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Serving Hawaii Is Our Business

Pasha Hawaii’s dynamic shipping network and
knowledgeable professionals are here to serve your
supply chain needs. Pasha offers the broadest range
of container and roll-on/roll-off services between
Hawaii and the Mainland, with connections to
comprehensive intermodal services nationwide.

Find out more at pashahawaii.com.

PASHA HAWAIT
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Serving Aloha Since 1916

As Hawai‘i’s locally owned and operated
grocery store, we strive to make you
feel like someone special every day.

KTA Downtown, Hilo KTA Puainako, Hilo KTA Waikoloa Village
321 Keawe Street 50 East Puainako Street Waikoloa Highlands Center
808-935-3751 808-959-9111 808-883-1088
KTA Waimea KTA Keauhou, Kona KTA Kailua-Kona KTA Express, Kealakekua
Waimea Center Keauhou Shopping Ctr. Kona Coast Shopping Ctr. 81-6602 Hawaii Belt Road
808-885-8866 808-322-2311 808-329-1677 808-323-1916

www.ktasuperstorescom f ¥ (O
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Aloha HFIA Team,

As we move into 2022 it's clear that
the new year has brought some unex-
pected new challenges to our industry
and our state. Global supply chain dis-
ruptions and labor shortages contin-
ue to impact the food industry in par-
ticular. The surge in cases of omicron
variant has shown that the pandemic
may be far from over.
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The way we face these challenges
continues to demonstrate how reli-
able and resilient our food industry
community is here in Hawaii. In spite
of the added obstacles we face in our
state, we have actually managed to
keep shelves stocked as well as, or
better than food retailers on the main-
land. As we all know, keeping Hawaii
fed is no easy task even in the best of
times. Continuing to successfully serve
our customers and our communities
during these difficult times shows how
strong and essential our business and
our industry are. The close connections
and good communication between our
many businesses are crucial factors
enabling us to weather these storms.
| know that HFIA plays an important
role in allowing our industry and our
businesses to grow and maintain these
important ties.

I also know we are all committed to
continuing to find safe ways to keep
our customers fed, and keep our busi-

nesses and our economy running. As
your Chair I'm very proud to be lead-
ing an association that is so commit-
ted to those goals. HFIA will continue
to work to educate our political lead-
ers on the best ways to accomplish
them. I think one thing we've learned
from the last two years is that we
don't know what might come next.
Whatever this year and the future
brings, | am heartened to know that
our industry and our association will
face it and find solutions and oppor-
tunities together.

Aloha,

A

Charlie Gustafson
Chairman

VP, Store Operations
Tamura Super Market

Tastestohfe Pacific
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NGA UPDATE

GROCERS COMPETE FOR TALENT
AS LABOR SHORTAGE LINGERS

BY GREG FERRARA
PRESIDENT AND CEO, NATIONAL GROCERS ASSOCIATION

he nationwide labor shortage con-
T tinues to strain critical industries,

including grocery and the food in-
dustry at large. NGA members have named
the labor shortage as their most significant
challenge and this is reflected in the results
of the 2021 edition of the Independent Gro-
cers Financial Survey, an annual joint study
between NGA and partner FMS Solutions
(www.fmssolutions.com).

Hiring during the pandemic is indeed a
challenge, according to 71% of indepen-
dents responding to the survey, and 64% re-
ported it had a negative impact on retention.

As we've seen across the economy, prod-
uct availability and price inflation are being
driven by a perfect storm of factors, includ-
ing an ongoing shortage of labor across
the entire supply chain, an acute shortage
of truck drivers, increased ingredient in-
puts and occasional disruptions in product
packaging production.

Offering employment and
support for disabled individuals
and refugees is a perfect fit for

the ethos of the independent
grocer that focuses on building
on strong community ties and
employee loyalty.

The prevalence of the omicron variant
in both vaccinated and unvaccinated pop-
ulations, coupled with the lack of available
testing resources, has further contributed
to current staffing challenges.

“With continued elevated retail de-
mand,” FMS President and CEO Robert
Graybill notes in our economic survey, “the
biggest competition now is not for the con-
sumer dollar, but for independents’ great-
est asset: people.”

We're seeing employers offer higher start-
ing salaries, signing bonuses and other in-
centives to entice new hires as shorthanded
grocers grapple with maintaining traditional
high levels of service. The NGA Foundation’s
career center (https://grocerycareer.org/)
offers support to grocers aiming to fill vacan-

cies of both customer-facing and back-of-
house positions.

UNDERUTILIZED LABOR POOLS

Recently, the Foundation hosted webinars
designed to raise awareness of two signif-
icant yet underutilized pools of labor: dis-
abled individuals and refugees.

