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an Frandisco is an ethnbcally diverse anca, knowm nathormal-

Iy a5 a cumting-edpe food ciy. The waves of immigrams and

the environmentally conscious population have generated

many of the food trends that have swept the country. From

Asian and Hispanic themed cuisine 1o 3 robust organi
muinvement, San Francsco i the incubator

*San Francisco is the food mecca of the world,” asserts Michael Fanis,
general manager of the San Franciseon Whalesale Produce Market

"We're the equivalent of the south of France — food is theater here,”
states Bill Wilkinson, owner of Greenleal Produce, San Francisco Whole-
wbe Procioce Market. "Asians came 1o this area and Westerners adopied
their cuisines. Restaurants had 1o change and adapt o cultural changes.®

*Ohur customens are & cross-section of the commaunity,” explains Annene
Lee, president. John Demanting Co., Inc.. San Francsco Wholewale Produce
Markel. “They're mostly Asian, Latinos, Middle Easterners. Maost are mism
and-pog stores, mostly comvenience. They want ornges and apples, espe-
dally Middle Eastern people. The Koreans whio buy, on the market arc all
jobbers. They buy evenything and are on the market every day,” she adds

Dennis Martin, owner-operator O Lippi & Company, San Francisco
Whabesale Mroduce Market, sees the growth of Filipino markets a5 a busi-
ness opporunity. He says he “needs 1o send a knowledgeable Filipino
sabesperson out 1o talk with them 1o see if | can pet soomething poing,”

Eardl Hemick of Eard's Omganic Produce, San Francisco Wholesale Pro-
duce Market, calls San Francisco a hub, "San Frandisco has a hissory o it
There's ideological suppon [for organics], We'ne dlose 1o the agriculbiural
arcas. The population is wealthy, better educated. iraveled, exposed 10
mixre You look at those demographios if vou'ne going 10 open a stone, and
vour Tl see strong benefits ™

According 10 Greg Holeman, peesident, Pacific Organic Produce, San
Francisco, “We're tapping into the growing consumer awareness of organic
producs. Our goal s 1o allow consumens to suppon local growers and
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small family farms. The consumer and the planet benefit.* Ten penoent of
the company’s dividends are reamed 10 the organic communiey

“Although we're not locaed there, we sell 10 some of the companies
o the San Francisco market” says Pacific Organic's Amy Rosenall. “We
work with shippers throughout the country.”

Twe REmAIL SCENE

“San Francisco i San Francisco,” says Leo Rolandelli, president, lacobs,
Malcolm & Bt (IMB). San Francisco Wholesade Produce Market. “There
have been some changes, but, basically, the San Francisco terminal marks
suppers the mom-and-pop type operations.™

Limardi’s, Mollie Stone’s Markets, Andronico’s and Dracger's ane major
independent retailers considered doing an outstanding job with produce.
Earl's Herrick sells 10 Mollic Stone’s and Andronico's.

fimmy Varellas, beoker, Franzels Produce. Inc. Golden Gate Produce
Terminal (known as South Chty Market), savs be is “pamial® 10 Dracper’s.
Lunardi's, Mollie Stone’s and Andronico’s

"The high-end independents in the area are growing, and as they grow:
it makes more sense to buy direc,” notes Jack Piza, Washington Veg-
etable Company, San Francsoo Wholesale Produce Market. “We're 2 vic-
tim of their sucoes”

Gilbert “Gib™ Papazian, presicent, Lucky Strike Farms, Inc., South San
Francisco, believes the independents. such as Lunardi's, Mollie Stone’s
Drraeger's and Sigona’s, are coming back because of their lexibility.

“The smaller and medium-size chains understand the individual
demographic of each sone. They know who buvs what and, just as impos-
tantly, when. A Hispanic store wants Roma tomatoss and that's it

Papazian thinks the biggest mistake chains can make s to control by
ing and distribution vertically, especially from some far fhing location
“They don't buy on the mardket. They end up cutfing comes. paying more



for their itemns and it ends up a mess 1 vou take | [T

autonomy from individual stores. you lose con- |

tact with all the local suppliers where you get the
best shake. Local buyers know the market in
their areas best. They know what 1o buy for their

customers. When you centralize in a differem |

city and take away local autonomy, you run into
trouble.” he notes.

