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Greetings everyone:

Forty years!

800-422-8384 #717-721-2800

As I ponder that milestone in the life of Four Seasons, l am reminded of a Tim McGraw song celebrating
another stage of life. It's the one with a verse that begins, "I think Il take a moment to celebrate my age, the
ending of an era, the turning of a page .- " Appropriately, with no further time spent on the past, the very
next line of the song s, "Now it's time to focus on where [we] go from here." If you know David Hollinger, the
Chairman of Four 5€asons, like we do, you'll certainly appreciate that David could have written that verse
himself. No...I'm wrong....he wouldn’t have written 1t, he would have just done it!

It is an honor for all of us associated with Four Seasons Family of Companies to be featured in this edi-
tion of Food World/Food Trade News as We celebrate our fortieth anniversary. HOwever, this story could not
be told if it were not for the foresight of our OWner and the diligence of the many talented associates who
have built this company through their dedica
this company with the freedom to soar because he has the courage to risk, the faith to believe, and the

ted effort and unwavering cornmitment. David has blessed

400 Wabash Road
P.0.Box 788
Ephrata, PA 17522

will to succeed. He built an organization that honors its associates, customers, suppliers and community
and strives to always serve each of these relationships with excellence. Along the forty year journey, there
have been many tremendous accomplishments and some tremendous failures as well. Collectively, this
rerninds us that in the triumphs of history as well as in the dust of defeat, there is greatness to be found if
we consistently do our best and live by our values. Mistakes, if not often repeated, are a means to educate

us and remind us that it is wise to be humble.

Where do we go from here? We certainly understand that we cannot settle for a future that is simply
an “aged” version of our past successes. Vision and strategy, risk and faith, directed growth through adding
value, continuous improvement along with a will to succeed-these are our responsibilities now. To prepare
for the future, we must redefine excellence as it relates to our associates, customers, suppliers and our
organization. We have a talented team of associates ready to take the lead of a company poised for growth.

Thousands of current and future lives will be touched by the decisions we make and the directions we take.

Anchored in strong Core Values of Integrity, Dynamic Leadership, Exceptional partnerships, and Winning
Culture, and driven by our Mission Statement of Growing Ideas, Producing Excellence, we move confidently
forward toward our Vision of Driving Healthy Distribution in the next forty years.

The future has a way of arriving unann

entire team across the Four Seasons Family of Companies is ready to write the history of the next forty

ounced. In fact, it's already here! There’s no time to waste! Our

years as they become the best years of the life of Four Seasons. [ warmly and enthusiastically invite you to

“'mon along!” We'll have a great time together!

FOUR
SEASONS PRODUCE 40™ ANNIVERSARY Special Section

Kindest regards,

Cﬁ.fﬂ)é,gé%

Ron Carkoski
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Dole Fresh Vegetables
proudly supports
Four Seasons
and wishes them another
40 years of growth and success!

www.dole.com

©2016 Dole Fresh Vegetables, Inc. TM & ® Trademarks of Dole Food Company, Inc.
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40 Years Later, David Hollinger
Remains As Passionate As Ever

While 2016 marks the 40th anniversary of Four
Seasons Produce, the food industry career of founder
and current chairman David Hollinger can be traced to
his childhood when he helped his father, the late Warren
Hollinger, operate Hollinger’s Farm Market in Ephrata,
PA.

Warren Hollinger had a truck farm growing fruits
and vegetables that evolved into a roadside stand, then
to a farm market and ultimately into a grocery store
where produce remained the spotlight department. His
son, David (one of Warren’s seven children), was an
integral reason Hollinger’s Farm Market became such a
local success.

David Hollinger’s career path was not much different
from his father’s. As Hollinger’s Farm Market continued
to expand, David helped manage the day-to-day opera-
tion which included trips to the Philadelphia Wholesale
Produce Market where Four Seasons got the seedlings
for their plants.

By 1976, the younger Hollinger felt ready to begin
his own entrepreneurial venture. So, with no business
plan (“I had more guts than brains”), a $60,000 loan
and a tireless work ethic, Hollinger began Four Seasons
in a 5,000 square foot warehouse in Denver, PA that
primarily supplied foodservice customers in Lancaster,

“We've got a tremendous
group of people here.

They believe in our mission that if
growing ideas — producing excellence

is the mission, then integrity, dynamic
leadership, exceptional partnerships

and a winning culture are the pillars that
support our success.

These core values act as a guide and
illustrate our commitment to customers,
associates and suppliers — all of whom we
want to treat with ‘The Golden Rule.””

David Hollinger
Chairman & Founder
Four Seasons Produce

York and Berks counties. He
described those early years
as marginally profitable
ones where “we worked
incredibly hard to earn very
little money.”

While the financial
rewards were minimal, Four
Seasons continued to gain
new customers including
an increasing number of
smaller supermarkets in the
region. By 1986, Hollinger
relocated to a new 25,000
square food depot to better
serve his growing and di-
verse customer base. It was
at that time Four Seasons
landed its first big super-
market account - the in-
dependent retailers that trade as Thriftway and Shop ‘n
Bag (the RMG group which now carries the IGA banner)
and operated more than 30 stores in the Philadelphia
area. Over the next 15 years, Four Seasons twice ex-
panded its distribution facility while continuing to add
more retail-driven customers, including supermarkets in
New Jersey, Maryland and Virginia. A personal devotee
of health and wellness, Hollinger added organic fruits
and vegetables to the Four Seasons catalogue, becoming
a certified organic wholesaler in 1996. Today, 50 percent
of the company’s business is generated from the sale of
organic fruits and vegetables.

By 2000, Hollinger faced another high risk decision:
having outgrown its 14 year-old warehouse and with no
further room to expand on site, should he hold steady
on his profitable stake, or should he aspire to reach the
next level of success?

By now you should know that, despite his extreme-
ly humble nature, David Hollinger is a visionary and
risk-taker. He knew that the produce business was
booming with the potential for continuing rapid growth
and it was important for him to provide a platform for
Four Seasons’ associates, its customers while also being
mindful of next generation perpetuation.

So, again, with a high level of personal financial risk,
Hollinger acquired a large parcel of prime property on
Wabash Road in Ephrata. Two years later, Four Seasons’
new 262,000 square foot headquarters was unveiled.
With recent upgrades and additions, the distribution
center has been expanded to 287,500 square feet.

Included with the framework of the new building

David Hollinger
Chairman & Founder, Four Seasons Produce

were: the core Four Seasons wholesale produce business;
its Earth Source Trading unit, which imports organic
and conventional fresh produce; its Sunrise Logistics
division, which serves as a full service logistics provider;
and its Sunrise Transport subsidiary that operates a
refrigerated fleet of trucks and drivers.

Hollinger takes great pride in the quality of the
culture that currently exists at Four Seasons. “We’ve got
a tremendous group of people here. They believe in our
mission” Hollinger said, adding, “that if growing ideas
— producing excellence is the mission, then integrity,
dynamic leadership, exceptional partnerships and a
winning culture are the pillars that support our success.
These core values act as a guide and illustrate our com-
mitment to customers, associates and suppliers — all of
whom we want to treat with ‘The Golden Rule’”

Hollinger feels that Four Seasons is in an excellent
position to grow sales, noting the focus on the health
and wellness of produce, consumers’ great reliance on
natural and organic products and the increasing expan-
sion of local and sustainable fruits and vegetables.

As for the future of the company, at 64, Hollinger is
in physically excellent shape and is still as curious and
competitive as ever. And in the on-deck circle is his son
Jason, who currently serves as general manager of the
company’s Four Seasons wholesale unit.

David Hollinger clearly remembers the early days of
the company - long hours with little financial gain. His
biggest reward being the satisfaction of his customers
while maintaining his foundation of unyielding passion
about produce.

Not much has changed in 40 years.

4 |
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100% of our products are now
offered Organic & Fair Trade

Gratitude is the word for our customers who wholeheartedly
support our program.

Our Farmworkers have formed an Association and named it
Nuchi Sansekan which in Néhuatl, their indigenous language,
means All Together. They know that’s the only way.

