
Kids Decide Where 
To Eat - Can You Meet 
Their Demands?

With school starting 
up, we focus in this is-
sue of Operator’s Edge 
on young people’s eating habits to give you 
some ideas on how to attract them to your 
restaurant. Breakfast should be a big part of 
your strategy.

Kids are a big market – 41 million kids eat 
at restaurants and they are worth $43 billion 
in revenue annually*. In fact, households with 
children account for 56% of all dollars spent 
on food away from home. Yet not all kids’ 
needs are being met on today’s menus.

While parents decide when to go out to eat, kids in•uence where to go out to eat so it is 
important to capture their attention with fun products, popular foods, and unique combos. 
Here’s how...

Tweens Take a 
Different Touch

To effectively market 
to “tweens” (ages 9-
11) in your restaurant, 
look to add food with 
attitude.

Paying Homage To 
Mustard

Mustard may be one 
of the few condiments 
that actually has its own 
museum. It conjures up 
many emotions, according to the curator of 
that museum and leaders in the business. 
For recipe ideas and the full story, click 
here...

Managing Vendor 
Relationships to 
Improve Income

The average indepen-
dent restaurant nets 
about 5% of sales 
before taxes. Compare that to the average 
chain restaurant at 12% - 15%. What do 
the chains do that you may not?

Food Management 
magazine’s Recipe 
Box is their electron-
ic recipe and menu 
ideas vehicle. Check 
out their website at 
www.food-management.com. It’s easy to 
browse and use. Each card features a print 
option, in case you want to print out a copy 
for your “physical” recipe box.

Adding a Take-out 
Program

Summer rituals present 
opportunities for you to 
capture new business. 
Look at your operation 
as summer winds down with an eye to add-
ing a take-out program to add dollars to your 
bottom line.

Full Story 

...more 

 Full Story 
 Full Story 

 Full Story 

Tea—Good For You 
And For Your Bottom 
Line

If you as an operator do 
not have specialty teas 
available, you are missing the boat. Con-
sumption is booming and this item added to 
your menu can bring in big pro!ts. What’s the 
draw - a little thing called anti-oxidants. Read 
on to understand why they may be your next 
!nancial windfall.

Marketing Tactics 
Drive Traf•c 

Following the trends 
of the 18-24 year old 
age group is not only 
important, it’s good 
business. Items like sushi and tapas dish-
es, made for sharing are ways to attract 
this demographic.       Read on for ideas...

 Full Story 

Full Story
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Innovative Menus And-Yes-Healthier Foods Capture 
Kids’ Attention
Kids are a big market – 41 million kids eat at restaurants 
and they are worth $43 billion in revenue annually* yet 
not all kids’ needs are being met on today’s menus. 
While parents decide when to go out to eat, kids 
in•uence where to go out to eat so it is important to 
capture the attention of kids with fun products, popular 
(comfort) foods, and unique combos. Families also 
tend to visit restaurants earlier, making your early 
evening daypart more pro!table. In terms of business 
power, consider these facts:

• Households with children account for 56% of all 
dollars spent on food away from home.

• Families also spend the most on foodservice. 

• Almost 50% of families dine out at least once a week.

• 20% of families dine out more than once a week.

Families represent a large opportunity for operators. As the media, schools and doctors drive 
healthier eating habits, it only makes sense to rethink your kids menu! 

When families go out for a meal, parents want two things. They want their kids to have a 
memorable experience and they want them to eat healthy foods that taste great and are 
appealing. And here’s a real eye opener. They’re willing to pay a little more for healthy kids’ 
foods. Major chains are proving that a well-designed kids’ menu can actually be a pro!t 
center. 

Creating meals incorporating unique kids-focused products and healthy offerings is a great 
way to capture the attention of kids and make parents feel comfortable with what their child is 
consuming.

Kids are notoriously !ckle eaters, but smart operators are !nding creative ways to maximize 
the appeal of their kids’ menu, bringing families back for more and keeping their sales strong. 

What do kids want? In a word, fun. By incorporating colorful graphics and type into the kids’ 
portion of your menu, you’ll get children immediately engaged in their food selections. Kids 
and parents alike also appreciate having some sort of tabletop activity – coloring, simple 
crosswords, word !nd, etc. – to enhance the meal experience. And, souvenir giveaways such 
as stickers, balloons and take-home beverage cups go a long way in helping increase loyalty 
to your operation. 

