
“Different flavor profiles, other than the staple 
items, such as ketchup, mustard and mayonnaise, 
have entered the market for both sauces and dressings,” 
according to Air Force Personnel Center, Directorate of 
Operations food staff. “Chipotle, pesto and flavored 

mayonnaise, just to name a few, are 
becoming popular. These items are 
being added to our catalogs and uti-
lized in new recipes being released 
to the field.”

Dining facilities select condiment 
assortments partly in response to 
service member preferences but also 
in compliance with nutritional ini-
tiatives and movement toward more 
healthful menu options.

Keeping up with the steady 
change in popular cuisines and con-
diment choices requires constant at-
tention. “Condiments are reviewed 
for both the back and front of the 
house on a regular basis and chang-
es are made as different condiments 
become available within industry,” 

Condiments are a popular choice when it comes 
to enhancing the flavor of foods to satisfy a per-
sonal preference, and the options available are 

expanding with the growing influence of international 
cuisines.

  A Dash 
 Of Flavor

Condiment Category Expands Beyond Traditional Favorites

U.S. Marine Corps Sgt. Maj. 
Anthony Sammartino, left, puts a 
condiment on his food as a fellow 

Marine observes.
(PHOTO COURTESY: 

CPL. BRICE D. SPARKS, USMC.)

U.S. Service members and civilians embarked aboard Military Sealift Command 
hospital ship USNS Comfort (T-AH 20) put condiments on barbecue food. 
(PHOTO COURTESY: MASS COMMUNICATION SPECIALIST 2ND CLASS JONATHEN E. DAVIS, USN)
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ment decisions.
“The Air Force follows DoD nutritional guidelines 

and is concerned about higher calories/sodium/fat. 
Because of this we are moving toward low-fat/low-
cal and reduced-sodium condiments as they become 
available,” the Personnel Center food staff wrote. “The 
Air Force is currently purchasing some of these types 
of items and continues to look at new ones as they 
become available.”

Movement toward providing healthful menu op-
tions to the Air Force worldwide menu began as long 
as five years ago. “The majority of salty sauces and 
high-fructose corn syrup items, in addition to high-fat 
items, have already been eliminated,” the Personnel 
Center food staff wrote.

Other factors influencing the condiment assortment 
available to airmen include facility layout and traffic 
volume in the dining facility. “Our larger facilities 
will use more bulk dispensing units versus individual 
servings used in our smaller activities or carryout loca-
tions,” the Personnel Center food staff wrote.

according to the Personnel Center food staff. 
“The Air Force is starting to look at differ-
ent flavor profiles of sauces and spices to 
enhance products offered to our customers 
and create new menu options to keep up 
with industry standards.”

Flavor preferences also vary geographi-
cally. The Air Force uses newly popular 
condiments, such as chipotle, pesto, fla-
vored mayonnaise and various salsas in the 
majority of its locations, but customers in 
some regions use more hot sauce and salsa 
than others.

CONDIMENT CHOICES
When choosing the condiment assort-

ment available in dining facilities, the Air 
Force makes its selections based on a com-
bination of customer preference, the way 
they complement the entrées and how they 
perform in recipe preparation.

Branded items are an important consider-
ation of the condiment assortment, mostly 
in response to the preferences of airmen. 
“Today’s airmen identify with packaging 
and labeling and want to see the name-
brand products they see being advertised to 
the general public,” the Personnel Center 
food staff wrote. “Our customers request 
brands at many of our locations and we try 
to accommodate them as much as possible 
when products become available.”

Decisions about condiments used in the 
back of the house for meal preparation rest with the 
dining facility staff. “Decision for the back of the house 
is a joint decision between the dining facility manager 
and the foodservice workers,” the Personnel Center 
food staff wrote. “The final determination is made 
between the dining facility managers and approved 
by AFPC/SVOFA prior to the items being added to the 
Air Force catalog to allow the activity to purchase.”

In the kitchen, condiments often are listed as an 
ingredient in meal recipes. In this case, however, there 
is less emphasis on branded items for condiments used 
in the kitchen for food preparation. “Generic and 
private-label products are used as long as the generic 
product meets the quality and consistency of a branded 
product,” according to the Personnel Center food staff. 
“Our foodservice specialists let us know when they 
receive poor quality products.”

Nutritional initiatives being implemented by the Air 
Force and throughout the military that guide service 
members toward making dietary choices for better 
health and fitness are having an influence on condi-

Condiments
Class share of Dollar CoNUs oCoNUs
 Category VolUme PerCeNt PerCeNt

Bacon Bits (Imitation/Real) 4.77%  $1,478,842  45.42% 54.58%
Chili Sauce 0.08%  $25,388  73.20% 26.80%
Cocktail Sauce 2.73%  $844,146  12.67% 87.33%
Dips 0.08%  $25,388  15.64% 84.36%
Horseradish 0.77%  $238,011  19.43% 80.57%
Hot Sauce 11.35%  $3,516,216  33.05% 66.95%
Ketchup 14.60%  $4,522,209  63.38% 36.62%
Maraschino Cherries 3.59%  $1,110,718  15.17% 84.83%
Mayonnaise 8.79%  $2,722,846  49.77% 50.23%
Mustard 3.49%  $1,082,157  38.73% 61.27%
Olives 1.96%  $606,135  89.43% 10.57%
Pickles 8.96%  $2,776,795  30.30% 69.70%
Relishes 2.31%  $714,033  37.50% 62.50%
Salsa 14.68%  $4,547,597  21.72% 78.28%
Soy Sauce 6.15%  $1,904,088  36.76% 63.24%
Sugar 4.18%  $1,294,780  82.47% 17.53%
Sugar Substitutes-Condiments 0.08%  $25,388  60.76% 39.24%
Syrup, Maple 5.63%  $1,745,414  69.19% 30.81%
Syrup, Pancake 0.26%  $79,337  86.45% 13.55%
Taco Sauce 0.08%  $25,388  41.31% 58.69%
Tartar Sauce 0.34%  $104,725  55.97% 44.03%
Vinegar 2.05%  $634,696  36.45% 63.55%
Worcestershire Sauce 3.07%  $952,044  27.85% 72.15%

