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Arugula and Walnut Pesto

Ingredients:

Instructions:
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sourcing. “Our first step with a new client is
a thorough assessment of all their buying,
use, and disposal practices, assigning up fo
a fourstar rating based on how many points
they achieve.” (A quick example: recycling
cardboard will garner you 8 points, but
using even a modest compost system may
get you as many as 17.5.)

Becoming a Green Super
“Star” - and Counting

the Savings!

Once recommendations and improvements
have been made, and all the LED light bulbs
and recycled to-go containers are counted,
final points are tallied and a restaurant is
ready fo receive its Certified Green® rafing
of 2 (100 points], 3 (175 points), or 4 stars
(300 points). The GRA - whose membership
includes more than 700 foodservice operation
locations - awards these ratings with a very
specific goal in mind. According to Oshman,
"It provides a solid way for restaurants to
track their improvement, while making it
transparent for their consumers to see all of
their environmental accomplishments.” To
date, no restaurant has received the GRA's
highest 4-star rating, but Oshman is hopeful:
"Many operators find that having an easily-
quantifiable point system makes goal-setting
prefty simple, and awfully addictive. We

now have a handful of 3-star operations
vying fo be the firstever 4-star Certified
Green Restaurant®.”

One such esfablishment is the appropriately
named Uncommon Ground in Chicagpo,
lllinois (see “Specialty of the House").
Co-owner Helen Cameron operates two
locations in the Windy City (which is also
quickly making a name for itself as one of
the greenest cities in the country). Cameron
makes no bones about the search for that
exira star — or about how much Uncommon
Ground has benefitted from its green
certification: “The GRA doesn't just guide

us in being a greener restaurant; they're
showing us how fo be better restaurateurs
in the process. Since installing air-flow
hand dryers, for example, we've saved about
$1,000 every month on paper towel costs.
In two locations, that's $24,000 a year of
money that can go right back into improving
our restaurants in all kinds of ways -
especially in further greening it.”

Uncommon Ground restaurant

Cameron notes that being committed to

a green operation can be fime consuming:
“The initial investment of money was
nothing compared to the fime and energy

it took to educate ourselves about all of the
different pro-environment choices we had,
and how best to make those choices work
in our own favor. Michael and the GRA
were indispensable in that.” Philosophically,
Uncommon Ground is, perhaps, uniquely
Earth-centered, with such extraordinary
features as solar panels (which offset about
10% of energy costs - “just by sifting there”),
locally-sourced sustainable food ingredients,
and a rooftop organic farm. “Before joining
an organization like the GRA, we had to

decide - do we put this money foward
our own selfguided greening, or toward
a cerfified green label?”
In the end, the decision
proved easy - “We
realized very quickly
that having the official
star rating was a very

useful way of making our name among
cusfomers and in the press as being
fruly green.”

=kila Pit
FRESH THINKING » HEALTHY EATING'

Not Just for “Greenies” Anymore
Unlike Helen Cameron, Adam Palmer -
owner of two casual dining restaurants
popular with the college crowd in
Philadelphia, Pennsylvania — was not as
easily convinced of the need for such
official cerfification. “When | bought my
first operation straight out of college,

| assumed a place like ‘Pita Pit’ wasn't
meant fo be greened. | didn't think
sustainability necessarily had a place in
foodservice.” But like Cameron, once he
started making small changes here and
there, I found it hard to stop. It became
infectious. Now I'm always looking for
newer, better ways, fo cut cosfs through
eco-innovation.”

In addition fo savings on overhead, both
Cameron and Palmer note that both public
and employee enthusiasm surrounding their
restaurants has grown considerably with the
green changes being made. Cameron's
employees are “frequently engaging me -
and each other - in discussions about
green foodservice-related topics.” Palmer’s
business gained a lot of media attention
and popularity for being the first
GRA<certified restaurant in Philadelphia,
even citing an increase in sales of nearly
30% in the weeks immediately following
the coverage, and “even dfter the spike,
we've seffled info 15% greater monthly
sales averages overall from where we
were before the certification.”



All that good press is no accident.

In addition fo the initial assessment,
consultation, and implementation of
changes, Michael Oshman and his team
also provide services such as crossmarketing
and public relations assistance. “It's a big
draw for a lot of people both inside and
outside the ‘greenie’ movement. In a recent
survey we requested from the 40-yearold
foodservice research firm, Technomic, 79%
of Americans - and this includes people
from all walks of life and all over the US -
said they'd be ‘more likely' fo dine at

a Certified Green Restaurant® than

at one that isn't certified.”

Governmental Green

One of the other benefits, Oshman points
out, fo greening your foodservice operation —
either through the GRA or on your own -

is the ability to stay ahead of upcoming and

in-process laws. “Over 100 cities in the US
have banned polystyrene, or “Styrofoam,"”
he notes. “Scores of cities now require
recycling. Beginning in 2012, conventional
incandescent bulbs will be banned in most
areas around the country - in some places,
plastic shopping bags already are. A lot
of this legislation has come down in the last
couple of years, and it's showing a trend
toward more. Staying informed will be the
key to success in many industries, including
and especially foodservice.”

