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When super successful restaurants are discussed in the press, it might lead 
one to conclude that it just sort of  happened.  This is far from the truth, as 
building a successful business of  any kind, especially a restaurant, requires 
a lot of  behind the scenes planning and organization. Building a successful 
restaurant business (or growing an existing business) has a lot in common 
with physical construction. Consider a foundation to include adequate 
financing, a style or architecture, target customers, and an operating plan. 
The “build” includes management, site selection, menu development, and 
choices for partners including distributor, software provider, and marketing 
assistance.

Perhaps the greatest advantage that independent business owners and 
managers have is their passion for their business; after all, it’s personal! The 
result is a detail focus, persistence to succeed, and an ability to adapt and 
make local decisions that cannot be matched in the corporate chain world. 
Entrepreneurial persistence is perhaps the greatest advantage because it 
results in continuous trial, improvement, and innovation.

But independent restaurateurs also face disadvantages, most notably 
missing central services provided as a benefit of  scale and number of  units.  
This would include things like programming support for online ordering, 
central purchasing, advertising, and marketing services.

What to focus on? Your key objective must be to create the differentiating 
features that help attract your target customers which are necessary to build 
your business profitably. Independent restaurants must think “LOCAL”.  
Progress can be measured in terms of  numbers of  repeat customers and 
their frequency.  Successful independent restaurants distinguish themselves 
in ways important to their preferred customers. 

Common ingredients for success:
• Able to clearly state customer benefits and what makes you stand out
• Memorable differentiator, something of  value to your customers
• Being able to state who your target customers are, and how to reach them
• Consistent performance in food quality and service
• Strong foundation

Being able to clearly state customer benefits is important in order to focus 
resources on continually exceeding customer expectations.  Explicit 
customer benefits also importantly form the basis for your marketing 
efforts and soliciting new customers. There are many marketing ideas 
which can work for you depending on your location and circumstances.  

Marketing Ideas
1. Neighborhood postcard mailings,
2. Business to business promotions, 
3. Welcome cards to new local residents,  
4. School, team, and club fundraisers
5. Reward and loyalty programs
6. New and seasonal product specials
7. Combination offers

Friendly introductions and reminders in the form of  post cards or mailers 
generate new business and keep you top of  mind. Promotions and events 
for local business, schools, and clubs create the positive relationships you 
need to develop a loyal local customer base. Further, it’s been shown that 
restaurant reward and loyalty programs drive increased frequency which in 
turn creates dining habits. Reward repeat customers to create and maintain 
loyalty over the long term.

Commonly used reward and loyalty programs are a way to “surprise and 
delight” your customers in the same way consumers strive to receive airline 
miles and Starbucks points. Rewards can encourage customer frequency, 
but a brand must deliver value, reliability and convenience, not price. To 
create a valued incentive, you really need to know your customer. Free 
goods at future visits or discounts on “up-sell” items are often inexpensive 
ways to create extra value and a “win/win” opportunity.

But for all the marketing ideas, don’t neglect the basic building blocks 
because they are the required foundation upon which everything else 
depends. Perhaps the most important of  these is food quality which is in 
large part determined by the quality of  your ingredients. Never before 
have there been so many choices from so many different companies and 
countries. Bellissimo Foods offers the best ingredients from both domes-
tic and world suppliers, offering our distributors many options to serve 
your every requirement. Our goal is to Deliver the best value in Authentic 
Italian style products to Bellissimo distributors which can help you distin-
guish your food from your competition. Remember the Italian proverb: 
“Uva cattiva non fa` buon vino!” which means “You can’t make good wine 
from bad grapes!”  Please contact your local distributor to demonstrate 
options which may best fit your requirements.  If  you need an introduction 
to a local Bellissimo distributor in your area, you may also contact us at 
sales@bellissimofoods.com.  We hope you‘ll employ some of  the above 
ideas as you continue to build your successful business.
Good luck!

By Peter Thor, President, Bellissimo Foods

Building Your Business
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1-800-ALLSPICE
www.allseasonings.com
1043 Freedom Dr. / Oneida, NY

Talk to your distributor about custom blending 

your ingredients, and let us help you make it 

consistently the best every time.

For all your 

spice 
and 

ingredient 
needs.
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Great pizza demands 

great cheese.

Successful operators know that great cheese is mandatory when crafting great pizza. Vantaggio 

delivers the best quality and value in premium mozzarella  cheese.  Vantaggio cheeses are made 

from the freshest milk using time honored traditions of  the old world to give it superior flavor, melt, 

stretch, and consistency; making it the fastest growing brand in its class. Contact your local 

Bellissimo representative today to taste the multiple varieties and forms of Vantaggio Cheese. 