Tue FoODSERVICE SCENE

Dan Avakian, public and vendor relations, -

VegiWorks, Inc. San Francisco Wholesale Pro-

duce Market, says his astomers are mostly food- |

service: testauranis and hotels “They're smaller
restauranis and retailers who prefer to come in
1o the market and pick up the produce”

San Francisco Wholesale Produce Market's
Janis observes, “A lot of foodservice people come
on the market every day. Some come 10 gel a

handle on what's going on. others rely on a com-

pany like GreenLeaf. It all depends on the
dynamics of the restaurateur,”

Foodservice is a natural fit for Paulo Ho, cor-
porate treasurer of VegiWorks, because he used
1o be in the wine busines and his brother was a
caterer 1o movie makers. Another partner had
retall experience as 2 manager for Cala Foods, a
local area chain now pan of Kroger.

Robert Andrighetio, pre:uﬁm:. of Market Pro
duce Sales on the South Clty Market, says,

*Chefs typically rely on dealerfwholesalers like |

Greenleaf. Chels are not going into the market
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“It wasn't econemtical to do it on our own,” he notes. "But [joining forces]
project. We have a long h:h_phtﬂﬁwtﬂﬂﬁt-

tions. It took a lot of time and patience to make this move. We wanted to be sure we could get along.”
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average in many things rather than superiar in one thing.”
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ﬁm'ﬂnﬂ-ﬂ_hmumw ‘handle vegetables and melons and that's

it. We don't get scattered.” _
Acconding to Jack Pizza, Washington Vegetable ‘Francisco Wholesale Produce Market,
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doesn't make it easier.
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themselves so much, Greenbeal will invite chefs
in for cooking demonstrations and let them try
different foods.”

Acconding to David Camarda, North Bay Pro-
duce Co., San Francisco Wholesale Produce Mar-
ket "In the Bay Area there are a lov of high-end
restaurants with a bot of high-end products avail-

able 10 them. Even if the produce is expensive,
they will oeder it There's a lot of variety in the
San Frandisco market. Peaple in the Bay Area
know gondd food. They're spodled.”

Speaking for the foodservice side, Diavid Sper-
ber, chieffowner, Town's End Restaurant & Bakery,
San Francisco, savs, "Most of the people who

3

GREENLEAF

Northern California’s

Premmct Promider

rganic & Cotveniin wual
Fruzirs, Vegetables & Speciabty Foods
for Retal and Food Scrvice

Dale Van Aarre
Jum Cuakatan & Gary Teillmann
Buyers

i@ groenlcalif.com
1542517

Fux,
415 6472993

1953 Jerrokd Ave
San Francioo, CA 94124
41547290
www groenleabsloom
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Onur figioes anad jusce drinks are made from the sune
orguic it founsd with the Puroy Labscl in youer
prochace department. Combine both in a dngle

display e create an oais of refrevhinent, Thevisil
commpection betwien the Frus and the frust poces wall
enhange the marketabifite of both produce.
Our poal ar Purity i to croate 2 hagher retum o the
farmer, making ssstanable spnoulore 2 realiny:
10% of our dividends are returned o
the orgamic commLmity.
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dProduce Man Software

THE MOST UP-TO-DATE INTEGRATED
ACCOUNTING & MAMAGEMENT SOFTWARE
FOR THE PRODUCE INDUSTRY

Proudly serving the software needs of the
Produce Industry for over 26 vears!

M.O.S5.S.
“Thw aafferrcleble managed softwere soltirion.”
= Qudck Order® Entry
* Unlimndied Pricing Flexibility
1 lnm:-nlnry Control * Lot Tracking
Sales Ananlysis * Routing
= Last Lh.uldnllnn * Load Acoounting
= Gxrower Accounting
= Owdergef (Internct Order Placoment)
* User Customircd Heports

1-B88-PRODMAN(TT0-3620)
www.dproduceman.com
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walk the market are grocery stones and specialty
retailers, not so many chefs | have a separate
nichie with the vendos.”

Sperber by every day from the San Francis-
co Whaolesale Produce Marker, He focuses on
organic produce and bayy from Eal’s Organics
and three or four other vendors. He also deals
directly with growers but mostly he buys on the
wholesale marker. a5 he has done for 20 years

*1 hive a wonderful relationship with these
folks. ™ Sperber says, adding that he pays his bills
regularly. and that helps. “The combination of
busines relationships and friendship is a good
thing.” Sperber believes certain vendors have
slightly higher quality and price is also impor-
tant. He says the produce he bs buying is good
for i W1 dhom'y like what | get, there's never a
doubs that the vendors will work it out for me.

Vegiworks' Avakian thinks Bay Area con-
sumars are very aware of the benefits of eating a
substantial amount of fruits and vegetables. “As
a consequence, there are a Jot of small, indepen-
dent markets — Hispanic, Asian — as well as
high-end specialy markets

*Before, nestmmants were playing i sale try-
ing to appeal o everyone. Now. restaurants wamnt
more esoteric producs 1o set them apan. People
are dining out mose and are willing 1o pay monre
lor it,” Avakian maintains.

