
CONVENTION 2022HAWAI’I

THE MAGAZINE OF THE HAWAII FOOD              INDUSTRY ASSOCIATION  

CHILLING 
WITH 

HFIA'S  
NEW 

CHAIR

RETAIL GROCERRETAIL GROCER

EDDIE 
   ASATO

AG IN 50 YEARS

DEREK KURISU INDUCTED 
INTO HALL OF FAME

FOOD RESILIENCE IN  
TIMES OF CRISIS



W W W. K TA S U P E R S T O R E S . C O M

KTA DOWNTOWN, HILO

321 Keawe Street
808-935-3751

KTA PUAINAKO, HILO

50 E. Puainako Street
808-959-9111

KTA WAIKOLOA VILLAGE

Waikoloa Highlands Center
808-883-1088

KTA WAIMEA

Waimea Center
808-885-8866

KTA KAILUA-KONA

Kona Coast Shopping Center
808-329-1677

KTA KEAUHOU

Keauhou Shopping Center
808-322-2311

KTA EXPRESS, KEALAKEKUA

81-6602 Mamalahoa Highway
808-323-1916

Mahalo
F O R  5 0  Y E A R S  O F  S E R V I N G  H AWA I ‘ I !

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.

Serving Hawaii Is Our Business

haw_RetGroc_rev1217.indd   1 1/2/18   1:04 PM



W W W. K TA S U P E R S T O R E S . C O M

KTA DOWNTOWN, HILO

321 Keawe Street
808-935-3751

KTA PUAINAKO, HILO

50 E. Puainako Street
808-959-9111

KTA WAIKOLOA VILLAGE

Waikoloa Highlands Center
808-883-1088

KTA WAIMEA

Waimea Center
808-885-8866

KTA KAILUA-KONA

Kona Coast Shopping Center
808-329-1677

KTA KEAUHOU

Keauhou Shopping Center
808-322-2311

KTA EXPRESS, KEALAKEKUA

81-6602 Mamalahoa Highway
808-323-1916

Mahalo
F O R  5 0  Y E A R S  O F  S E R V I N G  H AWA I ‘ I !



CONTENTS

4   |   HAWAII RETAIL GROCER   |  CONVENTION 2022

DEPARTMENTS
Chair’s Message .............................................................................................6
NGA Update ...................................................................................................8
Legislative Update ....................................................................................... 10
New Members .............................................................................................. 22
Member News .............................................................................................. 24
The Last Word .............................................................................................. 34

FEATURES
Agriculture in 50 Years .................................................................................. 12
Derek Kurisu Hall of Famer  ........................................................................... 20
Food for Thought ......................................................................................... 26
Meet the New Chair Eddie Asato .................................................................... 28 
Thank You Convention Sponsors ................................................................... 32

Hawaii Retail Grocer is a quarterly  
publication of the Hawaii Food 
Industry Association

PUBLISHER 
Lauren Zirbel

EDITOR 
Alexis Chapman 

WRITERS 
Alexis Chapman 
Keith DeMello 
Lauren Zirbel

ART DIRECTOR 
Dustin Koda

ADVERTISING 
Jennifer Dorman 
David Kanyuck 
Barry Redmayne

PUBLISHING AND 
PRINTING PARTNER 
Trade Media Hui 

Photos by Brian Hart of  
Food Gurus Hawaii

Cover Design by Dustin Koda  
of Trade Media Hui  
 
All editorial content ©2022 by the  
Hawaii Food Industry Association.  
No part of this publication may be  
reproduced without prior approval  
of the publisher. 

Please address all correspondence to:
1050 Bishop St., PMB 235  
Honolulu, Hawaii 96813

Phone: 808-533-1292
www.hawaiifood.com 

Advertising inquiries? 
We’re here for you!

Please feel free to contact  
Barry Redmayne at 808-738-4950. 

Trade Media Hui, your  
full-service media partner.

HAWAI'I

RETAIL GROCER

28

12

P
H

O
T

O
S

 B
Y

 B
R

IA
N

 H
A

R
T

 O
F

 F
O

O
D

 G
U

R
U

S
 H

A
W

A
II

C
O

U
R

T
E

S
Y

 S
E

N
S

E
I 

A
G



All    
    new!All    
    new!

Made in Hilo with local macadamia 
nuts and pure Hawaiian water.
Now available at your local Times Supermarket, Don Quiote, 
KTA and select independent grocers. LaniMoo.com



Aloha HFIA Team,

I’m excited and humbled to be cho-
sen as HFIA’s Chair during this his-
toric year for our Association. When 
we look at our industry today com-
pared to when HFIA was founded it’s 
easy to see that much has changed in 
the last 50 years. There are so many 
new products, new business models, 
and new technologies in our indus-
try that no one could have imagined 
in 1972. Through all this change our 
association has not only survived, but 
thrived. HFIA has continued to be a 
vital resource and voice for our indus-
try year after year and decade after 
decade. 
 I think one of the greatest testa-
ments to enduring value of HFIA is 
that we now have second and third 
generation HFIA members partici-

pating and shaping the future of our 
association and our industry. I be-
lieve that it is the people of this as-
sociation, members new and old, that 
make HFIA an important constant in 
a changing industry. Every day our 
member companies work hard to 
feed our state. And as a member, 
you know that we are in this togeth-
er, that even as competitors we share 
important goals and values. 
 As your Chair I’m looking forward 
to working with all of you, to continue 
to advance our shared goals for our 
industry and state. Looking ahead at 
the next 50 years I know things will 
continue to change. I also know that 
HFIA, and the people that make up 
our association will continue to work 
together for the benefit of Hawaii’s 
food industry and the people that 
rely on us.

Mahalo,

 

Eddie Asato
HFIA Chairman
Director of Sales and Business  
Development, Pint Size Hawaii

CHAIR'S MESSAGE

Call Archie McCoy • 561-1617 • archie.micro@gmail.com • micronesiaimports.com

Expand your market reach to the growing  
Pacific Islander communities! 

Supplying Over 120 

Stores Islandwide!

