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>> S. Martinelli & Co. has made apple jutce accordtng to the same processes the company has used slnce 1868 - with no added watel sweeteners or preservatlves

s there nothing to be said for tradition? Yes, tecbnology has

allowed us to do more in less time and at lower costs, but in some

cases, it a.lso asks us to forfeit some things - often, the quality of

products. In the food industry, when one comPany increases pro-

duction or cuts costs with a bells-and-whistles machine, its com-

petitors may follow suit to stay within a target price range. But then

there's always one company that rejects changes that hurt quality, and

when it, comes to apple juice, S. Martinelli & Co. has proudly limited its

technological advances for the past r4B yea^rs.

"W'e still process our apples the way we did in

1868," says John Martinelli, president and fourth-

generation owner of S. Martinelli and Company.

"Technology hasn't necessariiy helped produce a

better product; technology is a.ll [about] producing

higher yield and higher throughput. Most of the

major volume brands do that by adding enzymes

and heat to get more juice out of the apple, and in

doing so, Suallty is sacriflced."

In Martinelli's time-honored tradition,

the apples are pressed, and the juice is

allowed to settle and be filtered at

orchard temperature. Total extraction

isn't possible and some juice is left

behind in the apple pu1p, but the fresh

apple flavor remains intact.

The juice is left as it was meant to be

ratler than boiled and vacuumed down

to a concentrate, which also means

Martinelli apple juices contain no

added water, sweeteners or Preserva-
tives. The only time Martinelli's apple

products feel heat is during the pasteur-

ization process.

"Co1d is good," Martineili says. "Cold
preserves qua.lity, but it decreases effi-

ciency and yield, thereby increasing
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cost. That's the tradeoff. If you want higher
volume, higher throughput [then] heat it up,

but you'Il lose the quality''
Martinelli's more-than-century-old pro-

cess has made it the go-to premium product
in apple juice and sparkling cider. The

sparkling cider packaging, along with the

stout apple-shaped bottle, are iconic
images among U.S.-made products. And
Martinelli says it's about time for the com-
pany to become an icon in other beverage
categories, as well.

Branching Out
"We've been introducing product diversifi-
cation," Martinelli says. 'And we felt like

our brand deserved to have more breadth
to it. We want people to think of us as being
more than apple juice, but we don't want to

take anything away from that because it's

obviously what we are most noted for. But

after r43 years, it's time to branch out a 1it-

tle bit."
Twenty years ago, Martinelli's expanded

within familiar territory with new sparkling
cider flavors such as cranberry and grape.

Five years ago, it added pomegranate to the

portfolio and four yeaxs ago launched a

much-extended line with pear, peach, rasp-

berry, wildberry and mango, with mango

taking the lead in popularity among these

new flavors. As these ciders continue to
sweep the category along with their classic

forefatheq Martinelli's then decided to fall a
little farther from the tree.

Last year, it introduced lemonade and

sparkling lemonade to capture the summer
crowds. "Our strategy was to develop a

product line that could give us volume dur-
ing our traditional slow time," Martinelli
explains. "W'ith our sparkling cider prod-
ucts, the surge is really during the holiday

season. We were looking for some ba^lance

GOODIATURE PRODUGTS first approached
Martinelli's when we lntroduced our Maximizer series
press back h 1990. we recognized the family's strong
commitment to premlum quality juice and US made
products. Goodnature realized then we were the per-
fect partner to help Martinelli's maintain their family
ideals, while at the same tlme modernizing their facility.
Today, Martinelli's has grown to our largest customer in
a new state of the art facility. Goodnature Products is
very proud of their operation and extremely happy that
we could contribute to their success. Congratulatlons
Martinelli's on over 140 years ln operation.

throughout the year and for a summer bev-
erage. Lemonade was the obvious choice."

Just like the apple products, Martinelli's
makes its classic lemonade and sparkling
lemonade the old-fashioned way with
lemon juice, water and sugar and sans high-
fructose corn syrup and preservatives. The

S. Martinelli & Co.

sparkling lemonade uses less carbonation
than the sparkling cider since carbonation
tends to heighten lemon's sour profiles.

Mimicking the success of the flavored

ciders, Martinelli's simultaneously intro-
duced a flavored lemonade to the line.
Prickly Passion@, made with the juice from

G oodn atu re Presses make
the best tasting juice
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>> MarflnelliS says tts apple.lulce has become lconlc, and lt wants to achieve the same status ln other categorles.

