
A t this year’s National Association of College 
and University Food Services (NACUFS) 
meeting, On-Campus Hospitality held its an-

nual roundtable with a diverse group of college and 
university foodservice personnel. A variety of topics 
were discussed, and what follows is a sampling.

The Participants: 
Dawn Aubrey, Associate Director of Housing for Dining 

Services, University of Illinois
Bernadette Chung-Templeton, Executive Director of 

Dining Services, Bryn Mawr and Haverford Colleges
Gail Finan, Director of Cornell Dining, Cornell University
J. Michael Floyd, Associate Vice President for Auxiliary 

Services, University of Georgia
Mark Hayes, Director of University Dining Services, Uni-

versity of Wisconsin - Stevens Point
Camp Howard, Director of Campus Dining, Vanderbilt 

University
Michael Myers, Assistant Director MIT Dining, Massa-

chusetts Institute of Technology
Ram Nabar, Resident District Manager (Sodexo), George 

Mason University
Joie Schoonover, Director of Dining and Culinary Ser-

vices, Division of University Housing, University of 
Wisconsin-Madison

Ken Toong, Executive Director of Auxiliary Enterprises, 
University of Massachusetts - Amherst

Richard Turnbull, Associate Director, University Housing 
and Dining Services, Oregon State University

Helen Wechsler, Director, BC 
Dining, Boston College

On-Campus Hospitality: How 
important is the topic of health 
and nutrition in your opera-
tions? Are your students look-
ing for healthier choices?

Dawn Aubrey: Students are tak-
ing a holistic approach, emphasiz-
ing wellness. Wellness is defined as 
physical, mental and spiritual for 

themselves and the earth in which they live. Students recog-
nize they are part of a community, seeing caring for them-
selves and their world as a duty. Being more experienced and 
knowledgeable about foods makes for customers who know 
what they want. Customers demand healthier, more sustain-
able choices. Each fall the incoming freshmen have a distinct 
class personality. This fall, we have an unprecedented demand 
for fresh fruits and vegetables. The demand has been strong in 
previous years, but the choices these freshmen are making are 
clearly more fresh fruits and vegetables.

Bernadette Chung-Templeton: Very. Students are much 
more knowledgeable and savvy about the food choices they 
make. We are constantly looking to add not just healthier 
food selections, but information on nutrition, source, etc. Of 
course, this doesn’t mean students don’t also enjoy other less 
healthy foods — we just need to have a good selection of both.

Gail Finan: Very important. We know the government is 
legislating more and more, and we would like to voluntarily 
make changes before legislated. Many students are not look-
ing for healthier options, but many others are. We have down-
sized portions to help everyone. We have made changes based 
on Brian Wansink’s work: Mindless Eating. We cut our ham-
burgers to ¼ pounders — remember when that was considered 
large? Sigh. Our only complaints were from two professors in 
two locations who wanted to know why we changed the roll. 
I cannot make up stuff like this. We changed our bulk yogurt 
from whole milk to low fat and no one complained. 

J. Michael Floyd: Health and nutrition are very important 
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ber of students contacting MIT Dining, 
Health Services and our Dining Part-
ners to learn more about healthy eat-
ing. Students want to see more fruits 
and vegetables, smaller portions and 
healthier beverage options. We have 
adjusted operations where possible to 
accommodate this increased awareness 
and desire to eat healthier. 

Our house dining partner, Bon 
Appetit, sees higher than normal con-
sumption of milk, fruit and vegetables 
compared to some of their other ac-
counts. Bon Appetit also has developed 
a line of fruit-infused water available 

in all dining halls that serve as an alternative to soda. Students 
love the fruit-infused water. 

In addition, we have added self-service salad bars in two 
of the last retail units that have opened. The salad bar in this 
location represents a significant portion of these units prod-
uct mixes. Finally, in our student union, we are developing a 
custom-made soup and salad bar location, Sonoma Greens, 
which will open in early fall. This station will feature cus-
tom-made salads, with more than 18 toppings for customers 
to build their “perfect” salad. In addition, this location will 
feature four homemade soups daily. 

