
Breakfast For Lunch?

Today’s heaviest users 
of away-from-home eat-
ing are not following the 
old paradigm of speci•c 
dayparts. That leads to 
a great opportunity for popular and cost ef-
fective breakfast offerings to be served all 
day long.

Grab your share by reading on

The holidays are upon us and what 
better way to increase your sales than 
taking your menu offerings to where the 
action is – those holiday parties. Catering 
is listed as one of the stand-out trends 
for 2007 by the National Restaurant 
Association. The increase in off-premise 
demand is leading restaurateurs to 
serve food conveniently to consumers no matter where they are. According to 
Technomic, the catering business is a $20 billion market in the United States. 
Here are some ideas to help you get your share.

Football and 
Food – A Great 
Combination

Did you know 47% of 
consumers will throw 
a Superbowl party, at-
tend one, or watch a game from a restau-
rant? Are you ready for some football food?

Check out these Superbowl facts

The Power of Poultry

As the cost of other 
proteins rise, opera-
tors turn to poultry to 
keep costs in check. 
The good news is that 
its versatility and adaptability to !avors and 
cuisines make it a good menu choice in any 
season.

Read the full story for innovative ideas The Onion 

Inspire your menu and 
maximize pro•ts.

Read on

Top Coffee Flavors

Flavored coffee and 
!avorings for coffee ac -
count for nearly 30 
percent of coffee sales. 
LTOs give you a way to 
gauge the popularity of new !avors before 
adding them permanently to your menu

Read on to see which !avors top the chart .

Full Story 

The Trans Fat-Free 
Kitchen

Health trends and diet 
fads come and go; how-
ever, eliminating trans 
fats from menus is an important change to 
core nutritional values, and has global impli-
cations. How do you do that with all the con-
fusing information out there?

Read on for help in making those choices

Cost Effectiveness 
Tips

Most operators focus 
on controlling costs 
in two main areas 
– food costs and labor 
costs. If you focus on the other expenses, 
savings can be achieved and pro•tability 
enhanced.         Read on and save money

Creating A 
Unique Catering 
Offering Through 
Neocrackerism

By now we’ve got your 
attention, right? Neo-
crackerism is a new term that’s surfacing 
among chefs who are looking for the next 
new bread. Chef Marc Waltzer explains 
and Operator’s Edge is pleased to provide 
some unique recipes that take advantage 
of this new concept.       Read on

Copyright ©2007 UniPro Foodservice | www.uniprofoodservice.com | Terms of Use | Privacy Policy
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Family Dining Operators Expect Catering to Add to 
Sales in 2007
According to the National Restaurant Association social caterers’ sales are projected to climb 
to over $6 billion in 2007. Social catering sales increased 7% from 2006 to 2007, one of the 
largest industry segment increases. According to the 2007 Restaurant Industry Forecast, half 
of family and casual-dining operators and 2/3 of •ne-dining operators offer catering. Of the full 
service operators who offer it, 60% of •ne-dining operators and 40% of family-dining operators 
expect catering sales to represent a larger portion of total sales in 2007. 

Even QSR chains are getting into the act. More and 
more fast-food operators are offering lunch catering, 
party platters, and even delivery options. About three 
out of •ve QSR operators offer catering, and 52% of 
them expect it to represent a larger share of their sales 
in 2007.

Nearly all non-commercial operators are in the catering 
business, according to recent research, while almost 
half ran catering as a pro•t center in 2005. Catering 
averages 18% of total foodservice sales across all 
segments.

That’s a lot of competition, but for an independent restaurateur it represents a big opportunity 
for increasing sales.

Catering Bene•ts

Catering is an effective and pro•table way to increase brand awareness, serving as an 
extension of your restaurant to reach patrons who may not have yet visited the on-premise 
location. As foodservice operators seek ways to build sales, many •nd that catering provides 
an opportunity to multiply the number of meals served without having to add a single table or 
chair to their facilities. A catering business not only presents a way to grow revenue among an 
existing base, it’s also a way for you to draw new customers. 

Trends in Catering

What’s Hot in Catering? Comfort foods, for a start. Mini meals – that is, small portions of 
standard meals such as sliced chicken breast on a bed of •eld greens. Try serving them in 
interesting containers such as a martini glass, bento box, or Chinese take-out containers. 
Ethnic tastes and fusion – blending Asian and Latino cuisine, Russian and Italian or Indian 
and Mexican, are big trends. Tasting menus are another popular offering – sampling a variety 
of foods. 

Feature Story

(Continued next page...)
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More consumers are catering for small luncheons, business 
meetings, and private events. Catering is moving away from 
sit-down meals. Customers want to do more stand-up events 
and grazing.

Non-Commercial Catering Revenue 

Food Service Director reported in its January 2007 issues that 
luncheons and lunch meetings are the biggest opportunity for 
non-commercial operations, comprising 39% of their business. 
Breakfast is the second biggest catering opportunity today 
at 28%, closely followed by dinners and banquets at 26%. 
Special events such as festivals, campus parties, etc. make 
up about 7%.

