
local, it needs to be sustainably grown 
and harvested whether it is produce, 
meat or dairy. The meaning of sustain-
able and responsible are interchangeable; 
no longer do those definitions refer to 
only the food, but also to those who work 
on producing, processing and serving 
the food.

AMY BECKSTROM: Health and Well-
ness is probably viewed as important 
for most campuses and dining programs. 
However, here in Housing & 
Dining Services (HDS) 
at the University of 
Colorado Boulder, 
we have recognized 
that one of the most 
significant and impact-
ful ways we can sup-
port our student’s health 
and wellness is in our ability to provide 
food that students can eat, regardless of 

On-Campus Hospitality: Health and 
Wellness remain an important issue for 
today’s students. How important is it on 
your campus? Have you introduced any 
new concepts or programs related to this?

DARYL ANSEL: This is a very, very im-
portant issue for our campus. Two years 
ago, our chancellor appointed an associ-
ate vice provost to be in 
charge of our Healthy 
Campus Initiative, 
with the goal of be-
coming the healthiest 
college campus in the 
US. This is a cross-
departmental effort that 
includes both operating or-
ganizations and faculty. 

The creation of Bruin Plate, our 
healthiest and most sustainable dining 
hall, was an important component of 
the Healthy Campus Initiative.

Our efforts to improve health and 
wellness continue across dining and other 
areas of the campus. This year’s efforts 
include a wide array of initiatives:

• Creating balanced wellness meals 
in each dining hall.

• Increasing the number of fruits and 
vegetables offered.

• Reducing fried foods.
• Increasing the promotion and avail-

ability of water as a beverage choice.
• Creating placement strategies that 

encourage the healthy choice.
• Creating a healthy catering menu 

and guidelines for healthy catering.
• Increasing healthy offerings in our 

vending machines.

DAWN AUBREY: Health and 
wellness are primary issues 
that are not mutually exclusive 
in the eyes of today’s students. 
Students expect to have choices 
that meet their expectations and 

information about the choices they have. 
It is imperative to communicate and then, 
communicate again, when you believe 
you have over-communicated — it may 
not have been enough. Our students are 
communicators, often the communication 
is not face-to-face — the methods vary 
between social media, texting, email and 
voice conversations.

When attending the university, educa-
tion is received not only in the classroom, 
but lessons are learned in the campus liv-
ing environment. Wellness is an essential 
element to a quality life, recognizing that 
University Dining in collaboration with 
Campus Recreation is rolling out a well-
ness program called Strive for Five. Strive 
for Five includes physical activity and 
nutritional education. This is currently 
being Beta-tested with Dining Student 
Staff and Campus Recreation Student 
Staff before a campus-wide introduction 
later in the fall semester.

We are conducting a study through 
Food Sciences & Human Nutrition, which 
is part of the College of Agriculture, 
Consumer and Environmental Sciences 
at University of Illinois. The study is the 
effect of labeling on food choices. The 
hypothesis is that labeling has an impact 
on food choices. Different styles of labels 
and informational content of labels are 
being tested. The labels will be located 
in varying distances from the food or 
beverage being served: next to the dish, 
on top of the sneeze guard, in the dish 
and attached to the dish. The study in 
being conducted in six Residential Dining 
locations, and will be conducted from 
week 4 to week 8 of the fall semester.

Wellness is multifaceted including 
personal physical, mental and spiri-

tual health. Wellness includes the 
health of the planet. The expec-
tation of healthy fare is that it is 
sustainable, sustainably sourced 
and responsibly served. It does 

not only matter that the food is 
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On-Campus Hospitality asked 10 higher education 
foodservice executives to tell us what they thought about 

some of the latest issues affecting the industry. 

THE RESPONDENTS: 

DARYL ANSEL, Director, Food & Bev-
erage, University of California – Los 
Angeles 

DAWN AUBREY, PhD, MBA, CCA, CEC, 
FMP, Associate Director of Housing for 
Dining, University of Illinois

AMY BECKSTROM, MBA, CASP, Director 
of Auxiliary & Dining Services,  University 
of Colorado Boulder

BRENT BERINGER, Director, University 
of Virginia Dining, University of Virginia

JEFF BRADY, Executive Director of UB 
Campus Dining and Shops, University 
of Buffalo 

GARY L. COYLE, Director of Dining 
Services, Washington State University

DAVE FURHMAN, Senior Director, Emory 
University Dining, Emory University

KRISTINA HOPTON-JONES, Director 
of University Dining Services, The Uni-
versity of Alabama

KRIS KLINGER, Director of USC Hospi-
tality, University of Southern California

ANN THIES, Director, University Dining 
Service, University of Wisconsin-Stout
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developed a corn stock that will help 
to add a great flavor profile to many 
of the dishes available, while leaving 
out some of the additives often found in 
processed bases. Vibrant, flavorful and 
nutritious produce, which is often lack-
ing in the college student’s diet, will be 
at the forefront of this station.

