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HOLLANDIA PRODUCE: SUSTAINABLY
GROWN AND ʻABSOLUTELY FRESH
BECAUSE ITʼS STILL ALIVE!ʼ

Hollandia Produce, home of the award-
winning line of Live Gourmet living let-
tuces, cress and leafy greens, has done it
again. Its new Living Arugula has a supe-
rior flavor profile, uniform size and leaf
color with unparalleled freshness. 

Its greatly extended shelf life sets
Live Gourmet Living Arugula apart

from all the rest, and just like the entire
Live Gourmet family of products, it’s
harvested with roots intact to promote
freshness and flavor. Live Gourmet
Living Arugula enhances signature
recipes. With its extraordinary fresh-
ness and year-round availability, stable
pricing and uniform bunch size, it’s a

sustainably grown hydroponically in
state-of-the-art greenhouses, where
light, temperature, humidity and nutri-
tion are constantly monitored and
water is conserved and recycled.
Additionally, Pest Free Naturally tech-
niques—better known as Integrated
Pest Management methods that utilize
the same Organic Materials Review
Institute-approved pest control meas-
ures that organic growers use—
help Hollandia Produce to grow its line
of Live Gourmet products without 

NEW CROPS PROVE 
PROFITABLE FOR LOCAL
LOUISIANA GROWER

You’ve probably noticed a plethora of
articles touting the benefits of regional
and local sourcing the past few years.
Consumers are expressing a desire to
support their community by purchasing
from local farmers. Retailers want to
deliver fresh products to their consumers.
And shippers want to save money by not
transporting goods such long distances. 

So how are local farmers doing in
this latest movement? C.H. Robinson, a
global leader in the transportation logis-
tics and produce sourcing industries, is
helping growers take advantage of this
latest trend.  

In 2008, C.H. Robinson met Eric
Morrow, an eighth-generation strawberry
grower in Ponchatoula, La. Morrow was
managing his family’s 10-acre farm out-
side of New Orleans and sold his crops at
roadside stands and farmer’s markets in
the area. But Morrow Farms was operat-
ing at maximum capacity with its exist-
ing resources and needed help expanding
the farm’s reach.

“We toured the farm and were so
impressed with Morrow’s strawberries
that we bought the entire crop on the
spot,” said Jamie Vosejpka, supply
chain development manager at C.H.

Robinson. “We stream-
lined the sales and mar-
keting process for him,
and that freed up
resources so he could
reinvest in his business.”

C.H. Robinson con-
tinues to work with
Morrow Farms to plan and pre-sell crops
before they’re planted. The relationship
has allowed Morrow to build new facili-
ties and clear additional acreage for
growing, some of which is being used to
grow blueberries. 

Farming in the area is also limited by
the lack of a central refrigeration facility,
which would allow farmers to store and
ship crops outside the region. C. H.
Robinson is working with Louisiana
State University officials and the
Sustainable Food Lab to secure funding
to build a facility for Morrow Farms and

jump-start area farming.
“Ponchatoula was hit

hard by Hurricane
Katrina,” Vosejpka said.
“This facility will enable
farmers to grow operations
and bring jobs and money
into the area. We expect to

secure funding this year.” Selling
Morrow’s crop hasn’t been a problem for
C.H. Robinson because retailers are
looking for fresher, local strawberries
and it’s a key differentiator at store level. 

“These strawberries are one to two
days closer to Midwest customers,”
Vosejpka said. “Our customers have been
pleased, and I’m looking forward to
growing this program in the future.” 

For more information on regional
and local sourcing, call 800-323-7587, e-
mail solutions@chrobinson.com or stop
by booth 1018 at the United Fresh Show. 

favorite with leading chefs. 
Live Gourmet products are Continued on Page 20
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NEW GENERATION VFFS DESIGNED
FOR THE INDUSTRYʼS HIGHEST 
SANITATION LEVELS

Faster. Cleaner. Smarter. The new 
X-Series Triangle VFFS baggers are
available with unique features that meet
USDA and/or 3A Dairy requirements.
The clean, open-frame design allows
360-degree machine access to ensure all
components are sanitized. 

Control box finishes come in Nema
12, Nema 4 and 4Nema X and all electri-
cal components have an IP65 rating.
Other sanitation features include fully
welded frame members turned 45° to

reduce flat surfaces, electroless-nickel
plating, scalloped welds, electro-polished
stainless steel and no-tool removable
laser-sealed die-filled film rollers. 

In addition, constant film motion
delivers consistent Web-tracking and
reliable registration for superior back-
seals. Minimize rejects with the servo-
controlled horizontal jaws that produce
reliable end seals with consistent cross-
seal pressure. And the many operator-
friendly convenient features include

in action at www.trianglepackage.com
/xy or stop by booth 127 at the United
Fresh Produce Show. 

