Week of November 23, 2009

Market News, See What's Cropped Up!

The transition between growing regions in Califor-
nia, this year has been particularly dreadful.
Weather and water have proven to be a knock out
punch for quality, availability and prices. All of
these factors will take some time to recover. The
Romaine situation is unpleasant at best. The prod-
uct is looking rough. Romaine Hearts are also
looking pretty rough. This situation is not going to
change for a few weeks. Growers are passing over
fields because of the severity of the problems which
is causing high prices and limited availability. This
is an industry wide problem which means everyone
is experiencing the same thing no matter where
you go. Red Leaf, Green Leaf, Boston, Parsley and
several other row crops are experiencing the same
thing. The majority of lettuces that compose
Spring Mix are in jeopardy. The fields have had
major growing issues which are affecting shelf life
big time. Product is not holding up at all which
means what comes in looks good for one day and
looks bad tomorrow. This is what we are experienc-
ing right now and when you add in the hold and
test procedures that growers are now using, your
shelf life is a big issue. The same scenario is true
with all baby lettuces like Lolla Rossa, Red Oak,
Baby Green Romaine, etc. There will be more
items like Frissee which will appear on the list
soon. Tomatoes have gone crazy as well and unfor-
tunately caught everyone off guard. Florida produc-
tion is way down. Mexico is not ready and Califor-
nia has very light production as well. So, you have
the perfect set up for high, and I mean very high,
prices for about two to three weeks. Prices have

jumped up ten to fifteen dollars in one day. And
yes growers can and will do that. Most, if not all,
the growers have invoked Act of God Clauses in
their contracts so most likely everyone will see their
prices rise next week. I hope the situation gets bet-
ter soon or it will make for an ugly holiday season.
Peppers are still high on all colors: Green, Red
and Yellow. Holland product is back in a limited
way. They are still not letting some Holland Prod-
ucts into the United States and that is mostly on
the Pepper Side. Beans are also high, Corn is
steady, and Eggplant is steady although Baby Egg-
plants are tight. Cucumbers are steady, and Eng-
lish are going down. Green Onions are steady. Red
Onions are the same and so is Yellow. Spinach is
up in price on all packs. Zucchini and Yellow
Squash are steady. The Grape situation is getting
crazy as well. We are getting ready to get into the
Chilean season so until it gets rolling you can plan
on things being a bit wacky. Prices for Green
Grapes are going through the roof and the Reds
are right behind them. Both are much, much
higher for next week. The Strawberry market con-
tinues with the major supply issues of short shelf
life, bruising, white shoulders and in general weak
berries. More rain hit the growing regions this past
week so we can expect to see more issues. Raspber-
ries are going up. Blackberries are in good supply
again and prices are lower. Blueberries are back
and the price has gone down. Citrus season is
finally opening up! Satsuma Mandarins, Honey
Tangerines, and at last Kumgquats!

So, what’s available that’s different?

ALOE LEAF

DRAGON FRUIT

PUMMELOS

PURPLE SNOW PEAS
OKINAWA SWEET POTATOLES
GHOST PEPPERS

PUNTARELLA

LONGAN

BUDDHA HAND
CHANTERELLE MUSHROOMS
BLUE FOOT MUSHROOMS
HEDGE HOG MUSHROOMS
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Seasonal Sensations
Texas Pecans

Texas “Early” Oranges

Texas Ruby Red
Grapefruit

Texas Basil

In the Spotlight

Blue Foot Mushrooms

A favorite of gourmet
chefs, blue foot mush-
rooms produce a pur-
plish-blue wavy cap.
The stem may appear to
be fluorescent purple
and thickens toward the
base. Usually one and
one-half inches to two
and one-half inches
across, most are lilac-
bluish but some may be
cream to buff to brown

except for the stem
which is consistently
blue. Strong flavored,

this firm fleshy mush-
room requires cooking
to be edible.




Five dining predictions for 2010

Nations’ Restaurant News,

Mark Brandau - CHICAGO (Nov. 20,
2009) Just as many households can
expect to rebalance their finances or
lifestyle expectations in 2010, the restau-
rant industry can expect to get back to
basics as it recovers from a tumultuous
2009, according to research firm Mintel.

The menu trends analysts at Mintel
outlined five projections for industry
trends in 2010, and the unifying theme
is a renewed focus on quality after a year
preoccupied mostly with cost and how-
low-can-you-go value deals.

“Restaurants are redefining ‘value’ on
the menu, moving away from the cost
savings that were so important earlier
this year to incorporate high-quality
ingredients, classic flavor combinations
and authentic, old-fashioned prepara-
tions,” said Maria Caranfa, a registered
dietician and senior analyst for Mintel.
“In 2010, we expect menus to go back to
the basic roots of good food and drink.”

Mintel identified the following upcom-
ing trends:

Classically simple

As Mintel put it, over the past year chefs
have discovered that “simple sells.”
Industry watchers can expect a greater
emphasis on simple ingredients and
preparations and classic food combina-
tions. Nowhere is that more evident
than the white-hot better-burger move-
ment in quick service and fast casual,
where Five Guys Burgers and Fries,
Smashburger, The Counter, The Habit
and many more brands vie for suprem-
acy of that American holy trinity: bur-
gers, fries and shakes.