Catering Ideas 

Technomic offers their suggestions for an effective catering 
business in Taking Advantage of Today’s Industry Trends, April, 
2006:

• Partner Up – collaborate with other local restaurants

• Initiate corporate accounts – Reach out to catering decision makers and offer incentives 
for trying you out at their next catered event

• Create special menus and order forms that can be faxed in

• Create bulk offerings

• Design your form to meet the needs of your customers’ accounting and expense rules

• Offer delivery

Check out the other features in this month’s Operator’s Edge for some unique recipes to make 
your catering stand out from the others.

Sources: 2007 Restaurant & Foodservice Market Research Handbook; 2007 NRA Forecast; FSD, Volume 19.4, April 15, 2006; 
Restaurants and Institutions Magazine, 2006; Taking Advantage of Today's Industry Trends, Technomic, April 2006; Perdue 
Farms, Inc.; Food Service Director Magazine

Feature Story
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The Power of Poultry
Poultry popularity is on the rise. According to NPD Group, poultry has overtaken beef as the 
top protein ordered in restaurants and is the only protein source trending upward with steady 
gains in restaurant servings. What’s in!uencing that upward trend? Portability, perceived 
healthfulness, pricing, and !exibility.

Chicken and turkey are menu pro•t makers. Restaurateurs 
turn to poultry to keep costs in check when other more 
expensive proteins’ prices skyrocket. In fact, 17.9% 
of operators rank chicken or turkey as their top menu 
performers. (2005 R&I Menu Census)

Menu Versatility

Best selling poultry entrees range from modern approaches 
dressed with luxurious embellishments to comfort foods. 
Chain operators know that customers favor tried-and-
true poultry preparations, and sticking with what works 
is the •rst step in stirring sales. Poultry can be casual or 
extremely high end – from breaded •lets to stuffed breasts with herbs, wine and truf!es.

Flavor Adaptability

Poultry’s mild !avor adapts well to any spices, !avors or cuisines that you can think of: Latin, 
Asian, Middle Eastern, Indian and more. The top •ve poultry !avors according to Mintel Menu 
Insights are:

                     • Smoked       • BBQ       • Spicy       • Buffalo        • Cajun

Experts suggest matching the !avor pro•le with cooking technique. For example, deep- or 
pan-frying holds up to spicy, tangy notes like BBQ, Buffalo, jerk, chipotle and smoked red 
pepper. Sautéed or grilled poultry matches well with fruit, and roast and rotisserie pair well with 
traditional gravies, mushrooms, herbs, garlic and lemon.

Chicken Accounts for Most Restaurant Servings

Chicken consumption per capita is expected to increase to 89.3 pounds in 2007, as it 
accounts for 90% of restaurant servings. It was the #1 mentioned entrée on chain menus in 
the second half of 2006 with 94% of consumers claiming to eat chicken (Mintel July 2006). For 
all restaurants, chicken is more affordable than red meat in addition to being a very versatile 
ingredient, which is a factor in its growth. Consumers see chicken or turkey as healthier protein 
options, which is also contributing to the increase on the menu.

As ethnic food trends continues to rise, the popularity of chicken in different cuisines increases.

All About The Menu

(Continued next page...)
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The top two cuisine types for poultry that grew the most are both Asian in!uenced – Japanese 
(26%) and Thai (24%). Spicy was the top !avor for ethnic chicken dishes. 

Chicken breasts remain the most popular form of chicken due to their use in entrees and 
sandwiches. The National Chicken Council ranks 
consumers’ top seven chicken dishes as reported in the 
Shelby Report of the Southwest:

• Fresh salad with chicken – 35% 
• Chicken strips – 30%
• Spicy or Buffalo style chicken wings – 26% 
• Chicken nuggets – 25%
• Fast food chicken sandwich – 25%
• Frozen entrée or meal – 24%
• Chicken breakfast biscuit – 6%

Turkey Consumption Doubled Over Past 25 Years

According to the 2005 R&I Menu Census, turkey is not just for Thanksgiving anymore. Sixty-
•ve percent of operators menu turkey and 86% of con sumers claim to eat turkey (Mintel, 
July 2006). Mentions of turkey on Top 200 chain menus have increased 18% over the past 
7 years.

Take a Chance on Turkey

There’s something about turkey that just says, “American Tradition” but dare to venture beyond 
turkey sandwiches and the roasted holiday bird. Turkey belongs on upscale menus, in global 
settings and in virtually every other segment of foodservice. Turkey is a blank canvas that 
attracts many ingredients to create a variety of taste sensations. Ground turkey is also rising 
to fame in the burger world where it is prized as a high-protein, low fat option in the expanding 
line-up of sophisticated burgers. 

The top reason why consumers order turkey – it’s low in calories and healthy. An opportunity 
exists for operators to capture additional business by offering turkey as an entrée. Though the 
vast majority offer it only in sandwiches (67% vs only 7% who offer entrees), the majority of 
consumers order it as an entrée. According to Restaurant Business Attitudes and Usage Study 
customers surveyed said they desire a wider selection of turkey when dining out.

