OCTOBER / 2014

FOOD & HOSPITALITY

At Work

CONFERENCES & SPECIAL EVENTS
National Conference
November 4 – 6
Mohegan Sun, CT

C-SUITE PERSPECTIVE ON
ENVISIONING THE FUTURE
A CEO PANEL THAT YOU
WILL NOT WANT TO MISS!

Naples 45
November 10
New York City
Holiday Networking Party
December 9
New York City
Charlotte Local Holiday Event
December 10
Charlotte, NC

N
O
I
S
I
V
ENT H E UTURE
F
C

Solutions³
January 30
Redmond, WA

CY
INY
LEGAR DEST
R
U
O
OU
T I N GA F T I N G
A
R
CR
ELEB

N OVE M B E R 4 – 6 , 201 4

MOHEGAN SUN HOTEL & SPA | UNCASVILLE, CT

DIAMOND ANNUAL SPONSORS

How will we navigate the challenges and needs of an ever-changing global
economy while staying innovative, inspiring and profitable to the companies
we serve?
Don’t miss this unique opportunity to hear directly from a select panel of senior
executives as they share their vision on what may influence how we each move
forward within our industry.
Register TODAY!
Continued on page 2

“We cannot become what we need
to be by remaining what we are.”
– Max De Pree

AT WORK IS PROUDLY
SPONSORED BY:

WELCOME NEW MEMBERS
Ritu Dewan
Compass Group
Kevin Dietz
Silver Eagle Marketing

C-SUITE PANELISTS

MARK BICKFORD, President, Business & Industry Solutions
Corporate Services, Sodexo, Inc.

Nancy Hellner
Sodexo, Inc.
Chris McDonough
Parkhurst Dining

KATHLEEN CIARAMELLO, President National Foodservice
and On-Premise, Coca-Cola North America

Christopher Munkel
Sodexo, Inc.
Jerry Neverman
Compass Group
Ted Orman
Aramark Corporation

FRANK KIELY, President Business Dining, Aramark

Michael Redding
Agile OAK, LLC
William Schaefer
Treat America Dining Services

RICK POSTIGLIONE, Chief Executive Officer of Contract
Foodservices, Compass Group North America

MEMBER BENEFIT
SPOTLIGHT
Promote your products and services to
industry decision-makers at noteworthy
companies by sponsoring at any
of the SHFM events, taking place
year-round and across the nation!
Contact Director of Sponsorship &
Advertising Lorraine Houghton via
email, or call her at 502.574.9036 for
more information.

KIRK TANNER, President, PepsiCo Global Foodservice

BARBARA KANE, Vice President, Industry Relations,
Ecolab, Moderator

WELCOME NEW MEMBERS

UPCOMING EVENTS

Kathleen Schartner
Farmer Brothers
Michael Schwartz
Starbucks Coffee Company
Greg Sheaffer
Bank of America
Jennifer Smith
Restaurant Associates

NAPLES 45
NAPLES 45 – INDUSTRY NETWORKING RECEPTION
WHEN:

Monday, November 10 │ 5:30 – 8:30 p.m.

WHERE:

Naples 45 │ 200 Park Avenue │ New York, NY 10166

Jed Sullivan
Aramark Corporation
Jim Weiss
H. Weiss, LLC

PLATINUM ANNUAL SPONSORS

Holiday Party
HOLIDAY NETWORKING PARTY

GOLD ANNUAL SPONSORS

WHEN:

Tuesday, December 9 │ 5:30 – 8:30 p.m.

WHERE:

McGraw Hill Building – McGraw Hall
1221 Avenue of the Americas │ New York, New York
(Between 48th & 49th Streets)

LOCAL

CHARLOTTE

SHFM CHARLOTTE LOCAL HOLIDAY EVENT
WHEN:

Wednesday, December 10 │ 5:30 – 8:30 p.m.