DAVE FURHMAN: The health and well-
ness of our entire campus community is 
of primary concern for Emory Dining — 

and certainly top of mind 
for our students as well. 

Last year, Emory Din-
ing partnered with 
Emory College (of 
Arts and Sciences) to 

develop a Peer Health 
Partner Program. This 

program places specially-
trained students in our residential dining 
room to answer questions and provide 
nutritional information to other students 
seeking advice on their menu choices. 
The Peer Health Partners are equipped 
with electronic tablets to use for refer-
encing detailed nutritional information. 

KRISTINA HOPTON-JONES: Health and 
wellness is an important aspect of campus 
life for many students at The University 
of Alabama. Bama Dining actively seeks 
feedback from the students in a variety 
of ways, and this subject is a common 
theme. Consequently, we have made a 
conscious effort to include options in 
our product mix and programs to en-
courage students to make wise decisions 
and support those who are proponents 
of a healthy lifestyle.

We will be opening 
a new retail facility, 
Presidential Terrace, 
in a newly construct-
ed auxiliary student 
recreation center this 
fall. The offerings at 
this unit will be primarily 
fresh and healthy salads, sandwiches and 
smoothies. In fact, the equipment package 
does not include a fryer.

Additionally, Bama Dining provides 
vegetarian stations at each residential 
dining location and has gluten-free op-
tions available daily.

KRIS KLINGER: Health and Wellness 
are very important to us and our stu-
dents. We employ a full-time dietitian 
who works with the students to help 
them find healthy options on campus. 

their need or preference. 
We have been providing vegan op-

tions for over 30 years.  Over the past 
eight years, we have seen a significant 
increase in requests to provide food that 
meets dietary need and/or preference. 
As a response, we have identified eight 
key “dietary traits” that we aggressively 
strive to provide options for and inform 
our guests of: the eight major food aller-
gies and gluten; vegan; LO Vegetarian; 
kosher; halal; pork; alcohol; local; and 
organic.  

Initially, managing how we track and 
report on our efforts was fairly man-
ageable. However, as we continued to 
respond to our customers’ requests with 
additional tracking traits, we recognized 
the need to develop a comprehensive 
program to manage how we “define, iden-
tify, and track” these dietary traits, and 
most importantly, how we inform and 
empower our guests to know that we have 
the food options they need and expect. 
As a result, we have utilized our current 
resources to develop a detailed process 
that enables us to provide accurate and 
reliable information for our guests.  

BRENT BERINGER: The university has 
a long-standing commitment to health 
and wellness that extends all the way 
back to our university’s founder, Thomas 

Jefferson, who encouraged 
a diet high in fruits and 

vegetables, as well as 
vigorous exercise. 
Today, the U.Va. Din-
ing team, including 
our staff nutritionist 

Paula Caravati, takes 
the approach that balance 

and “all things in moderation” are funda-
mental building blocks of a healthy life. 

We use dining as a teachable platform 
to promote the concept of “Healthy for 
Life,” developed by Aramark to create 
healthier environments, build healthier 
communities and deliver healthier out-
comes to all of our constituencies on 
grounds. 

We inform and educate students in 
this concept through programs like Meat-
free Mondays; residential hall health and 
wellness meetings; one-on-one student 
counseling; and events that help students 
explore healthy eating. Last year, we 
extended our approach to our own em-
ployees with education and events tai-
lored just for them.  

JEFF BRADY: Students are expressing 
more of an interest in healthy foods, as 
well as in organic and less-processed 
foods. Nutrition facts for foods are avail-
able online, and a new online program 
will provide more detailed, personal-
ized nutrition analysis for those who 
are interested.  

Last year, the MyPlate guidelines 
were promoted in all of the dining 

halls to encourage building 
a healthy plate with rea-

sonable portion sizes. 
A monthly blog on 
our CDS website, 
maintained by the 
dietitian, promotes 

healthy options on 
campus. Whole grains 

have been added to many menus and 
promoted as a healthier option. A plan 
in progress for the upcoming school 
year is to utilize the new Food System 
software to identify food items that fall 
into a certain criteria of fat, saturated 
fat, sodium and other nutrients to be 
designated a “smarter” choice. 

GARY L. COYLE: Health and Wellness 
remains an important issue on our 
campus, and something we are always 
striving to improve upon and expand 
options. We currently have the EatWell 
program, which identifies 
vegetarian, vegan and 
healthy options, based 
on criteria developed 
by a group of cam-
pus dietitians. 

