
1 

The harder  you work  for  something,  The greater  
you’l l  feel  when you achieve  i t !  

June 2025     

Chairman’s Corner 

IFSEA is a legacy organization,                                             
dedicated to further developing students,                                                

military and it’s members by providing continuing                   
education and professional certifications to                                           

the foodservice and hospitality industry leaders.” 

(Continued on page 2) 

Richard F. Weil, MCFE, MCFP                                            
Chairman of the Board  

Happy Start of Summer! 
 

IFSEA as a 124-year-old association has witnessed throughout the years 
the ebbs and flows of economic uncertainties.  The food service and hos-
pitality as the backbone of our membership has persevered throughout 
our 124-year history.  While multiples of factors will always influence 
membership roles and participation, in today’s association management, 
the challenges relate to relevance and interest.  The leadership team of 
IFSEA and our Board of Director’s remain committed and confident to 
further our core organizations focus.  Our continued passion for the in-
dustry has not wavered and we will sustain this focus on scholarships, 
continuing education/certifications, meaningful associations and net-
working and our community responsibility to our military.   

 

Providing current and meaningful monthly articles through our newslet-
ter remains an important component with our members and industry.  
Continue thank you to our Newsletter editor Matt Trupiano and to Mi-
chelle Hackman for their tireless efforts.   

 

As confidence in the economy waffles back and forth, spending habits 
have been difficult to keep track of. High grocery prices are impacting 
dollars spent at the supermarket, and financial uncertainty has limited 
spending in restaurants. Consumers are making highly personal decisions 
about how to budget their money and what is worth splurging on. 

 

Bridging the “to eat out or to eat in” gap is a new trend from larger res-
taurant chains: restaurant products in the retail space. “We’ve seen an 
increasing amount of restaurant brands extending to retail shelves in the 
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past several years, including debuts in the past year from brands like Zaxbys and Hooters,” reports Alicia 
Kelso for Nation’s Restaurant News.  Of course, this isn’t a new tactic—many brands, such as Cinnabon, Star-
bucks, Olive Garden, have been stocking retail grocery shelves for a while. But it is a growing one. “More 
brands have been making the jump into retail in the past several years, including Subway, Wow Bao, Buffalo 
Wild Wings, and Chick-fil-A.” 

 

Like consumers, Kelso explains that food service business owners are trying their best to navigate these eco-
nomic times, “seeking a diversified revenue stream amid a challenging environment and, perhaps more impor-
tantly, increased brand awareness.” Simply put, stocking grocery aisles with recognizable, branded products 
increases the number of touchpoints for restaurants. Consumers may purchase the products at the grocery 
store, but more importantly, the opportunity for marketing to new and existing customers is greatly increased. 

 

According to Kelso, this marketing strategy is not just trending with the times—it’s competitive. “New re-
search from Technomic Ignite shows that snacking consumers have migrated toward packaged options and 
freshly prepared foods in the past few years to satisfy their cravings. Since 2021, packaged snack purchases 
from retailers rose by 5 percentage points, while purchases from restaurants and other foodservice locations 
saw a 3-percentage-point decline.” 

 

In essence, branching into grocery stores is a personalized and targeted marketing strategy: it is what the con-
sumer wants. “According to Technomic, this shift is driven by retailers strengthening their position as a lead-
ing source for overall snack purchases, driven by increasing consumer interest in packaged snacks and the pre-
pared food sections of the grocery stores.” 

 

For many restaurants, the opportunity to move into retailers begins with the in-house menu. There must be 
something distinguishing about your menu offerings that can be transferred easily to grocery shelves or in 
other words, points of differentiation. For many businesses, it’s a signature sauce or a recognizable item that 
can be pre-packaged and prepared at home. Utilizing menu engineering helps operators to understand their 
menus and determine how they might also seize this chance at growing their market. 