MIT Dining is committed to making choices available for 
those students who want to eat healthier. When we implement 
these concepts, we offer as much consumer customization to 
the product as possible. This creates a balance of meeting the 
demand for healthy choices, as well as portion control.

Ram Nabar: This is a very important topic for us. We 
are reengineering all the nutrition information on our menus 
to reflect a focus on choices for the students. Our students 
are looking for healthy choices, and we have now added the 
Sprouts salads to the Johnson Center, as well as the Hot Spot 
— regional cuisines from 10 different ethnic choices to make 
as they please, to order. Fresh, low fat and convenient.

The other options on campus provide options such as 
gluten-free and vegan diets. which are available in Johnson 
Center and in Southside, our premium resident dining facility.

Joie Schoonover: Important! Yes, our students are look-
ing for healthier choices. Healthy is a request. However, in 
our a la carte program, students eat with what they buy. So, 
while the requests are there, they still like to purchase burgers, 

to Food Services at The Univer-
sity of Georgia. One of our core 
beliefs is that our program should 
educate students about good nu-
tritional concepts and practices. 
During their time at school, col-
lege students are making dietary 
choices that will impact not only 
their education, but also their fu-
ture lifestyles. Therefore, because 
of our core beliefs, we have a 
strong nutritional component in 
our meal-plan program. These 
services include having a dieti-
tian on staff to provide dietary 
counseling, nutritional education and 
nutritional outreach programs to our 
customers. Our nutrition services in-
clude complete nutritional analysis on 
all of our menu items, a free Eating 
Smart class for meal-plan customers 
and nutritional table tents, displays and 
programs. Our students want a wide 
range of menu choices and information 
so that they can make educated menu 
choices.

Mark Hayes: A top priority and 
growing; I do several presentations ev-
ery year in the residence halls for student groups interested in 
healthy eating. There is a strong and growing interest on my 
campus for better labeling, more online resources and varied 
menus that highlight items more in line with The Healthy Eat-
ing Pyramid from the Harvard School of Public Health. My 
campus is aligned very closely with The National Wellness 
Institute in town, so there is a sharing of resources and insti-
tutional support, as well as staff. We are also partnering with 
Gunderson Lutheran Health to utilize their 500 Club program.  

When we transitioned to self-op three years ago, we made 
several immediate changes: we eliminated MSG and trans fat 
from all offerings; we started utilizing olive oil in some reci-
pes in place of butter (stealth health); we developed recipes 
with lower sodium levels; incorporated more whole grains; 
increased the number of non-sweetened beverages; moved to 
more grilled, baked and sautéed items versus fried; and incor-
porated healthier desserts.

This year we are also introducing a dedicated gluten-free 
section in our c/store with 3-4 dozen items, including frozen 
selections. This is in addition to our gluten-free section in our 
all-you-care-to-eat hall. Some students are asking about glu-
ten-free even though they have not been diagnosed.

Visual marketing is also very important, and we are also 
looking at mobile applications for the future.  

Camp Howard: Not particularly. They eat healthy in the 
morning and afternoon. Once the sun goes down … anything 
goes!

Michael Myers: Health and nutrition have become top 
priorities with MIT Dining. Students are constantly looking 
for healthier options. We have seen an increase in the num-
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that are culturally sensitive, vegan or vegetarian, and meet the 
needs of those with special dietary considerations. UHDS on-
line menus showcase daily specials along with nutrition, aller-
gy and special diet information, allowing students, faculty and 
staff to make an informed decision about their meal choices in 
UHDS dining centers. 

OSU also has a Healthy Campus Initiative, branded as “Be 
Well” that encourages the OSU community to eat healthy, 
be active, manage stress and stay tobacco free. With funding 
through PacificSource, BeWell has supported financial incen-
tives to hosting departments to order fruit and vegetable trays 
with their catering orders, a smoking-cessation program and 
an exercise program for faculty and staff with classes in our 
recreation center, as well as in one of our dining centers at 
times when dining staff can participate. Our nutritionist, Tara 
Sanders, also does “eat-well” classes for the campus commu-
nity on how to prepare healthy and tasty meals.