For a complete list of  distributors, visit BellissimoFoods.com.

Waste is a major part of  any restaurant or commercial kitchen operation.  
According to the Green Restaurant Association, a typical restaurant 
generates 100,000 pounds of  garbage per location per year, which is far 
more than most other retail businesses.  With so much waste being 
generated, perhaps it’s time to look at the impact that waste has on the 
environment, and see what we can do in our every day operation to 
reduce needless tossing.

Food waste is a major factor in several different areas, from the sheer 
volume of  garbage being produced and the land area needed to store the 
waste, to the fact that 870 million people go hungry every day.  A study 
performed in 2009 for Plos One on the environmental impact of  food 
waste found that food waste had creased by 50% since 1974, and “now 
accounts for more than one quarter of  the total freshwater consump-
tion” if  you factor in up and downstream waste generators.  According 
to a report from the U.N. Food and Agriculture Organization (FAO.org), 
there is 1.3 billion tons of  food wasted every year, which produces an 
estimated 3.3 billion tons of  greenhouse gases: making food wastage the 
third top GHG emitter after the U.S. and China.  Produced but uneaten 
food occupies almost 1.4 billion hectares of  land; representing nearly 30 
percent of  the world’s agricultural land area.  

Although a large percentage of  waste occurs at manufacturing and 
distributing facilities, we all need to be responsible for the waste that we 
produce.  The FAO Director General José Graziano da Silva stated that, 
“All of  us, farmers and fishers; food processors and supermarkets; local 
and national governments; individual consumers — must make changes 
at every link of  the human food chain to prevent food wastage from 
happening in the first place, and re-use or recycle it when we can’t,” 

So what can we do about it?  First, recycle, recycle, recycle.  Separate 
organic from inorganic materials to be converted into compost, and 
separate inorganic materials so they can be properly recycled and 
re-used.  It might take a little bit more time, but the benefits to the 
environment are significant.  Next, look at your garbage and see what 
items produce the most trash.  Is it ready to use mix that you have been 
buying?  Use a concentrate to reduce the number of  bottles thrown 
away.  Is it hand towels in the bathroom?  Replace paper towels with an 
energy saving hand dryer and you could not only reduce waste, but also 
save money in the process.  Is it spoiled or rotten food?  Consider your 
inventory management, and ensure that you are rotating stock to use the 
oldest items first.  

These are simple ideas, but a simple new process, and correct staff  
training can be the first step in reducing waste.  We all need to do our 
part to reduce waste, and although it might not seem like it at first, every 
little bit helps.

 

Food Waste and How to Reduce 
Its Impact

by Daniel �or, Bellissimo Foods
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While coffee and tea might not be the most important 
service you provide customers, if  implemented 
correctly, a good coffee and tea program can be one of  
your largest profit centers.  

Coffee drinkers are everywhere, and it is evident by the 
fact that Starbucks is always packed that it doesn’t need 
to be the morning for a good cup-a-joe.  In fact, a report 
published by the National Coffee Association claims 
that coffee is America’s favorite drink next to water.  
There are over 150 million people over the age of  18 
that drink coffee every day, and spend a total of  8.7 
billion dollars for coffee in the foodservice sector 
annually.  Similarly, tea, the only beverage that can be 
served cold or hot, is one of  the world’s most popular 
drinks.  In the average year, Americans consume over 80 
billion servings of  tea, and 85% of  that is iced.  

Now you might be wondering why we are making the 
associations between coffee and tea.  Well, it’s because 
the majority of  companies that make coffee, also have 
large tea divisions and regularly pair the two together 
when implementing a program aimed at the average 
restaurateur.  A coffee and tea program run through 
your local Bellissimo distributor will include a variety of  options, from 
equipment, barista training, on-going support and machine maintenance, 
to marketing programs aimed at driving growth, and of  course some of  
the world’s finest coffee and tea.  A good coffee & tea program, such as the 
one from S&D Coffee, would tailor the program to fit your individual 
needs.  Based on the size and volume of  your restaurant they can deter-
mine the appropriate equipment.  Once the equipment is chosen, it usually 
takes a couple of  weeks to set up; you are left with brand new barista 
equipment and 24-hour assistance should you need any assistance.  Choos-
ing a good coffee and tea program is essential to keeping customers 
satisfied, learning about new drink ideas or pairings, and reducing machine 
downtime through proper service.   

