
Celebrating World 
Vegetarian Day

In honor of October 1 
World Vegetarian Day, 
restaurants, schools, 
coops, employers, and 
healthcare centers are making an effort to 
serve meatless fare this month. With its 
popularity increasing, this may be some-
thing you want to consider for your menu.

Learn how to adapt your menu

Saving energy presents a unique 
challenge to the restaurant industry. 
Food safety and food security, along with 
providing customers with menu choices, 
are top priorities, and food must be stored 
and prepared at precise temperatures 
for health and culinary reasons. There 
are many ways restaurants can provide top-quality service to their customers 
while being energy ef•cient. Here are some steps to  help reduce energy usage, 
conserve natural resources and improve your bottom line.

Breathing New 
Life into an Older 
Restaurant Concept

Your restaurant should 
re!ect a personality, 
brand and concept at 
every point that guests come into contact 
with it.        Give your restaurant a face lift.

Souping Up Your 
Soups

Upscale your soup of-
ferings by focusing on 
variety and creativity. 
Try these suggestions 
on garnishes and accompaniments to take 
you from soup pot to pro•t.

Read the full story for innovative ideas

Crank it up! 

Well, maybe not too 
loud. For many fast-
casual restaurant op-
erators, background 
music is just as much 
a part of their brand as the menu or the col-
or scheme, reports Fast Casual Magazine.

Read on

Roasted Lasagne 
Florentine

Not just for vegetar-
ians – this appetizing 
spinach lasagna chock 
full of Flame-Roasted 
Peppers & Onions will entice all of your 
patrons.                 View Recipe

Expand Your Business 
Beyond The Seats

Everyone is looking for 
ways to increase sales 
pro•tably. The trick is to 
•nd ways to generate 
those sales at times when you are experienc-
ing low sales volume or on items with high 
pro•t margins.                    Find out how

Full Story 

Eliminating TFAs–Get 
the Facts

Are you confused about 
the recent attention on 
trans-fatty acids?  If so, 
read on for important information about how 
you must make some changes on your menu 
before the government does it for you.

Get the latest information

The Art of Coffee 
Tasting

If you’re looking to up-
grade your coffee pro-
gram to capture some 
of those “star-struck” 
coffee patrons, take the time to evaluate 
objectively and choose the right coffee 
for your marketplace. Here’s how to use a 
taste panel to make that happen.     More
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Energy-Saving Solutions for Restaurants
The •rst step to managing energy usage is knowing where your business consumes the most 
energy. In a typical restaurant, the two biggest areas of energy consumption are in cooling, at 
40% of total energy costs, and cooking and refrigeration, comprising 31% of the total.

Here are some suggestions to help you control costs in all areas of energy consumption.

Heating, Ventilation, and Air Conditioning

• Maintain evaporative coolers by checking fans, pumps and evaporation pads. Make sure 
the bleed-off is working properly, so minerals in the water are not deposited on the pads.

• Make sure the air-conditioning economizers are 
working properly and set to maximize the bene•ts of 
“free cooling.”

• Pay attention to your thermostat settings. Set air-
conditioning thermostats to 78°F or higher. When 
heating, 68°F is the recommended temperature. 
Turn off HVAC equipment when the restaurant is 
unoccupied.

• Follow a routine maintenance schedule. Regularly 
clean and vacuum easily accessible components, 
clean or replace air •lters, check fan belts, lubricate motors, pumps and fans, check 
compressor oil levels, and inspect for refrigerant leaks.

• Seal off unused areas and reduce or eliminate heating or cooling in these spaces. 
Storage rooms, warehouses and other unoccupied areas are good places to start.

• Keep exterior doors closed as much as possible so that you’re not paying to heat or cool 
the outdoors.

• Install programmable thermostats.

• Perform preventive maintenance on rooftop equipment. Replace HVAC •lters at least 
once every three months, insulate rooftop refrigerant lines, clean the condenser coils 
and shade coils from the sun if possible.

• Invest in energy-ef•cient equipment. When upgrading or adding new equipment, look 
for certi•cation labels which indicate the equipment meets federal standards for energy 
ef•ciency.

• When replacing HVAC units, install high-ef•ciency equipment.

• Install low-emissivity windows to reduce heat transfer through the windows.

Feature Story

(Continued next page...)
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Refrigeration

• Remotely locate the refrigeration condensing units, if possible.

• Install strip curtains, door auto-closers, evaporator fan controllers, and ef•cient 
evaporator fan motors on the walk-in boxes.

• Turn off the reach-in refrigerator door heaters whenever possible.

• Keep refrigerators at least 4 inches from the walls 
for proper air circulation.

• Set the defrost controls to operate regularly. Avoid 
defrosting more often than necessary and try not 
to defrost during the summer peak energy usage 
period of 11 a.m. to 6 p.m., weekdays.

• Use the right temperature setting. Keeping foods 
colder than necessary costs more and rarely pays 
off in extended shelf life.

• Clean the condenser coils. Also, check gaskets 
and latches on doors to be sure they form an 
airtight seal when closed.

• Replace cracked or worn door gaskets on 
refrigerators and freezers.

