
Whether simply adding a dash of salt to 
bring out the fl avor of food or a spritz of 
hot sauce to gain some tang, service mem-

bers cannot resist customizing meals to suit their 
own taste; and both belong to the extensive family 
of condiments widely available in military dining fa-
cilities for personalizing daily menu choices.

Condiments can be spices, sauces, spreads, syr-
ups, dips and dressings, but most important is that 
serving areas feature the name brands that are famil-
iar to service members.

“Branded condiment items are important to our 
airmen,” said George Miller, chief of operations, Air 
Force Food and Beverage Division, Air Force Services 
Agency. “Customers eat with their eyes. Our airmen 
identify with packaging and labeling, and want to 
see the products they see being advertised to the 
general public.”

The “condiment line,” as the Air Force calls its as-
sortment, is provided daily to allow airmen to adjust 
the fl avor of foods. 

Customer preference is a strong infl uence on the 

condiment selection available to airmen, particular-
ly refl ecting regional preferences, such as preferences 
for hot sauces or salsas. “We are always taking re-
quests by airman to review new products in our din-
ing facilities,” Miller said. “Different fl avor profi les 
other than the staple ketchup, mustard and mayon-
naise have entered the market for both sauces and 
dressings. Chipotle, pesto and other fl avored may-
onnaises are becoming popular. These items are be-
ing added to our catalogs and utilized in some of our 
new recipes being released to the fi eld.”

Individual installations review the serving line 
set-up to determine appropriate condiments for each 
meal period. The condiment line may change with 
each daypart, e.g., fl avored syrups and butters are 
added to the breakfast line, while mayonnaise, mus-
tard and ketchup are a part of the lunch and dinner 
menus.

Facility managers ensure that condiments are 
available for airmen at various locations through-
out the dining facility. The layouts of facilities and 
customer counts determine the location of the con-

By BARRY LOBERFELD
Associate Editor

Savor theFlavors
Condiments Help Meals to Pass the Personal Taste Test

Military dining facilities use an 
extensive family of condiments 
to enhance the fl avor of meals.

FOOD FOCUS: CONDIMENTS

GOVERNMENT FOOD SERVICE • MARCH 2012



diments. Dressings for salads are 
located either in the salad bar or in 
close proximity to it. Toppings for 
breakfast and other food bars are lo-
cated near the items they commonly 
complement.

Ultimately, the condiment assort-
ment made available to service mem-
bers is coordinated by the Air Force, 
which catalogs the majority of the 
items that all locations can be select 
for use. 

In the back of the house, however, 
the Air Force goes with generic, or 
“private label,” alternatives to brand names. “There 
is not as much emphasis put on branded items for 
condiments used in the kitchen for food preparation 
as long as the generic product meets the quality and 
consistency of a branded product,” explained Miller. 
“Our foodservice specialists let us know when they 
receive poor quality products.”

NUTRITIONAL CONSIDERATIONS
Condiments are regularly reviewed to ensure 

availability of fl avor variety and for nutritional re-
quirements.

“The Air Force is concerned about higher calories, 
sodium and fat,” Miller acknowledged. “Because of 
this, we are moving toward low-calorie, reduced-
sodium and low-fat items as they become available. 
Some examples are reduced-sodium salad dressings 
and ‘lite’ mayonnaises.”

Most of the very salty sauces, high-fructose corn 
syrup products and high-fat items have already been 
eliminated. This was accomplished over the past 
fi ve years as part of the Air Force’s effort to provide 
healthier menu options on its worldwide menu.

Back-of-the-house condiment products are also 
reviewed. The Air Force is looking at different sauces 
available within industry to increase the variety of 
the menu entrées by providing different fl avor pro-
fi les.

SUPPLIERS
Heinz markets a full spectrum of condiments to the 

military.
“We introduced fi ve back-of-the-house specialty 

sauces this year,” said Robert J. Ripp, Foodservice 
Military Consultant, H.J. Heinz Co. “They are Lea & 
Perrins Signature Steak Sauce, Sweet & Spicy Garlic 
Chili Sauce, Buffalo Wing, Honey BBQ, and Heinz 57 
in 2/1 gallon cases for recipe cooking.”

The company’s all-natural Simply Heinz condi-
ment line has been selected by several instillations 

for use. “Simply Heinz portion-control products were 
designed with healthier options in mind,” said Ripp. 
“These products are natural sugar and lower-sodium 
products. We also offer reduced-fat and fat-free op-
tions of popular dressing fl avors, as well as reduced- or 
sugar-free options of syrups and jelly. These options 
are gaining wider use.”

