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Welcome to shift™, the new trends publication 
from Edward Don & Company.
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Change is a fundamental constant that affects nearly every facet 
of our lives and the world of food is no exception. As time 
passes and tastes evolve, so do the industry and the 
trends that accompany it. DON knows that continued 
success as a leader in foodservice distribution 
and supply depends on the ability to not only 
adapt to change, but to embrace it. We 
are steadfast in our dedication to keeping 
up with the latest, as well as emerging 
industry trends in order to better serve 
our customers. With that in mind, it is our 
honor and great pleasure to shift into 
the future with you…

it’s time for your 
shift to begin.
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B
ob Dylan once famously quipped in 1964, “The 
times they are a changin’.” In the over 50 years 
since the famous song’s release, we’ve witnessed 
everything from landing on the moon and Wa-
tergate to MTV and social media. As incredible 

as this technological revolution has been, it is hardly the only 
facet of society that has undergone radical change. We’ve 
also witnessed command of a social evolution begun by the 
baby boomers being taken over by Generation Y, or as they’re 
more commonly known, Millennials. Right behind them are 
their younger cohorts, Generation Z. And ready or not, here 
they come.
	 Age is a normal part of the life cycle, so what is it about 
these generations that has the market as well as the public at 
large so fascinated? As it turns out, there is quite a bit. First 
and foremost, they now make up nearly half of the entire 
population of the United States. Also, with Millennials being 
born approximately between 1980 and 1996 and members of 
Generation Z between 1997 and 2016, both are also some-
what unique as they were the first to grow up and come of 
age completely surrounded by technology. From Nintendo 
to the iPhone to aerial drones, technology has essentially 
come to be seen as more of a defining character trait rather 

than a hobby. And it is this technological evolution that has 
brought about peripheral trends now being spearheaded by 
Millennials and Gen Z. 
	 For starters, spending habits have gotten a drastic make-
over. According to a recent report from Charles Schwab, 
Millennials spend money much more freely than their 
Generation X and Baby Boomer counterparts. A staggering 
76 percent of Millennials surveyed state that they spend their 
money on the latest electronic gadget. Perhaps as a result, 53 
percent spend their money on taxi or Uber transportation 
as opposed to just 29 percent of those in Generation X and 
only 15 percent of Baby Boomers. Another 60 percent of 
Millennials also spent at least $4 on a cup of coffee while 79 
percent spent money on the newest and hottest restaurants 
in town. 
	 Conversely, spending habits of Generation Z have been 
somewhat hard to measure, as studies are still in their infancy 
due to members of Gen Z being no older than 21 and a vast 
majority of them still in high school or younger. But signs 
seem to be pointing toward Generation Z continuing in the 
same direction, especially when considering a recent survey 
from Piper Jaffray indicating that Gen Z-ers spend their 
money on food and drink more than anything else, with 
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Starbucks being the favorite.
	 Even though a clear picture of spending habits for both 
generations is still a bit difficult to obtain at this point, there 
are other areas in which both Millennials and Generation 
Z seem to be aligned. For example, both are very socially 
connected through technology. A Pew Research study con-
cluded that 81 percent of surveyed Millennials are on some 
form of social media, Facebook in particular. Generation Z 
takes this several steps further. According to recent studies, 
approximately 96 percent of Gen Z-ers own a smartphone, 
85 percent learn about new products through the use of so-
cial media and another half spend at least ten hours per day 
connected online. This has led to a new term in marketing 
circles – the “digital native.” This term is given additional 
credence when those same studies revealed that 80 percent 
of Gen Z-ers experience emotional distress when separated 
from their mobile device.

	 Sustainability is also a huge factor. According to Nielsen, 
three out of four Millennials and Gen Z-ers are willing to 
pay extra for sustainable products. In addition, nine out of 
ten Millennials surveyed stated that working for an employer 
that is sustainably conscious is important while nearly 60 
percent of Gen Z-ers expressed an interest in either working 
or studying in sustainability related fields. 	
	 The market has reacted naturally, as one would expect – a 
greater emphasis on sustainable products and a move toward 
locally sourced foods in the foodservice industry coupled 
with digital marketing and the ability to place orders online 
for pickup and delivery.
	 While statistics can vary, aggregation is much more diffi-
cult to dispel because it is much larger in scope. The result of 
this it has taught us one thing, or perhaps two things – Bob 
Dylan is absolutely right and Millennial and Generation Z 
are the proof.

Source: Vision Critical
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unique, natural, extraordinary
The trend forward Potter’s Collection by Robert Gordon brings innovative design and quality to the 

tabletop. With a wide assortment of embossed plates, bowls & accessories, this beautiful naturalist 

porcelain is available in three colors: Pier, Shell & Storm. The reactive glaze on Pier and Storm ensures 

that no two pieces of this Australian-designed porcelain will be exactly alike, while Shell features a 

satin, creamy-white finish with tiny flecks of dark brown throughout. The craftsmanship and creativity 

that goes into each piece creates the perfect canvas for any food presentation.
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“I
’m a Sous Chef here. With any luck, I 
should be Head Chef by next year,” states 
an ambitious and bright-eyed young 
woman while cheerfully garnishing a plate 
about to leave her station for service. The 

subject then pivots from professional to personal success 
when she holds up her hand, revealing an engagement 
ring that sparkles with a radiance nearly matching her 
own as she proudly beams, “And I’ve got this great 
fiancé.” Suddenly and without warning, the vibrant 
chef’s expression conveys a sense of dread when she 
follows that statement with “who I won’t be marrying 
this weekend, because I’m about to have a terrible ac-
cident” as she lifts a large pot containing scalding hot 
liquid. The ominous tension reaches its apex when 
an unclean and poorly maintained kitchen floor 
causes her to slip, upending the pot and causing her 
to be completely inundated by its contents. The 
once happy and confident young aspiring culinary 
artist is reduced to agonizing screams while covered 
in hideous third degree burns as a coworker fran-
tically calls for help in between panicked breaths. 
Cut to black.
	 What you just read didn’t really happen. It’s 
a near decade-old public service announcement 
about kitchen safety that still causes a stir on 
social media today due to its intense nature. And 
while this particular example may have been just 
an act, the danger itself is very real. Incidents 
like the one mentioned above can, and sadly do, 
actually occur in real life, and burning isn’t the 
only culprit. Everything from cuts and scrapes 
to muscle strains and fractures are risks that are 
faced every day in back of the house operations, 
and these incidents are not uncommon. In 
fact, they are exceedingly frequent. The Na-
tional Floor Safety Institute and U.S. Depart-
ment of Labor estimate that more than three 
million foodservice employees experience 
slip or fall related accidents each year, with 
between 20 to 30 percent of those accidents 
resulting in serious injury.  
	In economic terms, that translates to more 
than $2 billion in costs to the foodservice 
industry to cover everything from worker 
compensation claims and lost productiv-
ity to equipment damage, fines and even 
lawsuits. And that figure is projected to 
increase by as much as ten percent every 
year. To further demonstrate the econom-
ic impact, The National Safety Council 
recently estimated that the average cost of 
a slip related injury is $12,000 while an 
average of $50,000 is spent on litiga-
tion. But regardless of which side you 
represent, the bottom line is that in 
situations like these, nobody ever wins.
	 So who or what is causing these 
hazards? While playing the blame game 
has proven time and again to be an 
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exercise in futility and is certainly not the objective of this ar-
ticle, there are two commonly cited culprits worth mention-
ing. The first is quite tangible – built up soil and grease on 
kitchen floors, which makes sense when put into perspective. 
Imagine a typical day for a restaurant operator – deliveries 
of food and equipment come in the back from outside and 
are hauled into the kitchen to be set up and prepared. Then 
the busy times hit for breakfast, lunch and dinner, with the 
kitchen and wait staff constantly in motion while fryers and 
stoves work overtime in order to deliver customer orders on 

time. The second culprit, while intangible, shares a causal re-
lationship with the first – carelessness. Reckless handling of 
liquids, the splatter of oil and grease due to sloppy technique, 
improper equipment use and negligence during cleanup all 
contribute to a dangerous environment. But accidents like 
these are preventable and the task is easier than you might 
think.
	 The issue of safety in the foodservice industry is unique 
in that it provides perhaps the most coveted feature – con-
trol. Restaurant operators have taken greater safety initiative 
by using antimicrobial grease-proof matting with addition-
al moisture trapping to provide greater traction in high 
foot-traffic areas. Others have taken to using degreasers and 
cleansing products that eliminate the risk of slips. Or just the 
simple act of immediately cleaning up spills and sweeping 
away floor debris as it occurs can greatly reduce the chances 
of an accident. Combined with clear direction, the improve-
ment can be both swift and drastic. Safe employees are happy 
employees, and happy employees can concentrate on their 
passion, which means operators can focus on their custom-
ers. Regardless of location, size or specialty, that is something 
all restaurant operators can relate to.