Total Condiments: .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .$30,976,340
Share of DLA Troop Support Total Prime Vendor Subsistence Sales:   .  .  .  .  .  .  .  .  .  .  .  .  0.98%

New items available in the condiments category are: chili sauce, dips, sugar substitutes/condiments.  The popularity of ethnic cuisine propels 
salsa to the top spot on sales of $4.5 million (14.68 percent), followed by ketchup in second with $4.5 million in sales (14.60 percent).
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service members toward dietary choices for better health 
and fitness. It represents 0.08 percent of category sales.

Condiments falls in the middle when ranking the 
35 categories according to dollar volume for subsis-
tence sales and foodservice operating supplies obtained 
through prime vendors as well as contracting efforts 
outside the Subsistence Prime Vendor program.

Sales in 2011 totaled $30.98 million and represents 
0.98 percent of total prime vendor subsistence sales, 
according to recent DLA Troop Support data.

Growing diversity and popularity of condiments 
in the military mirrors the same trend in the general 
population. Sauces, dressings and condiment retail sales 
reached $2.8 billion in 2011, up 3 percent from the 
previous year, driven by demand for interesting flavors 
and more healthful choices, according to research by 
the U.S. Department of Agriculture.

A sign of the diversity of options available is that the 
many countries considered major sauce and condiment 
producers include the United States, Italy, Germany, 
Japan, the United Kingdom and China/Hong Kong.

A sign of the options available and expanding influ-
ence of international cuisines is that while the United 
States is a net exporter of sauces and condiments, 
imports are growing. U.S. exports as a share of global 
sauce and condiment trade have decreased slightly to 
13 percent in 2004 from 16 percent three years earlier, 
while imports increased to 13 percent in 2004 from 12 
percent in 1999. according to recent research available 
from the U.S. Department of Agriculture.

Tomato ketchup, mustard, tartar and barbecue are 
common, popular varieties of condiments while may-
onnaise and salad dressings are familiar types of sauces. 

International influences, however, are raising the 
popularity of ethnic cuisine and expanding the types 
of condiments and sauces. Spicy, yet flavorful, combi-
nations are becoming more popular as interest grows 
in more robust tastes. Also, more alternative varieties 
of sauces and dressings are available, such as dried 
tomatoes, cinnamon, lemon grass, sesame or vanilla.

Increasing health consciousness is having an influ-
ence as well. Low-fat mayonnaise and salad dressings 
compete with traditional varieties. Organic and dietary 
condiment and sauce options also are joining the mix.

Further diversifying the variety available is that 
condiments are targeting niche areas, such as mayon-
naise, soy sauce and salad dressings with unique ingre-
dient combinations to achieve lower salt, fat or sugar. 
 —GFS

The Air Force features condiments in various loca-
tions throughout dining facilities depending on the 
layout. Often, condiments are placed in a location 
that is convenient to the item on which it will be 
used by airmen. “Dressings for salads and toppings for 
breakfast and various food bars will be located within 
close proximity to the entrées they accompany,” the 
Personnel Center food staff wrote.

Condiments are versatile. Most of the assortment 
is available to airmen in dining facilities throughout 
the day to complement entrées being served. “A few 
condiments, such as syrup, brown sugar and fruit top-
pings, would only be used for breakfast to complement 
breakfast items, such as oatmeal and pancakes,” the 
Personnel Center food staff wrote.

FLAVOR PROFILE
With the assortment of options available to enhance 

the flavor of foods growing, the condiment category is 
expanding beyond the traditional favorites ketchup, 
mustard, mayonnaise, steak sauce and hot sauce.

Generally, a condiment is any sauce or spice used 
to prepare and create a flavor profile for food entrées 
during preparation or complement the entrée once it 
is made and served.

Certain condiments are selected for the menu items 
they complement; for example, tartar and cocktail 
sauce for seafood items and salsa for Mexican items.

Condiments is one of 35 categories making up 
Subsistence Prime Vendor sales by dollar volume as 
measured by Defense Logistics Agency (DLA) Troop 
Support.

Within it are 23 segments of unique food season-
ings that service members can use in small amounts 
to custom-adjust the flavor of their meals to taste.

This category ranges from traditional favorites, 
such as ketchup, mustard and mayonnaise, to more 
sophisticated taste choices like hot sauce and Worces-
tershire sauce.

Emerging toppings, meanwhile, that reflect the 
trend toward and growing popularity of ethnic cuisine 
include salsa and chile sauce, which is a new segment 
introduced to the condiment category for 2011.

Salsa ranks atop the condiments category with 14.68 
percent of sales, slightly ahead of second-place ketchup, 
which has 14.6 percent of sales. Hot Sauce ranks third 
with 11.35 percent of sales in the category.

The addition in 2011 of Sugar Substitutes/Condi-
ments also reflects the trend in the military of guiding 
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