
Trends in the 
Morning Meal 
Occasion

One in 5 consumers is 
in motion during morn-
ing meals. Are you ready to roll along with 
them?

More Info

Coffee consumption grew in 2007, 
and shows no signs of slowing, as it 
has now surpassed soft drinks in daily 
penetration. The average drinker now 
consumes 3.3 cups of coffee per day.

With margins as high as 80% and the 
potential for incremental sales, coffee presents a huge opportunity for 2008. 
Capitalize on the trends to increase your coffee sales and pro•ts in the 
coming year.

The Business of 
Charity

Cause marketing ben-
e•ts your business 
as well as charitable 
causes. Consider it for your 2008 market-
ing plan.

Check out these Ideas

Keeping Your 
Menu Fresh

Revising your menu 
selection can keep 
things fresh and 
exciting. But before you start, ask 
yourself these questions – is the item 
popular with your guests? Will it still be 
pro•table? Assess each item before 
making any decision.                Full story

Appetizer 
Combos 
Increase Check 
Average and 
Your Pro•ts  

Read on for ideas

Grab & Go in 
Family Dining

Portable dining con-
tinues to grow, even in 
family dining chains. 
Will you grab your share?

Read on

Full Story 

Nutrition Terms

Keep this handy nutrition 
terms list as a reference 
should you need to com-
ply with menu labeling 
laws.

More Info

Extending Oil 
Life Tips

Post this chart to 
maintain high qual-
ity 0g TFA oil.

Click to View

Creamy Hot 
Artichoke Dip

An easy-to-prepare 
and great tasting 
dip for your holiday 
parties.

Read on
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Four Coffee Trends 
That Will Impact Your 
Business Next Year!
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Follow The Trends To Heat Up Coffee Sales
Coffee consumption grew in 2007, and shows no 
signs of slowing. The number of patrons drinking 
coffee on a daily basis grew to 57% in 2007, 
surpassing soft drinks in daily penetration. The 
average coffee drinker now consumes 3.3 cups of 
coffee per day, with the amount being consumed 
away from home continuing to grow1. 

With margins as high as 80% and the potential 
for incremental sales, coffee presents a huge 
opportunity for 2008. With just a few simple steps, 
you can capitalize on the following trends to increase 
your coffee sales and pro•ts in the coming year.

1. Premium Coffee Means Premium Price and Pro•ts

Your customer’s perceptions of a quality cup of coffee have changed. The rise of upscale chain 
coffee shops has rede•ned both the quality expectation and pricing for coffee. Even the price-
sensitive QSRs have found that a quality coffee is key to their business: both McDonald’s and 
Burger King switched to a higher-quality product in the past couple of years.

Increased options and points of distribution mean that customers no longer have to settle for 
two-hour-old coffee in the afternoon. If your coffee does not measure up, other options are 
right around the corner. If fact, many restaurants are battling the “carry-in” phenomenon, where 
customers order food but bring in a specialty coffee from another location. 

There are several ways you can upscale your coffee program. Increasing your throw weight by 
changing your water/ground bean mix will provide a higher-quality, richer-tasting cup. Adding a 
!avored option or “coffee-of-the-day” will change the perception of your entire coffee program 
and give your core customers another reason to purchase from you. Also remember that 
coffees are tiered into several price classes based upon quality. With the average price per cup 
rising over the past several years, consumers have shown that they will pay more for better 
quality. Compare your coffee to what your patrons are purchasing outside your establishment 
to see if it is time to upgrade your coffee tier.

2. Your Core Customer Is Buying Coffee Somewhere Else

Here’s the good news: total coffee consumption continued to shift to out-of-home venues in 
2007. The less exciting news? A full 43% of consumers bring their coffee into work from the 
outside2. This “carry-in” coffee takes away potential sales of your most pro•table item. Much 
of this competitive coffee is premium or specialty coffees coming from upscale chain coffee 
shops. With gourmet coffee consumption now at 37% of the population each week, this is a 
huge opportunity that cannot afford to be overlooked.

