
based on the impact the food can 
have on a soldier’s performance.”

Currently, broth-based soups are 
coded green and creamed-based 
soups are coded red. However, this 
will soon change as Go for Green 
is undergoing revisions to include 
sodium classifi cations for soups, 
said Renita Frazier, registered di-
etitian, JCCoE.

Go for Green is not the only 
thing that is undergoing changes. 
Asked about soup on the Contin-
gency Operations (CONOPS) menu, 
Frazier replied, “Our priorities for 
the CONOPS day menu have shifted 
due to mission requirements. The 

Soups and sandwiches of-
fer Army food service the 
perfect opportunity to take 

foods that already have a broad, 
somewhat nostalgic appeal among 
the troops — a mandatory consid-
eration — and reformulate them 
in accordance with the branch’s 
new (and evolving) nutritional 
standards.

There is a renewed focus on 
providing soldiers with products 
that are nutritionally balanced but 
still appealing in taste, said Cara 
Vartuli-Dusablon, chief, Concepts, 
Systems and Policy Division, Joint 
Culinary Center of Excellence 
(JCCoE).

“The Army is supporting the 
2010 USDA [Department of Ag-
riculture] Dietary Guidelines for 
Americans in several ways: pro-

curing products with 
lower sodium amounts, 
such as soups; serving 
lean meats to include 
deli meats; serving lean 
ground beef and lean ground turkey 
(with a fat content not exceeding 10 
percent); and offering whole grains, 
such as breads,” she explained.

SOUP
Soups are classifi ed under Go for 

Green, the Army’s dining facility 
nutrition education program. It is a 
nutrition color-coding system that, 
according to the U.S. Army Quar-
termaster School Web site, offers 
soldiers a “quick assessment of the 
nutritional value” of the food in 
the dining facility by having it la-
beled “green (eat often), amber (eat 
occasionally), and red (eat rarely) 

     A
Classic Combo Thrives

Comfort Foods Soups and Sandwiches Have a 
Healthy Development in Army Feeding

BY BARRY LOBERFELD
ASSOCIATE EDITOR Left: Freedom inn employee Anna Alvarado prepares a 

custom sandwich during lunch. (PHOTO/PHiL GROuT)

Right: Members of the 2nd infantry Division Culinary 
Team ladle Thai spiced soup for guests at the Camp Red 
Cloud Commanding General’s mess. (PHOTO/SGT. 1ST CLASS 

MiCHELLE JOHnSOn, 2nD iD PuBLiC AFFAiRS)
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hoagie/submarine rolls, pitas and 
wraps.

“Usually bread is purchased fully 
baked, as many of the dining facili-
ties do not have bakers,” explained 
Byrd.

COMFORT FOOD SUPPLIERS
When it comes to providing ser-

vice members with their favorite 
soups and sandwiches without sac-
rificing healthiness, military food 
service is not the only player on 
the team.

“Industry seems to be stepping 
up to the plate and responding to 
the nutrition recommendations. 
They are asking questions and 
becoming more engaged with the 
dietitians on the nutrition their 
products provide,” noted Frazier. 
“With nutrition as a top priority 
of both the first lady’s ‘Let’s Move’ 

campaign and the Army’s 
Initial Military Training 
Soldier Fueling Initiative, 
we are seeing more prod-
ucts that are better nutri-
tionally for our soldiers 
and taste great.”

Sara Lee Foodservice 
sells different varieties of 
sliced meats under both 
the Sara Lee and Hillshire 
Farm brands. “We have 11 
new ultra-thin Hillshire 
Farm Deli Select items 
and eight lower-sodium 
offerings. The lower-
sodium sliced offerings 
are under the Hillshire 
Farm brand. Addition-
ally, the new ultra-thin 
deli meats include four 
lower-sodium offerings,” 
said Jennifer McDavid, 
customer marketing man-
ager. The new ultra-thin 
varieties are honey ham, 
hardwood smoked ham, 
hardwood smoked tur-
key, oven roasted turkey, 

roast beef, corned beef, pastrami, 
low-sodium honey roasted turkey, 
low-sodium oven roasted turkey, 
low-sodium smoked ham and low-
sodium honey ham.

The lower-sodium sliced meats 
contain at least 25 percent less so-
dium compared to USDA data.

Hellmann’s brand regular and 
light mayonnaise and Knorr brand 
sauces/gravies, soup bases and Soup 
du Jour line are among the many 
products Unilever Food Solutions 
markets to the military.