About Triangle

Triangle is a U.S. manufacturer of 
vertical-form-fill-seal (VFFS) bag
machines, combination weighers, 
bag-in-box systems and a wide variety
of depositing systems. Located in
Chicago, Ill., Triangle offers a
100,000-square-foot facility that hous-
es its entire manufacturing process
from raw material fabrication through
complete machine testing and check-
out. Triangle’s after sales support is
second-to-none and offers online trou-
bleshooting, training, documentation
and spare parts service. 

quick, tool-less back-seal and horizontal
jaw change-overs. 

Machine-operated by Rockwell
Automation’s ControlLogix. See the XY

variety of machinery in the market, from
table-top to high-speed production lines.

PSD: What would you say makes your
company unique?

OC: All our machinery is American-
Made at our facility in Farmingdale, N.Y.
Our in-house engineering and fully inte-
grated machine shop, and our UL-
approved panel shop with top of the line
equipment for metal fabrications place us
as a leader and innovator when it comes
to unique solutions. Our engineers can
design and model a machine in 3-D, ren-
der a picture of the machine, demonstrate
a vision with animation without cutting
one piece of steel. 

PSD: What distinguishes your products
from the competition?

OC: Number one and foremost, ORICS
is an American company manufacturing
in the USA. Second, our innovative and
creative engineering crew can solve any
problem and we have proven it in the last
two decades, where we pioneered the
fresh-cut industry with solutions for
products that were not available prior to
ours. Our ability to fabricate 100 percent
of our parts—including our electronic
and software integration—in one place is

an advantage not too many have these
days. Our commitment to our customers
to understand the process, the product
and the material they are using makes us
a premier factor in their package design.

PSD: Are you introducing any 
new products?

OC: ORICS introduces new products
every year; our innovation and design
ideas never stop. We offer a new line of
SLTS and ILTS including a line of servo-
driven fillers. We also offer a line of
high-speed robotics pick and place units
for odd-shaped items and vision systems
for assembly lines.

PSD: Where is your current product
emphasis?

OC: Our current emphasis is on flexible
machinery with quick tool change for a
variety of sizes, material saving [going
green] complete and fully integrated
assembly lines for the fresh vegetables
and fruits, including high-speed cup lines
that can run over 500 c/min.

PSD: What products do you see as being
hottest this year?

OC: Fresh salads and meal kits; fresh-
cut, steam-fresh microwavable packag-
ing for side dishes; and high-speed lines

ORICS Industries Inc. (Con’t. from p. 1) of commodity items.

PSD: Compare the position of your
products and their technology against
the current market.

OC: Our product lines answer all phases
of productions, from small mom and pop
shops to the biggest processors in the mar-
ket. We offer the largest variety of solu-
tions including custom solutions. Anyone
who followed the trends in the fresh-cut
marketplace, from individual packed sal-
ads, to party trays and snacks can trace the
ORICS impact. We were there when it
was just an idea; our team can assist our
customers in not only providing a piece of
hardware but much more than that.

PSD: Who are your target end-users?

OC: Small, mid-size and large compa-
nies, growers and processors. 

PSD: Tell our readers about your 
trade show objectives, plans, products,
promotions, etc.

OC: Our objective is to meet our old and
existing customers and to introduce our-
selves to new and potential ones. We
come to the show with some machines
that can demonstrate a small part of our
product line and our technology; howev-
er, with the new era of audio and video 

presentations we can demonstrate some
of our abilities. 

PSD: How do you see the next year in
terms of economy, sales, technology and
product evolution?

OC: The coming near-future will have an
impact on the fresh-cut industry in several
ways, price point of the products to the
end users. It is not a secret when there is
a downturn in the economy and more and
more Americans are unemployed the
high-end items are being slashed off the
shopping lists. The evolution of the indus-
try will have to take a few steps sideways
and evaluate costs of material, labor and
products. The expensive items will be
affected. Having said that, we will have to
provide our customers higher efficiency
machinery, higher speed output, lower
costs packaging materials and lower labor
costs. The last can be achieved by
automation, and implementing more fully
automatic systems that will be reducing
the costs of manufacturing labor and
hence the savings will be transferred to
the consumer. The other significant
change will be in materials—bio degrad-
able, environmentally friendly and green—
the trend is picking up and processors will
need to listen to the customers.