Those who chose our Fair Trade products are making a
conscious purchase that will bring a positive impact, to
the lives of our workers and their children.

Very soon, we will be able to see the fruits of the Fair
Trade Premium in a Community Project that will
allow for better health, education and nutrition.
The Project will be proposed and selected by all
workers through a democratic process.

Empowerment through decision-making.

Truly Organic, Truly Fair
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CEO Ron Carkoski: Enhancing Culture
Critical To Four Seasons’ Success

Food World/Food Trade News: You are
one of the most travelled, busy men that I
know. You are not only involved with Four
Seasons, which is a full-time job. You are
also very involved with charitable efforts,
with industry affairs and so on. In a snap-
shot, give us what a week in the life of Ron
Carkoski is like. What you might be doing
typically in terms of what you do leader-
ship-wise and other affiliated business
with the industry?

Ron Carkoski: Which week do you want?
The thing I want to stress is that there is
no real uniform week. Of course, we have
structures that we deal with and work
with. Monday is a catch-up day for every-
body. It is a very busy day. I think my goal
as the CEO is to stay out of everybody’s
way and let them do their work on a Mon-
day. On Tuesday morning we have what we
call a company-wide pod meeting. It is all
of the directors and above getting togeth-
er in one room and going over all of the
details of what is going on in the company.
This allows people to ask questions of
other departments, other directors, other
parts of the company and gets everybody
on the same page. The rest of the week is
spent meeting with my direct reports. I try
to meet with them every week to effective-
ly understand what some of their chal-
lenges may be and what some of the issues
they are dealing with are and help them
along where I can. And also to help under-
score the vision that we all have of what we
are leaning towards. Along the way, I work
with a board of directors for the Delaware
Valley Floral Group in Sewell, NJ. It is not
uncommon for me to have either a phone
call or a conference call during the week to
work as a fiduciary member of that board.
I am not a family member of the board

of directors of that company. Also, I head
the human resource and talent committee
for that board. I often have conversations
in that respect. I just finished a three-
year commitment at United Fresh. In
2013, I was the chairman-elect. In 2014

to 2015, I was the chairman and 2015 to
2016, ending in June of this year, I was
the immediate past chairman. So, that
was my time with United. That required a
lot of travel, especially during the chair-

man year. That year had me in all parts of
the country participating, spreading the
message and working with different groups
affiliated with that. Of course, that is the
government relations arm of the produce
industry and as such I had the opportunity
to meet with Secretary of Agriculture Tom
Vilsack face-to-face, conversing about the
school nutrition program, the farm bill.

I also had the opportunity to talk with
various members of Congress face-to-face
about issues which are of concern to the
industry, such as immigration, the special-
ty crop grants, and issues such as water out
in California, labor issues in Mexico and
that type of thing. Those were some of the
issues that we dealt with and continue to
deal with. That was a very fulfilling part of
it and came at a perfect time in my career
here. Our team has been really well-de-
veloped over time and was able to step in
during my absences. That’s my week. Every
week is different. In the end, that is really
what I like about my job.

Food World/Food Trade News: What do
you consider the biggest challenges you
face as CEO of the company and what do
believe are the biggest challenges facing
the produce industry as a whole?

Ron Carkoski: [ think some of the biggest
challenges we are facing are truly based

on the regulatory side of the business. It

is from the federal government and from
some of the states. On the federal side, of
course, we are all being challenged to be
very, very aware and it is ultimately totally
necessary for us to be very aware of food
safety. Food safety continues to be the key
item. In that realm, we had the Food Safety
Modernization Act of 2010 passed. Those
regulations are now starting to come into
effect here this year and will continue to
move forward. Also of concern is labor - in
the growing side of the business as well

as in the production side of the business.
But also, labor in terms of drawing people
into this industry, getting them interested
in the fresh produce business and helping
them understand what a unique and viable
career path this industry offers.

Food World/Food Trade News: How does

d: 4
Ron Carkoski

Chief Executive,
Four Seasons Produce

that trickle down to your job as chief exec-
utive? Obviously, those issues would apply
as well. But, specifically, beyond that, what
do you have to do to take some of those
challenges and apply them so that your
people can work more efficiently given
some of the constraints and challenges
that are out there?

Ron Carkoski: Great question. I think
that is the core of what Ilook at my re-
sponsibilities to be here. One of the very
first things I did when I got here was to
develop a memorable and viable mission
statement, which is “Growing ideas and
producing excellence.” It has enough pro-
duce reference in it to be a produce mission
statement, but more importantly, it is
truly about the involvement of every per-
son in this organization having the right
and the responsibility to bring their ideas
forward. This helps us ascertain whether or
not they are viable, and if so to implement
them with the highest level of excellence.
A winning culture is what [ really want to
focus on. And, that is what I look at here.
My job here is to protect and defend the
culture of this organization, so that it is
unique. [ believe it is what exemplifies
Four Seasons and what identifies Four
Seasons and gives us an extremely positive
competitive edge. Anybody can buy and
sell produce and anybody can merchandise
produce. But to do it in the manner we do
it, with the people that we have here, it at-

tracts the kind of people that we want. In
turn, those people protect us and defend
us and continue to keep this company the
kind of company we want it to be.

Food World/Food Trade News: One of the
strengths of Four Seasons is its culture.
How do you push the associates and at the
same time continue to maintain the entre-
preneurial spirit of the organization?

Ron Carkoski: It is like being a good chef.
You have your recipe and the recipe is truly
taking care of the people. My responsibil-
ity is to truly make sure that every leader
of every part of this team is on the same
page. We all need to understand that our
responsibility is to take care of the people
first, because they are the ones who take
care of the business. That is really what we
want to do. How do we do it? We do that
by making sure that they are healthy from
a business standpoint, we try to help them
as much personally as we can. We have a
chaplain on staff here who helps them in
areas where we can’t possibly effectively
communicate with them. People know
they can talk to her about anything and it
doesn’t get back to us. It is proprietary. It
is quiet. They know that they are cared for.
That is not to say that we don’t have our
problems here. We have 685 people work-
ing here as of the beginning of October.
That means we are going to have issues just
like you have in a family. But, it is trying to
keep everybody on the same page, making
sure that they all understand the impor-
tance that they each serve in the business.
Honestly, we are at the point in our life
right now where we have to protect that.
The culture is pulled through here, it is not
pushed through. I don’t push it. It is pulled
through by the people that are here and
that enjoy working in that culture every
day. The people here can tell me quicker
than anybody whether or not somebody

is going to make it. If they resemble that
culture and they have that culture in them.
They either make it or they don’t and our
team pulls it through. They have to under-
stand what our values, mission and goals

See CARKOSKI
on page 32
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[ ,ady Moon Farms
Congratulates Four Seasons
Oh 40 Years!

We're Proud to Partner with You
on Your Organic March!
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Nelson Longenecker, Vice President of Business Innovation

Nelson Longenecker plays a key
role in the Four Seasons Family of
Companies. With the unique title of
Vice President of Business Innova-
tion, Nelson oversees the teams that
support the business in the areas
of information technology, strate-
gic projects, facilities, energy and
sustainability, and food safety — all
geared to better serve customers
and to become more cost effective.
According to Nelson, the idea behind
his role is “... that as an organiza-
tion, we have a mission of ‘Growing
Ideas, Producing Excellence’, and if
we’re going to make that come to life
we need to work at that every day
and in a variety of ways.” With 18
years invested in the company and
past experience in operations, ware-
housing, transportation, inventory

control and technology deployment,
the company found the ideal person
for the role.

With so many hats to wear, what
is he most passionate about? “I
recognize we’ve become even more
customer focused than ever. I love
being part of a team that’s doing
everything we can to partner with
our customers — and to leverage
technology to either drive down our
costs or serve our customers better.”
He also believes that the associates
directly reflect that idea. “We have
a team that is just passionate about
their work. We do a survey of our
people and it comes back time and
again that almost 95 percent of
our associates believe they directly
impact the success of our company.

