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Supplying the pizza industry has been our specialty and focus for the past 
20 amazing years. We think if  it as a niche and a specialty category, but the 
fact is that pizza is the #1 dinner food in the U.S., and is a $40 billion 
industry represented by more than 60,000 restaurants. Despite its 
Mediterranean origins, pizza is a universally accepted American product 
because 93% of  Americans eat pizza at least once per month.

“Bellissimo” is both a national brand and a “buying and marketing group”, 
meaning that Bellissimo distributors have an exclusive source to purchase 
and sell Bellissimo branded products. Benefits are many to end users as well 
as distributors and manufacturers. The Bellissimo group was founded and 
remains today for the purpose of  creating economies for independent 
distributors and restaurants so they can compete successfully with 
organized chains and broadline buying groups, some of  which are partly 
owned by foreign interests.

Partnerships and member associations are particularly important for 
independent restaurants and distributors, because such associations enable 
economies and selling opportunities not otherwise possible. Examples on 
the “marketing” side may include joining a local service club, volunteer 
organization, merchants association, or a Chamber of  Commerce. 
Becoming deeply involved in the local community is critically important for 
independents, facilitating contacts which will generate ideas and sales 
opportunities. On the purchasing side, distributor membership in 
Bellissimo enables them to purchase products on a national volume scale 
and in turn to sell to their independent restaurant customers on the most 
economical basis. Group purchasing also enables a quality and consistency 
of  product which would be very difficult for any individual distributor to 
purchase on their own. Perhaps most importantly, however, is that the 
combined contacts and experience of  group members are shared which 
allows the group to find and purchase from the best specialty suppliers, 
some of  which are niche producers hidden from broadline distributors.

Bellissimo distributors from across the country gathered in New Orleans 
recently to meet with many of  the best food suppliers in the country which 
manufacture products to Bellissimo specifications.  Suppliers include both 
international and domestic producers of  the finest Mediterranean style 
products; necessary for demanding independent customers who require 
better quality products to compete with the ordinary chain fare.

Sometimes we’re asked about the importance of  a brand? Brands 
represent the companies which own them, and are important both for 
what they stand for and the benefits derived by the purchaser and 
end-consumer. In the case of  the Bellissimo Group, we offer local, 
independent market embedded distributors the economic and quality 
advantages of  large volume purchasing of  authentic Italian style products 
to exact specifications. Both our distributors and end users rely on 
consistently good quality which is why the selection of  supplier is so 
critical. We’re proud to acknowledge the longstanding business 
relationships with our manufacturers and believe they are the best in the 
industry.

One advantage of  our focus on great pizza ingredients and Mediterranean 
products is that we can find specialty producers who truly have unique 
products. Often they manufacture items specifically for the needs of  our 
distributors, tailored for the different geographical market requirements. 
Sometimes they are small and local, and other times they’ve grown with 
their success but still have the passion for quality and consistency which 
we value.

It is also important to point out the importance of  the independent 
restaurateur and distributors, for they are the genesis of  innovation and 
creativity.  Good ideas can and do create multiunit opportunities which is 
a testament to their success. Bellissimo distributors are blessed with 
experienced sales reps who can advise on new product opportunities for 
pizza restaurants. We especially support independent operators because 
some in the supplier community overly focus on the chains as an easy path 
to volume without realizing the unfair cost advantage they give the chains 
and the long term implications of  that approach. So Bellissimo 
distributors offer independent restaurants a way to purchase from a 
distributor and suppliers who are working for them, not against them as 
the broadline foodservice distributors are.

For 20 years of  support from our distributors and customers throughout 
the U.S., we thank you.  

Sincerely,

Peter Thor
President

By Peter Thor, President, Bellissimo Foods

Bellissimo Group Brand Benefits
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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.

Bellissimo Foods Cayenne Pepper Sauce stands up thick, rich and red.  
It brightens any dish, giving it that traditional cayenne pepper flavor 

without any burning.  Unlike other cayenne pepper sauce brands, 
Bellissimo Cayenne Pepper Sauce isn’t diluted with water and will 

keep its texture in any application; all while saving you money.  From 
pasta to po’ boys Bellissimo tops in taste.