Helen Wechsler: Very important as a topic. For example, 
our students are becoming more and more aware of alternative 
protein sources, such as Chobani yogurt. We try and shy away 
from categorizing menu items as one being healthier than an-
other and instead emphasize a balanced diet using “my plate” 
as a guideline for our students. The general population’s idea 
of healthier is often slanted to their particular health bias.

OCH: Are you using or considering adding 
new ways to bring food to students on campus 
through food trucks or online ordering? What are 
your thoughts on these delivery methods? 

Aubrey: We are on the precipice of providing online order-
ing for retail items. This is expected to be in place for fall of 
2013. New for fall of 2012, we rolled out a new Smartphone 
application that allows the user to have their GPS location 
identified. Once the location is identified, all dining locations 
by proximity are detected, accompanied by their hours of op-
eration and menu. The user can also identify a favorite menu 

fries, pizza, etc. I will say that our Maki-Mono and 
Noodles concept has opened this fall and sushi seem 
to be a big hit. Hopefully, the trend will change.

Ken Toong: Health and nutrition play a critical 
role in everything we do from menu planning, recipe 
development and weekly specials, to nutrition edu-
cation. We are committed to providing healthy and 
flavorful food to our students at each meal by deploy-
ing a stealth-health strategy. I think we as operators 
have a responsibility to provide healthy food. During 
a recent conversation with a group of parents, their 
eyes lit up when I described the ways in which cam-
pus dining is healthier and so much more improved 
compared to the “good old days.” At UMass, we are 
entering into an agreement with SPE to certify some 
of our entrees.

Richard Turnbull: Issues of health and nutrition 
are hugely important to our students. Even though 
there is considerable misunderstanding about what a healthy 
diet is, it still is something that students feel passionate about. 
For many freshman students who we serve, the college expe-
rience is the first time they are making food choices solely 
on their own, and while they are interested in making healthy 
food choices, they may struggle with actually making those 
choices for many reasons. Taste and convenience trump nutri-
tion when it comes to what motivates a food purchase. Stu-
dents are juggling multiple responsibilities while learning 
many new skills and experiences. Also, there may be a lack 
of knowledge of nutritious choices and where they are avail-
able. So when it comes to helping students make healthy food 
choices, or finding options that meet their special dietary con-
sideration, our philosophy at University Housing and Dining 
Services (UHDS) is: let’s make it easy and inviting for stu-
dents to find the choices they need. 

Oregon State University’s (OSU) meal plans are a la 
carte, declining-balance plans. UHDS dining centers employ 
“stealth health” strategies, or under-the-radar efforts to make 
the healthy choice the easy choice for customers. To this end, 
UHDS dining centers incentivize healthy options by making 
them easily accessible and pricing them competitively. For in-
stance, side salads at the salad bar are available for $1 and 
sides of vegetables, grains and beans are 95 cents. Sandwich-
es, wraps and paninis come with a free side of carrots and 
apples, and bananas and oranges are only 65 cents each — 
and placed strategically by cash registers to prompt “impulse 
purchases” of fresh fruit. We also are strategic in where we 
place menu items on our menu boards. And to some extent, 
menu items that are less healthy are priced higher than healthy 
menu items.

UHDS encourages guests to choose water as their beverage 
choice by providing self-service ice water stations at all din-
ing locations. This effort is in partnership with OSU’s Fresh 
from the Faucet initiative to make tap water the No. 1 beverage 
choice for personal and environmental health reasons.

UHDS is deeply committed to creating dining environ-
ments that promote healthy behaviors. Our goal is to provide 
an array of balanced options to meet the needs of our diverse 
residents and the OSU community. As such, there are healthy 
options woven into every restaurant menu, as well as options 
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item or items, and the application will show them where and 
when it is being served in relationship to their physical loca-
tion. This is an exciting new application that we expect our 
customers to love!

A business plan is being written for a food truck; if we 
move forward, we would have the truck purchased and begin 
service for summer of 2013.

Chung-Templeton: We are a small campus — with only 
1,300 resident students and a total population of under 2,500. 
We have a small food cart. We are looking into online- and 
kiosk-ordering for our retail operation as part of our new One 
Card system.

Finan: We already have two trucks on campus and 33 out-
lets with another coming on line in 2013. We have several online 
ordering locations; some locations are successful; others, not so 
much.

