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Dairy
40 lb. blocks $1.3270 $1.4460  $0.003

Cheese trading has been relatively steady over the past 
few weeks, and it is believed that there is minimal 
downside risk in the cheese markets in the near future. 

Beef

Beef  output rose last week, with cattle slaughter the 
biggest in 23 months.  Lower beef  prices are expected 
over the coming months.  

Price        LstMonth                     Diff

Ground Beef $1.827 $1.828  $2.288
Price        LstMonth                      PY

Poultry
Whole Wing $1.590 $1.635 $1.750

Chicken production is up from the end of  April, and 
chicken production is up over last year.  Breast prices 
are expected to increase.  

Price        LstMonth                      PY

Cont. on pg. 2

Everyone has had customers that completely destroy the 
natural framework of  a working restaurant.  They consume 
servers time by constantly having problems and asking for 
more and more.  Despite how rude a customer might or 
how much they complain it is important to remember, that 
in today’s age of  social media, to always be the bigger 
man/woman.  It would be great to be able to kick out rude 
customer, tell them to never come back and never think of  
the incident again.  Unfortunately, life isn’t fair, and the 
restaurant industry is in the service business after all.  Below 
we have some simple but effective tips on how to deal with 
unhappy customers while keeping sanity in the workplace.  

The first tip is by far the most important, and is typically the 
moment when confrontational situations melt into a 
flaming ball of  yelling and anger.  Don’t get defensive.  
When a customer complains about your restaurant, the 
food, the service, whatever it may be, the hardest part is to 
not get angry.  You have put your life into this establish-
ment and pride yourself  on the food you serve to your 
customers.  But it is not worth it to get defensive or angry 
at the customer.  The same loud customer that is loud in 
complaints is also the same customer that would be telling 
friends/family/facebook/twitter etc about their negative 
experience in your restaurant.  

Do you learn more from successes or mistakes, gains or losses?  It is a fact that 
mistakes and losses get seared into our minds and are one of  the reasons why people 
in general are often hesitant to take action... for fear of  making a mistake.  Far less 
obvious are "opportunity costs" which are "losses" caused as a result of  failing to take 
action when benefits outweigh the risks. Such is the dilemma we find ourselves in as 
independent owner/operators in the pizza segment of  the foodservice industry. Bold 
and coordinated actions by several large pizza chains, aided by transformational 
technology and consumer lifestyle trends, are remaking the way customers communi-
cate and are served by restaurants. 

The facts are in, and "The Race for Customers" is on. Our industry is being reshaped 
largely by chains utilizing technology for attracting customers, taking orders and deliv-
ering food. They are growing in numbers and market share while the independent 
pizzeria segment does not appear to be making much of  an effort to adapt and 
change.
Let's start with a few facts. 

• Independent pizzeria's have lost 21% market share in the last decade while  
 the number of  chain units have continued to grow.
• The number of  units in the largest chains has grown, with the three largest  
 accounting for more than 15% of  pizza restaurant sales.
• Revenue per unit at chains averages 60% higher than independents, with  
 growth coming largely from online and mobile ordering.
• Less than 2% of  independent pizzerias can be reached on a mobile app, and  
 less than 10% offer online ordering. 

Bellissimo is the leading advocate and supplier in the industry for local independent 
operators, and our purpose in bringing these facts to light is simply to encourage 
independent restaurant owners to action. Despite a better product, independent 
operators are failing to win the race for customers. Customer friendly apps for ease of  
ordering, customer loyalty programs, and online visibility are driving category growth 
and differentiation. More than 50% of  mobile Google searches are for restaurants.  
Are you invisible?  

Independent pizzerias certainly have many advantages which can be more effectively 
marketed.  In a recent large scale national survey, 65% of  consumers said they are 
willing to pay more for premium ingredients, and about 25% said that natural or 
organic were important to them. Also important are local sourcing and healthier 
options.  Independent pizzerias, while generally more expensive in price than chains, 
are viewed as superior in product quality. But customers are increasingly voting with 
their pocketbooks; clearly saying that convenience in ordering via smart-phone, web 
visibility and online reviews are important to them.