HOW TO AVOID SLIPS AND FALLS

1	 Invest in non-slip mats for areas  
	 subject to spillage. 

2	Ensure that floors get routine and  
	 effcient cleaning to reduce the  
	 potential for trips and falls. 

3	Make sure your employees are wearing  
	 the right work footwear. 

4	Get the proper signage  
	 to inform everyone when  
	 there is a spill or change  
	 in flooring. 

Source: Grainger
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Beauty.
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Value.

London Terra

Designed with the appearance of hand-thrown pottery. The variance in color makes 
every piece unique. Its homely charm adds a touch of warmth to any tabletop.

cardinalfoodservice.com

Evo Collection

Character Born From Tradition

T
he last time you dined out, what did you 
remember most about your experience - was 
it the food? The price? The service? The 
atmosphere? All of the above? For most 
diners, one of those factors is almost always 

mentioned when evaluating or choosing a restaurant, 
and rightly so. However, there’s more to it than edible 
food at a reasonable price. Pardon the engagement in 
“whataboutism” for a moment, but it’s necessary in this 
instance – what about tabletop? 
	 It’s true that food may be the biggest reason for visiting 
a restaurant, but no memorable meal is complete without 
a visually stunning display providing support for the main 
dish. Until recently, tabletop displays have been at most an 
afterthought, utilized more for their practical application 
rather than for their ability to complement an establish-
ment’s ambiance. But that may not be conventional wisdom 
much longer. Operators have taken notice and now they’re 
taking action - welcome to the tabletop remix era.

What’s in (or on) a tabletop, anyway?
	 Think of a restaurant establishment as being analogous 
to a theatrical production. The owner serves as the produc-
er responsible for finance, marketing and vision. A manager 
is like the director, running the day-to-day operation while 
responsible for getting the best possible performance out of 
the supporting cast consisting of the wait and kitchen staff. 
Then of course you have the superstar – the food itself. 
It’s the main attraction bringing the audience to the venue 
ready to spend their money. 
	 So where does tabletop fit into this dynamic? Every pro-

duction needs great scenery and relevant props to advance 
the story as well as convey actions and emotions. Along 
those same lines, dinnerware, glassware and flatware are 
the critical props of the foodservice industry that make a 
meal complete. While they may not receive the same level 
of recognition as their culinary counterparts, their function 
is no less vital. And also like props and scenery, tabletop 
items need to be cared for and kept fresh from time to time 
to avoid suffering unsightly damage or becoming repetitive 
and boring. So how exactly are owners and operators pursu-
ing this creative transformation?

Making opposites attract
	 Just like any paint job, choice of linens or the lettering 
font on the sign out front, tabletop plays a critical role 
in shaping an establishment’s persona. See those natural 
shapes on your plate and feel the seemingly random pat-
terns of the drinking glass on your palm? They’re part of a 
restaurant’s identity and by extension, its brand. And just 
like fusing regional cuisines, operators have taken the bold 
step of bringing worlds together by mixing tabletop presen-
tations to give their atmosphere a new look while appealing 
to more diverse clientele. Trendy, upscale establishments 
are adopting more irregular patterns as well as mason jars to 
mimic the down-home, organic feel of nature. Conversely, 
hyperlocal farm-to-table restaurants are augmenting their 
inherent rustic appeal by injecting a little modern flair into 
their tabletop displays with sleek, smooth edges, as if ex-
pecting early American pioneers to transport through time 
and end up in the downtown heart of a bustling contempo-
rary metropolis. 



shift™, a DON publication 11

www.villeroy-boch.com/hospitality

Creating Hospitality

Copper Glow  
Unbox your ambitions

With

 
C

ut
le

ry
: P

ie
m

on
t 

C
M

S

Showing their true colors
	 For as long as anyone can remember, white symmetrical 
ceramic has been a dominant force in the tabletop realm 
and for good reason - it’s reliable, readily available, relatively 
inexpensive and versatile in its application across multiple 
market segments. Plus, white ceramic has a proud tradition 
of elegance. Now, that white ceramic is about to get some 
company in the spotlight as operators are taking advantage 
of its innate versatility by pairing 
it with a variety of color schemes 
to lend a sense of artistry to their 
tabletop displays. Earthy tones are 
bringing the scenic beauty and 
lush landscapes of nature right to 
the table while vibrant colors and 
artwork featuring everything from 
the abstract to outright festive are 
providing a fun-loving mood that excellently complements a 
gathering of close friends. And those are just a few examples 
– with the creative genius we’ve been privy to in the foodser-
vice industry, this is only the beginning.

Living in a material world
	 Just as white has been the staple tabletop color, ceramic 
has been a mainstay in terms of material. Bone china, por-
celain, earthenware and stoneware have been the backbone 
of the industry since the dawn of the modern restaurant 
business. But they’re about to get a much needed as well 
as much deserved boost from an emerging hero known as 
melamine. The polycarbonate material is not only virtually 
indestructible, it is lightweight and every bit as versatile as 

traditional ceramics. To further make its case as a rising star, 
melamine is chameleon-like in a way as it can take on the 
appearance of other materials like china, making it ideal 
for cost-conscious restaurateurs who also want to give their 
presentations a little more personality. 
	 But melamine is not alone in its rise to tabletop super-
stardom. Operators are also experimenting with rusticity in 
the material realm, utilizing stone, copper and even leather 

to supplement the ever-present 
glass mason jar so commonly  
associated with the concept. 
When paired with porcelain and 
bone china, the best of all worlds 
come together on one table with 
durability meeting visual appeal 
to create a more diverse and 
artistic display.

What’s next in the mix?
	 You want to know the secret behind the allure of a table-
top makeover? It’s not about gimmicks, cost or even simply 
“sprucing up the place.” It’s imagination. It’s painting a pic-
ture in your mind and then bringing that picture to life. It’s 
taking customers to another place where they can escape the 
daily grind and be taken to another region, into the country-
side or even into space, and tabletop might be just the right 
vehicle to reach your destination. If you’ve got a dream for 
your display, why not dream big? 

It’s not about gimmicks, cost or 
even sprucing up the place,  

it’s imagination.

Here’s to One-of-a-Kinds

To those who 

reshape traditions 

and defy assumptions

We can help.

foodservice.libbey.com

©2018 Libbey Inc.
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retail chain. While having a five star 
chef carefully and artfully preparing 
each dish sounds great in theory, reality 
again rudely interrupts. In other words, 
it just isn’t feasible when financial 
and human resources are limited. As 
a result, healthcare facilities either 
have to turn to cheap bulk produce or 
outsource their kitchens to companies 
that specialize in bulk food prepara-
tion. Ultimately, quality ends up being 
sacrificed in the name of quantitative 
sustenance. With all of this in mind, 
would you blame a healthcare facility 
for asking “why bother?”
	 Here’s something that may surprise 
you - that’s exactly what they’re doing. 
The healthcare sector has begun asking 
“why bother?” But they’re asking that 
question from a position of optimism 
rather than pessimism. Healthcare 
facilities are now buying into improving 
the mental well-being of their patients 
along with their physical health. What 
better way to bring out those endor-
phins and motivate patients to recover 
than with food? Facilities around the 
United States are adopting methods 
that even just a decade ago might have 
sounded like mere flights of fancy. For 
example, patient room service helps 

because they are cold and uncaring. 
The objective of the patient as well as 
the facility is for the patient to recover 
and subsequently leave the facility as 
quickly as possible. Patients can return 
to their normal daily lives in good 
health and comfort while doctors and 
nurses can turn their attention and 
care to other patients in waiting. This 
is, of course, a noble and reasonable 
goal. But reality has a bad habit of de-
viating from the script. Long-term care 
centers such as assisted living facilities 
and nursing homes, where patients can 
become permanent residents, also need 
to be considered. Patients who suffer 
from impaired mobility, ailments like 
Alzheimer’s or Dementia or any other 
illness requiring full-time professional 
supervision and care do not have the 
luxury of coming and going as they 
please, so long-term facilities become 
their new homes. And like the rest of 
us, they need nutrition.
	 While perception is a large hurdle 
in the healthcare sector, it is hardly the 
only one. Another is far more practical 
in nature – cost. Healthcare facilities 
have budgets too and they have to be 
followed just as strictly as any bank, 
tech company, auto manufacturer or 

T
here’s a certain appre-
hension that tends to 
grip most of us when the 
dreaded phrase “health-
care” is mentioned. 

