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Imagine the billions of  dollars spent annually on advertising in this 
country. Even in foodservice, the spending is enormous. All of  it is 
designed to give peace of  mind and confidence to purchase a given 
brand or product. While the internet and social media have given rise 
to some creative ways to reach people, advertising still counts if  it 
creates a desire to purchase. There are many creative ways to reach 
consumers.

We do find interesting, however, that labels are not given more 
scrutiny.  To be sure, labeling regulations in the USA are a compli-
cated mess.  While there is debate regarding the need and meaning 
of  such declarations such as "non-GMO", "all natural", "organic", 
etc., standard information is often overlooked.  We're surprised 
frequently, for example, that restaurateurs cite "case price" as their 
comparative measure and end up purchasing from a "depot" store 
product that has less net weight or lower unit counts. The container 
size, #/case, and units/case are critical, and the ingredient list, coun-
try of  origin, and other available information is often overlooked. 
Adding to the confusion are newer descriptors such as "farm-
raised", "free-range", "antibiotic-free", and "grass-fed". Both 
producer and consumer groups are trying to create perceived value 
and importance with or without a scientific basis.

Labeling requirements are critically important to make informed 
choices and to keep our food supply safe. We believe they should be 
based on safety and science, free of  politics and special interests, 
with compromise to present the information necessary for decision 
making while prohibiting misleading descriptors. 

Further complicating the purchase decision are restaurant service 
requirements.  The announced combination of  Sysco and US Food-
service will result in enormous market share to the combined entity, 
and in our opinion independent restaurateurs purchasing from them 
will face more rules, higher minimums, and less flexibility as to prod-
ucts and delivery. Their purchasing model of  "auction" buying can 
also result in different sourcing and product quality changes.

Marketing Rule #1 is Consistency of  Message. Whether you are a 
manufacturer, distributor, or restaurateur, the rule is the same. It 
means that every ingredient, process, finished product, service, and 
presentation should all convey the same message. The label and 
reputation may be started with advertising and media, but surely is 
developed over time with a consistent application of  what the label 

implies, meaning quality and consistency from one end of  the house 
to the other.  Every business, distributor, and restaurant has two sides 
to the marketing question. The first is on the purchasing side, and the 
second is how to market your products to gain trial from potential 
new customers.  How much is made on past reputation and not on 
current thoughtful comparison and value? Innovative processing 
technologies and packaging have made many new product options 
available to restaurateurs and consumers alike.  This includes many 
premium options.  It used to be that "made from scratch" meant 
superior quality, but now value-added products can be more efficient 
to prepare, consistent, and restaurant quality.  In the pizza industry, 
advancements have been made in every category.  Cheese, for 
example, is now available in many ready to use forms like shreds and 
blends which save time and  yield more consistent finished product. 
Pizza sauce and crushed tomatoes have largely replaced the whole 
tomatoes in kitchens throughout the country. Seasoned sausage with 
the appearance of  "hand pinched", pre-sliced pepperoni, and 
pre-cooked/par-fried chicken have replaced made in-house raw prod-
ucts. They are safer, easier to use, and often are better quality. Another 
factor is the shortage of  well qualified chefs, and a trend to less food 
experience in the kitchen.  

As a means of  comparison between products, judging labels is impor-
tant. The major challenge for every business is to differentiate your 
label or brand from the competition in a positive way. Some operators 
are doing that with on-line advertising of  menu and price, and provid-
ing tools for convenient ordering.  Others are focusing on ingredients, 
including trendy alternatives and menu descriptors. Highlighting 
ingredients may also involve health related, e.g. organic, nutritional 
information, or ingredient sourcing, e.g. Local. Utilizing marketing 
resources to boost trial and build repeat customers may include offer-
ing loyalty programs, in-store combination offers, return visit discount 
coupons, and trial offers. Whichever strategies are employed, the 
objective is to build the business with repeat customers. Your label is 
your brand. Judging by the label is what your customers do, and your 
choice of  ingredients and comparison of  labels is important to your 
ultimate success in differentiating yourself  from the competition. We 
encourage you to be open to new products and trends, and periodi-
cally ask your Bellissimo sales rep for demonstrations of  new prod-
ucts and alternatives.  You will be pleasantly surprised by the many 
good and useful products available to you. We wish you every success! 

By Peter Thor, President, Bellissimo Foods

Judging by the Label
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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

Be Inspired. Be Creative. Be Original.
Smoked Bacon and Banana Pizza 
made with Nutella®

Add value and interest to your menu  
with unique pizzas made with Nutella®,  
the original hazelnut spread®. 

After dinner, o�er Tic Tac® Pillow Packs—convenient 
wrapped packs of the mouth-freshening mint.

For more information, call 410-268-0030 ext. 259  
or visit www.NutellaFoodservice.com.

FUS-1103 Bellisimo DecJan Ad.indd   1 12/18/14   1:19 PM

The Importance of 
Employee Uniforms

With the New Year well on its way, it is import to take a step back and 
review your status, and think about what you would like to accomplish 
during the year, and initial steps to turn that goal into a reality.  One of 
the most common goals among restaurateurs is always increased sales and 
customer base.  We have put together a list of marketing objectives that 
might help you reach your goal.

Attend an Industry Event:  While it might be di�cult to take the time to 
participate in industry events/seminars/training, it can often creates the 
inspiration that breathes new life into a business.  Industry events usually 
contain, not only some of the most successful companies and individuals 
in the industry, but also the newest ideas and technology.  Tradeshows 
and industry events are a great place to see what others in the industry are 
doing to di�erentiate themselves and how well those ideas are succeed-
ing, all while outside of your local competitive market.  A great event in 
late March is the International Pizza Expo in Las Vegas.  If you do attend, 
be sure to come by and see the Bellissimo members at booth #935.