Feature Story

(Continued next page...)
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With technology and equipment advances, it is now easier than ever to add !avored gourmet 
coffees and even specialty beverages to your menu. Start observing what coffees are carried 
in and look at potential product offerings. In most cases, you will be able to provide quality 
equal to or better than what is offered by the chains at a more competitive price. You will also 
be saving your patrons a trip.

3. Coffee Can Drive Your Non-Traditional Dayparts

While breakfast is still the largest coffee daypart, more than 30% of traditional coffee is 
consumed in the afternoon and evenings3. The right coffee will drive traf•c during these non-
peak hours. Afternoon and evening customers often purchase a snack during their visit, so this 
traf•c will build your food sales as well.

Make sure you have “fresh” coffee available at all times. The cost of brewing an extra pot 
is much less than the cost of a lost customer. If you •nd that having fresh coffee presents 
operational dif•culties during non-peak times, you may want to consider a one-touch coffee 
system, which eliminates brewing and saves labor while providing a consistent, quality cup 
every time.

Be sure to merchandise coffee as an afternoon or evening “pick me up.” Planting this option in 
the customers’ mind during the breakfast or lunch visit will increase traf•c later in the day.

4. Coffee Brings In The Younger Patrons

The greatest growth in coffee consumption lies within the 18-24 demographic, jumping from 
16% daily usage in 2003 to 37% in 2007.4 This next generation of consumers is in the process 
of forming their brand and purchase habits. By meeting their needs today, you are building 
your customer base for tomorrow.

Take a few minutes to observe your younger patrons, see what coffee they are ordering, and 
talk to them to •nd out what your opportunities are. The time spent to understand this segment 
is an investment in your future.

Make 2008 Your Year of Higher Beverage Sales and Margins

By offering more premium coffee and specialty beverage options, promoting coffee during 
afternoon and evening hours, and updating your beverage menu to meet the demands of 
younger consumers and “carry-ins,” you can maximize your coffee program’s pro•t potential 
this year. Remember that a small investment in better coffee or specialty beverages now can 
bring big returns. 

Source: 1,2,4 National Co•ee Association, 2007 Trends. 3 NPD Crest, 2007, Sara Lee Foodservice.
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Keep Your Menu as Fresh as the  
Day You Opened for Business
Something old. Something new.

Revising your menu selection can keep things fresh 
and exciting. But before you start, ask yourself these 
questions – is the item popular with your guests? Will it 
still be pro•table? Assess each item before making any 
decision.

Developing new menu ideas and perfecting them for roll-
out can be a complicated and rigorous process. Here is 
a simple step-by- step method for menu development.

Generating Fresh Ideas

Keep a •le for menu ideas. Clip magazine articles, visit other establishments, go to trade shows, 
attend industry seminars and keep abreast of trends. Ask your suppliers for new products that 
can be incorporated onto your menu. Since most organizations research consumer trends and 
preferences, your suppliers are likely very trend savvy.

Talk to your customers. Your customers can be a great source for ideas. Solicit their opinions 
and feedback. They will tell you what they are looking for and will be !attered that you value 
their opinions. Invite a group of your regulars to lunch or dinner on a slow day and hold an 
informal focus group. You’ll be surprised at what they tell you.

Talk to your staff. Your wait staff will know what customers prefer and what they are requesting 
that is not on your menu. The kitchen staff will tell you what is practical and realistic. The 
dishwashers will tell you what comes back uneaten. All this information is valuable to the 
decision-making process.

Be Realistic. Once you have brainstormed a number of ideas, review the list and select the 
ones that are relevant. Ask yourself if the ideas you’ve generated •t your operation.

Will it work?

Each new menu item must •t from both a cost and operational perspective. There is no use in 
putting foie gras on a diner menu or a BLT on a •ne-dining menu. Can the item be prepared 
ef•ciently? Ensure you have the proper equipment and space to produce the item. There 
should be a balance of preparation methods. If you have an abundance of deep-fried items, 
adding another may not make sense. Think about a balance in cooking methods—sautéing, 
broiling, grilling, steaming and braising.