“Soups and sandwiches have a 
year-round appeal,” observed Joe 
Renta, military sales manager. “The 
key is being easily adaptable with 
an ever-changing variety of menu 
options that are solid performers 
regardless of the weather or venue 
in which they are being served.”

Soup du Jour has recently un-

menu is constantly under 
revision to provide the best 
products to the warfight-
ers.”

The variety of the re-
cent version of the menu 
includes such soups as 
minestrone, cream of 
mushroom, tortilla, to-
mato, New England clam 
chowder, cream of broc-
coli, chicken and rice, veg-
etarian vegetable, chicken 
noodle, and bean with 
bacon.

SANDWICHES
Depending upon the 

dining facility operation, 
pre-made or fresh-made 
sandwiches may be avail-
able. Some varieties that 
are generally available in-
clude turkey, ham, roast 
beef, chicken salad and 
tuna salad.

“The Installation Food 
Service Management Board 
at each installation has 
the flexibility to add new 
sandwiches or drop least-popular 
sandwiches from the menu based 
on customer and regional prefer-
ences, cost and nutritional value,” 
said Alphonso (Rick) Byrd, chief, 
Quality Assurance Division, JCCoE.

Several types of hot sandwiches 
are available to soldiers, including 
grilled chicken, barbeque beef or 
pork, gyros, Italian roast beef, and 
meatball sub. These sandwiches 
may be served on the serving line or 
short-order line at lunch or dinner 
depending upon the dining facility 
operation and equipment available.

The above sandwiches are of-
fered on numerous types of plat-
forms such as sliced white, whole 
wheat, rye or raisin breads; hoagie/
submarine rolls; hamburger rolls; 
deli rolls; croissants; pitas and wraps. 
Both white and whole-grain options 
are available for the hamburger rolls, 

Spc. Robet Lamborn, of East Freedom, Pa., a foodservice 
specialist with the 298th Maintenance Company, prepares to 
serve minestrone soup. (PHOTO/SGT. CRYSTAL ADAMOSKY, 316TH ESC)
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with Parmesan cheese and heavy 
cream).

Available in November will be 
the TrueSoups brand’s Southwest-
style white cheddar and poblano (in 
which cheddar cheese and heavy 
cream are layered with fire-roasted 
poblanos and other peppers) and 
sweet potato bisque (which mixes 
together sweet potatoes, heavy 
cream and organic maple syrup).

“We’re pleased to offer a variety 
of soups that meet different dietary 
preferences and needs or guidelines 
that may be set by our customers, 
such as the sweet potato bisque, 

vice supplies a variety of frozen 
ready-to-heat soups, frozen con-
centrated soups and canned soups 
to the military channel. Under the 
Chef Francisco by Heinz and True-
Soups by Heinz brands, the com-
pany offers classic favorites.

This fall, Heinz will introduce 
four new varieties under these 
brand names. At the end of Septem-
ber, the company will market Chef 
Francisco’s pot roast French onion 
(French onion beef stock combined 
with choice cuts of hearty pot roast) 
and creamy spinach and artichoke 
(a blend of spinach and artichoke 

dergone a round of nutritional 
enhancements (viz., reductions in 
sodium, removal of all trans fats, 
no added MSG) that meet the stan-
dards of dietitians while delivering 
the flavor profile the military has 
come to expect from the brand. 
The line has also has added flavors 
such as Thai chicken curry with 
rice, lentil with roasted garlic, and 
butternut squash, together with a 
newly reformulated tomato.

A variety of fully cooked and 
ready-to-cook chicken and tur-
key products comprises Perdue 
Farms Inc.’s offering to the mili-
tary market. 

“Our newest turkey burger is a 
7-ounce savory white-meat turkey 
burger,” said Carrie Catlin, market-
ing services specialist. “We also offer 
ready-to-cook turkey bacon to the 
military, not only as a staple for 
breakfast, but also as a topping for 
sandwiches such as BLTs and club 
sandwiches, or on a turkey burger 
with red onion and tomato.”

“Also, sodium intake is a health 
issue that is drawing increased at-
tention,” she said. “Our lower-sodi-
um turkey breast products have at 
least 30 percent less sodium without 
lowering the bar on taste.”

Tyson Foods Inc. supplies the 
military with many products that 
can be utilized as ingredients for 
soups as well as sandwiches. Some 
of the top-selling items include 
Wright brand bacon, tortillas, 
chicken breast fillets and diced 
chicken.

