
The Sunkist brand was built over generations by deliver-
ing consistent supply and quality products.  People trust 
Sunkist - and that trust stood us in good stead during the 
difficult times in the world economy.

Navel prices rise
With the manageable-sized crop of quality fruit, most 
Sunkist growers enjoyed a good Navel season.  Despite a 
24 percent lighter Navel crop industry-wide, Sunkist re-
corded good FOBs and strong utilization on the volume 
provided by our growers.  FOBs increased 15 percent and 
utilization was approximately 79 percent, impacted by 
the large size structure of the late-season fruit.

The dramatic downturn in the economic environment, 
however, presented major challenges in both domestic 
and export markets.  The Korean market, in particular, 
felt the impact of a very unfavorable currency exchange 
rate.  Returns per acre were good but, as always, varied 
by grower depending on fruit quality and size, as well as 
on the percentage of domestic and export shipments.

The 2009-10 Navel crop is now pegged at approximately 
16 percent larger than that of the 2008-09 season.

Pacing and production discipline maintain  
strong Valencia FOBs
The 2009 Valencia season ended with average net FOBs 
at some of the highest levels in recent non-freeze years.   
It was a good finish for a short volume crop that kept get-
ting shorter as the season progressed.

Despite the small crop, for most of the season supply 
exceeded demand.  The oversupply situation required a 
disciplined approach, matching harvesting to demand 
and holding the line on the right mix of prices by size

and grade.  It also required ignoring less responsible sell-
ers who used much lower pricing to chase utilization and 
keeping our FOBs at profitable levels.

As Valencia acreage continues to be reduced, supply and 
demand will be moving more into balance.  However, 
early estimates for the 2010 season project a larger crop 
than last year, while competition from stone fruit, South-
ern Hemisphere Navels and other summer fruit continue 
to increase.  To strategically position our Valencias, 
Sunkist marketed them as “value fruit” to price-con-
scious consumers driving sales with special bag promo-
tions and “green is good” campaigns to counter negative 
reactions to re-greened fruit.

Lemons feel effects of the worldwide  
economic downturn
Because supplies were short during 2007 and 2008, retail 
shelf space was filled with other produce items.  In 2009, 
the lemon crop returned to normal levels and our sales 
team gradually recaptured that space for lemons.  The 
effect of the reduced economic activity in the foodser-
vice industry resulted in the largest negative restaurant 
growth in 40 years, reducing lemon demand.
 
The increased supply could not be absorbed by the reces-
sion-impacted consumers which generated sharp price 
drops difficult to contain.  Sunkist changed that dynamic 
in the spring of 2009 and has sustained a price recovery 
through the winter of 2010.

Sunkist used aggressive marketing and public relations 
programs to help build demand while encouraging retail-
ers to lower prices from the high levels of the freeze-im-
pacted years.  We moved lemons into new markets such

Chris Gordon
Product Manager, Oranges
25 years experience
“The 2009-10 Navel season got 
off to an excellent start with 
sales and FOBs up over last 
year.  Good internal quality, 
a balanced size structure and 
consistent fruit sets should result 
in a very good season for our 
growers and customers.”

President’s Message
My first year as your president was both challenging and 
rewarding.  Taking the reins of an organization charged 
with creating grower value in the midst of the worst 
global economic slump since the Great Depression was 
daunting to say the least.  I am pleased that we were able 
to market most of your crops profitably in spite of the 
issues created by the weak economy.

We accomplished this because we have an experienced 
management team focused on your per acre returns 
above all else.  It takes analysis, planning, and discipline 
to create profitable returns, and your management team 
was able to provide that in nearly every case.

We have felt that this single minded focus on returns 
would allow us to grow our membership.  I am happy 
to report things are looking good there as well.  As we 
started the 2009-10 season we welcomed Bravante Pro-
duce, a premier citrus grower, packer, and shipper into 
Sunkist.  With groves throughout the San Joaquin Valley, 
our new affiliate brought nearly 1.4 million cartons of 
quality citrus into Sunkist.  Several of our existing houses 
picked up new acreage as well.  In the past two years we 
have added close to 5,000 acres.

We have spent a lot of time fine tuning our go-to-market 
model over the past couple of years.  Our focus on 
configuring ourselves in a way that allows us to do more 
business with the right mix of customers...rather than 
just more business...really started to pay dividends this 
past year.  Using personalized services like strategic sales 
planning, category management support, and customized 

marketing programs allows us to expand our business 
with customers that value our offerings and our iconic 
brand.

As you will see in the pages that follow, you have an 
extremely capable and dedicated group of individu-
als working every day on your behalf.  Those who are 
pictured are representative of the knowledgeable and 
experienced staff devoted to bringing more value to the
Sunkist brand...and to your bottom line.

I am honored to be serving as the chief executive of 
Sunkist.  I am proud to have the backing of an excellent 
management team and staff.  I am deeply appreciative 
of the support and guidance of our dedicated board of 
directors, and I am excited about the bright prospects 
ahead for Sunkist...in 2010 and beyond.

Russell L. Hanlin
President and Chief Executive Officer
Sunkist Growers

32

Jose Fu
Product Manager, Lemons
20 years experience
“Because of Sunkist’s leadership 
2009-10 has all the earmarks 
of a better year.  Our in-depth 
sales analysis and marketing 
tools give us a competitive edge.  
We have solid relationships with 
our customers and are posi-
tioned for profitable growth and 
recovery.”  
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