
military are useful and can help 
Kraft to develop and become 
more competitive.

Kraft is committed to recruit-
ing more service members pre-
paring to leave the military, and 
has set up a website www.kraft-
careers/military. In the last two 
years Kraft increased the percent 
of veterans it hires annually from 
3 percent in 2012 to 5 percent 
in 2013, and set a goal of 10 
percent for 2014.

“You already have the skills,” 
said Tim Corrigan, veteran em-
ployment outreach, Kraft Foods 
Group. “We need people who 
can motivate other people. We 
need people who can accomplish 
the mission.”

TRAINING PROGRAM
The training program, de-

veloped by Kraft Foods Group 
in cooperation with U.S. Air 
Force Chief Master Sgt. Edward 

I. Walden Sr., Art Myers of the NRA Military Foun-
dation (NRAMF) and the National Restaurant Asso-
ciation (NRA), was introduced this year during the 
NRA’s Restaurant, Hotel-Motel Show.

Educational programming during the morning 
segment of the event continued with a briefing on 
the Healthy Base Initiative followed by three in-
structional sessions: Nutrition, Customer Service and 

Culinary specialists learned 
how the foodservice and 

other skills they developed while 
in the military are a launching 
pad for a professional career as 
a civilian when the time comes 
to leave the service.

Everything learned in the 
military, from the motivation 
to complete a job to the knowl-
edge acquired working in food 
service, is applicable, and gives 
a competitive advantage com-
pared with those who do not 
have similar training.

Nearly 100 culinary special-
ists and foodservice manag-
ers selected to participate in a 
daylong training program were 
encouraged to consider career 
opportunities they might not 
realize are available.

Held at Kraft Foods Group 
headquarters campus in North-
field, Ill., near the National 
Restaurant Association (NRA) 
Restaurant, Hotel-Motel Show in Chicago, Ill., the 
Saturday morning training program began with a 
welcoming session in which the service members 
learned about the company and what it looks for 
in hiring.

“We believe in your background,” said Howard 
Friedman, president, Kraft Foods Walmart sales, Kraft 
Foods Group, adding that the skills learned in the 

GOVERNMENT FOOD SERVICE • JULY 2014

TRAINING WRAP-UP

Putting a
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Military
Background

The daylong training program stressed that 
experience gained in the military can launch 

a professional career as a civilian.

Daylong Training 
Program Promotes 

Career Options 
and Skill Sets

The culinary specialists and military foodservice 
personnel were divided into three smaller groups, 
which attended each of the three education sessions.



in 2015 will give a blueprint of what dining facili-
ties should look like and the healthy choices that 
should be available, which all installations can fol-
low, he said.

MILITARY TRAINING
For the instructional sessions of the morning 

training event, the culinary specialists and military 
foodservice personnel were divided into three smaller 
groups, which attended each topic.

Controlling Food Costs focused on concentrating 
on areas that can be influenced. “You can’t control 
the cost of food; there’s a lot of things out of our 
control,” said Steve Corkery, regional vice president, 
government sales, Sysco.

Discipline is one of the military’s strengths and is 
an advantage, particularly in organizing big opera-
tions, said Neil Doherty, senior director, culinary 
development, and corporate executive chef, Sysco.

Food costs can be controlled by analyzing and 

managing use. Money is lost on the salad bar, for 
example, because items placed out on display to be 
served cannot be recycled if they go unused and 
wind up in the trash, Doherty said.

Produce preparation also causes a loss on the total 
money spent to purchase. Waste and the prepara-
tion time devoted to the trimming and coring of 
lettuce, peppers, cucumbers and tomatoes contribute 
to higher costs.

Doherty suggests cutting down on prep by buying 
chopped vegetables to save time and reduce expenses. 
Using a real world example, he said the Cheesecake 
Factory cuts down on preparation costs by using pre-
cut produce and applies the hours saved by sending 
employees to work on the serving line.

Preparing leftovers to be re-served the next day 
involves costs. Instead, Doherty recommends rework-

Controlling Food Costs.
In the afternoon, the group of culinary specialists 

and military foodservice personnel toured the NRA 
exhibit floor, visiting the booths of Sysco Food Service; 
Ecolab; Hobart; Rose Packing Co. Inc.; Victorinox; 
Bridgford Foods Corp.; Cambro; Trident Seafoods 
Corp; Fontanini Italian Meats & Sausages; S&D Cof-
fee; New Chef and Kitchens to Go.

Giving the Healthy Base Initiative (HBI) briefing was 
Charles Milam, the Department of Defense principal 
director for military community and family policy.

