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Message from the CEO
Welcome to IFPA’s first State of the Industry Report, where we explore 
how the IFPA member community and global fruit and vegetable 
industry can make a positive and powerful impact on the world, 
despite daunting challenges. 

As the remnants of the global pandemic subside, our industry faces 
a seemingly never-ending series of challenges: inflation, labor, war, 
extreme climate events, lagging fresh produce consumption, and what 
the future of work looks like, just to name a few.

Yet, in spite of this, our future has never been set up to make more of 
an impact. I believe, and I know, our time is now.

Health and nutrition security are in the headlines and fresh fruits and 
vegetables are at the center of those conversations because the 
world realizes we can’t ignore or medicate our way through hunger, 
diseases and ailments. Our industry proudly produces products that 
impact the health and well-being of every human on the planet. The 
produce industry is the sustainable, affordable, and equitable way to 
health and happiness. 

The data are clear: fruits and vegetables 
improve lives, but people simply aren’t 
consuming enough and we have to change 
things. Not simply for the good of the 
industry, but for the good of the world. 

 
 

This is our moment and we must not let this time pass without 
tapping into IFPA’s purpose: to create a vibrant future for all.

My promise to you is that IFPA is committed to building relationships 
with global allies and our member network to unlock and solve the 
problems facing our industry and the world. We are here to clear the 
pathway so that more people can have more produce and floral in 
their lives. 

As an organization, it is our duty to champion the data, insights, and 
messages that create lasting change in consumption so that the 
world knows fresh produce and floral truly are the secret to vitality 
and vibrancy. 

I’ve been a retailer and, of course, I’m a consumer, and I’ve seen up 
close the difference our industry can make in individual lives. It is not 
a small difference. The gap between where things stand today and 
the difference we need to make tomorrow (and tomorrow is none 
too soon) is what this report is all about. As you look at the data and 
trends that follows, I encourage you to consider …What IS possible? 
What if…?

IFPA is not in this to simply change the game. We are in this to 
change the world. 

And together as a community, we will.

Yours in partnership, 
Cathy Burns, CEO, IFPA
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3 Source: Fresh Vegetables - Worldwide 
Fresh Fruits - Worldwide

VEGETABLES BY-THE-NUMBERS 

US $691.20 B 
Expected fresh vegetables global revenue 
in 2022. 

US $90.80 
Expected per person revenues of fresh 
vegetables (using 2022 population figures). 

495,656.7mkg 
Expected volume of the fresh  
vegetables segment by 2027. 

3.2% 
Expected volume growth of the fresh 
vegetable segment by 2023.

FRUIT BY-THE-NUMBERS 

US $622.80 B 
Expected fresh fruit global revenue  
in 2022. 

US $81.81
Expected per person revenues of fresh 
fruits (using 2022 population figures).

272,851.6mkg 
Expected volume of the fresh  
fruits segment by 2027. 

2.9% 
Expected volume growth of the fresh fruits 
segment by 2023.
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https://www.statista.com/outlook/cmo/food/vegetables/fresh-vegetables/worldwide
https://www.statista.com/outlook/cmo/food/fruits-nuts/fresh-fruits/worldwide
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Top 10 Commodities – Global Production

4 *Source: Compiled from FAO data, Chicago Tribune

Global trade 
more than 

doubled between 
2000 and 2018, 

and exports are 
a driving force 

behind expansion 
of the fruit and 

vegetable sector, 
according to FAO 

data.
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Global Fruit and Vegetable Consumption

400 
grams per person per day

390 
grams per person per day

267 
grams per person per day

RECOMMENDED INTAKE 
by the World Health Organization

WORLD PRODUCTION WORLD CONSUMPTION 

Source: European Parliamentary Research Service: 2021 International Year of Fruits and Vegetables
thelancet.com

Global Burden of Unhealthy Diets

3 billion  
people globally are not able to afford 
a healthy diet.

11 million 
estimated global deaths attributable 
to dietary risk factors.
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https://www.europarl.europa.eu/RegData/etudes/ATAG/2021/689367/EPRS_ATA(2021)689367_EN.pdf
https://www.thelancet.com/journals/lancet/article/PIIS0140-6736(19)30041-8/fulltext
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Industry Landscape
It is still too early to draw conclusive lessons from the global pan-
demic, inflation and war that played out in 2022, but it’s important 
to understand their impact on the industry landscape, as viewed 
through the lens of the global economy, trade, supply chain and 
consumption. The experiences highlighted increasing pressure on 
the global agriculture industry: a growing global population, climate 
volatility, environmental degradation, limited natural resources, and 
constantly shifting consumer demand. They also highlighted future 
challenges and opportunities.

The World Trade Organization (WTO) forecast estimates world GDP 
(Gross Domestic Product) will grow by 2.8% in 2022 and 2.3% in 
2023. But there is a high degree of uncertainty associated with the 
forecast due to numerous and interrelated risks, including shifting 
monetary policy in advanced economies and the unpredictable 
nature of the Russia-Ukraine war. 

Progress requires us to know not only where 
we’re going, but also where we’re beginning.

As the WTO explains it, “In Europe, high energy prices stemming from 
the Russia-Ukraine war will squeeze household spending and raise 
manufacturing costs. In the United States, monetary policy tightening 
will hit interest-sensitive spending in areas such as housing, motor 
vehicles and fixed investment. China continues to grapple with COVID-
19 outbreaks and production disruptions paired with weak external 
demand. Finally, growing import bills for fuels, food and fertilizers could 
lead to food insecurity and debt distress in developing countries.”

Food prices in U.S. dollar terms have also risen sharply as a result 
of the Russia-Ukraine war because both the Russian Federation 
and Ukraine are major suppliers of grains and fertilizers. This raises 
food security concerns in many countries, particularly low-income 
countries that tend to spend a large portion of household income on 
food. Many currencies have also fallen against the dollar in recent 
months, making food and fuels even more expensive in national 
currency terms. 

Major central banks are raising interest rates in a bid to tame infla-
tion and slow economic growth until inflation returns to acceptable 
levels. In the U.S., an acceptable level of inflation is defined as 3% 
or less. But raising interest rates often tips a nation’s economy into 
recession. Experts are also concerned about high interest rates in 
advanced economies potentially triggering a transfer of capital 
from emerging economies, further unsettling global financial flows. 
Escalation of the Russia-Ukraine war could also undermine business 
and consumer confidence and destabilize the global economy. An 
additional risk would be the decoupling of major economies from 
global supply chains, which would exacerbate supply shortages in 
the near term and reduce productivity over the longer term, accord-
ing to WTO analysis.