Timing is also an important consideration. If most of your menu items take 5 to 10 minutes to 
prepare, do not add an item that takes 25 minutes.

All About The Menu
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Will it work in the long run? Also consider the long-term availability and price volatility of any 
new menu item. Check with your supplier and get some assurance that the new ingredients 
you add will be available over the long term. Also check that no traditional seasonal price 
!uctuations exist that could affect cost. While no one can anticipate every circumstance, 
there are patterns that in!uence the price of certain foods. You should be aware of these. 
For example, if you are adding ribs to your menu, the cost of raw material generally spikes 
during the summer months due to retail demand. This should be taken into consideration when 
planning and costing that item.

Does it pass the test?

Can you afford it? Before adding any new item to your menu, it should be thoroughly tested. 
First, have the kitchen prepare it in a small batch. At this point, a standard recipe should be 
produced, the item costed and a selling price established. If it does not •t within your cost 
parameters, can it be modi•ed or can you adjust the selling price?

Can you taste the pro•t? Once you are comfortable with the cost, test internally. Have 
everyone taste the item – from the cooks and dishwashers to the servers and bartenders. 
Get their feedback before proceeding, then make any necessary adjustments. When you are 
con•dent the item is at the stage where you can serve it to paying customers, run it as a 
special. During that time, get as much feedback as possible from staff and guests. Once you 
have collected the feedback, make further changes as needed.

Roll it out

Timing is everything. Depending on how quickly you can implement a menu change, print the 
item on the menu and track it carefully for a month or two. Sometimes a new menu item may 
sell very well as a special, but it may take some time to catch on as a regular menu item. Give 
it adequate time. Make sure the customers know about the item. Have the servers promote 
the item and give them incentives to sell it. In the beginning, closely monitor the kitchen’s 
execution of the item so it does not stray from the original concept.

Your menu should constantly evolve. When it does, you’ll succeed in keeping your customers 
excited about your restaurant. A refreshed menu will keep your servers energized as they will 
have something exciting to tell customers when they come in. And your kitchen staff will stay 
motivated with new challenges. Most importantly, it will keep you and your bank manager 
happy with the sales.

Source: Kraft Food Service
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Capturing the Morning Meal Occasion
Morning food and beverage choices are primarily driven 
by a need for routine and convenience and a desire for 
favorites. Health and wellness are secondary motivators 
although very prevalent. While most morning meals 
and snacks are consumed exclusively at home, one 
in •ve consumers who ate or drank something during 
the morning reported that they did so both at home 
and away from home. Is your morning menu offering 
appealing enough to bring those commuters to or 
through your doors?

Two segments that dominate the morning occasion, according to the NPD Group are Healthy 
Start (25%) and Start Me Up (25%). Healthy Start is about weight control and nutrition, and 
Start Me Up concerns routine and jump starting the day. Coffee-only occasions are very 
common. This represents a great pro•t opportunity for you. All you need is a great cup of coffee 
with the specialty gourmet offerings so in demand today, and tasty portable food, and you’ve 
just expanded your business signi•cantly.

NPD reports that Tasty Traditions (16%) is the next largest segment, which includes those 
traditional breakfast items like bacon and eggs. There’s a substantial opportunity to pick up 
weekend morning traf•c with these hearty offerings.

The remaining segments (34%) are driven by convenience: indulgent satisfying items that 
are portable, quick, and easy to clean up. If you don’t have packaging on hand to provide 
these, you’re missing the boat. Easy ways to get into this business include offering cereals, 
yogurt, nutrition and snack bars, and pastries and muf•ns. Check with your Distributor Sales 
Representative to •nd out what she’s got to offer that can help you capture this pro•table 
daypart.