• Exclusive Products 
• Competitive Pricing 
• Same-Day Delivery 
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Aloha Hawai’i
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T
he COVID-19 pandemic has been one 
of the most challenging business en-
vironments that independent com-

munity grocers have ever had to face, and 
it’s not over yet.
	 The	 sudden	 shift	 in	 retail	 spending	 be-
havior during the second quarter of 2020 
drove record supermarket sales, as grocers 
moved mountains to keep shelves stocked 
while contending with operational chal-
lenges, from supply chain to sanitation. But 
staying sanitary is a relatively simple task 
compared to the supply chain rollercoast-
er that retailers have been forced to ride, 
joined by a labor shortage and runaway 
inflation	to	deliver	a	triple	threat	to	doing	
business.
 Even so, independent grocers have 
demonstrated once again that they have 
what it takes to weather the storm and de-
liver for their communities. This was con-
firmed	in	the	2022	edition	of	the	Indepen-
dent Grocers Financial Survey, a joint study 
between the National Grocers Association 
(NGA) and FMS Solutions.
 The survey documents a complex mar-
ketplace in which the only constant was 
change. Amid supply chain and labor chal-
lenges, independents carefully managed 
inventory while compressing margins in 
key	departments	to	drive	sales	during	fiscal	
year 2021.
 Navigating these volatile times is a tre-
mendous accomplishment that will help 

independents through tough marketplace 
conditions that are lingering throughout 
2022,	even	as	the	usual	pundits	find	them-
selves increasingly hard-pressed to specu-
late on the end game amid a perfect storm 
of factors that are pressuring retailers and 

consumers alike.
 As detailed in the NGA/FMS survey, gro-
cery	retailing	remained	in	flux	on	both	the	
supply and demand sides during FY 2021. 
Consumer	 spending	 and	 trips	 shifted	 be-
tween online and in-person as COVID-19 
cases	 ebbed	 and	 flowed.	 Inflation	 and	
out-of-stocks prompted shoppers to trade 
down within categories, seek alternative 
products and pack sizes, and even look to 
other retailers. 
 “Supply chain challenges kept indepen-

dent retailers on their toes with historically 
low	order	fill	rates	averaging	74.6%,”	noted	
Robert Graybill, president and CEO of FMS 
Solutions. 
	 Even	 as	 inflation	 drove	 product	 prices	
higher	and	higher,	nearly	60%	of	 indepen-
dent grocers responding to the survey said 
they were unable to match their 2020 sales 
records; dollar sales did outpace pre-pan-
demic levels though same-store sales 
dipped	nearly	2%.
 While focusing on inventory manage-
ment, independent grocers helped con-
sumers	 find	 value	 for	 their	 stretched	 gro-
cery dollars. Much as they were resourceful 
in securing scarce high-demand goods 
during the darkest days of the pandemic, 
independent grocers continue to scour the 
marketplace to procure products that give 
shoppers the most bang for their buck. Le-
veraging social media has helped grocers 
stay engaged with their communities to 
alert consumers about the latest deals.
 Lower sales and compressed margins, 
combined with expenses driven higher by 
inflation,	delivered	a	decrease	in	net	profit	
compared to the prior year. Of course, this 
was	 to	be	expected	after	profits	 that	 rose	
five-fold	 due	 to	 2020’s	 surge	 in	 grocery	
sales.	As	Graybill	noted,	“At	3.62%,	the	net	
profit	before	taxes	for	independent	opera-
tors in 2021 was the second-best result on 
record.”	Those	retailers	leading	the	pack	on	
profits	were	 largely	 those	that	 focused	on	
fresh, particularly produce and deli, with 
higher margins, above-average transac-
tions and bigger baskets. 
 While 2022 is unlikely to bring the same 
results as the past two years, independent 
community grocers – resilient, creative and 
nimble – are prepared for the challenge. 
The complete survey is available 
at www.nationalgrocers.org and 
www.fmssolutions.com.

To learn more about the NGA Founda-
tion’s career-related initiatives, contact 
Maggie White, NGA Foundation director, 
at mwhite@nationalgrocers.org. 

RESILIENCE, CREATIVITY HELP INDEPENDENT 
GROCERS THRIVE IN CHALLENGING TIMES

 
BY GREG FERRARA

PRESIDENT AND CEO, NATIONAL GROCERS ASSOCIATION
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“At 3.62%, the net  

profit before taxes for 
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in 2021 was the  
second-best result  

on record.”

NGA UPDATE



  

M U LT I M O D E L  T R A N S P O R TAT I O N

Committed to a Sustainable, 
Resilient Hawai‘i
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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, renewable energy, clean transportation, 
and better management of freshwater and waste for 
Hawai‘i’s communities

Learn more about our commitment 
at ulupono.com  

LOCAL FOOD

Self-sufficiency 
and resilience 
take root where 
cultivated.

Chinese Cabbage
In 2021, Hawai‘i farmers 

produced 2.9 million pounds 
of this cool-season crop, 

which does especially well at 
elevations higher than 1,500 
feet such as Kula, Kamuela 

and Volcano.

Candice Marrs and her daughter 
vist the sustainable crops at 
Kualoa Ranch, O‘ahu.

Featured Sustainable Crops:
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T
o help build the future we would like 
to see over the next 50 years, HFIA 
has updated our guiding principles 

for advocacy. During our annual June 
29, 2022 Board and Membership Meeting 
HFIA’s Board approved revised Commit-
tee Charters including a new Government 
Relations Committee (GRC) Charter. This 
charter outlines the new advocacy plan to 
select up to three “non-controversial, sus-
tainable,	 popular”	 issues	 promoting	 the	
“best interest of the Food Industry and the 
State	of	Hawaii”.		
 By focusing on issues that are priorities 

for our industry as a whole HFIA will be 
able to maximize the positive impact of our 
efforts.	We	will	continue	to	track	many	ad-
ditional	 legislative	 issues	 that	may	 affect	
or be of interest to some of our members. 
Providing information on these issues will 
empower our members to act on legisla-
tion	that	may	be	important	to	their	specific	
business, while HFIA spearheads advoca-
cy on three bills that are a priority for the 
entire Hawaii food industry. At the time of 
writing of this article two of HFIA’s three is-
sues for legislative advocacy for 2023 being 
considered are exempting groceries from 
the GET, and increased energy generation 
and energy storage tax credits for the food 
industry to increase the resilience of our 

state’s food supply chain. 
 HFIA published an editorial in the Star 
Advertiser promoting the idea of remov-
ing GET from SNAP eligible foods and OTC 
medication. Our editorial sparked dis-
cussion that made it all the way to both 
the Gubernatorial and the LG debates, 
with winning democratic candidate Josh 
Green endorsing the idea that groceries 
should not be taxed. There has also been 
a	flurry	of	support	for	increasing	financial	
incentives for decarbonizing our industry 
to meet both international and state lev-
el goals. HFIA would like to be part of the 
solution,	helping	to	find	ways	to	make	de-
carbonization	viable	and	financially	bene-
ficial	to	our	industry.		
 
REMOVAL OF TAXES FROM 
GROCERY SALES
Hawaii is one of only a handful of states 
where consumers pay taxes when pur-
chasing groceries. Given current historical-
ly	high	inflation	rates,	and	Hawaii’s	already	
high cost of living, we believe that now 
more than ever it is essential that our State 
Government eliminate this regressive tax. 
 Time and time again, research shows 
that taxing groceries is one of the worst 
policies state governments can enact to 
erode food security and resilience, hurt 
working families, and increase poverty. 
A 2021 study found a direct relationship 
between increased grocery tax rates and 
increased food insecurity for low-income 
households. As we found during the pan-
demic, Hawaii has a long way to go in im-
proving food security and resilience in our 
state. 
 While the food excise tax credit may 
provide some relief to those who qualify 
for it when they receive it, many Hawaii 
families spend much more in food taxes 
than the credit gives back. Having to apply 
and wait for the credit also means families 
may not get it when they need it the most. 
Removing the GET from groceries means 
putting money back into Hawaii family’s 
grocery budgets so they can use it when 
and how they need to. 
 Exempting groceries from the GET is a 
common	sense	and	efficient	way	to	imme-
diately lower the cost of living for Hawaii 
families. We are excited to be advocating 
for this important change and we look 
forward to working with lawmakers and a 
coalition of other groups who understand 
why now is the time to make groceries tax 
free for Hawaii. 

