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PRODUCE QUIZ

THIS MONTH’S WINNER

Jennifer Kapelus

Senior Business Development Manager

Four Seasons Produce, Inc.
Ephrata, PA

Jennifer Kapelus has

worked at Four Seasons

Produce, Inc. since June of

2002. “I’'m very intrigued

by the fast pace and the

growth of the business,” says Kapelus. “It’s
very exciting.”

As senior business development manager
for the Ephrata, PA-based wholesaler,
Kapelus “conducts research and develop-
ment for new business for the company.
Once | bring in new businesses, | work with
other departments in the company to
develop new programs for our costumers,”

she describes. Currently, Kapelus mainly

focuses on retail.

But it hasn’t always been easy for§
Kapelus. “I started at the bottom back in :

with a small wholesaler,”

1994,

says

Kapelus. “l pushed myself to learn more

about the business.”

Kapelus has been turning to PRODUCE
Business for more than 10 years to do just :
that. “I like the new information | find out :

about the industry and what’s going on,”

Kapelus says. “It helps me with my job a
lot. It’s good to see what’s happening in the :

industry.”

: How To Win! To win the Probuce Business Quiz, the first thing you have to do is enter. The rules are simple: Read
: through the articles and advertisements in this issue to find the answers. Fill in the blanks corresponding to the :
i questions below, and either cut along the dotted line or photocopy the page, and send your answers along with a :
¢ business card or company letterhead to the address listed on the coupon. The winner will be chosen by drawing from §
i the responses received before the publication of our February issue of Probuce Business. The winner must agree to sub-

mit a color photo to be published in that issue.

WIN A LYNX PREDATOR GOLF SET

The Lynx Predator Full Set has a 460cc forged driver that promotes opti-
mal trajectory and maximum distance. Both the driver and fairway wood
use lightweight graphite shafts. The steel-shafted irons are oversized and
have low and deep weight. A traditional-style putter with clear sight lines
for accurate alignment finishes off the set. Also included is a lightweight

stand bag.

| QUESTIONS FOR THE DECEMBER ISSUE

1) How many LED lumens are included in a Baro light?

2) What is the booth number for Crunch Pak at The New York Produce Show?

3) What is the sales office phone number for Farmer’s Best?

4) Name three fresh produce categories sold by Green Giant Fresh.

5) When will Marzetti’s new line of Simply Dressed Refrigerated Pourables be available?

6) What year was S. Strock & Co. established in Boston, MA?

This issue was: [_] Personally addressed to me [_] Addressed to someone else
Name Position
Company
Address
City
State Zip
Phone Fax
Photocopies of this form are acceptable. Please send answers to:
DECEMBER QUIZ PRODUCE BUSINESS e P.O. Box 810425 * Boca Raton, FL 33481-0425
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he next steps forward on critical

issues to the agriculture industry will

help to shape the impact of the 2012
elections. The industry must be prepared to
clearly communicate priorities and concerns to
Congress, especially on controversial issues, and
immigration reform ranks near the top.

In the days immediately following the pres-
idential election, the Pew Research Center
reported that Hispanic voters overwhelmingly
supported President Obama, with Governor
Romney earning only 27 percent of the Latino
vote nationally. Many in the industry have been
asking what these numbers mean for the future
of immigration reform, with President Obama
signaling that the issue will be a top priority of
his second term.

The fresh produce industry has been strug-
gling with labor and immigration issues in
recent years. “We’ve heard from many United
members that the current H-2A program is
cost-prohibitive and difficult to navigate,” says
Robert Guenther, United Fresh senior vice pres-
ident of public policy. “Something is wrong
when fruit and vegetable producers are so
bogged down with paperwork and other regu-
latory burdens that they struggle to bring in a
legal, stable workforce.”

In a November 8 interview, House Speaker
John Boehner (R-OH) signaled he would be
open to comprehensive immigration reform:
“A comprehensive approach is long overdue,
and I'm confident that the president, myself,
and others can find the common ground to
take care of this issue once and for all”

Frank Gasperini, executive vice president of
the National Council of Agricultural
Employers, was cautious. “Comprehensive
reform might turn out to be an option in the
next Congress, but I remind people that it is still
going to be a hard sell,” he said in a phone inter-
view following the election. “The agriculture
industry has to be very careful to not let
ourselves get caught in the trap where we get all
or nothing. Politics is about compromise, and
that doesn’t mean brow beating the other side
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By Shelby Rajkovich,
United Fresh communications manager

United Fresh

PRODUCE ASSOCIATION

United remains committed to working toward an
immigration reform package that is workable for
agricultural employers, includes provisions for
temporary worker programs, realistic approaches to
the current undocumented workforce in the United
States, and reasonable requirements for the business
sector dealing with employment verification processes.

until they come to yours. I think the solution is
going to have to be more incremental.”