Sixty-seven percent of those respondents said they would like to see ground turkey on menus, 
and 61% requested special breast cuts like tenderloins and cutlets. 

Sounds like the power of poultry can stoke the engines of pro•t if you give it a chance.

Sources: IDDBA, What's in Store 2007; Restaurant Business Attitudes and Usage Study (March 2005), National Turkey 
Federation Consumer Online Survey (Sept. ± Nov. 2005); Mintel Menu Insights; National Chicken Council; Perdue Farms, Inc. 
http://www.perduefoodservice.com/
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Breakfast moves beyond the morning daypart… do 
you have your fair share?
“One biscuit sandwich, please” states Patron A as he 
multitasks through his noon lunch hour. Not an unusual 
grab-n-go lunch order when 44% of breakfast food 
servings at major family-style chains are eaten beyond 
the traditional morning meal times.1 In addition, servings 
of breakfast foods are up by 64 percent over the last •ve 
years.1

According to Ron Paul, President of Technomic, Inc. this 
trend is signi•cantly impacted by “consumers’ need for 
balance and harmony as they constantly weigh con!icting 
alternatives in daily life. Work/life balance is achieved by eating hand-held lunches while multi-
tasking.”2 

Other factors in!uencing breakfast expansion throughout the day are generational trends. 5 
The Technomic April 2007 Market Brief highlights the in!uence Generation X is having on 
out-of-home food consumption. These consumers are the heaviest users of takeout and use 
restaurants as “the third place” – comfortable locations away from home, work or school where 
they can hang out.5 They are also less likely to eat traditional meals at traditional hours and are 
more likely to snack all day.5 NPD data support this trend as top breakfast foods at restaurants 
are growing faster as snacks than at breakfast.4 Operators can further enhance their breakfast 
menu expansion by offering a variety of portion sizes that cater to the odd hour grazing needs 
of Gen Xers.5

Both trends spell great menu expansion opportunities for the savvy 
operator. Bonnie Riggs, restaurant analyst for the NPD Group 
states, “When breakfast items are available, consumers often order 
them, particularly during lunch. Offering breakfast foods throughout 
the day could help increase visits from existing customers as well 
as attract new customers.”1 Menuing speci•c breakfast items 
consumers crave is key when expanding this daypart to non-
traditional hours. The breakfast sandwich tops the list when it comes 
to convenience, portability, and consumer taste appeal. According to 
NPD data, nearly half of all orders (46%) of breakfast foods during 
non-morning meals includes a breakfast sandwich.1 “It’s all about 
grab-n-go”, says Riggs.1 Convenience is paramount and consumers 
want fast service, portable food & packaging, and items that can 
easily be eaten while driving or working.3 Creative ideas include a 
Honey Butter Chicken & Biscuit Sandwich.3 

Consumer Insights
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What other breakfast items rank favorably on the list 
for consumers? CREST’s “How American Eats Out” 
points out that muf•ns, cookies, and brownies are 
growing.3 Look for menu expansion opportunities that 
include indulgent breakfast versions of favorite snack 
and dessert foods. Creative ideas include healthy (but 
indulgent) breakfast cookies.3 Additional top breakfast 
food items consumed by both commercial and non-
commercial customers that could be incorporated into 
an all-day menu include eggs (20%), bagels (18%), 
yogurt (14%), bacon (20%), sausage (18%), hash 
browns (16%), sliced bread (14%), and fruit (12%).6 

As Patron A checks his voicemail while driving to an 
afternoon meeting he smiles and thanks the local 
restaurant for having fresh breakfast sandwiches 
available to satisfy his grab-n-go lunch cravings. So, 
are you going to capture your fair share of this new 
breakfast opportunity? Many current and future patrons 
hope you do!

Sources: General Mills Foodservice, 1 NPD Press Release, April 4, 2007; 2 Foodservice Digest, February 2007; 3 How America 
Eats Out, CREST, March 2005; 4 NPD Crest Commercial Top 30 Breakfast Foods 06 vs 05; 5 Technomic Market Brief, April 2007; 
6 Morning Meal Needs Survey, NPD June 2007
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Hot Coffee Flavors Boost Sales
Flavored coffee and !avorings for coffee account for nearly 
30 percent of coffee sales, according to Technomic Inc. And 
that number is expected to increase as seasonal and limited-
time offers boost customer visits, and as more large quick-
service chains add or upgrade their coffee programs. 

Fruitful to Harvest

As summer leaves, so do fresh seasonal fruit !avors such 
as raspberry, blueberry and wild berry, only to be replaced 
by the more earthy harvest !avors of cinnamon, apple and 
pumpkin. And soon, the oh-so-popular holiday favorites such 
as peppermint and eggnog will be appearing on menus as the 
cold-weather holidays approach. 

At Denver-based Le Peep, the top coffee !avors are hazelnut 
and French vanilla. On the other side of the !avored-coffee 
market there are !avored shots such as those offered at 
specialty coffee chain Caribou Coffee. Caribou offers not 
!avored coffees but a plethora of coffee !avorings from 
chocolate and vanilla to pumpkin pie. 