• Clean the condenser coils and make sure the 
system has a full refrigerant charge with no leaks.

• Replace inef•cient ice machines and any other 
inef•cient refrigeration equipment with energy-
ef•cient models.

Cooking

• Implement a schedule for the start up and shut 
down of cooking equipment and appliances. Turn 
off equipment and appliances when not needed.

• Calibrate oven thermostats.

• Check the operation of gas burners by inspecting burners, oven door closings and the 
condition of insulation.

• Use correctly sized equipment for all operations. During slow periods, turn down the 
!ame between orders. Keep the burners and equipment clean.

Feature Story
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Water heating/sanitation

• Fully load the dishwasher before running it. Turn off tank heaters and hot water 
recirculation pumps when the restaurant is closed.

• Do not leave water running unless it’s necessary, especially hot water.

• Clean the dishwasher on a regular basis, inspect the wash and rinse jets after each use, 
empty the scrap trays and use a de-liming solution regularly. Lime build-up will clog the 
wash and rinse jets.

• Turn off the booster heaters. Turn the dishwasher 
water heaters off when the machine is not in use 
and at closing time. It costs money to heat the 
water, whether it is used or not.

• Consider installing a low-temperature energy-
ef•cient dishwasher with a chemical rinse instead 
of hot water rinses if local codes allow. A chemical 
solution such as a bleach-type product can possibly 
be used instead of 180°F water for the •nal rinse.

• Consider installing a refrigerant heat recovery 
system to use waste heat from the refrigeration 
equipment to pre-heat hot water.

• Install water !ow restrictors and aerators, especially in sink faucets. In addition to saving 
on water-heating costs, these measures can save money by reducing water usage.

• Install low-!ow spray nozzles to pre-rinse dishes to save both energy and water.

• Insulate tanks and pipes. This simple measure will reduce standby heat loss.

• Evaluate the cost effectiveness of retro•tting your water-heating equipment with 
instantaneous water heaters.

Cooking

• Replace standard gas pilot lights with electronic ignitions.

• Check that burners are clean and operating at an optimum ratio of air-to-fuel.

• Replace inef•cient fryers, holding cabinets, steamers and any other inef•cient cooking 
equipment.

Lighting

• Energy-ef•cient lighting may enhance the appearance of your restaurant’s food, create 
ambiance or improve outdoor security.

Feature Story

(Continued next page...)
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• Install motion sensors to turn off lights when not needed in storage areas, conference 
rooms, restrooms and unoccupied areas.

• Install timers, time clocks or photocells to ensure that interior and exterior lights are 
turned off at the appropriate times.

• Incandescent lamps can often be replaced with compact !uorescent lamps that can 
signi•cantly reduce lighting costs and last up to 10 times longer.

• Install timer switches or occupancy sensors on the lights for the low temperature walk-in 
refrigerators and freezers.

• Retro•t incandescent or mercury vapor parking lot lights with more energy ef•cient 
lighting, such as high-pressure sodium vapor (HPSV) lighting.

• Replace or retro•t the incandescent lights in exit signs with light-emitting diode (LED) 
lamps. Also replace or retro•t channel sign lighting with LED lamps.

• Replace existing T-12 !uorescent lamps and magnetic ballasts with T-8 or T-5 lamps 
with electronic ballasts.

• Install electronic dimmable ballasts and daylighting controls to dim the lights when 
suf•cient daylight is available.

• Replace incandescent or mercury vapor parking lot lights with metal halide or high-
pressure sodium vapor (HPSV) lighting.

• Reduce lighting where possible. Turn off lights in unoccupied areas, remove excess 
lighting, and turn off signage and other lights that are not necessary for security and 
safety.

• Turn off lights in areas where daylight is suf•cient. Keep lighting •xtures and lamps 
clean. Remove lamps wherever possible and safe to do so.

• Make sure time clock and photocell lighting controllers are working properly and set 
correctly. Exterior lighting should be off during the daytime hours.

Of•ce equipment

• Reduce the hours your equipment is left running unnecessarily. Personal computers, 
monitors, printers, copiers and scanners should be turned off at night and whenever 
they’re not in use.

Source: San Diego Gas and Electric
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Souping Up Your Soups
Quick-casual soup concepts are spreading across the country faster than you can say “borscht.” 
Seemingly overnight, classic soups like chicken noodle and vegetable, which have always 
enjoyed solid, if uninspired, sales, have found an audience that is willing to pay a premium for 
new interpretations. And cashing in on this “hot” trend is a lot easier than you might think. You 
can win over the wallets of today’s soup a•cionados by focusing on two key aspects of the 
modern soup phenomenon: variety and creativity. 

More than ever, customers appreciate a variety 
of textures, !avors and colors in their soups. 
They’re not just after a full stomach; they want to 
be entertained. Bold tastes, unusual toppings and 
artistic presentations can keep their over-stimulated 
tongues and eyes interested from start to •nish. 
Try adding contrast to sweet squash soups with 
crumbles of savory cheese or slices of •ery peppers. 
Or, freshen up traditional purees and broths by 
adorning them with non-traditional croutons, herbs 
and oils. A sprig here, a splash there, and you’ll give 
the whole table something to ooh and ah over.