BELLISSIMO HOT CAYENNE PEPPER SAUCE
HOLDS UP BETTER THAN THE 

LEADING BRAND!

Ask your local distributor for a sample today!

Compare it to any other cayenne pepper 
sauce, place each on a napkin, and see 
how Bellissimo holds with no water 
seperation.

BELLISSIMO FOODS
Tel: 800.813.2974
FX: 925-472-8709
www.bellissimofoods.com

When most customers do not expect anything more than what they paid 
for from the companies that they patronize, a little something extra can 
go a long way.  �at is the case for Pizza My Heart in Palo Alto, CA this 
week as delivery request from a lonely birthday girl for the, “cutest 
delivery driver”, to “tell me I’m pretty” goes viral and receives massive 
local and national attention.  Not only is this a great example of extend-
ing kindness in the workplace, but also how much attention a story such 
as this can receive in a social media driven world.

When the Pizza My Heart customer made her request the location 
complied by not only ful�lling it, but took the extra step and went above 
and beyond spending some time with the woman, and giving her a hug.  
�e whole ordeal was posted to social media and has since gone viral.  
Most pizzerias can only dream of national attention like this.  In reality 
it did not take much on either side for the resulting coverage, and Pizza 
My Heart gained at least one lifelong customer.  

�e request was made from on the delivery instructions in the company’s 
online ordering system.  It is not unusual to see a special request box 
when making online orders, but it is a way to reach out to customer to 
see if they do have any special needs.  Most companies today (especially 
large companies) only produce enough e�ort to get your order and never 
go the extra distance for their customers,  and we are used to it!   We are 
so used to that dismal service that anything above and beyond is 
extremely appreciated and worth taking note of.    

Pizza My Heart’s example of ‘reaching out’ to customers can extend to 
your operation as well.  You do not need online ordering, but can use this 
trick for both phone and in-store orders as well.  Go around to customer 
tables to see if they have any special needs.  Take requests, have a sugges-
tion box, and actually ful�ll them.  It’s an easy way of making your 
customers feel special , and that feeling will create lifelong loyalty.  

Social media is everywhere these days, and it not limited to that one 
social media outlet in which the picture/story/item was posted.  News 
stories all over the country are generated from social media sites today, 
and thus is what happened with Pizza My Heart.  It might take a little 
luck, but with people posting almost everything online, for every kind 
deed you perform there is a marginal chance that it could end up with 
similar coverage.  So take an opportunity to connect with your customers 
and try to make their experience special.  
 

Good Deed + Social Media  = 
National Attention

by Daniel �or, Bellissimo Foods
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C H E E S E S  M E A T S  T O P P I N G S  P A S T A  S A U C E S  A P P E T I Z E R S  O L I V E  O I L

To  l o c a t e  y o u r  l o c a l  B e l l i s s i m o  d i s t r i b u t o r ,  v i s i t  B e l l i s s i m o F o o d s . c o m  o r  c a l l  8 0 0 - 8 1 3 - 2 9 7 4 .

Quality, Selection, and Value.
That’s the beauty of Bellissimo. We offer a full line of the most popular 

appetizers, for a variety of different crowds and occasions.  Quick to cook 

and easy to serve, our delicious appetizers are a profitable menu addition 

and the perfect preamble to any meal. 

Start a new tradition and enjoy the beauty of Bellissimo -  

crowd pleasing appetizers that give your favorite meal a new beginning.  

Easy Menu Additions, 
Perfect Crowd Pleasersπ

The craft beer revolution started in 1965 when Fritz Maytag, grandson to 
the Maytag empire bought 51% of Anchor Steam brewery, a company 
that before Fritz got involved was going out of business.  Since 1965 the 
craft beer industry has taken off in a direction that more closely mirrors 
the wine industry with smaller unique producers around the country 
putting their own personal touch on the classic beverage.  The common 
saying is that pizza and beer go hand and hand, but the realm of possibili-
ties hasn’t even been touched until you have tried to pair your pizza 
creations with good local craft beer.  