INCREASED ENERGY GENERATION 
AND ENERGY STORAGE INCENTIVES 
FOR THE FOOD INDUSTRY
The State of Hawaii has legislatively ap-
proved goals for decarbonization across 
all sectors. Meeting these goals will require 
collaborative	 efforts.	 The	 food	 industry	
is an essential industry and helping food 
businesses	 shift	 towards	 carbon	 reduc-
tion is an important step towards meeting 
the state goals. Improving our state’s pre-
paredness for natural disasters is also a 
goal we all share. Making the food industry 
more resilient is a vital part of protecting 
Hawaii residents.  
 The cost of investing in solar and bat-
teries is one of the biggest barriers that 
most businesses face when trying to re-
duce their carbon footprint. Many busi-
nesses in the food supply chain rent their 
facilities and can’t justify expenditures 
that do not have a rapid ROI. 
 On site energy storage for food indus-
try	 businesses	 has	 a	 range	 of	 benefits.	
Batteries combined with solar creates an 
efficient	 and	 flexible	 renewable	 energy	
system for businesses. Batteries at key lo-
cations along the food supply chain can 
also be important component to resilience 
of	the	food	supply	chain	during	and	after	a	
crisis. If the power grid is interrupted due 
to an extreme weather event batteries at 
locations like grocery stores, warehouses, 
and foodbanks means that our state’s food 
supply will be safer and more accessible to 
those who need it.
 All residents in our State rely on the 
food supply chain to feed them in good 
times and in times of crisis. It makes good 
sense for the state to directly subsidize the 
resilience of the existing food supply chain, 
because	 it	 will	 benefit	 all	 people	 in	 our	
state. Helping our food supply chain be-
come more resilient through incentives is 
the	most	cost-effective	way	to	improve	our	
State’s mass feeding plan. We hope to work 
with decision makers and NGO’s to exempt 
groceries from the GET and incentivize en-
ergy generation and energy storage in the 
food supply chain. These bills will work 
together to make our state’s food supply 
chain more sustainable and resilient. 
Information on HFIA’s final bill pack-
age for legislative advocacy, as well as 
updates on these bills and those being 
tracked by HFIA will be available in our 
Weekly Updates. For questions or addi-
tional information please reach out to us 
at Info@HawaiiFood.com. 

LEGISLATIVE 
UPDATE
                           
BY LAUREN ZIRBEL

Our editorial sparked  
discussion that made it all the 
way to both the Gubernatorial 

debate and the LG debate,  
with winning democratic  

candidate Josh Green  
endorsing the idea that  

groceries should not be taxed.
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 T
his year, the Hawaii Food Industry As-
sociation is marking its 50th anniver-
sary of actively advocating the inter-
ests of the state’s food and beverage 

industry. With many issues facing the local 
agriculture community today — including the 
impacts of climate change, an aging work-
force, and evolving food demand — we asked 
several stakeholders across Hawaii for their 
thoughts on what agriculture could look like 
in another 50 years. 
 Walter Bowen, associate dean and asso-
ciate director for research at the University 
of Hawaii College of Tropical Agriculture 
and Human Resources (CTAHR), predicts 
farming will need to strike a balance be-
tween production while being mindful of 

the environment: “The premium is going 
to be on land-saving technologies that re-
sult in greater productivity per unit area of 
land. We have limited land resources, water 
resources, very sensitive environments…so 
I would look upon food production not as 
a standalone challenge but as a challenge 
that’s done within the context of a greater 
awareness of how our production systems 
impact the environment — and how to elim-
inate	or	minimize	any	negative	impacts.”
 Humberto Garcia, general manager of 
Sensei Farms on Lanai, agreed: “Limits to 
available farming acreage, water and essen-
tial resources impact yield, crop selection, ac-
cess and, ultimately, availability and cost of 
goods on shelf. We must ask ourselves, what 

 AGRICULTURE     IN 50 YEARS: 
         WHAT WILL    IT LOOK LIKE?

BY CAROLINE JULIAN-FREITAS
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 AGRICULTURE     IN 50 YEARS: 
         WHAT WILL    IT LOOK LIKE?

can we do as an industry to mitigate these 
issues and ensure adequate produce to feed 
our	 community?	The	 answer	 will	 lie	 in	 fine	
tuning sustainable approaches to farming — 
conscious and innovative use of water, tech-
nology,	land,	and	resources.”				
 

Food Demand and Evolution
The world’s population is expected to grow 
by	 23%	within	 the	 next	 50	 years.	 Left	 to	 its	
current dependence on imports, Hawaii can 
anticipate greater volatility of food prices and 
food availability as global competition for 
food grows just as climate change impacts 
food production nationally around the world. 
 Meanwhile, Hawaii’s population is ex-
pected	 to	grow	0.5%	per	year	over	 the	next	

Waialua Fresh is growing their farm with the  
population. PHOTO COURTESY WAIALUA FRESH

Below: Since 2019 Mahi Pono has planted over 1.5 
million trees.
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five	 decades,	 according	 to	 a	 pre-pandemic	
2018 State of Hawaii report on population and 
economic projections. Oahu egg farm Waialua 
Fresh projects that it would take one million 
chickens to keep up with the growing popu-
lation. The company would need to create its 

own feed mill and require 5,000 acres of grains 
being produced for them by local farmers. 
 “(We would need) construction of our 
own egg-breaking machine for liquid eggs to 
supply	the	hotels	and	restaurants,”	said	Mike	
Sencer, senior vice president of Waialua Fresh. 

