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Our Facility

In July 2008, Lancaster Foods 

moved into our current location in 

the heart of the Maryland Produce 

Zone in Jessup. Prior to occupancy, 

the building underwent a complete 

renovation and received a Silver 

LEED designation from the U.S. 

Green Building Council.

Features of this state-of-the-art 

facility include:

• 22-acre site

• 220,000-sq.-ft. cold storage 

warehouse

• Flow-through warehouse design

• 28 shipping and 15 receiving 

doors

• 20,000-lb. central ammonia 

refrigeration system

• 43 high-speed interior doors

• 15,000-gallon diesel fuel refuel-

ing station

• 9 ripening rooms

• Capacity for over 7,500 pallets 

of storage

• 43 high-speed interior doors

• 28 shipping and 15 receiving 

doors
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Congratulations to Lancaster Foods

 on Your 30th Anniversary!

Cypress Trucking
Safety, Quality & Professionalism 

Ellicott City, MD

301-922-5628
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T
he demand for fresh-cut 

and value-added products 

increases by 20% every 

year. With the growing 

consumer preference for conve-

nience, healthy eating and organic 

options, fresh-cut is no longer a 

trend. It’s a pro�t-driven reality 

that’s here to stay.

At Lancaster Foods, we work col-

laboratively with our customers to 

create innovative, customized solu-

tions that meet their unique needs. 

From the ordinary to the exotic, 

we process and deliver the highest 

quality product around the clock 

that guarantees maximum freshness.

We also have the capabilities to 

cut, pack and ship under your own 

private label. We work collabora-

tively with our customers to create 

innovative, customized solutions 

that meet their unique needs. 

Our broad range of fresh-cut fruits 

and vegetables are processed in-

house to the highest food safety 

standards in the industry. We also 

work to create a wide selection of 

new high-tech, eco-friendly, re-

tail-ready packaging solutions while 

providing product support in store 

with our retail merchandising team.

We never rest when it comes in-

novating new ways to stay ahead 

of the trends to drive impulse sales, 

consumer convenience, and high-

er sales for retailers. That’s why we 

are the leader in the fresh-cut �eld. 

Partner with Lancaster Foods and 

watch your business grow.

Fresh Cut/Value Added/Private Label
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©2016 C.H. Robinson Worldwide, Inc. All Rights Reserved. Glory Foods® is a registered trademark owned by and used under license from Glory Foods, Inc. 

Fresh Picked. Packaged. And Prepared.

Your customers want the freshest vegetables in the market that yield the most convenience in the 
kitchen. Glory Foods’® Fresh–Southern greens, beans, squash and more–are fresh-picked full of  flavor 

and nutrients, washed, bagged, and ready to cook. Fresh food. Fast. Because Glory Foods® knows 
customers need time to gather together as families and share a home-cooked meal that nurtures the soul.  

To get Glory Foods® in your produce departement, contact us at 877-55-GLORY 
or visit us at www.gloryfoods.com
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A
s the demand for fresh organics from 

health-conscious consumers continues to 

rise, Lancaster Foods is ahead of the curve. 

We employ a dedicated Organics Buying 

and Service Team with over 55 years of experience, 

including sta� members with impressive organics retail 

management expertise. You can count on our extensive 

knowledge to help you design and manage your own 

certi�ed organics program, right in your stores.

Through our long-established relationships with the 

best certi�ed organic growers and brands around the 

world, we o�er an extensive line of imported and 

locally grown organics. These relationships, along with 

our stringent standards for Quality Control and food 

safety, ensure you get the highest quality organics, 

whenever and wherever needed.

We also o�er a complete line of packaged and fresh-

cut organics to meet your customers’ rising demands. 

We o�er certi�ed biodegradable and compostable trays 

embossed with the Earthcycle logo.

Lancaster Foods operates under the Maryland Depart-

ment of Agriculture’s Organic Certi�cation Program 

and the USDA National Organic Program.

Organics
The Gates Brothers started 

Lancaster Foods in 1986 with 

an emphasis on locally grown 

produce. That has been a hallmark 

of the company ever since. 

Lancaster Foods continues to 

maintain a strong relationship 

with hundreds of growers in the 

mid-Atlantic region to bring you 

the freshest produce year round. 

In many cases, produce can be 

shipped to you straight from 

the farm, picked at the peak of 

ripeness. Whether conventional 

or organic, let Lancaster Foods 

source the �nest locally grown 

produce for your farm-to-table 

merchandising. 

Locally 
Grown
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GuestServices.com

@guestservicesinc

@GSIsocial

@guestservicesinc

LEGENDARY HOSPITALITY SINCE 1917

For nearly a century, Guest Services, Inc. has earned the reputation as the 

premier hospitality management company and national and state park 

concessioner that has taken great care and pride in delivering best-in-class 

food, lodging, retail and recreation services across the United States.

Today, we stand at the forefront of the hospitality industry and consider it a 

privilege to serve more than 35 million guests annually at over 250 locations 

nationwide.