For more information, visit
www.orics.com or stop by booth 829.

the “Pink Ribbon” program. 
USA Fresh LLC is committed to 

driving sales and increasing profitability
for the produce industry with their new
line of “Simply Special Vegetable Sauces.”
Perfectly flavored side dishes can now be

USA Fresh LLC (Con’t. from p. 4) made simply at home. Just 30 seconds in
the microwave and pour over your favorite
vegetables—they are Simply Delicious!
For additional information or questions,

please contact Robert Haarhues by e-mail-
ing bobh@usafreshproduce.com. Visit
their Web site at www.usafreshproduce
.com or stop by booth 1237.
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including the buying, selling and transport-
ing of fresh produce—has also earned us
the distinction of being the sole marketer of
fresh products for such well-known con-
sumer brands as Glory®, Mott’s®, Welch’s®

and Tropicana®. 

PSD: What would you say makes your
company unique?

JL: C.H. Robinson is unique in many
ways. First and foremost, our decen-
tralized business model brings flexibil-
ity and strength to our company that is
unmatched in the industry. An entre-
preneurial spirit exists that is perpetu-
ated by the desire to provide customers

with solutions as quickly and nimbly
as possible.

Secondly, we are intimately involved in
the entire supply and demand chain—
from grower to transporter to receiver to
consumer. This broad engagement within
all segments of the chain is so critical in
an industry where product shelf life is
short. We use our people, process and
technology to help achieve our long-term
vision of leading the fresh food industry
by providing exceptional products and
logistics services throughout the supply
and demand chain. 

Finally, we provide competitive pricing,
quality product and unmatched customer
service. We source over 50 commodities

C.H. Robinson (Con’t. from p. 1) and have access to over 2,000 growers
and suppliers in order to offer year-round,
global procurement to our customers. 

PSD: What are the most important proj-
ects your company has lined up for 2010? 

JL: We continue to introduce products
that are on trend with consumers as it
relates to health and wellness and con-
venience. Our Mott’s apple slices, for
example, have seen tremendous suc-
cess in the Northeast and we’re look-
ing forward to a national roll out this
year. We’re also excited to feature our
new Tropicana Tropicals® line at the
United Show. The new line currently
includes pineapples, kiwi, mangoes
and limes. Value-added items may be

added in the future to complement the
existing tropical line. 

In addition to new products, we are con-
tinuing our efforts in aligning local and
regional growers with customers in their
marketplace. Our focus has been and will
continue to be on providing sustainable
solutions that are close to the market and
support an efficient supply chain—
whether it’s helping growers extend their
growing season by introducing new
crops, or supporting the development of
seeds to introduce new varieties. 

For more information, call 800-323-
7587, e-mail solutions@chrobinson.com
or stop by booth 1018 at the United
Fresh Show. 

AFS TECHNOLOGIES WAREHOUSING
& LOGISTICS SOLUTIONS 
RATE TOP NOTCH

AFS Priya™ Warehouse Management
Systems improve return on investment
by enhancing profits inside and outside
of the four walls of your operation and
across the supply chain. Distributors and
other supply chain professionals across
the Americas rely on AFS warehousing
and logistics solutions to achieve top
results and increased effectiveness within
their organizations.

Whether you operate in a large or

small facility, AFS’ warehousing solu-
tions are modular and scalable so that
operations of all sizes can benefit from
key features including: RF/voice inte-
grated labor management tools, single
server/multiple site operation, task inter-
leaving and X,Y,Z coordinate inventory
location/tracking.

Priya WMS for 3PL providers, is the
perfect solution for growing 3PL opera-
tors. Priya WMS for 3PL offers all the

of Priya’s Web portal, your clients can
access the system 24 hours a day, seven
days a week. Their configuration tools
enable you to personalize your system for
each of your client’s specific needs.

Whether you choose their Priya
Standard or their Enterprise Edition, AFS
Technologies equips your organization
with top-notch, winning technologies and
software, delivering the highest value and
fastest return on investment in the industry.

To learn more about how AFS
Warehousing & Logistics Solutions can
increase profits and effectiveness in your
operations, visit them at the 2010 United
Fresh Show at booth 738. For additional
information, please visit them at
www.afsi.com or call 877-821-3007.

features and functionality of larger, more
costly systems; however, still includes
activity-based billing, full RF/Voice
capabilities, multi-customer ownership
by item and Web-enabled customer por-
tal. This solution includes an integrated
financial package including AR, AP and
reporting, making it the only software
package you will ever need to manage
your 3PL operation.

Alternatively, Priya Enterprise WMS
for 3PL provides operators with a flexible
warehouse management system tailored to
the multiple client/multiple item owner 3PL
environments. Their automatic activity-
based billing feature eliminates the cost and
time associated with manual billing
processes. Furthermore, with the integration

ʻBLUEPRINTS  ̓JOURNAL 
WINS NAMA AWARD

Blueprints, the Produce Professionals’
Quarterly Journal, was recently recognized
by the National Agri-Marketing
Association (NAMA) as one of the best
magazines in the agriculture industry. Each
year NAMA hosts a competition (“Best of
NAMA”) to review agricultural publica-
tions and marketing campaigns. Blueprints
received first place in the “Company &

Association Magazine–External” regional
category. Thank you to everyone who 
has contributed to articles and provided
valuable feedback.