“We hope to grow with the population on ex-
pansion	of	the	farm.”
 According to Garcia at Sensei Farms, to 
meet the demands of an increasing popula-
tion,	growing	practices	must	be	fined	tuned.	
“Our sustainable, technology-forward farm-
ing methods allow us to focus on crops and 
varieties	better	 suited	 to	 specific	yet	diverse	
global climates, and therefore serve such an 
increased	demand,”	he	explained.	“By	grow-
ing locally and delivering fresh, high-quality 
produce to local retailers, we support a lon-
ger shelf life with high-quality produce that 
continues to delight while also promoting a 
reduction	in	food	waste.”	
 On Maui, Mahi Pono is working to trans-
form vacant former sugar cane land into a 
thriving	 diversified	 agriculture	 hub.	 Mahi	
Pono is committed to Hawaii’s food security 
needs and reducing the state’s reliance on im-
ports.	“Our	first	priority	has	been	to	increase	
local food production by growing high-qual-
ity	products	 for	Hawaii	first,	but	with	export	
potential,”	said	Shan	Tsutsui,	chief	operating	
officer	of	Mahi	Pono.	 “Our	 crops	 include	 the	
top 10 most-imported commodities to Ha-
waii — onions, carrots, oranges, melons and 
more. With the majority of our farm’s produce 
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expected to remain in the Hawaii market, we 
would	like	to	see	a	significant	increase	in	both	
local food production and consumption. With 
approximately	90%	of	Hawaii’s	food	currently	
being imported, we want to help move that 
needle while also helping to make locally 
grown	food	more	accessible.”	
 With the growing population, Garcia 
noted that dietary choices are also chang-
ing. “Food trends continue to point to con-
sumers wanting to support locally grown 
and produced goods, as well as building a 
palate reduced in carbohydrates and add-
ed	 sugars,”	 he	 said.	 “Therefore,	 high-fiber,	
nutrient-dense non-starchy vegetables will 
continue to be a major player on the plates 
of	health-conscious	individuals.”

Farmers of Tomorrow 
and Technology 
With	the	average	farmer	in	Hawaii	at	60	years	
old, what will the future generation look like?
 “As we face the aging of our current agri-
cultural workforce, we are also seeing the ad-
vancement of innovative farm and business 
technology that is opening new opportunities 
for	the	next	generation,”	Tsutsui	said.	“The	fu-

ture of food sustainability in Hawaii depends 
on our ability to help educate and equip the 
next generation for careers in agricultural-re-
lated	fields.	Mahi	Pono	is	proud	to	work	with	
the Hawaii Department of Education and the 

University of Hawaii, economic and workforce 
development	 agencies,	 and	 non-profits,	 to	
help develop and support educational oppor-
tunities for our current workforce in science, 
technology,	engineering,	and	math	(STEM).”			

Senei Ag is fine tuning sustainable approaches 
to farming with conscious and innovative use of 
water, technology, land, and resources.
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For over 100 years, C&S Wholesale Grocers has been providing 
the products, value, knowledge and services to help independent, 

family-owned businesses grow. Call us today to learn how we can help.



 Garcia noted that the agricultural indus-
try is at a really interesting point of evolution. 
“Technology is playing an exponentially sig-
nificant	 role	 in	 agriculture	—	 from	 sophisti-
cated methods of data capture and analytics, 
bringing together many branches of science 
and public policy in adapting farming tech-
niques,”	 he	 said.	 “We	 believe	 that	 within	 a	
few short years, farming will look unrecogniz-
able — high tech, cutting edge, very dynamic. 
It's really exciting to not just be part of that 
change,	but	to	be	leading	it.”	
 Sencer added: “Waialua Fresh is built on 
the use of technology and innovation. The 
current system has been developed where 
no human touches the egg until they are 
packaged. Biosecurity is a top priority for 
the	company.”
 Garcia observed that over the past few 
decades we have seen large, industrial farms 
use technology and data to increase their 
efficiency	and	yields.	“These	capabilities	are	
coming down in price and are being adapt-
ed for a wider range of crops, climates and 
growing	 systems,”	 Garcia	 explained.	 “At	 the	
local level they will not only help improve 
yield, but also help decrease the impacts of 
growing, including greenhouse gas emis-
sions, select plant varieties that are optimal 
for local conditions, and help farmers adapt 
to	climate	variability.”	

Climate Change
Agriculture is vulnerable to climate change, 
causing challenges that include drought con-
ditions and rising temperatures. 
	 “As	 the	 stewards	of	 41,000	acres	of	 land	
in Central Maui, we want to do our part as a 
sustainable and responsible farming compa-
ny,”	Tsutsui	said.	“Since	starting	our	journey	
in 2019, we have planted more than 1.5 mil-
lion	trees	that	will	significantly	help	to	offset	
carbon emissions. Mahi Pono’s goal is to be a 
climate-positive organization. We continue 
to plant tens of thousands of trees each week 
and have integrated modern technology that 
has	helped	us	to	efficiently	use	our	resources,	
including	water.”
 Garcia further observed that “agriculture 
has long been at the mercy of climate change 
and, conversely, some agricultural practic-
es have been known to impact climate. We 
can change the conversation by choosing to 
grow in a purposeful, sustainable way. We 
can leverage technology and controlled envi-
ronment agriculture, utilizing fewer precious 
resources, fewer pesticides and herbicides, 
ultimately arriving at improved harvests that 
nourish local communities. The reduction of 
resources used; water, land, and distance trav-
eled, will result in a smaller carbon footprint. 
Combined, these are all positive steps towards 
reducing	impact	on	the	environment.”

Thoughtful Planning
Thoughtful planning can help overcome the 
many challenges facing Hawaii’s agriculture 
industry today in preparation for the future. 
 “The agricultural industry must challenge 
itself to keep up — ideally stay ahead — of 
these trends, and shape itself for sustain-
ability	and	success,”	Garcia	said.	“It’s	not	an	
industry	 by	 definition	 that	 can	 move	 light-
ning fast — there are too many expensive, 
large variables at play — and so thoughtful, 
strategic planning for the future, powered by 
technology, collaboration, and data, will be 
critical	for	a	healthy	long-term	outcome.”	
 Tsutsui added: “In the coming decades, 
what we would like to see for Maui, and the 
rest of Hawaii, is a thriving agricultural in-
dustry that contributes to Hawaii’s economic 
diversity and helps us achieve food security. 
And to achieve this, we all need to work to-
gether — farmers, producers, distributers, 
government	and	community.”		
 Bowen concluded: “The more we are 
globally engaged with producers, within the 
food industry, as well as research, higher ed-
ucation, et cetera, with partners around the 
world, the better it is for us as well. To me, 
that just emphasizes the importance of hav-
ing strong support for research and develop-
ment to make our food production systems 
more	resilient	and	sustainable.”

PHOTO COURTESY SENSEI AG
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KTA strongly supports the concept of grown-
in-Hawai‘i foods, community partnerships, and 
business opportunities for the people of the island. 
Following the Hawaiian value of lokahi (working 
together) and the Japanese principle of kaizen
(continuously striving for improvement), KTA’s 
Mountain Apple Brand® label was founded by our 
Executive Vice President, Derek Kurisu. 