Images of white walled rooms contain-
ing beds covered in white sheets just 
outside of all white hallways with doc-
tors in white coats and nurses in white 
uniforms fill our minds along with 
a pervasive (if paradoxical) sense of 
dread. But the omnipresent feeling of 
both sterility and borderline hopeless-
ness extends beyond the environment 
as well, in particular when it comes to 
dining. It’s not uncommon to envision 
hospital cafeteria trays packed with 
items that would make a TV dinner 
look like a meal prepared by Gordon 
Ramsay or Emeril Lagasse. But the 
atmosphere isn’t as bleak as you might 
think. The reason? Healthcare facilities 
have taken notice and are now taking 
steps to break that stereotype.
	 To be fair, the healthcare industry 
is already at somewhat of a disadvan-
tage. After all, let’s be honest – nobody 
wants to stay in the hospital any longer 
than they have to. Believe it or not, 
healthcare professionals themselves 
share that same sentiment, though not 

MODERN  
REMEDIES
for 
HEALTHCARE 
DINING
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reduce operating costs while bringing the patient’s meal right 
to them so they can focus on nutrition and recovery rather 
than having to force themselves out of bed and painfully 
hobble to the cafeteria. There has also been experimentation 
with hyper-local produce, international menu selections that 
introduce everything from poke bowls to falafel. And why 
not? America is, after all, a land of many cultures. Making a 
patient feel at home goes a long way, especially if that patient 
is a long way from home. 
	 Speaking of patients, they aren’t the only beneficiaries. 
Family members, friends and loved ones alike have been 
seeing change as well. Perhaps one of the most innovative 
concepts to arise from this growing trend is turning a run-of-
the-mill hospital cafeteria into a courtyard bistro featuring an 
array of restaurants with made-to-order menu options for a 
variety of tastes. Some facilities are taking the concept a step 
further by offering upgraded tabletop options to provide a 
more relaxed as well as elegant feel, even going as far as to set 
up buffet stations that cater to a wide variety of tastes. “Ok, 
that sounds neat and all, but what’s in it for the patients? 
How will it benefit them?” you might be wondering. And 
that’s a perfectly fair question to ask because in a sense, 
you’re absolutely right – an aesthetic makeover won’t make a 
patient’s illness simply disappear overnight. 
	 But consider the holistic approach at work here – an envi-
ronment that is pleasant and upbeat tends to have a positive 
effect on not only the patient’s state of mind, but also their 
friends and loved ones. And studies show that mental health 
directly impacts physical health. In fact, it is the top listed 
core principle of the World Health Organization. If a patient 
is happy, they will naturally be more motivated to engage in 
the recovery process. If their friends and loved ones bear wit-
ness to this behavior, then a self-perpetuating cycle of positive 
reinforcement becomes evident. In other words, a happy and 
motivated patient will be surrounded by happy and encourag-
ing friends and loved ones, which will only make the patient 
happier and more motivated, and so on.
	 Comfort is something we all seek and food is one of the 
most common sources of that comfort. Healthcare facilities 
know this, and have been making great strides in changing 
the public perception, especially when health and personal 
satisfaction aren’t mutually exclusive. Having one without 
the other is like peanut butter without jelly, or cereal without 
milk – incomplete, plain and simple. Rightly or wrongly, the 
healthcare sector has been having that same struggle. But 
maybe, just maybe – a cure has finally been found.

Facilities around the United States 
are adopting methods that even just a 
decade ago might have sounded like 
mere flights of  fancy.

Mealtimes  
That Anyone 
Would Enjoy
MealtimeXpress carts offer flexibility 
to enhance dining experiences.

Learn more at 
www.dinex.com/don/service-carts

Fueling Your Health
Vitamix® blending equipment has the power and 
versatility you need to create healthy, delicious 

meal options for patients, staff, and guests.

Learn more at vitamix.com/noncommercial



14 shift™, a DON publication

how restaurant operators are catching on  
to serving the larger purpose of sustainability
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W
aste reduction – two 
words with a familiar 
ring and a seemingly 
self-evident definition 
that we have probably 

all heard at least once before. Whether 
they come in the form of buzz words from 
politicians, a lecture from teachers or just 
a simple request from our parents to finish 
everything on our plates, it is a safe bet that 
“waste reduction” has been a part of our lives 
for some time, likely without many of  
us even realizing it. But the phrase itself is 
just that – a phrase. What about its  
real-world application? 
	 To get a better understanding, we should 
first define exactly what waste is. In the 
foodservice industry, there are three com-
mon types. The first is food waste – uneaten 
garnish on a plate or unfinished meals not 
being taken home, for example. Then there 
is material waste such as discarded dinner-
ware, food packaging or utensils. The third is 
a byproduct of the first two and perhaps hits 
closest to home 
for owners - profit 
waste. Food in the 
garbage means it’s 
not on someone’s 
plate, which in 
turn means it’s 
not on their tab. 
Plates, glassware 
and flatware in 
the garbage mean 
spending money on ordering replacements. 
	 Now that we know what waste is, it’s 
equally important to understand how it 
impacts the foodservice industry and why 
waste reduction is vital. Environmental 
and financial effects tend to be the most 
discussed and not without merit. According 
to a recent study from ReFED, The United 
States spends over $218 billion on growing, 
processing, transporting and disposing of 
food that is never eaten, $57 billion of which 
comes from consumer facing businesses such 
as foodservice operations. In macroeconom-
ic terms, that’s 1.3 percent of its GDP. In 
environmental terms, that translates to 52.4 
million tons of food in the landfill every year. 
And on a planet with over 7 billion people 
needing to share a limited supply of valuable 
resources, waste is simply not affordable on 
any level. But there is some good news – 
restaurant operators and suppliers are taking 
the issue seriously and have begun imple-
menting strategies that reduce waste without 
the need for a dramatic overhaul in back of 
the house operations.
	 On the surface, tackling food waste might 
sound like a monumental, if not insur-
mountable task. After all, there is no “sixth 
sense” that lets us know how hungry or 

thirsty someone is at any given time, and we 
can’t force diners to take home unfinished 
food or properly dispose of their utensils. 
But that doesn’t mean reducing food waste 
is impossible. In fact, some of the most 
effective ways to combat both pre- and 
post-consumer food waste involve nothing 
more than common sense. For example, 
operators are becoming more conscious 
about labeling ingredients with dates and 
have them stocked in a way that sees the 
oldest (but still fresh!) being used first. 
Others have taken to becoming involved 
in food donation or simple re-sizing of 
portions. Perhaps one that is the fastest 
rising in popularity might also be the most 
rewarding – free staff meals. What better 
way to thank employees for their hard 
work and loyalty by treating them to an 
after-hours banquet on the house? 
	 Material waste in some ways isn’t that 
much different in terms of difficulty. While 
it is true that customer habits cannot be pre-
dicted or forced, they can be complemented. 

Perhaps the biggest 
example of this has 
seen the growth of 
recyclable and com-
postable products. 
Recyclable items can 
be broken down into 
their most raw form 
and ultimately recon-
structed into some-
thing entirely new 

as a post-consumer product, provided those 
items fall within acceptable contamination 
thresholds and can be adequately cleaned. 
Compostable items, on the other hand, are 
made from materials that can be organically 
broken down and returned to the earth as 
compost, which in turn helps fertilize the soil 
we use to grow crops.
	 While these distinctions are important, 
they both still serve the larger purpose of 
sustainability and restaurant operators are 
catching on. In the spirit of honesty, we’ve 
barely scratched the surface on the potential 
of waste reduction methodology. But the pur-
pose is to raise awareness of a growing trend 
that has arguably come about not because 
of rising populations and dwindling finite 
resources, but also because of a natural evo-
lution in consumer preference. For example, 
nearly three quarters of millennials as well as 
nearly six in ten adults overall are showing a 
growing preference for sustainable products 
in foodservice, even when made aware of 
potential higher costs to them, according 
to Nielsen. It’s only natural that the market 
responds to changing public tastes. But  
the difference in this case is that it’s a  
change that may very well be, pardon the 
pun, sustainable.