Although trade in the first half of 2022 was up 32% compared to 
2019, merchandise trade values are growing at double digit rates 
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because of changes in prices, while trade growth in volume terms 
remains in the low single digits.

As major central banks raise interest rates in a bid to tame inflation 
there is concern that overcorrecting on tightening could trigger 
recessions in some countries, which would put pressure on imports. 
World trade is expected to lose momentum in the second half of 2022 
and remain subdued in 2023 as multiple shocks impact the global 
economy. Economists at the World Trade Organization predict global 
merchandise trade volumes will grow by 3.5% in 2022 but only by 1.0% in 
2023, significantly lower than a previous estimate of 3.4%.

“Policymakers are confronted with unenviable choices as they try 
to find an optimal balance among tackling inflation, maintaining 
full employment, and advancing important policy goals such as 
transitioning to clean energy. Trade is a vital tool for enhancing the 
global supply of goods and services, as well as for lowering the cost 
of getting to net-zero carbon emissions,” according to WTO Direc-
tor-General Ngozi Okonjo-Iweala.

The WTO forecast also highlights the resilience of trade growth in 
the Middle East and Africa in 2022. These regions can expect small 
declines in exports in 2023, but imports will remain strong, with each 
region set to grow by 5.7%. Other regions can expect modest growth 
in both exports and imports in 2023.

China has become the top trading partner and source of investment 
not just in most Indo-Pacific markets but in much of Africa and Latin 
America as well. Some supply chains have moved out of China due 

to U.S. tariffs and rising labor costs, but most have not, and many 
businesses from around the globe are strengthening their trade and 
investment ties to China. However, the Biden administration has picked 
up the baton from its predecessor to elevate non-economic concerns, 
including human rights and national security issues, and other govern-
ments around the globe increasingly share these concerns.

While stated intentions to re-shore, near-shore, or friend-shore 
(decoupling from geopolitically non-aligned countries) seem to 
be rising, free-trade agreements are still being signed and barriers 
to trade have been declining in 2022, as demonstrated by the 
recent proliferation of trade agreements. For example, the Regional 
Comprehensive Economic Partnership (RCEP) will eliminate tariffs on 
more than 90% of goods traded among the 15 Asia-Pacific member 
nations over the next 10-15 years. Additionally, the 11-country 
Trans-Pacific Partnership (TPP) is attracting new applicants, includ-
ing the UK, South Korea, Taiwan, and China. Meanwhile, the E.U. now 
has 46 trade agreements with 78 countries. 

By contrast, the United States has just 14 trade agreements with 20 
countries and hasn’t inked a comprehensive trade pact with a new 
partner in a decade. To ensure American workers and industries can 
compete globally, the U.S. Chamber of Commerce is pushing for the 
United States to get back in the game on trade and negotiate new, 
market-opening trade agreements. (amchan.org.pe)
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https://amcham.org.pe/news/10-trends-in-2022-global-perspectives-for-business/
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Understanding the global landscape in which we operate informs the decisions we 

make and actions we take. And asking, “What will come our way?” is an important 

question. But “What will we make happen?” is far more important because as an 

organization and a community, if we don’t allow ourselves to dream big and act 

boldly, then our reality will always be small and meek. As you consider the following 

information, insights and examples, think about the possibilities. What if...? 

8
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What if...
produce was considered as not just a commodity  
but a path to prosperity?
On the regional level, the Food and Agriculture Organization of the 
UN reports that most fresh fruit and vegetables are traded and 
consumed locally or nationally as a result of high perishability 
and competitiveness in export markets. The report finds that while 
exported quantities are low compared to the produced quantities, 
the value of trade means that they have the potential to contribute 
substantially to both the agricultural and gross domestic products 
of producing countries. 

Latin America, the Caribbean, and Asia have established themselves 
as important exporting regions, where trade in fruit and vegeta-

bles generates important foreign exchange that many low- and 
middle-income countries can use to import food and other items. 
Importing countries investing in producer countries, along with 
bilateral or multilateral agreements, have also stimulated trade.

The expansion in global trade is also impacted by rising demand 
in high-income countries, particularly in the United States and the 
European Union, the two largest importing blocs. A preference for 
safe, good-quality, attractively packed fresh produce and more 
widespread awareness of the nutritional benefits of fresh fruit and 
vegetables drive demand.

What if people understood the economic power of produce?
World export value of selected agricultural commodities, 2018, Billion USD

9 *Source: FAOSTAT 2020
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Top Consumption Markets
Top Produce 
Consumers 
(ranked)*

#1  
Exporter by Value  
(USD 1,000’s)**

#2 
Exporter by Value  
(USD 1,000’s)**

#3  
Exporter by Value  
(USD 1,000’s)**

#4  
Exporter by Value  
(USD 1,000’s)**

#5  
Exporter by Value  
(USD 1,000’s)**

1: China Thailand 5,753,110 Chile 2,362,390 Vietnam 824,234 New Zealand 641,753 Philippines 626,910

2: India Afghanistan 304,733 United Arab 
Emirates 120,272 Iran 105,258 Chile 94,771 Iraq 90,167

3: United States Mexico 16,577,350 Peru 2,299,263 Canada 2,251,735 Chile 1,964,474 Guatemala 1,688,798

4: Brazil Argentina 262,780 Chile 75,858 Spain 60,513 China 46,630 Italy 23,667

5: Indonesia China 1,602,116 Australia 125,317 Thailand 108,179 United States 83,021 New Zealand 54,731

Top Import Markets

Top Produce 
Importers

#1  
Exporter by Value  
(USD 1,000’s)

#2 
Exporter by Value  
(USD 1,000’s)

#3  
Exporter by Value  
(USD 1,000’s)

#4  
Exporter by Value  
(USD 1,000’s)

#5  
Exporter by Value  
(USD 1,000’s)

1: United States Mexico 16,577,350 Peru 2,299,263 Canada 2,251,735 Chile 1,964,474 Guatemala 1,688,798

2: Germany Spain 4,711,873 Netherlands 2,677,838 Italy 1,607,609 Morocco 440,804 Costa Rica 412,219