WHERE:

The Liberty │ 1812 South Boulevard │ Charlotte, NC

CONSULTANT'S CORNER

Age Does Matter

By Charlene Goff, President at Edgewater Marketing
The age of your audience does make a difference when designing marketing and communications
programs. Each generation has its own set of characteristics driving their behavior – dictating how
they will respond to your messaging, menu offerings and services.
Here’s a quick recap of each of the three working generations (prior to 1945 and after 1995
are primarily non-working), and some thoughts on how their characteristics impact your
marketing programs.
Baby Boomers (1946-1964) 50-68 years old. Boomers grew up in a time of prosperity. The “60’s
Revolution” defined a large portion of this population. They broke away from the restraints of their traditional parents,
changing music, art and social mores forever. Women in the workplace, Civil Rights Movement, a man on the moon – all
done without the internet. They are competitive and high achievers, often “workaholics”. Status is important and they
tend to be big spenders, especially on food.
Marketing thoughts: They are the last generation that expected specific meal periods in the workplace, therefore will
probably be somewhat satisfied with shorter service hours. Because they aggressively fight getting old, they care
about health and are interested in healthy foods and better diet to make them look and feel better. They want choice,
convenience and habitually had purchased food with a “one stop shop” approach. And, because many are reverting back
to “cause” related activities, marketing with a social conscience will work for them but they want to know the story behind
the cause.
Gen-X (1965-1976) 39-49 years old. Gen-Xs were also known as the Latchkey Kids. They were brought up in two
working parent households. Mom was no longer at home, they had to figure it out by themselves. Gen-X reached adult
hood in difficult times – Watergate, Three Mile Island, Bhopal, Iran-Contra and Clinton-Lewinsky helped shape their
characteristics. They are less traditional; tend to be free agents rather than team players. Cynical, skeptical, they like
humor and want to “get to the point.”
Marketing thoughts: This is the group that drove the evolution to higher quality foods and better shopping and overall
food experiences –Whole Foods and similar concepts were created by this generation, they expect that high level food
experience. When describing products and services, don’t tell this group a story, use clear and concise language, humor
and always honest communication.
Gen Y/Millennials (1977-1994) 20-38 years old. Gen Y and Millennials are basically part of the same group. These are
the children of the Boomers, parents who were determined that their children wouldn’t be brought up under the traditional
and strict way they were raised. Because they grew up with fewer restrictions, they have a totally different perspective
on life. This group expects to be happy. They value fun, freedom, friends and family. Unlike past generations for whom
work was their identity, this group combines work and play in the same arena –the workplace. The ultimate consumer,
shopping is recreation, not to address a need. Since many Millennials move back home after they enter the workforce,
they have disposable income. This group embraces diversity, new experiences and authenticity. They are team players,
working well in fast paced environments. Tech-savvy, this is the generation that created social media and continue to
expand its impact on every aspect of their lives.
continued on next page

CONSULTANT'S CORNER continued
Marketing thoughts: Millennials are transforming the food landscape. As a group, they are aligned with key food
movements, organic agriculture, small batch, craft concepts and will pay more for fresh, local and healthy. They purchase
more online and shop at multiple venues. They want convenience and food at all times of the day or night, immediately
available. Ethnic diversity, small plates, customized meals, and special diets are all important. Being visually oriented, this
group will tweet and text about what they see and about good – and poor service.
What does this mean to your marketing? Basically, there are multiple generations to please, but the most radical
changes are being driven by Millennials. They are the future majority in the workforce.
•	Longer operating hours – or creative concepts to make food available around the clock impacting all elements
of your operation including your management contracts.
•	Cafeteria space morphs into dining, work and social space to provide longer service, and spaces for team
interaction and work space expansion.
• Fresher, healthier, local, artisan, ethnic food. Customized, want a choice just for them.
•	Preparing food in front of customer – they want to see how food is prepared, addressing their visual orientation
and need for authenticity.
• Visual communication will tell the story and be a primary method of selling the menu and other services.
• Use technology in new ways to menu, order and deliver food and services.
•	Social media drives participation by quickly communicating what’s on the menu, what’s new,
what’s good – and what isn’t.