…tackling food waste might 
sound like a monumental, if  
not insurmountable task…  

but that doesn’t mean reducing 
food waste is impossible.

15
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When it comes to sustainability

We Deliver
WorldView™
- Sugarcane bases with clear lids

- Made with renewable or recycled materials

- Variety of shapes and sizes

- Stackable

- Hot and cold food friendly

- Certified compostable

- Ideal for take-out or delivery

Did you know that 45% of consumers consider environmentally friendly 
packaging and important factor when they choose a restaurant?
Source: National Restaurant Association, Sustainability Consumer Survey, 2017

@packnwood

www.packnwood.com

NEW Compostable &
Biodegradable

Great Alternative To Plastic Straws
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www.sabert.com
1-800-Sabert-1 • 1-800-722-3781

Deliver a Great Impression with

CLASSICAL SHAPE, MODERN UPDATE

The glassware sequence of the future. The perfect design progression, 
bringing a modern update to a classical shape with the essence of crafted 
crystal. Made with our high-performance lead-free crystal material, Krysta.

cardinalfoodservice.com

Sequence Collection

Source: National Restaurant Association

The best way to 
promote restaurant 

sustainability efforts is 
on the menu.

72% of operators buy 
some packaging and 
supplies that contain 
recyclable material. 

56% buy supplies  
certified as compostable.

REDUCING FOOD WASTE IS EMERGING AS A  
KEY ACTIVITY FOR OPERATORS

About half of restaurant  
operators track the amount  
of food waste their  
restaurant generates.

1 in 5 donate edible 
leftovers to charities 
and more than 1 in 10  
compost food waste.

A RESTAURANT’S SUSTAINABILITY EFFORT CAN  
INFLUENCE GUESTS’ RESTAURANT CHOICES

MANY OPERATORS SOURCE PACKAGING AND 
SUPPLIES MADE FROM MATERIALS WITH A 

SMALLER ENVIRONMENTAL FOOTPRINT

72%
56%

About half of consumers say that a 
restaurant's efforts to recycle, donate 
food or reduce food waste can be 
factors in where they choose to dine.
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T
h e  most common element associated with the festive time of year 
is food and in particular, drinks. And perhaps even more specifically, 
glassware. With both consumers and operators having become more 
savvy thanks to the internet and social media, our beverage vessels 
may be getting a makeover.

18

wine, champagne needs a chance to aerate in order for its full 
aromatic and flavor potential to be experienced. The flute’s 
thin design, while certainly providing a sense of sophistica-
tion as well as beautiful effervescence, tends to keep the scent 
and flavor wrapped up tight without allowing them to make 
their way into the senses of consumers. The solution has 
been to adopt a design similar to that of its less sparkly coun-
terpart with a fuller-bodied bowl that allows bubbles to more 
easily carry the aroma to the surface.  The result has been a 
“passing of the torch,” so to speak, but the flute certainly has 
its place among the glassware elite.

Beer Gets The Boot!
	 While the malty, hoppy classic might not enjoy as much 
prominence during the colder holiday months, it is still a 
powerful presence. Just like wine, champagne and cocktails, 
beer has its own set of rules when it comes to glassware. But 
for this season, we thought we would take a different ap-
proach to brew lovers and have a little fun. For those of you 
who enjoy comedy, the 2006 Broken Lizard comedy troupe 
movie Beerfest brought about the rise in popularity of Das 
Boot - no, not the critically acclaimed German miniseries, 
but rather a liter-sized beer glass that is literally shaped like a 
boot. Now, that boot has taken on a life of its own by being 
given its own holiday flair with a glass that is fashioned to 
look like it was on the foot of jolly old Saint Nick himself 
and has been fascinating beer connoisseurs and brewers ever 
since. Who knows? Maybe next year we’ll see Rudolph’s red 
nose at the end of one. Either way, you can’t say that glass-
ware doesn’t know how to have a good time during  
the holidays.

What’s Your Taste? 
	 Sure, there are plenty of emerging glassware trends. And 
of course everyone will have their own opinions and ideas 
for how they’d love to toast with their friends and family. 
But that’s what makes this end of the foodservice spec-
trum so exciting – diversity in opinion and ideas leads to 
innovative and creative designs that are sure to make any 
holiday that much more memorable. We’re just here to 
help shine the spotlight!

Clear and Thin For The Win!
	 While any good wine usually stands up on its own, even 
the best can see an additional benefit from the right type of 
glass. Experts and enthusiasts have been coming to a pretty 
decisive consensus in this regard – clear, thin wine glasses 
have emerged as the new champion of wine connoisseurs and 
are becoming a holiday fixture, in particular during Thanks-
giving. Glass clarity prevents interference with the color 
transparency of the wine while thinness provides an aromatic 
boost. To augment this design, wider bowls allow for the 
ability to swirl and pick up all of the notes of red wines while 
a more narrow shape helps white wines preserve their cooler 
temperatures, both leading to a flavorful experience.

Blast From The Past?
	 You’ve no doubt heard the saying, “what goes around, 
comes around” at some point and this rings true in the food-
service realm. By that, we mean the return of antique and 
vintage glassware patterns as a superstar in the marketplace 
and it isn’t hard to see why. The ability to recall memories 
and create imagery in our minds is what makes us unique-
ly human, and what better way to indulge in both worlds 
than by reaching back into the past as a way to look into the 
future? Patterns that were popular in decades past have re-
emerged and are thriving with the Millennial crowd longing 
for a sense of nostalgia that they only heard about in stories 
passed down from their grandparents. Imagine a cocktail 
glass that makes you feel just like you’re back in a Chicago or 
New York speakeasy during prohibition – elegant yet myste-
rious and secretive at the same time. Or a wine glass that can 
transport us back to a simpler time of 1950s Americana when 
things seemed to move just a little more slowly and allowed 
us to revel in the company of our family and closest friends, 
especially during a cold winter evening in front of the fire.

New Year’s On The Bubble
	 The new year is in a world all its own with everything 
from New Year’s Rockin’ Eve to the now-famous ball drop in 
New York City having become cultural icons among Amer-
icans. Along with this, champagne has become a tradition 
in its own right among celebrants, but there has been a new 
resolution in terms of how we enjoy the bubbly. Just like 
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Charleston

Stay on Trend with

Zion

Tuxton China, Inc.  21011 Commerce Pointe Drive, Walnut, CA 91789   | info@tuxton.com | tuxton.com

Tel 909.595.2510  |  Fax 909.595.5353   Toll Free  877.2.Tuxton [877.288.9866] Copyright 2018

lead free – fully vitrified – microwave safe – oven proof – dishwasher safe

CasserolesHealthcare

Lifetime Edge Chip Warranty

Family-owned Company

97% Order Fill Rate

High Quality, Superior Value

Bowls
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BOWLED
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T
here was a time when bowls were no less benign 
than plates, flatware, drinkware or even table 
linens. Much like their companion items, they 
were merely a means to an end for diners – 
something to eat out of while preventing un-

necessary spills and nothing more. At most it may have been 
seen as a complement to the star of the meal by being used 
for an appetizer or dessert. But then something changed.
	 That “change” wasn’t so much in terms of tangible 

structure, although there has been a reinvention of sorts. In 
particular, it’s what has been going into bowls that has been 
raising eyebrows and making mouths water, elevating the 
once mundane tabletop piece to a culinary pantheon typi-
cally reserved for celebrity chefs and Michelin Star recipients 
while taking virtually every corner of the market by storm. 
And the culprit is hiding in plain sight – the meal  
in a bowl. 
	 At first glance, it may be tempting to 
wonder why two traditional aspects of 
nutrition are suddenly in the spot-
light. After all, it could be argued 
that eating from a bowl is an idea 
as old as the invention of the  
bowl itself. This in turn 
begs the question, or rather, 
questions – what exactly is so 
fascinating about something so 
seemingly plain? And why now?
	 The answer may be surprisingly 
and beautifully simple. It’s true that 
food in bowls is not a new concept. 
After all, we eat soup, cereal and dessert 
from bowls all the time without a second 
thought. However, a full meal in a bowl is a 
natural evolution if you think about it. The tradition-
al sit-down breakfast/lunch/dinner construct is a relic of a 
bygone era. Today’s society is fast paced and constantly on 
the go, with social media connecting us to experiences we 
might not have otherwise known about. Food is no excep-
tion to this new dynamic. 
	 Bowl meals meet this challenge by offering access to 