3: China Thailand 5,753,110 Chile 2,362,390 Vietnam 824,234 New Zealand 641,753 Philippines 626,910

4: Netherlands Spain 1,415,640 Peru 1,091,162 South 
Africa 994,197 Belgium 942,196 Germany 805,663

5: United  
Kingdom Spain 2,108,429 Netherlands 1,100,296 South 

Africa 709,476 Morocco 468,406 Peru 377,619

10 Source: *FAOSTAT, 2019 data (2021 NA), **ITC Trademap, 2021 data
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What if...
societies invested in a better food future?
Not surprisingly, developments in the global economy and global trade 
have taken a toll on global supply chains. While innovations in distri-
bution have reduced some transport costs and delivery times, they 
have not eliminated all supply chain hurdles. Buckling under the strain 
of unprecedented demand and constricted logistics capacity, global 
supply chains have faced three critical challenges: labor shortages, 
equipment availability, and the ripple effect of global bottlenecks. On 
average, global container shipping rates have more than quadrupled 
since 2019, and schedule delays have risen. In some key trading routes, 
such as Asia to Europe and Asia to North America, the rate spikes are 
even higher and the delays more frequent.

From April 2022 to August 2022, some key indexes that give insight into 
the state of global supply chains have dropped, signaling contraction 
and suggesting that global manufacturing activity has stalled, which 
could result in slowing of goods traded in 2023. Meanwhile, a sub-index 
representing prices of inputs and another representing final goods 
prices, both dropped, suggesting that inflationary pressure, while still 
high, may have peaked. But combined with seeing reduced delivery 
times and increased stocks of finished goods, these indicators could 
point to weakening global demand.

Ongoing scrutiny of the resilience of our global supply chains and 
centralized distribution has led to debates about the benefits of decen-
tralizing our food systems and producing a greater proportion of our 
food, such as fresh produce, locally. Some experts have proposed the 
solution to supply chain bottlenecks could lie in a combination of local 
market production and “friend-shoring” which refers to “manufacturing 
and sourcing components and raw materials within a group of coun-
tries with shared values”. According to The Guardian, friend-shoring 
could “safeguard supply chains by reducing their dependence on 
authoritarian regimes for materials such as rare earth and other 
minerals, … and commodities like gas, foodstuffs and fertilizer.” However, 
economists see friend-shoring as part of a deglobalization process 
and potentially triggering further supply shocks and higher prices in the 
short term with lower growth in the long run.

11
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What if...
we were all committed to doing the right thing  
for people and the planet?
Visibility challenges into supply chains will be more prominent as 
governments around the world are enacting legislations that will 
require companies to prove that they operate sustainable and 
ethical businesses. And experts agree that these new laws are far 
more comprehensive than past attempts. Effective January 2023, 
the German Supply Chain Due Diligence Act requires businesses 
to monitor supply chains businesses to monitor supply chains for 
human rights violations and ensure that partners are not causing 
environmental degradation across their entire supply chain. The 
European Union has proposed legislation which goes even further 
than the German Act. Experts warn that these requirements will 
further exacerbate the ongoing “n-tier problem” that prevents 
companies from having visibility into risks beyond the 3rd tier in their 
supply base.  

These all-encompassing legislations will carry significant penalties, 
with fines up to 2% of annual sales. But perhaps even more concern-
ing is the potential brand damage if a company is prosecuted. 

Amidst a backdrop of regulations, inflationary pressure, recession 
fears, and increasingly price sensitive customers, companies 
continue to find themselves navigating a climate of persistent 
unpredictability as they face labor, raw material and transportation 
shortages. IFPA has committed to helping our members mitigate 
these challenges through data, recommendations, and best 
practices delivered in our Virtual Townhalls, live presentations, and 
reports, as well as our network of membership councils.

This unique portfolio of supply chain offerings enables organizations 
within and outside of the produce industry to capitalize on IFPA’s 
value as the global resource for critical information.

12
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What if...

=1 cup

About the  
size of a  

closed fist.

every adult ate their 400 grams of fruits and vegetables daily?
The World Health Organization recommends people consume 400 grams or 5 servings of fruits and vegetables each day to reduce the risk 
of disease and promote good health. Although they recognize that fruits and vegetables are important to maintaining a healthy lifestyle, 
globally, most people are not eating enough of them, and only 1 in 10 Americans consume the recommended number according to the CDC.

13

3.4 is the average number of fruits and vegetables eaten each day, 
which falls well below health authority recommendations. This is hard to imaging given the myriad of products, 
flavor combinations, and cooking techniques that would allow for everyone to get the recommended amount.

RECOMMENDED DAILY SERVINGS OF FRUIT & VEGETABLES:

5 cups or 400 grams
Example: 1 Large Pepper, 12 Grapes, 1/2 Avocado, 1 Apple,  2 medium carrots 
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https://www.who.int/news-room/fact-sheets/detail/healthy-diet
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Meanwhile, IFPA global research conducted in 2022 found that, across 
the markets of Brazil, China, Germany, the UK and the U.S., more than 
75% of consumers overwhelmingly agree that fruits and vegetables 
are important.  

However, the study also found that consumers: 
• underestimate the number of recommended daily servings 
• don’t regularly follow guidelines 
• and are not confident they are getting enough in their diet 

US UK Germany China Brazil
Fruits & Vegetables 
Play Extremely 
Important/Very 
Important Role In 
Lifestyle

