




Hello fellow Marketing Communicator
foodies, and welcome to new section
members who may have joined since our
last newsletter! 

First, I want thank those of you who
joined us at the section meeting in Denver
at IACP’s annual Conference. At the
meeting, co-chair Allison Beadle shared the
findings of the informal survey we sent to

you prior to the conference. The two resources that you most value as
part of your section membership are The Hungry Mind newsletter
and teleforums. 

Hats off to our 2008 co-editors Marsha Dillon and Sarah Wurth as
well as to Kathryn Newton for her continued collaboration. And, a big
welcome to Mora Thompson, who joins Marsha to co-edit the
newsletter.  Special thanks to John and Laura Janik for production of
the newsletter each and every quarter. Feedback from the survey
indicates you are interested in more articles about trends and this
issue hits on one of the hottest trends right now: Fast Casual:
changing the way America eats.

“Bring back the teleforums!” is something we heard a lot, and we
admit that our teleforum program has been thin over the past year.

That is why we’re excited to share that Judith Dern is now heading up
the teleforum series and is currently looking for volunteers. If you are
interested in working with Judith to plan future teleforums or have a
topic and speaker you’d like to recommend, please e-mail me
(kim.bedwell@fleishman.com).

We also asked what we can do to help enhance the value of your
section membership, and many people suggested more local
networking events. This may take some more planning, but we are
putting some thought into it and will report
back in future The Hungry Mind issues.

Finally, thank you to Allison
Beadle, Ed Hoffman and Judy
Rowcliffe for a fantastic section
forum, “Sustainability in a
Mainstream World” at the
Conference. If you would like to help
plan next year’s section forum, please
e-mail Allison Beadle
(allison.beadle@fleishman.com) or me,
and we’ll add to you to the forum
planning team as we begin to focus on
the annual Conference in Portland.
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“FAST CASUAL” continued from Page 1

diners have always enjoyed elements of both
quick and full service, but as fast casual
continues to refine its own best practices, it
mirrors the best of quick service and casual
dining.

Fast casual concepts typically use a
limited-service model where patrons
generally order and pay before
eating. Food and drink may be
consumed on premises, taken
out or delivered to customers’
locations. The service speed is
typically 8 to 15 minutes for
made-to-order quality. While
full table service is not offered,
conveniences like non-plastic
utensils and plates are
common. Service speeds are
continually increasing and fast casuals like
Panera Bread and Zaxby’s recently have
introduced drive-through options.

Companies are tweaking their service
models and changing decors to be more
competitive, not just against others in the
segment, but also against fast casual.
Denver-based Vicorp Inc. is testing a fast
casual variant of its 146-unit Bakers Square
concept. Other full-service chains such as
Denny’s are testing a fast casual concept,
called Denny's Fresh Express, as a separate
area store-within-a-store concept.
Where Fast Casual Is Headed

Today, experience and quality is
paramount to consumers. In a recent
consumer survey, respondents said they are
eating at fast casual restaurants two and half

times more frequently than at fast food on a
weekly basis. The study also showed that the
two most powerful buying demographics,
35-49 year olds and 50-62 year olds, visit fast
casual restaurants more often than any
other restaurant type. Shifting cultural and
economic conditions will set the pace for

fast casual to become the next
phenomenon in the restaurant
industry.

Limited-service restaurants
can no longer deliver on just
speed. Darren Tristano, exec-
u t i v e  v i c e  p r e s i d e n t  o f
Technomic Information Services,
pointed to Panera Bread’s
testing of drive-through as a
potentially monumental shift in

how the segment leader addresses
convenience.

“When you have Denny’s and IHOP
testing it, that should tell you something,”
he began. Reaching for an edge over their
competitors, fast casual operators know that
shorter transaction times are always
appreciated by customers. “It’s always about
convenience, whether that’s a drive-through
window, call-ahead phone ordering, or
better parking. People know what they like,
and they’ve shown what they’re comfortable
spending. But they’ll always lean toward the
restaurant that can do things faster.”

Linda Duke is CEO of Duke Marketing
(www.dukemarketing.com) and a board
member of the Fast Casual Alliance
(www.fastcasualalliance.com).