According to the social impact organiza-
tion Understood (www.understood.org),
one in four U.S. adults has a disability,
which includes vision, hearing and mobility
impairments; developmental disabilities;
mental illness; chronic health conditions;
and “invisible” disabilities, or ones that
cannot easily be seen.

People with disabilities are the largest
untapped labor source, and if properly sup-
ported, they can become some of a grocer’s
most valuable employees. Workers with
disabilities have been shown to have bet-
ter retention and safety records, be more
reliable and productive, and perform as
well or better than their peers, Understood
reports. Employers can find qualified candi-
dates by connecting with community part-
ners: nonprofits, government agencies, ed-
ucational institutions, transition programs,
local public-school systems and vocational
rehabilitation partners.

Meanwhile, the Biden administration has
pledged to resettle more than 300,000 refu-
gees fleeing Afghanistan over the next four
years, which presents an enormous oppor-
tunity for American businesses to come
to their aid by helping them integrate into
the U.S. economy and become productive
members of our communities.

According to Tent (www.tent.org), a
non-profit organization launched in 2016 to
mobilize the global business community to
include refugees, consumer attitudes favor
brands that support refugees; at least 80%
of millennials are more loyal to a company
that helps them support social and envi-
ronmental issues. Speaking of loyalty, turn-
over of refugee employees is well below the
industry average, Tent reports.

Refugees are eager to contribute and
willing to learn, and language barriers can
be overcome by partnering with local com-
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munity colleges on ESL programs, and refu-
gees showing potential can be promoted as
they learn and acclimate. And remember,
refugees are consumers, too; businesses
will have the greatest impact when they see
refugees as economically productive entre-
preneurs, workers and customers.

Offering employment and support for
disabled individuals and refugees is a per-
fect fit for the ethos of the independent
grocer that focuses on building on strong
community ties and employee loyalty. It’s a
win-win for our industry, which historically
puts a high value on people and needs their
skills, now more than ever.

AGILITY AND RESILIENCY

The pandemic has illustrated the agility
and resiliency of independent community
grocers, as the 2021 Independent Grocers
Financial Survey further reveals. From crisis
comes strength, with independent opera-
tors realizing record financial and opera-
tional performance that further buoys this
$253 billion sector.

Sales among independent communi-
ty grocers increased an average of 17%
during the fiscal year that ended March 31,
2021, the survey reported. This was further
helped by an increase in transaction size,
to an average of $31, as well as a surge in
online orders driven by the pandemic. (The
2020 survey reported how independent
grocers had dramatically increased their
investments in e-commerce, making them
well positioned to meet the increased de-
mand.) While inflation was and continues
to be high, sales still gained 13.5% once ad-
justed for the price increases.

This success illustrates the trust that
communities have in their local indepen-
dent supermarkets and, likewise, the devo-
tion thatindependent retailers have in serv-
ing their communities. As FMS’ Bob Grayhbill
noted, “All of grocery retail had record sales
in 2020, but the pandemic brought consum-
ers back to independent grocers in record
numbers. Whether one-store operators or
small regional chains, independent grocers
did what they do best during difficult times:
take care of their communities.”

As our industry navigates a changing
world, independent grocers are in a unique
position to find innovative ways to better
serve their customers and communities.

To learn more about the NGA Founda-
tion’s career-related initiatives, contact
Maggie White, NGA Foundation director,
at mwhite@nationalgrocers.org.
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As our island communities work toward
recovery and greater resilience, Ulupono

Initiative is actively partnering to invest and
advocate in support of locally produced food, Q

renewable energy, clean transportation, and

better management of freshwater and waste u l u p 0 n 0
|

for Hawai‘i’s communities NITIATIVE®

Learn more about our commitment Committed to a sustainable,
at ulupono.com resilient Hawai‘




LEGISLATIVE UPDATE

STATE

Speaker of the House Scott Saiki was able to
join us for our Legislative Talk Story on Jan-
uary 14. As keynote speaker for the event
Speaker shared with us his top priorities
for the 2022 Session and was able to hear
about our industry’s concerns and goals.

MINIMUM WAGE

Increasing the minimum wage is high on
the Speaker’s agenda and public support
for a substantial increase seems to be at
an all-time high. During the talk story we
reiterated the challenges that our local
businesses are still facing and explained
that in order to minimize negative eco-
nomic consequences an increase must be
areasonable amount implemented over a
manageable time frame.

There have been several minimum
wage bills introduced already. The bill
with the most momentum at present is
HB2510 which increases minimum wage
rate to $11.00 on 1/1/2023 and $1 per
year until it is $18.00 per hour beginning
1/1/2030. HFIA testified with comments
proposing that the incremental increase
end at $15hrin 2027.

UNEMPLOYMENT INSURANCE

Once again legislative action will be re-
quired to ensure that employer contribu-
tions to the Ul fund to do not increase ex-
crementally. HFIA is supporting measures
to accomplish this goal.