Feature Story

(Continued next page...)
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From an entrée standpoint, children gravitate toward familiar menu options with inventive twists 
– e.g., cheeseburgers served in animal shapes, or macaroni and cheese with fun noodles and 
a kid-friendly name. Young patrons also prefer dishes 
with a high “play factor,” such as chicken !ngers t hat 
can be dunked in fun dips or a “kids’ queso” with mini 
tortilla chips and accompanying warm cheese sauce. 

In fact, according to Mintel Menu Insights, chicken 
!ngers are kids’ number one favorite followed by 
macaroni and cheese.

Good Nutrition is Good for Business

Childhood obesity is a big blip on the American 
radar screen. Schools are removing vending and 
soda machines a well as changing school menus 
to meet strict dietary requirements. Magazines and 
newspapers are devoting lots of ink to the issue 
every day. Many major restaurant chains have seen 
the handwriting on the wall and are making a healthy change in their kids’ menus. 

According to C&R Research, 60% of parents set 
rules on what kids eat. Seventy percent of kids think 
they should eat healthier meals. Sixty-one percent 
of those kids like to eat healthy because it will make 
them healthier adults.

Good nutrition may also turn out to be a way to 
compete against the big chains. According to Nation’s 
Restaurant News (5/7/07), quick-service chains that 
target children may come under unprecedented 
scrutiny this year by the Federal Trade Commission 
and Congress, which could act to regulate kids-
marketing practices and inspire new rounds of liability 
lawsuits by consumers against food marketers.

Dan Jaffe, executive vice president of government 
relations for the Association of National Advertisers, 
said there has been a lot of speculation about how 
food marketers target children and adolescents, but 
“virtually every restaurant has come up with new food 
offerings to deal with the demand of the marketplace 
to combat obesity.”

Sources: NPD Foodworld CREST; Land O' Lakes Foodservice, C&R 
Research, 2004; Yankelovich Youth Monitor, 2003; Kellogg's Food 
Away From Home; Nation's Restaurant News, Sara Lee Foodservice, 
McCain Foods

Mac &  
cheese kids’ 
menu ideas

To cooked Mac & Cheese, add the 
following: 

> Taco Mac & Cheese - Add 
cooked ground beef, taco 
seasoning and shredded 
Cheddar cheese

> Pizza Mac & Cheese - Add quar-
tered pepperoni, Italian season-
ing and Parmesan cheese

> Colorful Chicken Mac & Cheese 
- Add chopped, cooked chicken 
and mixed vegetables

Source: Kraft Foodservice
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Sample Kids Menu

Appetizers

Slam Dunks Fajita Breast Strips with neon barbecue dipping sauce

Yippee Dippee Mild Breaded Wingsters®, carrots, celery and dipping sauce

Chick-a-dilla Whole wheat tortilla, Fajita Breast Strips, low fat cheese sauce

Lunch or Dinner Entrees

Franks-a-lot Turkey Frank, carrots, celery and dipping sauce

Tom Patty
Wood•re Grille Turkey Burger, 4 oz., green applesau ce and carrots, 
celery and dipping sauce

Chicken Cha Cha
RTC Chef-Redi Marinated Breast Filet, 4 oz., steamed vegetables and 
rice with raisins

Turkey Rap Star
Sliced Turkey Breast on a wrap, served with •sh-shaped crackers and 
carrot sticks

Bar-B-Q Sal Kid-size barbecue chicken salad with Fajita Breast Strips

Rockin’ Taco Chicken Fajita Strips on a taco shell, topped with lettuce and tomato

Lil Pilgrims Dinner
Sliced Pan-Roasted Turkey Breast, mashed potatoes, steamed veg-
etables and  cranberry sauce

Chicken Chompers Plate of Drumsters™, with veggies and dipping sauce

Stack ‘em Up
Made with Turkey Breast, Turkey Ham, Turkey Salami and Turkey  
Bologna — build your own sandwich

Halftime
Half of a 9 oz. Split Cornish Hen, mixed vegetables and mashed potato 
volcano with gravy

Ranch Hand Wrap
Sliced Turkey Breast, whole wheat tortilla, lettuce, tomato and ranch 
dipping sauce

Breakfast

Start Smiling
Two eggs, sunny side up, Turkey Sausage Patties, Turkey Bacon and 
wheat toast

Breakfast Bur-Eat-O
Scrambled eggs, Turkey Sausage Links, low fat cheese and whole 
wheat tortillas

Source: Perdue! Farms, Inc.