Visit us today to experience our spectacular spirit of service.
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• Lancaster Foods maintains an 

extensive �eet of vans, straight 

trucks and tractor-trailers to 

meet the delivery needs of vir-

tually any size customer. With 

the latest in on-board telemet-

rics, we can track our vehicles 

anywhere in the country. Com-

bined with thoroughly vetted 

LTL partners, Lancaster Foods’ 

delivery footprint stretches from 

Maine to Florida and west to 

Ohio.

• With a prime location o� 

I-95 in the heart of the Bal-

timore-Washington corridor, 

Lancaster Foods is uniquely 

positioned to reach virtually 

any customer on the Eastern 

seaboard with next-day delivery, 

and in many cases – the very 

same day. With an average of 

more than 8 years with Lancast-

er Foods – and many more than 

that over the road – our drivers 

have the experience and, more 

importantly the safety record, 

to deliver your product on time, 

every time.

Transportation
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JOHN  

GATES

President, 

Co-Founder

DAVE  

GATES

Director of 

Procurement, 

Co-Founder

KEVIN 

JONES

Executive Vice 

President, Sales

JEFFREY 

RITTER

Sr. Director, 

Finance

WILL LUM

Director of 

Quality Assurance

KEVIN KING

Director of Value 

Added

SHAWN 

WILSON

Warehouse 

Director

ALISHA 

LANG

Director of O�ce 

Operations

PAMELA 

CUSHING

Safety & Security 

Manager

TIM 

HOLLOWAY

Transportation 

Director

TOM 

DAVENPORT

I.T. Manager

WAYNE 

DUBASAK

Facilities Manager

TASHA 

COLLINS

Food Safety 

Manager

WILL 

STAPLES

Director of Sales 

& Marketing

Executive Team

KEN KRUHM

Director,  

Merchandising
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and all of your employees on 30 years of 

great customer service and earned loyalty.

Cong
ratul

ation
s!

LGS SPECIALTY SALES, LTD.

718-542-2200 | www.lgssales.com
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Lancaster Foods combines the sales and buying 
functions with its highly experienced procurement 
sta�. This gives them direct knowledge of the 
product that is sold to customers and is a key factor 
in anticipating and meeting their needs. Acquiring 
these skills takes time and the sta� averages 20 years 
of experience. E�ective buying from deep market 
knowledge translates to value that drives volume for 
Lancaster Foods and its customers. As the company 
motto states, Lancaster Foods buyers are trained 
to procure the “Best Quality” in produce. Lancaster 
Foods accomplishes this goal by developing close 
relationships with the leading growers, packers and 
shippers in the country and abroad. Those relationships 
allow for the company to maintain inventory even 
in times when items are in short supply. Having the 
�nest quality produce of the top labels, on-hand at all 
times throughout the year, is what the Lancaster Foods 
procurement team is all about.

Procurement 
Team

Sales and 
Customer 
Support

Lancaster Foods listens to its customers! The 
function of turning ideas and opportunities into 
products and services for our customers is the 
responsibility of the sales and customer sup-
port department. Our sta� has a broad range of 
industry experience, knowledge and expertise to 
guide continued growth by meeting the needs and 
expectations of our customers. Each sales manager 
is assigned speci�c customers so that they can de-
velop specialized knowledge of their requirements, 
procedures, and speci�cations.  See how Lancaster 
Foods can help you grow your business.

WAYNE DILEGGE DAVE GATES DAN KRUHM

JASON SIGG SCOTT ZELNOSKYDANA WEBSTER

ANGELA  

COSTANTINI

KAYE HAGA WARREN HOBBS CHUCK IRONS

FERN RODRIGUEZ WILL STAPLES

TONY DEMARZO

CHRISTINA TAPP

To reach a member of the Sales and Procurement Team, 
please call 800-247-8125 or visit us at www.LancasterFoods.com
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MJ Morgan Group specializes in  

Light Industrial and Professional Sta�ng in  

the Mid-Atlantic region and beyond.

410.605.0090

MJMO RG A N G R O U P.C OM

Congratulations 
LANCASTER FOODS  

on 30 great years!

Your friends at
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Nothing drives us more than 

our dedication to providing safe, 

wholesome healthy produce and 

fresh-cut products to our cus-

tomers and their consumers. In 

every department from pro-

curement to storage to distribu-

tion, Food Safety is our highest 

priority.

Our experienced Quality Assur-

ance team is highly trained in 

food safety principles and follows 

the most stringent protocols to 

employ a systematic, layered in-

spection program in the constant 

monitoring, auditing and docu-

mentation of raw product as well 

as processed, �nished product in 

our state-of-the-art facility.

We’re proud to say that our 

HACCP, GMP and SQF certi-

�cation ratings consistently lead 

the industry.

Food Safety

Quality Assurance
We continuously monitor lo-

cal, regional, national and global 

markets to bring our customers 

the highest quality produce from 

the most respected growers and 

shippers in the industry.

From the farms that grow our 

fresh fruits and vegetables to our 

company-owned and operated 

�eet of trucks that deliver to your 

door, our highly experienced 

Quality Control inspectors place 

100% emphasis on the stringent 

grade, condition and food safety 

standards set forth by the U.S. 