One of the more popular !avored summer offerings was the Northern Lite Cooler available in 
caramel, chocolate, vanilla coffee or espresso !avors. The limited-time offering was so popular 
that it was eventually added to the permanent menu. However, the best-selling !avoring for 
coffee year in and year out is mocha, followed by vanilla then caramel. 

Most popular •avors for 2007 are:

1 Chocolate 8 Mint 15 Cherry 

2 Vanilla 9 Raspberry 16 Fudge 

3 Caramel 10 Chai 17 Mango 

4 Hazelnut 11 Honey 18 Bitter 

5 Cinnamon 12 Coconut 19 Ginger 

6 Sweet 13 Spiced 20 Spicy

7 Italian 14 Strawberry 

Source: Sherry A. Hatlestad is a Chicago-based freelance writer. She was formerly managing editor of Chain Leader and 
editorial project manager on Caf! Cuisine magazine

Enhance Your Business
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Child Nutrition & The Trans Fat-Free Kitchen
Eliminating trans fat from the menu is an important issue for parents, food service directors, 
and dietitians nationwide. Pursuing trans fat-free alternative products and cooking methods is 
a top priority. Health trends and diet fads come and go; however, eliminating trans fats from 
menus is an important change to core nutritional values, and has global implications. New 
products continue to emerge, allowing us to substitute trans fat for healthier choices without 
sacri•cing food quality, taste, and performance.

What is trans fat and why is it harmful?

All vegetable oils and animal fats contain trace amounts 
of trans-fat:

• They are naturally occurring in beef and dairy 
products

• They are created during the re•ning process  
(high heat)

• Arti•cial trans fats are created during the 
hydrogenation process--this process increases 
oil’s stability (i.e., increased fry life)

Trans fat consumption:

• Increases LDL (bad) cholesterol

• Decreases HDL (good) cholesterol

• Increases the risk of coronary heart disease

As we reported to you in October’s Operator’s Edge, it is a contributory factor in Type 2 
diabetes, obesity, and liver dysfunction.

In March 2003, Denmark became the •rst country to impose a manufacturing limit on the 
amount of partially-hydrogenated oil allowed in processed food. This limit is two percent of 
fats and oils destined for human consumption. Since the ban, Denmark has seen a 20 percent 
drop in death from heart disease. Researchers have found that the near-elimination of trans 
fat produced through hydrogenation would prevent between 72,000 - 228,000 heart attacks 
and deaths from coronary heart disease in the U.S. each year. (*Source: New England Journal 
Of Medicine, 1/07)

Good For You
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What products contain trans fat?

Partially-hydrogenated oils can be found in the following:

• Fry shortening (both liquid and solid)

• Liquid butter alternatives / pan and grill shortenings

• Salad oil (winterized)

• Margarine and spreads

• Bakery/cube shortenings

• Frozen foods that may have been par-fried in 
partially hydrogenated oils

• Bakery products, such as cakes, pies, cookies, and rolls

• Donuts

• Tortillas

What products do not  contain transfat?

The following products are trans-fat free:

• Oils that are not partially hydrogenated

• Flavored salad dressings

• Mayonnaise

• Sauces

• Soup and !avor bases

• Aerosol pan coatings and !avored cooking sprays

Which is healthier – butter or margarine?

Butter and margarine contain the same total fat content (80%). Butter is high in saturated fat 
and contains cholesterol, both of which contribute to coronary heart disease, among other 
health concerns. Margarine contains trans fat, is low in saturated fat and is cholesterol-free. 
Trans fat contributes to coronary heart disease.

What are my choices?

With trans fat-free margarine, butter blends, and spreads, you can offer a healthier choice 
for everything from cooking and baking to spreads for breads and rolls. There is a trans fat-
free alternative for every need. You can also replace trans fat from your shortening and oil 
products without sacri•cing product performance, food quality, and taste in all your frying, 
baking, grilling, sauté, and mixing applications.

Your Distributor Sales Representative has many options available to help you create a trans-
fat free kitchen. Ask for information about their shortenings, oils and butter alternatives.

Source: Ventura Foods, LLC

Good For You
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Crackers: The Greatest Thing Since Sliced Bread?
- By Chef Marc Waltzer, President, Premiere Culinary Consulting Group

In order to attract new customers and keep regular clientele returning, chefs and restaurateurs 
in all segments of the industry constantly •ne tune their menus to re!ect new trends or put a 
new twist on an old favorite. Quick serve, casual dining and even •ne dining establishments 
all follow the trends. Today, that means artisan breads, smaller portions and healthier offerings 
like salads and wraps, but what will tomorrow hold? 

Although most food trends come and go, the trend of 
taking an ordinary ingredient and elevating it to the 
extraordinary is de•nitely here to stay. Chefs and 
restaurateurs have already experienced this change 
with bread, which started as a sandwich necessity and 
now serves as the star of the show in some cases. 
Over time, bread has evolved into more !avors and 
types than most could imagine. 