A new addition 
this fall, “Natural,” is 
a station that focuses on 
fresh, local produce from farms around 
the area. We have partnered with five 
local farmers who will provide an assort-
ment of seasonal fruits and vegetables. 
This offers variety to our students to 
allow them to experience new foods, but 
also due to the short distance from the 
farms to our dining centers, the nutritive 
value of the food remains high, offer-
ing increased nutrition to our students. 
Gluten-free grains will also be available, 
focusing on some of the popular ancient 
grains like quinoa and amaranth. Protein 
options are available if students desire, 
but everything else is vegan based. 

This station is made-to-order, so they 
can customize and build a balanced plate 
to meet their needs. The goal of this 
station is also to offer foods that are 
minimally processed. Our chefs have 
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In addition to ensuring they understand 
how to look up menu ingredients, we 
also introduce them to a culinary team 
at their most convenient dining hall. The 
team works with each student to adjust 
menus as much as possible to accom-
modate their needs.

This past year we also conducted a 
benchmarking study of other large uni-
versities to evaluate best practices. One 
initiative that has grown out of this study 
is to begin labeling all major allergens. 
Currently, we only label peanuts and tree 
nuts. We believe the expansion of our 
labeling system will go a long way to 
help improve services to these guests.

Our dietician meets with each of 
these students to provide guidance and 
support, and to learn more about their 
needs. She continues to develop new 
ways to improve our services in this area.

AUBREY: The complexity of food al-
lergies and special dietary needs has 
increased exponentially. More than 
half of the students who seek nutri-
tional counseling and assistance from 
our administrative dietitian have two or 
more allergies, with 20 percent of the 
multiple allergies having an accompa-
nying additional special dietary need 
from texture or sodium to other dietary 
requirements. Three percent of the 9,110 
meal plan participants have self-identified 
as having a food allergy or special diet. 

There are many more students with 
food allergies and special dietary needs 
who self-manage using EatSmart, our 
Web-based program with nutritional 
macro and limited micro nutrient in-
formation on all items served. EatSmart 
information includes allergen flags for the 
big eight, as well as lesser known, such 
as sesame. In addition, EatSmart includes 
preference flags, which include vegan, 
vegetarian, pork, kosher and others. 

Each Residential Dining location has 
a gluten-free refrigerator, vegan corner 
and other allergen-free items, which pro-
vide students with the opportunity to 
self-manage.

For the most complex and severe 
allergies and special diets, students 
may order their meal via a Web-based 
program, Inclusive Solutions, where a 
student can make meal selections that 
are prepared on demand or at a time that 
the student specifies during the hours of 
operation. The student’s meal selections 
print in our kitchens via a ticket printer, 
which is the same method that sit-down 
restaurants utilize. Inclusive Solutions 

meals are prepared in all dining loca-
tions with segregated smallwares and 
cooking equipment including table-top 
fryers, among others.

MenuTrinfo in conjunction with 
FARE (Food Allergy Research and 
Education) have an allergy certification 
program called AllerTrain. The AllerTrain 
certification is voluntary and provides 
credibility about our ability to provide 
special diets and allergen-free food safe-
ly. The University of Illinois is 1 of 14 
schools to complete training out of the 
4,600 universities/colleges in the U.S. 
To date, 53 Dining staff members have 
completed the AllerTrain certification, 
allowing us to have Dining staff present 
throughout all operations and hours of 
operation. It is important that students 
who have food allergies and/or special 
dietary requirements are served at any 
time that a dining location is open.

BECKSTROM: Supporting students with 
food allergies and special dietary needs 
is a major concern and area of focus for 
us. In 2006, we developed a comprehen-
sive allergen identification program that 
screens and informs the customer which 
foods contain the eight major allergens 
plus gluten. This program, which we have 
trademarked and now call A9 Identified, 
informs our guests which allergens, if 
any, that food item contains. Every food 
item in every dining center and grab-n-
go identifies the food allergens. 

As a result of this program and the 
positive impact it has made on expand-
ing our selections and informing our 
guests, we have had fewer issues the past 
couple of years in regard to our ability 
to support students with food allergies. 

BERINGER: Special diets for students 
with food allergies and intolerances has 
long been a part of the mainstream at 
U.Va. Dining, and we are committed 
to providing a safe and pleasant dining 
experience for everyone we serve. Our 
approach has always been very personal-
ized: We take the time to get to know the 
special needs of each student request-
ing assistance, and prepare meals that 
specifically address his/her needs. 