This quarter’s feature article in the
April edition of Blueprints, “People’s
Choice: The Evolving Needs of U.S. and
Canadian Consumers,” discusses how
changing demographics are affecting the

produce industry. As your primary target
markets evolve, be sure your Blue Book
listing is comprehensive and up-to-date.
As trading partners research firms for
new business ventures, the information
in your listing can help seal the deal―so
be sure to keep details current.

Additionally, use your membership
tools to confidently find and qualify
accounts in new distribution areas. For
example, if you’re beginning to sell your
products into Nashville, Tenn., use a
BBOS “company search” to find addi-
tional distribution channels in and

around Nashville. Or if you’re a buyer
looking to expand your line of Asian
fruit and vegetables, again BBOS can
help you find reliable shippers wherever
you want to go. 

Stop by booth 1337 to pick up the
most recent edition of Blueprints.
While you’re there, ask the Blue Book
Services team about other ways 
they can help you build and maintain
strong trading relationships. Leave
your business card for a chance to win
a $200 Apple® gift card. See you at
booth 1337!
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PSD: What would you say makes your
company unique?

TF: Crunch Pak utilizes the perfect
recipe of vitamin C and calcium to 
prevent spoilage and maintain the
crispness of an apple after it’s sliced.
Then the company figured out the right
width to slice apples so they stayed
freshest longest. The last piece of the
puzzle was packaging: Crunch Pak’s
breathable bags allow the sliced apples
to receive the right mixture of oxygen
while emitting carbon dioxide; that
combination ensures the apples 
maintain optimum quality during
transportation to market. 

PSD: Are you introducing any 
new products?

TF: We are introducing BK® Fresh
Apple Fries, which are fresh, skinless red
apples sliced to resemble potato French
fries. BK Fresh Apple Fries are already

sold in Burger King® restaurants nation-
wide and are now available through
Crunch Pak in supermarkets everywhere.
This clever product satisfies parents’
need for healthy, convenient food while
meeting kids’ appetites for snacks that
are fun to eat.

PSD: What products do you see as being
hottest this year?

TF: Our line of Disney Garden
Foodles, which are interesting combi-
nations of fruits and other sides like
dips and cheese, in a fun, Mickey-
shaped tray featuring colorful images
of Mickey Mouse Clubhouse charac-
ters, continues to be very popular. As
sales grow, we are continuing to
expand the line of fresh apple Foodles
choices to include: apples, cheese and
crackers; apples, caramel and cheese;
apples, peanut butter and raisins; and
apples, grapes and cheese. Snacking
items are the fastest growing segment
of the fresh-cut fruit category, and we
are expanding our ‘Snackers’ line with

Crunch Pak (Con’t. from p. 1) many new offerings that will debut at
the United Show in Las Vegas.

PSD: What distinguishes your products
from the competition?

TF: Crunch Pak apples stay fresher and
crisper longer, with a 21-day shelf life.

PSD: What is the nature of your 
company’s distribution?

TF: Crunch Pak sliced apples have
national distribution in more than 9,500
stores through multiple channels includ-
ing grocery stores, club stores, mass mer-
chandisers and convenience stores.
Additionally, to optimize the supply
chain, we produce and ship from both
Washington state and Pennsylvania. 

PSD: Who are your target end-users?

TF: Crunch Pak target consumers are
apple lovers of all ages. We make eating
apples easy, convenient and portable.
Crunch Pak sliced apples are the perfect

on-the-go snack.

PSD: What is your outlook in general for
this product line?

TF: Fresh-cut fruit is the fastest-growing
segment of the fresh-cut category.  

PSD: To what do you attribute your 
company’s success?

TF: Innovation continues to be the driv-
ing force behind the company’s growth
with new packages, new product mix-
tures and new partnerships combining to
generate more than 20 percent annual
growth. There’s no shortcut to sliced
apples: Crunch Pak delivers the perfect
combination of taste, texture and flavor
to keep the company moving forward in
the years ahead.

For more information about Crunch
Pak’s products, contact Tony Freytag by
e-mail at tonyf@crunchpak.com or by
phone at 509-782-7753. Visit www
.crunchpak.com or stop by booth 1332.

THE VERTEK JUNIOR FROM 
WEIGHPACK SYSTEMS

The Vertek Junior is the most compact
vertical bagger in the world.
Measuring only four feet tall, this
servo-driven bagger makes up what it
lacks in height in performance. Able to
produce more than 60 pouches per

minute, the Junior includes complete
stainless steel construction and 
will operate on both laminated and
polyethylene materials.