Another option is to leave the creativity to your customers. Offer additional, premium soup 
toppings for an upcharge and let the incremental sales begin. Consider listing a wide range 
of available garnishes on your menu, including !avorful nuts, high-end cheeses, premium 
crackers, fruit zests, infused oils, cream dollops, coulis drizzles—the works. You’ll be surprised 
how willing customers are to spend a little more for a custom meal.

There are endless possibilities for adding new 
dimensions of interest to your soups. But delivering 
the ultimate soup experience doesn’t have to be 
complicated, or even that unexpected, really. It can 
be as simple as pairing a perfectly rich and smooth 
chowder with a perfectly crisp and !aky cracker. In 
fact, offering a well-matched cracker alongside any 
soup can go a long way toward demonstrating your 
attention to detail and showing your customers how 
committed you are to their complete satisfaction. 
Talk to your Distributor Sales Representative for 
ideas on what they can offer to “soup up your sales”!

All About The Menu

(Continued next page...)

Garnish a bowl of chili with sprinkles of cheese

Top carrot soup with a dollop of sour cream
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Rethink Soup for Pro•ts

Soup is highly pro•table" According to a study by NPD Crest, a majority of soups are purchased 
as combos, increasing the average check by up to 73%. Patron satisfaction increases when 
soup is included with the meal – from 55% to 67%, making it more likely that the patrons will 
return to the restaurant. Selling 20 bowls per day can return as much as $19,000 pro•t per year 
according to a recent study by Technomic.

Soup Sold 5 Bowls/day 10 bowls/day 15 bowls/day 20 bowls/day

Daily Pro•t $13.35 $26.70 $40.05 $53.40 

Monthly Pro•t $400.50 $801.00 $1,201.50 $1,602.00 

Annual Pro•t $4,806.00 $9,612.00 $14,418.00 $19,224.00

Soup may be the sleeping giant 
for operators, with potential pro•t 
margins over 60%. Ask your 
Distributor Sales Representative 
for recommendations on how to 
soup up your menu.

Sources: Technomic Inc Soup Category 
Report 2007, NPD Crest 2007, Foodservice 
Research Institute, Kraft Foodservice, 
Campbell's 

All About The Menu
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Meatless Choices Rise in Menu Popularity
According to a Wyoming Veggie FIT Report (2006) 40% of restaurants today are offering 
meatless choices on their menu. The number is much higher in universities (97%) and 
secondary schools (80%), where your future customers now reside. They may not be paying 
attention to your establishment today if you don’t have a vegetarian offering they prefer.

Nearly every establishment has something vegetarian on the 
menu, but there are tangible rewards for adding vegetarian 
options to your existing selections and promoting them to 
your customers. Vegetarian customers go out of their way 
to •nd great meals and places that meet their needs and will 
come back if they enjoy the experience and the variety of 
your menu. Although less than three percent of Americans 
describe themselves as total vegetarians, up to 40% of the 
population only occasionally eat meat and can be considered 
“part-time” vegetarians. That’s a potential customer base 
you can’t afford to ignore.

Vegetarian Choices Run the Gamut

Just as menus today are widely more diverse and versatile, vegetarian options run the gamut. 
Operators like you are continually looking for more ways to appeal to their vegetarian customer 
with foods that •t their lifestyle and fall into current eating trends.

Ethnic foods continue to be popular among consumers, and kitchens can do well by serving up 
meatless meals with a global twist. And it’s not just Italian or Mexican anymore. “Mediterranean” 
now includes Greek, Lebanese, and Moroccan, while “Asian” can cover Thai, Japanese and 
Indonesian. The possibilities are as diverse as the world’s cultures.

Salad bars may have started in the 1970s but are reaching 
their pinnacle today, brimming with more options than ever. 
Bars are a great way to get creative and appeal to both 
vegetarians and non-vegetarians.

A longtime vegetarian standby, soy protein is getting a 
new look and taste these days, as foodservice operators 
experiment with !avor additions and combinations. 

Recent (2007) PEI/Kellogg’s research showed that 80% of 
respondents agree or strongly agree that protein alternative 
products are a good way to add vegetables to the diet. 
Seventy-seven percent in that same study said that protein 

Consumer Insights

(Continued next page...)
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alternatives have a satisfying taste, and 72% said they are not offered enough on the menu. 
Taste is the key difference between a repeat customer and someone leaving the veggie foods 
category.

Careful What You Call Vegetarian

You may not be able to judge a book by its cover, but you 
can be sure that vegetarians scrutinize menus and labels 
more closely than most consumers. That means that as an 
operator serving meatless meals and claiming you have 
vegetarian options, you have to know what’s really in your 
dishes, too. You may think you’re safe by removing meat, 
poultry or seafood from a dish, but what about some of the 
other ingredients. Additions like chicken stock and bouillon 
aren’t part of a vegetarian diet. 

Vegans also won’t touch dairy or eggs, so watch out for 
dairy solids, whey or various egg ingredients. When creating 
vegetarian menus or signage, be sure to clearly list all of the 
ingredients so your customers know what they are eating.