HBI aims to reduce the calories on the military 
menu to address the leading reason causing recruits 
and service members to leave the military: failure to 
meet weight standards.

“We’re on a spiral and we have to turn it around,” 
Milam said. “We have to fix food in the DoD.”

One of the challenges is how to refresh the military 
menu and make the options available in dining facili-
ties more appealing to this generation so that they 
stay on meal cards instead of 
spending subsistence allow-
ances or their own money to 
eat somewhere else.

If the number of service 
members holding meal cards 
declines, it reaches the point 
where keeping dining facili-
ties open is not cost effective 
and operating hours need to 
be reduced.

Another challenge is the 
number of options available. 
Fast food is everywhere, and 
of the options available in 
vending machines, he said, 
“we won’t talk about that.”

To evaluate how much 
work needs to be done, Milam 
commissioned a food invento-
ry before deciding on a model 
to improve the availability of 
healthy food choices at every 
military installation.

While the initiative is al-
ready showing positive results, Milam acknowledged 
accomplishing the goal would take time. Military 
food service and culinary specialists play a role in 
reengineering menus to cut calories and increase 
healthy choices.

Increasing the number of healthy choices alone 
is not enough to fulfill the goal. HBI also needs to 
prove that healthy items sell as well with service 
members as others.

HBI is demonstrating practices through August 
2014 that were identified last year during the re-
search phase at 14 pilot locations that began in April 
2013. This demonstration phase looks at strategies 
that showed promise in advancing the HBI goal and 
provides installation commanders with functional 
ideas to implement.

Lessons learned from HBI when it is completed 
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Culinary specialists and military food-
service personnel were divided into 
groups and toured the NRA exhibit floor.



while working within government 
and DoD dietary guidelines.

Reduced calorie consumption 
and smaller portion sizes to better 
manage weight are common goals 
of HBI and the U.S. Department 
of Agriculture’s (USDA) MyPlate 
dietary guidelines.

Military menu standards com-
ing from DoD and the Joint Sub-
sistence Policy Board set military 
guidelines on how to develop a 
healthy menu.

Calorie requirements for mili-
tary personnel vary depending on 
many factors, including activity, 
temperature and altitude. USDA 
suggests that each food group 
should not be consumed equally, 
but that amounts vary by indi-
vidual; and its MyPlate tool guides 
what to eat to control weight.

Carbohydrates, for example, 
are an essential fuel that helps 
to sustain energy for a long time.

Minerals also contribute to 
maintaining energy, as well as 
strength. Calcium, for example, 

contributes to strong bones and avoiding stress frac-
tures.

Sodium intake is getting increased attention. Daily 
recommended intake levels for sodium are 2,300 
milligrams per day, which is not very much and can 
be satisfied with one serving of processed cheese, 
said Quintina “Tina” Reddington, director of well-
ness, procurement and sustainability, Government 
Services, Sodexo.

For the military, she said, that level is likely too 
low because of the physical requirements. Under 
normal circumstances, sodium intake lower than 
2,300 milligrams can cause adverse health effects, 
and the military’s Bureau of Medicine requires 5,000 
milligrams of sodium. —GFS

ing leftovers, such as shredding 
cooked chicken, to make a new 
dish and one that avoids re-serving 
the same thing.

Another suggestion he makes 
to manage food cost is to prepare 
meals according to the anticipated 
customer flow for the day.

These steps demonstrate how 
an individual thinks and man-
ages production, and are points to 
make when meeting with a future 
employer, Doherty said.

In the Customer Service ses-
sion, culinary and foodservice 
personnel were encouraged to 
think of the work in terms of the 
hospitality industry, not just food 
service.

Hospitality takes a broader 
view and works to create an im-
pression that brings people back, 
while food service is more about 
providing good food.

When asked, less than half of 
attendees in the session said they 
conduct customer service train-
ing, and one that did also tried 
to build employee morale.

Another suggestion was to develop, implement and 
monitor service standards. When filling a position, 
select the best person and look at employee sched-
uling like creating a sports team lineup. Recognize 
the best person suited to the responsibilities of a 
position; in baseball, for example, the No. 4 hitter 
is selected to drive in runs.

Lastly, standards always change. In customer ser-
vice, it is important to monitor standards and assess 
the training in place to achieve new benchmarks. 
Communication with employees can make sure they 
are engaged, and understand and are aware of changes 
in standards.

Nutrition focused on recognizing and satisfying 
the unique dietary requirements of military service 
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Tim Corrigan, Kraft Foods