Department of Agriculture. Our 

Quality Control team works 

hand in hand with on-site USDA 

inspectors to ensure that you 

receive only the freshest, most 

wholesome produce.

Every step of the way, we utilize 

advanced traceability scanning to 

carefully monitor and document 

every product through the entire 

supply chain.  With Lancaster 

Foods, you can rest assured 

knowing that the wholesale and 

value added products you place 

on your shelves are of the highest 

quality in the industry.

LANCASTER FOODS  
QUALITY AND FOOD SAFETY POLICY
It is the policy of Lancaster Foods to produce and supply safe 

products that consistently meet and exceed our obligations 

under current food safety legislation.  The quality system of 

Lancaster Foods focuses on the customer needs and expecta-

tions and enhancing customer satisfaction.

We will strive to achieve this by:

• Supplying safe and quality products to our customers

• Practicing prevention rather than detection and correction

• Creating an environment of teamwork as well as 

involvement and system awareness for all members
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foods

Congratulations to our 
partners at

on your

from
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Our Key Suppliers
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OF FRESHNESS 
AND EXCELLENCE, 
LANCASTER FOODS! 

www.weismarkets.com

weis



20    I   LANCASTER FOODS 30TH ANNIVERSARY Special Section October 2016   Food World  |  Food Trade News

30 Years of Best Quality & Fastest Service

A History of Lancaster Foods

SPRING  
1986: 

BEFORE THERE WAS 
LANCASTER FOODS, there 
were brothers John and Dave 
Gates, budding high school 
entrepreneurs who saw an 

opportunity in their hometown 
of Altoona, Pennsylvania to 
market fresh produce and 

�owers. Starting with just two 
retail locations in Altoona and 

Chambersburg and rapidly 
expanding to farmers’ market 

tents at regional shopping 
malls, the Gates brothers 

quickly built a reputation for 
having the best produce in 

town. With their acquisition of 
Lancaster Seafood in 1986, the 

story of Lancaster Foods begins.

FALL  
1986: 

OPERATIONS MOVE TO 
FREDERICK, MARYLAND 

into a 20,000 sq. ft. warehouse. 
After spending the early years 

working with local orchards 
and the produce wholesalers, 
John and Dave combined their 
experience, knowledge, and 
love for the industry with a 

groundbreaking idea – they 
would offer weekend delivery, 

something no one else was 
doing at the time. This type 
of forward thinking allowed 
Lancaster Foods to become 

a 24/7 operation and laid the 
foundation for a company 

built on providing unrivaled 
customer service.

1989: 

AS BUSINESS PICKS UP 
STEAM and grows throughout 

the mid-Atlantic, Lancaster 
Foods moves in 1989 to the 

heart of the Maryland Produce 
Zone in Jessup, Maryland into 
a 45,000 sq. ft. warehouse. It is 
here is where Lancaster Foods 
soon caught the eye of Guest 

Services, Inc., a hospitality 
management company based in 

Fairfax, Virginia.

1992: 

GUEST SERVICES ACQUIRES 
LANCASTER FOODS and 

with continued growth allows 
Lancaster Foods to move into a 
new 110,000 sq. ft. warehouse 

in Jessup, Maryland.  While 
ownership may have changed 

hands, company leadership has 
not. John and Dave remain at 
the helm and it is their vision 

and guiding principle of “Best 
Quality. Fastest Service” that 

continues to shape the company 
into a leading buyer and 

shipper of fresh produce with 
national reach.

Dave (l) and John Gates with  
their mother Nancy in 1987.
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2008: 
LANCASTER FOODS 

MOVES INTO A 220,000 
SQ. FT. STATE-OF-THE-

ART DISTRIBUTION AND 
PROCESSING CENTER IN 
JESSUP, MD. With a larger 

facility, Lancaster Foods 
introduces a full category fresh 

cut salad room and sliced 
apple program.

2011 - 2015: 
LANCASTER FOODS DOUBLES PRODUCTION SPACE.  

By increasing the space devoted to the growing fresh cut category, Lancaster Foods begins offering 
processed greens, fresh cut fruit and veg, as well as organic fresh cut.
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L
ancaster Foods has a valuable 

merchandising team with a 

combined 80 years of experience 

within the industry. 

This team ensures that our customers always 

have our support when launching new 

stores and new products. Our merchandisers 

work hand in hand with retail store 

managers on their planograms, and 

provide invaluable advice on how to keep 

inventory turning over and at its freshest for 

customers.

If you wish to request our merchandisers to 

consult for your store, please reach out to 

our Director of Merchandising Ken Kruhm 

at ken@lancasterfoods.com.

Merchandisers Support

From left to right:  Ken Kruhm, Nick Ertel, Gabrielle DiZio, Rick Goldberg.  Not pictured: Anne Cassidy.
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YEARS

C��atulati�s
TO LANCASTER FOODS FOR

SERVING THE FOOD INDUSTRY

YEARS
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Of�ce Administration

Accounting, Data Entry, H.R., IT, and Safety & Security.

