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If you remember

Woodstock,
tell a child.

These Kids Have
Friends Like You.

Visit RochesterMentors.org/tellachild
to see more kids and their friends, and to find
an information session you can attend (or call

585.271.4050).

If you're an adult who has experienced school,
work, relationships and/or parenting—if you
lived through the joy of Woodstock or the
emotion of Vietnam, you have what it takes to
be an adult friend to a Rochester City School
District child. These are kids who (in the words
of Carole King) need you to tell them “you've
got a friend.”
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' 'YOU HAVE WHAT IT TAKES TO BE A MENTOR.
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Lumetrics sees potential
for growth in product

Henrietta company
gets approval for
technology for the eye

By ANDREA DECKERT

Lumetrics Inc. continues to develop new
technologies, this time for a product in the
eye-care market.

The Henrietta firm recently received pat-
ent approval for technology used in evaluat-
ing the internal structure of the human eye.

It is a timely technology, said John Hart,
president and CEO, in that by 2030, the
population of those over age 65 in the Unit-
ed States is expected to exceed 70 million.

With the increased number of seniors,
eye disorders such as diabetic retinopa-
thy, glaucoma, macular degeneration and
cataract disease are expected to increase.

Hart said there is a need for tools to treat
eye diseases expected in that population.

“It’s a market that shows great poten-
tial,” he said.

Lumetrics’ technology has better mea-
surement capabilities than what is cur-
rently in the market, he said. The initial
reaction of those in the eye-care field has
been positive.

The patent approval is a significant mile-
stone for Lumetrics because it allows the
firm to move into instrumentation for use
in the ophthalmic and medical fields. It
will be the first instrument in the ophthal-
mic field for Lumetrics, he said.

Hart expects Lumetrics to develop a
product and introduce it in the market-
place in roughly two years. The firm is
searching for a marketing partner to help

sell the device.

The Lumetrics technology will allow
eye surgeons to gather data about a pa-
tient’s eye with no discomfort to the pa-
tient, said Filipp Ignatovich, principal sci-
entist at Lumetrics.

It will permit seamless integration with
existing ophthalmic instruments and can
be used during cataract surgery to moni-
tor proper placement of the artificial lens
in the patient’s eye, he said.

The development of the technology was
helped by funding from the national Small
Business Innovation Research grant pro-
gram, through the U.S. Small Business
Administration’s Office of Technology,
Hart said.

Lumetrics also has received SBIR fund-
ing for the development of a camera that
will capture images of the retina. The
handheld camera also is intended for the
ophthalmic market to enable early detec-
tion of eye diseases.

Lumetrics has 20 local workers. It de-
velops and manufactures high-precision
thickness measurement and gauging sys-
tems for industrial applications.

Started in 2002, Lumetrics licensed thin-
film measurement technology from East-
man Kodak Co. and created OptiGauge,
an approach to non-contact optical mea-
surement of multilayer materials for the
medical, pharmaceutical, food packaging,
eye-care products and coatings industries.

Its OptiGauge system measures blown,
single or multilayer film used for products
such as IV and blood bags.

Another product the firm sells is its Au-
tomated X/Y Tissue Scanning System,
which can map 3-D thickness.
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quisition, said Robert Drago, Bakewise
Brands president.

Bakewise employs some 150 local work-
ers and 250 more at Tom Cat. The business
had had an operation in North Carolina
since the 2007 acquisition of Bageltime
Inc., but that was shut down at the end of
2010. Those operations were moved to the
Wayne County headquarters.

Day-to-day operations will not be affect-
ed by the name change, Drago said. Tom
Cat remains a wholly owned subsidiary,
and products will continue to be marketed
under the Fleischer’s and Tom Cat names.

Bakewise now offers more than 400 pri-
vate-label and branded bakery products.

“We have a new identity and really a
new start as a bigger company with a lot
more resources,” Drago said.

A long-term change will be how the
company presents itself to the market and
interacts with customers, now that it has
more offerings, he said.

The Fleischer’s operation makes fresh,
refrigerated and frozen bagels sold to
grocery chains and hospitality custom-
ers throughout the eastern United States.
It manufactures bagels for brands such
as Pepperidge Farm Inc. and for grocery
chains, including Wegmans Food Markets
Inc. The Macedon facility produces more
than 150 million bagels annually.

The Tom Cat Bakery was founded in
1987 by a chef with a passion for authentic
French, Italian and specialty artisan breads.
Its facility in Long Island City, Queens,
bakes and delivers fresh, handmade bread

to more than 1,000 accounts daily.

Tom Cat’s bread is on the tables at New
York City’s four-star restaurants and most
famous hotels and also can be found at
many food retailers and sandwich chains
in the New York-New Jersey-Connecticut
region, company officials say.

When Fleischer’s first acquired Tom
Cat, the firm spent the first eight months
or so reviewing possibilities for consoli-
dation and shared services. The company
now is focused on promoting brands from
each location, Drago said.

There is no change in ownership, Dra-
go said. Bakewise remains owned by An-
cor Capital Partners LLC, a private-equi-
ty company based in Fort Worth, Texas,
which bought Fleischer’s in 2005.

Bakewise is hiring a handful of workers,
including some managers locally, Drago said.

The company has been hiring steadily
over the past few years, adding positions in-
cluding vice presidents of sales and market-
ing here and at Tom Cat, new salespeople
and a plant manager at the Tom Cat site.

The firm also has invested more heav-
ily in research and development at both
sites and continues to add to its product
line. Drago said product development is
important in the bakery business because
of the amount of competition.

Hoovers Inc. estimates there are roughly
2,500 commercial bakeries in the United
States, with combined annual revenue of
$25 billion.

What helps Bakewise is its ability to de-
velop a product and bring it to the market
faster than larger competitors, Drago said.
While it can take some competitors a year
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