83% 77% 77% 93% 94%

Top 2 Reasons For 
Eating Fruits & 
Vegetables

1. Maintain 
a healthy 
lifestyle

2. To satisfy my 
hunger

1. Maintain 
a healthy 
lifestyle

2. It is part of my 
eating habit

1. Maintain 
a healthy 
lifestyle

2. It is part of my 
eating habit

1. Maintain 
a healthy 
lifestyle

2. Maintain an 
appropriate 
weight

1. Maintain 
a healthy 
lifestyle

2. It is part of my 
eating habit

Perceived 
Recommended 
Daily Servings Of 
Fruits & Vegetables

3 cups /  
3 servings

4 cups /  
4 servings

3 cups /  
3 servings

4 cups /  
4 servings

3 cups /  
3 servings

Extremely/Very 
Confident  
Eating Enough 
Fruits & Vegetables

29% 25% 29% 76% 45%

Following Dietary 
Guidelines 5 Days a 
Week or More

29% 31% 36% 64% 45%

But the confusion consumers express indicates a need for educational messaging about how much they should  
be consuming because for many, as the following statistics show, their lives depend on it. 
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As more 
consumers 
around the 

world become 
more mindful 

of their 
relationship 

with food, 
fresh fruits and 

vegetables 
are in a great 

position to 
not only help 

them maintain 
a healthy 

lifestyle, but 
also provide 

excitement in 
terms of new 
varieties and 
packaging.
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https://www.freshproduce.com/resources/consumer-trends/global-consumption-of-fruits-and-vegetables/
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What if...
nutrition security was a basic human right?
The World Health Organization recognizes that consuming a healthy 
diet throughout a person’s lifespan helps prevent malnutrition in all 
its forms, (including undernutrition and obesity), as well as a range of 
noncommunicable diseases and conditions. However, according to the 
Global Nutrition Report, an assessment of the state of global nutrition, 
poor diet is the leading cause of mortality and morbidity worldwide. 
Obesity rates have now overtaken hunger rates globally and most of 
the world’s population now live in developed countries where obesity 
kills more people than undernourishment. 

Globally, 1.9 billion adults are 
overweight or obese, while 462 
million are underweight (WHO)

 

Across the globe, approximately 2.3 billion people in the world (29.3%) 
were moderately or severely food insecure in 2021 – 350 million more 
compared to before the outbreak of the COVID-19 pandemic. Nearly 
924 million people, or 11.7 % of the global population faced food inse-
curity at severe levels, an increase of 207 million in two years. (State of 
Food Security and Nutrition report)

The most recent edition of the Global Nutrition Report (GNR) found 
that most countries are off track to achieve the nine voluntary global 
targets aimed at combating global mortality from non-communicable 
diseases (NCDs) adopted by the Member States during the World 
Health Assembly in May 2013. 

But our industry is a critical part of the solution to change this, whether 
feeding a craving or feeding a growing population. Increasing con-
sumption of fresh fruits and vegetables isn’t just about growing more 
of it or improving access to it. Our focus is to clear a pathway for more 
produce in people’s lives by reducing barriers, whether they be envi-
ronmental, socio-economic, policy or personal. 

15
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What if...
we eradicated the myth that health and taste are incongruent?
Around the world, no region meets the World Health Assembly’s recommendations for healthy diets 

16 Source: Global Nutrition Report 2021 
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https://globalnutritionreport.org/reports/2021-global-nutrition-report/executive-summary/
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What if...
everyone knows that the solution to diet-driven disease is  
found on your plate and NOT in a pill and changes their eating 
habits accordingly?
Most countries are off course for meeting all diet-related non-communicable disease  
(NCDs) targets including adult obesity and diabetes. 

17 Source: Global Nutrition Report 2021 
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While the many serious health consequences associated with 
obesity including but certainly not limited to diabetes and cancer 
are well documented, there is a new serious concern.

According to new research from Stanford University recently 
published in the Science Translation Medicine journal, the virus that 
causes COVID-19 can infect and replicate in fat cells causing inflam-
mation, which could help explain why obese people are at higher 
risk for severe COVID. 

While the study’s lead authors Tracey McLaughlin, MD, professor of 
endocrinology and Catherine Blish, MC, PhD, professor of infectious 

diseases, caution that more research is needed to fully understand 
the link between obesity and severe COVID-19, McLaughlin also notes 
that “With 2 of every 3 American adults overweight and more than 4 
in 10 of them obese, this is a potential cause for concern.”

“With 2 of every 3 American adults 
overweight and more than 4 in 10 of them 
obese, this is a potential cause for concern.”   
–TRACEY MCLAUGHLIN, MD, PROFESSOR OF ENDOCRINOLOGY 

What if people understood the economic  
impact that produce has on society?
In addition to creating havoc with consumers’ physical wellbeing, 
the global economic impact of unhealthy diets is staggering. 
According to the most recent figures available, the per capita 
annual health care costs associated with unhealthy diets were 
estimated to range from US$1.4 billion in Australia, to US$4.4 billion in 
China, to US$9.3 billion in the United Kingdom. (European Observa-
tory on Health Systems and Policies). 

But according to the GNR, the total global economic gains to society 
of investing in nutrition could reach US$5.7 trillion per year by 2030 
and US$10.5 trillion per year by 2050.

Meanwhile, in the past 50 years, healthcare costs in the U.S have 
skyrocketed from 7% to 18% of the Gross Domestic Product. Unhealthy 
diets account for almost 20% of U.S healthcare costs from heart 
disease, stroke and diabetes, according to research published in 
PLOS Medicine. This translates into US$50 billion nationally.

But food as medicine holds promise as one way to reverse this 

alarming trend. Food pharmacy programs, which typically are pro-
duce-oriented, have resulted in reducing A1C levels in diabetes more 
effectively than traditional medicines. And precision nutrition plans, 
especially those that remove specific amino acids, are also helping 
improve cancer patient outcomes as tumors tend to rely on those 
amino acids for growth and as a defense against chemotherapy.

Produce prescriptions play a key role in 
food as medicine because preventable, 
diet-driven diseases can be addressed by 
changing what’s at the end of your fork and 
it’s becoming ever clearer that the solution to 
many of our health challenges can be found  
ON the F-A-R-M, and not IN, the P-H-A-R-M.
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What if...
the first question from policymakers is “How much do you want?” 
and NOT “Who are you and why are you here?” when we advocate 
on industry issues?  
Recently USDA invested $8M in produce prescription programs. 
Currently there are 108 produce prescription programs operating 
in 38 states, but in order to make a real difference, there need to be 
more – which is why produce prescription programs were part of the 
national fruit and vegetable moonshot we announced mid-summer 
to inform the White House’s national nutrition strategy. 

Along with other nutrition opportunities in that moonshot, we believe 
embedding produce prescriptions as a covered benefit within the 
federal health system would reach more than 150 million Americans. 
Studies show the positive impact produce prescriptions have, with 
users increasing their fruit and vegetable intake and decreasing 
their body mass and A1C levels.

But while food as medicine holds promise, it’s important to 
remember that food is not only deeply personal, but it’s also the 
connective tissue in society. It brings joy and has the ability to serve 
as a reminder of moments in our lives, be it through taste, aroma or 
memories of the people we were with when we enjoyed it. 