MEMBER SPOTLIGHT — Sharon Eliatamby
Food Services Officer | The World Bank

What do you see as the most important trend in the industry?
I would say Allergens. Though the Food Allergen Labeling and Consumer Protection
Act was voted in 2004 and an enacted in the same year, now this topic has broaden
and has become more global then we have seen in the past. Consumers have been
more conscious about their health and food intake. At social gatherings it has become
imperative and crucial for food to be labeled with the up most details to identify ingredients
and therefore preserving the integrity of the food. Did you know that more than 12 million
Americans have food allergies; which represents 1 in 25, or 4% of the population?
There are eight major food allergens that are found in flavoring, coloring or other additives.
These allergens: milk, eggs, fish, tree nuts, peanuts, wheat, soy beans and crustacean
shellfish, if not properly identified through labeling could be detrimental to the consumers health and in some cases
cause death.
I encourage foodservice operations to become more accommodating improve safety and minimize risk by implementing
and executing food allergy protocols across the industry.
How has your involvement with the association enhanced your experience within it?
I have been a member of SHFM for more than six years and have always been involved. From the planning committee
to the membership committee as well as my involvement in the local chapter I have contributed a great deal in the growth
of the association. This experience has allowed me to enhance my knowledge of the industry through networking. I have
had the privilege to meet with some of the most prestigious pioneers in the industry and learned from them and their best
practices. I can confidently say that I have grown considerably, thanks to the association.
What is a unique experience you have had with SHFM?
My most memorable and unique experience within the association was at the 2013 National Conference, when my
fearless boss Sabrina Capannola, took over the Presidency of the association. When she took over the gavel and
delivered her speech, I felt overwhelmed with such emotion and pride that I could not hold back my tears. I continue to be
very proud and inspired by the work she has done and her contribution to all the members.
How did you get your start in the industry?
Growing up I traveled the world with my parents. Every hotel we stayed in I was always fascinated by the atmosphere
and the friendliness of the hospitality staff. I used to imagine myself playing the role of the restaurant manager, tending to
everyone’s needs and playing hostess. When I was of age my first job was at the prestigious hotel called the Shangri-La in
Malaysia… I knew this was my niche and I never looked back.
What and where was the best meal you ever had?
Have you ever tried “Xiaolongbao”? I have and I can tell you it is the best! The first time I had them, it took me a while to
get over the art and technique of eating them. From there they have become my favorite delicacy. They are the best type
of dumplings out there. My first encounter with it was in Flushing, New York and I will always remember it.

INDUSTRY TRENDS

The importance of Hispanics will only
continue to grow.

% HISPANIC SHARE OF TOTAL US POPULATION 2010-2060

We’ve all seen and heard the headlines that the
U.S. Hispanic population continues to grow.
Did you know that by 2060 this market is
projected to represent nearly 129 million people?
The importance of Hispanics to our businesses
cannot be overlooked. Consistent growth within
this demographic segment will require changes
in how we do business.

DISTRIBUTION OF B&I TRAFFIC BY DAYPART

MORNING OCCASIONS
LUNCH
ALL OTHER

NON-HISPANIC

HISPANIC

Source: The NPD Group/CREST® OnSite 2 Years Ending June 2014
U.S. Census 2012 National Projections Released December 2012

To help better understand this growing
market, we’ve examined business and
industry consumption comparing Hispanics
to non-Hispanics. Within the B&I segment,
we see Hispanics more likely to consume
a morning meal than their non-Hispanic
counterparts. If you haven’t already,
consider adding Hispanic flavor profiles to
your morning meal options to reinforce this
behavior and add variety for all patrons. A
strong beverage program is also critical to
the success of any morning meal business.
Consider expanding your beverage offerings
to attract this growing market.

The NPD Group is the industry’s leading source for foodservice trends and restaurant market research data. NPD’s CREST® service, which continually
tracks consumers’ use of commercial and non-commercial foodservice, assists foodservice manufacturers, foodservice operators, and other foodservice
organizations with strategic planning and positioning,product/menu development, and consumer targeting. For more information visit our website at
www.restaurantindustrytrends.com.