Source: NPD Crest, 2006 Morning Need State Pro!les
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Make it FAST–On-the-Go Dining  
and Portability Trends
Grab & Go, Portable Dining, Dashboard Dining, Take-Out, 
Express Drive-Thru… if an operator is unfamiliar with any 
of these terms their business is de•nitely not following 
today’s trends! In 2006, the average American consumed 
81 meals inside restaurants, but ordered 127 meals to 
go.1 So, how does an operator make the most out of this 
growing opportunity? By listening to what their patrons 
want and reacting strategically to the dynamic changes in 
the marketplace. Consumers have spoken, and what they 
want are quality menu items that are easy to order and 
portable enough to •t their busy lifestyles. 

Creative concepts are developing in the marketplace 
as a response to consumers’ evolving expectations for 
faster dining solutions. Grab & Go, all the rage in today’s 
multi-tasking society, is now •nding a home in family 
dining chains as more operators try to cater to what their 
customers want. Denny’s, a 1,539 unit family dining chain, 
opened its •rst drive-thru restaurant in Indianapolis. 2 Hours 
range from 5 a.m. until 1 a.m. and topping the express 
menu are 3 breakfast sandwiches. 

Breakfast is big, and portable sandwiches, burritos, wraps, and smoothies top the list as sales 
leaders.3 Breakfast sandwiches offer not only portability, but enable an operator to gain a point 
of differentiation against their competition.3 However, breakfast sandwiches are not the only 
product driving incremental sales in the Grab & Go world. Consumers say they want choices 
that they perceive to be lighter or healthier, but they won’t give up on old favorites.3 They crave 
foods that are fun, shareable, and handheld.3 These trends enable operators to venture into 
very pro•table nontraditional dayparts such as morning/afternoon/late night snack occasions. 
Mini cookies, doughnuts, or brownie bites or a fruit and granola yogurt parfait •t perfectly into 
these categories and portable preference trends.

Industry Evolving to Better Meet Customer Needs

Restaurants are expanding their take-out service to accommodate the fact that over half of 
all meals purchased at the nation’s estimated 935,000 restaurants are consumed at home, 
in the of•ce, or in the car. 1 As a result the quick casual restaurant category has become one 
of the fastest growing categories in spite of actually taking more of the consumer’s time than 
traditional quick service.4 Concepts such as Panera Bread is one example. Panera makes 
customers’ waiting time a form of involvement and entertainment while they watch their food 
made to order.4 

Enhance Your Business
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Overall the most important thing an operator 
needs to maximize their appeal is to have 
sensitivity to a customer’s expectation of time.5 
Capitalizing on this trend restaurants such as 
Outback Steakhouse, Cheesecake Factory, and 
Starbucks have redesigned their restaurants to 
feature an expanded to-go service.5 Technology 
is also playing a larger role in how operators 
interact with busy customers. For example, 
Burger King’s BK MOBILE connects with 
Dashboard Dining patrons through their mobile 
phone browser to Burger King’s website where 
they can access the nearest Burger King location.6 The message is becoming clear—if 
an operator wants to grow traf•c count as well as p ro•tability their business must not only 
menu a variety of portable items patrons crave but offer an accommodating to-go service 
venue as well.

Grab & Go is the opportunity frontier. The key growth strategy for you is to take advantage 
of every opportunity to appeal to and service your patrons’ needs. Address key consumer 
convenience demands that include greater menu variety, ease of ordering, and quality portable 
dining solutions. 

Resources: 1.Technomic Foodservice Digest; July 2007; 2.Nation's Restaurant News; 11/30/07; 3.RIX; 11/1/2007; 4.Technomic 
Future Food Trends; Issue 2, 2007; 5.Food Institute Report; 6/19/07; 6.Technomic Foodservice Planning Program; Restaurants 
2007-2012: Outlook &Opportunity; January 2007, General Mills Foodservice
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Nutrition Terms Reference
There’s been a lot of talk lately of impending legislation forcing restaurateurs to post nutritional 
information about their menu. We can’t predict who, where, or when this legislation will be 
enacted, if ever, but we can help you get ready to comply if it comes to that. We thought a 
good way to start would be to help you understand basic nutritional terminology.  Many of these 
terms may be requirements within a mandated menu labeling program, so study up or save 
this handy reference if and when it’s needed.