Tropical, Powerful Pomegranate

Yumberry, Refreshing Rainforest
Blend, and Yummy Yumberry
Biueberry. The brightly packaged ro-
ounce bottles are a visua"l deviation

from the company's classic look.

In recent years, Martinelli's curb

appeal has sparked interest just as

much as the goods inside. The

FruitVirtues'@ packaging designed by
McDill Associates lastyear won a silver

ADDY from the American Advertising
Federation. In zoo6, Martinelli's piastic

ro-ounce apple bottle won a DuPont

Packaging Award for innovation in food
processing and packaging.

The challenge was to create a shat-

terproof bottle that would maintain its

iconic apple shape during the pasteur-

izatton process. The company worked

with Fogg Filler, a 55-year-old manu-

facturing company that designs and

builds filling machines, as well as cap-

prickly pear cactus, passion fruit and

raspberry was introduced last year.

This year Martinelli's added mango and

watermelon blends to the mix. It turns

out that no matter what the fruit, the

Martinelli's name on any sparkling bev-
erage garners interest.

"W'e ran our first two, classic and

Prickly Passion@, last summer in
Raley's and Ralph's Grocery Stores in

California, and they went to no. r and

no. z in the entire sparkling beverage

category during that time frame,"

Martinelli says. "So based on that suc-

cess, we expect to get a lot more new

distribution this year."

Also last year, Martinelli's rolled out

FruitVirtues@, a line of "superfruit"
juice blends in five varieties: Awesome

Acai Blueberry, Get Up and Goji

PBOUD TO EEFFESET!T

j C"',, 
t Beftech EtffiFl DcOoE'

I frAgr(A ExrB?
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pers, sanitizers, rinsers and sorters.

The company developed a process that

maintains the bottle's apple-shape so

Martinelli customers can continue to lit-
erally drink their apple a day.

Room to Grow
At the end of the day, the packaging is a

reflection of the product itself. "We find
that the consumer already exPects pre-

mium flavor and quality when our brand

is on the bottle," Martinelli says. "They
don't have any trouble confidently pick-

ing up something new if we made it."

That consumer uust dates all the way

back to when Stephen G. Martinelli,

John Martinelli's great-grandfather,
began producing the first bottles of
Martinelli's products in the rgth centu-

ry. As a young Swiss immigrant, he had

followed his brother Louis Martinelli
who came to California in the r85os

looking to strike it rich dudng the gold

rush. Instead, he found his wealth in the

orchards.
Louis Martinelli settled in W'atsonville

Calif., and Stephen Martinelli travelled

over to help with the flourishing apple

growing business. He farmed with his

brother for a little while and then started

making cider on a lean to on the side of
his barn on what is now Wbtsonvilie's

Martinelli Street.

In 1885, the company moved to a

white brickbuilding on East Beach Street

where it still produces about 4o percent

of its product. In 1994, it purchased

another plarrt on West Beach Sueet afew
blocks away, which was the former home

of Green Giant frozen foods. In late June,

Martinelli's closed escrow on a Birdseye

frozen food plant next door that's been

vacant for the past five years.

The purchase was spurred by ablaze
that damaged an independent grower-

owned cold storage operator, taking out

S_. M_a$i$_elli _&- _C_o*

approximately eo percent of Martinelli's
cold storage capacity.

"That tragedy provided the incentive

to purchase the Birdseye plant because

we had to recover the square footage

quckly to be ready for the apple har-

vest this fa11," Martinelli says. "It was

fofiuitous that the Birdseye building
was available right when we needed it.

Because the plant is bigger than we

need now; we have an added opportu-

nity to expand our business." Some of
the West Beach plant will be convefied

back to cold storage for apples and haU

tn today's wold of corporate giants, lt's refreshing
to see a successful, family owned business such as
Martinelll's. FOGG Fll.l.En" aBo a family business,
ls privileged to supply fiiling equipment for their
products. As new technology evolves it is lmple'
mented into Maftinelli's flllhg process to improve
production, safety, and sanltation to keep
Maftineilrs at the brefront of the lndustty. Both
Maftinelli's and Fogg's focus on constant improve
ment ensures the excellent quality customers
have come to know and expect.
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>> Although the company faces stitF competition in the torm oF torelgn-sourced concentrates, S. Martinelli & Co. says its

products conflnue to be market leaders in thelr categories. The company says it recelves fan mail from consumers

who appreclate the Fact that lt makes pure, u.5. made products.
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of the new piant will be used as storage

for finished goods. The other ha-lf will
be maintained for future growth and the

entire plant will open Sept. r, just in
time for the harvest.