We’re also addressing nutrition barriers through U.S. policy, including 
the passage of legislation, specifically in changes to federal feeding 
programs like school meals. These changes put products into the 
hands of more than 30 million kids - the next generation of  consumers.

Our Foundation for Fresh Produce is another avenue we’re leveraging to 
overcome nutrition barriers and thanks to the leadership of the Foun-
dation’s Board, it is poised to change the trajectory of human health 
around the world through appeal, access, and alliances. 

• APPEAL: Lead transformational change in how people think and 
feel about fresh fruit & vegetables

• ACCESS: Create systemic solutions to enable people around the 
world to eat more healthfully, especially underserved communities

• ALLIANCES: Galvanize industry & strategic partners to come 
together for the common good

As an organization, it is our duty to champion the data, insights, con-
nections, and messages that create lasting change in consumption 
so that the world knows fresh produce truly is the secret to vitality 
and vibrancy. So, whether it’s produce prescriptions, dedicated fruit 
and vegetable SNAP benefits, or offering more produce in school 
feeding programs, IFPA will continue to speak with authority when it 
comes to nutrition and our other priorities.
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What if...
everyone owned a role in sustainability efforts?
Encompassing everything from climate to energy, to production 
methods to packaging and labeling, sustainability has always mat-
tered but achieving and communicating it matters more than ever.

But there is uncertainty for producers trying to choose how to position 
their sustainable efforts, given that labels such as regenerative, 
pesticide free, climate smart, and organic are causing confusion 
in the marketplace. Producers will have to decide where to invest 
in production techniques, certifications and the label claims they 

choose to make. Meanwhile consumers are making purchasing 
decisions based on their priorities.

According to Euromonitor International, consumers worried about 
climate change are reducing the use of plastic, cutting food waste 
and increasing recycling. Similarly, IFPA proprietary research found 
that shoppers across 5 of the world’s top consumer markets identi-
fied water conservation, energy efficiency, recyclable packaging, zero 
waste, and healthy soils as the top sustainability-related concerns. 

Sustainability has always mattered but achieving and communicating it matters more than ever. 

US UK Germany China Brazil
Sustainability is 
Very/Extremely 
Important

32% 32% 26% 33% 65%

Top 3 Issues 
Considered under 
Sustainability:

1. Water 
Conservation

60% 1. Energy 
Efficiency

67% 1. Recyclable 
Packaging

75% 1. Recyclable 
Packaging and 
Organic Products 

58% 1. Water 
Conservation

84%

2. Energy 
Efficiency

52% 2. Recyclable 
Packaging

65% 2. Water 
Conservation

66% 2. Regenerative 
Agric.

55% 2. Recyclable 
Packaging

82%

3. Recyclable 
Packaging

51% 3. Zero 
Waste

64% 3. Energy 
Efficiency

64% 3. Water 
Conservation

54% 3. Zero Waste 75%
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What if...
people saw farmers as part of the solution?
But consumers also expect businesses to reduce their carbon foot-
print and lower their negative environmental impact, so companies 
are responding accordingly. 

Single-use plastic and Styrofoam™ aren’t new environmental prob-
lems, but they have bubbled up to top issues as the usage of takeout 
containers and other forms of delivery packaging increased during 
the pandemic. According to a report by Greenpeace Korea, globally, 
78% of plastic waste comes from food packaging. But many com-
panies are working on alternatives and some companies are turning 
to cardboard packaging while others are starting to experiment with 
bioplastics. Even edible packaging options made from rice paper, 
seaweed, or corn-starch are expected to become more common in 
the marketplace. 

Foodservice operations are likely to be at the forefront of improving 
packaging options. Experts see them upgrading their delivery 
packaging to increase durability, make them re-heatable, and use 
less wasted space to fit food items better. One example from VTT 
Technical Research Centre of Finland is a compostable multi-layer 
material made from agricultural and forestry byproducts that mimics 
plastics. Proservation in Germany developed a natural alternative 
to Styrofoam™ using grain husks. The company says it has the same 
shock-absorbing, insulating and lightweight credentials as Styrofoam™, 
while being 100% biodegradable. The packaging can be used by food-
service for to-go business.

As expectations around sustainable practices increase, there will be 
continued pressure to reduce plastic waste, use recycled materials 
and develop recyclable packaging. 

When it comes to sustainable production, regenerative farming was 
recognized by Fast Company as one of its World-Changing Ideas 

this year. One approach comes from Kula Bio, which uses microbes 
in fertilizer to give plants the nitrogen they need to grow quickly. The 
microbes also capture carbon, and when they die, that carbon stays 
in the soil, helping make the soil healthier. 

In the European Union, greenhouse gas 
emissions from agriculture could be an 
estimated 6% lower a year by 2030 if one 
fifth of EU farmers adopted “climate-smart” 
agriculture such as regenerative farming.

In addition to other carbon farming pilots, we are also seeing 
incentives, such as the $15 million USDA grant IFPA and our partners 
received to advance climate-smart projects.

At retail, producers are placing their carbon scores on their products 
via a new generation of eco-labels that are finding their way into 
stores. Foundation Earth recently launched a pilot of a ‘enviro score’ 
based on four measures: carbon, water usage, water pollution, 
and biodiversity. Food groups and retailers including Nestlé, Tesco, 
Sainsbury’s, and Marks & Spencer are working with Foundation Earth 
to explore how environmental labelling can work as a tool to com-
municate their environmental initiatives with customers. An online 
start-up, Sustained, is assessing the environmental impact of food 
choices to help make it easier for customers to understand the story 
of food and the environmental impact of their choices. The fruit and 
vegetable industry has an opportunity to further target sustainability 
minded consumers through eco-labels.
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What if...
we treated Ag innovators like media moguls?

Ag-tech is investment rich and  
pushing new boundaries.

Like sustainability, agricultural technology continues to see steady 
innovation as well as investment. Last year alone, investors pumped 
US$51.7 billion into agri-food tech – an 85% increase over 2020’s 
US$27.8 billion total. According to AgFunder, this increase indicates 
“the accelerating and increasingly urgent demand from investors 
and consumers for technologies that can enable sustainable and 
resilient food systems.”