Corn dogs, another kids’ favorite, are available in whole grain, 
zero transfat and made from turkey meat, and can meet school 
equivalency standards for meat and bread.
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Mustard—the Undervalued Condiment
They come from different walks of life. They come from 
different socio-economic backgrounds. They come from 
all over the country to share their passion. It’s no wonder 
that every !rst Saturday in August, Americans from across 
the country •ock to Mount Horeb, Wisconsin in an annual 
pilgrimage to honor America’s Favorite yellow condiment 
at the Mount Horeb Mustard Museum (100 W. Main Street) 
on National Mustard Day.

Mount Horeb has been home to the National Mustard 
Day celebration since 1991. It is a fun-!lled day for the 
whole family and has traditionally included free hot dogs, 
live music, games, mustard samples, and more. “Mustard 
is as American as apple pie, the Fourth of July and the 
backyard barbecue,” explained Barry Levenson, Curator at 
the Mount Horeb Mustard Museum. “Since its introduction, 
mustard has become a trusted part of the American dining 
experience. Can you really imagine eating a hot dog 
without mustard?” 

According to Levenson, mustard has a long and storied 
history. Coming originally with Eastern Europeans who used it to accompany their wursts, it 
became a staple in American kitchens during the Great Depression as people used it to spice 
up inexpensive cuts of meats. Even Shakespeare mentions mustard in his works 11 times!

“Mustard is what you grew up with”, says Elliott 
Penner, president of French’s. “There is not just a 
taste connection like the mustard with the hot dog 
at the ball park, but there’s the memory of your 
father taking you to that game and what that all 
meant to you as a child.”

Lest you think that mustard is but a memory, Grey 
Poupon recently introduced several new •avors, 
two of which won awards at the 2007 Napa Valley 
Mustard Festival.

So in honor of National Mustard Day, we offer up 
the following recipes to give you some ideas on 
using that reliable staple to create some interesting menu ideas.

All About The Menu

(Continued next page...)
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Doggone Gud Dogs - (Courtesy of French’s)

Hot dogs
FRENCH’S Classic® Yellow Mustard
Bacon, cooked crisp
Sliced extra sharp cheddar cheese
Butcher’s Twine

1. Cut each hot dog almost in half lengthwise. Spread apart and brush inside of each dog 
with FRENCH’S® mustard.  

2. Cut bacon strips in half lengthwise, then again in half crosswise. Cut each slice of cheese 
in half. Place 2 bacon pieces and 2 pieces of cheese in center of each hot dog. Tie hot 
dogs closed with butcher’s twine. 

3. Place dogs on grill with the cut side up, and cook over high heat until browned on bottom 
and both sides (about 5 minutes). Remove twine from dogs and serve them on buns. Add 
additional mustard to taste.

Caribbean Chicken Salad Croissant - (Courtesy of Kraft Foodservice) Yield: 60

Ingredients Weights Measures

Cooked random boneless skinless chicken, chopped 5 lb. 1-1/4 gal.
Fresh mangoes, peeled, !nely chopped 1 lb. + 12 oz. 1-1/4 qt.
Red or green peppers, !nely chopped 10 oz. 2-1/2 cups
Celery, !nely chopped 10 oz. 2-1/2 cups
GREY POUPON® Savory Honey Mustard 1 lb. + 4 oz. 2-1/2 cups
Sour cream 1 lb. + 4 oz. 2-1/2 cups
Leaf lettuce 1 lb. + 12 oz. 60 each
Croissants, split - 60 each

1. Toss chicken, mangoes, peppers and celery in large bowl.

2. Add mustard and sour cream; mix lightly.

3. For each serving: Place lettuce leaf on bottom half of 
croissant; cover with 1/2 cup (#8 scoop) of the chicken 
mixture and top half of croissant.

Tip:

Chicken salad can be stored in tightly covered container in 
refrigerator up to 3 days.

For a spiced Caribbean chicken salad, substitute 2-1/2 cups (1-1/4 lb.) mango chutney (or 
1/4 cup [2 oz.] for trial recipe) for fresh mangoes.