What to do? We encourage independent operators to:
1. Seek ways to differentiate as part of  branding strategy.  You have strengths  

After you have swallowed your desire to refuse service to the customer, listen to them.  Most of  the time customers merely want to have a chance to explain why they are upset.  
If  you feel that you have a just rational explanation for the situation, tell them but also try to fix the problem they described. “We are having a really busy night tonight, and 3 
of  our servers called in sick, BUT we will make sure to get your food out as soon as possible”.    
Next, actually do fix the problem.  Often problems go unfixed because a simple gesture of  apology (free dessert, comp the meal, gift certificate etc.) is the easiest way to fix 
the situation.  Make sure that a staff  member or server that has training and authorization to fix the conflict situations is always duty during service hours.
Lastly, follow up.  When the customer is finishing up, check bak in with the customer if  at all possible.  You could even get the customers e-mail address so you can follow up 
with them at a later time.  It might seem like a lot of  work to keep one customer happy, but in general when people feel valued they are 1, more likely to return and 2, more 
willing to talk about their positive experience to others.  
While conflict is inevitable, having an action plan and enough will power to make calm rash decisions is the best course of  action.  Acknowledge the problem, try fix it, and 
then make sure what you did to fix it has eased the tension.  With a well laid plan you are much less likely to find yourself  the victim of  a bad review or online complaint.  

 and customer preferred products.  
2. Make web visibility a priority; minimum website with menu and Facebook.
3. Explore online ordering and web apps for mobile.  There are many options 
now that can integrate with your POS system. If  you are considering a new POS 
system, make sure that it offers mobile optimized ordering.

Appealing to local customers who will repeat visits to your pizzeria is key to your 
success. A necessary strategy is to differentiate your products and services; but if  you 
are not visible to the potential customer base your opportunity cost will be high. Bellis-
simo Foods is dedicated to the successful differentiation of  its local independent 
distributors and their pizzeria and restaurant customers.
Make a distributor part of  your team. They can make an invaluable contribution to 
your success. Your distributor can help with more than food products, and potentially 
help you develop your online capabilities. Buying authentic, quality ingredients and 
specialty items will enable a unique offering which will build your business and keep 
customers coming back.  Let's go!

By Peter Thor, President, Bellissimo Foods
THE RACE FOR CUSTOMERS
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BEING THE “BIGGER MAN”

The Pizza Experts

BELLISSIMO  
FOODS



Proud Distributor of 

YOUNIQUE

MEAT TOPPINGS THAT SET YOUR PIZZA APART.
1-800-654-1152 OR BURKECORP.COM

©2015 Burke Corporation. All rights reserved.

Talk to your distributor about CUSTOM BLENDING your ingredients, 
to achieve CONSISTENTLY superior, flavorful results each and every time.

1-800-ALLSPICE
www.allseasonings.com

For all your SPICE 
and INGREDIENT needs.

RACE FOR CUSTOMERS - CONTINUED

 and customer preferred products.  

2. Make web visibility a priority; minimum website with menu and Face  
 book.

3. Explore online ordering and web apps for mobile.  There are many   
 options now that can integrate with your POS system. If  you are consid 
 ering a new POS system, make sure that it offers mobile optimized   
 ordering.
 
Appealing to local customers who will repeat visits to your pizzeria is key to your 
success. A necessary strategy is to differentiate your products and services; but if  
you are not visible to the potential customer base your opportunity cost will be 
high. Bellissimo Foods is dedicated to the successful differentiation of  its local 
independent distributors and their pizzeria and restaurant customers.

Make a distributor part of  your team. They can make an invaluable contribution 
to your success. Your distributor can help with more than food products, and 
potentially help you develop your online capabilities. Buying authentic, quality 
ingredients and specialty items will enable a unique offering which will build your 
business and keep customers coming back.  Let's go!

Sausage is the most popular topping for pizzas around the 
world, behind only pepperoni and cheese.  Italian style 
sausage is one of  the most  common types of  sausage used 
in pizzerias today.  Italian sausage products are either cured 
or uncured sausages containing at least 85 percent meat, or 
combination of  meat (beef, veal and/or pork) and fat.   
Some Italian style sausage products use pure pork meat 
instead of  a blend of  meats, but in some cases textured soy 
protein can be added to reduce the cost and fat content of  
the sausage.  

The unique taste of  Italian style sausage is due to the 
combination of  type of  meat and spice used in making the 
sausage.  Italian sausages contain salt, black pepper, and 
either fennel, anise, or a combination of  the two.  
Additional spices such as paprika, onions, garlic, parsley, 
sugar, or red and green peppers are used to achieve the 
desired taste.  