This vertical form and seal machine
is perfect for ready-to-eat sliced fruits

and veggies as well as a variety of other
products. Because of its small footprint,
the Vertek Junior is very versatile and can
fit in any packaging facility.

Selling for only $24,900 with four-
week delivery, the Junior can be seen in
WeighPack Systems booth as well as
their Las Vegas System Center located
only minutes from the strip. 

Come to booth 116 or visit
www.weighpack.com. 

READY PAC FOODS BUILDS 
ON HISTORY OF INNOVATION, 
QUALITY PRODUCE

Mike Celani, Executive V.P. of Sales and
Marketing at Ready Pac Foods Inc.,
reveals what lies ahead for his company.

PSD: Tell us about your company, 
Ready Pac Foods. 

MC: Founded more than 40 years ago,
Ready Pac Foods Inc. is a fresh foods
company with national production and
distribution capabilities. Our foundation
is fresh-cut produce, specializing in sal-
ads, fruit, vegetables and protein-added
salads. We have a long history of quality,
safety and innovation.

PSD: What would you say makes your
company unique?

MC: Our facilities are both USDA and

Organic certified which gives us the
opportunity to provide both a broad range
of items as well as unique and innovative
items that meet consumer needs.

PSD: Are you introducing any 
new products?

MC: We are introducing two new
recipes to our No. 1 selling line 
of Bistro Bowl® Salads. The
Smokehouse BBQ style salad features
crisp iceberg and romaine lettuce,
shredded carrots, black beans and fire-
roasted corn, shredded pepper jack
cheese, tri-colored tortilla chips, juicy
chicken breast with a smoky barbecue
flavor and BBQ Ranch salad dressing.
Our new Cherry Almond Crunch fea-
tures feta cheese, frosted almonds,

dried cherries and
white balsamic
vinaigrette on a
fresh bed of green
leaf lettuce, radic-
chio, frisee and
shredded carrots.
Both recipes will be
available nationally

in early June and will follow the same
strict nutritional guidelines as our core
line of Ready Pac Bistro® salads. We
are also introducing our newest inno-
vation to the Ready Snax line of snack-
ing products with our Fresh Fruit
Parfaits, featuring five delicious com-
binations of fresh fruits like blueberry
and mango with creamy low fat vanil-
la yogurt and crunchy granola top-
pings. Our proprietary packaging
keeps the items separate and enhances
the consumer’s eating experience.
These items will also be available in
early summer. 

PSD: Where is your current product
emphasis?

MC: We see consumers continuing the
focus on at-home entertaining and
brown bagging. They are looking for
restaurant-quality products to consume
at home, at work and at school. Ready
Pac Foods provides the optimal solu-
tions by featuring great tasting prod-
ucts that suit any occasion. From quick
snacks to complete meals, Ready Pac
Foods has the product lines that 
consumers want. 

PSD: What is your outlook in general for
this product line?

MC: All indications are that fresh 
and healthy snacking is here to 
stay with consumers. We continue 
to work with our retail partners to
establish a fresh snacking destination
within their stores to make it simple
for consumers to find and purchase
these products.

For more information, call 800-800-
4088, visit www.readypac.com or visit
them at booth 1413.

Berries have benefited from a drum-
beat of unambiguously positive health
news for several years. Eating berries
in studies and clinical trials is linked to
reduced risks of a range of diseases:
cancer, cardiovascular disease, macu-
lar degeneration, ulcers, diabetes and

age-related neuronal conditions. Out of
1,500 foods tested in one study pub-
lished in the July 2006 issue of The
American Journal of Clinical
Nutrition, blackberries, raspberries
and blueberries were all listed in the
top ten in antioxidant content per 

serving. Furthermore, berries need lit-
tle, if any, preparation to be consumed
and relished. Because of their flavor,
color and ease of use, berries appeal to
all generations of consumers.
Consumption of all berries has
increased steadily and absorbed
increased supply.

A key to public enthusiasm for
these super-healthy berries has been
maintaining and enhancing the public’s
confidence in the safety and integrity

of the chain of distribution and pack-
aging. This begins with proper han-
dling and treatment of plant materials,
to the picking and quality assurance
processes in the fields and under the
hoops, to pre-cooling the fruit, to rein-
specting and regrading the berries at
packing houses and then to shipping
the fruit at the right temperature and in
the best condition to markets. Sun

SUN BELLEʼS FOCUS ON BEST 
PRACTICES AND FOOD SAFETY 

Continued on Page 20
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company unique?

KJ: AFS has the highest development
spend in the industry, resulting in rich
feature functionality and state-of-the-art
SOA architecture and technology. AFS is
the only solution provider that offers a
one-stop solution for the food and 
beverage industry.

PSD: Are you introducing any 
new products this year?

KJ: We introduce new products every
year. Stand-alone Rebate Management, 3
and 4 PL solutions and e-commerce solu-
tions, to name a few. 