All About The Menu
(Continued from previous page...)
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Kids’ Eating Habit are Changing. Are Your Menus 
Re!ecting Their Demands?
With the K-12 segment of foodservice drastically 
changing the criteria for the food served in the 
schools, kids are looking at food in a different way 
than in years past.

In a recent study by Just Kid Inc., (1/15/07), 93% of 
all kids 8-12 say they care “a lot/a little” about their 
own health. Given the choice, 83% of all kids say they 
“prefer to eat healthy foods”… as long as they taste 
good!

Over half the kids surveyed for the Just Kids Inc. study 
believe breakfast is the most important meal of the day. This gives restaurants an opportunity 
to extend breakfast selections into the kid-friendly category.

• Kids 2-5 are especially likely to think that cereal and French toast are the most fun 
breakfast foods. This means you need to have a selection of cereal with pictures on your 
menu.

• Kids 6-8 are especially likely to think that pancakes are the most fun.

Overall, the vast majority of kids’ menus in restaurants are still nutritionally poor serving mostly 
fried foods along with high-calorie desserts. More than 40% of beverages on kids’ menus are 
ice cream or soda based (only 10% are milk-based). A few chains try to add a little fruit or 
vegetable or low fat milk, but most focus squarely on taste and kid appeal, not health.

In April, 2004, a Child Magazine survey identi!ed the Top 10 best child-friendly restaurants (not 
including fast food) that had children’s menus that met these criteria:

• Did it offer 2-4 healthy entrees, depending on the overall number?

• If beverages were listed on the menu, was milk an option?

• Did the menu offer a vegetable side besides French fries?

Only 20 out of the 125 restaurants met these criteria.

As with adults, kids want a great eating experience. Healthy foods do not have the stigma that 
they once had for kids, but overall reason to buy is still taste, not nutrition.

Ask your salesperson for recommendations on how to add healthier items to your kid’s menu. 
Many breakfast foods companies also offer assistance on creating kids menus and promotional 
materials – ask your salesperson for help. 

Source: Just Kid, Inc., General Mills Bakeries & Foodservice

Consumer Insights
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Take-Out Adds Big Dollars to Your Bottom Line
Picnics, concerts, art festivals, fairs and other outdoor activities 
are best enjoyed with a delicious meal, tasty snack, smoothie 
or specialty coffee. Whatever the event, these summer rituals 
present additional opportunities to capture new business. 

According to Technomic, takeout meal service is expected to grow 
at a rate of 8-9%, a rate exceeding industry growth for the period 
of 2005-2010. This growth is driven by busy consumers who are 
looking for convenience without sacri!cing quality. According to 
another Technomic study (2006), 63% of consumers wish more 
casual dining restaurants offered takeout. 

If you are located near a park or can pull in customers on their 
way to a summer entertainment venue, then you have a great 
opportunity to target your takeout offering to the recreation-minded 
consumer. First, why not offer a family-style portion of some of your house specials for the 
takeout market? Consider meals that can be shared or some lighter offerings appropriate for 
warmer weather, such as salads. Once you have !nalized your menu, you will want to create 
seasonal promotions and unique menu offerings to cater to this growing market. Promotional 
elements for outdoor dining can include in-store signage, direct mail pieces and frequent buyer 
programs. Add a little sophistication and dress up your offerings with a disposable table cloth, 
citronella candles, a bottle of wine and some cheese pairings. 

Next, examine your operations. Is it dif!cult for patrons to park? Can they easily enter, pick up 
and exit with speed and ef!ciency? Seventy-!ve percent of consumers state that convenience 
is the main reason they order takeout (Technomic 2006). Is your operation takeout friendly? 
Consider practices adopted by some of the national casual dining chains and create designated 
parking areas near the front door. Not only does it advertise your takeout service, but makes 
pick-up easy for the to-go customers who are pressed for time. Several of the national chains 
have a dedicated staff, which do nothing else but takeout. Consider a separate takeout entrance 
or counter and register so that takeout can be quick and easy. If space is a limitation, consider 
a direct number and e-mail address so BlackBerry and wireless handheld users can call in or 
text from their mobile devices and arrange curbside service without exiting their vehicles.