Transportation
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GUY J. VARLEY INC.
Naples, FL  •  239-775-0736  •  melonsource@embarqmail.com

"The Melon Source"

“ You’ve come along way baby...Now it’s Showtime”

ATLAS CONTAINER
8140 Telegraph Rd. • Severn, MD 21144

Phone: 1-800-394-4894                

Fax: 410-551-2703

www.atlascontainer.com

 Corrugated Boxes • Packaging Materials • Shipping Supplies
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Shipping – Day Shipping – Night

Quality Assurance/Receiving – Day Quality Assurance/Receiving – Night
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Congratulations to our partner,  

Lancaster Foods, on 30 successful years!

TOLL FREE:  888-981-2021

We value our 18 year partnership with Lancaster Foods and look forward to many more!
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Food Safety Facilities

Sanitation
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RELIABLE AND SCALABLE 

LABOR MANAGEMENT 

SOLUTIONS
 SERVICES INCLUDE: 

• POOL DISTRIBUTION

• INBOUND / OUTBOUND SERVICES

• OPERATIONAL SUPPORT

CONTACT US:

www.americanlumperservices.com

866-786-8899  |  info@americanlumper.com

Ryder and the Ryder logo are registered trademarks of Ryder System, Inc. Copyright ©2016 Ryder System, Inc.  

Ever better is a trademark of Ryder System, Inc. FORTUNE 500 is a registered trademark of Time Inc.

FLEET LEASING & MAINTENANCE    |    DEDICATED TRANSPORTATION    |    SUPPLY CHAIN SOLUTIONS

The secret sauce of the 
food and beverage industry.
Every great recipe has a secret ingredient. For all of the top ten Fortune® 500 Food and Beverage 

companies, that secret ingredient is Ryder. With our proven safety culture, industry-leading 

resources, and years of expertise delivering success in this highly competitive category, it’s no 

wonder people are always whispering about us. Be Ever better. Discover how outsourcing with 

Ryder can improve your fleet management and supply chain performance at Ryder.com.
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Production – Day

Production – Night
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Beltway Companies is the leading provider of transportation solutions in the Mid-Atlantic.

Baltimore  •  Cumberland  •  Hagerstown

Frederick  •  Elkton  •  Annapolis

877-BELTWAY
www.beltwaycompanies.com

Beltway Companies is proud to support local businesses.

Congratulations Lancaster Foods on 30 great years!

Parts  •  Sales  •  Finance

Lease  •  Rental

Service  •  Body Shop

Congratulations on 30 Years of Success!

From Your Friends at Martens Fresh
1323 Towpath Rd. Port Byron, NY 13140 • 315-776-8821

Serving the Northeast with Fresh Pack and Fresh Cut Potatoes and Onions
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John Gates Q&A

“As an independent 

wholesaler, our number 

one goal is — it says it 

right on our truck — ‘Best 

Quality, Fastest Service’ 

which is our tagline. 

Food World/Food Trade News: 

Tell us a little bit about your background and 
how you ended up in the produce business. 

John Gates:  Growing up, my uncles had pro-

duce markets throughout Central Pennsylvania.  

My retail experience originated there. 

Throughout high school and college, I owned and 

operated my own fruit markets, seasonal Christ-

mas tree and �ower stands, and summer wholesale 

operations.

I put myself through Penn State and earned my 

BS in Accounting. I was working as a CPA and 

my brother, Dave, was also working for a public 

accounting �rm.   After a couple of years, we 

decided that we wanted to get back into the food 

business, speci�cally the produce business.

Food World/Food Trade News: 

Now, tell us a little bit about Lancaster Food’s 
growth over the past 30 years.

Gates:  Our �rst facility was a one-dock ware-

house  in Frederick, MD.   In 1989 we moved 

to a larger facility on Route 1 near Jessup, MD, 

approximately 40,000 square feet.  We saw tre-

mendous growth there as a result of being closer 

to our customer base, which at the time was the 

Baltimore-Washington market. 

We grew revenue every year and in 1992 saw the 

opportunity to sell to Guest Services, Inc., one of 

the largest private hospitality management com-

panies in the U.S.  I remained as the president. 

Shortly after the sale, we moved into our third 

facility that was 110,000 square feet and closer to 

the Jessup market.  

We remained there until 2008 when we moved 

into our current facility, which is approximate ly 

230,000 square feet.  This new space allowed us to 

jump into the value added business. 

We designed a �ow-through facility where receiv-

ing is in the back and shipping is in the front. It 

has allowed us to be extremely e�cient and take 

advantage of more distribution opportunities. 

Encompassed within our business is basically our 

manufacturing plant where we do our fresh cut. 

At this point in time, we have some room for 

growth, but we are probably going to need to 

add on to this facility very soon and we have that 

capability. 

Food World/Food Trade News: 

Which factors have been integral to Lancaster’s 
success over the past 30 years? 

Gates:   When we started Lancaster Foods, our 

�rst customers were the military commissaries.  