PSD: What distinguishes your products
from the competition?

AFS Technologies (Con’t. from p. 1)

emphasis in the food area?

RL: We have been expanding our line
of test strips to measure a growing
number of sanitizers. We’ve added
strips for peracetic acid, chlorine diox-
ide and new ones for variable levels of
chlorine and quats used in the industry.
For the lab technicians we will soon
have a waterproof version of our popu-
lar Smart Colorimeter. 

PSD: What are the hottest new products
you see coming?

RL: Peracetic Acid as a ‘green’ sanitizer
seems to make so much sense for this
market. It does the job and does not

require any extensive post-treatment
rinsing of residuals like other sanitizers.
Saves water, saves time and we see its
growth through our strip sales. Chlorine
dioxide seems to be gaining popularity
since some systems don’t require 
traditional generators. 

PSD: How would you assess this market
to your overall product line?

RL: We saw some other markets flat-line
in 2009, yet the food safety market
remains stable. People still have to eat,
but since they are cutting back on luxury
items some restaurants saw softer sales. I
suspect those vendors serving the gro-
cery industry are still seeing good results
and people in general are leaving junk
foods for whole foods. 

LaMotte Company (Con’t. from p. 1) PSD: What distinguishes your product
from others?

RL: We strive to build simplicity into
each product since we know users want
the quickest, easiest methods for testing.
But a very unique feature of our test
strips is that any moisture-sensitive ver-
sions are put in a waterproof Poptop vial
that includes a special desiccant liner.
This protects the strips far more than the
average strip vial.  

PSD: Who are the end-users of your
products?

RL: We see our product being used on-
site for testing sanitizer levels in rinse
water as well as in the research areas.
Where more precision is needed the

technicians use our titration kits as well
as colorimeters. Some of our instru-
ments can save data for downloading
later to a PC. 

PSD: Are your products used only by
industry professionals?

RL: For the most part that is correct and
they certainly are popular with health
officials. But back in the 1980s, some
may recall the great sulfite scare when
asthma sufferers died after eating salads
and guacamole with high doses of sulfite.
We suddenly sold a lot of sulfite test kits
but regulations curtailed its use so the
problem went away. Keeping food clean
and fresh is not an easy task.

For more information, stop by booth 367.

KJ: We’re the only company offering
solutions that can function in any operat-
ing system [Unix, Windows, Linux, etc.]
and any Data Recognized Data Base
[Oracle, SQL, DB2, etc.]. Additionally,
most AFS products can be deployed on a
licensed or Software as a Service [SaaS]
basis to fit the needs of any size organi-
zation and budget.

PSD: To what do you attribute your 
company’s success?

KJ: Industry focus and an investment 
in technology. 

To learn more about how AFS
Warehousing & Logistics Solutions can
increase profits and effectiveness in your
operations, stop by booth 738. For addi-
tional information, please visit
www.afsi.com or call 877-821-3007.

the use of conventional pesticides 
or fungicides. 

Environmental stewardship, produc-
tive conservation and energy efficiency
all contribute to Hollandia Produce’s
commitment to sustainability. Fresher,
longer-lasting and sustainably produced
living butter lettuce, living 3 ‘n’1 lettuce,
living upland cress and living arugula are

Hollandia Produce (Con’t. from p. 10)

PSD: What are the latest product and
process developments CHEP has offered
in the produce business?

JR: We are really proud of our Unicon
collapsible container. It is used to ship
ingredients directly from the field to pro-
cessing facilities and has great features
including a front half-door gate, true
four-way entry, a lower discharge sump
and a sight glass that allows users 
to view product level in the unit. It is
environment-friendly, meets ISO stan-
dards and carries the equivalent of five
55-gallon drums in the space of four. 

PSD: What is CHEP doing to meet
increasing demands for environment-

friendly business process solutions?

JR: At CHEP, environmental sustainabil-
ity is in our DNA. Our business was
founded on the principles of reuse and
recycling more than 50 years ago.
Everyone here, from the folks shipping
our pallets to our customer service team,
is committed to sustainability. 

We are pleased with the recent third party
validation that our business is helping the
environment and that CHEP continues to
help our customers reduce their carbon
footprint. Anyone interested in our sus-
tainability efforts can find out more at
www.chep.com/knowthefacts.

PSD: What technologies are being
deployed by CHEP to make the user’s

CHEP (Con’t. from p. 1) life easier?

JR: We recently launched additional
functionality in our PORTFOLIO+
PLUS application that dramatically
enhances the way companies do busi-
ness with CHEP. Customers can now
see, in real time, information that will
help optimize their daily pallet man-
agement decisions and improve
account management.