The election may have changed the tides
regarding attitudes toward immigration
reform. “There is a lot of pressure on Democ-
rats and Republicans alike to deliver, and if they
don’t make an earnest, legitimate effort, they
face political consequences,” said Craig Regel-
brugge, vice president of government relations
and research at the American Nursery & Land-
scape Association. Regelbrugge, who spoke at
United’s 2012 Washington Public Policy
Conference in October, also warned, “The
unique challenge for agriculture is to be ready.
If we aren’t ready with a unified message, immi-
gration reform might not shape up in a way
that recognizes and addresses our industry’s
needs. Then we may not have another chance.”

Unpalatable labor reforms have been on the
table recently, most recently in the form of
mandatory E-Verify legislation in the House of
Representatives in 2011. United and the
produce industry were on alert, working hard
to fight passage of the bill unless it contained a
new and workable agricultural guest worker
program, especially in light of the effects of
mandatory E-verify laws on the labor force in
states like Georgia that had passed their own
versions of the law. Without a practical and reli-
able guest worker program, mandatory
E-Verify would create a disaster for the fresh
produce industry.

All through 2011, United Fresh members
and staff met with key members of Congress to

share our concerns about mandatory E-Verify
and the need for a workable agricultural worker
program. Some congressional staff actually
asked if growers were truly facing serious labor
shortages. The pictures we showed them of
crops that had to be left rotting in the fields
were worth a thousand words.

United remains committed to working
toward an immigration reform package that is
workable for agricultural employers, includes
provisions for temporary worker programs,
realistic approaches to the current undocu-
mented workforce in the United States, and
reasonable requirements for the business sector
dealing with employment verification
processes. It is time to consider new solutions
for immigration reform if we are ever to see real
progress toward a solution. The election results
give the industry an opportunity that we have
not had in a very long time, and we must take
advantage of it.

United Fresh President and CEO, Tom
Stenzel, indicated there is optimism that
progress will be made, but noted, “It’s critical
that both Republicans and Democrats start a
meaningful dialogue toward real immigration
reform in the next year. No other issue presents
such a clear example of how polarized extremes
have undercut rational progress. Now is the
time to say “no” to the extremists, and put our
heads together on reform that works. After all,
if we are unable to harvest our crops due to a
lack of labor, most of these other issues don’t
really matter.”
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THE FRUITS OF THOUGHT

START NOW ON
INCREASING CONSUMPTION

By James Prevor
President & Editor-in-Chief

he one thing we know for sure is

Tthat whatever will increase fresh

produce consumption, it is not

what we, as an industry, are doing now.

All our efforts have failed. There is

always the ‘amen corner’ for any policy,

and they will tell us, with little evidence,

that we are on the right track and that all

that is required is for us to do what we

are doing now, but more so. So if the

Produce for Better Health Foundation had a budget 50 times as
large, then consumption would be booming.

One problem with this approach is the likelihood of PBH’s
budget being increased 50-fold is not too great. More substan-
tively, though, is the question
of whether health-based
promotions are likely to ever
work. The mythology
surrounding  health-based
promotion is very strong, and
as we talk to many advocates
of such an approach it
becomes obvious why this is
so. These people — industry executives, media representatives,
educators, government officials — are mostly motivated to
increase their own consumption of produce in order to be
healthier. It is logical for them to think that this approach would
be effective with others.

People, however, have this annoying way of being individuals,
and extrapolating the experiences of a mostly highly intelligent
and well-educated cohort to the general population can be a
risky proposition.

For some, it is the angle of approach. Many young people, for
example, think themselves invulnerable, so you won’t move the
lever on their behavior with health messaging. But as this group
is busy focusing on preening for the opposite sex, you can
change their behavior rapidly by focusing on messages about
looking better. Others are focused on environmental or ethical
causes, and one can see their behavior change based on assess-
ments surrounding these issues.