Menu Ideas to Appeal to Veggie-Loving Customers

Whether you’re going after the true vegan, or simply want to offer vegetable based entrees, 
there are loads of ideas on how to do that. Black beans as a side or made into a soup can cater 
to vegetarians as well as Hispanic customers. Add diced hardcooked egg and cilantro for even 
more protein. Serve a bean or veggie sausage •lled burrito with chipotle or enchilada sauce. 
Garnish with fresh avocado, chopped romaine and pico de gallo.

Using scalloped potatoes, create a lasagna with grilled zucchini or eggplant and ricotta cheese. 
Or •ll baked potato shells with refried beans, salsa, and cheese. 

Your distributor sales rep can provide you with recipes for many of these ideas and more.

Vegetarianism has certainly come a long way from the early days of alfalfa sprouts, plain tofu 
and wheat germ. As demand for vegetarian meals escalates, the challenge of creating more 
innovative on-trend vegetarian recipes continues to surge.

Sources: The Vegetarian Resource Journal 2003; CNN.com Flexitarians: Vegetarians who eat meat, March, 2004; Basic 
American Foods; Kellogg's Food Away From Home; photos courtesy of Basic American Foods

Consumer Insights

Frozen vs. Fresh? Which comes out on top 
in •avor, convenience and performance? Read Report
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Expanding your business beyond  
the seats in your establishment
Everyone in our industry is looking for ways to increase sales in a way that makes those sales 
highly pro•table. If you can increase sales without increasing overhead costs then pro•tability 
on those incremental sales will be substantial. The trick is to •nd ways to generate those sales 
at times when you are experiencing low sales volume or on items with high pro•t margins.

Although take-out would seem an easy way to increase sales without expanding your operation, 
most take-out sales are generated during peak business periods and therefore put a strain on 
the operation. Look for ways to expand your business outside of those parameters.

Catering To Customers

Off-site catering can create a very lucrative source 
of income without increasing overhead. You do not 
need to establish a full scale catering operation 
to take advantage of this opportunity. Quite often 
when your customers are entertaining guests or 
they are planning an of•ce party, they will require 
your services. You can provide the entire meal or 
just some of the components and the customer 
can do the rest. If you provide an incentive for 
them such as a volume discount they will be more 
likely to order from you rather than prepare it 
themselves. Generally these parties are planned 
well in advance. Getting the order in advance gives you a chance to achieve savings in labor 
by utilizing down time in your restaurant. It can be helpful to develop a mini catering menu that 
tells your customers which of your menu items are available for this purpose. You should also 
select menu items that lend themselves to this type of service. It can be as simple as a platter 
of vegetables and dip or a cheese platter to something as elaborate as your house specialty. 
Remember to package it well and emphasize presentation. (See August 2007 Operator’s Edge 
for information on well-traveled packaging.) For larger orders, consider complimentary delivery 
or a discount for pick up. Not only is this a great way to generate revenue, but it also allows you 
to expose your establishment to many potential new customers.

Successful Souvenirs

People love to take home a souvenir from their favorite restaurant, especially if it is a food 
specialty that they particularly enjoy. Do you have a secret sauce or seasoning mix that your 
customers are always asking about? Then package it attractively and sell it to them. Many 
steakhouses sell their steak seasoning in small jars for as much as $5.00 for 4 ounces of 
product. The margins are substantial and the effort is minimal. Some have even started to 

Enhance Your Business
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market their seasoning mix in retail stores. Imagine the impact of your restaurant’s name being 
front and center every time that customer opens the cupboard.

Do you make a spectacular product that everyone raves about? 
Maybe it is a house made burger. Can you package it for retail 
sale by putting them in a refrigerated display case at the front of 
the restaurant? Many restaurants are baking their own breads 
and rolls. If you have the facilities then look at this to increase 
revenues. Baking is usually done early in the morning or late at 
night so empty ovens and underutilized mixers and work tables 
can be put to good use. Create a clever package and sell them. 
You can do the same thing with pies and cakes. These are all 
very high pro•t margin items.

Many people are looking for restaurant quality meals for 
their freezers. If you make fantastic lasagna, chicken pot 
pie, shepherd’s pie or other casserole type item that can be 
packaged and frozen, then you have the potential to increase 
sales without increasing overhead.

Check with your distributor sales rep for manufacturers who have the capabilities to package 
your special sauce, seasoning, or entrée.

Cooking With Class

With the current interest in cooking and all things about food, cooking classes are becoming 
increasingly popular. Being able to attend a cooking class in a working restaurant is very 
exciting. Do you have the capability to offer a Saturday morning cooking class or a mixology 
class? This is a great way to give your chef or bartender not only some glory and attention but 
also some additional income. If you are closed on Mondays then why not offer a monthly hands-
on cooking and dinner evening for a select number of your best customers and members of the 
media. Not only does this increase revenue but it can create some great PR buzz about you.

No matter what you do always remember that everything that you put your name to is a re!ection 
of your establishment. Always keep the quality of your offerings at the highest possible level.