A very high percentage also believe
that we truly to want to provide our
customers with exceptional service.
It is hard for someone outside of the
organization to truly appreciate the
level of energy and commitment to
excellence that is part of our culture.
Also, as we’ve grown, we’ve contin-
ued to bring in a variety of strong
professionals. I believe we've got a
more capable team than ever — it’s
been exciting to be here to see that
develop.”

Loretta Radanovic, Vice President & Chief Financial Officer

Loretta Radanovic is about to
commemorate a milestone with
the Four Seasons Family of Compa-
nies, which she first joined as the
director of accounting administra-
tion in 1997. In February, she will
be celebrating 20 years with the
organization, where she is not only
vice president but also as of Janu-
ary 2016, the chief financial officer.
Loretta runs the financial side of the
company, where her duties include
overseeing the accounting and
finance department, risk manage-
ment, and the property and casualty
insurance lines. She also is in charge
of maintaining banking and auditing
relationships, handling financing,
and is a key player in mapping out
the succession plan for the Hollinger
family. Although her roots are in
finance, her many years at Four Sea-
sons have given her a true apprecia-
tion for the produce trade. “It’s been
incredible to see how the business

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

has changed over the years,” Loretta
says. “We've really grown with the
independents and the different
wholesale chains. Organics was
something that we added and that
of course has grown because now
that is over fifty percent of our
business. That’s been really wild. You
have changes in customers and you
replace them with new customers.
That would probably be the biggest
change, and just the growth of the
organics and the natural stores.”

In looking back at her storied
career with the company, where she
also has held the titles of controller
and vice president of finance, she
talks about why she has remained
with Four Seasons all of these
years. “One of the greatest things
we have built here is culture and
we’ve worked really hard to define
that culture and to really build on
it and to start at the top and have

it work its way down. We have a
vision statement now — Driving
Healthy Distribution- and a mission
statement of growing ideas and
producing excellence. We also have
our core values. We didn’t have those
when I started.” She continues, “That
growth of being really clear about
what our vision and mission and
core values are, of communicating
that to the people, it coming down
so they understand that so they

can work freely with those ideas - I
think that’s really important. And
that family atmosphere that we have
here, we have built on that. As we
are growing it is getting harder and
harder to maintain because we have
more employees, so it’s going to take
even more work for us to maintain
that family culture but we want to
still be able to be flexible enough to
find that balance as we continue to
grow.”

November 2016 Food World | Food Trade News



THE GRAHAM COMPANY®

INSURANCE BROKERS AND CONSULTANTS

Actions Matter.” 215.567.6300 grahamco.com

. ﬂstablished in 1963, Hudson River Fruit Distributors

o s fourth generation fanuly owned and operated

71111:55 Vertically mtegratet] we grow, pack, store,
B e

ship, and sell our own apples as well as represeut

oi;er 50 growers in New York State and New

" Hudson River Fruit Distributors is ratiked as
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Wendell Hahn, Vice President of Business Development

A seasoned veteran of Four
Seasons Produce, Wendell Hahn is
about to celebrate his 25" anniver-
sary with the company. Throughout
those years, Wendell has played
various roles in the organization
including: director of retail services,
director of sales, director of buying
and general manager. He currently
holds the title of vice president of
business development. Prior to his
career at Four Seasons, Wendell
worked on the retail side in the D.C.
marketplace, first with Safeway and
then with Grand Union, where he
made his way up in the department
to eventually lead the overall pro-
duce operations for that division. He
went on to work at Food-O-Rama in
Baltimore as their VP of produce and
spent seven years on the indepen-
dent side.

With so many years in both the
retail and the wholesale side of
produce, Wendell has seen a lot of
changes in the industry. The most
notable one, from his perspective,
has been the growth of the organic
sector, which Four Seasons got into
way ahead of the curve. “We were
early getting in on the organic piece.
We probably ventured into it 18 or
so years ago. We weren’t the first but
we were one of the early ones and
that has allowed us to grow with the
market. As that segment has grown,
we’ve been able to grow with it and
it’s something we’re very proud of. It
is now better than half of our weekly
business.”

As he reflects on his many years
working at Four Seasons, what does
Wendell consider the key to their

success? “As a privately-owned
company, we've been very fortunate
to build a strong team of associates
with a strong culture. Our core
values are key to us and what we

do on a daily basis. We have a great
mission statement —“Growing Ideas.
Producing Excellence.” - and we try
very hard to build on that each and
every day. Our focus continues to
be on our customers, our customer
service, and our associates and that’s
something we’re committed to.”

Kim Miller, Director of Human Resources

As the Director of Human
Resources at Four Seasons Produce,
Kim Miller has seen a significant
growth in the company in the 16
years that she has worked there.
From her start as a benefits special-
ist, Kim has watched as the company
has gone from approximately 400
associates to almost 700 strong
today, and she was a member of the
team to lead the transition from five
area warehouses to one facility. “It’s
just been really awesome to see the
development of the organization
and how we embrace technology
and change and new procedures and
constantly are innovating to make
things better. When we moved from
5 different warehouses in this local
area to this one facility, that was a
cultural change for us because we
had people who had been working at

| FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

one warehouse for their entire career
with us that didn’t interact with any-
one from the other warehouses and
then we brought everybody under
one roof.” Kim continues, “The way
we managed through that process
and helped people get integrated
with one another was no easy task.
The way we did things at one place
wasn’t necessarily the same way we
did it at another warehouse, so to
bring everyone together with a new
set of procedures and processes was
huge”

Throughout all of this, Kim
credits the company’s commitment
to preserving its culture for being
the root of Four Seasons’ success.
“Our culture is unique here and
it gives the associates the oppor-
tunity to be innovative and find
solutions. Our present success, our

past success, and our future success
all lie with our associates. We want
them to come up with new ideas and
do everything to the best of their
abilities. One of the most important
things for us as an organization as
we continue to grow is keeping that
small family owned business feel no
matter how large we get. That has
been one of the reasons that people
come to us as an organization. It is
one of the reasons they stay with us
for so long. That feel that we have of
a small family business is something
we really strive hard to continue.

It’s important to our leadership, it’s
important to our managers, it’s real-
ly important to our associates who
work here, especially those who have
been here a long time. They don’t
want us to lose that feel because it is
what makes us different.”

November 2016 Food World | Food Trade News
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WE SALUTE FOUR SEASONS FOR
40 YEARS OF GROWING IDEAS
AND PRODUCING EXCELLENCE. &%=

From a 5,000 square foot warehouse in Denver, PA in
1976 to becoming a national player in organic and
fresh produce, the Four Seasons Family of Companies
has an outstanding track record of Growing Ideas and
Producing Excellence. We at Giorgio Fresh Company
salute you.

GiorgioFresh.com

SFouT; Seasonsonyourmy/e 410,12,
i:u JJIJ wa Ene; U, Ufy.)
Smyouey S Proyge,

Y
7

Commercial Division

Bulk Fuel Delivery and Transport « On-Site Fleet Fueling - Commercial Fleet Card Programs
Propane Autogas « Diesel Exhaust Fluid « Electricity & Natural Gas Services

T

Etanieale <
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An information technology expert for
30 years, Heath Johnson spent his first
15 years in the retail furniture sector
where he supported privately held organi-
zations. For the past 15 years he’s provid-
ed technical solutions for Four Seasons
= Family of Companies. Heath currently
; }”:k.-_.l.‘ é oversees a team of 11 people with plans
o to expand his team to further automate
business processes. The team focuses on
building business strategies that support
company growth and the efficiencies
of running the operations while main-
taining healthy systems. “We are a 24/7
operation, so downtime is unacceptable.
It’s important to maintain the technical
environments to keep it healthy and
running at peak performance. Downtime
translates to a direct impact to associates,
customers, and suppliers so we take this
responsibility very seriously.” In discuss-

remEi

CONGRATULATIONS FOUR SEASONS PRODUCE, INC. ON 40 YEARS!

Before she does.

Product temperature and location visibility —in real time.