Start & Keep up with Social Media: We have said repeatedly that social 
media is here to stay.  It’s a hard beast to tame with the plethora of social 
media applications out there, but it is a necessary part of branding and 
promotion. While setting up an account might be easy, it is crucial to 
include constant updates, promotions, pictures, stories etc so that you 
stay current in the customers mind.  It is hard to make the time, and 
sometimes even harder to know what to say, but do make a point of 
updating your social media platforms on regular intervals.  

Create More Promotions:  Promotions are great business builders, and 
can lead to an increase of short-term business as well as long-term 
customers.  Although a promotion might be the last thing you want to 
do with limited margins, they keep customers coming back.  Our sugges-
tion is to hold a promotion on a ‘monthly special’.  Your pizza special or 
pizza of the month that has a new recipe or some out of the box ingredi-
ents would warrant charging a premium, thus any promotion that you 
might run would be mitigated with the higher price.  

Connect More with Sta�:  Sta� member involvement in your marketing 
goals can be a huge bene�t.  Younger sta� members would be eager to 
help assist in a social media campaign, while kitchen sta� can come up 
with new and exciting recipes for special pizzas.  Give more responsibility 
and put more trust in your sta� and they will be able to look after your 
location while you attend some industry events.  

Listen to Customer Suggestions:  Lastly, while it is great to be very proac-
tive in your marketing strategy or outbound marketing, it is also very 
wise to take control of inbound marketing.  Customer suggestions can 
often be very thoughtful and should never be discarded.  
�ese suggestions may re-invigorate your marketing and you might just 
be surprised at how well your year takes o�.  

Re-Establish �ese 
Marketing Initiatives for 

a Strong 2015
By Daniel �or, Marketing Manager
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Now available,
from the creator of

            the    

In the World
our NEW

Bakeable Trays
& Delivery Bags

YOUR PIZZA IS WORTH IT!

Order Today!

Our Brands

Our Exclusive Lines

CARING FOR ALL YOUR IMPORTED & SPECIALTY FOODS NEEDS

The Importing Specialists

Last week we discussed the FDA’s new menu labeling requirements.  
Although those requirements will only a�ect chains with 25 or more 
locations, our opinion at Bellissimo is that the menu labeling requirements 
will reach beyond chain establishments and be mandated for single location 
independents in the coming years.  To keep you ahead of the curve we have 
developed a simple guideline to on just how to label your menu items.

When adding caloric information to a menu, one �rst needs to decide if 
you want to do the task yourself or hire an independent company to 
perform the task for you.  Hiring an independent company would be 
costly, and most likely would not reduce the liability of wrongfully stating 
nutritional information.  Undertaking the task yourself will require a 
signi�cant time investment, but might be bene�cial in de�ning portion 
sizes and serving procedure for each menu item, which in turn could reduce 
cost.  

First step in the process would be to go through your menu and write the 
list of ingredients used in every dish on your menu.  �is includes meals 
that include sides, and drinks.  Often the nutritional information for side 
items are easier to capture as they are purchased pre-prepared, and in an 
easily determinable size, such as a bag of potato chips, a set number of 
mozzarella sticks, or a 16 oz soft drink.  For those ingredients that are not 
pre-prepared, like �our or cheese, �nd the nutritional statement for each.  
You might be able to �nd this information on the packaging itself, the 
manufacturers website or any other reasonable means.  A good resource is 
the USDA National Nutrient Database for Standard Reference, which you 
can �nd at http://ndb.nal.usda.gov/ndb/search/list.  �e USDA website 
mentioned has nutritional information for just about every ingredient you 
can think of.

Next is to determine the exact portion of each ingredient used for every 
menu item.  A typical 10-inch pepperoni pizza for example, you might use 
3 oz of pizza sauce, 3.25 oz of cheese, and 1 oz of pepperoni.  Make sure 
that when de�ning the portion of each ingredient, the portions sizes you 
calculate are the same every time you make the item.  �e current FDA 
requirements state that you must, “take reasonable steps to ensure that the 
method of preparation and amount of a standard menu item adheres to the 
factors on which nutrient values were determined.”  �erefore, there has to 
be some standard measurement for each ingredient included in each menu 
item so the stated calorie intake is the same every time.  

Using the nutritional values already found, and the portion of each ingredi-
ent used in the recipe, you can determine the nutritional value of that 
ingredient used in that menu item.  For example, on a 10-inch pizza we use 
3 oz of pizza sauce.  Our nutritional label for pizza sauce says that ¼ cup 
has 35 calories.  Since each cup coverts to 8 �. Oz. we can deduce that 3 oz 
of pizza sauce (or each 10 inch pizza) has approximately 47 calories from 
pizza sauce.  Repeat this step for every ingredient in a given menu item, add 
them up, and you have your total calorie value of that menu item.  

Also, please make sure you keep the method nutritional information and 
addition well documented as the FDA may request you provide the method 
of data used to derive the stated calorie numbers.   

We hope this helps you get a head start on menu labeling, and if you have 
any further questions please contact your local Bellissimo distributor.  

How to Get Started

New FDA Menu Labeling 
Requirements: Part II



Ezzo Italian Meats passion �
for authentic Old World Italian recipes �

is especially true of our pepperoni.
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Come see us at the Passport to Italy Food Show!



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