Ripp said that the popularity of ethnic-fl avor con-
diments continues to grow in the military, as higher 
heat- and spice-level products are used as everyday 
meal enhancements across a wide range of host foods.

ConAgra Foodservice supplies the military with a 
wide range of brand-name products, including Hunt’s 
ketchup and Gulden’s mustard. “We changed our 
ketchup formula, taking out the high-fructose corn 
syrup,” said Scot Evans, director of military sales, 
ConAgra Foodservice.

Custom Culinary Inc. markets sauce and gravy 
mixes to the foodservice industry, including the mil-
itary. “These products are used back-of-the-house or 
for line feeding, along with hot proteins and other 
center-of-the-plate selections,” said Mike Rapaport, 
senior manager, brand marketing, Custom Culinary.

“The military is very interested in low-sodium 
products, and in fact for Middle Eastern theaters, 
has moved to products that meet the FDA [Food and 
Drug Administration] standard of identity for low 
sodium: 140 milligrams or less per serving,” Rapa-
port said.

Sugar Foods Corporation, a privately-held com-
pany, is a major source in foodservice channels for 
sweeteners. Also, its N’JOY brand offers such condi-
ments as grated Parmesan cheese, crushed red pep-
per, bacon bits, salt and pepper.

Its zero-calorie sweeteners are sold as both brand 
names (e.g., Sweet ‘N Low, which is listed with the 
Defense Logistics Agency) and generics; sometimes a 
prime vendor will have its name on a product.

They also supply molasses-fl avored turbinado 
sugar and evaporated cane juice.
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senior corporate account manager, Land O’Lakes. 
“Land O’Lakes portion-control products are placed 
on the table in the dining area where military per-
sonnel can actively interact with the Land O’Lakes 
brand.”

Land O’ Lakes maintains a wide focus on the mar-
ket, including its Fanfare, La Chedda and Alfredo 
sauces.

“The overall foodservice industry is beginning to 
put greater focus on health and wellness, including 
‘better for you’ products focused on lower sodium 
and calorie content,” Helm said. “We expect these 
trends to eventually migrate into the military.”

Tobasco brand adds to its diverse assortment of 
hot-sauce fl avors. “Our newest fl avor was recently in-
troduced to the military worldwide and was so well 
received it is currently being catalogued for orders 
for Army Central Command,”  said Tony Panichelli, 
foodservice sales manager — northeast region, McIl-
henny Company. “Tabasco-brand Buffalo Style Hot 
Sauce adds authentic Buffalo fl avor to hot wings, but 
is so versatile, we encourage adding it to so much 
more than wings, such as sandwiches, BBQ, pizza, 
and burgers.”

In addition, Tabasco complies with the demand 
for healthier choices for military troops. “Our prod-
uct contains no calories, carbs, saturated or trans 
fats, additives, or preservatives. Tabasco sauce con-
tains only a small amount of salt — less than 2 per-
cent per recommended daily intake,” Panichelli said.

—GFS

ANY DAYPART
TW Garner Food Company produces a variety of 

items for use by the military, including Texas Pete 
hot sauces, Texas Pete wing sauces and Green Moun-
tain Gringo salsa. 

“We offer a multitude of fl avors and sizes to please 
every palate,” said Steve DeCorte, general manager, 
sales, TW Garner. “We also offer a new Texas Pete 
Hot Sauce Variety Pack that was developed exclu-
sively for U.S. military business.”

Both the hot and wing sauces are often utilized 
in the one-gallon size in back-of-the-house applica-
tions for large meal preparations.

The J.M. Smucker Company produces condiments 
for both the front and back of the house. Its newest 
offering for the latter is the Crisco Professional line’s 
100 percent Extra Virgin Olive Oil Pan Release Spray.

“It combines the quality that you expect from 
Smucker’s with the equity of the Crisco brand,” said 
Steven Ross, director of sales, East Division, Smucker.

This Crisco Professional product is made with a 
100 percent extra virgin olive oil formulation.

Smucker’s full line of distinctive portion-control 
(i.e., 1/2 ounce) fruit spreads and syrups are well 
known to the front of the house, especially at break-
fast. That shelf-stable line now includes sugar-free 
alternatives.

Land O’Lakes offers a line of sauce and spread 
products that are sold to military operators. “Our 
sauce products are actually used as ingredients in a 
vast variety of menu offerings,” said Michael Helm, 

Popular fl avor profi les are being 
used in addition to traditional 

ketchup and mayonnaise.
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