Floyd: Over the last several years, we added a number of 
food-ordering kiosks to our retail and meal-plan operations. 
We have experienced great success with these programs by 
creating greater customer satisfaction and increased sales. In 
the near future, we hope to expand the online-ordering options 
for our retail customers.

Hayes: Our campus is relatively small, and there are res-
taurants within 100 yards of some residence halls. We briefly 
discussed a food truck and decided that one was not appropri-
ate for the campus. We are beginning 
dialogue with RHA [Residence Hall 
Association] to determine whether de-
livery should be considered, but there 
have been no requests in the last three 
years for this type of service.  

Howard: I’m not a fan of food 
trucks on a college campus. They 
go against the community-building, 
breaking-bread-together idea of the liv-
ing and learning environment.

Myers: We are not considering 
expansion of our current food-truck 

program (consisting of four food trucks that are stationary be-
tween 10:00 a.m. and 3:00 p.m.). 

Nabar: Yes to both. Food trucks are a flexible and deli-
cious way to cater to our crowd, which has stated that these 
are much sought after.

Schoonover: We have had online ordering for about 10-15 
years. What we plan is to move away from a homegrown sys-
tem of online ordering to one from our point-of-sale provider. 
Our residents utilize the online ordering fairly extensively. We 
do not plan to use food trucks.

Toong: I think the food truck has already become the next 
big thing. We just ordered our second food truck, which will 
feature an Asian concept, with items such as pork belly on a 
steamed bun. Our students enjoy the convenience and com-
munity atmosphere of a food truck. At the end of the day, it is 
all about food that is simple, convenient and flavorful.

Turnbull: We will be looking at both options this year. 
I will be requesting budgetary authority to purchase a food 
truck for the next fiscal year, and we will be looking at online 
ordering technologies to help build our late-night business. 

The interest session on food trucks here in Boston was 
very helpful in answering my questions about the costs, op-
erations and potential faddiness (if faddiness is in fact a word) 
of the food-truck phenomena.

Wechsler: No to food trucks right 
now. We would love to do more with 
online ordering but do not have that 
capability at this time.

OCH: Have you witnessed an 
increase in the number of stu-
dents on your campus with 
special dietary needs, such as 
allergies and other food sensi-
tivities? How are you meeting 
their needs? 

Aubrey: In the last decade, 
we have experienced an exponen-
tial increase in allergies, intoler-
ances and other special dietary 
needs. The special dietary needs 
are more complex. We no longer 
have customers with a singular al-
lergy, intolerance or dietary need; 
instead, it is a combination of al-
lergies, intolerances and or dietary 
needs. Previously, a student with 
celiac disease was the most com-
plicated special diet being gluten 
free. Today, a student will have 
celiac accompanied by a dairy al-
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lergy, soy allergy and tree nuts. We are 
also confronted with allergies, intoler-
ances and dietary needs not previously 
seen. Examples include a beef allergy, 
maple syrup urine disease and low pro-
tein to name a few. 

University of Illinois University 
Dining has an administrative dietitian 
to provide the expertise necessary to ac-
curately advise our customers about the 
choices available to them. EatSmart is 
our web-based nutritional information 
for the food that we serve in AYCTE 
(all you care to eat) and retail opera-
tions; in addition, we provide filters 
that when applied, allow a student to 
sort out the menu to identify items that 
are gluten free, seafood free, dairy free, 
kosher, vegan, vegetarian, corn free, nut 
free and so on. 

The dietitian is the ultimate resource for one-on-one guid-
ance. The dietary guidance includes education about the tools 
we have available such as EatSmart. We also provide pre-
ordering of meals for our customers with severe allergies/
dietary needs and/or severe physical impairments. Currently, 
the pre-ordering is done by email and text message. We are 
introducing online ordering in the spring semester for those 
students.

Each dining location has a refrigerator dedicated to gluten-
free items including breads, muffins and dessert items. A glu-
ten-free toaster is available but it is not in the general service 
area. In order to prevent cross contamination, the gluten-free 
toasters are kept in the culinary staff area with easy access for 
customers.