We are committed to the vast potential of 
diversifi ed agriculture and Hawai‘i’s determined 
and hard-working people. Purchasing locally 
produced goods and supporting Hawai‘i Island 
companies generates jobs, supports the local 
economy and helps improve this special place we 
call home. 
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“ B R I N G I N G  T H E  G O O D N E S S 
O F  H AWA I ‘ I ,  H O M E . ”

C O N G R AT U L AT I O N S
2 0 2 2  H F I A  H A L L  O F  FA M E  H O N O R E E

D E R E K  K U R I S U
E X E C U T I V E  V I C E  P R E S I D E N T,  K TA  S U P E R  S T O R E S

KTA DOWNTOWN, HILO

321 Keawe Street
808-935-3751

KTA PUAINAKO, HILO

50 E. Puainako Street
808-959-9111

KTA WAIKOLOA VILLAGE

Waikoloa Highlands Center
808-883-1088

KTA WAIMEA

Waimea Center
808-885-8866

KTA KAILUA-KONA

Kona Coast Shopping Center
808-329-1677

KTA KEAUHOU

Keauhou Shopping Center
808-322-2311

KTA EXPRESS, KEALAKEKUA

81-6602 Mamalahoa Highway
808-323-1916

Watch Derek’s People Living in Paradise
and The Man & The Pan series on KTA YouTube!
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 Derek	Kurisu	 is	 one	of	 the	most	 influ-
ential leaders in the history of HFIA, 
so	it’s	fitting	that	he	is	being	inducted	

in the Hawaii Food Industry Hall of Fame this 
year on HFIA’s 50th Anniversary. 
 Always generous with a smile and a help-

ing hand, Derek embodies the spirit of HFIA.  
Without his continuous support none of us 
would be where we are.  His work is synon-
ymous with local. He catapulted the value 
of local agriculture and manufacturing by 
tirelessly working to share value added local-

ly grown and manufactured products with 
consumers. He reminds us all to not take our-
selves too seriously, and that we must stick 
together in order to make progress. 
 Derek has proactively worked to improve 
Hawaii’s	food	systems	for	the	benefit	of	all	
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people. Derek spearheaded KTA’s private 
label Mountain Apple Brand, a unique line 
of local Hawaii made and grown products. 
Derek is also a local celebrity! He produces 
and hosts People Living in Paradise and Se-
niors Living in Paradise—shows about the 
people of Hawai‘i Island. To each of Derek’s 
many roles he contributes passion for local 
food, strong work ethic, unparalleled indus-
try knowledge, and an ability to bring out 
the best in everyone. 
 Over the years he has lent his many talents 
to HFIA in a variety of ways. He has been one 
of the association’s longest standing mem-
bers of the Executive Committee, an import-
ant volunteer position which he continues to 
this day. He has also led the association twice 
as	Chair.	Derek’s	first	 term	as	Chair	of	HFIA	
was	 in	 2006	 –	 2007	 and	 his	 second	was	 in	
2015	–	2016,	making	him	one	of	just	a	hand-
ful to serve more than one year. As a leader 
everyone appreciates Derek’s kind and hap-
py demeanor and laidback style. Throughout 
both of his terms as Chair, Derek spearhead-
ed new initiatives and helped the association 
grow, adding new events and new members, 
and energizing HFIA leadership. 
 During his second term as Chair, Derek ini-

tiated	the	first	HFIA	Legislative	Talk	Story	and	
Pau Hana.  By creating spaces for legislators 
and industry leaders to meet, Derek helped 
create a positive dialogue that enables co-
operation on shared goals. Every year since, 
Derek has generously volunteered his time 
to serve as the Moderator of HFIA’s Legisla-
tive Talk Story Panel. This important annual 
event is a unique chance for food industry 
leadership and legislators to come together 
on a panel and discuss the priority legisla-
tive issues that will impact the food indus-
try during Legislative Session. As Moderator 
each year Derek sets the tone and helps 
guide the discussion making sure the event 
is productive and informative. HFIA contin-
ues to be grateful that we can turn to Derek 
for thoughtful and knowledgeable guidance 
on complex issues that impact our industry 
and our member businesses. 
 Of course, in addition to HFIA’s Legislative 
Talk Story Panel and his shows Derek has 
another very important hosting job. The 
tens of thousands of people who annually 
attend Made in Hawaii Festival know Derek 
as the long-time host of the festival’s cook-
ing demonstrations. These popular demon-
strations feature top chefs from all over the 

state using local ingredients to make deli-
cious dishes live on stage during the Festi-
val. Derek’s rapport with the chefs and en-
joyment of the food engages the audience 
and allows them share in the fun of Hawaii 
made ingredients. 
 Derek’s genuine love for local food and 
happiness in sharing that with others is ev-
ident to anyone who has ever had the plea-
sure of meeting him. Derek once referred 
to the plantation community he grew up 
in	as	a	“family	of	families.”	Time	and	again,	
at every event and with every responsi-
bility he takes on, Derek brings that idea 
and spirit to the food industry; that we’re 
all connected and have a responsibility to 
take care of each other. Through his work 
at KTA Super Stores, cultivating the Moun-
tain Apple Brand, producing and hosting 
People Living in Paradise and Seniors Liv-
ing in Paradise, and his many other roles, 
he shows each day the hard work he is will-
ing to do to feed Hawaii, and make Hawaii 
food more accessible to everyone. 
	 At	HFIA,	we	often	refer	to	the	association	
as	our	“HFIA	Ohana.”	Derek’s	giving	nature	
and example helps make our industry feel 
like	 a	 family	 of	 families.	 So	 often,	 when	
we have an event that needs an emcee, 
a contest that needs a judge, a question 
that needs an answer, or a connection we 
want to make, we turn to Derek. We know 
his knowledge, hard work, and contagious 
good attitude will be a positive contribution 
to whatever he does, and whatever we do. 
We are so grateful for all he has given our 
association over the years, and we are hon-
ored to name him as HFIA’s 50th Anniversa-
ry Inductee into the Hawaii Food Industry 
Hall of Fame.  



  

NEW MEMBERS

808 GENERAL STORE
From the folks who created 808 on Main and 808 
Deli,	we	are	stoked	to	offer	Kihei’s	only	beachside	
general store! 
	 We	 offer	 fresh	 grab-and-go	 sammiches,	 toasted	
panini, salads, sides & desserts delivered several 
times daily from 808 Deli, plus all da kine drinks, 
snacks,	ice,	and	stuff	to	make	your	beach	trip,	road	
trip or head trip a great one.
	 Our	location	on	the	ground	floor	of	The	Mana	Kai	
Resort is just steps from the north end of Keawakapu 
Beach and a swim and snorkel spot favored by visi-
tors and locals alike. So close we could throw a beer 
from the store to the beach. But we would NEVER do 
that. Just saying.

ALEPELEK’S HAWAIIAN ICE POPS
Tropical	 Flavor	 Ice	 Pops	 Hand-made	 in	 Hawai'i	 14	
Regular	 Flavors,	we	 can	 also	make	 custom	flavors	
for your special events Wholesale, consignment and 
catering available. www.alepelekes.com 

GOOD NATURED 
good natured® is passionately pursuing its goal of be-
coming North America’s leading earth-friendly prod-
uct	company	by	offering	the	broadest	assortment	of	
plant-based products made from rapidly renewable 
resources instead of fossil fuels. We're focused on 
making	 it	 easy	 and	 affordable	 for	 business	 owners	
and	consumers	to	shift	away	from	petroleum	to	better 
everyday products® that use more renewable materi-
als, less fossil fuel, and no chemicals of concern.
 good natured®	offers	over	400	products	and	ser-
vices through wholesale, direct to business, and re-
tail channels. From plant-based home organization 
products	to	certified	compostable	 food	containers,	
bio-based industrial supplies and medical packag-
ing, we're making plant-based products more read-
ily accessible to people as a means to create mean-
ingful environmental and social impact.
 For more information: goodnaturedproducts.com

HUMBLE FOOD DESIGN
Starting	as	a	humble	fire	fighter	who	enjoys	creating	
tasty items for my family and friends. We produce 
specialty products from Hawaii, to give a little taste 
of home to the world.