In the aftermath of the low-carb craze, quick serve 
restaurants like Subway have added sandwiches to 
the menus that are made on fresh-baked bread with 
different !avors, while restaurants have begun including whole-grain and exotic !avors in the 
bread basket. Many restaurants have even started advertising their !avorful breads in order 
to differentiate themselves from their competitors. From Arby’s and Wendy’s with their new 
sandwiches on ciabatta or freshly baked artisan breads to the growth of bread-centric chains 
like Panera Bread, City Bakery and Urban Flats, it’s clear that providing customers with quality 
bread options will attract them and keep them coming back.

Another example of moving a traditional afterthought to the foreground is seen in today’s 
specialty cracker market. Consumers are driving this trend – the specialty cracker industry 
grew 12.7 percent in recent years, compared with mainstream crackers’ growth of just 4.8 
percent – and restaurants are responding. More restaurateurs are marketing their appetizers 
and hors d’oeuvres not by what is on top, but by the quality of the cracker that’s serving as 
the base, which is the core philosophy behind a new trend called “neocrackerism.” Changing 
the way your customers look at the cracker may sound like wasted effort at •rst, but by 
demonstrating that your attention to detail extends through the entire food item, including the 
cracker, you show your commitment to quality and providing your customers with a memorable 
dining experience from beginning to end.

As consumers pay more attention to all the components of their meals, from the crackers that 
hold their mouthwatering appetizers to the bread that completes their sandwich, restaurants 
will have to stay one step ahead in order to achieve success. 

Recipe Box
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(More recipes on following pages)

Endive Pear Haystacks
Yields 24 servings

Ingredients

3 heads endive (outer leaves removed, thinly 
sliced)

3 heads red endive (outer leaves removed, 
thinly sliced)

1 lemon’s lemon juice

24 chives (blanched)

3 cups port wine (reduced to a thick glaze)

1 1/2 cups pecans

1 egg white (whipped)

1/3 cup sugar

2 Asian pears (seeds removed, large diced)

24 Carr’s® Table Water® Crackers

24 oz. Stilton cheese

Directions

1. Sprinkle lemon juice on cut endive. Gather little bundles of endive and tie with chives. Cut 
bottom of haystacks to have an even surface for plating. Place in a container and place a 
wet towel or paper towel over to keep endive moist.

2. Place port wine in saucepot and reduce until thick or about 1 cup. Place in squeeze bottle 
and reserve for plating.

3. Chop some of the pecan halves into medium bowl, dice and reserve the remainder. Mix 
pecans, egg and sugar in a medium bowl and toss. Place mixture on baking sheet and 
bake in a 350° F oven until lightly caramelized, about 5 to 10 minutes.

4. Crumble half of the Stilton cheese and place even amounts on the cracker. Place the 
topped crackers on a baking sheet and place in a 300° F oven until the cheese melts, about 
3 to 5 minutes.

5. Place a small amount of the remaining cheese in the middle of serving plate to anchor the 
haystacks. Place haystack on top of the cheese. Arrange the pears and pecans around the 
plate. Drizzle with the port wine reduction and •nish with the Stilton crackers.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box
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Hawaiian Tuna Salsa Tapas
Yields 24 servings

Ingredients

Wasabi Cream
6 oz. wasabi powder

4 oz. water

1 cup sour cream

4 oz. half-and-half

Hawaiian Tuna
4 tbsp. Asian sesame oil

24 oz. sushi-quality ahi tuna (chilled and 
1/4 in. diced)

4 green onions (thinly sliced)

2 tbsp. soy sauce

2 tbsp. lime juice

2 tsp. fresh ginger (minced)

1 avocado (small diced)

24 Carr’s® Table Water® Crackers

Micro greens

Black and white sesame seeds

Directions

Wasabi Cream

1. Add all ingredients into a blender and process until well blended and creamy. Refrigerate 
for at least 8 hours.

Hawaiian Tuna

1. In a mixing bowl, add tuna, oil, green onions, soy sauce, lime juice and ginger. Fold gently 
to mix. Add avocado. Refrigerate for a minimum of 1 hour.

2. Top crackers evenly with tuna mixture and micro greens. Drizzle crackers with wasabi 
cream. Sprinkle with sesame seeds and serve.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)

Issue 05 | November 2007

Operators Edge > Recipe Box > Hawaiian Tapas

Copyright © 2007 UniPro Foodservice, Inc.



Copyright ©2007 UniPro Foodservice | www.uniprofoodservice.com | Terms of Use | Privacy PolicyCopyright ©2007 UniPro Foodservice | www.uniprofoodservice.com ip | Terms of Use | Privacy Policyy cy

Menu

Pro•t Spotlight

Money Matters

Good For You

Enhance Your Business

Consumer Insights

All About The Menu

Feature Story

Home Page

Marketing Your Business

Smoked Chicken Cracker Tostadas with Chipotle Sauce
Yields 40 servings

Ingredients

Chipotle Sauce
1 chipotle pepper (canned in adobo sauce)

1/2 tsp. adobo sauce from canned chipotle pepper

1 cup mayonnaise

2 oz. lime juice

Quesadillas
2 1/2 lbs. smoked chicken breast (shredded)

2 1/2 lbs. jalapeno jack cheese (shredded)

2 cups roasted plum tomatoes (seeded and diced)

1/2 cup fresh cilantro (shredded)

1/2 cup barbeque sauce

10 roasted garlic cloves (minced)

Salt

Freshly ground pepper

1/4 cup scallion (thinly sliced)

80 Carr’s® Table Water® Crackers with Cracked Pepper – Bite Size

40 slices avocado (1/4 in. sliced)

Fresh cilantro for garnish

Directions

Chipotle Sauce
1. Place chipotle pepper, adobo sauce, mayonnaise and lime juice in a food processor. 