The pandemic drove the adoption of technology, and categories 
ranging from biotechnology to farm mechanization and robotics, 
to sensors and software comprised 22% of investment deals. Some 
experts predict that the world market for agricultural robotics is on 
track to hit US$99 billion by 2030.

With this level of interest and investment it’s not surprising that we’re 
seeing impressive innovations in farming. One example is the work of 
scientists in Saudi Arabia who grew spinach aeroponically by harvest-
ing water out of the air. This breakthrough suggests that small farms in 
desert regions can grow their own crops without a water supply.

There’s also growing interest in other alternative farming approaches 
such as agrovoltaics which combines solar energy and agriculture 
to grow food in soil under solar panels. This approach may hold the 
potential to be a key part of an energy and climate transition.

But the innovations don’t stop with the agri-food tech upstream 
categories. Investments in consumer facing downstream categories, 
such as eGrocery, Online Restaurants & Mealkits, In-store Restau-

rants, Restaurant Marketplaces and Home & Cooking, saw explosive 
growth as well. According to AgFunder, investments in eGrocery 
ventures grew an astounding 188% year-on-year, claiming more than 
a third of all agri-food tech funding, fueled by the ongoing need for 
contactless shopping and convenience. 

The increasing popularity and adoption of eGrocery platforms is 
expected to drive much of the growth in global online grocery deliv-
ery services, which is forecasted to increase by US$800 billion from 
2020-2025. Technavio research predicts that 55% of the market’s 
growth will come from Asia-Pacific with China and Japan generating 
the fastest growth, fueled by rising income levels and the adoption of 
western buying habits.

The Cloud Retail Infrastructure category saw investments in ghost 
kitchen operations, fulfillment and logistics, robotics, and food deliv-
ery while the Innovative Food category including alternative proteins 
and plant-based analogs, experienced 103% growth over 2020. 

We need more of these innovative ideas, tools, and solutions to solve 
major challenges including labor shortages, climate crisis, water, and 
resource scarcity. IFPA has been at the forefront of the technology 
movement, providing value through our Fresh Fields Catalyst tech-
nology accelerator, weekly podcasts and Virtual Town Halls which 
often include tech as a focus, and creating a new home for controlled 
environment agriculture in our network of membership councils, to 
name a few.

With this rich portfolio of technology offerings, organizations within 
and outside of the produce industry have the unique ability to 
capitalize on IFPA’s value as a connector to knowledge transfer for 
radical transformation.

22

Message from the CEO 

By-the-Numbers

Industry Landscape

Key Trends

Future Outlook

About Us

https://agfundernews.com/agfunder-agrifoodtech-investment-report-startups-net-52bn-in-2021-doubling-2020-total
https://www.prnewswire.com/news-releases/online-grocery-delivery-services-market-by-end-user-and-geography---global-market-insights-2021-to-2025-301574903.html


Message from the CEO 

By-the-Numbers

Industry Landscape

Key Trends

Future Outlook

About Us

What if...
produce was the center of culture?

Consumers want to embrace protective, culturally relevant, abundant and flavorful foods.

Just as it’s helping drive sustainability and technology, we need to 
apply the same innovative energy to creating demand. With many 
consumers buying products online, communications platforms such 
as the Metaverse and other social channels have untapped potential 
for our industry. 

Irish consulting firm Accenture estimates that social media com-
merce on platforms like Instagram and TikTok is expected to grow to 
US$1.2 trillion in just 3 years, up from US$492 billion in 2021. This growth 
may not be surprising given that 55% of Gen Z say they bought 
something after seeing it on TikTok according to IFPA research. And 
70% of Gen Z follow a food-driven personality on social media, such 
as the TikTok creator garnering millions of views by showing how to 
cook budget-friendly dinners for under US$10. In the year ahead, we 
expect to see more food brands working with micro-influencers and 
creating their own robust strategies on social platforms. 

In addition to influencing consumer behavior, these platforms are 
also outpacing Google as a search engine, especially among Gen 
Z users according to Google’s own data. There is an opportunity for 
our industry to think about how we could leverage these spaces for 
building customer relationships.

An overarching theme we see in our research is that now more than 
ever, consumers want to embrace protective, culturally relevant, 
abundant and flavorful foods which is great for our industry because 
the road to a vibrant future is paved with our products. 

65% of consumers claim that they shop at grocery stores, dine at 
restaurants, or purchase brands with values that are mostly aligned 
with their own. This presents the opportunity for our industry to further 
align our products with consumer values and purchasing habits – 
and to meet consumers where they are – physically, emotionally, and 
virtually. 

Younger generations say that their choices are  influenced by envi-
ronmental, social, and governance factors. They are most concerned 
about company transparency and how a business shows how it 
cares for all people - employees, customers, and members of their 
communities.

While these are just a few of the areas we monitor as part of our 
global insights and analytics practice, the full suite of our research is 
available on our website, freshproduce.com.  
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What if...
consumers could purchase the healthy food they wanted  
and they weren’t restricted by their wallets?
Not surprisingly, inflationary pressures and increasing supply chain 
costs have a negative impact on the produce industry and supply 
constraints will limit overall industry growth. And inflation, not the 
pandemic, is now the number one consumer concern, according to 
IPSOS. Although food prices have continued to rise, McKinsey notes 
that inflation hasn’t stopped consumers from spending—yet. But 
consumers are stretching every dollar, rand, real, peso, pound, yen, 
and euro. They are also changing their behaviors and purchasing 
patterns, Depending on the meal, consumers are moving between 
value and premiumization, scratch and convenience, national brands 
and store brands — making grocery patterns more unpredictable 
than ever.

In spite of that unpredictability, 60% of U.S. retail executives said 
fresh produce is the category where they expect to have the most 
success. Not surprisingly, produce was ranked last when it came to 

the category they anticipate having the most challenges. However, 
consumers see things differently, with 73% expressing concern about 
rising costs of fresh fruits and vegetables and 46% who reported 
eating less produce compared to one year ago said increased price 
was the reason why. (Mintel Produce U.S., 2022.) 