Over 50 percent of  pizzerias used pre-cooked sausage on 
their pizzas making it the most common form for sausage.  
In this form the sausages are far safer to work with and 
easier to store than raw sausage.  Pre-cooked sausages are 
both stored and applied in a frozen state.   With the great 
variety of  flavors and forms of  sausage being used today it 
may be one of  the most versatile ingredients in your 
kitchen and can be used to spice up appetizers, pasta and 
salads in addition to changing the look or taste of  pizza. 

PUT THE USAGE IN SAUSAGE



Proud Distributor of 

We make our pepperoni the same way, every day, 

from old-world recipes to ensure a consistent, 

authentic texture and flavor.

 

For the highest quality,

best tasting pepperoni 

that makes every pizza 

taste better…choose LIGURIA.

TRADITION 

Authentic Pepperoni 
for True Italian Pizzerias

www.liguriafoods.com | sales@liguriafoods.com | 515-332-4121

Cut Our Sample
Against Yours.

Contact Us Today!

Liguria_PizzaTodayAd7.23.indd   1 8/5/14   4:29 PM

The Importing Specialists

Bellissimo Foods Cayenne Pepper Sauce stands up thick, rich and red.  

BELLISSIMO HOT CAYENNE PEPPER SAUCE
HOLDS UP BETTER THAN THE 

LEADING BRAND!

Bellissimo Foods’ Cayenne Pepper Sauce stands up thick 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.

Ask your distributor for a sample today.

ITEM SPOTLIGHT

“BIGGER MAN” - CONTINUED

After you have swallowed your desire to refuse service to the customer, listen to 
them.  Most of  the time customers merely want to have a chance to explain 
why they are upset.  If  you feel that you have a just rational explanation for the 
situation, tell them but also try to fix the problem they described. “We are 
having a really busy night tonight, and 3 of  our servers called in sick, BUT we 
will make sure to get your food out as soon as possible”.    

Next, actually do fix the problem.  Often problems go unfixed because a simple 
gesture of  apology (free dessert, comp the meal, gift certificate etc.) is the 
easiest way to fix the situation.  Make sure that a staff  member or server that 
has training and authorization to fix the conflict situations is always duty during 
service hours.

Lastly, follow up.  When the customer is finishing up, check bak in with the 
customer if  at all possible.  You could even get the customers e-mail address so 
you can follow up with them at a later time.  It might seem like a lot of  work to 
keep one customer happy, but in general when people feel valued they are 1, 
more likely to return and 2, more willing to talk about their positive experience 
to others.  

While conflict is inevitable, having an action plan and enough will power to 
make calm rash decisions is the best course of  action.  Acknowledge the 
problem, try fix it, and then make sure what you did to fix it has eased the 
tension.  With a well laid plan you are much less likely to find yourself  the victim 
of  a bad review or online complaint.  

BELLISSIMO CAYENNE PEPPER SAUCE

Bad Examples





1923 Premium Unfiltered
Extra Virgin Olive Oil

Delco’s latest olive oil is a premium 100% Tuscan olive
oil from Sogno Toscano.  1923 was the year of their first
olive oil harvest and production at their farm in Bolgheri,
Italy.  While creating an unfiltered olive oil from the highest
hand selected Italian olives, they decided to come up with
a name that is a reminder of the passion behind this brand
and its dedication.  1923 is a raw, unfiltered olive oil,
designed in Italy, hand picked in Italy, first cold pressed in
Italy, packed in Italy.  Only for those who can’t resist the
intensity of an outstanding raw Extra Virgin Olive Oil.

EVOO Tuscan Olive Oil 1923
#280405     4/3 liter

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
www.delcofoods.com

Did You Know?
June is National Ice Cream month.  Now is the perfect
time to add Graeter’s Ice Cream to your menu!  You may
have heard of Graeter’s, but what makes their ice cream
so completely different from all the rest?

Made In Small Batches: Not like so-called
“super-premium” commercial brands that
are made on high-volume equipment that
has to be flash frozen before you eat it.

Created with the Finest Ingredients: Like farm fresh
cream, 100% cane sugar, seasonally harvested

fresh fruit, and real gourmet chocolate.

Only Graeter’s Uses French Pots: Graeter’s still uses
authentic French Pot freezers, which slowly spin to

gently transform cream into ice cream – without adding
air – to make the best ice cream you’ve ever tasted.

Available in: Black Raspberry Chocolate Chip 

Bourbon Vanilla Bean  Black Cherry Chocolate Chip

Mint Chocolate Chip  Double Chocolate Chip

 Mocha Chocolate Chip

Ask your Delco Sales Rep about our seasonal flavors!
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