Once you have considered menu offerings, promotional elements and operational ef!ciencies, 
it’s time to think about how the right single-use products can help you “glam up” your presentation 
and maximize revenue and pro!ts. Sixty-three percent of consumers wish that full service 
restaurants had better takeout programs and 61% say that the proper packaging makes a big 
difference in food quality (Technomic 2006). Not every disposable product performs to the same 
standards. Consider taste, functionality, value, appearance, safety and comfort as factors that 
will increase customer satisfaction. Leaders in the packaging industry can offer you extensive 
choices for the takeout market. Be sure to ask your salesperson for recommendations.

Enhance Your Business
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Refreshment

Starting with beverage service, thin-walled foam cups are ideal for both hot and cold applications 
due to their durability. When combined with high quality 
lids, the stability of these types of cups prevents spillage 
and accidents with hot beverages. Some companies 
offer one lid that !ts !ve cups, allowing you to reduce 
your inventories. Some of these cups pack in a small 
cube to save you storage space and are available in 
many sizes. 

Well-traveled

When evaluating a takeout program, the most important 
question is, “How will it travel?” Plastic souf•é cups 
offer both presentation and performance. They allow you to con!dently showcase your custom 
•avors by adding dressing and sauce options for salads, chicken !ngers or your custom wing 
sauce. Look for clarity, superb lid !t and strength to add an upscale accent to all of your 
offerings. 

Give your entrees the recognition they deserve when you use quality dinnerware and cutlery. 
Disposable companies offer disposable plates in a variety of plastic, paper and foam materials 
and a variety of colors. 

Cool Entrees

Plastic bowls are ideal for takeout salad programs. They are available in attractive designs, 
ranging in sizes. Many are available in both a clear and a black base. The lid styles are 
available in a clear dome or •at design.

Dishing Up Dessert

Saving the best for last? Don’t forget the pro!ts that will be gained when you offer desserts, 
iced coffees or smoothies for the takeout market. Consider sundae dishes, banana boats and 
lids that !t snugly. Iced coffees and smoothies are one of the fastest growing trends and are 
being launched by many of the national chains. Create demand for these very pro!table treats 
when you serve your chunky fruit smoothie in a clear cup with dome lid and big straw.

Whatever the occasion, takeout opportunities are plentiful and the summer picnic season 
presents additional ways to grow your business. You are certain to add revenue and pro!t to 
your business when you create the right product offering in the right packaging. Now is the time 
to adapt your operations to accommodate takeout and to choose the right single-use products 
to make your product look and perform their best.

Source: Solo Cup

Enhance Your Business
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Tea - Good For You And For Your Bottom Line
Although tea production in America is minuscule com-
pared to other countries, consumption is booming. Sales 
have more than tripled in the past 15 years, exceeding 
$6 billion in 2005. About 85% of that is served iced. Our 
growing enthusiasm for tea can be explained in large 
part by its health bene!ts. Tea contains less caffeine 
than coffee, and the industry touts studies that suggest it 
can help with heart problems, blood pressure and even 
cancer. This explains tea’s particular appeal to the aging 
baby-boom generation, suggests Brian Keating of Sage 
Group, a market-research !rm, in a recent report on the 
industry.

Can you say anti-oxidants?

Catechins—a form of antioxidant—are found in tea. 
Steeping tea releases an abundance of these catechins 
making them available to be consumed.

Green tea is perceived to be especially healthy, though white teas, which have undergone 
minimal processing, are also popular, says Karen Dunlap, a ‘tea sommelier’ based in New 
York. Tea-based soft drinks are doing well, too.” The category is doing so well that a Seattle 
based group actually operates the world’s !rst 
dedicated specialty tea industry think tank.

Making the Perfect Pot

According to experts at Golden Moon Tea, the 
!ner the grain of the tea, the quicker the brew 
time as the surface area of the tea exposed 
to the hot water is greater. Nearly powdered 
teas are ready to go in about two minutes or 
less, while large leaf varieties may need more 
than !ve minutes.  Black teas take longer than 
greens. The longer a tea steeps, the more likely it is to become slightly astringent or “bitter” to 
your taste. Some tea lovers prefer a bit of astringency, while others recommend putting the tea 
into infusers or paper !lters (rather than directly in the pot) as the leaves can more easily be 
removed from the pot after the prescribed steeping time. For more tips on brewing, check out 
www.goldenmoontea.com.