Fast Casual Profile
• Limited-service or self-service

format
• Average check between $7 and

$15
• Made-to-order food with more

complex flavors than fast food
restaurants

• Upscale or highly developed
décor

• Most fast-casual chains have
under 200 to 300 locations

Source:  Technomic

Fast Casual Facts
• Fast casual restaurants will

generate roughly $19 billion
in sales in 2009

• The fast casual segment grew
10.5% in 2008

• The Top 100 chains generated
approximately $6.6 billion in
sales in 2007

• The top three chains ranked
by sales are Panera Bread,
Panda Express and Chipotle

• Among the Top 500
restaurant chains in 2007, 55
were fast casuals

Source:  Technomic
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entire production process. The bottle’s label
must indicate the certifying agency.

Organic also carries the USDA organic seal
and indicates the wine has 95 percent
organically grown ingredients (the other 5
percent must not be available organically). The
certifying agency must be listed on the label.

You may see the term Made with Organic
Grapes or Made with Organic Ingredients on
a wine label. For winemakers committed to
organic farming but not ready to abandon
sulfites, the USDA allows the label to state
“made with organic grapes.” The farming
practices and the winery are certified
organic, but the finished wine may have a
small but regulated amount of sulfites. This
wine contains at least 70 percent organic
ingredients.

The word Biodynamic comes from Greek
words meaning life and energy. Biodynamic
winemaking is much more than an
agricultural practice. It is a holistic world
view that impacts the practice of
winemaking in many different ways. Its
roots are in the spiritual philosophy of
Austrian Rudolf Steiner and are taken from
a series of lectures he gave in 1924. After
Steiner’s work, biodynamics was further
developed by several agricultural
organizations that were founded to promote
and perfect the method. 

Organic and biodynamic winemaking
share many of the same attributes, although
biodynamic wines do not have to be certified
organic. In many ways, biodynamic is
organic taken to a higher level — timing
vineyard procedures with phases of the
moon and cosmic rhythms, using special
preparations to enhance the life of the soil

and generally working hard to make the
vineyard a self-contained organism. 

Although more vineyards are moving
towards biodynamics, one roadblock is the
cost of transitioning from conventional or
organic farming to biodynamics. The non-
profit organization Demeter, which certifies
biodynamic farms in the United States,
announces on their website that their
membership has tripled in the last three
years. And this trend is certain to continue
because many global wineries are starting to
use biodynamic winemaking practices.

As confusing as the different ways of
understanding the “greenness” of wine can
be,  the good news is that there is a growing
group of winemakers who believe in making
good wine while respecting the envi-
ronment. Plus, good wine does not have to
mean expensive wine — many natural,
sustainable, organic and biodynamic wines
are an excellent value and put many
conventional bottles to shame.

We’re all looking for a roadmap to make
wine drinking and buying easier. Ultimately,
the most important thing you can do to
enhance your wine understanding is to
educate yourself about what is available,
learn what kinds of wine you like by tasting,
and know enough to be able to identify those
wines for your purchase. With this
knowledge in hand, you are well equipped to
enjoy an eco-friendly wine experience.

Nancy Waldeck is passionate about
eating better, living well and having fun.
She holds the advanced certificate from
London's Wine and Spirits Education Trust
and offers classes that celebrate good food
and wine. You can find out more at
www.tasteandsavor.com.

WINES” continued from Page 1

notice. Note an honor you received. Tell
what’s of value on your website. Link to an
article you wrote. Post where you’re
traveling. And start building
your own list of contacts.

The beautiful thing
about social
marketing is, if
you do too much,
or do it in an
inappropriate
way, you learn
the hard way.
Nobody is
censoring. Other
members (like
me) simply
change OUR
choices and decide
how much, or how
little, we want to hear
from others. Sweet.

Action steps: 
1. Go to www.LinkedIn.com and join.
2. Search for the group International

Association of Culinary Professionals
and/or Public Relations Society of

America.
3. Request to join.

4. Your name will be
added by the Manager

soon thereafter.
See you there.

Patti Londre is
president of The
Londre Company
Public Relations in

LA, a recent session
presenter on the

subject of “Bootstrap
Online Marketing for the

Internet Impaired” at Denver
conference, and Manager of the

IACP LinkedIn Group.

“LINKED-IN” continued from Page 2

http://www.eces.com
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