Fortunately, there are some bright spots. In foodservice, U.S. Marketing 
firm Acosta found while most consumers are dining out less, about 
one-third are choosing to trade down rather than trade out – opting 
for less expensive restaurants and meal options. Additionally, 75% 
of consumers look forward to new food and bar trends, produce 
in appetizers and side dishes, and a strong desire to see local and 
seasonal items on menus. 
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What if...
people understood the full scope of industry  
investments in food safety policies and procedures?
Because pathogens do not discriminate who they infect based on 
geographic location, food safety is another priority where we have 
worked to ensure our industry’s needs are heard and met. Our food 
safety team has made inroads with global food safety bodies like 
Codex Alimentarius and provided guidance on import/export regu-
lations. Additionally, our team collaborates with numerous officials 
within FDA, CDC, and many other organizations to uncover opportuni-
ties to develop preventive approaches as well as offer support during 
outbreak investigations. We continue to keep the pressure on the FDA 
and advocate for an efficient, effective, transparent, and collabora-
tive agency that is good for the global supply chain. 

This persistence has resulted in these agencies and NGOs seeing 
the value we bring to these conversations, not just for U.S. food 
safety issues, but for issues and advancements around the world. In 
addition to our produce safety immersion courses and commodity- 
specific work, we have supported our country councils on food safety 
issues and provided expertise on important issues like the proposed 
ag water rules, GAPs harmonization, and continued to deepen indus-
try research via the Center for Produce Safety.  

Food safety knows no borders. 
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What if...
there is so much new talent choosing to help  
us change the world that we can’t hire them all?
Companies around the world continue to deal with the impacts of 
what The Great Resignation and Quiet Quitting. According to Human 
Resource Consulting firm Randstad, there is a high level of job 
openings throughout the world, with employers in Europe struggling 
to fill over 1.2 million open positions, while Australia has nearly 400,000 
vacant positions. And the U.S. Bureau of Labor Statistics reports that 
U.S. employers were trying to fill nearly 11 million job vacancies in 2022.

By 2030, there will be an estimated shortage of 85 million workers 
around the globe which is expected to spur investments in automa-
tion to overcome the current and foreseeable labor shortage. During 
our Executive Leadership Summit in March, industry leaders told us 
they believe talent attraction and corporate reinvention were the two 
most important trends dominating the world of work and would have 
the most impact on an organization’s success this year. 

When it comes to leading, the power of purpose and culture can 
not be overstated. Purpose is an organization’s North Star to align 
employees and drive an organization forward.

Purpose, values, and personal growth are 
essential for employees to do great work. 

Corporate reinvention and the evolution of workplace dynamics may 
be best captured by the Fast Company headline “Turnover is the 
wrong metric. Leaders need to establish a passion index instead.” 
The idea behind this is that, given what we’ve experienced the past 
two years, we’re using outdated metrics to measure engagement, 
productivity, and happiness. It suggests that we apply the same rigor 

with our employees when it comes to how they engage with – and 
feel about – our brand as we do our customers.  

With all the changes to the workplace that have occurred, under-
standing how people interact both virtually and in person is critical 
to understanding what cultural elements need addressing. Passion 
comes with commitment, endurance, and ownership, and these 
elements are key to a company’s long-term success.

As leaders, we must get better at how we create moments that matter 
- moments that connect to a company’s mission, vision, and its people. 
These could be anything from a career conversation, to an offsite 
training, to mentorship, or an individual or group celebration. The key is 
to measure outcomes from these moments after they occur. 

It’s up to us to make this happen. 

The key is to measure outcomes from these 
moments after they occur. 

1. What activities result in employees being most engaged? 
2. Are employees more satisfied?  
3. How do they see themselves as part of your future? 
4. Are they more productive as a result?
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What if...
the best and brightest fought for jobs in agriculture?
Fast Company reported that two ways employers can better 
compete for talent this year are to build a culture that matters and 
show your work in diversity, equity, and inclusion. Culture will be 
especially important in hybrid workplaces where flexibility is desired 
as well as recognition for productivity and success.  

With regard to DEI, employers are urged to be transparent about their 
efforts here, rather than sell an idealistic image. Today, a multitude of 
online platforms on workplaces and employers make it very easy for 
prospects to find out anything – good or bad – about who they may 
work for. 

72% of college seniors said they  
strongly expect or require employers to  
be committed to diversity, equity, and 
inclusion in hiring practices. 

And though this industry deals in “commodities,” it’s critical that 
leaders do not view their employees as such. As we’ve seen, talent is 

not always plentiful, and if the talent exodus has taught us anything, 
it’s that people leave for two reasons - compensation or culture. And 
IFPA has resources to help you address both. 

Our Online Learning Academy and in-person development pro-
grams offer a suite of courses that cut across multiple business 
functions. Taking advantage of these programs may raise your 
company’s passion index! Additionally, our compensation study can 
help members compete in today’s labor market. This is important 
because, as Harvard Business Review points out, organizations are 
struggling with fairness and equity as they wrestle with flexible work 
issues and compensation, especially when inflation is considered. 
Our study allows members to benchmark salary and benefit pack-
ages against other companies of similar size and type so they can be 
the employer of choice.
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Our head winds  
are STRONG. 
Our tail winds 
ENCOURAGING. 
Our opportunities 
VAST.
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Our time is 

What if...
wishes were plans?
The sheer scope of the industry’s activity and impact combined 
with the fact that we have come through the worst of the global 
pandemic with such vigor is nothing short of inspiring. That activ-
ity and impact is indicative of an industry mindset committed to 
continuous improvement. 

Yet the “swirl” of forces we’re facing paints an enigmatic picture: 
a hard road ahead, but so many forces are in our favor. And our 
opportunities are vast. Our industry has never been stronger and 
that is proof of our ability to achieve even more.

The stars have aligned. Time and purpose are linked for us to create 
and lead what happens next for our industry. It’s time to chart our 
course as we look ahead to our future, where new opportunities lie. 
Those opportunities center around clearing a pathway so that more 
people can have more produce in their lives.

Whether it’s addressing nutrition barriers to change the trajectory 
of human health, attracting the best talent to ensure the industry’s 
success, advocating for the industry to ensure the flow of product 
remains open and unrestricted, advancing-climate smart projects 
to ensure the industry remains sustainable, launching the IFPA Fresh 
Produce Research Center to bring investment to produce research, 
or leveraging the Fresh Fields Catalyst technology accelerator to 
bring the best technology in the world to the best industry in the 
world, we are just getting started.