For others, we may have to confront a sad reality — that the
health message is not effective for the same reason that admo-
nitions to prudence, sobriety and sexual restraint are not
effective with large parts of the populous. We have to recognize
that life is filled with many messages on how to be successful.
There are large segments of the population that are simply not
good at absorbing this information. So they can’t save money
or avoid out-of-wedlock pregnancies or avoid drinking to
excess. They are not likely to uniquely absorb the messaging
regarding fresh produce.
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The two best hopes for increasing
consumption are enhancing

convenience and enhancing
culinary technique.

Some of the things that almost surely would help are decidedly
long term propositions. Yes, if we develop new produce varieties
that are more delicious, can be grown less expensively and are
both long-lasting and beautiful, we will probably sell more of the
product. There are, unfortunately, many trade-offs in breeding,
and such products, even if possible, are many years away.

Advocates of health, especially when intermingled with
government bureaucracy, all too often make the best the enemy
of the good. So they insist on pushing the idea that a child
should be introduced to broccoli, steamed and unadorned,
because that is the healthiest of options. More likely, there are
gateway experiences to foods, and children who can be enticed
to eat broccoli with cheese sauce or spinach with garlic and olive
oil may, in the fullness of time, come to appreciate the item in
its purest simplicity.

Affiliating with key moments
in a person’s life is a sure route
to consumption. How many
people, who never eat turkey,
eat it on Thanksgiving? How
many people who never put
marshmallows on a food eat
them melted on sweet pota-
toes on Thanksgiving? Aligning produce with celebrations...
strawberry short cake and ice cream smothered in cut fruit or
high-end events, fine Champagne and berries in upscale
venues... these are all ways of planting the idea that fruits and
vegetables are, well, kind of cool. To be more precise, they are
ways of planting the idea that people who eat fine berries and
sip Cristal are the kind of cool people who the targets of the
promotion want to be.

In the short to medium term, the two best hopes for
increasing consumption are enhancing convenience and
enhancing culinary technique. The industry is making remark-
able strides with convenience. New packaging, as much as
anything, drives these new products and takes items such as arti-
chokes, traditionally intimidating to consumers, and makes
them simple and accessible.

Culinary technique will be more difficult, but can be revolu-
tionary. In the United States, we have lost many of the cooking
techniques that our ancestors once knew or that other cultures
once knew that can make produce such a treat. We have to redis-
cover these techniques and create new ones. This way we can
make produce more delicious without waiting for breeding
programs to bear fruit.

Delicious produce, aligned with meaningful life events, avail-
able conveniently with a portal open to allow children to acquire
a taste for produce... these are the techniques likely to lead to
success in increasing per capita produce consumption. It is a big
job, best we get started right away. pb
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PRODUCE AND FLORAL WATCH

TRANSITIONS
NATURE FRESH FARMS IPR FRESH
SALES, INC. RIO RICO, AZ
YUMA, AZ IPR Fresh has hired produce veteran, George

Frank de Vries has been hired
as general manager for Nature
Fresh Farms Sales, Inc. He
brings 20 years of greenhouse
produce industry experience to
the organization in the fields of
international grower procure-
ment, sales and management.

As new director of business
development, Ray Wowryk
brings more than 35 years of
retail and wholesale experience
to represent and service a wide
range of sectors within the fresh
produce industry. Wowryk has
experience in the retail sector
as both a produce buyer and
category manager, enabling him
to see the industry clearly from
the retail perspective.

ANNOUNCEMENTS

Hardwick, to a new sales representative posi-
tion. Hardwick, who was most recently in sales
with the Timco/Foodsource division of Eden
Prairie, MN-based C.H. Robinson, has 25 years
of food industry experience, including both
sales and procurement, along with serving as an
inspector for the government.

Delivered.”

IPR FRESH STARTS 10TH SEASON

WITH FRESH LOOK AND LOCATION

The management team at Rio Rico-based IPR Fresh spent its “off”
season in “on” mode, by developing a new strategic plan, brand
positioning and image, among other activities. The company also
moved to a new office location, where IPR Fresh president, Jose Luis
Obregon, unveiled an energetic new logo with the tagline “Freshness

SAFEWAY’S ADAMS
NAMED FLORAL MARKETER

OF THE YEAR

Traci Adams, vice president and
general manager for Safeway
corporate floral, Pleasanton, CA,
was named 2012 Floral Marketer
of the Year during the PMA’s Floral
Networking Reception. The award,
in its 32nd year, recognizes an
outstanding floral professional
who has served the mass-market
floral industry with dedication and
distinction.