“The newest line of products in-
troduced is the Tyson Deli Slices: 
turkey, ham, chicken and beef,” said 
Scott Bartlett, division manager, 
worldwide military sales. “Another 
new product line launched recently 
was our Tyson Red Label, which 
conta ins  many 
items that can be 
utilized in a sand-
wich application.”

Heinz Foodser-

Army Private 1st Class Rackita Salters, a cook for the 
326th Quartermaster Company, cuts vegetables for the 

soup that will be a part of the meal presented for the 
Philip A. Connelly competition. (PHOTO/SPC. SOPHiA LOPEZ, 

316TH ESC HEADQuARTERS)
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vors from its portfolio of Tabasco 
brand products, including original 
flavor, as well as green jalapeño, 
chipotle, habanero and sweet-and-
spicy varieties.

“Our newest flavor, which is 
now being introduced to the mili-
tary worldwide, is Tabasco brand 
Buffalo-style hot sauce,” said Tony 
Panichelli, foodservice sales man-
ager, Northeast Region. 

He added, “We’re also currently 
working on updating MREs [Meal, 
Ready-to-Eat field rations] for the 
military so soldiers can continue 
to personalize their meals with 
Tabasco sauce.”

Tabasco sauce contains only a 
small amount of salt: less than 2 
percent per recommended daily 
intake. 

Rose Packing Co. Inc. provides 
the meat that fills many a military 
sandwich.

“We make boneless hams, buf-
fet hams, pit hams, tavern hams 
— all different kinds. And they 
make breakfast sandwiches out of 
our breakfast sausages,” said Nick 
Ledanski, director of military sales.

“We try to go low-sodium on 
everything we have,” he said. “Not 
enough to destroy the flavor profile; 
just to get it down as low as you 
can. Let the customers add the salt 
if they want to.”

As for what the meat goes be-
tween, Rich Products Corp. supplies 
bread to the Army, Marines, Navy, 
Air Force and Veterans Canteen 
Service.

“Our newest products, including 
51 percent whole-grain sub roll, 
51 percent whole-grain dinner 
roll and multigrain panini, are all 
health related,” said Tony Murphy, 
military manager. “We also have a 
large assortment of wheat-dough 
breads and rolls. Our French Mead-
ows line includes items that are 
our all-healthy specialty breads.”

Also new from Rich is a product 
that matches bread with fillings: 

“Many of our peanut butter 
and jelly items have been newly 
improved. These long-standing fa-
vorites are now made with whole-
grain bread and whole-grain graham 
wafers,” said Phyllis Haenichen, di-
rector of military sales. “They’re 
a perfect fit for the military. The 
whole-grain formulation offers a 
healthier option, and the peanut 
butter also provides a high-protein 
boost, along with the caloric density 
necessary to fuel soldiers for peak 
performance.”

McIlhenny Company provides 
to the U.S. armed services a full 
complement of pepper sauce fla-

which is gluten free and vegetar-
ian,” said David Sykes, senior brand 
manager, Heinz North America. 

AdvancePierre Foods offers 
an extensive line of individually 
wrapped sandwiches for handheld 
convenience across all dayparts. 
These sandwiches range from 
breakfast items such as sausage, 
egg and cheese biscuits to mini 
twin-wrapped sandwiches, cheese-
burgers, chicken sandwiches and 
crustless peanut butter and jelly 
sandwiches. AdvancePierre also of-
fers items specifically developed 
for the military, such as a sausage-
and-egg pancake sandwich.

u.S. Army Spc. Joshua Lowery, from 982nd 
Combat Camera Company (Airborne), enjoys a 
sandwich, at Joint Security Station Beladiyat, in 
Muhallah 732, at Beladiyat, in eastern Baghdad, 
iraq. (u.S. ARMY PHOTO/STAFF SGT. JAMES SELESniCK)
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board while preserving the taste 
Ruiz Foods is known for.

Corfu Foods is a Greek/Mediter-
ranean food manufacturer. It pro-
duces gyros and pita breads, along 
with many other meat products. 
The company also imports a large 
variety of Old World delicacies in-
cluding feta cheese, extra-virgin 
olive oil and olives.

“We currently sell to the U.S. 
military our traditional Tasty brand 
cooked and sliced gyros, cooked and 
sliced chicken gyros, and tzatziki, 
a cucumber-yogurt sauce. All of 
these items are frozen and have a 
12-month shelf life. They have been 
very well received,” said Anthony 
Taxakis, regional sales manager.