IFPA is not in this to simply change the game. We are in it to change 
the world. And together with our member community, the produce 
industry, and our industry allies, we will. 
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DREAM 
BIG & 
ACT 
BOLDLY
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ABOUT IFPA
The International Fresh Produce Association 
is the member-driven association that 
advances the global fresh produce and 
floral industries and addresses their business 
needs. IFPA: 

• Unites our global member network and  
allies around the world to create a strong 
community

• Connects with people, companies, ideas, 
and insights to bolster your business and 
take advantage of opportunities 

• Advocates for a strong business climate 
and increased consumption globally to 
grow a healthier world and healthier sales 

• Guides members and our global allies 
with resources, thought leadership, and 
expertise to help solve challenges facing 
your business, our industry, and the world

And we are guided by the best and brightest 
of the industry – our Board of Directors.

you joined us in 2023?
DATE EVENT LOCATION

February 7 Global Executive Leadership Summit Berlin, Germany

March 7 The Floral Conference, West Anaheim, CA

March 10-19              IFPA at SxSW Austin, TX

March 26-31 Executive Leadership Program at  
Cornell University Ithaca, NY

April 16-18 Women's Fresh Perspectives Conference Orlando, FL

April 25-26 Policy & Regulatory Forum Washington, DC

May 17-18 The Mexico Conference Guadalajara, Mexico

May 23 The Floral Conference, East Miami, FL

June 5-7 Hort Connections Adelaide, Australia 

June 7-8 The Retail Conference Oak Brook, IL

July 27-28 The Foodservice Conference Monterey, CA

August 2-3 The Southern Africa Conference Cape Town, South Africa

August 22-23 The Brazil Conference Sao Paulo, Brazil

September 12-14 The Washington Conference Washington, DC

October 19-21 The Global Produce & Floral Show Anaheim, CA

December 3-7 Emerging Leaders Program Tucson, AZ
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https://www.freshproduce.com/events/executive-leadership-development-program-at-cornell-university/
https://www.freshproduce.com/events/executive-leadership-development-program-at-cornell-university/
https://www.freshproduce.com/events/womens-fresh-perspectives-conference/
https://www.freshproduce.com/events/spring-policy-forum/
https://www.freshproduce.com/events/the-mexico-conference/
https://www.freshproduce.com/events/the-floral-conference-miami/
https://www.freshproduce.com/events/hort-connections/
https://www.freshproduce.com/events/the-retail-conference/
https://www.freshproduce.com/events/the-foodservice-conference/
https://www.freshproduce.com/events/the-southern-africa-conference/
https://www.freshproduce.com/events/the-brazil-conference/
https://www.freshproduce.com/events/the-washington-conference/
https://www.freshproduce.com/events/the-global-produce-and-floral-show/
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Board of Directors
OFFICERS
Chair:  
Laura Himes, Senior Director Merchandising, Produce, Walmart

Chair-Elect:  
John Anderson, Chairman, CEO & Managing Partner,  
The Oppenheimer Group

Immediate Past Chair:  
Bruce Taylor, CEO, Taylor Farms

Secretary-Treasurer:  
Patrick Vizzone, Managing Director and Head of Agri-Food,  
Asia Pacific, Franklin Templeton   

The Foundation for Fresh Produce Chair:  
Martha Hilton, VP of Produce and Floral Merchandising, Wegmans 

COUNCIL CHAIRS
Australia-New Zealand Advisory Board:  
Richard Byllaardt, Chairman, Citrus Australia

Brazil Council Chair:  
Gilson Lucato, Commercial Director, Citricola Lucato 

CEA Council Chair:  
Abby Prior, Chief Commercial Officer, BrightFarms 

Chile Council Chair:  
Cristian Ureta, CEO, Exser 

Finance & Business Management Council Chair:  
Aribel Aguirre Beck, CFO/CAO, Naturipe Farms, LLC 

Food Safety Council Chair:  
Jennifer Pulcipher, Director of Food Safety & Compliance,  
North Bay Produce

Foodservice Council Chair:  
Melissa Melshenker Ackerman,  
President and Operations Director, Produce Alliance

Fresh-Cut Processor Council Chair:  
Judy Clark, CEO, Fresh from Texas

Grower-Shipper Council Chair:  
Jeff Huckaby, CEO, Grimmway Enterprises, Inc. 

Marketing Council Chair:  
Karen Nardozza, President & CEO, Moxxy Marketing

Mexico Council Chair:  
Ernesto Cardona, CEO, Austral Trading México

Retail Council Chair:  
Erik Brown, Executive Leader- Procurement Produce, Whole Foods 

South Africa Council Chair:  
Jaco Oosthuizen, CEO, RSA Group

Supply Chain Council Chair:  
Drew Zabrocki, General Manager, Value Chain Insights &  
Interoperability, Semios 

Sustainability Council Chair:  
Nikki Cossio, Founder & CEO, Measure to Improve LLC 

Technology Council Chair:  
James Rogers, CEO, Apeel Sciences 

U.S. Government Relations Council Chair:  
Bret Erickson, Executive Vice President, Little Bear Produce

Wholesaler-Distributor Council Chair:  
Stefanie Katzman, Executive Vice President, S. Katzman Produce

AT LARGE REPRESENTATIVES
Amelie Aust, Owner & Board Vice-Chair, Fall Creek Farm & Nursery 

Paulina Criticos, CEO, EMEA, Westfalia Fruit (Pty) Ltd

Inci Dannenberg, President of Global Vegetable Seeds,  
Bayer CropScience 

Tammy DeBoer, President, Harris Teeter

Jose Antonio Gomez, CEO, Camposol  

Candice Herndon, President, North America, IFCO SYSTEMS N.A.

Jamey Higham, President and CEO, Idaho Potato Commission

Zak Lafitte, President, Wonderful Citrus

Clint Lewis Jr., CEO, AgroFresh Solutions, Inc.

Elyse Lipman, CEO, Lipman Family Farms

Dan Mathieson, CEO, Zespri International, Ltd.

Nelson Montoya, President, Fresh Fruit, Dole Food Company

Julie Olivarria, Vice President of Produce, Sysco Corporation

Mark Powers, President, Northwest Horticultural Council

Brie Smith, Vice President of Product Leadership, Driscoll’s 

John Simko, President & CEO, Sunshine Bouquet Company

Debora Steier, Vice President, Floral, Albertsons

Debby Walker, Vice President, Purchasing & Analytics, Darden

Dorn Wenninger, SVP Produce, UNFI