 

The opportunity in retail expansion can also expand into online business to business and retail sales and mar-
keting practices.  Meeting the needs of consumers, furthering the brand and most importantly wowing consum-
ers with great quality, service and tastes can expand and increase revenues and profits for operators.  Menu 
engineering when properly reviewed along with exploring other marketing and revenue creation options that 
touch on what is trending among consumers today. 

 

IFSEA and our leadership team remain focused on our members, our industry and to providing information 
that matters.  Happy first part of summer! 
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Leadership, Employees, Tech Improvements Prove Positive! 
 

IFSEA members note, the good news about the labor force is, employees are pleased with technological im-
provements and retention in the restaurant industry is on the rise. But operators and managers should beware: 
if employees are leaving, it has more to do with management than anything else. According to a recent article 
from Nation’s Restaurant News (NRN), employees feel a sense of “camaraderie with their colleagues but wish 
their managers communicated better.” 

 

This is the result of a study entitled The State of the Frontline Worker, by goHappy, a company established by 
the same team that founded Snagajob, the country’s largest marketplace for hourly workers. It is through other 
GoHappy projects, like a messaging platform, that allows employees to communicate about their working con-
ditions and experiences with various companies. 

 

GoHappy’s study specifically “surveyed 46,250 frontline employees in the United States and Canada in 2024, 
52% in foodservice — all at large and small chains, about equally divided between full service and limited ser-
vice — asking 21 questions about what they enjoy about their jobs and similar questions, plus open-ended 
comments that offered deeper insight into their mindset,” reports NRN. The biggest results were no surprise: 
engaged and happy employees contributed to lower turnover rates, even in restaurants, which can be a chal-
lenge for the food service industry. “Companies that managed to have 75% of their frontline workers engaged 
saw their turnover rate fall to 85%,” NRN writes. 

 

Of course, it isn’t groundbreaking evidence; committed owner-operators and good managers know how em-
ployee morale is a fulcrum in the success of a restaurant business. So GoHappy dug deeper with the study to 
determine what it meant for employees to feel engaged. Rooted into an emotional connection to their place of 
business, the definition boiled down to employees feeling inspired and empowered, wanting to commit long-
term to their place of work, and feeling proud enough about their work that they would recommend it to a 
friend. 

 

The biggest trip-ups in the restaurant industry hinge on manager-employee relationships, and more often than 
not, schedules, since haphazard schedules make it harder for an employee to feel rooted and connect at their 
job. “‘A lot of that has to do with scheduling,’ said goHappy founder and CEO Shawn Boyer. Foodservice 
workers tend to have higher camaraderie scores than other frontline employees, but they get frustrated with 
both the whimsical nature of scheduling, as they see it, and the short notice they often receive when their hours 
are changed.” Boyer added that generally, employees were after more hours as well. 

 

While schedules seemed like the tangible issue to latch on to, it seems there is something deeper behind the 
statistics. Employees in food service seem to sense a significant divide between the frontline workers and man-
agers. “‘There’s less trust in their leaders overall,’ Boyer said of restaurant employees. While 72% of non-
foodservice workers feel their manager leads by example, just 59% of foodservice workers feel that way.” 

 

One of the keys in food service and hospitality is the development and continuation of positive culture.  While 
a positive culture is a key component to creating positive work environments that reduce over al turnover rates, 
the information written above clearly cites that leadership and communications rates are high as well. What 
our IFSEA members and colleagues can continue to do is engage in leadership and that the lead by example is 
not just words, but actions that will fare well for organizations.  
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The space between your eyebrows is called a glabella. 

The way it smells after the rain is called petrichor. 

The plastic or metallic coating at the end of your shoe laces is called an aglet. 

The crying of a new born baby is called a vagitus. 

The prongs of a for are called tines. 

The sheen or light that you see when you close your eyes and press your                                                         

hands on them is called phosphenes. 

The tiny plastic table placed in the middle of a pizza box is called a box tent. 

The day after tomorrow is called overmorrow. 

Your tiny toe or finger is called minimus. 