We quickly grew into the retail segment.  In addi-

tion, because the Baltimore/Jessup market wasn’t 

even open on the weekends, we found a niche 

servicing retailers when they needed it the most – 

weekend delivery. 

Recognizing consumer trends and demands, we 

saw that there were more and more packaged 

goods in the produce department. We were quick 

to jump on that trend which has just exploded.  

At this point in time it is a large and growing 

percent of our business. 

I am insistent that we are fol lowing the trends 

where the best quality is at that time, as we are in 

a perishable business. I also keep a watchful eye 

on the trends and what is going on in the market-

place. So, I stay very close to our larger retailers.

There are new products coming out all the time. 

In the fresh cut area, in particular, you continu-

ously see new items emerge. We want to make 

sure that we are o�er ing the relevant product mix. 

I am obsessed about getting that right. 

As we grew, we became compart mentalized.  For 

example, logistics are critical and crucial to what 

we do. We have a logistics director, a fresh cut 

director and, of course, a strong procure ment team 

and sales team.  Additionally, we have a �nance 

team and a food safety team. All of these people 

are very important to our business and they all 

report directly to me.  

As an independent wholesaler, our number one 

goal is – it says it right on our truck – ‘Best Qual-

ity, Fastest Service’ – which is our tagline.  I do 

get involved in every facet of the business, but I 

am especially passionate about quality.  My idea of 

quality may be di�erent from others’. 

I am concerned about where the product is com-

ing from. We adamantly make sure that we �nd 

the very best place to source the product.  For 

example, at any given time, melons may be grown 

in three di�er ent areas. We want to get Lancaster’s 

product to source from the area that has the very 

best quality .At the end of the day, we have the 

most success with the best quality. People remem-

ber the quality and the ser vice long after the price 

is in the history books, as we all know.

So the long and short of it is, I spend time with 

each one of those depart ments I mentioned.  And 

as stated before, quality, or the consistency of qual-

ity, is the foundation of what I want the company 

to stand for.

The quality however, is no good if you can’t get it 

to the right place. Fortunately, our location here 

in the Mid-Atlantic allows us to reach customers 

in northern and central Florida as well as custom-

ers in Maine. 

Q&A continues on page 34
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Peters Pallets, Inc.
Locally owned and operated since 1989

Contact Harry King • 410-647-8094 • h.king@peterspallets.com • www.peterspallets.com.

CONGRATULATIONS, LANCASTER ON 30 GREAT YEARS!

With end-to-end supply chain expertise.

Fresh. It’s essential to your shoppers, and to you. That’s where we come in. 

We’re Robinson Fresh®—one of the largest produce companies in the world, 

focused on providing you with all things fresh, including high quality produce, 

organic options, cold chain expertise, and resources and services to help 

your business grow.

Ensure a bountiful future with fresh ideas backed by more than 110 years 

of experience. With an abundance of fresh solutions—including the latest 

innovations in produce and logistics—we can help you satisfy your shoppers’ 

demand for fresh, year round and worldwide. Because your success in fresh 

is our business.

Let’s talk fresh. 

www.robinsonfresh.com 

855.350.0014

we speak fresh.

© 2016 C.H. Robinson Worldwide, Inc. All Rights Reserved.
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John Gates Q&A

I do get involved in every 

facet of the business, but I 

am especially passionate 

about quality.”

Because Lancast er has the right quality and the 

right quantity, if someone was looking for truck-

load volume, we could deliver it – next day.  We 

truly o�er retail ers a unique solution for logistics. 

Food World/Food Trade News: 

What has changed the most at Lancaster Foods? 
Beyond just the internal growth, can you talk 
about changes in your go-to-market strategy and 
how the entire evolution and dynamic explo-
sion of the produce business has impacted your 
business? 

Gates: It de�nitely has to do with the value-added 

category. Again, we are in a good position.  Many 

of the items that we produce could be done at the 

shipping point, but they can’t back it up with the 

service.  

Our customers can order anything… cauli�ower, 

broccoli �o rets, whatever… and receive it the next 

day. If stores have to order four days out, they are 

either going to be short and lose sales, or they are 

going to be heavy with outdated product that will 

increase inventory shrinkage.  

Providing our cus tomers that service, with con-

sistent quality, has de�nitely made an impact. It 

spawned our growth. There is very little room 

for mediocrity in any business, but especially in 

our business.  The retail fresh fruits and vegetables 

business is part art and part science.  I believe that 

we have the formula to be Best in Class.   I feel 

pretty good about our position in the marketplace.  

I learn from my customers. 

Food World/Food Trade News: 

What are the biggest challenges you face today? 

Gates:  Labor. We need people to work in a cold 

environment -  in refrigerated space - and the 

work is seven days a week.  It’s de�nitely one of 

our biggest challenges, especially in this tight labor 

market.  We try to automate where we can, par-

ticularly in warehouse work.  To combat the labor 

challenge we try to be a place where people want 

to work.  We treat them right.  Considering the 

challenge, we feel we do attract and retain good 

people.  We’re proud of our labor force.