The daily menu consists of 35-40 percent vegan and veg-
etarian entrees, soups and sides in all dining operations. This 
is to meet the demand for foods that are more sustainable, 
nutrient-dense and healthy. Thirty-five percent of University 
Dining customers are flexitarians, eating one to two meals that 
are vegetarian/vegan daily but still eating meat at the remain-
ing meals. Vegans often need supplemental items to enhance 
the protein content of their diet. A Vegan corner is provided 
in every AYCTE dining operation for that purpose, includ-
ing brewer’s yeast, unfermented soy sauce (amino acids), flax 
seed, raw nuts, seeds, soy cheeses, rice cheeses, rice milk and 
almond milk, among others. 

Chung-Templeton: Yes. It’s hard to know whether there 
are more individual students with special dietary needs, or 
more students in general looking for special items. Allergies 
and food sensitivities for sure and, as in the past, whatever 
is “popular” or trending is what we are seeing a demand for. 
Gluten seems to be the one now. We are providing more glu-
ten-free food items, but also increasing our labeling of natu-
rally gluten-free foods and menu items.

Finan: Yes. We now have a full-time nutritionist (part time 
before). All culinary staff go through 1-hour allergen train-
ing. This scares me — we don’t want to make anyone sick or 
worse.

Floyd: We have seen a slight increase in 
food allergies over the past seven years. Food 
sensitivities, however, have dramatically in-
creased in the past five years. There has also 
been a marked increase in the number of stu-
dents with Celiac disease.

All students with special dietary needs are 
asked to contact the registered dietitian of our 
meal-plan program. She works individually 
with each student to ensure nutrient balance, 
and personalizes menu guidebooks for the stu-
dent so he or she knows exactly what they can 
eat within each dining location. She contacts 
these students if there is a change in product or 
ingredients, and provides them ingredient lists 
for special events in the dining commons.

Allergy alerts for the eight most common 
food allergies (eggs, milk, wheat, soy, fish, 
shellfish, peanuts and tree nuts) are also listed 
in Food Fact Finders within each dining com-

mons. These large books contain nutrition information for 
each item served on the meal plan.

Hayes: The number of students identifying themselves as 
having food allergies or sensitivities has held steady at around 
8 percent for the last few years on our campus. In addition to 
what is listed above, we meet with students during freshmen 
orientation to talk through food options. We make specific 
food purchases for individual students, within reason, to ac-
commodate their needs. We have a Dietetics program on cam-
pus, so we have resources to draw on.  

This year, for the first time, we have been approached by a 
student who is following a complete raw foods diet. This diet 
preference is actually very challenging to work with.  

The key to working with these students is two-way com-
munication, and we have a success rate of 50 percent, mean-
ing that some students drop out of maintaining their diets. We 
know this because we see a decline in consumption of special 
purchase food. I think a big part of this is students do not want 
to appear different to their peers/friends. 

Howard: Yes, a rise in gluten free requests, nut allergies, 
etc. We meet with students so we can meet their individual 
needs, and even customize a diet for them.

Myers: We have seen an increase in the number of spe-
cial dietary needs at the MIT campus. We work hard with our 
dining partners to ensure that customers are aware of the re-
sources available to those with allergies or other special di-
etary needs. We are working close with the Institute’s Health 
Services Department, as well as the resources that our dining 
partners are able to provide through their local, regional and 
national resources. This is one advantage to having multiple 
contract companies on campus, as this increases the resources 
available to the MIT community. We constantly strive to com-
municate to our students that if there is a special dietary need, 
they should speak with one of the managers or contact the 
dining partner’s nutritionist directly. This is a year-round pro-
motional activity to ensure that students are aware of these 
resources.
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Schoonover: Absolutely. Just today we had a resident ask 
to meet with our dietician as she has celiac disease. We have 
seen a large increase in summer conference group’s requests 
for special dietary needs. Since many of the summer groups 
are youth groups, we know those requests will follow them 
onto campus for the academic year.

Toong: Yes. students want to eat healthier and they are 
more knowledgeable about their dietary needs. The gluten-
free diet is still a small percentage and growing steadily. Some 
of our students prefer to be on a wheat-free diet for health 
reasons. We are expanding our program to offer a gluten-free 
station at each of the dining commons.