OCEAN MIST FARMS

WINS NATIONAL AWARD
Ocean Mist Farms,
Castroville, CA, was named
a packaging innovator by
the Produce Marketing
Association. The Excellence
in Produce Packaging
Impact Award recognizes
companies with excep-
tional produce packaging
that demon-

strates “out-of-
the-box-thinking”

and makes an

impact on

consumers. The

company was

recognized for

its “Season &

Steam”

microwavable

Brussels

sprouts bag.

GOURMET TRADING COMPANY

LOS ANGELES, CA

Gourmet Trading Company has appointed Brian Miller as
its president following the unexpected passing of Chris
Martin, former CEO and president. Prior to being
appointed to president, Brian learned all aspects of the
company as vice president of sales, sales manager, and
sales associate.

THE GIUMARRA COMPANIES

LOS ANGELES, CA

The Giumarra Companies welcomes
Gary Caloroso to its avocado and
asparagus marketing staff. Caloroso
will serve as director of marketing
and will be based in Giumarra’s
Escondido, CA, office. He will be
working closely with retail and
foodservice customers, commodity
boards, and additional third parties

HARVESTMARK

SAN FRANCISCO, CA

YottaMark, provider of Harvest-
Mark, has appointed Ricardo Islas,
most recently business develop-
ment manager at NSF Interna-
tional/NSF Agriculture, as its
director of Latin American sales.
Ricardo is familiar with the fresh
and processed industries, and is a

food safety expert in HACCP,
GlobalG.A.P.,, GAP, Tomato Metrics,
Harmonized Audits, SQF, BRC and

to develop engaging promotions
for avocados and asparagus
packed under the Nature’s Partner

Produce Organic Certification. label.

ANNOUNCEMENTS

FRESH KING ANNOUNCES PARTNERSHIP
WITH AGROINDUSTRIA OCOENA
Fresh King, Inc., Homestead, FL, is pleased to announce a new part-
nership with Agroindustria Ocoefia and the Castillo family in
Santo Domingo, Dominican Republic. The partnership involves
integrated production,
packing and sales of
tropical fruits, coconuts,
Asian vegetables and
multiple greenhouse prod-
ucts. The primary products
that will be distributed
initially through the part-
nership will include green-
skinned avocados and
greenhouse-grown bell

peppers.

Produce & Floral Watch is a regular feature of Probuce Business. Please send information on new products, personnel changes, industry, corporate and personal milestones and available literature,
along with a color photo, slide or transparency to: Managing Editor, Probuce Business, P.O. Box 810425, Boca Raton, FL 33481-0425, or e-mail us at info@producebusiness.com
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PRODUCE AND FLORAL WATCH

ANNOUNCEMENTS

READY PAC CELEBRATES

PMA IMPACT AWARD WIN

Irwindale, CA-based Ready Pac’s Disney-
themed Cool Cuts® salads and mini-meals
line was awarded a PMA Impact Award for
Packaging Excellence. The salad and mini-
meals line was one of six award winners.

CHEP ANNOUNCES NEW CONTRACT

WITH DEL MONTE FRESH PRODUCE
CHEP, Orlando, FL, has announced a new
contract for shipping platform solutions
with Del Monte Fresh Produce. Del Monte
Fresh Produce transports branded
bananas, melons and pineapples to
supermarket chains, club stores, foodser-
vice distributors and wholesalers across
North America on CHEP pallets.

NEW POPEYE SUPERFOOD

PROMOTES A HEALTHY LIFESTYLE
Taylor Farms, Salinas, CA, has partnered
with King Features, a print syndication
company owned by Hearst Communica-
tions and home to roughly 150 comic
strips, to create Popeye Superfood, a fresh
product line that includes mature spinach,
baby spinach and spinach mix in a bag.
The Popeye Fresh product line’s packaging
and website are designed to engage chil-
dren and their families through fun and
education.