IGA 
The Independent Grocers Alliance is a unique enti-
ty—part retailer, industry association, iconic brand, 
marketing company, and media agency. There is 
no equivalent in the marketplace, domestically 
or internationally. Our mission is to provide re-
tail and marketing programs that create a point of 
difference	 and	 a	 competitive	 advantage—for	 ALL	
Independents, from multi-store regional chains to 
single store operators. Retailers in the Independent 
Grocers	Alliance	have	the	flexibility	to	choose	what	
resources best serve their individual needs, wheth-
er that means becoming a branded IGA retailer with 
the ironic red oval logo or simply using the available 
tools, which range from digital technology services, 
local	 point-of-difference	 visual	 merchandising	 and	
branding,	 and	 shopper	marketing	 offers	 otherwise	
unavailable to independents to marketplace and 
media analysis, employee training, IGA private label 
products, and more.

LA PALME D’OR
We are located in Ala Moana Shopping Center, our 
patisserie	brings	a	blend	of	French	flavor	and	Japa-
nese	craftsmanship	to	the	islands.	We	offer	an	array	
of items from our seasonal desserts to our buttery 
croissant sandwiches. Our desserts are made from 
scratch	daily	using	the	finest	ingredients	available.

RAINBOW IMPORTS
Rainbow Imports sources organic, biodynamic and 
sustainably produced wines from throughout Eu-
rope and is distributed throughout the Hawaiian 
islands. With relationships across Europe, we curate 
a portfolio that includes large-scale production to 
exclusive allocations. Rainbow Imports also pro-

vides sourcing, custom bottling and private labeling 
services for customers looking to create a uniquely 
ownable wine or brand.

THE RICE FACTORY 
The	rice	factory	specifically	carries	Japanese-grown	
rice and mill (which makes brown rice in to white 
rice.)	It's	been	located	in	Kaka’ako	since	2016.
 Rice is a perishable food, the same as vegeta-
bles and fruits, and we provide freshly milled rice to 
restaurants and our customers. 
 We believe to bring authenticity is to bring new 
experiences to you as well!

SUSTAINABLE ISLAND PRODUCTS 
We are a family owned, Hawaii based, distributor 
of	 certified	 compostable	 alternatives	 to	 everyday	
single-use items. We proudly carry cold cups, deli 
containers, hot cups and soup containers, cutlery, 
plates, clamshells, napkins, paper towels, specialty 
grocery and bakery items, along with glass bottles 
and jars. We are able to provide custom print prod-
ucts, as well as, work with our manufacturing part-
ners	 to	create	custom	compostable	products	 to	fit	
your needs. www.sustainableislandproducts.com

TEA CHEST HAWAII
Tea Chest Hawaii is about teas as unique as Hawaii 
itself. Hawaii has come to embody many things to 
many	people	—	a	fluid	mix	of	Asian,	American,	and	
native Hawaiian cultures; moments of warmth, re-
laxation and wellness in a world that grows increas-
ingly hectic. Tea Chest Hawaii is all of these things, 
in	cup	after	cup.

RETURNING MEMBERS

KONA TRANS
With Kona Trans you can rely on fast, reliable service 
by a team of professionals who know the value of 
hard work and the reward of a job well done. Wheth-
er it’s reverently packing the royal furnishings and 
artifacts of Hulihee Palace, your family’s priceless 
belongings,	or	moving	 the	offices	of	 the	new	West	
Hawaii Civic Center, Kona Trans delivers door-to-
door.
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MEMBER NEWS

C&S Wholesale Grocer Partners  
with TCS to Build AI Powered  
Distribution Model
C&S has partnered with TCS to reimagine its 
operations platforms, including customer 
experience and grocery distribution. TCS will 
lead the company-wide project and help C&S 
establish a new cloud-based architecture that 
will	unify	 its	current	systems.	Using	artificial	

intelligence (AI) and machine learning (ML), 
C&S’s new operations platform will monitor 
traffic	patterns	and	identify	optimal	distribu-
tion routes, thereby reducing food waste and 
achieving	greater	fuel	efficiency.		
 The new Google Cloud platform will help 
C&S streamline its operations by provid-
ing	 the	 infrastructure	 flexibility	 to	 support	
the company’s sustainability initiatives and 
growth strategy. TCS will help reduce C&S’s 
carbon footprint by migrating its data center 
workloads to the carbon-neutral infrastruc-
ture of Google Cloud.

Locally Made Macadamia Milk  
from Meadow Gold
Meadow	Gold	Dairies	just	introduced	the	first	
locally made Macadamia Milk into the Hawaii 
marketplace this month! The milk is made at 
its Hilo plant from premium grown macada-
mia nuts from Hawaii Island and pure locally 
sourced	water.	 “We	are	pleased	 to	offer	 this	
100 percent locally made, plant-based milk 
alternative	 to	 Hawaii	 consumers,”	 said	 Bah-
man Sadeghi, Meadow Gold Owner and CEO. 
“As part of the continued growth and evolu-
tion of Meadow Gold, we were focused on 

providing something unique and local that 
would also align with current plant-based 
trends	that	have	been	on	the	rise.”

Tradition Coffee Roasters Hosts  
Hawaii Coffee Championships | 2023 
US Coffee Champs Preliminaries
Recapturing the pre-pandemic momentum of 
the	2019	Specialty	Coffee	Association	(SCA)	US	
Coffee	 Champs	 (USCC)	 Barista	 &	 Brewer’s	 Cup	
Preliminary	Competitions,	the	Hawaii	Coffee	As-
sociation (HCA) returns as host of the 2023 SCA 
USCC Hawaii Prelims for the Roasters and Brew-
ers Cup Competitions on Oahu. Competitors 
vied for top honors in each category for a chance 
to advance to the Qualifying Round. 