For perishable products, the sooner you know about a potential delivery
problem or temperature excursion, the better. With Sensitech’s Inbound
Real-Time System, you see the what, where, when, and why of your entire
global cold chain in time to make critical decisions.

e Know where and when things go wrong, so you can take proactive steps—
like re-routing a delayed shipment or filing a claim.

e Get transparent, real-time visibility of carrier performance,
s0 you know whether you’re getting what you commissioned.

e Simplify cold chain monitoring with a comprehensive solution
that includes data collection, analysis, and expert support.

Sensitech helps you protect product freshness every step of the way.

If it’s not fresh, you need to know.

A Part of UTC Climate, Controls & Security
www.sensitech.com

Amsterdam Bangalore Boston Hong Kong Melbourne
© 2015. Sensitech Inc. All rights reserved.

Santiago  Shanghai

Food World | Food Trade News November 2016

ing how Four Seasons has evolved over
the years, Heath first pointed out what
has not changed: “Their core values and
company culture have been rock solid
since I started. Very family oriented, very
caring about their associates and custom-
ers.” What he has seen transform over
the years is the diversity of the company
and the services they provide. “When I
first joined it was produce distribution
only, now there is an import arm, a trans-
portation arm, and third party logistics
arm. That diversity, as far as how to
provide and support various applications,
has been a big shift in how technology
services the business’s needs. Transac-
tional throughput, data storage, and how
we leverage data to make better deci-
sions have massively grown, so it takes
more applications and compute power to
run the day-to-day operations. We use

SENSITECH
g

SUPPLY CHAIN VISIBILITY

FOUR SEASONS PRODUCE 40™

Heath Johnson, Director of Information Technology

wireless technologies in our warehouse
management system to improve invento-
ry accuracies and associate productivity
by voice selecting customer orders. We
have GPS and in-cab solutions across our
transportation fleet to maximize driver
productivity and vehicle efficiency. By
using these types of technical solutions
we are able to keep our customers more
informed and provide better customer
service.” Heath believes that the compa-
ny’s vision statement, “Driving Heathy
Distribution,” sums up what we're all
about. “Our vision statement says so
much about the company and what we
set out to accomplish. It’s a core part of
who we are and the services we provide.”

ANNIVERSARY Special Section | 13
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Four Seasons Produce is a full service
wholesaler of organic, conventional and
local fresh produce based in Ephrata, PA.
The company has very humble roots dat-
ing back to when founder David Hollinger
was just a little boy. He shared his father’s
love of farming and sold his first garden
crop to a store near Ephrata, Pennsylvania
when he was just eight years old. Da-
vid’s infatuation with fresh produce deep-
ened as he traveled with his father to pur-
chase produce for the family farm market
as a child. As an adult, he felt compelled
to serve, so he and his wife, Debbie, spent
several years in rural Mississippi provid-
ing volunteer services in a farmer’s co-op.
After returning home, David resumed
work in the family produce market, buy-
ing produce and managing the company.
It was then, in 1976, that Four Seasons
Produce, Inc. came to life. Local bankers
recognized Hollinger’s personal integrity
and potential with a small loan and a line
of credit. With it, Hollinger purchased a
5,000 sq. ft. building, a few trucks and
equipment so he could supply local restau-

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

Four Seasons Produce, Inc.

rants and market with fresh produce.

The company flourished and in 1986, the
warehouse was moved to a 25,000 sq. ft.
building. Due to the explosive growth

of the business, the company was using
five buildings in Ephrata and Denver by
2003. The company consolidated those
operations when the company moved into
its 262,000 sq. ft. headquarters at 400

Wabash Road in 2004, of which 25,000 sq.

ft. was refrigerated warehouse space. Four
Seasons decided to invest $5 million in an
expansion project that was undertaken in
the fall of 2014. This project opened up
the facility to 137,000 square feet of re-
frigerated warehouse and 287,000 square
feet in total. Besides the refrigerated
warehouse, the facility includes offices, an

employee cafe and marketplace, loading
docks, production (such as packing and
re-packing) and non-refrigerated storage.

Four Seasons Produce specializes in
Direct-Store-Delivery to independent su-
permarket groups, single store operators,
gourmet retailers, farm markets, online
retailers and home delivery, and oth-
er specialized retailers in the Mid-Atlantic
and Northeast region. They also concen-
trate on warehouse and large volume pro-
duce deliveries to national and regional
chain stores, wholesalers, processors and
cold-press juicers, and other professional
produce buyers on the East Coast and
offer fresh produce export programs for
retail and food service to Bermuda and

the Caribbean.

Four Seasons

Produce Inc.

November 2016 Food World | Food Trade News



Congratulations to Four Seasons for celebrating their
40th Annivsersary!

Four Seasons

Produce Inc. ol
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Eggs Fresh From Amish Country - Lancaster County, PA www.NaturesYoke.com
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Four Seasons Produce specializes in Direct-Store-Delivery to indepen- Four Seasons Produce specializes in warehouse and large volume produce

dent supermarket groups, single store operators, gourmet retailers, farm deliveries to national and regional chain stores, wholesalers, processors and
markets, online retailers and home delivery, and other specialized retailers cold-press juicers, and other professional produce buyers on the East Coast. They
in the Mid-Atlantic and Northeast region. also offer fresh produce export programs for retail and food service to Bermuda
and the Caribbean.
Programs & Services for Independent Retailers Programs & Services for Wholesale Buyers
Merchandising Services including resets, Organic Sourcing Solutions and Retail-ready Organic Programs

displays, and training from produce experts Locally Grown Programs

Sales Representatives that know the product and spend time in the coolers East Coast Product Sourcing Solutions
Private Labeling and Custom Packs
Packed-to-Order « Citrus and Tomato Packing
Ripening Programs for Bananas and Avocados
Access to Pallet and Load Volume of an Expansive Variety of Fresh Produce
Weekly Market News, Product Mix Analysis, Short and Fill Business for Next Day or Emergency Service
Reporting, and Merchandising Tips Spot Deals and Opportunity Buys

Custom Supply Programs for independent chains and ad groups

Ad-Writing, Price Lists and SRP management,
Opportunity Buys and Specials

SUSTAINABLY FARMED LocaLyy GrROWN SWEET NATURED FRUIT

(R_ 6 CaLL OUR SWEET NATURED SALES TEAM FOR YOUR FRUIT MARKETING NEEDS!

WWW.RICEFRUIT.COM 800-627-3759

Congratulations to Four Seasons Produce for 40 years of success! Best Wishes from Rice Fruit Company.

FrutT COMPANy
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Supplying over 20 varieties ot
premium eastern apples
12 months per year.

Please contact Andy Figart
at afigart@hessbros.com
or Fred Hess at fred@hessbros.com

Leola, Pennsylvania * 717-656-2631

Hess Bros. is a proud partner of Four Seasons — congratulations on 40 years of success! o

Four Seasons Produce... 40 Years of
Freshness is Berry Exciting!

Lettuce Congratulate You on Your Success
and Thank You for Your Partnership in
Fresh! You €an’t be Beet.

Food World | Food Trade News November 2016 FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section | 17
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Organic gardening and the health food
movement has always been a passion for
Four Seasons Produce Founder David
Hollinger. In 1996, the wholesale distrib-
utor started a formal organic produce
program. Then later that decade, Four
Seasons Produce purchased Joshua’s
Organics, a small New York City based
organic wholesaler. With Josh Steinhaus-
er on board, the critical mass from his
customer base, plus his industry exper-
tise, Four Seasons was able to dive deeper
into the natural food store and food co-op
realm.

In the early 2000s, chain stores began
to take notice of the organic produce
trend and were seeking solutions to sell
organic fruits and vegetables without in-
curring high shrink. Four Season Produce
was one of the first wholesalers to roll out
a UPC’d packaged organic program and
then shortly thereafter transitioned away

,_"_ PN

from foam packaging to biodegradable
and compostable palm fiber trays.

Combining the support to chain stores
with the sales to the independent natural
food store channel, Four Seasons con-
tinued to grow in breadth and scale in
organics. Key vendor partners, like Lady
Moon Farms, the east coast’s largest or-
ganic vegetable grower whose high quality
products were sought after by buyers “in
the know”, found a good partner in Four
Seasons to bring their products to mar-
ketplace. Currently the vendor partner
list is vast and also includes top organic
brands like Driscoll’s, Cal-O, Stemilt,
Earthbound Farms, organicgirl, Olivia’s
Organics, Foxy Organic, Equal Exchange,
and many more!