We developed PORTFOLIO+PLUS
with the help of our customers to make
sure it provides exactly what the business
users want. In fact, we spent months talk-
ing to our customers around the globe
before we wrote a single new line of
code. They asked us for better tools to
manage pallet reporting, and that’s exactly

what PORTFOLIO+PLUS delivers.

PSD: What’s next for CHEP in the 
produce business?

JR: The Better Everyday program will
continue for the foreseeable future. This
means consistently high quality pallets
for growers, shippers and receivers, as
well as processes that help them 
move product more efficiently. We will
also continue to add features to 
PORTFOLIO+PLUS that will make
doing business with CHEP even easier.
And, we’ll keep training and educating
our team so they can fully engage cus-
tomers on product handling challenges
in the produce business. 

For more information, stop by booth 1616.

In Sun Belle's blueberry nurseries, 
Los Reyes, Mexico -  Sant’ Orsola
Commercial Director Stefano Gatto, Sun
Belle Mexico Agronomist Roberto Armijo
and Sun Belle Principal Julio Giddings,
Los Reyes, Mexico, March 18, 2010

Belle Inc., for its part, takes the addi-
tional step of reinspecting at its four
U.S. distribution facilities every pack-
age of berries it ships to customers in
North America.

This emphasis on world-class
growing, picking, packing and distri-
bution practices has resulted in the
high ratings Sun Belle farms and dis-
tribution facilities receive from third
party auditors and laboratories, such as
Nutraclean and Primus, as well as cer-
tifications of much of its growing area
by GlobalGap.

Sun Belle (Con’t. from p. 19)

distributed by leading foodservice pur-
veyors, merchandised by innovative
retail grocers and available for review in
booth 1351 here at the United Fresh
Show. Please stop by the booth and expe-
rience for yourself the “Absolutely Fresh
Because It’s Still Alive!” promise. 

For more information, please visit
www.livegourmet.com, call them with
your questions at 805-684-4416 or stop
by booth 1351. 

augmented by consulta-
tions and visits by Sun
Belle agronomists. 

A fleet of Sun Belle
refrigerated trucks trans-
ports berries throughout
the day from the fields to
precoolers and refriger-
ated packing and quality
control facilities. Hand
in hand with these proce-
dures has been the estab-
lishment of traceability
procedures so that every
container of berries is
identified by the field the
fruit was grown in and
by the date it was picked. As the
berries travel through the distribution
process this accountability is main-
tained and tested. In the summer of
2010, Sun Belle Inc. will be using the
Harvest Mark system to label and trace
the fruit it grows domestically in the
United States as well as implementing
world-class food safety and growing
and packing practices. 

For more information, contact John
Hedges at john@sun-belle.com, call 708-
343-4545 or stop by booth 1160.

The emphasis on food safety and
best practices has meant the Sun Belle
growing and shipping companies are
involved in a host of ventures. They
provide technical assistance to all the
growers and supplies such as bees for
pollination. Sun Belle controls and
monitors the use of chemicals in the
field and retrieves chemical containers
from farms for proper disposal. Sun
Belle provides and services field lava-
tories and field hand-washing stations.
Sun Belle develops training and plant
management practices that emphasize
natural means of pest control and 
reinforce good agricultural practices, 
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Baja. On blueberries, we are finishing up
from Chile and are about to begin  with
excellent blueberry production from
Florida, followed by North Carolina,
California and Oregon.

PSD: Sun Belle announced last year its
Western Hemisphere rights to the Erika
variety of raspberries. How is that going?

JH: In 2009 we started propagating Erika
raspberries in Mexico. We expect to have
product to sell during the 2010-2011 sea-
son. The Erika plant itself is still under
USDA quarantine in the United States
but should be released in 2011. We are
currently evaluating growing options
with producers on the West Coast and
elsewhere in the United States. 

The Erika raspberries are stand-outs;
they are tremendously flavorful, with a
vivid red color and large size. They
hold their shape and don’t break down
in transit. 

Just last month, in March, I was privi-
leged to travel to our farms in Mexico
with our key Erika team from three
continents and five countries. Two

plant experts from Hargreaves Plants in
the UK, three experts from Sant’Orsola
in Italy, including Erika’s breeder, our
team of plant geneticists led by Nicole
Hewstone, my partners Julio Giddings
and Patricio Cortes, and our Mexican
teams of agronomists,  met together for
several days under the hoops and in
extended conversations on  optimizing
growth of this variety in Mexico. These
meetings about the Erika raspberry
illustrate what we at Sun Belle do very
well—we are detail-oriented, we are
collaborative and we plan and work
hard to meet and exceed the expecta-
tions of the marketplace. That certainly
was the case with the Tupy blackberry;
I am confident we will do the same
with the Erika raspberries and the many
berry varieties from Georgia, Arkansas,
New York, Brazil and Italy that we are
now working on.