In the United States today there are 3,464 breweries operating in America, 
a 50% increase in the last 6 years.  There are also 3 BILLION pizza sold in 
America ever year, and 350 slices eaten every second.  With the way these 
two items complement each other it’s no wonder restaurants all over the 
country and are partnering with local craft breweries.  Introducing craft 
beers increases restaurant traffic, bar revenue, and overall profits.  

The average guest check that includes food and a mainstream beer is on 
average $73.00, according to FSR Magazine, while it’s $86 dollars for the 
same meal and craft beers with only a small portion of that being the 
incremental cost of the beer itself.  Furthermore, FSR Magazine also 
estimates that the average mainstream beer drinking spends $.80 per 
minute, while a craft beer drinking spends $1.00 a minute.  That is a 25% 
increase.  

The first step in introducing some new craft beers is often the easiest and 
involves exactly what you thinking, tasting and selecting local craft beers 
to use in your establishment.  With the help of your head cook/chef sit 
down with some selections to see what opportunities there are between 
your current offering and the beers that you are tasting.  Create flavor 
synchronization between the toppings on the pizza and the beer you 
want to serve.  An example could be a meat pizza paired with a very 
hoppy beer, such as an IPA, while a vegetable pizza might go well with a 
darker beer such as a brown ale. Also, as every customer is going to have 
a different opinion of beer, you should offer a wide variety of beers, with 
some that are well balanced to match a variety of tastes, some that match 
your climate and season, and some just for the adventurous.  

When implementing new craft beers to your menu make sure that your 
staff is well trained in which pizza compliments which beer.  Spicy goes 
with pales, lagers and pilsners for standard items, and stout/dark beers for 
lighter items.  You might also want to launch your new menu with the 
help of a local brewery.  Pint nights are very effecting at picking up new 
customers.  

Some people are obsessed with beer, while others are obsessed with 
pizza.  Why not marry the two for extra traffic and sales.  

By Daniel �or, Bellissimo Foods



Hot Boneless Breast Chunks
Solid breast meat, lightly dusted in a seasoned wheat flour,
sauced in La Nova’s world famous hot sauce and fully
cooked for your convenience. This item allows you to serve
your guests something different and unique.

#260560

NEW ITEMS!!

#260560

Plain Boneless Breast Chunks
Tender chunks of whole boneless chicken breast, lightly
seasoned and breaded, fully cooked for your convenience.



In Loving Memory:  Lynne Red    1955 – 2015
Robin Lynne Red, known to many as “Lynne,” was born September 7, 1955 in Kennewick,
WA, to Margaret and John Hood.  She passed away peacefully, Tuesday, April 14, 2015 at
her home.

Lynne enjoyed swimming, traveling, shopping, helping others, and especially spending
time with her children, grandchildren and her dogs. She was a dedicated Sales
Representative of Delco Foods for 18 years and had a strong relationship with her customers.

Lynne is survived by her cherished children, Angela Red, Chad (Niki) Red; her loving
grandchildren, CJourney and Chad Red Jr; her dear sister, Sharla (Frank) Stevens; her two
dogs, Duke and Maxie.

Here is an excerpt from an article we ran about Lynne in 2008:

Lynne began her career in the food service industry at the age of 19 and has spent the past 12
years working as a Sales Representative for Delco Foods in the Central Illinois and Western Indiana areas.  All of these years
of experience have helped Lynne establish strong relationships with her customers.  “My customers are my friends,” she
explains.  “I’ve known some of my customers for over 20 to 25 years.  I’ve grown up with them and now even their kids.  If you
don’t have customer loyalty you haven’t been successful in your job.”  Lynne has earned this loyalty in part by taking a vested
interest in her customers’ successes.  During these difficult economic times Lynne is working especially hard to make sure there
are much more success stories than failures.  “If they succeed I feel good.  They work too hard.  This is their livelihood and
mine too,” she says.

Lynne was a member of the Delco Family and we miss her very much and we’re sure her customers share our sentiment.
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