These days over half of Four Seasons
Produce’s sales are on organic produce.
That organic produce makes its way to
retailers and other professional buyers of
all kinds in the mid-Atlantic and north-
east. It really never was about the “trend”

\_';,._{J-r' R = T,

so much as a belief in the organic growers
and the retailers who wanted to bring
those products to market. Organics is
here it stay as an important alternative
for consumers, and Four Seasons Produce
is fully committed to it!

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section
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Pacific Organic connects you to the
finest growers of organic produce
around the world, to meet your
specific needs for price, availability,
and delivery. From California stone
fruit to New Zealand apples to Mexi-
can mangos, we directly represent the
best of the best in the world of organ-
ics. Contact us to discover how we can
help improve your organic results.

ity.
RULL:

pacorg.com /415.673.5555

Get ready to put all those re-pinned recipes to the test. The holidays are your time
to shine! You know that quality starts at the source and Organic Valley butter is
second to none. Made with milk from pasture-raised cows and slow-churned

in small batches, it's your secret ingredient for the most delicious time of year.

© Organic Valley 2016-11040

WD
For delicious holiday recipes, please visit www.organicvalley.coop. @ ﬁ yo
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Forty Years of Driving

2 e B it e

Produce Inc.

1976:

Business begins from 5,000 sq. ft.
warehouse in Denver, PA

1998

1995

First bagging and punnet machines added
for produce packing. Retailer programs
expand.

Exporting of produce begins

1986

Primary supply begins to first Philadelphia
area retailer group. Warehouse moves to a
25,000 sq. ft. building Certified Organic Produce Program begins | Open 262,000 sq. ft. 400 Wabash

Road facility

20 | FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section November 2016 Food World | Food Trade News



We're all about ,

2005

Initiate Private Labeling of Organic
Produce for East Coast chain stores

Food World | Food Trade News November 2016

Earth Source Sunrise Lag:sﬂg;

2006

Earth Source Trading & Sunrise Logistics
become part of the Family of Companies

4

First refrigerated facility awarded the
Energy Star certification

2014

50% of total sales generated from
organic produce

Major warehouse and truck garage
expansions

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section | 21



® 11 climate zones to store produce at its ideal temperature and humidity for
maximum freshness

® 8128 pallet spaces of refrigerated storage at our primary warehouse

* 20 Ripening Rooms to condition up to 640 pallets of bananas or
avocados at a time

® Rail Car Siding to unload and receive up to
two rail cars at one time

® Sophisticated Warehouse Management
and Inventory System

® Quality Control Inbound Inspections and
Quality Assurance Inventory Monitoring

® Organic Certified Handler and Distributor

® GFSI Certified Food Safe Facilities —
Superior Rating, HACCP Program

CONGRATLILATIONS
FOUR SEASONS

ON 4O YEARS

A DECADE OF SUPPORTING

SMALL FARMERS

www.beyondthepeel.com

22 | FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section
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Congratulations to the Four Seasons family of
companies on their 40th Anniversary.

We've been growing, packing and shipping onions for over 35 years,
so we understand and appreciate the hard work and dedication it
takes to achieve long-term success in the produce business. We look
forward to working with the Four Seasons’ team for many more
successful years to come.

.1‘:‘._-i_': Fresh ideas. It’s just good business.

Zi  Get the whole story. PeriandSons.com/hat_ad

PERI & SONS’

F A R M S d : | White, Yellow, Red, Sweet & Organic n g m
Tube

Where good things grow.” IF % 775-463-4444 » PeriandSons.com

TO OUR FRIENDS AT
FOUR SEASONS PRODUCE
ON 40 YEARS OF PRODUCE EXCELLENCE!

www.lakesideorganic.com 831.761.8797
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Jason Hollinger, General Manager of Four Seasons Produce

Representing the second genera-
tion of Four Seasons Produce, Jason
Hollinger is following in his parents’
footsteps. In addition to working on
dairy farms during his teenage years
and in the produce department for
Fresh Fields, a retailer later acquired
by Whole Foods, Jason worked a vari-
ety of jobs at Four Seasons during his
college summers including selector,
night floor cleaning, and 3 shift
receiving manager. “I knew I wanted
to work at Four Seasons. The way dad
would talk about it at home energized
me. And I liked being around the
office and the warehouse as a kid. I
would go into the office with dad and
play in the warehouse and pretend
[ was a worker — moving pallet jacks
and lifting cases. I pretty much always
knew I wanted to work here. I didn’t
seriously consider anything else.”
However, it was when he started
buying local produce at a nearby
auction one summer that his passion
was really ignited. “I began to see
how a weather event one day changed
what was at the auction the next day -
usually less product - which drove the
prices up. Then, a week later when it

was sunny and nice, the high volume
of product would drive prices down. I
saw how the best quality brought the
highest prices and how some farmers
always had the very best product and
displayed it so nicely. The auction
was a great way to learn the ins and
outs of growing, quality, supply and
demand, and holiday effects.” In his
current role as general manager of
Four Seasons Produce, Jason leads
the teams of buying, quality control
and sales. “The heart of the produce
business is the buying, knowing what
quality you have on hand, pricing it
right and getting out there aggressive-
ly to sell it. So, I'm privileged to lead
the heart of the business.

He was there right from the
beginning of the organics business.
His first full time job with the orga-
nization was buying organics. “At
that time about 1% of our sales were
organic and now we are at over 50%
percent and we wouldn’t be the same
without that so I'm grateful to be part
of that.” He also makes note of the ef-
fect that the warehouse consolidation
had on how business was approached.
“I felt the change from full warehous-

es in 2002 and2003 - when we were
maxed and working from five separate
locations. We were constrained and
it made for stress and a little bit of
chaos. Then in 2004 we moved to
our large new building and after we
got settled in it gave us a sense of
‘Wow! We need to fill this building
up. Let’s go! Let’s go get sales!” That
was a stage where everything we did
was geared towards, ‘growth, growth
,growth. And we accomplished that.
Then in 2014-2016 we once again
found ourselves constrained at times
and the priorities had to be shifted
slightly. We had to plan growth more
carefully and work harder to make
sure we were servicing customers well.
We have to be efficient as possible be-
cause we don’t have much more room
to move.” In the end, no matter what
the changing dynamics of the busi-
ness are, Jason believes at the core

of Four Seasons is the servicing the
customer. “We just delight in helping
them succeed. That’s our specialty,
our strength - helping stores have
outstanding produce departments
since that is often the first thing their
customer sees.”

Dave De Wees, Director of Operations

Although he is the new kid on
the block at Four Seasons with just
his first year at the company under
his belt, Dave DeWees is no stranger
to the retail food industry. With 20
years of experience at the Hershey
Company in all facets of the opera-
tions including warehousing, direct
marketing, packing and manufactur-
ing, Dave uses this acquired knowl-
edge in his position as Director of
Operations.

In his short time with the orga-
nization, Dave credits his time as
already dramatically changing his
perspective on organic products.
“After a year experience in produce
business, what seemed to have
piqued my interest in things to come
is definitely the fact that organic is
such a big part of our business. And

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

having two young children, a 12 year
old and a 14 year old, and think-
ing about the importance of their
future, I was introduced more for-
mally to organic product since I've
been here and have even personally
migrated towards looking at labels
and looking for organic products.”
He believes the organics part of the
business will not only continue to
flourish but also thinks companies
like Blue Apron will be a big part of
their future enterprise, stating, “I
think direct-to-consumer suppliers
and companies that we’re providing
product to will be part of our future
growth. It seems to be catching on
and I know those businesses are
growing rapidly.”