LOCAL FOOD AND BEVERAGES

This year HFIA is supporting measures to in-
crease local food growing and production;
fund our food banks; and eliminate regres-
sive taxes on food and other necessities.

PACKAGING AND WASTE

HFIA supports collaborative efforts to reduce
unnecessary waste. We are opposing man-
dates that impose additional fees or raise
prices on food and other consumer goods.

LOCAL MANUFACTURING, LOCAL
BUSINESS, AND MADE IN HAWAII

HFIA continues to support measures aimed
at growing a strong diversified local econo-
my. We are supporting measures to fund a
range of programs at the Hawaii Technol-
ogy Development Corporation, and mea-
sure to protect the integrity of our Made in
Hawaii brand.

PAID SICK LEAVE

The issue of sick leave is more complicat-
ed than ever during a pandemic and it’s
clearer than ever that a one size fits all ap-
proach will not work for Hawaii employers
and employees. HFIA opposes sick leave
mandates that will hurt our local business-
es and cost jobs.

UNNECESSARY CONSUMER
PRODUCT BANS AND FEES

HFIA opposes unscientific state by state
bans of consumer items that are federally
legal, such as certain sunscreens.

As session moves forward check the
Weekly Update for details of bills being
heard each week. For high priority legisla-
tion we will also send out Action Alerts ask-
ing members to submit individual testimo-
ny on measures. When our legislators hear
directly from individuals about how a piece
of legislation will impact them and their
business it is a very powerful tool. We en-
courage all members to respond to Action
Alerts and submit testimony when possible.

COUNTIES

HONOLULU

HFIA was notified in January by the De-

partment of Environmental Services (ENV)

that the suspension for Sections 41-27.2

and 41-27.4 of the Honolulu Disposable

Food Ware Ordinance has been extended

through March 6, 2022.

The suspended sections include the fol-
lowing prohibitions:

« No food vendor shall sell, serve, or
provide prepared food in polystyrene
foam food ware or disposable plastic
food ware to customers.

« No businesses shall sell polystyrene
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foam food ware, disposable plastic
service ware, or disposable plastic
food ware.

These are now scheduled to take effect

March 6, 2022.

The remaining sections of the ordi-
nance, including the revisions to the Plas-
tic Bag Ban remain effective.

The sections currently in effect man-
date that:

« The Plastic Bag Ban shall be amended
to redefine "plastic checkout bag" and
"plastic film bag", which changes six
exemptions (including food products
exemptions). There is also a new
definition of “plastic.”

« No food vendor shall sell, serve, or
provide disposable plastic service ware
to customers.

« A food vendor may only provide or
distribute disposable service ware for
prepared food or beverage:

- upon request or affirmative response
of a customer or person being
provided  prepared food or
beverage, or

- in aself-service area or dispenser.

« Polystyrene foam food ware shall not
be sold, provided, or offered for sale or
use at any City facilities, City-authorized
concession, City-sponsored or City-
permitted events, or City programs.

Additional information is at
https://www.honolulu.gov/opala/
recycling/dfwo.html

HFIA has worked with a coalition of local
business associations to submit an applica-
tion for a longer-term Industry Exemption.
The application was re-submitted on Jan-
uary 21 and we will keep members up to
date on the status via the Weekly Updates
as soon as we have a response from ENV.

MAUI

The County of Maui Plastic Disposable
Foodware Ordinance No. 5084 effective
date has been extended to March 1, 2022.

Visit https://www.mauicounty.gov/1974/
Plastic-Free-Maui-County for more
information.

Members with questions on these or
any legislative issues should reach out
to us at Info@HawaiiFood.com.
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was back and better than ever! Put-

ting on the Festival in a new location
with new state regulations and new safety
guidelines was no small feat! But our amaz-
ing Made in Hawaii Festival team, fantastic
Festival vendors, and outstanding sponsors
made it happen. Ala Moana Center, the new

F or 2021 the Made in Hawaii Festival

PRESENTED BY

MAHI
e |PONO

A MAUI FARMING COMPANY

C P B Foundation

) shopify
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WAS BACK AND BETTER THAN EVER!

PHOTOS BY CHAD BROWNSTEIN FOR MADE IN HAWAII FESTIVAL AND ALEXIS CHAPMAN FOR HFIA

home of the Made in Hawaii Festival proved
to be the perfect venue and we look forward
to working with them again in 2022. We are
so grateful to our Presenting Sponsors Cen-
tral Pacific Bank Foundation, Mahi Pono,
and the Festival’s Official Airline Hawaiian
Airlines, as well as our other sponsors Co-
ca-Cola Bottling of Hawaii, a subsidiary of

PRODUCED BY

HAWAII FOOD INDUSTRY ASSOCIATION

NIUHEALTH

URGENT CARE +
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the Odom Corporation; HTDC; Innovate Ha-
waii; Hawaiian Electric; Shopify; HMSA; Niu
Health Urgent Care; Chef Zone; and Matson.