Source: Kraft Foodservice

Enhance Your Business
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Eliminating TFAs—Get the Facts
It’s probably no secret to you that trans-fatty acids are going the way of the horse and buggy. 
Cities like New York, Philadelphia, and Los Angeles have already banned or are nearing a 
ban on TFAs in school foodservice and restaurants. Companies like McDonald’s, Sodexho, 
Wendy’s, Fazoli’s, KFC, Taco Bell, Cheesecake Factory, Burger King and Marriott were among 
the •rst to eliminate this substance from their menu offerings. To help you understand the 
basics of TFAs, here are the facts along with reasons why you, too, should be looking to rid 
your menu items of these harmful elements.

Let’s start with liquid vegetable oil which is composed 
of naturally occurring unsaturated fatty acids. On the 
opposite side are hydrogenated oils, created by applying 
heat, in the presence of a catalyst and hydrogen. The 
result of this process creates arti•cial trans fats in the 
oil. Hydrogenated oil is stronger and more resistant to 
heat. It’s important to distinguish the difference between 
natural and arti•cially produced trans fat. Natural trans 
fat is metabolized by the human body effectively. Small 
amounts of trans fats occur naturally in beef and dairy.

Arti•cial trans fat are not.

Hydrogenating oil has been a common practice in food manufacturing since the early 1900’s. 
Crisco commercialized this process in 1911. Scientists have hypothesized for several decades 
that the consumption of trans fat may have contributed to the epidemic of heart disease the 
US has experienced since the beginning of the 20th Century. Consumption of trans fat causes 
an imbalance between LDL (bad) cholesterol and HDL (good). It drives up levels of LDL while 
driving down HDL at the same time. Trans fats greatly increase the risk of heart disease. 

The average American consumes nearly 6 grams of trans fat per day (one McDonald’s large 
fries contain 8 grams of trans fat). The daily intake of 5 grams of trans fat is associated with a 
25% increase in heart disease.

A 2% increase in energy from trans fatty acids was associated with a 23% increase of Coronary 
Heart Disease (CHD). The ability of blood vessels to dilate was 29% lower for people on high 
trans fat diets. There is major evidence to suggest high risks from trans fats other than CHD, 
including:

• Type 2 diabetes 

• Obesity 

• Liver dysfunction 

• Female fertility

Good For You
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So with all this attention, does eliminating TFAs really work to combat all the ill effects just 
mentioned? The answer is a resounding YES. In March 2003, Denmark became the •rst 
country to impose a manufacturing limit on the amount of partially hydrogenated oil allowed 
in processed food. The limit is 2% of fats and oils destined for human consumption. Since the 
ban, the country has seen a 20% drop in deaths from heart disease.

According to the New England Journal of Medicine, 
researchers have found that the near elimination of 
trans fat produced through hydrogenation would prevent 
between 72,000 and 228,000 heart attacks and deaths 
from coronary heart disease in the U.S. each year.

So if you haven’t been considering this menu change up 
to this point, it’s imperative that you take a look at what 
you’re serving and the oils in which you prepare your food. 
Your Distributor Sales Representative can recommend 
products that are already TFA free or that have Zero 
Trans-fatty Acids.

Look to future issues of the Operator’s Edge for more information about this important health 
subject and how it affects your business.

Source: Ventura Foods, LLC
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Roasted Lasagne Florentine

Yield: 18 Servings (13 oz. each) Suggested Menu Price: $3.95 

Total Food Cost Per Serving: $1.02 Gross Pro•t Per Portion: $2.93  

Food Cost Percent: 26.0 

Ingredients

Ricotta Cheese ............................................. 4 lb 
Eggs  ............................................................4 ea 
Italian Seasoning ...................................... 2 tbsp 
Simplot IQF Spinach, thawed, drained ...... 16 oz 
Mozzarella Cheese, shredded  .................. 16 oz 
Parmesan Cheese, grated  .......................... 5 oz 
Marinara Sauce, prepared  ..................... 60 ! oz 
Tomato Paste  ............................................ 18 oz 
Lasagne Noodles, cooked ......................... 24 oz 
RoastWorks® Flame-Roasted 
   Peppers & Onions  .................................. 40 oz 

Recipe Method 

1. Combine the ricotta, eggs, and seasoning. 

2. Press excess moisture from spinach and add to cheese along with 10 oz mozzarella and 
half the Parmesan. 

3. Stir together the marinara sauce and tomato paste. 

4. Spread 12 ! oz of the sauce over the bottom of a full-sized hotel pan. Arrange 1/4 of the 
noodles over the sauce. 

5. Spread 1/3 of the cheese mixture over the noodles. Top with 1/3 of the RoastWorks Flame-
Roasted Peppers & Onions and 1/4 of the remaining sauce. 