Tea still trails behind coffee, but the Sage Group estimates that by 2010 it will reach one third 
the level of coffee consumption. Gourmet coffee shops have added specialty teas, and you 
can, too. Ask your distributor’s salesperson for help in !nding a good tea supplier and watch 
your pro!ts grow.

Sources: The Economist, Equa-Net, Inc., Catherine Powers, R.D.

Good For You

Catharine Powers, R.D. 
and nutrition advisor  

for UniPro Foodservice 
summarizes !ndings 

from the National 
Cancer Institute.

Read Report
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Attracting The 20-Something Crowd  
With Share Menus
Following the trends of the 18-24 year old age group is not only important, it’s good business. 

“Schools and colleges are looking for the cutting edge in food choices,” says Georgie Shockey, 
consultant and principal of Ruck-Shockey and Associates, a foodservice consulting !rm based 
in Alameda, Calif. “They’re looking to have the New York dining experience at the college level. 
How you present food is huge these days. It’s a little challenging.”

Sushi gains in popularity amongst college students following a menu trend that focuses on the 
importance of presentation.

The ambiance of sushi restaurants may attract 
students looking for a social scene. In addition to 
traditional sit-down restaurants, sushi is available 
from some local supermarket counters, fast-food 
establishments and on-campus eateries. Sushi 
restaurants are referred to as lounges, featuring 
comfortable couches, wide-screen televisions, 
vibrant paintings, dimmed lighting and jam-packed 
bars. If you, as an independent operator, want 
your share of that business, you’ll need to create 
this kind of ambiance.

The concept of izakaya, a form of sharing dishes between friends, adds to the social environment 
of sushi lounges and might be part of the attraction of students looking for a night out. Sushi, 
by nature, is meant to be shared. Bite sized variety creates a “sample-me” opportunity, without 
committing to an entire portion. Providing an environment where your patrons can experience 
new and different menu ideas will position your restaurant as a culinary innovator. Consider 
Sushi-sized desserts, where your customers can mix, match, and share bite sized desserts.

Providing healthier meal options represents another important issue among college and 
university students. With the obesity issue becoming so prevalent in today’s society, the 
large portion sizes that most restaurants and foodservice operations offer have come under 
scrutiny. 

The age of calorie counting and carbohydrate crunching likely turns some students onto sushi. 
Sushi restaurants cater to students looking for fresh, healthy and made-to-order food in a short 
period of time. Additionally, Sushi enjoys a healthy perception by restaurant patrons. Sushi is 
an excellent source of protein, vitamin A and vitamin D. It’s low in carbohydrates, promotes 
longevity and healthy skin and hair, according to WebMD. When you add dipping sauces like 
soy, gari, and wasabi you can’t miss with this nutritional bull’s-eye… and students love to dip!

Menu items were created for sharing at BANK, in 
Minneapolis

(Continued next page...)
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To get ideas about menu items, check out websites that list menus using words like tapas and 
tasting. One such restaurant is Bank in Minneapolis. This restaurant is promoting its menu 
for sharing at all dayparts. According to their website, by “sharing, interacting and creating, 
you de!ne the experience that is right at the moment.” The menu is organized by item, size, 
price and likeness - speci!cally designed to encourage all types of grazing and dining at any 
daypart.

“Students don’t want to leave a restaurant feeling heavy,” said Hiro Leung, co-owner of the 
Dragon•y Sushi & Sake Company. “They want food that will energize and not put them to 
sleep after eating a big meal.” .” Less is more for today’s 18-24 year old age group. They are 
looking for variety, fun, and adventure. The days of monster portions are fading, and healthy 
innovation is leading the way. Add a Sushi type adventure to your menu and draw in this pivotal 
age group.

Sources: Foodservice Equipment & Supplies, The Gainesville Sun, BANK Restaurant, Nicole Eggenberger..
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Managing Vendor Relationships to Improve Income 
According to industry averages published by NRA, the average independent restaurant nets 
about a nickel, or 5%, of sales before federal and state income taxes. Comparatively, average 
chain restaurant level net income before corporate overhead and income taxes is around 12% 
- 15% of net sales.

What do the chains do that you may not be doing?

Establish Primary Vendor Relationships

Contrary to popular opinion, engaging in ongoing 
competitive bidding practices to get the lowest prices 
actually leads to higher food costs, not lower. Using a lot 
of vendors, comparing bids, price shopping, and buying 
from the lowest bidder not only doesn’t save you any 
money, but ends up costing you in several ways.