healthy nutrition, exposure to new flavors and a favorite of 
today’s highly mobile consumer – easy preparation. In addi-
tion, bowl meals offer customization options to diners with 
preferences as various as the options themselves while being 
creative in the process. Buddha bowls provide an excellent 
combination of grains, beans and other vegetables to satisfy 
those with vegetarian or vegan tastes. Acai and Pitaya bowls 
offer an alternative for those with a sweet tooth but don’t 
want to be saddled with the sense of caloric guilt that comes 

with ice cream. Pescatarians can indulge in a Hawaiian poké 
bowl while Korean bibimbap or Tex-Mex style burrito bowls 
appeal to the meat eaters among us. Customization has the 
added benefit of offering virtually limitless combinations 
suited to any taste.
	 But the true genius of the meal in a bowl is a close rela-

tive of customization – adaptability. Not just adapt-
able in the sense of changing consumer tastes, 

but from a day-to-day practical perspective 
as well. Bowls allow diners to multitask 
in ways that traditional plates do not. 

Consumers can enjoy the nutrition-
al benefits of a full meal while still 
having the space to work on their lap-
tops and tablets or conduct business 
by phone. And when they’re done, 
there’s ease of portability without 
sacrificing flavor since the main 
feature of meals in bowls is blending 

ingredients together in a single vessel 
rather than the culinary silo effect that 

plated meals often fall victim to.
	Regardless of what your preference might 

be, the only fundamental constant is change. 
Tastes will change, technology will change and 

recipes will constantly evolve. But a crucial element of 
continued success is how we adapt. It’s no surprise that bowl 
meals have come as far as they have. When we consider the 
benefits and advantages a meal in a bowl offers, it’s reason-
able to expect that we shouldn’t be surprised when it goes 
even farther, perhaps itself evolving from a trend into  
a revolution.

Acai smoothie bowls
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the nation, having engulfed segments across the country 
from independent establishments to hotels and even one of 
the busiest hubs in the world, O’Hare Airport.
	 That leaves us with perhaps the most obvious question – 
why? What has caused this sudden elevation to foodservice 
superstardom? The reason is perhaps a bit more multifaceted 
than, pardon the pun, a mere changing of tastes. Recent re-
search has shown a growing preference for shifting away from 
traditional fast casual dining, in particular among Millennials 
and Generation Z, in favor of the hyperlocal concept. And 
in a consumer driven market, when consumers speak, the 
market listens.
	 However, there are practical benefits that contribute to its 
popularity as well, especially when considering the amount of 
time and resources involved when commercial farming and 
transportation are used. Produce has to be grown, sprayed 

H
yperlocal – a term with a new use, though 
not exactly new. In fact, its roots go back over 
a quarter century to 1991 when first used to 
describe local television news content, later 
branching out into other areas such as tech-

nology and even politics. But it is the foodservice industry 
that is the latest sector to become synonymous with the 
expression, however not without its own caveats.
	 It is imperative to note that along with this new horizon 
comes somewhat of a new definition. From a foodservice 
perspective, the term is a little more nuanced, being both 
indicative of a larger trend while taking on a more intrinsic 
meaning at the same time. In other words, restaurants are in-
creasingly preferring locally sourced food from nearby farms 
or even growing produce themselves in rooftop or backyard 
gardens. And the concept has been rapidly spreading across 

Source: Inhabitat
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HYPER-LOCAL MARKET
Supporting Nearby Farmers, Businesses, Restaurants, Ecommerce and Marketing

HYPER-LOCAL DELIVERY
Why are hyperlocal couriers better for your community and the environment?

Peak Nutrition and Ripness
No sitting for long periods on a truck 

losing nutrients and enzymes

Provide better routing, 
districting and delivery for local 
restaurants that aren’t already 
equipped for delivery service

Seasonal Tailored Menus
Growing in-house produce and 

herbs from rooftop or urban gardens

Food travels fewer miles as 
customers are only offered 
delivery options from 
restaurants in close proximity

Pure and Organic
Less pesticide contamination as 
most local farmers are organic

Shorter delivery times 
for orders so customers 
receive food that is 
more fresh

Carbon emissions associated 
with hyperlocal delivery are 
substantially lower than high 
mileage food couriers
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www.TabletopJournal.com

with pesticides, harvested, injected with preservatives, 
packed and then hauled across long distances while trying 
to avoid dirt, heat, condensation, chemicals and being 
handled by several pairs of hands that may have come 
into contact with any or all of the above, but it doesn’t 
end there. Produce then has to be unpacked, washed 
and stored before use in meal preparation. Backyard 
and rooftop gardens avoid this through bypassing 
the commercia l  process ,  thereby 
reducing waste and spoilage since 
ingredients are not harvested until 
right before they are used. 
	 Operators aren’t the only ones 
who experience the positive results of 
sustainability, either. Consumers benefit 
as well, and not only from a dining 
perspective. In addition to fresh flavors, 
diners can experience a unique atmosphere. Imagine 
walking into a restaurant where you can literally see and 
smell the environment, as operators can use their fresh 
produce to double as landscaping visuals. Being greeted 
with the visions and scents of the actual ingredients you’ll 
be seeing on your plate, or perhaps even in your glass if 
you’re in the mood for a drink, adds an element of intima-
cy and connection that simply cannot be captured at the 
commercial level. 

	 Perhaps the reason most near and dear to any operator’s 
heart, however, is cost reduction. While an initial investment 
is required, successful hyper-local gardens end up paying for 
themselves by essentially cutting out the middleman and 
eventually leading to massive financial savings in the long 
run. As a peripheral benefit, consumers could be drawn 
to the atmosphere and bring in more business, ultimately 
offsetting any startup costs. As a bonus, chefs have a sense of 

culinary freedom they might not otherwise 
be afforded with commercial farming. 
Growing your own ingredients means just 
that – your own ingredients, providing 
creativity by growing uncommon plant 
varieties and allowing new flavor experi-
mentation, which could again attract more 
business and allow even more creative 
freedom. It’s a type of runaway greenhouse 

effect, but in a way that isn’t frightening.
	 Regardless of your preference, there is something to be 
said about a novel concept that has turned into a culinary 
phenomenon, especially when the subject of food tends 
to bring out a sense of inherent bias that can be very hard 
to break. We know what we like and we tend to stick to 
it. At the same time, a trend doesn’t become a trend until 
someone decides to defy that bias and where better to 
start than right next door to your table?

Perhaps the reason most 
near and dear to any 
operator’s heart… is  

cost reduction.

• Countertop or built-in styles  
are Commercial Kitchen proof. 

• Programmable version offers  
six user-defined preset cooking 
profiles for consistent quality 
cooking cycles. 

• Black ceramic glass top is  
durable and easy to clean – fully 
sealed top and conformal coated 
boards adds extra protection 
against grease or moisture. 

Heavy-Duty:
IRNG-HC1-18

Built-In 
Programmable:
IRNG-PB1-18

Countertop  
Programmable:  
IRNG-PC1-18

• Basic heavy duty version is easy 
to operate with simple controls   
and includes a grease filter,  
extra side impact protection for 
“intense” kitchen environments.

CALL  
FOR 
PRICING!
Rapide Cuisine® Induction Ranges
Designed and built for the rigors of commercial foodservice
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Your First Choice in 
Home Delivery & Take-Out Packaging

www.pactiv.com

Food Delivery is up 33% and continues to grow. Demand 
for better and smarter food packaging is likely to increase.