Dave has nothing but praise for
the culture he has experienced with

the organization thus far. “I joined
the team at Four Seasons because
of all the good things that not only
customers say but the associates

as well. There’s a real high energy
atmosphere and culture here and its
very, very positive.” Always one to
be a team player, he adds, “I think
the thing I hopefully brought some
of is we have a relentless pursuit for
excellence here. Really, it’s not just
the operations, but as part of the
leadership team, every facet of the
business is focused on being excel-
lent, whether its sales, whether its
purchasing — there’s just a real deep
drive to be excellent and in my area,
operationally excellent.” And judging
by the record year the company has
had, he is doing just that.

November 2016 Food World | Food Trade News
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Although David Hahn has only
been the director of procurement
at Four Seasons Produce for four
years, he has spent his whole
work career with the company in
varying roles dating as far back as
8% grade when he started washing
trucks for the organization as a
high school job. “I started off as
a young guy washing trucks and
really got my start buying while
interning in college during the
summers.” At the time, David was
buying local produce, watermelons
in particular, which was a difficult
commodity to most buyers but a
challenge that David greatly rel-
ished. He enjoyed the task so much
that he continued to do it for 14
years, right up until he moved into

Dave Hahn, Director of Procurement

his current position in which he
oversees and supports the buyers.

As a member of the Four
Seasons team for 22 years (15
years full time), what does David

attribute to his longevity there and

the company’s continued growth?
“We want to be the best in the
business, and we take what we

do very personally. We work hard
every day at providing excellent
opportunities and quality to our
customers. Our goal is to keep
them competitive in the market-
place, and as far as our service
level, there’s no one else that does
what we do across the board for
our customers.

As a seasoned member of the
Four Seasons Produce family,
Jonathan Steffy has seen a lot of
positive changes in his 16 years at
the company. When Jon first began
his career with the organization, a
significant portion of their busi-
ness was with foodservice and their
independent retailer base was very
conventional.

Then, throughout the 2000’s,
they took on more natural food
stores as customers and they began
servicing food co-ops that were
buying big amounts of organic pro-
duce. They also started developing
packaging that allowed them to sell
organics to chain stores. As a result,
the company decided to make a big
shift in how they do business.

According to Jon, “There were
other wholesalers that were really
good at the foodservice business,
had a fleet and a sales model de-
signed for that. At that point, we
made the decision instead to focus

| FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

on the retail channels and really be
good at that. That was a big shift
that allowed us to put more resourc-
es into helping those natural food
stores and organic markets that we
were working with do more of the
things that we’d been helping the
traditional independents do: the
merchandising, helping them pro-
mote and write ads and just overall
helping them to be great in their
produce departments.”

This transition set the stage for
Four Seasons Produce to become the
specialized leader in organics that
they are today. “We could start to
feel it coming and we had to adjust
our mindset and approach. It was
a niche we were becoming good at
and we knew it wasn’t just a trend.
Organics wasn't just going to be a
flash-in-the-pan. Culturally, we had
to organize ourselves and how we
thought about the business to be
able to do what we were doing for
those traditional independents in

Jonathan Steffy, Director of Sales and Retail Services

Philadelphia, New Jersey, in Wash-
ington DC. We had to shift our
mindset to be able to do the same
style of service and expertise in
produce retailing to help retailers in
the ‘natural foods and coop’ realm be
successful. And that shift just helped
to catapult us to the next level.”

In his current role as director of
sales and retail services, Jon leads
and supports the various sales teams
(retail and wholesale) as well as the
merchandisers who work their DSD
customers. He also pulls together
the marketing aspect of the busi-
ness so that customers understand
what is happening in relation to the
fresh produce that they sell. “I love
selling fresh produce and helping to
make those connections. It creates
an environment that allows people
to enjoy produce at its best. It’s just
a passion of mine and this has been
an amazing company where I can do
just that.”
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Earth Source Trading is a year-round
importer of high quality organic and
conventional fresh fruits and vegetables.
Through supply chain services of trans-
portation, fruit ripening and product
storage, they provide the assistance to
customers needed to make their busi-
nesses successful.

Earth Source Trading offers:

+ Customized improve-your-bottom-line
strategies

+ Accurate forward projections

+ Timely market, product and grower
analysis and reports

+ Year-round and seasonal profitable sales
driven programs

The company represents quality-ori-
ented growers and exporters to provide
the freshest fruit and vegetables year-
round. Our growers are financially sound
with good agricultural practices enforcing
food safety and traceability procedures.

We source from many countries
around the world to supply top produce
to retail, wholesale and food service
customers. We are importers of organic
and conventional fresh produce, offering
extensive services to meet the needs of
our grower community:

Earth Source Trading, Inc.

HEALTHY,
DISTRIBUTIEN.

« Experienced sales and marketing team

+ Quality retail, wholesale and food ser-
vice customer base

« Supply chain management

« State-of-the-art cooling storage facilities

As trusted import specialists, Earth
Source Trading offers:

+ Customs and import documentation

+ Quality inspection services at arrival

« Terminal handling

« Latest tracking technology

« Cross docking/consolidation

« Ripening rooms

« Repack/private label capabilities

« State-of-the-art cooling storage/ware-
housing

» Customer specific programs

Food Safety and Traceability

Food safety has been a fundamental
part of Earth Source Trading’s quality
control program since day one. They have
a comprehensive training program that
continually educates their associates and
reinforces the importance of meeting
Good Manufacturing and Agricultural
Practices and Food Safety Standards.

Food security and product traceability
are closely linked and have gained major
importance in the produce industry. Our

Earth gource

TRADING, INC.

integrated supply chain management
from the grower to the packing house al-
lows us to be closely linked to all traceable
records of our fruit and vegetables. Earth

Source Trading is involved in all aspects
of quality control and inspection, at every
level of production and exporting.

Kendrick Mobley, Vice President & General Manager of Earth Source Trading

28 |

It seems that Ken Mobley was
destined to be in the produce industry.
As the son of an orchardist and with
a BS in agriculture and a masters in
horticulture, Ken lives and breathes
produce. He is both vice president
and general manager of Earth Source
Trading, the subsidiary of the Four
Seasons Family of Companies that op-
erates as a sales and marketing firm
of conventional and organic fruits
and vegetables. Earth Source works
with grower and provides produce di-

FOUR SEASONS PRODUCE 40™ ANNIVERSARY Special Section

rectly from the growing areas to the
customer. The import company’s
focus and dedication has positioned
the company into a leading supplier
of Chilean citrus. Their customer pro-
grams requires a seamless, year-round
supply of produce, which has fostered
the development of great partner-
ships throughout the world. Recently
the business launched the Green

Bee brand and has co-branded a citrus
combo bag with Sunkist Growers Inc.

with the family of companies, he has
experienced several changes. Accord-
ing to Ken, the construction of a new
warehouse, adding a produce market
& café and even a chaplain service to
name a few has contributed to serving
their customers and enhancing the
environment & company culture for all
of the associates. In his opinion, all of
these features plus many more make
Four Seasons Family of companies a
great place to work.

In the 17 years that Ken has been
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A Tradition of Quality Service Since 1965
Hardy Brothers, Inc. ® 6406 Siloam Rd, Siloam, NC 27047 e 336-374-5050 ® www.hardybros.com

Green Valley Oucon Company
New Hampton, NY

800-421-0213
GreenValleyOnion.com

Edwin B. Sobiech, President
Ed@GreenValleyOnion.com
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Sunrise Logistics, Inc.

Sunrise Logistics, Inc. is a full-service
provider of logistics services specializing
in delivering customized supply chain
solutions to fit individual business needs.
State-of-the-art facilities, reliable ware-
housing, temperature-controlled trans-
portation and a range of supply chain ser-
vices make Sunrise Logistics the industry
standard of supply chain partners.

Warehousing and Distribution

With facilities located in Pennsylva-
nia, halfway between Philadelphia and
Harrisburg and just off the Pennsylvania
Turnpike, Sunrise Logistics are strategi-
cally located to receive, consolidate and
store/cross-dock products for redistri-
bution in the northeast and Mid-Atlan-
tic States. Additionally, they serve as a
gateway for storage and redistribution
throughout the U.S. of products arriving
at any of the east coast ports and can
easily handle storage requirements. Their
storage areas maintain up-to-date food
safety and organic certifications.