CALIFORNIA GIANT SERVES UP KID APPEAL
California Giant’s Berry Yogurt Cones were exam-
ined, sniffed, tasted and touched at the annual
Sensory Experience Recipe Contest at Fresh
Summit 2012. Out of the 46 recipes, 11 were
selected to be finalists and to showcase their
product in a dish that would appeal to the senses
of a group of top-level buyers, industry experts
and, in particular, the taste buds of local children.

MISIONERO WINS BEST NEW

PRODUCT LAUNCH
Misionero Vegetables, Gonzales, CA,
showcased its new flavorful and

NEW PRODUCT

NATIONAL MANGO BOARD ANNOUNCES
MANGO RETAILER OF THE YEAR

The National Mango Board honored four retailers for
being the “best of the best” in mango retailing and
providing outstanding support and promotion for
mangos. The winners were (pictured left to right) Jim
Wood, Schnucks; Keith Tsuchiyama, Bristol Farms; and
Dominic Pelosi, The Great Atlantic & Pacific Tea
Company, Inc. Winners not pictured are Lee Arthur,
The Fresh Market; and John Savidan, Bristol Farms.

nutritional salads at PMA’s Fresh
Summit in Anaheim, CA, and was
awarded “Best New Product Launch.”
Misionero’s new line-up consists of
Baby Kale, Super-

food, Lemony and

Wasabi Arugula

Salad Blends and

is available

nationwide in

both Organic

Earth Greens®

and Garden

Life™ brands.

EARTHBOUND FARM KEEPS

CONSUMERS HEALTHY

Earthbound Farm, based in Salinas, CA,
has announced the launch of two new
items. Zen Blend is a new addition to the
company’s award-winning Power Greens
line-up, while Butter Lettuce Leaves rounds
out the brand’s popular Washed Leaves
family. These ready-to-use products, with
no additional washing required, make it
easy for consumers to eat healthier at
home.

JUICING AT THE NEW

YORK PRODUCE SHOW

Citrus America, Inc., Boca Raton, FL, will be
demonstrating its high quality Citrocasa
citrus juicing equipment at Booth 202 at
the New York Produce Show on December
5, 2012. All Citrocasa machines are
constructed using high-quality food-grade
stainless steel and come with a unique
patent-protected Soft Cut System (SCS) for
the best tasting fresh juice.

NEW PRODUCT

CORRECTION

Summit. Packed fresh from GlobalG.A.P.-certified orchards in
Guatemala, Lafinita brand rambutans represent the best in quality and
availability, with an extended production season running from May to

November.

In the Twin Cities
regional profile in the
November issue of
Probuce Business, Cut
Fruit Express Inc. was
listed as a division of
H. Brooks Co. This
was incorrect. Cut
Fruit Express is an
independent
company owned by
Lawford Baxter.
PRODUCE BUSINESS
regrets the error.

ECORIPE TROPICALS
INTRODUCES 1-LB.
RAMBUTAN CLAMSHELL
Ecoripe Tropicals, a trop-
ical produce distributor
based in Medley, FL,
introduced a 1-lb.
clamshell of rambutans
at the 2012 PMA Fresh

Produce Watch is a regular feature of Produce Business. Please send information on new products, personnel changes, industry, corporate and personal milestones and available literature,
along with a color photo, slide or transparency to: Managing Editor, Produce Business, P.O. Box 810425, Boca Raton, FL 33481-0425, or e-mail us at info@producebusiness.com
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DECEMBER -6, 2012

NEW YORK PRODUCE SHOW AND CONFERENCE
The 3rd Annual iteration of Celebrating Fresh!in the
magical city of Manhattan.

Conference Venue: Pier 94, New York, NY

Conference Management: PRODUCE BUSINESS,

Boca Raton, FL

Phone: 561-994-1118 « Fax: 561-994-1610

Email: info@nyproduceshow.com

Website: www.nyproduceshow.com

JANUARY 16 - 18, 2013

PMA FIT LEADERSHIP SYMPOSIUM

This program is designed for decision-makers who
currently drive strategy and growth in an organization.
Conference Venue: Omni San Diego, San Diego, CA
Conference Management: Produce Marketing
Association, Newark, DE

Phone: 302-738-7100 * Fax: 302-731-2409

Email: solutionctr@pma.com

Website: www.pma.com

January 20 - 22, 2013

SWEET POTATO CONVENTION

California Sweet Potato Council hosts the 50th Annual
United States Potato Convention.