Nutritional and Health/Wellness De•nitions

American Heart Association Certi•ed Meat or Poultry Product
Based on standard serving size and per 100 grams must be less than or equal to 5 grams of 
total fat, less than or equal to 2 grams of saturated fat, less than 95 mg of cholesterol, have 
a sodium level of no more than 480 mg and contain at least 10 percent of the Daily Value of 
one or more of these naturally occurring nutrients: protein, vitamin A, vitamin C, calcium, iron, 
or dietary •ber.

American Heart Association Whole-Grains Certi•cation
Based on standard serving size and per 100 grams must be less than or equal to 6.5 grams 
of total fat, less than or equal to 2 grams of saturated fat, less than 95 mg of cholesterol, have 
a sodium level of no more than 480 mg and contain at least 10 percent of the Daily Value 
of one or more of these naturally occurring nutrients: protein, vitamin A, vitamin C, calcium, 
iron, or dietary •ber. Trans fat level to be 0.5 grams or less, whole grains are 51% by weight/ 
Reference Amount Customarily Consumed (RACC) and minimum dietary •ber of 3.0 grams/
RACC or 55 grams.

Soy Protein Heart Healthy Claim
Diets low in saturated fat and cholesterol that include 25 grams of soy protein a day may 
reduce the risk of heart disease. One serving must provide a minimum of 6.25 grams of soy 
protein to make this claim.

Sodium
Sodium Free- less than 5 mg sodium per serving; Low sodium- 140 mg sodium or less per 
serving; Light or Lite in sodium- minimum of 50% less sodium per serving than average 
reference amount for same product with no sodium reduction. Reduced sodium- at least 25% 
less sodium per serving than reference product.

Extra Lean
Per 3 ounce serving 5 grams or less of total fat, 2 grams or less of saturated fat, and 95 mg or 
less of cholesterol.

Lean
Per 3 ounce serving 10 grams or less of total fat, 4.5 grams or less of saturated fat, and 95 mg 
or less of cholesterol.

Good For You
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USDA FSIS Meat and Poultry Whole Grain Stamps/Claims
Basic Stamp- At least 8 grams of whole grain ingredients per labeled serving and per RACC. 
At least 51% of the grains must be whole grains. 100% Stamp- Products must contain at least 
16 grams of whole grain ingredients per serving and per RACC, with all of the grains in the 
product whole grains.

No Sugar Added, No Added Sugar
Product does not contain any added sugar:

1. No amount of sugars or any other ingredient that contains sugars that functionally 
substitute for added sugars is added during processing or packaging.

2. Product contains no ingredients that contain added sugars such as jam, jelly or fruit 
juices.

3. Product resembles and substitutes for normally contains added sugars.

4. Label declares that the product is not “low calorie” or “calorie reduced” as appropriate.

Gluten Free
Product is free of gluten (proteins found in wheat, rye, barley and oats and their derivatives).

Lactose Free
Product is free of lactose which is the natural sugar found in milk and or milk products.

Natural
Product meets USDA FSIS de•nition of

• Not containing any arti•cial •avor, color, preservative, or any other arti•cial or synthetic 
ingredient

• The product and its ingredients are not more than minimally processed

• The product label has a brief statement, which explains what is meant by “natural”.

Organic
Product meets the USDA Organic standards of produced without pesticides, synthetic 
fertilizers, hormones, or antibiotics. 100% Organic- entirely raw or processed product is 
organic; Organic- 95% or more organic ingredients; Made with Organic Ingredients- 70 to 95% 
organic ingredients; Less than 70 % Organic- X% Organic.

Fat Claims
• Fat Free, No Fat, Zero Fat or 100% Fat Free- Less than 0.5 grams of fat per RACC and 

per serving and contains no added fat.

• Low Fat, Low in Fat – Contains 3 grams or less of fat per RACC and per serving

• Reduced Fat- Less than or equal to 25% reduction in fat per RACC

• __% Fat Free can be used when the product quali•es for Low Fat.