57% of consumers purchase Take-Out once a week or more, 
an 8% increase over three years ago!   
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T
echnology is a funny word, but not necessarily 
in a comedic sense. Rather, it is funny in a way 
that suggests ambiguity if not outright irony. 
For example, most people know what a smart 
phone is and how to operate it while hailing 

the device as a “great advancement in technology.” But they 
may not understand what makes that smart phone such 
a great technological advancement or how it fits into the 
modern world. However, foodservice business operators do 
understand. To be more precise, they understand that tech-
nology means more than just digital receipts and a shatter 
resistant tabletop. It also means using that exact technology 
to see a once novel concept come full circle – delivery.
	 That might sound anticlimactic. But when you consider 
the who in addition to the what, delivery transforms from a 
tradition into a revolution. The tradition is something we’re 
all familiar with thanks to decades of delivery from pizza 
and Chinese restaurants. Then came the smart phone. And 
along with it, applications like DoorDash, UberEats and 
Grubhub now provide consumers with all of the conve-

nient comforts of delivery while eliminating the need for 
human contact and thus reducing the chance of mistakes. 
Simply open the app, search for restaurants or even specific 
cuisines in your area, make your selections, submit your 
order, pay and then sit back and wait for your meal to 
arrive. While this lends a sense of irony through the use of 
a phone to order delivery without dialing a single number, 
it is also what makes the concept a revolution.
	 Now, that revolution has spread beyond the Chinese and 
pizza restaurant sectors of the foodservice market. From fast 
food to fast casual and even convenience stores, everyone 
seems to be getting in on the act. And why not? Within that 
revolution is also an evolution driven by cold hard num-
bers. According to the National Restaurant Association, 
nearly three quarters of Millennials and almost six in ten 
adults prefer delivery and it has nothing to do with being 
antisocial. For better or worse, we no longer live in a nine 
to five society. The increasing fluidity of our daily schedules 
means we are always on the go and may also be needed else-
where at a moment’s notice, making our time more valu-

DELIVERING 
THE FUTURE
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able than ever. With that in mind, why navigate through 
rush hour traffic just to spend another hour waiting for a 
table when instead we can have the restaurant come to us 
for a change?
	 The advantage of delivery applications isn’t one-sided, 
either. Restaurants can give themselves greater market 
exposure by offering delivery service while diners can let 
technology do the work for them by allowing them to ex-
plore new cuisines with the tap of a finger. Someone who at 
one time may have only been exposed to pizza delivery can 
now experience everything from Indian to Thai to Italian 
and even American pub fare being brought right to their 
doorstep. Meanwhile, restaurants put themselves on the 
map, no pun intended.
	 No matter how far we advance in society, there will 
always be traditionalists who still relish the experience and 
atmosphere, which is not a detriment in the least. In fact, 
it’s a testament to the staying power of the overall dining 
experience. But for those of us who live by the motto, “time 
is money,” we may have just hit the jackpot.

and a

Technology
means more than just

digital receipts

shatter resistant tabletop
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www.cambrodelivers.com

It's All in the Delivery

From Storage to Prep to Delivery,  
Cambro helps you protect 

food safety and quality from 
kitchen to customer.

WORK SMARTER NOT HARDER

Mix Fast. Pour Perfect. Look Sharp. Reduce Breakage. A modern 
collection workhorse that is strong, stackable, stylish and ready for 
social media close ups. Rim strengthened by ArmoRIM technology.  

Made in the U.S.A.

Facets Collection

DELIVERING 
THE FUTURE
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Technology
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digital receipts

shatter resistant tabletop



SWEET IS ALWAYS A TREAT!

One of the first things we think of when it comes to what 
goes into our drinking glasses is something with a little 
sweetness, especially during those hot months. Sweet cock-
tails provide refreshment as well as complement our food, 
in particular foods that are more on the spicy end. Those 
who seek something tried and true may look to staples like 
Pina Coladas, Mojitos or Tom Collins mixes - perfectly good 
choices that never disappoint. But with fresh fruit juice being 
a rising star, don’t be afraid to explore outside of tradition. 
Pucker up with a Sour Cherry Gin Smash, give yourself a 
little kick with a Mexican Mule or face the volley from a Si-
cilian Firing Squad, all of which deliver tastes worthy of their 
names while providing that much needed balance of flavor, 
especially when paired with a savory meal.

A TOAST TO
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Sicilian Firing Squad

1 part Solerno Blood Orange Liqueur
1 part Montelobos Mezcal
½ part Small Hand Foods grenadine
1 part freshly squeezed lime juice
2 dash angostura bitters

Shake all ingredients with ice.
Strain over ice in a rocks glass.
Garnish with lime wheel and Luxardo cherry on a pick.

MIXOLOGY



MIXOLOGY
SAVOR THE FLAVOR

Speaking of savory, who says a drink has to be sweet to 
be good? In all fairness, savory cocktails have always been 
around, with the most common being the Bloody Mary 
for us brunch-goers and the Dirty Martini for the black-tie 
crowd. But the savory spectrum has undergone its own 
renaissance and you don’t have to go to brunch or wear a 
tux or a ball gown to enjoy it, despite whatever convention-
al wisdom you might have heard in the past. Case in point: 
Mexico’s take on the “hair of the dog” known as Michelada 
– a combination of tomato juice, lime juice, hot sauce and 
beer that has become an unexpected daytime superstar. Or 
if you’re looking for something a little spicier, why not try a 
shot of Prairie Fire? All it takes is some moonshine with ta-
basco and you’ve got yourself a concoction that could burn 
down more than just a prairie, if you catch our drift.
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a good drink is something we all crave once in a while. Whether it’s to provide a complement 
to our meals, relax with friends or simply cool off on a hot day, the right beverage can help turn 
any great occasion into a memorable one. And with Mixology taking the market by storm, there 
has certainly been no shortage of creativity. From traditional to unique to just plain wild, no 
parched patron will be left unsatisfied.

LET’S BE HONEST - 

(TH)INK OUTSIDE THE BOX!

It’s no secret that much like any venture in life, the 
best way to stay ahead is to stay relevant and what 
better way to stay relevant than to embrace creativity? 
Mixologists know this as well as anyone and that’s 
why we’ve seen everything from egg whites, syrup and 
even peppercorn being used to give a unique flavorful 
boost to our cocktails. But squid ink? You read that 
right – The salty black cephalopod substance once 
used on parchment as well as food coloring and even 
pasta sauce has been given new life. Squid ink-infused 
cocktails have been making a splash on the east coast 
and now they’re making their way west. If you’re still 
a non-believer, ask for a Black Ink Martini the next 
time you go out, and we’ll bet you convert.

The Michelada

1 12 oz beer
½ oz lime juice
10 dashes hot sauce
2 dashes chipotle hot sauce
10 dashes maggi sauce
½ oz fresh tomato juice
Salt to taste and for the rim
Pepper to taste
Lime wedge (for garnish)
 
Rub a slice of lime around the rim of your glass, then roll the 
rim in a small pile of salt.
Add lime juice, hot sauces, maggi and tomato juice to the 
glass, then fill with ice.
Top with beer. Season with salt and pepper. Garnish with 
lime wedge. Continue to top with beer as you drink.

Black Ink Martini

2¼ oz grape brandy
¾ oz sweet vermouth
¾ oz lime juice
½ oz agave
¼ oz squid ink
Sprig of oregano
 
Excluding the garnish, add all ingredients to a  
shaker filled ice and shake.
Strain into a chilled coupe glass.
Garnish with a sprig of fresh oregano.
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BOOZE-FREE FOR ME!

Designated drivers rejoice, for the mocktail has arrived! 
These delightful concoctions carry all the flavor of their 
alcohol-infused counterparts while having none of the 
hazy effects and perhaps best of all – no hangover the next 
morning. Looking for something cool and refreshing that 
takes you away to a beach in the Caribbean? Try a No-Jito. 
And consumers aren’t the only ones who benefit, either. 
Operators are seeing opportunities by offering profitable 
alternatives to guests who might otherwise just be ordering 
glass after glass of water. It’s a win-win for everyone, so is it 
any surprise when we ask - Who’d have thought that nearly a 
century after the repeal of Prohibition, consumers are getting 
excited about not drinking again? 

Nojito

12 to 14 small mint leaves (see Note)
1 oz fresh lime juice
1 tbs superfine sugar
4 oz club soda or seltzer water
Garnish: mint leaves, lime slices (optional)

Muddle mint leaves in a cocktail shaker with lime juice and 
sugar. Add ice cubes to fill a shaker and pour in the club soda. 
Gently shake a few times to incorporate (remember: club soda 
is fizzy). Strain into a medium or tall cocktail glass filled with 
ice. Garnish, if desired.
Note: With larger mint leaves, use 6 or 7.