The Festival has always been about
nurturing, growing, and supporting our
local manufacturers, bakers, makers, de-
signers, artisans, and craft people. HFIA
is very proud that we decided to make

OFFICIAL AIRLINE

HAWAIIAN

AIRLINES.

‘ ‘ ‘ Hawaiian
Electric
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Winner of 50 internationalsseduct awards, including
BEST SALT IN THEWORLD by 1 Flavor
Al Ntural - Gluten-Free
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the investment in the live Festival for 2021
in spite of the many challenges. The Festival
was a chance for these local businesses to
reconnect with their customers and reach
new buyers. Many of our vendors had one of
their best years ever. It was also a chance to
help shoppers experience live and in person
a taste of contemporary Hawaii food, cul-
ture, art, fashion, and design.

We thank everyone who helped us bring
back the Made in Hawaii Festival in 2021
and we look forward to another wonderful
live Festival November 10 -13 2022!
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skets offer opportunities to :
ase local brands and-products.

COURTESY MANA UP

HOW CAN YOU SUPPORT LOCAL -
WITHOUT A SINGLE DOLLAR?

BY MELI JAMES & BRITTANY HEYD, COFOUNDERS OF MANA UP

he growth and success of the

Made in Hawaii Festival shows

that Hawai'i loves to support lo-

cal. Crowds come out in droves,
save up their dollars for the occasion, and
make a day out of visiting their favorite
neighborhood vendors. In 2019, Mana
Up first joined forces with Hawaiian Air-
lines - official airline sponsor of the Made
in Hawaii Festival - to offer event goers a
unique and interactive shopping experi-
ence emulating an airport check-in jour-
ney at the Festival’s pre-pandemic loca-
tion at Blaisdell Center.

Last year, as the economy began recov-
ering, we were thrilled to team up with
Hawaiian Airlines again to connect with
the community live at the Festival newly
held at Ala Moana Center. At the in-person
marketplace, we highlighted our islands’
rising makers and commemorated the
Airlines’ 92nd anniversary by showcasing
locally sourced, plus new and limited-edi-
tion products.

With the mission to grow the Ha-
wai‘i-made product industry to a multi-bil-
lion dollar global market, Mana Up has
graduated a total of 63 companies head-
quartered in Hawai‘i from our program.

Our retail arm, House of Mana Up, features
an online shop and a brick-and-mortar lo-
cation at Royal Hawaiian Center in Waikiki,
featuring products and entrepreneurs who
have participated in the accelerator.

Being involved with the Made in Hawaii
Festival is such a natural fit for Mana Up.
We both share a similar mission and can
work together to serve as a local econom-
ic driver by celebrating local rising prod-
uct businesses. Supporting local doesn’t
stop at curating a selection of local prod-
ucts - it also means leaning into the sup-
portingindustries of these Hawai‘i makers
across the supply chain.

In order to grow this industry to mar-
kets globally, we all need to work togeth-
er and utilize each other’s strengths. The
Made in Hawaii Festival is such a great
example of this. With HFIA’s leadership to
spearhead this annual festival, it spurred
participation and collaboration across
hundreds of organizations to put our local
vendors front and center.

So that begs the question - how do we
support local all year long? And is there
more we can do aside from buying local?
Of course, the answer is yes.

In your normal day-to-day life, here are
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some ideas:

1. Give a review! Whether it’s on Google
or Yelp, a positive review goes a long way.

2. Positive feedback. We can’t tell you
how much a personal email or direct
message inspires us to continue
our work.

3. Be understanding when things don’t
go perfect. Small businesses do not
have the same resources as big box
companies, so give your local vendors
the benefit of the doubt.

4. Doyou loveaproduct? Tell yourfriends
or share on social media.

Do you work with or for a retailer? You
have even more ability to champion your
community businesses:

1. Take meetings from local vendors:
give them a shot to show you why
they’re special.

2. Give them feedback: if you’re not going
to bring them on, tell them why or
what they could do better, or what
concerns you have.

3. Introductions: did the vendor tell you
about a challenge they’re experiencing
and know someone who can help?
Creating connections across the
community creates more value than
you can imagine.

4. Create a space or section of the store
for supporting local - your customers
will thank you.

When you support local, it’s rewarding
to know that your effort goes beyond the
dollars spent. As these Hawai‘i business-
es grow, they help support our communi-
ty through economic diversification, jobs,
giveback and investment locally. For in-
stance, when you purchase a bag of ‘ono
‘ulu chips from ‘Ulu Mana, not only are
you showing aloha to the entrepreneur
behind this company, but you’re also sup-
porting the local farmers who harvested
the ‘ulu, the manufacturing workers who
helped prepare and package the chips
for distribution, plus the retailers selling
these bags of ‘ulu chips.