“The Mediterranean diet has 
been hailed as one of, if not the 
healthiest in the world. This places 
us ahead of the new ‘healthy foods’ 
trend that has been growing,” he 
continued. “However, we have 
also created some new products 
to match the increased interest 
in healthier foods. Some of these 
are a fantastic traditional hummus 
dip that has no preservatives and is 
all natural, and heart-healthy flat 
breads that were endorsed by the 
American Heart Association.”

Taste Traditions sells to the mili-
tary a premier line of lower-sodium 
(i.e., fewer than 600 milligrams per 
serving) gourmet soups. Richard 
Morgan, military director, said the 
selection includes chicken noodle, 
chicken gumbo, creamy tomato, 
Italian wedding and pasta fagioli. 
They come frozen in boil-in-bags.

Mission Foods markets a line of 
whole-grain wheat tortillas, avail-
able in 6-, 8-, 10- and 12-inch di-
ameters. “They offer many health 
benefits. They average 60 percent 
less sodium, are lower in saturated 
fat and higher in fiber than tradi-
tional whole-wheat tortillas,” said 
Sharon Capitani, regional manager.

—GFS

our popular PanRoast low-sodium 
brown and chicken gravy mixes 
by removing any ingredients that 
contain gluten.” These bases can 
also be used to prepare soups.

The Army currently buys for its 
sandwich deli bars Hormel Foods’ 
Natural Choice line of lower-sodium 
sliced meats, a healthful offering 
that will soon be joined by others.

“The new products coming 
down the pipeline, Natural Choice 
Premium sliced ham and turkey, 
meet the health- and diet-related 
guidelines,” said Regan Schultz, 
military manager. These products 
have no preservatives or artificial 
ingredients.

Many a military meal has been 
customized by French’s Foodser-
vice’s line of condiments.

“Frank’s sweet chili sauce is our 
newest item,” said Michael Helge-
son, military sales manager, who 
added that the company has a metal 
product-dispensing system as well 
as plastic “serve ‘n save” pumps, 
both of which it makes available 
at no charge.

Sandwiches are becoming more 
diverse as the military itself is. 
Known for authentic Mexican fare, 
Ruiz Food Products Inc. creates over 
200 items under its two brands, El 
Monterey and Tornados.

“We have just launched two 
new Tornados for foodservice and 
convenience stores. These morning 
Tornados flavors are the sausage and 
egg with maple flavor, and the sau-
sage and country-style gravy,” said 
Ed Shabaz, military sales manager. 

With an understanding of the 
need for healthier alternatives for 
their consumers, Ruiz Foods is cur-
rently working on a “better for you” 
line of products due to launch in 
2012. This new line will include 
flavorful products that offer lower 
sodium, less fat, more protein and 
more fiber. Shabaz added that there 
is currently a company initiative 
to reduce sodium levels across the 

“wedges,” with a choice of spinach 
and Mediterranean three-cheese 
blend or pepperoni and Italian 
five-cheese blend. 

Both soups and sandwiches can 
get a boost from T.W. Garner Foods 
Co.’s line of condiments, includ-
ing Texas Pete sauces and Green 
Mountain Gringo salsas.

“We have a new chipotle hot 
sauce and a new ‘hotter hot’ sauce,” 
said Steve DeCorte, general man-
ager of sales.

Steve Nickolas, director of com-
modity sales, Pilgrim’s Pride Food-
service, said, “In regards to military 
dining, we sell chicken breast fillets 
and chicken tenderloin strips that 
can be used for sandwiches, along 
with diced chicken for soups.”

The company’s new offerings 
include Wing Ding fully cooked 
breaded chicken breast fillets, Wing 
Zing fully cooked chicken breast 
fillets, Wing Ding fully cooked 
chicken tenderloins, HD (Hi-Def-
inition) chicken tenderloin frit-
ters, and tempura-battered chicken 
breast strips.

Custom Culinary has just intro-
duced two new product lines. The 
first is Whisk & Serve soup mixes, 
featuring easy add-water-only prep-
aration with best-in-class flavor and 
performance in four popular soup 
flavors: corn chowder, lentil, gumbo 
and lobster bisque.

Gravy has long been a favor-
ite sandwich dressing. Custom 
Culinary’s new Master’s Touch 
all-natural reduced-sodium bases 
come in four flavors: chicken, beef, 
vegetable and clam.

“These flavorful bases have many 
healthy dining benefits: all natu-
ral, with no artificial ingredients 
and no allergens; 25 percent less 
sodium than regular bases; no add-
ed MSG; no trans fats or partially 
hydrogenated oils; and no gluten 
ingredients,” said Paula Brown, di-
rector, Corporate Accounts. “Cus-
tom Culinary has also improved 
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