CRAFTING THAT COLD AND  
FIZZY FEELING 

While craft soda may not be directly involved in the world 
of Mixology, it certainly has been influenced by Mixology. 
Hand-crafted brands of the fizzy classic are springing up 
all over the United States as well as gaining a noticeable 
foothold in the global market and their rise in popularity 
isn’t all that difficult to fathom. With a variety of flavors 
that range from apple and pear to tangerine and even peach 
and habanero, consumers have a selection at their fingertips 
that is far greater than the traditional “big soda” market. In 
addition to the variety of choice, craft sodas tend to be more 
in line with the recent demand for healthier alternatives by 
offering natural sweetners like stevia, agave nectar and honey 
as opposed to the high-fructose corn syrup most commonly 
found in their calorie-rich brand name counterparts. One sip 
and you’ll be sure of one thing – craft soda is here to stay!

It’s all a matter of perspective
You know the old saying, “beauty is in the eye of the 
beholder?” The same principle applies here. We’ve all got 
our own preferences and therein lies the beauty. With 
diversity comes experimentation and experimentation 
leads to innovation. After all, the key to Mixology is right 
there in the first three letters of its name – Mix. So get out 
there and find what quenches your thirst!

THE ART OF PRESENTATION

ALL GLASS LID
modern design and practical function

SimplyMagnifi co.

HYDRAULIC HINGE
for smooth opening 
and closing lid

ADJUSTABLE LEVEL 
SUPPORT
when perfectly level 
placement is required

LID POSITION
opens up to a maximum of 90° 
stays open from 70° to 90°
to close: simply press down gently
cover opens easily and eff ortlessly

WATER RETURN SYSTEM
condensation fl ows back to the 
water pan instead of the food

NOTCH
changing food pan easily

CAPSULED BOTTOM
capsule-sandwich induction base 
for fast and even heating

800-331-0177 • 205 Route 94 • Lafayette, NJ 07848 • www.bonchef.com • www.dinnerware.bonchef.com • www.hotstone.bonchef.com

INDUCTION WARMING
500W / 120V Built-in Induction stove keeps 
food at the perfect serving temperature

LOW PROFILE 
INDUCTION BASE
Induction heating with a 
clean low profi le design
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Nearly 9 out of 10 consumers
are influenced by online reviews, according to a study by sproutsocial.com. What does 
this mean for restaurant owners and operators? The answer is quite simple – social 
media is the new dimension of brand recognition and it is here to stay. So what can you 
do to maximize your public presence and reach new consumers?

Think Social, Think Social, 
Be Social!Be Social!

Easy
Tips
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Set the stage to engage!
There’s a difference between direct 
engagement and shameless promo-
tion. According to another index 
by Sprout Social, nearly 60 percent 
of customers ranked excessive pro-
motional posts such as discounts 
and featured products as the top 
nuisance in social media posts. You 
can still promote your brand while 
engaging your target audience. And 
what better way to do that than by 
making them feel like they’re a part 
of your business? Post intriguing and 
attractive action shots and pose a 
question to them, solicit opinions 
or even better, provide opportunities 
for user-generated content such as 
sharing a clever customer photo of 
one of your culinary creations. How 
you interact with your customers is 
up to you, but the key to getting their 
business is by giving them a voice.

First and foremost – Get on social media!
Social media has become the new “word of 
mouth” among the public. And if you’re not 
on any of them, then you’re missing out on 
huge opportunities. According to another study 
by sproutsocial.com, 75 percent of consumers 
purchased a product because they saw it on 
social media, with six in ten of that same 
group needing to see a post anywhere from 
two to four times before making a purchase. 
But every journey starts with a single step. So 
if you haven’t already, set up an account on 
social media immediately and put yourself 
(literally) on the map!

Stylin’ and profilin’
You know the saying, “first impres-
sions are everything?” That’s not 
just a platitude. Your profile doesn’t 
just announce your existence; it 
showcases your brand, so make 
sure it’s rock solid. The general 
rule when it comes to educating 
potential customers about your 
establishment – the fewer clicks, 
the better. For added convenience, 
provide an option to book a table on 
your profile. Always allow consumers 
to post reviews and make sure to 
respond when they do. Offer your 
genuine thanks and ask what you 
can do to make their experience 
better the next time they come 
around. Being responsive goes an 
incredibly long way toward showing 
your customers that you care.

The social media world has virtually limitless 
ways for you to reach your customers, but you’ll 
never know what those possibilities are until you 
become part of that world. You can experiment, 

you can survey and you can engage however you 
want, but in today’s fast-paced and constantly 
evolving market, the one thing you can’t do is 

hesitate. So what are you waiting for? 

Simple, paperless 
data management tool
for today’s busy kitchens

BT250 Pocketherm
Bluetooth 
Thermometer

Email: sales@comarkUSA.com
www.comarkUSA.com

800 555 6658

Nothing to lose,  
everything to 
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Don’t Come Empty Handed!
	 This may sound like a no-brainer, but it can easily be overlooked - make 
sure your faculty and maintenance staff have the supplies they need in order 
to keep your building in top shape, and not just the first few days or weeks, 
either. The average school year in the United States is 180 days and everyone 
will need to be at their best for every one of them, so that means your supply 
should be up to the task as well. Stay well-stocked on everything from hand 
soap and kitchen cleaning solutions to floor mats for those dirty boots and 
shoes during wintertime or rainy weather.

More Grip, Less Slip
	 With hallways, bathrooms, gymnasiums and cafeterias having the highest 
amount of foot traffic in terms of both frequency and density at any given 
time, proper floor care is absolutely critical. One of the most important 
things to keep in mind is that there is no “one size fits all” when it comes
to school floor maintenance. Each area of the building is usually composed 
of different floor materials and therefore requires a specific type
of cleaning solution to prevent warping. Know which solution to use for 
each area of your school and equally as important, follow the directions for 
use to the letter. Deviating from the script could cause unnecessary slip and 
fall injuries or costly damage to the surface. When applying finish, rayon or 
microfiber mops are preferable as they tend to be lint-free during application. 
Finally, sweep up any dirt, dust and debris with the proper broom and you’ll 
keep everyone on their feet!
 
Show Respect – Disinfect!
	 Kids are human just like anyone else. And like other humans, they’re 
prone to mistakes and accidents. And when those accidents linger too long 
or are inadequately addressed, they can mean bad news for their classmates 
as well as faculty and staff. Everything from common colds to serious 
afflictions like meningitis can break out if proper cleaning and disinfecting 
procedures are not followed. Bathrooms and locker rooms are especially 
susceptible to these occurrences, so it is imperative that toilets, sinks, showers 
and floors are disinfected daily while towel and hand soap dispensers are kept 
full at all times. If germs have nowhere to go, they’ll have nowhere to grow.
 

T
he dog days of 
summer have passed 
and you know what that 
means – school is back 
in session! For kids, 

that means time to put down their 
beach towels and pick up their 
books once again. For parents, it 
means time to put on their thinking 
caps and prepare to help with 
homework. But for faculty and 
staff, it means getting their prized 
institutions ready for the coming 
school year and not just with 
lesson plans or a steady supply of 
chalk. Perhaps the most important 
preparatory task may also be 
the one most taken for granted – 
cleaning and sanitizing.  
A clean, sanitary and well-
organized school can not only 
protect students and staff from 
injury and illness, but studies 
have shown that it can actually 
improve scholastic performance. 
And achieving a clean learning 
environment is a lot easier than  
you might think.

GET SCHOOLEDGET SCHOOLEDCleanliness!
In 
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Cyclone™ Baskets

Settlement™ Dinnerware

Request a sample at  
get-melamine.com

Sophisticated and playful  look

Ribbons of metal swirl in a playful pattern  
creating a unique and engaging style operators 

can’t find anywhere else on the market

Modern Coupe Shape

Smooth lines and modern styling make the 
Settlement™ dinnerware collection  

an instant classic

don.com | 800.777.4DON

When you work in the foodservice business, 
you’ve got plenty on your plate. 
That’s why you need a supplier who knows the 
product and knows the business.

Edward Don & Company has been selling 
nothing but equipment and supplies since 1921.

So if your plate is full, call your local DON 
Sales Representative and find out how we 
bring more to the table.