Transportation Solutions

Utilizing their own company-owned
fleet of trucks, Sunrise Logistics provides
regularly scheduled truckload and less-
than-truckload (LTL) deliveries to most of
the major food distribution centers and
retail chain locations in the northeast and
Mid-Atlantic States. Longer-haul trans-
portation services are provided using a
combination of their fleet and a network
of contracted carriers. They facilitate and
manage cross-country shipments utiliz-
ing over-the-road trucks in addition to
intermodal and rail transportation.

Robust Supply Chain Services

Supply chains can be highly complex
and unique as well as simple and straight-
forward. Sunrise Logistics offers many
additional supply chain services that can
be customized to meet unique customer
needs. Their services can be linked to-
gether as full end-to-end solutions or can
be integrated as a part of your existing
supply chain.

Expertise

Their experienced lo-
gistics team has extensive
knowledge and expertise
in managing supply chain services. This

allows your team to concentrate on what

they do best without the additional

Sunrise Logistics

INC.

worries of executing the supply chain.
The values driven Sunrise Logistics team
operates on the principle that they are an
extension of your company, brand, and
people.
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Rob Kurtz, Vice President and General Manager of Sunrise Logistics

Rob Kurtz started his career at Four
Seasons Produce in 2000 where he
served as the Vice President of Human
Resources. In 2009, Rob was presented
with a new opportunity by company
president Ron Carkoski - taking the
helm at their sister company Sunrise
Logistics. ” According to Rob, “In 2006,
we restructured the organization. That’s
when we split off our transportation
assets and formed Sunrise Transport
as a for-hire carrier. At the same time,
we founded Sunrise Logistics which
operates as a third party logistics
(3PL) provider to provide supply chain
services for customers outside of Four
Seasons.” He continues, “As with many
startups, we spent the first few years de-
veloping the business plan, structuring
the company and defining our service
capability. Internally we made a few
changes and that’s when Ron asked me
to step out of my role in human resourc-
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es to give leadership to Sunrise Logistics
in 2009.” As the GM, Rob focuses on
leveraging the assets and the operating
capability of the Four Seasons Family of
Companies to provide customers with
cold storage, repack, ripening and trans-
portation services. He adds, “There are
a lot of moving parts with this business
model, but rather than double up on
warehouses, operations associates,
trucks and drivers, we use what the
organization already has in place. In
some cases, Sunrise Logistics is driving
operating expenses, but in most cases,
we are helping to offset existing oper-
ational costs by leveraging assets that
already exist.” And although they have a
transport company within the organi-
zation, Sunrise Logistics also acts as a
third party freight broker and as a result
has developed strong relationships with
other outside carriers. “We put a lot of
freight on our sister company Sunrise

Transport but Sunrise Logistics also
continues to grow as a freight broker.
We have added a lot of refrigerated LTL
delivery lanes out of Ephrata heading
into the Southeast and the Midwest
with fresh produce.”

So what does the future hold for
the logistical arm of the Four Seasons
Family of Companies? “In the past three
years we have been developing a strong
customer focused team and have invest-
ed in a new transportation management
system to help us grow the freight
brokerage component of the business.
Growing our transportation and freight
brokerage services has been part of our
vision and strategy and it’s where we’re
seeing most of our growth.”
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Fine Quality Eggs

220 Eby Chiques Road, Mt. Joy, PA 17552
800-444-4655 » www.ebenshadefarms.com
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From page 6

are and we have to be clear with them and
communicate them effectively. But, once
we do that, they have to take it and pull

it through and turn it into what we see
here on a day-to-day basis. This is not a
fist-pounding kind of company.

Food World/Food Trade News: In your
22 years at Four Seasons, give us the
highlights of some of the achievements
company-wise that you have seen.

Ron Carkoski: Where do you start?
guess the one that I really look at, that I
take real pride in, is developing the team
of people and the type of leadership that
we have. That has come through trial and
error and having the folks who are here
right now really embracing what we do
and actually running with it. Today, I'm
more of a caretaker rather than I am of
a demander. The other thing that I really
take pride in is the fact that in 2006 we
identified areas of our business that we

Jransteck; ing.
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Maobile Maintenance CATERPILLAR

ﬁ 3 Collision Centers @ Aluson
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SERVICES
Factory Certified Technicians

thought were our strong points and built
business models around them. So, they are
10 years old this year. Sunrise Transport,
which is our fleet organization, is a public
utility company for hire. Its basic tenet is
to take care of our delivery fleet and our
delivery items here. Also, we have Sunrise
Logistics, which is a provider of third-par-
ty logistics to the industry and also
transportation brokerage, as well as Earth
Source Trading, which is a sales agency
for off-shore produced products. We have
focused on building those businesses and
turning them into viable entities. Each
one of them has a general manager and
those general managers each having their
own associates under their own P&L. We
have built those businesses into viable,
profitable and rapidly growing parts of the
company.

Food World/Food Trade News: You
employ nearly 700 associates; you are in a
great geographical location with a foot-
print throughout the Northeast. Produce,

I X

ItRight

* One of the largest dealership
grouns in the country

o Qver 500 Years of Comhined
Truck Experience

o Largest service network
in the Northeast

AALEAMCE
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as a department, is booming, organics as
a category is booming. So this is really a
third generation business if you go back to
(chairman) Dave Hollinger’s dad. Where
does Four Seasons go in the near future?

Ron Carkoski: We have a very well-de-
fined succession plan in place. That
succession plan is moving forward so that
Jason Hollinger, David’s son, is going to
take the role of CEO and president as he
goes forward. We have a talented group of
people, not only at the top tier, but also

at the second tier and third tier in the
company being prepared to assume the
roles. Those people are so talented and will
be able to bring the vision of youth and of
current technology into the area. Where
we had the opportunity to do that 15 or
20 years ago, they will have the opportuni-
ty and will take this business well beyond
where it is right now. Produce is one of the
hottest categories and biggest growth por-
tals for retailers. I believe that you will see
Four Seasons looking at opportunities all

.I I I I IIJ’ITII
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across the board. They are opportunities
that may include locations outside of this
geographical area. We are at a point here
where we have to understand what our
next steps - in addition to building - will
be. We have opportunities that are pre-
senting themselves to us in different parts
of the country. We will need to determine
if those parts of the country are viable
locations, etc. I see a physical expansion
as well as the continued growth of the
entire produce category. I understand that
technology is going to play a much greater
role in the future. There will be a lot of
data that will need to be crunched to un-
derstand what the best role is to go. Some
of the data may include the message that
we need to expand our internet presence
and be able to do business in that respect
to. All avenues that are ripe for people to
come in and take a look at it that are much
more talented in those areas than us old

guys.
Food World/Food Trade News: Thank you.
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Congratulations to Four Seasons on

it's 40th anniversary from your friends at
M&T Bank = Lancaster Commercial Banking.

It has been our pleasure serving as your
bank and we look forward to continuing [ Wﬁm ]
our partnership over the next 40 years!

M&I'Bank

Understanding what's important®

@ Equal Housing Lender. ©2016 M&T Bank. Member FDIC. mth.com

A dollar bill weighs 0.035 oz

But we prefer to measure its weight in lives impacted.

At McKonly & Asbury, Congratulations Four Seasons Produce
el e DR TG on your 40th Anniversary!
purpose through profits,

, : ,
using our firms We wish you continued success!

strengths and resources

to make giving back
an integral part of M_CKON]_Y @ ASBUW

who we are.

Learn more at www.purposethroughprofits.com
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Four Seasons

Family of Companies ™

HEALTHY,
DISTRIBUTIEN.

Sunrise Transport, Inc

Sunrise Transport

INC.

Four Seasons Produce makes
next day deliveries to hundreds of
customers throughout the Mid-At-
lantic and Northeast regions via
their sister company, Sunrise Trans-
port. Comprised of over 120 trac-
tor-trailers and straight trucks with
satellite tracking, Sunrise Transport
is a high-service, reliable and mod-
ern fleet. From street deliveries in
major cities to dock deliveries at a
warehouse, they get it done.