A benefit of more successful locally
owned businesses in our communities is
the multiplier effect of topline revenue. As
these companies earn more, these dollars
go to local producers, employees, service
providers and more.

To learn more about Mana Up and shop
products from over 50 local makers and
artisans, visit www.houseofmanaup.com.



Technology...

C&S Wholesale Grocers was founded to help independent retail stores succeed.
Today, we continue this legacy with an unparalleled offering of Retail Technology
tools and services targeted at the independent retailer's unique business needs.

Hansen

DISTRIBUTION GROUP

Exceptional Service for Your Success!
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Contact us today to learn how we can help make this your best year ever!

Maile Miyashiro, Sr. Director Customer Experience

91-315 Hanua Street, Kapolei, HI 96707 808.682.3364 | www.cswg.com




NEW MEMBERS

CHILL SPACE

Chill Space LLC is Hawaii’s only Hazard Analy-
sis and Critical Control Point (HACCP) compli-
ant public storage facility & soon to be Global
Food Safety Initiative (GFSI) compliant facility.
Our team is professionally trained and we al-
ways strive to provide the highest standard of
customer service. We offer comprehensive,
temperature-controlled storage, along with
shipping, trucking, and delivery services.

TRADITI<EN

COFFEE ROASTERS
TRADITION COFFEE ROASTERS

Tradition Coffee Roasters is family owned &
loved. We also love supporting our farmers
who utilize organic and sustainable methods
to protect our environment. Beans are meticu-
lously chosen based on their quality and flavor
profile. Roasting small batch coffee showcases
the beauty of global variations and ensures
the freshest roast possible. There is New York
Tradition in every sip and Aloha in every cup.

FLAVOR HEADQUARTERS

We are a Hawaii-based, minority-owned
company creating innovative, healthy and
minimally processed condiment products for
everyday use. We utilize only the finest quali-
ty ingredients, sourced globally, to bring you
flavor combinations you'll never forget!

Jeff Berlin

CONSULTING

JEFF BERLIN CONSULTING

Jeff offers a variety of services, including ex-
ecutive/leadership coaching, team building,
leadership development, training, facilita-
tion, and change management. He also helps
companies identify their strengths and chal-
lenges through surveys, interviews, and fo-
cus groups. To facilitate action and results, he
blends a diverse academic background with
a deep understanding of the day-to-day reali-
ties of business leaders.

Edward Jones

EDWARD JONES

We help serious, long-term individual inves-
tors achieve their goals by understanding
their needs and implementing tailored, tax-
smart retirement strategies.

J.B. GOTTSTEIN

J.B. Gottstein Foods Co is a worldwide whole-
sale distributor servicing grocers and their
communities. We are dedicated to providing
competitive prices, top quality products and
excellent customer service. We live and work
in our markets and we share an understand-
ing of the difficulties and needs of our com-
munities. It is this understanding that drives
our commitment to supporting our custom-
ers helping them to grow their businesses so
that they thrive and are successful as well.
We strive to meet our changing environment
through creative problem-solving, to help
ensure families in our communities have rea-
sonably priced access to the goods they need.

MEMBER NEWS

FLAVOR HEADQUARTERS OFFICIALLY
LAUNCHES THIS SPRING

Globally Inspired, Locally Sourced. Welcome to
Flavor Headquarters, a Hawaii-based purveyor of
unique, healthy and minimal-
ly-processed condiments for
everyday use. Working with
local farmers and produc-
ers, Chef/Owner Aneil Luhan
brings an exciting assort-
ment of creations inspired by his travels across 6
continents. Hand-crafted and produced in small
batches, Flavor Headquarters will be available
for wholesale and individual purchase across the
Islands and the mainland.

TR

'Hawaii Foodservice Alliance | I.I.ll°z

One Company Serving All Islands

HFA LAUNCHES DISASTER RECOVERY
PRECOVERY-POD

Hawaii Foodservice Alliance, LLC (HFA) is part-
nering with neighboring communities to create
a Hawaii's first-ever disaster precovery-pod for
some of Hawaii's most vulnerable communities.
This first-ever food pod of its kind will provide
long-term meal storage to support communities
that are vulnerable to natural disasters and hopes
to be one of many throughout the state. The first
precovery-pod will be located in the community of
Waianae and will be maintained by the Waianae
Coast Comprehensive Health Center.
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ELEVEN AT FOODLAND FARMS

In December Foodland opened the much antic-
ipated cocktail bar Eleven. Tucked away in the
corner of Foodland Farms
Ala Moana, Eleven is a place
to enjoy creative, handmade
cocktails and signature
small plates in a welcoming,
award-winning space.