The wired cage that holds the cork in a bottle of champagne is called an agraffw. 

The ‘na na na’ and ‘la la la’, which don’t really have any meaning                                                              

in the lyrics of any song, are called non-lexical vocables. 

When you combine an exclamation mark with a question mark (like this ?! ),                                                      

it is referred to as an interrobang.  

The space between your nostrils is called columella nasi. 

The armhole in cloths, where the sleeves are sewn, is called armseye. 

The condition of finding it difficult to get out of bed in the morning is called dysania. 

That utterly sick feeling you get after eating or drinking too much is called crapulence. 

The metallic device used to measure your feet at the shoe store is called a Bannock device. 

Did you know these things had names? 
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Y

 
 HOW TO MEasurE  acc uraT  
Ever find yourself using every single measuring cup and spoon in your arsenal? Give           
your dishwasher a break by measuring ingredients directly into your mixing bowl using            
a digital scale. Use the helpful guides to convert weights for your favorite baking ingredients 
and pretty soon you’ll be turning all of your favorite dishes into one-bowl wonders. 
An easy way to better your baking: measure correctly! Measure these common baking          
ingredients by weight (not volume!) for better results and tastier bakes. 
We all know that baking is a science. Every ingredient needs to be measured exactly in order 
for the recipe to turn out just right (though it won’t hurt if you added a few extra chips to a 
chocolate chip recipe). To get the most precise measurements in baking, it’s best to rely on 
weight rather than your classic set of measuring cups for dry ingredients. But exactly how 
many ounces are in a cup? Not all ingredients weigh the same! To find out just how much a 
cup of flour, sugar and other common ingredients weigh, check out the charts below. And be 
sure to invest in a kitchen scale! 
Weighing flour is incredibly important for better baking since it’s the foundation for so many 
desserts. Learn how to measure a cup the right way. 
If you’re baking, chances are your recipe calls for a bit of sugar. Make sure your measurements 
are right for each type of sugar. 
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Gluten Free Strawberry                                             
Blueberry Shortcake                                  

Yield 8 

    2 cups gluten free All Purpose Flour 

    1/4 cup granulated cane sugar 

    2 tsp. baking powder 

    1/2 tsp. baking soda 

    4 Tbs. vegetable or palm oil shortening or coconut oil room       
temperature or butter or vegan butter 

    2 large eggs or egg substitute 

    3/4 cup 6 oz. vanilla yogurt (dairy or non-dairy 

    cinnamon sugar mixture 3 Tbs. sugar + 1/2 tsp cinnamon 

    2 lbs. fresh strawberries 

    1 cup blueberries 

    Whipped cream, vanilla ice cream or, vanilla yogurt    

 Preheat oven to 400° F (static) or 375° F (convection). 

    Whisk together all dry ingredients in a large bowl. Cut shortening into dry ingredients using a pastry cutter 
or two butter knives. Add stirred, cracked eggs and yogurt and stir well with a fork until combined, forming a 
smooth dough that is not dry or sticky. (The dough may also be made using a large food processor or stand 
mixer with flat paddle, but do not over-work the dough). 

    Pat dough out onto a surface dusted with gfJules™ gluten free a drinking glass (note: the sharper the cutter 
though, the higher the rise in the shortcakes, as the edges will not be compressed, and can rise in lovely       
layers). 

    Gather any dough not already cut and press together to re-cut until all dough is used. Place shortcakes onto a 
parchment-lined cookie sheet and lay a small pat of butter or non-dairy substitute on each top (optional) then 
sprinkle with the pre-made cinnamon/sugar mixture. 

    Bake for 8-10 minutes, or just until the tops are lightly browned. Do not over bake! Serve topped with fresh 
blueberries, strawberries, whipped cream, vanilla ice cream, homemade coconut whipped cream or vanilla  
yogurt. 

    Makes approximately 8 shortcakes, depending on thickness and size. 