Turnbull: Yes, over the last several years we have seen 
growth in serving students with special dietary considerations, 
especially gluten-free needs. The UHDS dietitian meets with 
students with special dietary considerations and helps them 
navigate in the dining centers to find the options that meet 
their individual needs. Additionally, OSU has many services 
and resources for managing food allergies and special dietary 
considerations on campus. We have put a tremendous amount 
of energy over the last several years to produce online menus 
so that individuals can view — complete with nutrition infor-
mation, ingredient and allergy information. Our dietitian is a 
great resource for these students. She meets with students, and 
often with their parents, well before they arrive on campus. 
She introduces them to our chefs so that our culinary team is 
acquainted with the student and their personal circumstances. 
That really helps the student feel more comfortable in asking 
for what they need during the year. 

What we put into our bodies couldn’t be more personal, 
and our staff responds daily to the special diet needs of our 
customers whether an allergy, a food intolerance or simply a 
personal preference. Our goal with respect to health educa-
tion is to provide resources to customers so they can make 
an informed choice. To achieve that, we provide nutrition and 
allergy information in a variety of formats and post nutritional 
data for our recipes on our website for easy reference.

Wechsler: In years past, we have seen a significant in-
crease, but this year has been oddly quiet. I would be inter-
ested to know if that is a trend at other colleges. We meet 
their needs by utilizing an executive dietician on our staff who 
individualizes programs for our students, and links them to 
production managers in operations, who are able to help them 
with questions and prepare specialized meals in the back of 
house, if necessary.

OCH: In what ways are you working to maximize 
your food purchase value? 

Aubrey: Negotiations are ongoing with manufacturers for 
volume purchases. University Dining has a 138,000-square-
foot warehouse with an immense freezer allowing us to take 
advantage of volume purchases. Our menu mix is changing by 
moving to more grains and plant-based menu items. We are 
naturally lowering our food cost and meeting the demand of 

our customers. However, as our menu evolves, we must keep 
the flavor profile interesting to prevent boredom and increase 
satisfaction.

Chung-Templeton: We are continuing to work with our 
GPO and maximizing the benefits of their contracted pricing 
and looking for menu trends where we can provide new, inter-
esting food items that are less costly.

Finan: Looking at protein sizes— do we need 4 ounces? 
Really? Look at the product in the recipe: Looking to make 
our own flavored water — What type of fruit is really nec-
essary for the display? Keeping better waste logs so that we 
waste less.

Floyd: Several years ago we expanded our food-storage 
warehouse, enabling us to maximize our food-purchasing 
power by creating greater volume purchases and reducing 
our cost. The key to maximizing your food-purchasing power, 
however, is good menu-management control.

Hayes: We work under a prime-vendor model in Wiscon-
sin, so are somewhat limited in our ability to utilize outside 
vendors who may have better pricing, especially for constantly 
changing commodities.  We do continually review the mix of 
menus in all our locations, rebate programs, limited/bulk buys 
and frequently do new product taste testing.

Howard: Quality products, rebates and consolidation of 
manufacturers.

Myers: That is not applicable to me as we are completely 
contracted out.

Nabar: On both ends. Creating awareness with local sus-
tainable foods is one. The other option is watching waste, with 
utilizing technology such as Leanpath [food waste measure-
ment system].

Schoonover: We work well with our prime vendor, who 
works on price deviations for us. We also work with the other 
two dining entities on our campus along with our prime ven-
dor to ensure we are collectively maximizing our food dollar 
spend. I feel we are getting a good value in terms of devia-
tions — we primarily utilize brand-name products as much as 
possible, thus giving our prime vendor the ability to negotiate 
top-dollar deviations for us.

Toong: We do not belong to any GPO and have a very 
proactive purchasing department. We talk to various vendors, 
research and review our pricing of the top 50 items monthly 
and set up contract pricing for some major items. We remind 
our vendors to never take our business for granted; service 
and support are key, not just the lowest pricing. Recently, we 
discontinued doing business with a major national vendor be-
cause of poor service.