6. Repeat the layers 3 times, ending with a layer of pasta and the remaining sauce. 

7. Cover pan with foil and bake in a 325°F convection oven for 1 hour or until internal 
temperature reaches 170°F. 

8. Remove pan from oven and top with remaining cheeses. Return to oven for 5 minutes to 
melt cheese.

Recipe courtesy of J.R. Simplot
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The Art of Coffee Tasting
Coffee is an important part of most foodservice 
operations. Research on coffee trends supports 
the fact that consumers recognize and appreciate 
quality coffee. No matter where they are buying 
the cup, they are anticipating better coffee and are 
willing to go to greater lengths to •nd it. Consumers 
don’t always expect gourmet coffee, but they do 
expect and respond to quality. It’s not about either 
traditional or gourmet coffee – it’s about better coffee. 
This is why you, the operator, need to understand 
and appreciate the art of coffee tasting so you can 
make better buying decisions at every quality tier 
when it comes to choosing the best coffee for your 
customers.

Coffee tasting is a lot about personal preference – there is no right or wrong. The •rst step 
even before the coffee tasting begins is to understand the demographics and geographic 
preferences of your customer base. Your Distributor Sales Representative can help you 
understand the types of coffees preferred by various types of consumers. Most importantly, 
you need to take your personal taste out of it. You are, in fact, tasting for your customer.

No more than 3-4 coffees should be tasted at one session as the palate gets fatigued and cannot 
differentiate after that point. Start with your current coffee and then present the competitive 
match, then the upgrade. When tasting coffee, you should use your normal additives (cream 
and sugar) in their customary proportions. China cups are recommended.

Temperature is also important. Pour the coffee at 
180-185° F. but let it cool for 5 to 10 minutes so you 
don’t burn your tongue. Below 160° F. is considered 
to be tepid and not acceptable as aromas start to 
dissipate and you won’t get the full taste experience 
of the coffee.

The •rst step in coffee tasting is to note the 
appearance of the coffee. Even if you use additives 
it is important to pour a cup of black coffee to see 
the appearance. Do you see oil on the top of the 
coffee? It usually means that it is a dark roasted 
coffee with volatiles that add to the !avor of the coffee. You should be able to see the solubles 
in the coffee as well that look like darker swirls.

Toolbox
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Next is to smell the coffee and note the aroma. Your Distributor Sales Representative can 
provide descriptions (smoky, nutty, sour, etc.) that are used by coffee manufacturers in their 
sensory evaluation, so operators can accurately describe what they are experiencing. 

Next is tasting the coffee. When you take a sip of coffee the idea is to cover the whole palate. 
This is done by slurping so that the aromas can be experienced as well as the !avors. Cover 
the whole palate to enhance the experience.

What are you tasting for? There are 3 essential 
characteristics: the roast, the acidity and the body. 
Roast is cooking the coffee which caramelizes the !avor. 
Flavors are characteristic of a given growing region. An 
experienced Roastmaster will roast the coffee in such a 
way as to bring out the best !avor for that variety. Body 
and acidity are characteristics that describe taste and 
what happens when the coffee is consumed. 

Body is the feel of heaviness on the tongue and can 
be achieved by either a darker roast or by using more 
coffee. A heavy bodied coffee tends to be enjoyed with 
rich, dense desserts and by consumers wanting a more robust !avor in their coffee. Acidity may 
be fearful to many people but in coffee it’s actually a good thing. Acidity is known as the pop or 
brightness, snap or life in the coffee. A higher acidity level is like comparing a Macintosh apple 
to a Granny Smith and is usually tasted in the roof of the mouth. 

Appoint someone to lead the discussion and ask questions about the experience and notes 
from your taste panel. Usually you will experience notable differences among the three coffee 
samples and especially between the current coffee and the upgrade.

Your Distributor Sales Representative has access to coffee training programs if you decide to 
upgrade your offering. This includes espresso which tends be the type of coffee that intimidates 
coffee operators the most. Another idea would be to invite customers to participate in your taste 
panel—after all, your regulars will play an important role in spreading the word about your great 
coffee.

Source: Sara Lee Foodservice
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Studies Indicate Higher Spending When 
Restaurants Add the Right Music
Background music is just as much a part of a restaurant’s brand as the menu or the color 
scheme, reports Fast Casual Magazine. “Restaurants are really all about experience,” said 
Jon Luther, director of audio architecture for Fort Mill, S.C.-based Muzak Holdings LLC. 
Since 1934, Muzak has been providing music for restaurants, retail stores and a host of other 
companies.

 “You are trying to create that experience with all the 
senses,” Luther said. “The design of a restaurant is thought 
out in advance because you are trying to create a certain 
experience for the customer, and music is just another part 
of that.”

The founders of Baker Bros American Deli, a fast-casual 
deli chain serving specialty salads, gourmet pizzas and 
sandwiches on hand-formed breads, worked with Muzak 
to develop a soft-jazz program to sonically illustrate the 
Midwest.

“Our music goes to the roots of our whole concept design,” 
said Ralph Kinder, director of franchise development for 
Baker Bros American Deli.

Kinder said company founders, Ken Reimer and Tom Dahl, founded the concept in 1999 
with the premise that Baker Bros’ food and its atmosphere exhibit the values of the Midwest, 
including “hard work, good food, good quality and good value.”

Baker Bros has eight company-owned units and more than 20 franchise locations under 
construction or under contract in Arkansas, California, Las Vegas, South Carolina and Texas.