Equally challenging is the transportation situation. 

The one consistent com plaint throughout the in-

dustry is that you can’t get good drivers. You can’t 

get consistency. And we are constantly hit with 

increased regulations in which we have to comply.

The government isn’t there to make it easy for us 

right now.  Increased regulations hit all aspects of 

our business, not just transportation.  We all know 

about FSMA (the Food Safety Modernization Act) 

coming out…  that too is a constant challenge. 

Food World/Food Trade News: 

Your company is growing. Over the past �ve 
years, how much has Lancaster grown? What 
do you project for �ve years from now and how 
will that impact what you have to do with this 
facility? 

Gates: We have experienced steady growth every 

year. It has been phenomenal. We have the ability 

to add on to this facility. We need to do that. We 

will be doing that within the next two to three 

years. 

There is new business coming into the area and 

there are a lot of good retailers within our market. 

We intend to continue to partner with them, as 

well as our grower shipper partners, where we will 

be doing forward distribution, additional process-

ing and logistic services for everybody. We talked 

about it - transportation is tough. Whoever solves 

those problems and �gures out the right formula 

is going to be successful. We intend to be in that 

group. 

As far as growth, there is plenty of opportunity in 

produce. There are new ideas fre quently coming 

on board such as vegetable pasta and cauli�ower 

rice.  These are just two examples which show that 

the produce department is far from stagnant. It is 

not like we are selling cigarettes. We are the good 

guys.  We are selling things that are good for you. 

Food World/Food Trade News: 

You started out as a retailer and you know that 
world. If you had a “wish list” for your retail 
customers that would improve e�ciency, what 
items might be on it? 

Gates: We are in a perishable business where 

windows of opportunity come and go. The more 

nimble you are the better. Some companies have 

�gured that out and can move and say, ‘We have 

a great opportunity here, we can work it through 

the system, not just as a commodity, but we can 

process it.’ But most retailers, especially the larger 

ones, sometimes are challenged to move quickly. 

When that happens, we lose pro�t dollars, the 

customer loses pro�t dollars, and the consumer 

loses value. In a department like produce, time is 

of the essence, the e�ciency of the entire system is 

paramount. 

Food World/Food Trade News:  

Thank you. 

Q&A continued on from page 32
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Buona Foods has found great success with its three generations  
of family devotion to farming the freshest mushrooms in Pennsylvania.  
With this commitment, Buona Foods provides its best produce all year round.

We harvest white, brown, and exotic mushrooms, offering a variety  
of package sizes, ranging from cello packs to bulk. Mushrooms complement 
any seasonal dish, so there’s a mushroom that works for everyone!

610-274-0712

Gale and Pete Ferranto, 
Owners

@BuonaFoodsBuona Foods, Incwww.BuonaFoods.com  

Buona Foods 
congratulates 

Lancaster Foods 
on 30 years  

of greatness  
in produce!

Contact us today!

Here’s to 30 years of freshness - 
how ever you slice it.

Congratulations on your anniversary,
Lancaster Foods!
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CONTACT US
ALWAYS AVAILABLE. ALWAYS ON THE JOB. ANY TIME, DAY OR NIGHT.

BY MAIL

Lancaster Foods 

P.O. Box 1158 

7700 Conowingo Avenue 

Jessup, MD 20794

BY PHONE

Toll Free: 800.247.8125 

Local: 410.799.0010

BY FAX

Sales/Procurement: 443.733.9202 

Human Resources: 443.733.9205 

Fresh Cut/Production: 443.733.9208 

Accounting: 443.733.9204

CONSUMER HOTLINE

Toll Free: 877.841.3441 

Fax: 443.733.9217

JOIN THE LANCASTER FOODS TEAM

Total commitment to our sta� is re�ected in the exemplary bene�ts we o�er to every employee. If a 

charged, service-oriented environment motivates you, where excellence is recognized and rewarded, 

Lancaster Foods is the company for you.
OUR COMPETITIVE BENEFITS INCLUDE:

• Health Insurance

• Dental Insurance

• Vision Insurance

• Life Insurance

• Company Matching 401(k) Retirement Savings Plan

• Flexible Paid Time O�

Lancaster Foods is an equal opportunity employer with a strong commitment to diversity.

TO APPLY, VISIT WWW.LANCASTERFOODS.COM AND CLICK ON CAREERS
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P O Box 250 • 125 Commerce Ct • Cheshire, CT 06410
Phone: 203-271-2006 • Toll Free: 800-433-1403 • www.ctcproduce.com • sales@ctcproduce.com

Offi ces located throughout the U.S. to serve all your needs.

Monterey, CA
800-562-9844

Beverly, MA
877-836-6295

Bakersfi eld, CA
661-377-1575

Coast To Coast Wishes Lancaster a Happy 30th Anniversary!