Turnbull: With the cost of food escalating the past few 
years, we have approached this issue in a wide variety of ways. 
We belong to CURB/HPSI, a group purchasing organization, 
and they have been very helpful in negotiating contracts and 
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Hayes: Several come to mind:
• small plates, especially in all-you-care-to-eat
• marketplace concepts, with wide varieties of options
• focus on healthier beverage options, low or no sugar/

high-fructose corn syrup
• recipes tweaked to lower sodium levels
• 500-calorie clubs or similar formats for highlighting 

healthier options

Howard: Gluten-free everything! … Just kidding … I 
think good-tasting, fresh food that is wholesome is the trend 
we are in.

Myers: The biggest change and evolution I see in college 
and university food service relates more to the physical envi-
ronment versus food trends. The college experience is chang-
ing with the increasing use of technology. Areas that will be 
successful and appealing to the students will, of course, meet 
the basic needs and expectations of the customer, but also will 
be able to provide amenities that complement the educational 
experience. Students look for comfortable, welcoming and 
somewhat secluded spots where they feel “at home.” Organi-
zations that are able to provide the physical space in combina-
tion with service and quality products will be the areas that are 
more successful.

Nabar: Food Trucks and display cooking with customiz-
able choices.

Schoonover: Hard to tell. I believe the small plate/mul-
tiple meals trend will become more popular in a la carte op-
erations. I also feel that we will be “required” by customer 
requests to offer more globally trended foods. Foods that we 
thought were trendy a couple of years ago will become com-
monplace (Thai, etc.). I believe that Mediterranean foods will 
become more trendy. 

In terms of facilities, I believe that the trend of building 
dining facilities that can accommodate easily changed out 
equipment so that as trends change, the equipment needed to 
follow the trend will be easy to change out. Also, the customer 
space will continue to be built with a variety of seating options 
— from very comfortable to quick seating. Customers will 
continue to want to “hang-out” in dining spaces.

Toong: Food Truck, food truck and more food truck; 
Made-to-order in everything we serve; Indian cuisine.

Turnbull: With respect to menus, the trend of Mediter-
ranean cuisine will continue to be strong and become even 
more in demand. That has a bunch of benefits in terms of be-
ing a cost effective, as well as a healthy menu. With respect to 
service, developing cost-effective ways to provide late-night 
service is crucial for our growth and success. Having an on-
staff dietitian who can accurately provide and present nutri-
tion information and assist students with their special dietary 
needs will become an essential component of a college-dining 
program.

recovering marketing allowances that help reduce our costs. In 
addition, we have negotiated directly with certain manufactur-
ers to lock in pricing and/or to provide us with deviated pric-
ing. Since most of our vendors are local, we have developed 
very strong relationships with them, and we have been able to 
work with some of our vendors to delay price increases during 
the school year. 

The question of value is important because sometimes the 
best value is not the least expensive option. When we buy lo-
cal fruit and vegetables, we typically receive a fresher, higher 
quality product with a longer shelf life. And even though it 
may not necessarily be the cheapest option on the market, it 
may provide our customers with the best value.

Wechsler: Prime vendor relationship. Menu engineer-
ing with an eye toward a menu mix that is sensitive to the 
most volatile commodity items (i.e., proteins, and corn-based 
items).

OCH: What do you see as the next great trend in 
college and university food service? 

Aubrey: My opinion is food that can be eaten by hand to 
allow for multi-tasking with electronics that has a bright and 
bold flavor profile with mixed textures. For example; spinach 
wrap filled with rice noodles, siracha and veganaise spread, 
fresh cilantro, julienne sweet peppers and tofu or chicken or 
bulgogi beef.

Chung-Templeton: I don’t generally forecast. I study res-
taurants. What becomes popular in the restaurant sector seem 
to be what students demand of us the second you notice it! Of 
course, you have to study the restaurants this age group likes 
and frequents. 

Finan: More outlets with just-in-time healthy: location-
made cheese or yogurt with fruit being cut up in front of the 
customer; cute dessert things with faces or whimsical themes.

Floyd: As state funding is reduced for public higher edu-
cation, I envision many universities and colleges will reexam-
ine their decisions to outsource campus services that generate 
campus revenues. With tighter budgets, these previous man-
agement decisions will be reversed to keep revenues on cam-
pus to help support the education mission of their campuses. 
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