Their professional drivers are

focused daily on safety and service.
They understand the nuances and
expectations of delivering perish-
able products. Their team is on
duty 24/7 to plan and monitor our
deliveries, and to alert customers of
unexpected issues that may impact
delivery times.

You want on-time, tempera-
ture-controlled deliveries from
courteous drivers who know what
they’re doing - that’s what you’ll get
with Sunrise Transport!

Myron Berkowsky, General Manager of Sunrise Transport

Having spent 35 years of his career
in some form or another in food
logistics (the first 25 years at Hershey
and the most recent 10 years with
Four Seasons), Myron Berkowsky
has found the perfect fit as General
Manager of Sunrise Transport, the
wholly owned subsidiary of Four Sea-
sons Family of Companies that deals
with transportation. As the person
responsible for the day-to-day opera-
tions, Myron oversees the fleet from
a safety management standpoint and
manages more than 160 people that
work for Sunrise Transport. As an ex-
perienced logistical manager, he takes
safety very seriously. “In my world,
we are heavily regulated, safety is a
very important element of what we
do. People just can’t operate a truck
a 24/7 to get the product to where it
needs to be. There are very specific
requirements that we as a motor
carrier adhere to in order to ensure
that not only are we compliant with
what the Department of Transpor-
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tation and the Federal Motor Carrier
Safety Administration expects out if
us, but also we have a responsibility
to the motoring public and we want to
be a safe motor carrier. It is critically
important to us that the people which
are operating Sunrise Transport ve-
hicles down the road are in a position
where they can be safe doing their
job.” With the experience he has had
in the industry, Myron thinks that
the importance of speed to market
will continue to be a major focus of
logistics, stating, “We straddle both
the retailer as well as the distribution
center type of delivery scenario day-in
and day-out. Inventory that is carried
in a distribution center or on a shelf
can be considered expensive, taking
up valuable resources and real estate
in those particular locations. Any-
thing, which the grocery trade can do
to reduce inventories and compress
cycle times, is in their best interest
along with the best interest of the
consumers since we are working with

food where shelf life is extremely criti-
cal. I see that the speed to shelf ele-
ment is probably going to continue to
be a primary driver in terms of what

a food oriented grocery operation will
look to provide to their consumer in
the future.”

When asked about the best part of
working for the Four Seasons Family
of Companies, Myron’s commitment
to the organization is quite evident:
“We are passionate about what we
do in terms of the product that we
handle, and in terms of our interac-
tions with our customers. We care
about our people tremendously from
the standpoint of ensuring day-in
and day-out that the most important
part of what makes up Four Seasons
is the people that work here. Without
them, it’s just a shell! It’s the people
that make the difference and it’s the
greatest part of our culture.”
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EVERY DELIVERY FEEDS
YOUR BOTTOM LINE.

* Transportation management software for food shipping

* Fleet maintenance management software

* Routing & scheduling for final mile

MAKE THE MOST OF NOW.” AM

A TRIMBLE COMPANY

Transportation Management Software. Call 800-401-6682 to learn more. tmwsystems.com

Congratulations

to the Four Seasons Family of Companies for 40 Years of Success!

Bestpass is proud to call ourselves your
toll management provider since 2014.

To learn how you can save time and
money on tolls, visit bestpass.com
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PASSION FOR PRODUCE. FOCUSED ON FRESH. DRIVING HEALTHY DISTRIBUTION.

Many people who work at Four Seasons or who do business with the organization comment on “culture”
and why they like it, embrace it. The culture secret sauce at the Four Seasons Family of Companies
is not so secret, actually. It's the result of blending entrepreneurial spirit, bedrock valuves, hard
work and family-friendly environment; and the people who serve it up care. It starts with the
Hollinger Family and spreads from there.

It's in the hands. Aftractive produce department display building and merchandising is
revered. Sturdy produce case skid-building and quality packing is prized. Safe, profes-
sional delivery driving with friendly service is the standard.

It's in the head. Continuous improvement efforts push performance and efficiencies forward.
Training at all levels develops better people, careers and support to partners. Innovations in serving
niche market segments with expertise and solving supply chain problems help customers profit more.

It's in the heart. Associates that earn their US Citizenship are celebrated. Generosity to Food Banks, Make-A-Wish Foundations,
PASA (Pennsylvania Association for Sustainable Agriculture) and local civic organizations is evident. Care for people is important.

It's also in the work environment. Produce wholesale distribution, grower representing, cold chain logistics and truck driving — those
are fast-paced and intense businesses, so having nice facilities and perks for associates is essential.

At Four Seasons Produce, Inc. quality in not just in the product. The equipment, offices and buildings are state of the art, the fleet is
modern, technology is always being updated. Associates enjoy a full service café and salad bar, a well-stocked produce market to
buy fresh foods at wholesale prices, 1.5 mile walking path, racquetball court and a beautiful campus. Celebrations like ice cream
day or pretzel day, wellness challenges and associate appreciation picnics keep things fun.
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Cornerstone Advisers can partner.with you to put
together a corporate succession process that is
formalized, realistic, and'Simple.
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INABILITY
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Energy Projects:

Lighting retrofits to LED now covering over 90% of our facilities, dock im-
provements, day lighting, HYAC upgrade, energy (peak load) management
program, demand response participation, parking lot induction lights, PACE
Controls (improving compressor efficiency), high efficiency and VFD motor
upgrades and building envelope improvements. Completed a Strategic Energy
Management Plan in 2012.

INITIATIVES

Results:

* Reduction of 1,500,000 kWh annually since 2006

* 16% reduction in Electric usage from our peak 12 month period

* 56% reduction in Natural Gas usage from our peak 12 month period

Water Conservation:

Rainwater harvesting, enhanced cooling water, cooling tower water recovery,
touch free faucet aerators in sinks for hand washing, touch free high-efficien-
cy urinals and toilets and efficient shower heads.

Results:
* Over 1,600,000 gallons reduction in annual water use
* 24% reduction from our peak use in 2007

Recycling:

Begun in 2000, now a company-wide “mixed-stream” recycling program. We
recycle, food waste, cardboard, wax cardboard, plastic, shrink wrap, wood
pallets, batteries, light bulbs, E-waste, truck/car tires, motor oil, antifreeze, oil
filters and misc. metals.

Results:
* 93% waste diversion rate in 2014 (5.7 million pounds recycled)
* Joined the EPA’s WasteWise recycling program

ENERGY STAR

Fleet Programs:
Routing improvements, modified delivery schedules, equipment enhance-
ments and driver education to reduce miles and improve fleet performance.

Achievements:

Results:
* Elimination of over 1,200,000 fleet miles from 2007-2009 (21% reduction)
* Joined the EPA’s SmartWay Transport Partnership

* Recognized in the ten-year retrospective by the EPA as the first warehouse in the country to be awarded the ENERGY STAR.

» Awarded 2010 “Corporate Citizen of the Year” by Central Penn Business Journal.

* Recognized with the “Ethics in Business” award by Lancaster Chamber of Commerce and the Samaritan Counseling Center in 2012.
* Featured in DC Velocity and the summer High Performing Building’s magazines.

» Green Plus Certified - Awarded 2013 Green Plus Sustainable Enterprise Award

* Lifetime business partner with Pennsylvania Association for Sustainable Agriculture (PASA)
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i - - Sunrise Logis tl'ffs Sunrise Trunqu{_t
Earth Source
TRADING, INC."

« Full service wholesaler of organic, ¢ Importer of organic and conventional ¢ Full service logistics provider * Refrigerated truck fleet and

conventional and local fresh produce fresh produce ¢ Warehousing and distribution professional drivers
« Servicing independent retailers, chain * Seasonal and annual programs for * Robust supply chain services * Serving the Northeast, Mid-Atlantic

stores, food co-ops, and other buyers retail, wholesale, and food service * Transportation solutions and beyond
« Proven programs for retailers, export, markets * Well-established distribution network * Tractor trailers, lift gate equipment, and

and ingredient * National and regional commodity straight trucks

programs
fsproduce.com earthsourcetrading.com sunriselogistics.com
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