Continuing our Commitment to Service and Quality

SERVICE  •  RELIABILITY  •  INTEGRITY
Grower’s Sales Agents & Distributors of fresh produce for:

• DEWITT FARMS

Morven, GA

• BEDNER GROWERS

Delray Beach, FL

• GREEN PEPPER 

FARMS

Boynton Beach, FL

• PINECLIFF GROWERS

Camilla, GA

• PARKESDALE FARMS

Dover, FL (Pickles 

only)

• LAKESIDE RANCH OF 

INDIANTOWN

Indiantown, FL

561-496-7250

PRODUCE SALES INC.
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From all your friends at Best-Met Publishing Co., Inc. — Publishers of Food World and Food Trade News

Jeffrey W. Metzger
President/Publisher

Terri Maloney
VP/Editorial Director

Maria Maggio
VP/GM-Food Trade News

Kevin Gallagher
Vice President

Karen Fernandez
Director of Marketing/Digital Strategist

Beth Pripstein
Circulation Manager

Richard J. Bestany
Chairman Emeritus

INCREASE YOUR SALES &  

PROFITS WITH SARA LEE
®
 BREAD

© EARTHGRAINS BAKING COMPANIES, INC. All rights reserved. www.saraleebread.com
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ON SEPTEMBER 18, WEGMANS OPENED ITS 91ST STORE, A 109,000 

SQUARE FOOT UNIT IN OWINGS MILLS, MD. Welcoming customers to 

the new store were (l-r): Store manager Matt LePore, Colleen Wegman, 

Nicole Wegman and Danny Wegman.

Veteran Exec Relocates From Seattle; Spooner, Perry To Head Ops

Valenzuela Tapped As New Head 

Of Safeway’s Eastern Division

A PUBLICATION OF BEST-MET PUBLISHING, INC.  World
Food

WWW.BEST-MET.COM
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De�ation Isn’t The Only Reason 

That Retailers Are Struggling

The retail food business – so tenacious, so �ckle. And lately, the tenacity 

has become even more intense and the �ckle �nger of fate isn’t bringing 

much joy.

While identical store sales have been declining for the past 12 months for 

most retailers, the sales declines have become more noticeable in the past 

three months, and even some of the perennial best performers have been 

adversely impacted.

Let’s take Kroger, the industry’s supermarket darling for the past �ve years, 

See TAKING STOCK on page 6
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Safeway’s Eastern division has 

again made a change to its top 

leadership. Dan Valenzuela has 

been named president, replac-

ing Steve Burnham who has le� 

the company. Additionally, Brad 

Spooner and Joe Perry have been 

named VPs of operations for the 

division, replacing Dean Willhite, 

who has also le� the company.

Valenzuela, who will now have 

responsibility for the company’s 

more than 120 stores in Mary-

land, Virginia, Delaware and 

Washington, DC, most recently 

was president of Safeway’s Seat-

tle division, an area where parent 

company Albertsons operates un-

der both the Safeway and Albert-

sons banners. He began his career 

with Safeway as a courtesy clerk in 

1978 in his native Northern Cali-

fornia, becoming a store manager 

in 1981 and a district manager in 

1991. In 2001, Valenzuela became 

VP-operations of Safeway’s Phoe-

nix division and was named pres-

ident of that unit in 2003. He was 

named Seattle division president 

following Albertsons acquisition 

of Safeway in January 2015.

Perry also joins the Eastern di-

vision from Albertsons’ Seattle, 

where he had been serving as that 

division’s VP-retail operations 

since January 2015. Prior to his 

stint in Seattle, he served in sever-

al positions with Safeway, includ-

ing VP-marketing execution and 

VP-retail operations in Denver, 

and director of corporate initia-

tives in Pleasanton, CA.

Spooner, who began his career 

at Randall’s in Texas, has been 

with Safeway since 2005, joining 

the company from Winn Dixie. 

Most recently, Spooner served as 

a district manager for Eastern. 

He has also served in the posts of 

VP-retail operations and VP-mer-

chandising execution for the divi-

sion. 
Burnham was named president 

of the Lanham, MD-based Safe-

way division in October 2014, re-

placing Brian Baer three months 

prior to the acquisition of Safeway 

by Albertsons (the deal was �rst 

announced in March 2015). He 

formerly held several corporate 

positions with Safeway includ-

ing VP-marketing and planning; 

Two German discount retailers 

– one already a signi�cant factor 

in the U.S. and the other about to 

open its �rst batch of new stores 

here – have announced aggres-

sive strategic moves designed to 

expand their businesses in the 

Mid-Atlantic.

Aldi, which operates more than 

1,600 U.S. stores in 34 states, will 

enhance its position in the market 

by investing $57 million to build 

a new 500,000 square foot distri-

bution center and regional head-

quarters in Dinwiddie County, 

A�er more than a year of wait-ing for its merger agreement to 
be �nalized, the Ahold Delhaize 
marriage is o� to a good start 
according to CEO Dick Boer. 
Both retailers released individu-al �nancial results on August 25 

for their second quarters which 
ended on July 17 (pre-merger). 
“We have started our new chap-ter as Ahold  Delhaize  with good 

momentum, with these two 
strong sets of pre-merger results. 
Building on our solid �nancial 
foundation, common values and 
great local brands, we are driv-ing ahead with full energy to 

deliver even more for customers 
and communities, associates and 
shareholders. We look forward to 
continuing to shape Ahold Del-haize, with a strong commitment 

to delivering great food, value and 
innovations for customers across 
our 11 markets, both in stores and 
online.”