HTDC Hosts Senator Hirono and SBA 
Administrator Isabella Guzman
This August U.S. Senator Mazie Hirono and Is-
abella Guzman, the Administrator for the U.S. 
Small Business Administration (SBA) made a 
special visit to Hawaii Technology Develop-
ment Corporation (HTDC). They met with HTDC 
leadership and businesses to discuss small 
businesses in Hawaii and some of the challeng-
es they currently face such as labor shortages, 
supply chain challenges, and high operating 
costs. They also learned about how local busi-
nesses	 benefit	 from	 programs	 like	 the	 Small	
Business Innovative Research Program and 
why federal support for small local businesses 
in Hawaii is so important. 
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Pasha Hawaii’s MV George III’s Begins Service  
in the Hawaii/Mainland Trade Lane
MV George III	is	the	first	Liquefied	Natural	Gas	(“LNG”)	powered	vessel	to	
fuel	on	the	West	Coast	and	the	first	to	serve	Hawaii.	The	774-foot	LNG-fu-
eled containership was built in Brownsville, Texas by Keppel AmFELS. 
The	first	of	two	new	Ohana	Class	boxships,	MV	George	III	features	an	ad-
vanced engine, improved hull form, and underwater propulsion system 
with	a	high-efficiency	rudder	and	propeller.
 The new Jones Act vessel is also said to exceed the International Maritime 
Organization (IMO) 2030 emission standards for ocean vessels.

Over 2.7 million servings of fresh vegetables  
harvested to-date
This past year has been focused on upgrading our facility and ramping 
up capacity. We installed our hydroponic rolling bench system, which in-
creased planting density. We hired more farm associates to support our 
growth. And Humberto Garcia, previously at NatureSweet, joined as our 
new General Manager.
	 To-date,	we	have	harvested	over	2.7	million	servings	of	fresh	vegetables	
for our kama‘aina. All of this grown on just 2 acres. Learn about the impact 
we’re making for Hawai‘i by visiting www.senseifarms.com/impact.

 H
FIA’s new Food for Thought se-
ries	kicked	off	on	September	22	at	
Tradition	 Coffee	 Roasters	 with	 a	

presentation by David Lopez, Executive 
Officer	for	the	Hawaii	Emergency	Manage-
ment Agency (HIEMA). David discussed 
the unique challenges that Hawaii faces 
in preparing for and bouncing back from 
natural disasters. One of the takeaways 
from the discussion was that if a natural 

disaster were to occur now Hawaii would 
not be as resilient as many would hope. 
 This event opened up an dialogue 
about how businesses can collaborate with 
Hawaii Emergency Management Agency to 
support food distribution in times of cri-
sis, programs and policies that could help 
the local food supply chain continue to be 
operational in the event of grid failure and 
help ensure people can meet basic food 

security needs if ports and harbors are 
damaged. Many of our members have in-
dividually taken steps to be prepared and 
serve their communities in times of crisis. 
However, for the state as a whole there are 
many obstacles to resilience such as infra-
structure changes that need to be address-
es to achieve better resilience. 
 David stressed the importance of not 
becoming complacent just because we 
have been lucky and avoided major state-
wide natural disasters in the recent past. 
While Hawaii is unique, looking at what 
has and hasn’t worked in other places that 
have been hit hard by hurricanes recently 
such as Florida and Puerto Rico can be a 
valuable tool in making improvements for 
Hawaii. Investing in public private partner-
ships to ensure that food is available when 
and	 where	 it’s	 needed	 after	 a	 disaster	 is	
one important idea that came out of the 
discussion and may lead to actionable in-
formation on this issue. HFIA looks forward 
to working with our members, HIEMA, and 
other agencies to continue this conversa-
tion	and	find	ways	 to	 improve	our	 indus-
try’s and our state’s resilience.

From left, HFIA Chair Eddie Asato of 
Pint Size Hawaii; HFIA President Lauren 
Zirbel; David Lopez, Executive Director 
HIEMA; Brian Burik Owner Tradition 
Coffee Roasters

FOOD FOR THOUGHT  
FOOD SUPPLY CHAIN RESILIENCE  

IN TIMES OF CRISIS
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"With great aloha, five generations later,
the Tamura ohana continues to take pride

in the Family tradition of serving you."
- Clifford Tamura, Owner & CEO
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@tamurasupermarket

86-032 Farrington Hwy. Waianae, HI
808-696-3321 | tamurasupermarket.com

"With great aloha, five generations later, the
Tamura ohana continues to take pride in the family

tradition of serving you."
- Clifford Tamura, Owner & CEO

MEET THE NEW CHAIR
EDDIE ASATO IS LOOKING AHEAD TO THE  

FUTURE OF HAWAII FOOD
WRITTEN BY ALEXIS CHAPMAN AND PHOTOS BY BRIAN HART OF FOOD GURUS HAWAII

 Eddie has been involved with HFIA for 
over 20 years, now as our 2022 – 2023 
Chair, he’s excited to put his experience 

to work leading the association as we start 
our journey into the next 50 years.

The Future of HFIA
When asked about his goals for HFIA during 
his time as Chair, Eddie talks about improve-
ment. He wants to see the organization con-
tinue to get better and he has a plan to do 
it, “I want to start with the fundamentals: 
building	 the	 membership	 first,	 improving	
communication, and focusing on the top 
bills that we can make an impact on, and 
most importantly have fun doing so as one 
big	Ohana!”	Eddie	has	already	demonstrat-
ed his commitment to growing HFIA mem-
bership, and Ohana. In addition to helping 
the association reconnect with some former 

members, he recently connected HFIA with 
his son Evan Asato who is a Partner and Ex-
ecutive	Producer	at	Redefined	Media,	now	
an HFIA Member. 
 Eddie knows that growing HFIA is key to 
making the association stronger and more 
positive.	For	the	past	4	years	Eddie	has	been	
with Pint Size Hawaii and is now their Direc-
tor of Sales and Business Development so 
he works with many companies and individ-
uals across the food industry. He explained 
what he likes about the Association, “I think 
the	best	part	about	HFIA	is	the	people.”		To	
Eddie, adding new people and companies 
to the HFIA Ohana means adding new per-
spectives, a bigger network, and a stronger 
voice for the association. 
 He also discussed HFIA’s value to the in-
dustry, “HFIA brings all the retailers, suppli-
ers, and associated members together to 

fight	for	a	common	cause	in	the	legislature,	
and to help educate the members to be 
better	 business	 citizens.”	 He	 understands	
the challenges that local businesses face, 
especially small businesses and sees that 
HFIA can be a valuable resource to help 
them succeed. Eddie has become active 
on the Education committee and attended 
HFIA’s	 first	 Food	 for	 Thought	 Event.	 Right	
now some of the things making it hard for 
the	businesses	that	feed	Hawaii	are	finding	
and retaining great employees and the high 
costs of things like energy, supplies, and 
taxes. Eddie is looking forward to helping 
facilitate more events to assist members in 
navigating these challenges. 