Picking Up The Pace

Operators have speculated for years that the choice of background music can in!uence 
how quickly customers •nish their meals and even how much they spend. Operators have 
traditionally played more upbeat music during busier times in order to keep the tables turning.

“The energy level is de•nitely affected by music,” Luther said. “You listen to a classical piece 
of music and then you listen to rock and your energy level and your mood changes because of 
the tempo and the instrumentation.”

Whether or not that is truly the case has even been the subject of academic research.  In 
a 1986 Journal of Consumer Research article, “The In•uence of Background Music on the 
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Behavior of Restaurant Patrons,” author Ronald Milliman points to several studies indicating 
higher spending and increased positive perception as a result of background music.

Milliman found that as music tempo and volume increased, spending increased while the 
amount of time spent in the restaurant decreased.

How It All Works

For a monthly fee, a company like Muzak can provide 
a variety of prede•ned or custom content. Contracts 
can include features like equipment installation and 
maintenance for additional fees.

Content is delivered to the in-store receiver either by 
satellite, DVD or by a portable hard drive. Although for 
years Muzak was the only player in the game, recently 
companies including XM Radio and Sirius have started 
to offer audio service geared for businesses.

Wouldn’t it be easier for an operator on a budget simply to install a stereo in a restaurant and 
either play the radio or hook up a CD player?

Not quite, Luther said.

Business owners who play music in their establishments are required to pay licensing fees to 
the American Society of Composers, Authors and Publishers (ASCAP) or Broadcast Music Inc. 
(BMI ), the organizations that collect royalties on behalf of artists and music publishers. Muzak 
pays the appropriate fees as part of their contract.

“There are people who work hard to write, record and produce records and there is a revenue 
attached to that work,” Luther said. “We want to make sure we do the right thing.”

Source: Richard Slawsky, Fast Casual Magazine, April, 2007
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Breathing New Life into an  
Older Restaurant Concept
Even the most innovative restaurant needs a little “face-lift” 
every now and then. Here are some easy ways to refresh your 
brand and breathe new life into an older restaurant concept.

Paint Polishes The Place

Paint can be an easy, quick and cheap way to update the 
color palate of your restaurant and give the space a sense 
of currency. When budget is an issue, color makes a bold 
statement at an affordable price.

Fine Tune With Features

If the inside of your restaurant seems to lack personality, adding unique features and small 
personal touches can help it achieve its own individuality. Try adding attention-grabbing •nishes 
to walls, table tops or !oors to keep guests intrigued.

A Light Approach

Another quick •x is to switch out traditional light •xtures for updated ones. This is not only 
a quick way to create focal points, but will also create a more unique dining experience for 
guests. When implemented properly, lighting can even create dramatic effects that enhance 
both architectural and interior elements.

Repaving = Revamping

Nothing looks sleeker than a fresh new blacktop. By simply repaving your parking lot and 
repainting the curb, you can increase your restaurant’s appeal from the street without having 
to undergo a complete overhaul.

Menu Makeover

Adding new dishes to your menu can be a great way to revitalize your brand and keep customers 
intrigued. Just avoid the temptation to be all things to all guests. If a menu item isn’t consistent 
with the personality of your restaurant, it doesn’t belong on your menu. You need to deliver a 
dining experience that is authentic and connected to who you say you are as a concept.

Update Uniforms

By out•tting your staff with new restaurant uniforms, you can update the look of your entire 
restaurant. Just as restaurant design trends change over time, so do clothing trends and you 
don’t want to appear outdated. Remember that each member of your staff serves as a walking 
representative of your brand.

! Copyright by Quanti"ed Marketing Group, The Restaurant Marketing Experts
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Frozen Assets
Why Frozen Vegetables and Potatoes Can Make More Sense than Fresh
By Mark Hill, C.E.C. 

When I •rst started working in restaurant kitchens, a big-deal chef told me something I have 
never forgotten. He pointed to a somewhat questionable side of asparagus I was plating and 
said, “to us, this is one of 400 covers. But to the guy sitting at table 8, this is his one and only 
dinner.” 

In foodservice, there’s no law of averages when it comes to quality. Getting it right most of the 
time just isn’t good enough. If that guy at table 8 decides his 
dinner’s under par, chances are he won’t be back. 

People talk about how creativity, culinary innovation and 
staying on top of the trends can help build traf•c and create 
repeat business, and that’s true of course. But for most 
operators, offering consistent quality–even in the face of 
labor challenges, shrinking margins, food safety issues–is 
still the name of the game. 

And when it comes to vegetables, knowing how, when and 
why to buy frozen rather than fresh can be one pro•table way 
to win that game. 

How Can Frozen Be Better Than Fresh?

It’s easy to jump to the conclusion that fresh vegetables are the gold standard. We were all 
brought up on images of farm-fresh vegetables plucked from the •elds and rushed to the 
table–and that is the gold standard. But the fact is, most fresh vegetables sold in foodservice 
are picked unripe so that they can survive shipping, and truly fresh locally grown produce, 
aside from being expensive, is subject to seasonal ups and downs in both availability and 
quality. 