In addition to staying up on the latest policy
changes, the GRA also offers its clients the
world's largest database of green solufions
for the foodservice industry. According to
Pita Pit's Adam Palmer, “The wide range

of choices they offer work to your benefit.
The GRA gave me options — and then let
me pick and choose which solutions | was
ready to implement right away, and which

| might save for down the road.”

An Eye Toward the

Bright Green Future

Speaking about “down the road,” it's

not surprising to find that many Green
Restaurants® share common goals about
where they'd like to be in five or ten years.
Palmer would like to see Pita Pit “continue

fo elevate awareness of green foodservice,”
while ot the same fime benefiting from
savings in energy and waste management
costs. Cameron and her staff, of course,
will continue fo chase that sofar-lusive
4-star rating, and even share in the feedback
loop of the GRA's point system. Uncommon
Ground is negotiating with the GRA o also
recognize measures that are “ahead of the
curve” like their rooftop garden.

As for Oshman, his company’s members,
and all the other individuals and organiza-
fions out there working in green foodservice:
“We'd like to continue to meet our mission
goal of ‘creating an ecologically sustainable
foodservice industry.” It may not be as visible
as a hybrid car, or have the “coolness”
factor of a digital ebook reader, but in
today's economic and environmental
“climate,” every industry, including our own,
seems increasingly ready to do their part to
improve our collective fime here on Earth -
and save a litfle money in the process.

For more information on the GRA or

the restaurants mentioned, please see
dinegreen.com, www.uncommonground.com,
and www.pitapit.com. l

“food for thought” from page 1

My father had a favorite saying which | have
in turn passed on to my sons: “If you don't
have the time to do it right the first time,
you're going to have to find the fime to do

it over.” There is much wisdom in that.
Products that are hastily conceived or
produced can damage a corporation’s
reputation or ruin it enfirely. In 1959,
Chevrolet introduced the Corvair - a radically
different design featuring a rear-mounted,
aircooled engine. Had tesfing and quality
considerations been more extensive,

GM would probably have discovered

the problems that led to negative publicity
and customer alienation.

More recently, some companies in the software
field have knowingly brought defective
products to market with the idea that they
would infroduce a subsequent “patch” fo fix
the problems. This has frequently resulted in

loss of leadership and customers opting for
competitive systems.

In the consumer electronics industry - as
most of us have learned - the rush to market
created so many inferior products that many
individuals now wait from six months to

a year prior fo purchasing a new product

in order to avoid firskgeneration failures.

Here at Hatco, we believe that our reputation
rests on the quality of the products we build.
Although we are continually searching for
and implementing new sysfems fo improve
production and speed deliveries, there is no
impatience when it comes to quality and
festing. We make it a practice to thoroughly
fest all components prior to incorporating
them info a new product. Once the product
has been designed, it then undergoes rigorous
fesfing over time so that we can see firsthand

how it operates and whether it could
be improved.

Throughout the production process, quality
checks are mandated along the way and the
finished product tested prior fo release.

When we're answering inquiries, providing
service, filling orders and responding fo
customers, it's our policy fo move ahead
“with all deliberate speed.” When it comes
to quality, we've got all the time in the world.

Sincerely,
L. fretzs

David Rolston
drolston@hatcocorp.com
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If you're in the market for a unique lighting/heating solufion fo put
all eyes on your buffet or pickup products, Hatco has three great new
reasons why you should consider the DL line of Decorative Heat Lamps:

1) Voted Best in Class!

Hatco recently added to its nine-year-running Best in Class history
by being voted #1 in the Light Equipment category for Heat Lamps.
Dealers, consultants, and operators agree — Hatco Decorative Heat
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Lamps provide “Nothing Less Than The Best™!
2) Now Available in 9 Shade Styles, and 20 Different Colors!

No matter what your décor, Hatco's Decorative Heat Lamps offer
a shape and color that will seamlessly highlight your food (and
safely refain hect], bringing focus to the products that need it most!

Decorative Heat Lamps come in any of seven popular Designer
powdercoated colors, seven gloss color finishes, or six mefallic plated

Heat I.amps

finishes. And now, you can bring a smooth stylishness to your
pick-up station or buffet line with the All-New DL-600 shape style!

3) NEW Build-a-Lamp Online Configurator

Now there's a quick, easy, and fun new way to try out cll the

latest Decorative Heat Lamp designs for yourselfl Just visit
www.hatcocorp.com, and under the red “Resources” tab, click on “Build
a Lamp” o choose from nine shade styles, and fry out any of the wide
range of color opfions available. If's free and easy to use - try it foday!

To find out more about how Hatco's Decorative Heat Lamps can
put your product center stage, confact your Hatco rep or
visit www.hatcocorp.com today! B