Conference Venue: Westin, Charlotte, NC
Conference Management: United States Sweet
Potato Council, Columbia, SC

Phone: 803-788-7101 * Fax:803-788-7101

Email: cwalker12@bellsouth.net

Website: www.sweetpotatousa.org

January 20 - 22, 2013

NASFT WINTER FANCY FOOD SHOW

The West Coast’s largest specialty food and beverage event.
Conference Venue: Moscone Center, San Francisco, CA
Conference Management: NASFT, New York, NY

Phone: (212) 482-6440 * Fax: (212) 482-6555

Website: www.fancyfoodshows.com

January 23 - 25, 2013

TROPICAL PLANT INDUSTRY EXPOSITION

TPIE is the trade event showcasing the latest trends in
foliage, floral and tropicals in warm and inviting S. Florida.
Conference Venue: Broward Convention Center,

Ft. Lauderdale, FL

Conference Management: Florida Nursery Growers &
Landscape Association, Orlando, FL

Phone: (407) 295-7994

Email: info@fngla.org « Website: www.fngla.org

FEBRUARY 6 - 8, 2013

FRUIT LOGISTICA

The world’s leading trade fair for the fresh fruit and
vegetable industry.

Conference Venue: Berlin Exhibition Fairgrounds
Hall 1- 25, Berlin, Germany

Conference Management: Messe Berlin GmbH,
Berlin, Germany

Phone: 493-030-382048 « Fax: 493-030-382020
Email: berlin@exhibitpro.com

Website: www.fruitlogistica.com

February 10-13, 2013

N.G.A. SUPERMARKET SYNERGY SHOWCASE
The National Grocers Association is the national trade
association representing the retail and wholesale grocers
that comprise the independent sector of the food distri-
bution industry.

Conference Venue: Mirage Hotel and Casino,

Las Vegas, NV

Conference Management: National Grocers Association,
Arlington, VA

Phone: 703-516-0700 * Fax: 703-516-0115

Email: info@nationalgrocers.org

Website: www.nationalgrocers.org

February 13 - 16, 2013

BIOFACH

The World Organic Trade Fair

Conference Venue: Exhibition Centre Nuremberg,
Nuremberg, Germany

Conference Management: NurnbergMesse GmbH,
Nuremberg, Germany

Phone: 490-911-86060 * Fax: 490-911-86068228
Website: www.biofach.com

February 20 - 24, 2013

NATIONAL WATERMELON CONVENTION

The Centennial Celebration

Conference Venue: The Westin La Cantera Resort,
San Antonio, TX

Conference Management: National Watermelon
Association, Inc., Lakeland, FL

Phone: 863-619-7575 + Fax:863-619-7577

Email: nwa@tampabay.rr.com

Website: www.nationalwatermelonassociation.com

February 28 - March 2, 2013

SOUTHERN EXPOSURE

To promote the consumption of fresh fruits and vegetables
in Florida, Georgia, Alabama, Mississippi, Louisiana,
Tennessee, North Carolina, South Carolina, Kentucky and
Virginia through good fellowship, cooperation and mutual
interest among its members.

Conference Venue: Caribe Royal Resort & Conference
Center, Orlando, FL

Conference Management: Southeast Produce Council,
Inc., East Ellijay, GA

Phone: 813-633-5556 * Fax: 813-653-4479

Email: info@seproducecouncil.com

Website: www.seproducecouncil.com

MARCH 3 -5, 2013

CANADIAN INTERNATIONAL

FOOD & BEVERAGE SHOW

Canada’s foodservice event of the year

Conference Venue: Direct Energy Centre, Exhibition
Place, Toronto, Canada

Conference Management: Canadian Restaurant and
Foodservices Association, Toronto, Mississauga Canada
Phone: 416-923-8416 + Fax: 416-923-1450

Email: info@crfa.ca « Website: www.crfa.ca

March 3 - 5, 2013

INTERNATIONAL RESTAURANT &

FOODSERVICE SHOW OF NEW YORK

The International Restaurant and Foodservice Show of New
York is the only comprehensive industry event devoted to
the restaurant, foodservice and hospitality market.
Conference Venue: Jacob K. Javits Convention Center,
New York, NY

Conference Management: Reed Exhibitions, Norwalk, CT
Phone: 203-840-5556 * F