• Low Saturated Fat- Contains 1 gram or less of saturated fat per RACC and 15% or less 
calories from saturated fat.

Good For You
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• Reduced Saturated Fat- 25% or more reduction in saturated fat per RACC

• Trans Fat Free- Less than 0.5 grams of trans fat per RACC

• Low Cholesterol- Product must have no more than 20mg cholesterol and no more than 2 
grams saturated fat per RACC

• Reduced Cholesterol- 25% or less of cholesterol and 2 grams or less of saturated fat per 
RACC.

Low Calorie
No more than 40 calories per RACC

High, Rich in, Excellent Source of
Product contains 20% or more of the RDI or % Daily Value i.e. Excellent Source of Protein

Good Source
Product contains 10-19% of the RDI or % Daily Value i.e. Good Source of Potassium

More, Enriched, Forti•ed
Applies to protein, vitamins, minerals, dietary •ber and potassium when levels are at least 10% 
or more of the RDI or % Daily Value. Only permitted in FDA products and not directly in meat 
and poultry products currently.

RACC
Reference Amounts Customarily Consumed or standard serving sizes set by FDA and FSIS 
for speci•c product categories or types that reasonably can be consumed at one eating 
occasion.

RDI
Reference Daily Intake now referred to as % Daily Value

DRV
Daily Reference Value now used to determine the % Daily Value for the energy producing 
nutrients (fat, carbohydrates, protein and •ber)

%Daily Value
Nutritional requirements based on a 2000-calorie diet for a day. This information helps 
consumers to use food label information and plan healthy diets.

Healthy
Minimum of 10 % of Daily Value for at least one of protein, calcium, iron, •ber, vitamin A or 
vitamin C, be no more than 60 mg cholesterol, no more than 3 grams of fat, no more than 1 
gram of saturated fat and no higher than 480 mg sodium per RACC.

For single ingredient raw meat and poultry:
Minimum of 10 % of Daily Value for at least one of protein, calcium, iron, •ber, vitamin A or 
vitamin C, be no more than 95 mg cholesterol, no more than 5 grams of fat, no more than 2 
grams of saturated fat per serving and per 100 grams.

Source:  Perdue Foodservice
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Creamy Hot Artichoke Dip
Yields 10 servings

Ingredients

 Amount Measure Name

 2.00  can Artichoke hearts, canned , drained and chopped

 2.00  cup BEST FOODS Real Mayonnaise 4 x 1 gal

 2.00  cup Cheese, Parmesan , grated

 2.00  cl Garlic , •nely chopped

Preparation

1. Preheat oven to 350 degrees.

2. In 2 qt. casserole, combine all ingredients. Bake 
uncovered 25 minutes or until heated through. Serve, 
if desired, with sliced French bread, crackers or tortilla 
chips.

Spinach Artichoke Dip:
Add 2 pkg. (10 oz.) frozen chopped spinach, thawed and sqeezed dry.

Seafood Artichoke Dip:
Add 2 6 oz. cans of crabmeat, drained and •aked.

Italian Artichoke Dip:
Add 1 cup shredded mozzarella cheese and 1 cup drained and chopped sun-dried tomatoes 
packed in oil.

Roasted Red Pepper Artichoke Dip:
Add 1 cup shredded mozzarella cheese and 1 cup drained and chopped roasted red 
peppers.

Mexican Artichoke Dip:
Omit parmesan cheese and add 2- 4 oz. cans of diced green chilies, un-drained, 2 cup 
Monterey Jack cheese, 1/2 cup chopped cilantro, 1 tsp. ground cumin and hot pepper sauce 
to taste.

Source: ! 2007 Unilever Foodsolutions - All Rights Reserved. www.unileverfoodsolutions.us
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Extending Oil Life

For maintaining a high quality 0g TFA fry oil, post this handy Fry Oil operations chart in your 
kitchen.

Source:  Chart courtesy of McCain Foods USA.
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For Bigger Checks and Increased Pro•ts;  
Combo up!
Appetizer combo platters mean bigger checks and increased pro•ts for operators. The 
popularity of combo platters is soaring – up 12% since 20061. Right now is the perfect time for 
operators to cash in on the combo craze.