Quijor

DON QUIJOTE NEW LOCATION

Don Quijote has announced the location of its
fourth Hawaii store. The new store will be open-
ing in Kapolei at Kamokila Boulevard. An opening
date and other details will be announced soon.
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SUPPLY CHAIN UPDATE

BY ALEXIS CHAPMAN

at keeping the state fed. In fact, many Hawaii grocery stores

have overcome the additional challenges our state faces and
done a better job of avoiding bare shelves than food retailers on the
mainland. It was hoped that 2022 would bring large scale relief from
supply chain disruptions, but it remains to be seen exactly when
things willimprove and by how much. Some positive change may be
on the horizon in the coming months, but other issues causing short-
ages and delays will probably not abate in the near future.

T hroughout the pandemic Hawaii’s food industry has excelled

LUNAR NEW YEAR

Global reliance on China’s manufacturing sector means that the
country’s celebration of Lunar New Year Holiday has traditionally
caused some level of disruption to supply chains. Lunar New Year
is a public holiday in China and factories and other businesses
shut down for a week, or even a bit longer. The holiday was on
February 1 in 2022 and most places reopened and resumed pro-
duction shortly after that. However, the return to "normal" was
delayed further by the Beijing Olympics which recently ended.

FREQUENT, AFFORDABLE
INTER-ISLAND SERVICE SINCE 1900

www.YoungBrothersHawaii.com

A Photo: KalohiChannel by William Renio

18 | HAWAII RETAIL GROCER | SPRING 2022

Port of Los Angeles, one of the United States’ premier
gateways for international trade and commerce.

CHINA’S ZERO COVID POLICY

Another complicating factor in China’s current ability to meet
global demand is the country’s zero-covid policy. The policy in-
cludes extremely strict quarantine protocols and has led to travel
restrictions and shutdowns of facilities and ports.

LABOR SHORTAGES CONTINUE

With historically low unemployment rates in 2019 Hawaii was ex-
periencing a labor shortage before the pandemic began. As the
economy reopened in late 2020 and 2021, the U.S. as a whole has
endured large scale labor shortages. Now, high numbers of worker
absences due to Omicron infections have created yet another labor
shortage. While it seems that the omicron wave may be peaking or
passing in certain parts of the country, other areas are still showing
high rates of infections.

PORT ADJUSTMENTS

In October of 2021 President Biden announced that the Port of
Los Angeles would begin operating 24 hours a day 7 days a week.
Both Los Angeles and Long Beach have been working to adjust to
current demand but continue to experience extreme backlogs. In
November at one time over 100 ships were waiting in L.A. Worker
absences due to covid have increased with the omicron variant
and hamper efforts to speed things up. In Savannah Georgia, an-
other of the U.Ss busiest ports, ship wait times in recent months
have been up to three times longer than they were in 2019. To
reduce times Savannah is deploying pop-up container yards in
empty rail yards. If this works in Savannah it could be used in oth-
er ports to also speed things up.

SURGES

Import surges, demand surges, and production surges have all
contributed to supply chain disruptions. Some sectors, such as
grocery, experienced surges during the initial stages of the pan-
demic in 2020, and demand in this area has remained high. Oth-
er areas had large scale surges as they reopened after pandemic
shutdowns. Now uneven surges in different sectors and regions are
creating supply chain bottlenecks with global impacts. With the fu-
ture of the pandemic uncertain, and other economic factors such
as inflation still at play there is no way to know when these types of
surges will end and supply chains will stabilize.

PHOTO BY GREEN FIRE PRODUCTIONS/FLICKR



HARVEST

HERE TODAY...GROWN ON MAUI

FOR MORE INFORMATION AND PRODUCE ORDERS:
PHONE: (808) 856-4550 EXT.5 EMAIL: SALES@MAHIPONO.COM
FARM ADDRESS: 8401 PULEHU ROAD, KAHULUI, HI 96732

A MAUI FARMING COMPANY




ONVENTION
TOGETHER AGAIN

ALL PHOTOS BY ANTHONY CONSILLIO

After being unable to gather in 2020, the 2021 Keepin’ It Classic HFIA Convention was an extra special opportunity
for our industry and our members to reconnect. Our Convention Committee and the team at Disney’s Aulani Resort
and Spa did an incredible job of working with an adjusted calendar, and ever shifting covid-19 regulations.
We’d like to extend a huge Mahalo to them and to our Sponsors who made the Convention Possible!
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“We would like to thank the
Leeward Coast Community and
the dedicated, hardworking
Tamura Super Market
employees for the many years of
loyalty and support. Without
their unwavering support, our
store would not be what it is
today. With great aloha, five
generations later, the Tamura
Ohana continues to take pride in

the family tradition of serving

»

you.