The Future of Food
Pint Size Hawaii is the leading frozen and chill 
distributor in the state. Maintaining that lev-
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el of success means Eddie must have an eye 
on the present, but always be looking ahead 
too. He knows the importance of tracking na-
tional trends and applying local knowledge 
to understand how they’ll impact shopping 
habits here at home. Knowing which con-
sumer behaviors are trends that will peak 
and then fade, as opposed to enduring con-
sumer	shifts	is	also	key	to	success.	In	recent	

years Eddie has seen some interesting chang-
es that he thinks will endure, “Center store is 
shrinking and service departments are grow-
ing. People are health conscious but also 
really	want	convenience.”	He	also	has	some	
predictions for the future of our industry. 
 Technological change is nothing new, 
however Eddie has noted that we’re seeing 
accelerated advancements. One area in par-
ticular that is advancing quickly is automa-
tion. Eddie sees the recent labor shortages 
spurring	innovation	in	the	areas	of	artificial	
intelligence and collaborative robots. While 
the food industry has lagged behind other 
industries in adopting these technologies, 
Eddie sees food manufacturing catching 
up quickly. On the consumer side Eddie be-
lieves tech advancements will continue to 
grow the internet of things. More connec-
tivity on more devices. For food businesses 
that means that consumers can access the 
internet, and online shopping at any time. 
Businesses must get ready for shoppers who 
expect omnichannel shopping experiences, 
including for food. 
 Eddie also sees consumer driven innova-
tion for the future in the demand for “bet-
ter	for	you	and	better	for	the	environment”	
products. Things like meat and dairy alter-

native products, as well as compostable 
and biodegradable packaging appeal to 
customers desires to eat healthy and shop 
sustainably. New consumer demands can 
be hard to manage but are also an oppor-
tunity for new product creation, new mar-
ket development, and growth. A high per-
centage of the foods that are in our grocery 
stores and super markets today didn’t exist 
50 years ago, and of course neither did much 
of the technology we see in our stores. Eddie 
encourages adaptability as the best way to 
cope with the constantly evolving industry, 
“With technology, change will happen faster 
than ever before, and we all need to be will-
ing	to	change.”	
 In the spirit of celebrating our 50th Anni-
versary we asked Eddie to look even farther 
ahead and tell us what he hopes Hawaii 
food and HFIA will look like 50 years from 
now, and he gave some inspiring answers.  
“I’d	 like	 to	 see	 the	 state	become	90%	sus-
tainable	by	2072.	I	know	HFIA	will	continue	
to be an organization that helps the people 
of Hawaii, and I think we could become one 
of	the	top	food	organizations	in	the	country.”	
We’re excited to work with Eddie to achieve 
his goals for HFIA and our industry, for his 
year as chair, and for our next half century. 

  Photo: Kalohi Channel by William Renio

FREQUENT, AFFORDABLE 
INTER-ISLAND SERVICE SINCE 1900

www.YoungBrothersHawaii.com

MOVING HAWAI‘I
EVERY DAY
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PLATINUM SPONSORS

GOLD SPONSORS

SILVER SPONSORS BRONZE SPONSORS

THANK YOU CONVENTION SPONSORS 
This year’s special HFIA 2022 50th Anniversary Convention would not be possible without 

the generous support of our Sponsors. We are so grateful to these wonderful Hawaii  
companies and their leadership that have chosen to make this celebration possible!

Mahalo, here’s to the next 50 years together with you all
We feast first 
with our eyes

The art of food marketing, done right.

foodgurususa.com  Follow @foodgurushi Contact: caroline@digivortex.com (808)-946-6116

“Food Gurus understands & supports 
the communities we serve.”

- Toby Taniguchi, President, KTA Super Stores

Grilled Korean Marinated Tofu with 
Asian Pear & Kim Chi Relish

 KTA Kitchen

CONGRATULATIONS!
Derek Kurisu

HFIA 2022
Hall of Fame

Inductee
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Special Saturday Night Entertainment 
Music by Amy Hānaiali’i 

Sponsored by KTA Super Stores. 

Friday Night Cooking 
Challenge 

Sponsored by Hawaii Gas. 

Saturday Morning 
Meeting Breakfast 

Sponsored by Waialua Fresh. 

CALL US TO FIND OUT ABOUT 
OUR NEW BRANDS! 

808-487-0030
Distribution Solution for FROZEN, CHILL, 

and AMBIENT PRODUCTS

CONGRATULATIONS 
TO EDDIE ASATO AND 
THE NEW HFIA BOARD

Bingo 

Sponsored by 
The Odom Corporation.  

Family Games 

Sponsored by Pasha Hawaii. 

Chairman’s Reception 

Sponsored by Tamura Super Market. 

  CONVENTION                      SPONSORS 
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BY LAUREN ZIRBEL 

It’s amazing to think that HFIA has been 
around for half a century. Our industry has 
changed so much since the association 
was	 founded.	 It	 often	 seems	 like	 the	 rate	
of change is accelerating, especially in the 
last couple years. New technologies have 
been adopted rapidly, new business mod-
els have taken shape, and new products 
are part of everyone’s lives. HFIA is proud 
to be the “Voice of Hawaii’s Food and Bev-
erage	 Industry,”	 supporting	 the	 most	 es-
sential industry in our state. More than just 
adapting and reacting, our member busi-
nesses have been innovating and creating 
a stronger food industry for our state. 
 The forward-looking initiative and col-
laborative spirit of our members inspire us 
to look ahead to the next 50 years. Now is 
the time for HFIA to plan how we will meet 
the challenges and opportunities of the 
next 50 years. Our members are always 
proactively looking for new and better 

ways to support their customers, employ-
ees, and communities while growing their 
businesses and our industry. HFIA is ready 
to build on the strong foundation of the 

past 50 years and create updated guiding 
principals to support our members in their 
mission to feed Hawaii. 
 We know that the food industry will con-
tinue to change. Being prepared as well 
as proactive means we’re ready for the 
changes we know are coming, and that 

we’re shaping the future of the industry 
for the better. We believe in a food indus-
try that is strong, sustainable, and resilient 
for our members and their customers. We 
are so grateful for all the wonderful people 
that make up our HFIA Ohana, and we look 
forward to building an even better indus-
try over the next 50 years! 

THE LAST WORD

The forward-looking  
initiative and  

collaborative spirit  
of our members inspire 

us to look ahead  
to the next 50 years

• Preferred pricing for HFIA members 

• Tailored benefits options available  
to fit your business needs

• No fixed enrollment period  

•  Value-added healthcare solutions

• Telehealth services through HiDoc®

hmaa.com/healthplans  •  808.791.7616 

Let our Association Health Plan take care 
of your group health insurance needs

Hawaii Foodservice Alliance LLC

At HFA, we believe that building a sustainable and food secure future for 
Hawaii, requires protecting Hawaii’s farmers and agricultural products 
from mainland counterfeits, masquerading as locally grown products. 

These counterfeit products are designed, packaged, and marketed, to 
look local, so they can be sold at a premium. Unwitting consumers, in

good faith, willingly pay extra, because they believe that they are 
supporting locally grown agricultural products and doing their part 

to move Hawaii toward a sustainable and food secure future.
 

Hawaii consumers deserve truth in advertising.

Our keiki deserve a sustainable and food secure Hawaii. 

WWW.HFAHAWAII.COM

WE BELIEVE
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           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.

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

MATS-24654-R4_8-125x10-875_V2 mech.indd   1 2/23/18   11:41 AM