Even if  you don’t plan to make coffee and tea a large part of  your business, 
the profits you can generate per unit are hard to ignore.  It’s a simple fact 
that coffee and tea are inexpensive ingredients, no matter what the quality.  
An average cup of  coffee costs about $0.19 to make, while that same 
typical cup of  coffee can be sold for $1.69.  If  you sell 25 cups a day and 
extrapolate that data over a 365 days you are looking at a total profit of  
over $13,000.00.  Similarly with tea, a $40.00 case of  tea can yield over 
12,000 liquid ounces of  brewed tea.  Serving 40, 12 oz cups of  tea a day at 
a price of  $2.19 could generate over  $31,000.00. That does not even 
include all of  the premium specialty drinks that can be made.  

If  you DO already serve coffee and tea, consider contacting your local 
Bellissimo distributor to see how you can make your coffee and tea 
services more valuable.  If  you DO NOT already serve coffee and tea as 
part of  your daily business, what are you waiting for?
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MEAT TOPPINGS THAT SET YOUR PIZZA APART.
1-800-654-1152 OR BURKECORP.COM
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By Daniel �or, Bellissimo Foods

Profits Soar with the Right                            
      Coffee Program
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NEW FLAVOR
Gelato DaVinci gelato is a crowd favorite and now we’re
giving you one more reason to love this line of delicious
treats.  We have two words for you – butter pecan.  Butter
Pecan Gelato, made with delicious and complex flavors
of vanilla and caramel. Toasted pecans add buttery, crunchy
goodness to this decadent flavor. Is your mouth watering
yet?

#1003133
Butter Pecan Gelato

Don’t forget about Gelato Davinci’s other hard-to-resist
flavors including: Chocolate, Cappuccino Chip, Mint
Chocolate Chip, Spumoni, Strawberry, Vanilla, Rapsberry
Sorbet, Cake Spectacular and more!



Remember you can visit us online at
www.delcofoods.com

Comments, Questions
& Suggestions

Please contact us toll free at 800.536.1234, locally at
317.876.1951, or visit us online at www.delcofoods.com.
We truly value your opinion.

As always, our number one goal is to keep you happy.
Our newsletter is just one way we share new information
about the products and services we offer, as well as
industry news we think may be interesting and useful.  For
personal service and support, please contact your Delco
Foods sales representative.

4850 West 78th Street . Indianapolis, IN 46268 . toll free
800.536.1234 . tel 317.876.1951 . fax 317.870.7803

Make sure to “Like Us” on Facebook
or follow us on Twitter!

Employee Spotlight
Our newest Sales Representative
has made a smooth transition from
the heat of the kitchen to the world
of sales.  Robert Bucheri has been
a Delco Sales Rep in Northern
Indiana for almost a year now and
will soon be making the move to
Central Illinois.  He has years of
behind-the-scenes experience as a
Sous Chef, Catering Chef and
Kitchen Manager and has met

challenges in his transition to his new role.  “Switching
over from the kitchen to sales was definitely challenging.
I’m still using the same knowledge of food as I did when I
was a chef, but I’m applying it in a different way,” he
explains.

Sales Representative, Michael Harvey, thinks Robert
benefits from his real world restaurant experience and
formal training, but has also been open to advice and tips
about his new role.  “Robert has a drive to help the team.
He also shows a willingness to learn from everyone,” says
Michael.   Sales Representative, Eric Goldman, echoes
that sentiment, but also adds that Robert has brought a lot
to the table already during his short time with Delco.
“Robert is a great point of reference for help with creating
new menu ideas. He’s at his best in a kitchen,” Eric says.

Although Robert is no longer in the kitchen full-time, he
enjoys visiting the kitchens of his different accounts.  He
explains that the best part of his job is “meeting and getting
to know the great people that run the restaurants.”  Of
course, cooking will always be a part of Robert and it’s
still a favorite hobby.  “My father and I still love to cook
together, whether for a family function or a friendly
competition at home,” he explains.  Robert’s dad played a
large role in his culinary career.  “My dad was a chef the
whole time he was in law school so when I was little kid I
spent a lot of time in kitchens. Then in 2004 he opened up
the Red Eye Café which is where I worked since I was a
freshman in high school until it closed in 2011. I started
culinary school the same year it closed,” Robert says.

Delco Foods is grateful Robert is using his culinary
knowledge at Delco and gaining some great new sales skills
as well.  Watch for Robert in the Central Illinois area in
the near future.   We’re sure he’s looking forward to meeting
more Delco customers in his new service area.

NEW ITEM
Fra’Mani Sweet Apple Ham comprises three attached
major muscles of the pork leg — inside round, outside
round, and eye of round. Hand-trimmed, with a thin layer
of flavorful cover fat. This ham has an appealing light pink
complexion and is infused with the flavors of apple juice
and brown sugar, two major components of the brine.

#1004081
Fra’Mani Sweet Apple Ham

2/4 lb
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