- CLIFFORD TAMURA,
OWNER & CED

US, NO. 1

CALROSE RICE
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| 86-032 Farrington Hwy, Waianae, Hl 96792 | TAMURASUPERMARKET.COM | OPEN DAILY |

| 7 AM - 8 PM | etamurasupermarket |
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nize Representative Aaron Ling Jo-
hanson as our Legislator of the Year.

Having strong, informed, and positive
connections between our political lead-
ers and the businesses that feed Hawaii
has always been important. When we
introduced the Legislator of the Year
Award just a few years ago no one could
have anticipated the challenges that
would come to our food industry, our
economy, and our state. Now more than
ever we see how important it is for us to
work together and to strive towards our
common goals of a healthy, strong food
industry with local foundations.

As Chair of the Committee on Con-
sumer Protection and Commerce Rep-
resentative Aaron Ling Johanson has a
challenging responsibility to weigh the
impacts of legislation on consumers,

F or 2021 HFIA was pleased to recog-

HAWAII RETAIL GROCER | SPRING 2022

businesses, industries, and our state’s
economy as whole.

Chair Johanson has always been an ac-
tive listener when it comes to hearing and
understanding what our industry needs to
keep providing for our communities. Ear-
lier in the year he joined us for one of our
Membership Meetings to answer ques-
tions and discuss the status of legislation
that would impact our industry. During
the meeting Chair Johanson articulated
a sentiment that is very meaningful to us,
he said, “Nothing is now more existential
than food, you kept us going, and we rec-
ognize that.”

We greatly appreciate Chair Johanson
understanding the singular and essential
contribution that our industry makes to
our state, and we look forward to con-
tinuing to work with him during the 2022
Legislative Session.



HAWAIIFOOD.COM | 23




o~
N
o
~
O
Z
x
o
)
[+ 4
[11]
(%}
o
o
(U]
=
<
w
o
<
2
<
I

24 |




PLATINUM SPONSORS

LA
AMERICAN

Savings Bank

GOLD SPONSORS

= =LYNDEN
ELOGISTICS

YOUNG

BROTHERS

Your Neighbor Island Partner

/\)

AMERICAN
BEVERAGE

DRIVING SOLUTIONS TOGETHER

C&S
Wholesale
Grocers

SUPER STORES

ADVANTAGE

WEBCO

— OKIMOTO CORP.

PASHA

ACOSTA

SALES & MARKETING

_Anheuser-Busch

\\\\\NE Ty,
(‘

awalil

o
THE WAIANAE STORE
NANAKULI SUPER

e
ulupono

NITIATIVE®

ABC

SETISEI 49

N\

TORES S8 Waialua
Wi Eregh
NS

adow

",
Me:
i Gold ;

Hawaii's Dair

K7

SILVER SPONSORS
« RAINBOWnc

Fahl
& “awa.u

VOLCANIC WATER™

BRONZE SPONSORS

V4
@ sal, f/ wakine

i

FINE WINE & LIQUORS

5

FRESH AI.DHA DIREC‘I

Villa:, Rose
-

JEFF BERLIN

eff Berlin Consulting focuses on the
J people-side of business to help leaders

recruit, retain, and engage talent. At the
HFIA 2021 Convention, Jeff spoke with mem-
bers about “Putting People First for the Win.”
In this talk, he shared how having an engaged
and satisfied workforce benefits individual
employees, families/communities, customers,
and businesses.

In this time of extreme labor shortages, put-
ting people first is an essential component of
business success and sustainability. To help
businesses of all sizes thrive in this volatile en-
vironment, Jeff uses a method of change called
Organizational Development. At a high level,
this involves answering the following questions:

1. Where do you want to go? Envisioning your
ideal future state.

2. What is happening currently? Research what’s
going well and what needs to be improved.
. How can you get there? Identify relevant
solutions, create an action plan, and lead
the change.

Jeff blends a diverse academic background
with a deep understanding of the day-to-day
realities of business leaders. To help organiza-
tions lead successful change and achieve de-
sired results, he offers the following services:

» Executive and leadership coaching

+ Team building and coaching

+ Leadership development

+ Training, facilitation, and speaking

« Change management

+ Organizational culture transformation

+ Research via surveys, interviews, and
focus groups

Jeffis always happy to connect and chat about
the unique needs of your business.

For more information, visit
www.jeffberlinconsulting.com

or contact him directly at (910) 297-3651 or
jeff@jeffberlinconsulting.com.

Keynote Speaker Jeff Berlin
presenting on “Putting People
First for the Win.”

J

eff Berlin

CONSULTING

HAWAIIFOOD.COM
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THE LAST WORD

BY LAUREN ZIRBEL

HFIA has always worked to serve the needs of
our membership and be flexible in accomplish-
ing that goal. We are very proud that our sched-
uling changes and safety protocols paid off and
we had zero reported Covid cases from our Con-
vention and zero reported cases from the over
20,000 person Made in Hawaii Festival!