Every large chain uses one primary purveyor to supply 
80% - 100% of its food products. How many independent 
operators do this? Probably less than 10%.

Using a primary vendor frees up management time that 
can be better spent on high return activities like taking better care of your customers and 
developing your staff. Consider the time it takes to constantly evaluate bids, deal with multiple 
vendors, coordinate multiple (small) deliveries, etc. 

What are some of the bene•ts of working primarily with one key distributor?

• Reduction in food cost

• Fewer vendors and invoices to deal with 

• Less purchasing activities

• Better vendor service

• Improved product consistency

• Closer vendor relationships

Work Closely With Your DSR

Six out of 10 operators rely on their primary DSR most of the time (or often) when making 
purchasing decisions, according to a survey conducted by Yankelovich Partners. To further 
support the point, an ID Operator Survey revealed that operators rate DSRs as the number 1 
source of new product information.

(Continued next page...)
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What can your DSR provide?

• New product information

• Product sampling

• Troubleshooting

• Industry and consumer trends

• Food safety

• Assistance in developing competitive strengths

• Nutrition/wellness information

• Government regulations

• Marketing and merchandising support

• Menu development and design

• Employee training

• Food cost analysis

• Cost- and labor-saving ideas

As an independent operator, your primary concern is to maintain healthy pro!t margins and a 
distinct advantage over your competitors. Developing a strong relationship with your distributor 
and DSR will aid immensely in achieving those goals.

Sources: Bill Marvin, The Restaurant Doctor; restaurantowner.com ID online
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Connecting with Tweens
To effectively communicate with tweens in your operation (ages 9-11) you must be able to 
identify and address at least one if not more of these powerful, irrepressible needs:

• Power – be the biggest or the strongest

• Fun – fun to do, fun to play with

• Freedom – do it myself

• Belonging – badges, traditions, rituals

• Food that tastes real good – kids derive 
comfort and safety in this

Tweens look for food with attitude, want “Eater-
Tainment” when they dine out, and love “extreme” things – skateboarding and snow boarding. 
If you’re running promotions, keep in mind that tweens go for instant grati!cation, like instant 
win games/sweepstakes. They expect variety in their menu choices as well.

From a branding perspective, less hype and hard sell is the way to go. Recognize their 
individuality and attempts to formulate their own opinions, but know that they do follow their 
parents’ lead on food brands. 

Marketing Your Business

Issue 02 | August 2007

 Operators Edge > Marketing Your Business > Connecting With Tweens

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

Money Matters

Toolbox

Miss Gregory’s Kitchen

Good For You

Enhance Your Business

Consumer Insights

All About The Menu

Feature Story

Home Page

Marketing Your Business

The Power of Antioxidants
By Catharine Powers, R.D. and nutrition advisor for UniPro Foodservice

What are antioxidants?

Antioxidants are substances that may protect 
cells from the damage caused by unstable 
molecules known as free radicals. Free radical 
damage may lead to cancer. Antioxidants interact 
with and stabilize free radicals and may prevent 
some of the damage free radicals otherwise 
might cause. Examples of antioxidants include 
beta-carotene, lycopene, vitamins C, E, and A, 
and other substances.

Can antioxidants prevent cancer?

Considerable laboratory evidence from chemical, cell culture, and animal studies indicates that 
antioxidants may slow or possibly prevent the development of cancer. However, information 
from recent clinical trials is less clear. In recent years, large-scale, randomized clinical trials 
reached inconsistent conclusions.

How might antioxidants prevent cancer?

Antioxidants neutralize free radicals as the natural by-product of normal cell processes. Free 
radicals are molecules with incomplete electron shells which make them more chemically 
reactive than those with complete electron shells. Exposure to various environmental factors, 
including tobacco smoke and radiation, can also lead to free radical formation. In humans, the 
most common form of free radicals is oxygen. When an oxygen molecule becomes electrically 
charged or “radicalized” it tries to steal electrons from other molecules, causing damage to 
the DNA and other molecules. Over time, such damage may become irreversible and lead 
to disease including cancer. Antioxidants are often described as “mopping up” free radicals, 
meaning they neutralize the electrical charge and prevent the free radical from taking electrons 
from other molecules.