WHOLESALE MARKET CHALLENCES
VegiWoda" Avikian claims his company has

(]

Since 1926

Wholesalers of bananas
and fine tropical fruits

San Francisco Bay Area Leader
in Organic Bananas

MANGOES
OF ALL VARIETIES

YEAR ROUND

DEnnIs MARTIN
Oumer — Operator

415-647-6743
Fax 415-282-8841

2050 JERROLD AVE.
SAN FrANCIRCD, CA 94124
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a problem with the “order sman” computer pro-
gram that restaurants were using.

“If & pestauramt had several differem vendors
the progrm set them up 1o buy the lowest price
This doesn't wotk for produce. In the last couple
ol years, our company lost business because of
that,” according o Avaldan. “We've had 10 train
the chef or purchaser on yickd, For example a
case of spinach costs $10 or $11, With the 511
case you get more yield, The program was
impersanal, stricily by the numbers. Now, many
restaurants are backing off. They're realizing they
gt what they pay for”

For Lippi's Martin, “The costs of healih and
welfare are Killing us and overyone else. Work-
man’s Compensation keeps saving the rates are
coming down, but that hasn't happened * Still,
he adds, *I helieve healthcare is a basic dignity.”

According to Dt Americh. controller. Auta
mataun Produce Co., a San Fanasco Wholesale
Produce Market fresh-cut house, “There are a Jot
of food safety issues. We had 1o put in a new
floar and sprinklers. Our machines have 1o be
cleaned for one hour every day 10 avoid bacteria
on the (it Today there are 0 many rules and
regulations, which means added expense

“Price and quality of the merchandise are the
biggest challenge.” she adds. “We'te not cheap,
but the quality is there.”

IMB's Rolandelli says, “The challenge is 1o
find your own niche. Merchants can’t handle
tons of items. Do a good job on what vou do

HOIIN DINVIARTINICO., I

SAN FRANCISCO WHOLES

Proudly Serving

San Francisco
for Over 100 Years

A

A

-

Amy Richardson * Annette Lee

415-826-7122

Fax: 415-826-7120
[dmpro@acl.com

2080 Jerrold Avenue
San Francisco, CA 94124
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and deliver that message to the custamer, If
evervone is a-specialist there's a good opporuni-
tv for evervone (o be profitable”

Earl’s Herrick says the biggest challenge is
when “your clients outgrow you. You need o
continually define and add value o what you
do.” Hemick looks a1 different labels and chooses
the best quality, goes 1o In-store demonsirations
and on farm wours 10 ldentify the best onganic
produce. 7l am continually redefining how
keep customens in nry bevy,”

For GreenLeal's Wilkinson, “The challenge of
the future s 10 be as efficient as possible. Our
mission Is 1o serve our customers well, treat
employess with dignity and make a profit'so we
can continue 10 do business.”

Washingion's Pz says dayo-day comperi-
tion issues are a challenge. “Maintaining rela-
tionships with suppliers. keeping them strong
Also, it a challenge 1o adapt 1o the way business
is evolving. On the ethnic side. it's a different
product mix because adumnlly they use different
tiems: That kand of costomer is mose price con-
scious and can deal with 3 lesser grade of prod-
et 10% a challenge 1o keep the right product mix
for our customers.”

Pat Murphy, general panner Cooseman's San
Francisco, Inc., San Francisoo Wholesale Produce
Matker, says “Finding new items o bring in is a
challenge. But my biggest challenge is getting
voung people involved in the business ®

According 1o Burger's Barranii, “Sometimes

5 Yoord Sorcing
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SINCE 192 ll“.d"'gﬁ

Washington Vegetable Company |

WHOLESALE PRODUCE [

Lelluce, Tomaloes, Peppers,
Broccoli, Cablage, Cilaniro,
Spinack, Beels and Vegelables |

Brovan, CLaro, ERvesTo, ToNY & JACK |

415.647.7624
Fax 415.647.3276

2035 JeRROLD AVE.
SaN Francisco, CA 94124
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ir's hatd to collect money, There are so many
people in my credit box”® Bt on the whaole,
“Everyihing’s pretty good.” He thinks it is best
for retailens o remain with the same supplien
“They usually ler you know abom price increases
ahead of time and give you other produ alems
They treat your righit so you stick with them.”