Every year our Convention is special, and
2021 was particularly meaningful chance for us
to reconnect after being unable to come togeth-
er in 2020. We were also very glad to have the
Chance to celebrate Joe Carter who took on the
daunting responsibility of serving as our Chair
for two consecutive years during a pandemic,
thank you Joe! We know that his Convention
will be hard to top! Our amazing Convention
Committee is hard at work with the team at Dis-
ney’s Aulani planning for 2022 and we know it
will be amazing.

Putting on the Made in Hawaii Festival in 2021
presented a whole host of unique challenges, but
we’re so glad that we made the investment and
held the live event. The Made in Hawaii Festival
is a crucial market for many of our local makers
and creators. It is a special opportunity that al-
lows these unique Hawaii businesses to grow

% HAWAII FOOD INDUSTRY ASSOCIATION

YIS (S
ACALLTO

Tion!

A

JOIN HFIA
HAWAIIFOOD.C

ONLINE TODAY!
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and thrive, and we’re proud to provide that. Many
of our vendors reported that this was their most
successful year ever! We’re already getting ready
for the 2022 Festival and excited to be at Ala Moa-
na again and know it will be a great success.

For our 2022 events we’re continuing to find
ways to pivot while still providing the benefits
and opportunities that our members want. For
the time being we’ll be keeping some events on-
line, moving others outdoors, and rescheduling.
Our Annual Social will be back at the Honolulu
County Club in a larger space with limited ca-
pacity. We can’t wait to see everyone! We're also
creating new events like the Maui Farm Tour at
Mahi Pono coming up this May! This is a unique
opportunity for our members to connect and get
a closer look at Mahi Pono’s unique farming op-
eration on Maui.

For the first part of this year we’ll of course
also be advocating for our industry at the State
Legislature. We know this year is going to have
some challenging legislation. We were glad to
start the year off with a very valuable Legislative
Talk Story and we will build on that momentum
to achieve the most beneficial results possible
on legislation that will impact our members.

This spring we’re also very excited to be work-
ing with HMAA and our Membership Committee

on a Membership Drive. HMAA’'s Association
Health plan is one of our premier member ben-
efits and we want to share this with even more
Hawaii companies. Growing our membership
is important for so many reasons; it grows our
voice, it grows our connections, and it strength-
ens our Association and our industry. We en-
courage all members to reach out to companies
you work with and start a dialogue about why
HFIA membership is beneficial and important,
and of course put anyone who wants to learn
more in touch with us.

While we know that 2022 is not going to
bring a return to “normal” and may not even
bring a “new normal” we will continue to shift
and adapt and make sure that we’re delivering
on our mission. We are proud to be the voice of
Hawaii’s food and beverage industry, and we’ll
continue to find new ways to advocate and bring
benefits to our members and our industry.

OM/MEMBERSHIP

WHY JOIN?

Because, HFIA is....

Your Liaison Between
Government and Industry.

Many of the 2-3K bills proposed by the Hawaii
State Legislature each year could significantly
affect our industry. Members receive timely
legislative updates each week, and we make
sure your voice is heard. HFIA has a long track
record of successful advocacy on priority
policy issues. This is why our members find HFIA
so valuable to their company.

000

ac="5n
Your Professional Networking Hub

HFIA hosts several low-cost membership events
throughout the year. Our quarterly & annual
events provide valuable education & resources,
while facilitating strong industry connections
that help members grow their business. As an
added bonus, our events are downright fun.
That's why HFIA members share a unique
connection and camaraderie that makes this
association unlike any other in the state!
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IT°S THE LAW!

DO NOT SELL TOBACCO PRODUCTS OR
ELECTRONIC SMOKING DEVICES TO ANYONE UNDER 21

Hawaii law (HRS §712-1258) prohibits the sale of all tobacco products, including
electronic smoking devices also known as e-cigarettes or vaping products, to anyone
under the age of 21 years.

Retailers and their clerks must:

» Post legal signage at or near the point of sale where tobacco products or
electronic smoking devices are sold.

* Check photo ID of everyone under the age of 27 who attempts to purchase any
tobacco product.

* Only sell tobacco products to customers aged 21 and over.

Contact the Department of Health to request signage for your store.
E-mail: healthyhawaii@doh.hawaii.gov * Phone: (808) 586-4613




NO MATTER HOW FRAGILE THE CARGO, WE MANAGE TO STAY COOL.

If you're shipping perishable goods to Hawaii, no one in the business has more expertise in handling
chilled and frozen cargo. We offer online tracking, a national refrigerated cargo sales team,

and the largest quantity of top-quality, advanced refrigeration equipment in the trade.
For more information, speak to one of our shipping experts

at (800) 4-MATSON or visit Matson.com.

Malson.