PSD: What other new developments
have there been at Sun Belle?

JH: For the 2009-2010 season we
decided to open our own Sun Belle dis-
tribution facility in Los Angeles which
has done an excellent job taking care of
customers in the Southwest, West,
Northwest and Western Canada. We

Sun Belle (Con’t. from p. 1)

‘Express Cut,’ ISAA will also be launch-
ing In-Store ‘Express Clean,’ a safe and
effective way of cleaning and disinfect-
ing the ‘Express Cut.’ We feel that our
simple and safe processing and cleaning
system will change the way pineapple is
processed today!

PSD: What would you say makes your
product unique?

SA: What makes the In-Store ‘Express
Cut’ unique is the all-in-one patented
hands-off process. Unlike other coring
equipment, the additional step of cutting
off the top and tail is no longer required
as the ‘Express Cut’ accomplishes this
quickly and safely in one easy process.

When you cut with an ‘Express Cut,’ you
get the product that you want quickly,
without excessive handling or transfer-
ring from one machine to another. This
means less labor and a more consistent
piece of fruit in half the time! 

The ‘Express Cut’ is unique in that it offers
a completely tool-less piece of equipment
which allows the operator the ability to
process a variety of sizes of fruit by per-
forming a few simple adjustments. No
tools required! Retailers and processors
have found that they require a fraction of
the labor while exceeding the production,
without ever touching the cut fruit!

PSD: Who are your target end-users?

SA: When we first engineered the

In-Store Advanced Automation (Con’t. from p. 1) ‘Express Cut,’ we started by focusing on
the food processing industry.
Functionality and speed were major
issues which gave way to expensive pro-
duction costs. By engineering a preci-
sion piece of equipment that exceeded
expectations, we found that the ‘Express
Cut’ had found a home with an excep-
tionally broad spectrum of users. A large
demand has come from the retail sector
that wants to offer their customers the
freshest cut fruit available and is com-
mitted to cutting in store. With the
‘Express Cut,’ they now have the oppor-
tunity to offer their customer a finished
product that is consistent in size and
quality while reducing labor costs.
Equally we have seen a high demand
from processors who are looking to
reduce their costs while increasing the

quality of their product offering!

PSD: Tell our readers about your trade
show objectives. 

SA: We are very excited about the upcom-
ing year and the plans we have to intro-
duce ‘Express Cut’ and ‘Express Clean.’
We feel that United Fresh is an ideal
showcase to demonstrate the speed, preci-
sion and cost effectiveness of the ‘Express
Cut’ to retailers, wholesalers and proces-
sors. In addition, we are looking to develop
a network of sales agents that will work to
bring the In-Store ‘Express Cut’ to mar-
kets domestically and around the world. 

For more information, contact Stephen
Albanese at 905-738-0775 or stop by
booth 129.

also were fortunate to hire berry indus-
try veteran Bobby Price late in 2009 to
spearhead our sales efforts for blueber-
ries, blackberries, raspberries and red
currants on the West Coast. This was an
important step because it replicated on
the West Coast the hands-on style and
work that is the hallmark of Sun Belle’s
distribution efforts and sales throughout
the world.

PSD: Chile was rattled by one of the ten
largest earthquakes ever recorded this
year. How did that affect Sun Belle’s
operations in Chile?

JH: Obviously such a momentous natu-
ral disaster disrupted the lives of mil-
lions of people in Chile. However, Sun
Belle Chile in Santiago was open for
business on Monday morning, two days
after the quake hit, and air and sea ship-
ments of Sun Belle berries to the United
States, Europe and Asia resumed within
a week of the earthquake. Chileans are
a most extraordinary people; our
Santiago staff still walks up eight
flights of stairs to the office since the
building shifted a bit and the elevators
have not yet been repaired.

PSD: Do you have any other observations

of the 2009-2010 season?

JH: This season again proved how
important it is to be connected with the
world, to be on top of all the details of
the business, both in the markets and in
the growing areas. Sun Belle Inc. takes
its responsibilities to its growers and to
its customers very seriously. We are
constantly monitoring and evaluating
information to make sure we continue
to provide excellent value and serv-
ice—meeting commitments to our cus-
tomers and providing fair value to both
customers and the growers. That
approach is why Sun Belle Inc. has
grown so steadily these past 24 years
and why we’ve been able to bring on
new growers, develop new products and
meet the needs of existing and new cus-
tomers all over the world. Sun Belle
Inc. intends to remain a best of breed in
all aspects of the business, from the
selection of varieties, to their propaga-
tion and development, to commercial
development, to food safety and cold
chain management and to excellence in
marketing and distribution.     

For more information, contact John
Hedges at john@sun-belle.com, call 708-
343-4545 or stop by booth 1160.