Why are combo platters becoming so popular? Simple, combo platters are fun. Combos 
provide customers the opportunity to enjoy each others’ company and share in the “appetizer 
experience”, which increases camaraderie and the overall dining experience. After all, sharing 
is the #1 reason why patrons order appetizers.2 (See Operator’s Edge August, 2007, Toolbox 
column on sharing trends.)

On average combo platters menu for $4 more than single appetizers for only a slightly higher 
food cost. While combo platters are a high-margin offering for operations, your patrons also 
feel they are getting good value. Combo platters present guests with the opportunity to try new 
•avor pro•les without the risks associated with a new or unfamiliar food as the main course 
selection. It makes them more apt to try bigger and bolder •avor pro•les than they would 
typically order. 

Add a “build-your-own-combo” option to your menu. It’s a great way to create a customized 
experience. Allowing customers the •exibility of choosing their speci•c combination also helps 
to ensure everyone at the table will enjoy the appetizer experience. 

Veggie Lover’s Combo Basket

6 Garlic Breaded Mushrooms, 7 Italian Breaded Zucchini 
Sticks, 6 Cheddar Breaded Cauli•ower,  

Dipping Sauce and Garnish

Total Food Cost $2.26 

Menu Price $7.99 

$5.73   72% Pro•t!

Stuffed Peppers, Cheese, and ‘Shrooms Combo

3 Italian Breaded Cheese Sticks, 5 Mozzarella Cheese 
Coins, 5 Butter Breaded Mushrooms, 4 Cheddar Cheese 

Stuffered Jalapeños, Dipping Sauce and Garnish 

Total Food Cost $3.36 

Menu Price $8.99 

$5.63   63% Pro•t!

Sources: 1Technomic Information Services, Menu Monitor 2006; 2 Custom NPD National Casual Dining Appetizer Interest 
Study, June 2002, McCain Foods USA
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Improve Your Image and Support a Cause Your 
Customers Care About 
Cause Marketing involves a cooperative effort between a business and a non-pro•t 
organization—ultimately for the mutual bene•t of both. It is executed in various forms (i.e. 
a sponsorship of a fundraising event, a co-branded product, or a percent of sales or pro•ts 
donated to the charity... just to name a few). 

Why does it work so well (aside from the obvious good feelings that come from supporting a 
good cause)? We looked to the 2007 Cone Cause Evolution Survey of American buyers for 
answers: 

• 83% say companies should support causes 
• 92% acknowledge they have a more positive image of a company that supports a cause 

they care about
• 87% are likely to switch from one brand to another (price and quality being equal) if the 

other brand is associated with a good cause 

So, with statistics like these it is easy to see why you should include cause marketing in the 
mix... but now the question is... HOW? Here are the three elements to consider in your Cause 
Marketing Plan: 

1. Identify a cause that matters to YOUR AUDIENCE.  The most important element to a 
successful cause marketing campaign is to choose a charity/cause that truly matters to your 
target market. Health, education, and environment are the top three causes consumers care 
about, so choose the one that will have the most impact for your audience. 

2. Make it matter to YOU.  What is relevant to your audience is very important, but you also 
need to balance the audience concerns with what really •ts with your business and your 
company values. For cause marketing to work, it needs to be credible. To be credible, it 
needs to come across as a real passion. The best way to do that is to make sure the 
cause •ts with your company’s culture. Doing so will also help with employee recruiting and 
retention. 72% of those surveyed wish their employers would support a cause or social issue 
and 89% of those employees familiar with their company’s cause programs feel a strong 
sense of loyalty to their company.

3. Promote it EVERYWHERE.  Don’t be shy about promoting your “do good” work. Make 
sure all of your customers know about your promotion and integrate it through all of your 
promotions. This is a mutual partnership, so make sure the non-pro•t you choose will be 
willing to promote the campaign too. Remember, cause marketing is for the MUTUAL bene•t 
of the business and the non-pro•t. 