Plentiful Harvest
"[We] harvest once a year, in the fall
beginning in late August or earlY

September and continuing through
October," explains David Rose, owner

of Green Valley Harvest, an apple

grower. "During that time we go back

and forth delivering fruit directly to

Martinelli's and putting fruit into cold
storage for them to use at a later time. It
allows them to use whatever blend and

varieties they need at the time."

Green Valley's r4o acres contribute

to a list of more than roo growers that

provide Martinelli's with its special

blend of U.S.-grown fresh apples. It's a

mix of more than a half-dozen apples

that produce a consistent premium fla-

vor including red delicious, gold deli-
cious, gala, Fuji and granny smith, with
the standout player being the Newtown
Pippin. The Pippin is an apple that

Martinetti describes as an ugly, yellow-
ish, greenish apple with a squat jack-o-

Iantern shape marked by a brown scab

at the top of the apple, making it a poor
performer in the fresh market.

However, it has robust apple flavor with

a remarkable balance of tart and sweet.

The other fruits such as the gala, tart

granny smith and the sweet Fuji are its

key backup players.

"'W'e have a special blend, which is

one of the reasons why our juice tastes

better," Martinelli says. "Whenever there

is a blind taste test and the judges don't

know the brand, we win hands-down all

the time, and we're very proud of that. It's

our claim to fame and the thing we're

most known for and the reason we have

the premium position in the category:'

Just like Martinelli's is a Premium
juice maker, the fertile Watsonville soil

and accommodating weather are pre-

mium for apple growing. "It's kind of a

unique microclimate in this area," Rose

7/ ir
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says. '(We get warner days and the fog

comes in later, and that helps to bring out

some of the sugar in the fruit; whereas the

Central Valley gets hotter days that doesn't

allow the natural sugax to get into the fruit.
The sugar wili come into the fruit, but the

heat wijl bake it right away."

In Watsonville, Mother Nature can take

its course, and allow the apples to hang on

the tree longer so they ripen to a mature

condition, Iike growing fine grapes.

Martinelli's will pay their growers a higher

price for tree-ripened fruit, and because it
sources apples for its apple juice and

sparkling cider primarily from

V/atsonville's Pajaro Valley, Martinelli's and

the local apple growers have formed a syn-

ergy. "We have to continue paying more

than our competitors because we have

made a commitment to keep our growers in

business," Martinelli says. "We have to pay

them a price that sustains them long-term.

In China their labor costs may be $a a day

compared to $eo an hour in the U.S."

Martinelli is referring to an internationa.l

phenomenon that has seen China consume

8o percent of the apple juice concentrate

market over the past decade or so.

Apparently, in the r99os China began plant-

ing orchards to satisfy domestic needs for

fresh apples. The excess is boiled down to

a concentrate and shipped worldwide,
where water is added back in when it
reaches its destination. China's surplus of

concentrate has largely frozen prices on

apple juice for the last ro years) even while
other food prices - including Martinelli's
roo percent pure and U.S.-made product -
continues to rise.

'While the rise of cheap concentrate has

1eft its mark on the apple juice industry,

Martinelli's product is still the premium

product on the shelf, putting it in a category

Over the past four yeaB BAnilUIrl llEGHAlllGAL
ItlG. has had the prlvilege of sharing our extenslve
process mechanlcal and control expertlse with the 5.

Martinelll's management and operatlons team.
Together our companles create state-of-the-art tech-
nologles that provtde the hlgh end quallty luices that
customers around the world have come to expect from
the 5. Maftinelll's name. We look forvvard to woking
together on future opportunltles and innovations
whether they lnvolve the orlginal world-class apple Juice
and cider or any future product endeavors.

all to itself. It's become a kind of cult prod-
uct because you can't get a product like

Martinelli's anywhere else.

"Cheap foreign concentrate has limited
our growth opportunities in the convention-

a.l apple juice business," Martinelii admits.

"But we find we're doing very well in the

S. Martinelli & Ce. .

niche markets such as natural foods. Our

consumers aJe very dedicated. We receive

fan mail from people simply saying thank

you for making a roo percent pure, U.S.-

grown product. Our juices definitely res-

onate with quality-conscious consumers, so

we're happy to make 'em for them." FD
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