Process until smooth.

Quesadillas
1. Combine smoked chicken, cheese, tomatoes, cilantro, garlic and scallions. Season with 

salt and pepper to taste.

2. Place 1/2 of the crackers on a large baking sheet. Evenly top with chicken-cheese mixture. 
Drizzle with barbeque sauce. Top with remaining crackers and bake for 5 minutes or until 
cheese is melted. Garnish with barbeque sauce, avocado slices, fresh cilantro and serve.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)

Issue 05 | November 2007

Operators Edge > Recipe Box > Smoked Chicken Cracker

Copyright © 2007 UniPro Foodservice, Inc.



Copyright ©2007 UniPro Foodservice | www.uniprofoodservice.com | Terms of Use | Privacy PolicyCopyright ©2007 UniPro Foodservice | www.uniprofoodservice.com ip | Terms of Use | Privacy Policyy cy

Menu

Pro•t Spotlight

Money Matters

Good For You

Enhance Your Business

Consumer Insights

All About The Menu

Feature Story

Home Page

Marketing Your Business

Spicy Asian Duck with Pineapple-Mango Salsa
Yields 40 servings

Ingredients

Pineapple-Mango Salsa
1 pineapple (small diced)
1 mango (small diced)
1 to 2 red chilies (minced)
1/4 cup lime juice
2 oz. honey
1/2 cup salted peanuts (coarsely 

chopped)

2-3 tbsp. fresh cilantro (chopped)

Duck
1 cup honey
1 cup dark soy sauce
1 tbsp. •ve spice powder
2 1/2 lbs. duck breast (diced)
1 cup hoi sin sauce 
120 sliced cucumber (very thinly sliced, three folded per cracker)

40 Carr’s® Table Water® Crackers

Directions

Pineapple-Mango Salsa
1. In a medium bowl, combine all ingredients. Stir well, cover and refrigerate for 30 minutes.

Duck
1. In a small bowl, combine the honey, soy sauce and •ve spice powder. Place diced duck 

breast into a medium bowl and rub the honey mixture generously over each piece until 
evenly coated.

2. Bake duck at 450-500° F until brown; approximately 8-10 minutes. Remove from heat and 
set aside to cool.

3. Evenly place crackers on a large baking sheet. Drizzle hoi sin sauce over the top of each 
cracker. Top each cracker with one set of cucumber slices and duck mixture.

4. In a preheated broiler, toast the topped crackers for 1-2 minutes. Remove and top with 
pineapple-mango salsa. Serve hot with a side of hoi sin sauce. Garnish with a cilantro sprig.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)
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Tuscan Tomato-Olive Tower
Yields 24 servings

Ingredients

24 tomatoes

Salt

Freshly ground pepper

8 oz. sherry vinegar

2 1/4 lbs. black olive tapenade

2 1/4 lbs. feta cheese (crumbled)

72 Carr’s® Table Water® Crackers

12 cups Mache for plating

Directions

1. Cut tomatoes horizontally into 4 or 5 slices. Discard the bottom slice of each tomato, but 
keep the other slices in order; they will be restacked. Drizzle each tomato slice with sherry 
vinegar. Salt and pepper to taste.

2. Place a single base slice from grouped set of a single tomato onto a serving plate. Place 
one cracker topped with 1 tbsp. of tapenade onto tomato slice. Sprinkle 1 tsp. of feta 
cheese onto tapenade. Repeat layering two more times with tomato, cracker, tapenade and 
feta cheese until all slices from the original tomato have been stacked. Serve on a nest of 
Mache.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)
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Spicy Thai Chicken Pops 
Yields 24 servings

Ingredients

3 tsp. light brown sugar

1 tbsp. •sh sauce

11 oz. ground chicken

3/4 cup peanuts (toasted and chopped)

1/2 cup Club® Crackers (crushed)

1 tbsp. red Thai curry paste

1 tbsp. fresh lime juice

3 fresh kaf•r lime leaves (•nely shredded)

2 tbsp. sweet chili sauce

2 tbsp. cilantro (•nely chopped)

1/2 cup vegetable oil

24 short wooden skewers or lollipop sticks

Directions

1. Dissolve sugar in •sh sauce, then place in a large bowl with chicken, peanuts, crackers, 
curry paste, lime juice, lime leaves, sweet chili sauce and cilantro. Mix well. Divide the 
mixture into 24 small balls. Flatten into disks about 1/2 in. thick. Lay evenly on a baking 
sheet, cover with plastic wrap and refrigerate for 30 minutes.