Cause marketing is a great way to build positive brand awareness, customer loyalty, employee 
pride, and more. So, consider a good CAUSE as you develop your marketing plan—it’s a good 
thing in more ways than ONE.

Source: Go-to-Market Strategies, September, 2007
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Foodservice Manufacturers Support Good Causes 
Just as Subway supports the American Heart Association through it’s Heart Walk you, 
too, may want to join forces with a worthy cause. Many foodservice manufacturers have 
programs to support charitable causes. If you are a customer of theirs, you may want to 
approach them on working together to create promotions that bene•t these charities. Here 
are some partnerships that are already established:

Schwan’s Foodservice  has recently launched the “Change 
Our World” campaign to support the Global Child Nutrition 
Foundation, an organization committed to eliminating 
childhood hunger across the globe, through the creation of 
self-sustaining school nutrition programs. This campaign is 
designed to encourage the 30 million children that eat school 
lunch each day to simply bring a quarter to school in support 
of the cause. Collectively, they would raise $7.5 million 
dollars by doing so. Go to www.changeourworldonline.org for more details. All participants 
will have an opportunity to post their individual goals on the web and see how their hard 
work contributes to the larger goal.

Other foodservice stakeholders are encouraged to participate. This can be done by agreeing 
to match dollars raised at your local school, asking patrons to add an additional $0.25 to 
their meal ticket in support of the cause, or by simply making a donation to the foundation. 

If you would like to get more involved, Schwan’s encourages you to contact them at 1-800-
533-5290 ext. 8335. 

Yoplait  has supported Susan G. Komen with their Pink 
Lids yogurt promotion, donating over $18 million over the 
past nine years. Check the results by state at www.yoplait.
com . Georgia-Paci•c and Hormel also support the Komen 
Foundation through various activities.

Through its Kraft Cares program, Kraft  supports organizations that promote health and 
wellness in the communities where their employees live and do business. They focus 
on •ghting hunger, encouraging healthy lifestyles among children and supporting local 
community projects. 

In the past 20 years, the incidence of overweight children has doubled and for adolescents, 
has tripled. Kellogg Company  in 2005 provided a $275,000 grant to Action for Healthy 
Kids to help schools improve students’ health. Action for Healthy Kids, which works to 
decrease the incidence of obesity by improving nutrition and increasing physical activity in 
schools, was created in response to the Surgeon General’s Call to Action to Prevent and 
Decrease Overweight and Obesity. The school environment was identi•ed as one of •ve 
key sites of change. (Continued next page...)
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A public-private partnership of more than 
50 national organizations and government 
agencies representing education, health, 
•tness and nutrition, Action for Healthy Kids 
addresses the epidemic of overweight, 
sedentary, and undernourished youth by 
focusing on changes in schools. Since it was formed in 2002, Action for Healthy Kids has 
expanded its reach to millions of students nationwide through initiatives in all 50 states and 
the District of Columbia.

The Kellogg grant allows Action for Healthy Kids to provide funds up to $25,000 to selected 
state teams to help schools implement and evaluate the impact of local wellness policies. 

McCain Foods  offers a program that allows operators to pick a cause, hold a Brew City 
charity event to raise money for their selected charity, then enter success stories and 
photos for a chance to win a top prize ($1000-$10,000) for their charity. Judging criteria 
for the submitted success stories includes promotional creativity, event execution, Brew 
City product sales, money raised for charity, and the quality of pictures submitted. Brew 
City supports the operators who opt-in with free POS and ideas for throwing a successful 
event.

Many manufacturers support America’s Second Harvest . 
They are urgently calling for national support to raise funds 
to help millions of Americans facing hunger during the holiday 
season.

America’s Second Harvest and the people served by food 
banks from coast to coast are facing a potential crisis. They 
are projecting an immediate food shortage of 15 million 
pounds -- the equivalent of more than 400 truckloads or 11.7 
million meals -- by the end of 2007. 

Get involved and add your name to a worthwhile cause.

(Continued from previous page...)
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