A Clean Diet Is A Healthy Diet!
	 The average school day is approximately 7 hours long 
and students as well as faculty will need to keep their 
minds and bodies fueled, so that means keeping your cafe-
teria and kitchen spotless is paramount when those hungry 
students and teachers show up. Make sure your kitchen 
sinks, ovens and fryers are free of dirt, grease, old food and 
pests by using the proper drain cleaners and degreasers. 
Your kitchen floor should be also be free of dirt and clut-
ter, with any spills being immediately mopped up to reduce 
the risk of slips or falls. And of course, any plates, utensils 
and drinkware should be thoroughly cleaned in your sink 
or dishwasher using proper cleaning and disinfecting 
agents. For any disposable packaging, ensure that your to-
go containers are kept away from chemicals as well as any 
partially eaten food to prevent illness.

IT STARTS WITH YOU
School is about much more than just education, 
it’s about inspiration. Students who come into a 
clean, organized and enthusiastic environment 
will naturally want to be clean, organized and 
enthusiastic themselves. And the best way for that 
to happen is to lead by example. When you exhibit 
clean and sanitary behavior in your facility, your 
students, faculty and staff will do the same. Now 
that is truly as easy as learning the alphabet! 
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goes for delivery. Even if you don’t have to leave your home, 
you still have to wait for your meal to be prepared, packaged, 
given to a driver who may have other stops along their route 
before finally arriving at your door. What’s the common 
denominator in both of these scenarios? Time. Regardless 
of how fast you navigate, being steps away from the kitchen 
cannot be recreated. Food is always at its freshest and most 
flavorful when it arrives right at your table moments after 
being prepared and diners tend to agree that those flavors are 
amplified when outdoors. No household microwave or oven 
in the world can duplicate that sensation, no matter how 
hard you try.
	 While it’s one thing to simply talk about the advantages 
of outdoor dining, what exactly are operators doing about 
it? As it turns out – plenty. From the business end of the 
foodservice spectrum, restaurant owners are seeing the 
benefits of making the most out of their property space by 
either expanding outside or giving their current outdoor 
areas an atmospheric makeover. Fire pits and fireplaces 
provide a literal warm welcome while lending a sense of 
elegance and sophistication. Sidewalk cafes help guests feel 
more connected to the surrounding environment with their 
curbside appeal. And for those operators who may not have 
the space to spread out, they’re looking up. Rooftop din-
ing has exploded in recent years, especially in urban areas 
where space is already limited. In addition to the open air 
feel, diners are treated to a bird’s eye view of the surround-
ing cityscape, where they can take in the sights of nearby 
skyscrapers, commuters below or even look out toward the 
ocean or lakefront. Then of course, there is the elephant 
in the room – expanding outdoors means more space. 
More space means more diners. More diners mean more 
orders…you get the picture, right? 
	 Any foodservice insider will tell you that the menu is only 
half the battle when it comes to an establishment’s success in 
the industry. Just like a chain is only as strong as its weakest 
link, a restaurant’s atmosphere is only as welcoming as its 
least presentable aesthetics. And when you can’t look any fur-
ther inward for inspiration, why not look outward? There’s 
literally an entire world of possibility.

T
he great outdoors – how many times have you 
heard that? From the scenic beauty of nature to 
the 1980s comedy classic starring John Candy 
and Dan Aykroyd, the phrase and its seem-
ingly endless applications have reached a level 

of ubiquity bordering on cliché. But every once in a while, 
even clichés find new meaning. In this particular situation, 
that meaning comes in the form of the rising popularity of 
outdoor dining known as Al Fresco.
	 Of course, the outdoors isn’t exactly a new concept when 
it comes to the world of foodservice. Beer gardens and pic-
nics in the park certainly come to mind, but there has been 
an expansion in recent years. In the wake of the delivery and 
carryout phenomena that have swept through the market, 
operators are finding new ways to bring diners back to their 
establishments by presenting a reinvigorated atmosphere 
catering to both the casual and intimate crowds. And the an-
swer might just lie quite literally outside the box, or outside 
the booth in this case.
	 To fully understand what has brought about this renais-
sance, the first and perhaps most obvious place to start 
would be to look at the inherent appeal of Al Fresco dining 
from the consumer point of view. Look at it this way - much 
like we tend to consider music to be the soundtrack to our 
lives, a restaurant’s atmosphere sets the scene for many of 
life’s memorable moments – taking in the sights and sounds 
of nature or a busy city street while sharing dessert and 
drinks with old friends. Or perhaps it’s the sense of nostal-
gia for a couple returning to the spot where it all began, 
maybe even starting a new chapter in their lives when 
that engagement ring shows up in the champagne glass 
on the private deck with a view of the beach or moun-
tains just as the sun begins to set. This is exactly what 
takeout and delivery, despite their convenience, cannot 
provide – connection.
	 But interpersonal bonding is not the only benefit. 
Outdoor dining also presents a clear logistical advantage for 
guests. Imagine placing your order online or through an app, 
then having to drive to the restaurant, pick it up, pay and 
then drive back home, possibly in heavy traffic. The same 

AN INSIDE 

LOOK AT
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Santiago

SANDSTONE (SDST) SILVERSTONE (SVST)w w w.egs foodser vice.com

With stone-inspired designs and an artisanal 
homemade feel, the Santiago collection perfectly 
blends familiar and classic shapes with organic  
and rustic design.

PROTECT YOUR  
CUSTOMERS 
BY PROTECTING

www.sanjamar.com

SCOOP ALARM MONITORING SYSTEM

YOUR

ICE
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R
oses are red, violets are blue - but what about 
Ultra Violet? While it might not have a place 
in the world of romance novels or botanical 
lore, there is a spotlight every bit as pres-
tigious. That spotlight belongs to Pantone 

and its 2018 color of the year. The winner? You guessed 
it – none other than Ultra Violet, the popular shade of its 
more commonly known relative, purple.
	 Before we go any further, yes it is true that Ultra Violet 
and Purple are not the same. One is closer to the red 
end of the spectrum while the other is closer to blue. But 
this isn’t science class and we’re not here to debate color 
theory. Ultra violet is commonly associated with purple 
in virtually every industry and is well on its way to being 
a major trendsetter. So with that in mind, let’s leave our 
differences at the door and celebrate this year’s winner!
	 This honor is by no means without merit. From its 
association with the famous toga picta worn by Roman 
Emperors to being symbolic of modern counterculture as 
well as the artistic brilliance of Jimi Hendrix, David Bowie 
and of course Prince, Ultra Violet and all of its enigmatic 

shades have a rich and elegant history with a lot to be 
proud of. And now, those same enigmatic shades have 
made their way into industry, with foodservice being a 
particular beneficiary. Trendy venues have adopted velvety 
décor and furniture that boldly showcase the reigning Pan-
tone champion, taking on a look that makes one feel as if 
they’ve wandered into a royal palace. Even the food itself 
has gotten a makeover with everything from purple carrots 
to oregano and asparagus have been the latest converts to 
the Ultra Violet legion due to their association with youth 
and fighting disease. Who knows what’s next?
	 But new culinary creations, pop culture and royal tra-
dition are only part of what makes Ultra Violet stand out. 
Think of it this way – Ultra Violet isn’t quite red and it 
isn’t quite blue, yet it has its place in the spectrum that is 
all its own. It’s the element of nonconformity, the desire 
to be our own brand, to experiment and be imaginative 
that most of us have felt at one point or another in our 
lives. In a way, it isn’t that much different from human  
nature. And that is what makes Ultra Violet shine, no 
pun intended.

PANTONE® Color of the YearPurple Reign!Purple Reign!Purple Reign!

Reduce Restaurant 
Waste Using Proper 
Portion Control
Measurement control spoons  
can help your staff serve the  
correct size portions and  
reduce food waste.

Learn More At 
www.carlislefsp.com/don/portions
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9801 Adam Don Parkway 
Woodridge, IL 60517 
don.com | 800.777.4DON

All products subject to stock availability.  
We reserve the right to correct any printing errors. 
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DON stocks more than 12,000 kitchen and foodservice items in seven 
distribution centers in Chicago, Atlanta, Dallas, Ft. Lauderdale, Los Angeles, 

Philadelphia and Seattle. 

Give us a call and find out how we bring more to the table.

don.com | 800.777.4DON