    Note: if topping with fresh strawberries, it’s best to wash, cap then chop the berries, sprinkle with a          
tablespoon or so of sugar to taste (berries are sweeter at some times of the year than others), then set aside to 
allow the lovely juices to form a syrup that can be drizzled onto the shortcakes when served with the berries. A 
heavenly combination! 
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 Gluten Free Apple Almond                                        
Quinoa Salad                                                                    

serves 8 

Gluten Free  
Chocolate Mousse                                                   

serves 16 

    1 cup uncooked quinoa (rinsed in cold water) 

    1.5 cups water 

    1/4 tsp kosher salt 

    2 large apples , chopped 

    1/2 cup slivered almonds 

    1/3 cup unsweetened shredded coconut 

    1/3 cup raisins 

    1/4 cup pure maple syrup 

    Rinse quinoa in a fine mesh strainer under cold, 
running water. Combine the quinoa, water, and salt in 
a medium saucepan and bring the water to a boil. Once 
boiling, cover with a lid, turn down the heat to low, 
then simmer until all the liquid has been absorbed and 
quinoa is tender, about 15-20 minutes. Transfer to a 
separate bowl and let it cool down to room tempera-
ture. 

    In a large mixing bowl, combine the cooked quinoa, 
chopped apples, almonds, shredded coconut, raisins, 
maple syrup, and a pinch of salt. 

    Give it all a good mix to evenly combine and let it 
cool in the fridge for a couple of hours before serving. 

 

1 cup semisweet chocolate chips (or grated 
semisweet chocolate), only the best 

2 tablespoons instant coffee powder (decaf 
OK) or a little less to taste 

1/4 cup water 

2/3 cup pure cocoa powder 

2/3 cup sugar 

1/4 cup vegetable oil 

2 tablespoon brandy or rum (unflavored     

please) 

1 pound silken tofu, drained 

In a small saucepan, on a very low flame, 
place all but last ingredient, and cook, stir-
ring, until melted. This will take about 2-3 
minutes (Or microwave 2 minutes). Transfer 
the mixture to a food processor, with the 
tofu, and process one full minute, until     
perfectly smooth. Pour the mixture into     6 
to 8 dessert glasses or cups, and refrigerate 
until firm, 2-3 hours. 
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Rioja 
Rioja is as age-worthy as the wines of Bordeaux and Burgundy, yet it flies under the radar compared to its more 
well-known peers. This means that a stellar bottle of age-worthy Rioja can be procured for far less than a       
similarly rated bottle of Bordeaux or Burgundy. Rioja wine takes its name, like many other wines made in the 
Old World, from the Rioja region where it is produced. The Rioja region is landlocked in North Central Spain 
and includes three sub-regions. 

Tempranillo, a red wine grape that’s indigenous to Spain, is the dominant grape in Rioja. 

Rioja wines are split into four classification levels: Genérico, Crianza, Reserva, and Gran Reserva. 

Wines from Rioja can be medium to full-bodied, with high tannins and rich flavors of dark berries, plum,          
tobacco, and herb. 

Wines with a DOCa Rioja designation are made from grapes grown across three different autonomous                 
communities in North Central Spain: La Rioja, Pais Vasco, and Navarra. The source of much confusion, DOCa 
Rioja doesn’t cover La Rioja in its entirety. The vineyards included in the DOCa designation are planted near the 
Ebro River in the northern section of the community, which spans 62 miles. About 69 percent of the grapes 
grown for Rioja DOCa wines are planted south of the Ebro in La Rioja. The remaining vineyards are found north 
of the river and split between the Pais Vasco province of Alava as well as Navarra. 

Rioja is made from a blend of grape varieties, with Tempranillo being the dominant grape. Garnacha is typically 
included in the blend to add some fruitiness; Mazuelo (also known as Cariñena) and Graciano may also be                     
included. 

Wine from Rioja is known for its structure and tannins, similar to Cabernet Sauvignon, but it also has a fruity 
character. This makes it perfect for drinkers who love Cabernet but are also looking for the dominant cherry    
flavor that’s often present in wines made from Pinot Noir. 