High quality frozen vegetables, on the other hand, when produced by a reliable company 
committed to acquiring and pioneering the latest technology, are harvested at the moment 
of peak ripeness. After initial preparation, these vegetables are usually blanched, or slightly 
pre-cooked, a process that ensures that they retain much of their natural appearance and 
!avor for long periods of time in storage. And often, that !avor and appearance will actually 
be superior to that of fresh vegetables, which begin losing !avor within a few days–sometimes 
even hours–of harvest. 

In fact, with today’s growing, harvesting and freezing technologies, in many cases it’s virtually 
impossible to distinguish fresh from high-quality frozen on the plate. Anyone who has compared 
the !avor of well prepared frozen corn kernels to fresh corn grown out of season knows that the 
frozen product will often have better !avor and texture. 

(Continued next page...)
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There’s a reason 96% of table service operators and 100% of quick-service operators in a 
recent National Restaurant Association survey said they use frozen food. Frozen vegetables 
offer not only consistent quality but also outstanding operational advantages. 

Availability  - With a shelf life of up to one year, frozen vegetables 
and potatoes are, effectively, always in season, so you’re guaranteed 
consistent quality year-round. That’s particularly important to 
operations in which core items remain on the menu year after year or 
are planned, rotated and budgeted on a long-lead annual calendar. 

Labor Savings  - Frozen vegetables and potatoes are an ideal 
solution to labor challenges because they eliminate costly prep. 
They also reduce the need for training and skilled labor, because 
they’re easy and fast to prepare and serve. 

No Waste  - Unlike fresh vegetables, every ounce of frozen vegetables 
is usable. There’s no paying for stems, no trimming and discarding, 
and no wilting or spoilage. When properly stored, the product stays 
frozen and perfect until you’re ready to use it. Individually Quick 
Frozen (IQF) vegetables can be held in the freezer, so you use only 
what you need–whether that’s a few handfuls or several cases. 

Portion Control  - The consistent piece-size and blend ratio of 
premium quality frozen vegetables mean you always know exactly 
what you’re serving, order after order, year after year. With fresh 
ingredients constantly !uctuating in quality, price, size and availability, 
frozen vegetables give you an effective way to predict and control 
plate presentation and food costs. 

Storage  - Compared to fresh, frozen vegetables and potatoes 
are convenient to store, make ef•cient use of storage space, offer 
lengthy shelf-life and free up walk-in/refrigerator space for high-
turnover items. 

Affordability  - Pound for pound, frozen vegetables are often less 
expensive than fresh, especially when you factor in the hidden 
costs of labor, spoilage and waste that fresh vegetables entail. And 
compared to fresh produce, frozen vegetables offer signi•cantly 
greater price stability throughout the year. 

Nutrition  - Operators concerned about serving healthy, wholesome 
foods should know that frozen vegetables have an outstanding story to tell, as con•rmed 
by numerous independent research studies. One such study, conducted by the University of 
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Illinois, revealed that frozen vegetables can have equal, or higher, nutritional value compared 
to fresh. According to the study, frozen green beans contain twice as much vitamin C as fresh 
green beans. “Many consumers regard the nutritional value of fresh vegetables to be superior 
to processed,” the study said, “but post-harvest handling and transportation can seriously 
affect nutrient content.” 

It’s All About How You Use Them

As a chef, I know that there’s a time and place for both fresh and frozen vegetables on the 
menu. And the key to tapping into the pro•t potential of frozen is knowing how and when to use 
both–separately or together. 

Side Dishes  - Whether you’re serving a simple vegetable at the side of the plate or a specialty 
side-dish item, one trick I often use is adding a fresh ingredient or garnish just before serving. 
This could include anything from a sprinkling of minced chives, cilantro or mint to a few diced 
tomatoes, or a little lemon zest or juice. The !avors of fresh and frozen vegetables marry 
perfectly, and a “touch of fresh” goes a long way toward enhancing appearance and appetite 
appeal. 

Soups, Stews and Casserole-Style Dishes  - Slow-simmered comfort-food and baked items 
are more popular than ever, and cost-effective frozen vegetables, such as diced carrots, green 
beans or a Stew Blend are ideal for these kinds of dishes. 

Pastas and Sautés  - Adding products like IQF roasted corn relish, asparagus or extra •ne green 
beans to pastas, sautés and stir-fries is an economical way to upscale and add interest. 

Ethnic Foods  - From Asian foods to Mexican, Italian and Indian, products such as IQF snap 
peas, snow peas, baby corn and edamame make ideal additions to noodle or rice bowls, 
wraps, pizzas, frittatas and more. 

Salads and Sandwiches  - Add color, texture and merchandising power to fresh salads, 
sandwiches, and pro•table panini with products like roasted peppers and onions or 
guacamole. 

Whether you run a small operation or a major foodservice institution, frozen vegetables and 
potatoes can be an invaluable asset–a great way to help enhance pro•tability for you and 
ensure a consistent, high-quality dining experience for your customers. And after all, if that guy 
at table 8 eats all his vegetables, that’s a really healthy sign for your business. 

Sources: National Restaurant Association, University of Illinois, 1991, American Frozen Food Institute, J.R. Simplot.
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