E-LIBRARY & LINKS HIGHLIGHT
Social Media and Customer Experience Feedback
Mindshare’s Recommendations | Social Media Overview
Twitter, Facebook, LinkedIn, and Web blogs are just a few Internet services that make up the new growing digital world called
Social Media (SM). SM provides participants with a community to create and maintain relationships and a forum to share their
ideas and experiences with the world. The power of SM networks, like all networks, is multiplied by the number of participants.
Just a few years ago, no one had heard of Facebook. Yet today, 200 million people around the world regularly use this site to
communicate with family and friends, adding an average of over 100,000 users daily.
Many companies have seen the influence these new sites can have on their organizations for both good and bad. A national
pizza chain witnessed the power a few of their employees could have utilizing Social Media resources. The employees made a
video of workers cleaning pizza pans with dirty sponges and doing other unsanitary acts. They posted the video on YouTube, a
popular video sharing site, and within hours thousands had viewed the clip. In the past, this might have been a minor issue, but
because of the reach of Social Media, the company’s CEO was compelled to record a message and post it on YouTube in an
attempt to stop brand erosion.
As Social Media increases in popularity, more individuals are telling those in their SM networks about their service experiences.
Some companies, especially those with customer demographics over 25 years of age, wrongly assume that SM is merely used
by teenagers and young college students. However, Facebook reports that its fastest growing demographic is age 35 and older.
According to PR firm, Arment Dietrich, over 90% of Americans expect companies to have a social media presence and to use it
to participate in conversations, engage with brands, and present job opportunities.
Mindshare advises all companies to ask themselves, "How can we tap into the power of this new method of communication to
improve our business and the experiences we are providing for our customers?" The answer is to do something. Get started.
Jump into the online social conversation. You can’t sit back and wait for information to come to you – you’ve got to “give” before
you “get.”
To read more of this article, visit the SHFM E-Library & Links.

THANK YOU TO OUR SPONSORS FOR THE UPCOMING
SHFM NATIONAL CONFERENCE!
NOVEMBER 4–6 AT THE MOHEGAN SUN IN CONNECTICUT
DIAMOND

SILVER

A LA CARTE

Aramark
Coca-Cola Refreshments
Compass Group
Mars Drinks
Nespresso USA, Inc.
PepsiCo Foodservice
Sodexo, Inc.

Agilysys
Alto Shaam, Inc.
Argo Tea
Corporate Dining, Inc.
Eagle Group
Envision Strategies, LLC
Follett Corporation
Guckenheimer
Irinox USA
Jafco Foods
Mondelez International
Peet’s Coffee & Tea
Starbucks Coffee Company

BSI, LLC
Corporate Dining, Inc.
Day & Nite / All Service
Duke Manufacturing Co.
Ovention, Inc.
NAFEM
Tyson Foods

PLATINUM
Dr Pepper Snapple Group
Foodbuy
GOLD
ConAgra Foods – Lamb Weston
Ecolab, Inc.
Georgia-Pacific Professional
Hobart
The J.M. Smucker Company
Kellogg’s Specialty Channels
Keurig Green Mountain
Land O’Lakes
Ovention, Inc.
RC Fine Foods
Sabert Corporation
Sweet Street Desserts
Systopia International
Twinings of London
Tyson Foods
Unified Brands
VIVREAU Advanced Water Systems

SILVER MEDIA
Catersource
Food Management Magazine
FoodService Director Magazine
Foodservice Equipment &
Supplies
Foodservice Equipment Reports
PLATE Magazine
BRONZE
Basic American Foods
Cini-Little International, Inc.
FreedomPay, Inc.
RMA Hospitality Management

For information on exhibiting or sponsorship, contact Lorraine Houghton.
lhoughton@hqtrs.com | 502.574.9036

INDUSTRY NETWORKING
EVENT HOSTS
Aramark
Coca-Cola Refreshments
Compass Group
CulinArt
Mars Drinks
Nespresso USA, Inc.
PepsiCo Foodservice
RMA Hospitality Management
Sodexo, Inc.
Whitsons Culinary Group
SHFM SCHOLARSHIP
SHOWDOWN
Aryzta, LLC
Hormel Foods Sales, LLC
The French's Food Company