In recent months, McDonald’s,
Wendy’s and Denny’s have all rolled out
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their own versions of premium ham-
burgers, not only to compete with
trendy brands like Five Guys, but also to
hang onto customers that may have
traded down from casual dining and
upscale independents during the reces-
sion.

On the other hand, Ruby Tuesday
recently moved to position itself in a
more upscale-casual segment of the
industry with its upgraded decor and
expanded menu. While the chain is
trying to increase its average check by
selling more big-ticket items like lobster
and seafood pastas, it also is hoping to
show that quality and value aren’t mutu-
ally exclusive. Its bar program is offering
signature cocktails and well drinks for
$5, but the liquor used will remain
premium brands like Bacardi, Beefeater
and Jim Beam.

Restaurant-grown

Customers still will seek out menus
loaded with “rustic” food made from
locally sourced ingredients, including
some foods picked from on-site restau-
rant gardens, Mintel predicts. As more
chefs are recognized for a commitment
to growing much of their own ingredi-
ents or procuring them from local
sources — Chicago’s Rick Bayless and
Seattle’s Jerry Traunfeld spring to mind
— more restaurants will look to differen-
tiate themselves in this way, the research
firm said.

Not that the trend would be exclusive to
chef-driven independent restaurants.
Quick-service chain Burgerville already
has garnered increased guest counts and
sales with a seasonal-ingredient limited-
time offer that changes every month.
The 39-unit brand is showcasing local
cranberries for the month of November,

including a turkey burger with cranberry
and jalapeno salsa, sweet-cranberry
bourbon baked beans, and a cranberry-
walnut tart for dessert.

Dining out ... in

As guests cut back on actual visits to
restaurants, some brands are branching
out beyond breakneck unit growth and
developing more online-ordering plat-
forms or making inroads into retail
sales, Mintel pointed out.

Innovations in ordering are everywhere
in the pizza segment. Pizza Hut recently
won two awards from the Mobile Mar-
keting Association for its smart-phone
application, which it said accounted for
$1 million in sales this past year. Com-
petitor Domino’s chose not to develop a
smart-phone app, opting instead to
build optimized mobile-ordering plat-
forms for the Apple iPhone, Palm Pre
and Blackberry.

Meanwhile, grocery store shelves are
becoming more crowded with restaurant
companies’ branded items. While celeb-
rity chef Wolfgang Puck, California
Pizza Kitchen and T.G.I. Friday’s have
been in the space for a while, brands
such as Starbucks, Jamba Juice, Benni-
gan’s and P.F. Chang’s have debuted

new retail products over the past year.
Inherent health

According to Mintel research, neatly
nine in 10 Americans think it’s impor-
tant to eat healthful meals, but 63 per-
cent say that’s very difficult to accom-
plish in restaurants because of a lack of
healthful items.

But many chain restaurants have been at
this trend for a while, as calls for legisla-
tion requiring the display of nutritional
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information or the reduction of sodium
levels in restaurant food have necessi-
tated innovation. Recent examples of
more healthful menu initiatives include
Dunkin’ Donuts’ DDSmart line, Star-
bucks’ move away from high-fructose
corn syrup and KFC’s introduction of
Kentucky Grilled Chicken.

In addition, Romano’s Macaroni Grill
continues to introduce more healthful
entrees in its ongoing menu makeover.
For example, a reformulated recipe for
the chain's scallops and spinach salad
contains 420 calories, and a new Lamb
Spiedini dish coming out next week
contains 505 calories.

Regional ethnic

Mintel noted that four in five Ameri-
cans said they had eaten ethnic food at a
restaurant in July. The research firm
projected that, because cuisine types like
Chinese, Mexican and Italian have
become so mainstream, “it’s time to dig
deeper” and feature the staple foods of
specific regions, from Tuscany in Italy to
North Carolina-style barbecue.

Italian dinnerhouse chain Il Fornaio has
integrated the tour of different regional
cuisines into its successful, long-running
loyalty program, Festa Regionale. The
Corte Madera, Calif.-based chain gives
its guests a “Passaporto” in the mail and
invites them to have the paper passport
stamped each time they eat from a
monthly rotating menu featuring cuisine
from a different Italian region. In De-
cember, Il Fornaio will showcase the
food and wine of Sicily.

In addition to its Chicago headquarters,
Mintel has offices in New York, Lon-
don, Tokyo, Shanghai, China, and
Sydney, Australia.
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12:00 pm

Friday, December 25
Christmas Day, closed

Thursday, December 24
Customer Service closing at

3533

Saturday, December 26
Normal business hours

Wednesday, November 25
Customer Service closing
at 12:00 pm

Thursday, November 26
Thanksgiving, closed

Friday, November 27-
Normal business hours

Thursday, December 31
Customer Service closing
at 5:00 pm

Friday, January 1
New Year’s Day, closed

Saturday, January 2-
Normal business hours
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