Which foods are rich in antioxidants?

Antioxidants are abundant in fruits and vegetables, as well as in other foods including nuts, 
grains and some meats, poultry and !sh. The list below describes food sources of common 
antioxidants.

• Beta-carotene  is found in many foods that are orange in color, including sweet potatoes, 
carrots, cantaloupe, squash, apricots, pumpkin, and mangos. Some green leafy 
vegetables including collard greens, spinach, and kale are also rich in beta-carotene.

(Continued next page...)
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• Lutein , best known for its association with healthy eyes, is abundant in green, leafy 
vegetables such as collard greens, spinach, and kale. 

• Lycopene  is a potent antioxidant found in tomatoes, watermelon, guava, papaya, 
apricots, pink grapefruit, blood oranges, and other foods. Estimates suggest 85 percent 
of American dietary intake of lycopene comes from tomatoes and tomato products.

• Selenium  is a mineral, not an antioxidant nutrient. However, it is a component of 
antioxidant enzymes. Plant foods like rice and wheat are the major dietary sources of 
selenium in most countries. The amount of selenium in soil, which varies by region, 
determines the amount of selenium in the foods grown in that soil. Animals that eat 
grains or plants grown in selenium-rich soil have higher levels of selenium in their 
muscle. In the United States, meats and bread are common sources of dietary selenium. 
Brazil nuts also contain large quantities of selenium.

• Vitamin A  is found in three main forms: retinol (Vitamin A1), 3,4-didehydroretinol 
(Vitamin A2), and 3-hydroxy-retinol (Vitamin A3). Foods rich in vitamin A include liver, 
sweet potatoes, carrots, milk, egg yolks and mozzarella cheese. • Vitamin C is also 
called ascorbic acid, and can be found in high abundance in many fruits and vegetables 
and is also found in cereals, beef, poultry and !sh.

• Vitamin E , also known as alpha-tocopherol, is found in almonds, in many oils including 
wheat germ, saf•ower, corn and soybean oils, and also found in mangos, nuts, broccoli 
and other foods.

What is the level of antioxidants found in tea? 

Tea drinking is an ancient tradition dating back 5,000 years in China and India. Long regarded 
in those cultures as an aid to good health, researchers now are studying tea for possible use 
in the prevention and treatment of a variety of cancers. Investigators are especially interested 
in the antioxidants-called catechins-found in tea. Despite promising early research in the 
laboratory, however, studies involving humans so far have been inconclusive.

All varieties of tea come from the leaves of a single evergreen plant, Camellia sinensis. All tea 
leaves are picked, rolled, dried, and heated. With the additional process of allowing the leaves 
to ferment and oxidize, black tea is produced. Possibly because it is less processed, green tea 
contains higher levels of antioxidants than black tea. 

Although tea is consumed in a variety of ways and varies in its chemical makeup, one study 
showed steeping either green or black tea for about !ve minutes released over 80 percent of 
its catechins. Instant iced tea, on the other hand, contains negligible amounts of catechins

(Continued from previous page...)
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What are the laboratory •ndings? 

In the laboratory, studies have shown tea catechins act as powerful inhibitors of cancer growth 
in several ways: They scavenge oxidants before cell injuries occur, reduce the incidence and 
size of chemically induced tumors, and inhibit the growth of tumor cells. In studies of liver, skin 
and stomach cancer, chemically induced tumors were shown to decrease in size in mice that 
were fed green and black tea.

What are the results of human studies? 

Although tea has long been identi!ed as an antioxidant in the laboratory, study results involving 
humans have been contradictory. Some epidemiological studies comparing tea drinkers to 
non-tea drinkers support the claim that drinking tea prevents cancer; others do not. Dietary, 
environmental, and population differences may account for these inconsistencies. 

Two studies in China, where green tea is a mainstay of the diet, resulted in promising !ndings. 
One study involving over 18,000 men found tea drinkers were about half as likely to develop 
stomach or esophageal cancer as men who drank little tea, even after adjusting for smoking and 
other health and diet factors. A second study at the Beijing Dental Hospital found consuming 
3 grams of tea a day, or about 2 cups, along with the application of a tea extract reduced the 
size and proliferation of leukoplakia, a precancerous oral plaque. 

Source: National Cancer Institute, US National Institute of Health; www.cancer.gov
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