2. Heat oil in a large skillet. Cook the cakes in batches for 2-3 minutes on each side until •rm 
and golden brown. Drain on toweling.

3. Place a skewer or bamboo skewer into each cake and drizzle with sweet chili sauce. 
Sprinkle with crushed peanuts, toasted coconut, chopped cilantro and serve.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)
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Kalamata Fig Tapenade / 
Mediterranean Flatbread
Yields 1 quart Tapenade / 40 Servings 
Flatbread

Ingredients

Tapenade
3 cups black kalamata olives (pitted)
1 cup dried mission •gs (de-stemmed)
3 lemons’ lemon zest
3 oz. fresh lemon juice
3 cloves garlic (minced)
3 tbsp. capers (rinsed and drained)
3/4 tsp. crushed red pepper !akes
2 tbsp. fresh thyme
1/2 tbsp. freshly ground black pepper
3/4 cup Italian parsley (coarsely chopped)
4 oz. extra virgin olive oil
1 1/2 cups toasted walnuts
JJ Flats® Flatbread Flavorall Crackers

Directions

Tapenade
1. Place the olives, •gs, lemon zest, lemon juice, garlic, capers, red pepper !akes, thyme, 

pepper and parsley into a food processor. Pulse a few times to blend. Add the oil and pulse 
a few more times to make a coarse paste. Add walnuts and pulse until walnuts are chopped 
into small but visible pieces.

2. Evenly distribute tapenade into serving dishes. Place !atbread crackers vertically into each 
bowl. Sprinkle with fresh parsley and serve.

Flatbread
1. Brush crackers with olive oil. Place crackers evenly on a large baking pan. Fold prosciutto 

over the top of crackers. Sprinkle evenly with •gs, goat cheese, walnuts and rosemary.

2. Drizzle crackers with honey and place under a preheated broiler for 1-2 minutes or until 
cheese is bubbling and slightly browned. Garnish with fresh herbs and serve.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)

Flatbread
2 oz. extra virgin olive oil
4 cups dried •gs (stems removed, soaked in 

hot water for 15 minutes)
1 lb. prosciutto (cut into strips)
1 1/4 lbs. goat cheese (crumbled)
2 cups walnuts (chopped)
1/2 fresh rosemary (chopped)
1/2 cup honey
40 JJ Flats® Flatbread Flavorall Crackers
Fresh herbs for garnish (chopped)
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Spanish-Style Tapas
Yields 24 servings

Ingredients

4 cups butter beans (canned and diced)

8 oz. chorizo sausage (•nely shredded)

1/2 cup pine nuts (toasted)

1 cup parsley (•nely chopped)

1/4 cup lemon juice

2 lemons’ lemon zest

2 tsp. smoked paprika

8 oz. sun-dried tomatoes (small diced)

1/4 cup extra virgin olive oil

24 Old London® Melba White Long 
Crackers

Salt

Pepper

2 cups micro greens for garnish

Directions

1. Mix beans, chorizo, pine nuts, parsley, lemon juice, lemon zest, sun-dried tomatoes and 
paprika together in a medium bowl. Add salt and pepper to taste. Set aside to marinade for 
10 minutes.

2. Brush cracker tops with olive oil and place evenly on a large baking sheet. Evenly top with 
bean mixture.

3. Place under a preheated broiler for 1-2 minutes and cook until bubbling and topping is 
browned. Garnish tops with micro greens. Serve in a bowl with some dressed and one or 
more skewered in mixture.

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box

(More recipes on following pages)
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Rice Krispies Treats ® Sushi
1 Rice Krispies Treats ® Treats Sheet ®

Filling & Topping Options: 

Berries & Cream Pudding

Peanut Butter & Banana

Fudge

Jelly

Sprinkles, chips, nuts, coconut or desired 
toppings

Directions

1. Cut Rice Krispies Treats® Treats Sheet® 
into 1/4” x 15” slices.

2. Lay slice !at and spread with chosen 
ingredient(s) (see below).

3. Roll the slice sushi-style.

4. Top with sprinkles, chips, nuts, coconut or desired ingredient(s).

Recipe courtesy of: Kellogg's Food Away From Home

Recipe Box
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Creative Cost-Effectiveness Tips Add Up
Most operators focus on controlling costs in two main 
areas – food costs and labor costs (or, prime costs). While 
these are important aspects of your operation, they are by 
and large a function of total sales. It’s the other expenses 
– those not directly related to sales volumes – where 
savings can be achieved and pro•tability enhanced. Here 
are a few simple tips to help you maximize ef•ciencies:

Turn off the power

Besides rent, energy costs represent the largest portion of 
overhead. Yet, there are easy ways to reduce consumption 
and control energy costs.

• Many restaurants turn equipment on in the morning and leave it running until closing 
– busy or not. Do an audit for wasted energy. Can units be set to standby during slower 
periods? Can certain parts be turned off? Post a schedule for •ring up grills and fryers. 
These units only take 10 to 15 minutes to reach operating temperature. 

• Retro•t your exhaust system with sensors. The cost will be recouped quickly in reduced 
energy consumption and costs. Most new exhaust systems feature built-in sensors that 
operate based on how much equipment is being used, and how much heat is generated. 

