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Will Food
Cleaners

Be the Next
Meal Ticket?

By David Gilll

NEW YORK-High-tech food-clean-
ing products are ready for their
closeup.

The new product segment 1s
already getting lots of attention.
With numerous introductions
and consumers being increasingly
aware of what they eat, condi-
tions may be right for the next big
thing.

Last year, Vesture of Asheboro,
N.C., introduced the CuisineClean
countertop food-cleaning appli-
ance. Two weeks ago, Atlanta-
based Creative Culinary Market
ing Solutions cam it witn th
CulinaryPrep applldnm ﬂlsc- a
countertop product for cleaning
food. Tersano, based in the To-
ronto area, launched the Lotus
food sanitizing system about four
years ago.

Tersano's Lotus has received
much media play in the past year.
It was named one of Time maga-
zine’s Best Inventions for 2006.
This year, Steve Hengsperger, Ter-
sano's president and founder, has
appeared twice on “The Big Idea,”
the CNBC program hosted by Don-
nie Deutsch, which spotlights new
ideas in business; Deutsch named

the new product the “Big Idea of

the Month."”
Both the Lotus and the Cuisine-
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e Lo clean
impurities from bacterin, toxins and pesticides from
fruits and » |",:1'|:.||‘r|1'- The Lotus uses water that
is combined with coovgen from the air by wav ol a
high-voltage penerator, which converts the VRN
Ceemenl in tho water do dh-Gdode dikisile, lhe
CuisineClean creates the same molecule by bul-
bling water through a device similar to that found
i pOfuaritms

The CulinaryProp uses o patented process cnllsd
Girovac, which alternately exposes food ton varuum
environment and g specially formulated all-natural
splution, As described I'I!l.'ljllfl'l Hime, ehicl exocutive
officer of Grovae Svetems, the owner of the pat-
ent, and JelT Schroeder, CEO at Creative Culinary
Marketing Salutions, the Grovac process entails
putting food in a drum filled with a special solution
that lows into the -;,‘|'|.|. rl'.rlllh!'.'llu' of the h.'u_‘% gl B
then exposing the drum to a strong vacuum, which
ruptures the cell membrane

In testing by Microvac of Wilson, N.C., (the re-
sults of which were provided to HFN by Vesture],
the CuisineClean killed from 80 percent to more
than 98 percent of e.coli bacteria in a variety
of veqetahles

1Ii1.‘||il!'| |’u||-::|'l.l.'1lt. ViCD IJn-h:rl-l-n! ol ConEIm-
et sakes for Vesture, sadd, “Ozone deans all
strains of bactoria by attacking the struc-
ture of the oell membrane. You fll the Cui-
sineClenn with water and put the fruits and /
vegetables in. The water bubbles up, sub-
merges the food and the ozone then kills
Lher bincteria ™

The Lotus earries a retail price of
5149.99, the Culsine(’lean is priced al
5199 and the CulinarvPrep carries a
price tag of 3399, These products are ex-
pected to appeal to “people who are health-
conscious and for whom cooking is part of their
life,” Schroeder said. “We've also targeted --.l.r]l'.'
adopters, those who have to hove the latest and
greatest, and outdoorsmen. Hunters, in partiou-
lnr, will want to reduce the bacteria and impuri-
ties in the animals they catch.”

In interviews with HFN, sources inside and
putside the housewares industry expressed some
skeplice=m about Uhese pro wlscts, Marton Nestle, i
nuEr oy |"1;F;h*r'1_ .'|.|||:h|r|' .|.I!'|ri !I!'Ilt.t"."r\-(.lt' il i "Irl.lr}i.
Unirversaty;, sadd, = 1'm sure | manuisctuners] wall want
{0 make money on thas conoept, but 1'd like (o see
independent apency (ests of these products before |
wioihd support them. Washing and coolang food has
been shown to help clean food, without consumers
hawving to spend on an appliance like this."

Clean use technologies that involve oz

o

Stove Hengsporger,
Tersana, with Donnle
Deutsch, hostof
“Th Big ldea™

Even while expressing her skepli-
cism about this category, Nestle mnde
nn observation that could point to
n strong lubure (or it. Clean food “18
something consumers should be wor-
ricd about,” she said,. “The burden
ahotild be on ool producers o miake
sure food is safe, but producers aren't
required by law to follow stamdard food-
sl pnmlun_-ﬁ. S i1l‘|::|l|‘tl.ll."l'r."l are
erEuring safety and some aren't.”

Andrew Hill, president of Jarden
Consumer Solutions, snd he was fa-
miilinr with the food cleaning products
“It's an interesting idea, but where
there's a need for it is unclear. | haven't
seen a real groundswell of interest in
food cleaning among consumer, and
it hasn t shown up In OUr CONSWmMer
resenrch. There have been issues with
food polsoning, hut these inodents
have been intermittent.”

Steve Fox, director

of ponsumer products for Bosch and

Siemins Home Applinnoe Group, sees potential for

the products. “At first blush, it looks like a good cat-

egory,” Fox said. “We hoven't developed anything to

date. but it makes a lot of sense. There are p:“-.lhlvrll-'

with food purity all over. Une more food-purity 1s-

sue [rom anywhere, O mone mnd-o0w s, ool
bring momentum to this coneepl.”

According to data on the Vesture Web site’s Cui-
sineClean page, nearly 33 milbon cases of microhial
food-horne diseases are reported each vear in the
United States, including more than 9000 deaths
related to such diseases, These allments cost
Americans nbout £37.1 hillion per vear and involve
325,000 hespitalizations of Amencans

For the fiscal vear ended in November 2006, Ter-

YOars, -

Both the CulsineClesn, plotured above, and the
Lotus, lef, use axone 10 cloan noarty all of the impurl-
ties found on frults and The Lotus sani-
mlptnn“‘ﬂl-dnm of the Best Irventions
of 2006 by Tima magaring.

\// sano posted revenues of 35 million, Hengsperger
said the Lotus could propel the company to annual

revenues of 525 million in the next two to three
[hex product is now featuned on € el OO, OO
and Target.com,” Hengsperger said, “and we're
working to get placement with brick-and-mortar
retailers. We're also sipning up with dealers and dis
trbutors mternationally, incheding one in Beghing.”

Regarding the CuisineClean, Baldwin said,
"We're close to petting it into nationn] retailers
and we're really working to pet 1L ko both Linens
n Things and Bed Bath & Bevond. We're also in
production on an infomercial, Our big goal is to get
this into every ULS. household.™

Hime and Schroeder predicted that the Culi
naryPrep would be an retail shelves in September
The company is in discussions with premium re-
tatlers—brick-and-mortar, eatalog and online—{or
future placements. 1l

Food-cleaning products are gaining attention as the urge for healthier living grows