Beginning with the newly com-bined company’s next quarter 
(third period), sales and earnings 
will be published as one  integrat-ed report.

�e �nancial results for both 
companies were solid, particular-ly in the U.S. where Ahold USA 

posted ID sales growth of 1.2 per-cent (ex-fuel) while maintaining 
its 3.9 percent underlying oper-ating margin. Net sales for the 

period ended July 17 were $5.53 
billion, a 3.4 percent increase at 
constant exchange rates (overall 

revenue was primarily achieved through the acquisition of 25 for-mer A&P stores in the Metro New York market). 
At Delhaize America (Food Lion, Hannaford), comp store sales increased 2.9 percent while underlying operating margin also increased from 3.9 percent to 4.1 percent. “We are pleased with our second quarter results,” said Frans Muller, deputy chief executive of Ahold Delhaize, who previous-ly served as CEO of the entire Delhaize Group. “We grew reve-nues and underlying pro�t in our three operating segments (U.S., Belgium and Southeast Europe) while we also generated euro 258 million ($288 million) of oper-ating free cash. With 3.9 percent 

FOUR SEASONS HELD ITS 25TH ANNUAL GOLF OUTING SEPTEMBER 

20 AT FOX CHASE GOLF CLUB IN STEVENS, PA. The event, which ben-

e�tted Make-A-Wish, also served as the company’s 40th anniversary 

celebration. Welcoming golfers to the outing were Four Seasons’ (l-r): 

Wendell Hahn, David Hollinger, Ron Carkoski and Jason Hollinger. More 

photos are on page 52.

Bakers of Schmidt, Schmidt Blue Ribbon, 

Sunbeam, Old Tyme and Manischewitz fi ne 

bakery products.

Bag up the Profi ts with Schmidt Baking Company

Call 1-800-456-2253 to start service
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The bigger the market, the slower the change. For decades, perhaps 

the most intractable market in the country was the Metro New York area, 

speci�cally its wealthiest sector – Manhattan.  
The double whammy of cost and availability of real estate, along with 

the unique challenges of doing business in New York City (a combination 

of regulations, restrictions, labor unions and competition), made potential 

new entrants wary of expanding into the country’s largest market.

That began to change in 2001 when Whole Foods opened its �rst 

Manhattan store in Chelsea. Currently, WFM operates eight units in Man-

hattan (and two others in Brooklyn) and is doing more than $1 million See TAKING STOCK on page 6
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Slowly, but steadily, Wal-Mart’s U.S. stores continue to improve their sales performance as cus-tomers have responded favorably to the changes the world’s largest retailer is making at store level and in e-commerce.For its second quarter ended July 31, the Bentonville, AR mer-

chant posted increased overall revenue (3.1 percent to $76.2 bil-lion), comp store sales (1.6 per-cent excluding fuel) and tra�c counts (positive 1.3 percent).“We’re pleased with the posi-tive momentum in our business,” 
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www.LancasterFoods.com      800-247-8125

Congratulations to Lancaster Foods on 30 Successful Years!

Phone: 866-264-5438       www.alliancemat.com 

New and Used Warehouse 







8320 Sherwick Ct.  
Jessup, MD.  20794    

161 Industrial Dr.  
 Winchester, VA.   22602    

5006 Byrd Ind. Dr.  
Richmond, VA.  23231      

CONGRATULATIONS TO LANCASTER ON 30 YEARS OF EXCELLENCE! 

921 B Corporate Ln. 
Chesapeake, VA 23320 

is the #1 Brand Forklift in the Food Service Industry!

866-264-5438 •  www.alliancemat.com

We provide service at your location

 with trained and qualifi ed technicians. Alliance supplies parts for 
all makes and models of forklifts. Our Systems Department off ers 

CAD design and installation of pallet racking, modular offi  ces, 
mezzanines and dock equipment. Training must renew every 3 years.

New and Used Warehouse Equipment

• Crown, Clark and Doosan Forklifts
• Princeton and CombiLift Forklifts

• New and Used Pallet Racking
• Operator Safety Training • Parts-Service-Rental-Sales
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Wilkinson-Cooper Produce
Belle Glade, FL

Product of USA
Best Ear of Your Life!

Congratulations
to Lancaster on 
30 Years of Success!

Eclipse Berry Farms
Offering a year-round supply 

of fresh Strawberries

Celebrating
years of

Over

For more information, 

please call (310) 207-7879

Ashley Chavira • Stuart Gilfenbain

Berry Farms



• Full line Conventional 
Produce

• Full Line Organic Produce 

• Full-Line Specialty Produce

• Full Line Fresh Cut Fruit/
Veg 

• Private Label

• Forward Distribution

• Custom Ripening Program