• Explore the use of high-ef•ciency bulbs and lower-wattage bulbs in back-of-house and 
low-traf•c areas. Motion sensors also reduce electricity consumption in certain areas, 
such as back alleys. 

• Have your refrigeration coils cleaned frequently to dramatically reduce costs. Dirty ones 
are inef•cient, as they must run longer and harder to cool properly. 

Negotiate your interest rate

Credit card companies can charge operators 4% or 5% 
when restaurant customers pay by credit card. Many 
restaurant and merchant associations have negotiated 
better rates for members. Do some research and see if 
you can beat the posted rates.

Do-it-yourself bookkeeping

While you may need an accountant for tax returns and 
year-end activities, you can do some basic bookkeeping 
in-house. With most accounting software programs, 
general ledger entries and payroll can be done quickly and easily.

Money Matters

(Continued next page...)
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Do-it-yourself laundry 

Laundry linen and uniform costs can add up fast if you use an outside service. Take it in house 
by purchasing a small washer and dryer.

Maintenance and prevention

Equipment repairs can be very costly – especially in older 
restaurants. Consider a preventive maintenance program 
with your supplier. By budgeting for one, you’ll avoid 
costly, unexpected repair bills. As an added bonus, well-
maintained equipment will run more ef•ciently and help 
reduce utility costs.

Another way to reduce the cost of unexpected equipment 
breakdowns is to purchase “boiler” insurance. For as little 
as $500 per year, you can insure against breakdowns 
of compressors, furnaces and hot-water tanks. Ask your 
insurance carrier for details.

Advertising and promotion

Most restaurants budget up to 5% of gross sales for advertising and promotion. It’s an important 
part of running a successful operation, so you don’t want to skimp in this area. But, you can 
save money by using the “contra” method of payment. For example, rather than paying $3,000 
to advertise with your local newspaper, offer $2,000 and the balance in gift certi•cates. The 
$1,000 in credits will actually cost you about $300 in goods, resulting in a net saving of $700. 
This approach can also be used for services such as accounting and legal.

Source: Kraft Foodservice

Money Matters
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Onion Creativity Adds to Menu Pro•ts
It is hard to overlook the importance of onion rings to an operations menu. Onion rings remain 
the #1 most popular appetizer1 and represent every item in the top 5 most popular items 
menued as part of a combo platter.2 While onion rings, petals, and strips are a proven hit as 
appetizers and sides, these items have the ability to work harder for your operation by means 
of creative application, across the menu. Battered and breaded onion products are versatile 
and !exible – adding them to current menu items will present the opportunity to up-charge and 
result in a signi•cant boost in pro•ts.

Add cheesy battered onion straws to a roast beef sandwich, 
top a burger with onion rings, or add some spicy onion 
petals as a pizza topping. Expanding upon existing menu 
items is a powerful way to energize your menu. Value-
added additions to existing menu items will increase the 
consumers’ perceived value, and present the opportunity 
to up-charge. For a minimal increase in food cost, pro•ts 
will skyrocket. 

Creatively applying onions to your existing menu items 
increases the customer’s perceived value. Customers 
don’t mind paying more, provided they feel they are getting 
good value for their dollar. On top of a boost in pro•ts, 
you will also gain a signature dish in the process that will 
differentiate your menu from the competition’s and keep customers coming back for more of 
that signature !air. 

Sources: 1 NPD Data 12 months ending Nov. '06 ; 2 Menu Trends Direct, Datassential Research 2007, McCain Foods
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Football Fans Spend Money – Is Your Menu Ready?
Here are the facts about the Superbowl that should convince you to get ready to serve some 
crowds in your establishment – given, of course, that you have 
a TV or two for them to watch while partaking of your •ne 
fare.

Consumers will spend $5.3 billion preparing for or executing 
Super Bowl-related activities. According to the National Retail 
Federation, 47% will throw a party, attend a party, or watch a 
game from a restaurant. The National Restaurant Association 
estimates that 1 in 20 will be in that last category. Do you have 
what you need on the menu to satisfy that hungry football 
fan? Thirteen percent of Americans will order take-out or 
delivery from a restaurant. It’s more common in major metropolitan areas and those living in 
the Northeast. (Perhaps those infamous New England snow storms has contributed to that 
number.)

The most popular choices for takeout and delivery are pizza, wings, and subs or sandwiches. 
At the retail level increased sales of chili, chips, dips and pizza happen the week before the 
Superbowl.

Be sure to ask your Distributor Sales Representative for the latest in wing offerings and get 
your order in for those items that will make your Superbowl business a winner. Check out the 
catering articles in this month’s Operator’s Edge for ideas on unique ways to serve appetizers 
and a sweet sushi treat that’ll wow your patrons on that big day.

Don’t forget that Superbowl isn’t the only day for capturing a football crowd – Thanksgiving Day 
and the weeks leading up to the play-offs are huge opportunities for you to serve up something 
special. And it might be a good time to test your new wings before the Big Game.

Source: National Retail Federation, Perdue Farms, Inc.
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