbs

e Mache Red Romance
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Vons’s Supermarket

e Kit iIdeas
* Asian Fusion

 Mediterranean

» Grab and Go Fridge concept
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Pavillion’s Supermarket

Pavilions is a grocery store banner used by Vons, a supermarket division of Safeway Inc.
in Southern California. Although similar to Vons stores, Pavilions markets are more
upscale and feature a larger selection of organic food, wine, and other speciality foods.
The stores also tend to be larger than the typical Vons store. The chain consists of 32

stores exclusively in Southern California.

« ‘Eating Right’ Range- private label for Safeway
e Freshcut salads
* Juices
e Frozen Meals

e Canned fruit & Veg

Health claims on the
bag.




Alberton’s Supermarket

» Vegetables with Butters range “Fresh-tables”

e Squash/Pumpkin with Cinnamon Butter

 Broc & Carrots with Garlic Butter

e large round butter piece 5cm diameter and 1cm
thick
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Alberton’s Supermarket

eSargento ‘Salad/Potato Finishers’ Range

e Bags of condiments

Cheddar Bacon- cheese, Bistro Chicken- chicken, Potato Finisher- Cheese sauce,
croutons, bacon cheese, toasted almonds bacon, shredded cheeﬁﬁ e
g Aarvest



Fresh & Easy Supermarket

Fresh & Easy, or, in full, Fresh & Easy Neighborhood Market, is a chain of small supermarkets on the West Coast
of the United States. It is a subsidiary of the UK-based retailer Tesco, the world's third largest retailer, and is Tesco's
attempt to expand into the United States.[1] It has plans for rapid growth - the first stores opened in November 2007
and there are now (May 31, 2009) 120 stores in Southern California, Arizona and Nevada.
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Fresh & Easy Supermarket

» Leafy Bowls




Costco Supermarket

* Whole iceberg leaf san choi bow kit
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Trade Joe’s Supermarket

« Steamed & peeled Beetroot product- microwaveable
pouch

 Combo pack of dips- wet salad combo pack
packaging.

N HUMMUS &%
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Trade Joe’s Supermarket

* Re-sealable bag packaging




SITE VISITS
Two Chefs on a Roll
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PMA TRADESHOW
ANAHEIM, CA
2009

oNne
harves+t



Epic Roots

§ Salad Savoy

CHARD MIX

§ Chard Stem BRIGHT LIBHTS CHARD, SALAD SAVDY"
§ Mache
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Earthbound Farms

§ Heirloom lettuce trays

; , (Areat newst
0 Iﬁ M ‘S' W K I/ﬁ Our salad clamshells
are now made from o
recycled bottles. Q’)

Learn more p




Cavendish Produce

§ Foil BBQ Potato- gold foil, 3 potatoes per pack
§ Individual microwave potatoes




Grimmary Farms

§ Yellow carrot shred

S . harvest



Eat Smart- Apio

§ Ready to Go soups, salads, noodles, veg melts
§ Produce based convenience range

§ Summer & winter offerings

§ www.apio.com
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http://www.apio.com

Eat Smart- Apio

§ Tall, skinny stirfry and veg bags

§ Shred Salad Kits
> Broc Kit
> Asian Kit
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Mann’'s

§ Simply Singles foodservice boxes
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Sargento

§ Kit condiment packs “Salad Finishers
§ Promo opportunities with whole head

§ Up sell consumer to kits
v ‘!.‘ ’

Cheddar Bacon- cheese, Bistro Chicken- chicken, Potato Finisher- CheespAau

croutons, bacon /’%ﬁfd almonds bacon, shredded chebsgy- | e 54



Dole

§ New packaging

§ Flavour profiles & textures on packs
§8 Info booket- idea for putting in bags?
8

Stuffed mushrooms
> Southwest, Spinach & Cheese, Bacon & Cheese

§ Kits- ‘Selection of the Season’

> Autumn- Pumpkin Harvest Vinagrette, Pumpkin Seeds,
Dried Cranberries, Croutons.
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Renaissance / Garden Highway

§ Vege mixes in clamshels
> Soup mix, slow cooker mix
> Sweet potato with butters, vegetable melts, butters
> BBQ Grill range in trays




Tanmura & Antle

§ Artisan Lettuce tubs

> 4 mini whole heads.
> Qak, Tango & Gem. Red & Green
> Application for kits? Sachet or shred included.

e
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Greenline

§ Sweet Potato Microwaveable packs- cubes of sweet
potato. No butter.

§ Topped & Tailed green bean bags.
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Taylor Farms

§ Salad bags- large carrot shavings in salad mixes.
> Baby Spinach Blend- spinach, carrot shavings, raddichio
> Farmer’s Market Salad
> Family Favourite Salad

§ Leafy Bowls

> BLT salad bowl- bacon, lettuce, sundried tomatoes

> Healthy version of simply salad idea- salad leaf, raisins,
croutons, vinaigrette.
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Green Giant

§ Sweet Potato Cubes
§ Individually wrapped microwave potatoes

MICROWAVE IN THIS BAG

~—  Sweet Potato Cubes G o S VWi, S
— ~ WHOLE BABY POTATOES
_ "= — \_ Mesquite Smoked Bacon /_—

NET WT 12 0Z (340g)  ‘Shmmmeoess s NET WT 13.3 0Z (377g)
“FROM THE PACKAGE TO THE PLATE"™




Missionero
8 Whole Head Kits

> Butter lettuce

> |ceberg Wedge

> Whole baby cos leaves
> San choi bow concept
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Ready Pac

§ “Ready Snacks” Savoury Snack range
§ Microwaveable Spinach bags
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Woolworths Feedback

§ Walked the floor with Darren Weir for 1hr
§ Products of interest:

vV V.V V V VvV V V V V V

Microwaveable veg with butters- Renaissance
Steam in a bag potatoes- red & white

Sliced onion rings for summer

Calypso mango ice creams in freezer section
Interested in eat smart convenience range

Big bag salads- present 3 options

Carrot & Celery sticks in water

Salsa dice

Overpackaging is key

Prepared cryovac beetroot

Whole leaf kits- need to make premium and differentiate
from Kits

one
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Woolworths Feedback cont.

§ Products of interest cont. :

Draw type shelf units for freshcuts

Sweet potato with butters

Summer kebabs- veg with skewers

Salsas, bruschettas

Meat dept

Book a concept presentation with Darren and freshcuts BM

V V. V V V V

§ Product tiering and packaging project at WW
> Premium, Quality & Value

> Value= current market value but better on pack
communication

> Quality= same spec as today, comm on pack ‘Bought to you
by HFC- pic of farmer or Rob etc= telling the story

> Premium- new range one
-/
Aarves+t



Coles Feedback

§ Walked the floor with Jim Jennings for 1hr
§ Products of interest:

vV V. V V V V V V V

Snack packs- carrot sticks, celery sticks with dips and fruit
Entertaining Trays for Xmas- 4wks- fruit, veg, dips

Salsa’s, Cut onions

Fresh tamarinds

Whole head kits- yes

Mann snacks- produce snack packs and shelf ready cartons
Dole communication on packs

Slow cooker packs of cut veg

Curved shelf units for produce
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