The red wines of Rioja are split into four classification levels. Each classification indicates the amount of time the 
wine spent in oak (and in some cases bottle, too) and will be labeled clearly on the bottle. The four classifications 
are: 

    Genérico (previously called Joven): This is a basic form of the wine and guarantees origin and vintage only. 
Genérico wines have no minimum aging requirements and are generally sold within the first or second year after 
harvest. Approximately 40 percent of Rioja wines fall under this category and are very youthful and fruity with 
fresh acidity. 

    Crianza: For a wine to be labeled a Crianza, it must spend a minimum of one year in oak. Following its           
removal from barrel, the wine must spend at least another few months in the bottle before being sold. This level 
of Rioja is widely available on the American market and is incredibly affordable, usually retailing for around $15 
or less. Rioja Crianza is fuller-bodied than Genérico, with notes of red and black fruit, toast, and leather. 

    Reserva: These wines are made using the best grapes of a harvest, and are only produced during years that 
were considered to have enjoyed a good growing season. Rioja Reserva must age for a minimum of three years, 
with at least one of those in oak, and the rest in the bottle. Reserva wines generally show significant signs of    
aging, with subtle fresh fruit characteristics and more dominant notes of cigar box and dried fruit. 

    Gran Reserva: This classification of Rioja is only made in years with exceptional growing seasons, and       
contains the highest quality of grapes from the harvest. Gran Reservas must be aged in oak for at least two years, 
and then spend at least three more years in bottle prior to release. Only two percent of Rioja wines are classified 
as Gran Reserva. 

While Rioja goes well with almost anything, younger wines from the region pair best with savory meats and 
strong cheeses.  

Rioja Crianza or Rioja Reserva, which can show significant secondary or tertiary notes, pair well with a hearty 
vegetable stew or red meat that’s been grilled or braised. 
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A l m o n d s  

The Almond Tree (Prunus amygdalus), a member of the 
Rose Family, is a small bushy deciduous tree native to       
western Asia and North Africa.  The highly prized edible 
nuts are actually the seeds of a plum-like fruit, and as a           
matter of fact the plant is related to plums and peaches.  They 
are cultivated in southern Australia and California, and they 
occupy more farming area in California than any other crop 
except grapes (about 400,000 acres). 

California produces 80% of the world's supply of almonds 
and produced 3.00 billion pounds in 2024, 21% above last 
year’s final production of 2.47 billion pounds. 

It takes more than 1.2 million bee hives to pollinate California's Almond crop (over 550,000 acres). 

Chocolate manufacturers currently use 40 percent of the world's almonds and 20 percent of the world's        
peanuts. 

Historians generally agree that almonds and dates, both mentioned in the Old Testament of the Bible, were 
among the earliest cultivated foods. 

Almonds are one of only two nuts mentioned in the Bible (Genesis 43:11) the other is the pistachio nut. 

Almonds are actually stone fruits related to cherries, plums and peaches. 

Japanese teenagers enjoy snacking on a mixture of dried sardines and slivered almonds.                                 
The world's largest almond factory is in Sacramento, California. It processes 2 million pounds of almonds a 
day. 

It takes 1000 pounds of almonds to make 1 pint of almond oil. 

The Jordan almond is a large plump variety of almond from Malaga, Spain, considered to be the finest         
cultivated almond. The are frequently sold with a hard colored sugar coating, or salted. 

 

Almonds are the most nutrient-dense tree nut. One ounce of almonds (20-25 almonds) contains 160 calories 
and only 1 gram of saturated fat and no cholesterol.  Almonds are also an excellent source of vitamin E and 
magnesium, and a good source of protein and potassium. 

 

The protein in almonds is more like the proteins in human breast milk of all the seeds and nuts, which is why it 
is the choice of the Canadian College of Naturopathic Medicine as the base for its baby formula. 



12 

RAN DOm  STUff   