Peter Carcione, Carcione’s Fresh Mroduce
Company, Inc.. South Chy Market. clies a differ
ent challenge. “It's very dilficult 1o get the right
people for the marke's crazy hours. The produce
business is 2 wonderful business cxoopt for the
whiolesale side. We're making people very
hiealihy — except for the people around hene
They get onby four to five hours'” slecp

W3 et pecessary fon these hours amywhere
in the Tnited Soies, 17 store managens knew tiat
we opened up at G:00 av instead of 2:00 a, they
mvight walk the market and get involved.” he says

[ohnny Calleja sales, 1. Cheyne & Ca.,
South City Market, sovs the higgest problem he
faces b competing with Restaurant Depot’s one-
siop shopping. “Sysco requires every stop be
$500 or more, sa mare people are now going o
Restaurant Depot, They're buving on price, not
cpuitlity. Coxteo fanit 0 mach'a facior any more
as far as restavrants are conoomed. Restaurant
Depod bs keilling Coston's business.

“Restaurant Depot doesn’t carry eredin. You
have to pay at the time with cash or a oredit card
Also, vou're expected o tip the people who load
the produce in your tack then you hive 1o carry

CARCIONE’S

FRrESH PRODUCE INC,

A PROUD SUPPORTER OF
Fresn FRUTTAND VEGETABLES

h-rﬂh AR

650-583-8989
Fax: 650-583-5985

131 Terminal Ct. PO Box 2281
South San Franclsco, CA 94083
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Wilkirsor's
They dont want to lose the economic vitakity.”

cisco; and they all got healthcare.”

WiLL THE WHoLEsALE MARKETS REMAIN VIABLE?

hat will happen after 2013 when the San Francisch Wholesale Produce Market lsases ae
up? The land is owned by the city of San Francsco, The South City Market i
owned, Negotiations with the city are going on, but the merchants are unsue what
happen. Rumors tay the ares |s being considered for & ballpark or urban development ofiportunity,
Leo Rolandaill, gresident. Jacobs, Malcolm & Burtt. San Francisco Wholesale Froduce Market. is
president of The San Francisco Produce Association, which is “warking with the city. s clase to
mmmmmhmmmmmmmhmmmmm'
Bill Willdnson, owner of GreenLeaf Produce, San Francisco Wholesale Produce Market, is complet-
ing his term as chairman of the board of the San Francisco Chamber of Commerce, and he s also opti-
mistic “The ity {5 committed to rebuilding the market.”
Jack Pizzra, Washington Vegetable Company, San Francisco Wholesale Produce Market echoes
mmhﬂmhmmmmmimmlmum

"The market ix of great economic value to the area,” sayy Dennis Martin, owner-operatos O Lippt
& Company, San Francisco Whilesale Produce Market. “I's vital, viable. Consider just the amount of
food and fuel that's purrhased. The market i the lugest employer of blive collat wotkers in San Fran-

pb

the produce into your establishment and put it
avay,” Calleja points oul. “People who shop
there don't figure in thie service and delivery”

Steven Hurwite, owner. Bay Arca Herba &
Spocialties, South City Markct, notes "There's a
kot of inflation in the economy.” His costs, grow-
et coats and vendor costs are all poing up. “These
couts are difficult vo pass on 10 consumens bul a1
some point well have to do this. We have 10
operate efficienly. We have 10 move more vol-
ome without adding overhead.”
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Earl’s

Exclusive Mnrkvtrng Agents
ia’s Premier Coarlified
rganic Gron

Stone Fruit
Satsuma Mandarins
Heirloom Tomatoes

Featuring a full line of premium afganic
produce for national mixed load
shiprments, We support the
developmént of your
succeisful organic program.

“Your West Coast Advantage™

sales@earlsorganic.com

n the San Fronooo
Produce Markel Jince | 989

Ph: 415-824-7419
Fax: 415-824-7819

According 1o Market Produce’s Andrighetio,
“The independenis thm use the produce termi
nals will always be anound. The challenge is hav
ing product 1o help the independent operaton
fight the big chains. The chains are one-stop
thiey hawe good pricing on staples and ir's casier
when vou're on the go.” One of is strategies to
help independents is 1o bring in different labels
for stores that need (o differentiate themselves
from the chains. “This is where the produce ter-
minal has it's future,” he believes pb
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WHOLESALE PRODUCE

First in Quality and Service

FOODSERVICE

Davip, GARY, CARLD
AND PAUL CAMARDA

Toll Free 800.498.3830
415.920.0650
Fax 415.920.0655

1946 JERROLD AVENUE
SAN Framasco, CA 94124
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