Recently, there has been a surge 
in the number of students requesting 
special assistance. In fact, allergies and 
food intolerance management has been 
the hottest topic at this year’s summer 
orientation by far. We still believe that 
close, personal attention is the best and 
safest way to serve our students with 

She also works with the 
chefs to make sure we 
have healthy options 
to serve.

We started the 
Trojan Farmers Mar-

ket last year, which 
features an array of local 

produce, including many organic items. 
Students love having access to fresh, 
healthy produce, which can often be 
challenging to find in a dense urban 
environment.

ANN THIES: We see our role as sup-
porting and providing any education 
programs that assist students, as well 
as faculty and staff, in selecting a healthy 
diet and active lifestyle.

Several departments 
in “Student Life Ser-
vices” f inancially 
support a student 
group that educates 
and promotes health 
and wellness issues. 
The group, “Peer Health 
Educators,” provides education programs 
and presentations throughout the year 
including presentations on healthy eating, 
safe food handling, as well as strictly 
health-related issues. We are available to 
them as a resource on specialized topics 
they tackle in their programs, and pro-
vide the delivery locations to maximize 
exposure to the message.

We also provide personal nutrition 
counseling and education pieces directly 
to students via our registered dietitian’s 
work on the Web, table tents, displays 
and presentations. We also partner with 
the Student Dietetic Association to sup-
port education programs in the dining 
rooms during the year.

OCH: The number of students with 
food allergies and special dietary needs 
has been increasing year after year. How 
much of a concern has it been on your 
campus? How are you addressing the 
needs of these students?

ANSEL: This has been a growing chal-
lenge each year, as we find both an in-
crease in students with food allergies and 
special dietary needs, as well as greater 
complexity in their requirements. We 
have for many years worked with these 
students to help them navigate menu of-
ferings and our various dining locations. 
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HOPTON-JONES: Accommodating stu-
dents with allergies has been a growing 
concern with an increasing number of 
students each year. Bama Dining’s cu-
linary team is well-trained in food al-
lergy awareness and offers a number of 
options for students with food allergies 
or food-related disabilities, including 
communication about and modification to 
existing menu items, and special prepara-
tion of allergen-free menu items. We have 
a comprehensive policy and interactive 
procedure to reasonably accommodate 
each student’s unique needs.

University Dining Services has a reg-
istered and licensed dietitian on staff who 
meets with students on a one-on-one 
basis to develop a modified plan that 
is integrated and appropriate for their 
situation. This summer Bama Dining has 
worked to enhance the allergy-friendly 
zones in the residential facilities by in-
creasing gluten-free options available 
and adding new equipment and processes 
to prohibit cross-contamination issues.

KLINGER: This is a huge concern for 
us. We work really hard to make sure 
ALL of our students have the opportunity 
to eat safely. We are very fortunate to 
have participated in a recent food allergy 
summit through FARE and will continue 
to use its guidance. Our dietitian spends 
a considerable amount of time helping 
students with special dietary needs and 
labeling menu items for potential aller-
gens in the residential dining halls. We 
implemented a Gluten Awareness Zone 
in one of our residential dining venues 
to accommodate those with a medical 
need to abstain from gluten.

THIES: There is a growing need to ac-
commodate special dietary needs with 
parents and students alike looking for a 
university that will provide alternatives 
and personal guidance while dining on 
campus. It is an important piece of our 
recruitment strategy to be prepared to 
meet the needs of students with aller-
gies or other special diet considerations.

We provide free consulting throughout 
the year with our registered dietitian, 
who will ensure students on the dining 
plan understand all the available options 
and take their input into expanding our 
offerings for them. We mark our menu 
items on menu boards in the cafeteria 
locations with symbols to identify the 
more prevalent allergens. Our online 
menu also provides an allergen filter 
for all locations.

clinically diagnosed food allergies and 
intolerances; however, we have launched 
several new programs to accommodate 
the boom in requests by consumers who 
prefer to avoid specific ingredients for 
the perceived dietary benefits.

Last year, as the gluten-free move-
ment became more popular as a lifestyle 
choice, we launched our first station in 
a residential dining room where items 
were prepared without gluten-containing 
ingredients. We also highlighted our 
gluten-friendly options at several of 
our retail venues. This year, we have 
rebuilt and expanded our gluten solu-
tions station as an allergen-free station 
and have launched it at all three of our 
residential dining rooms. 

The “Copper Hood,” a new concept 
developed and refined over summer 
break, features popular recipes from our 
portfolio that our culinary and nutrition 
team have deconstructed and rebuilt into 
scratch recipes. We use fresh, simple and 
transparent preparation right in front of 
our guests. These gluten-free recipes also 
avoid eggs, wheat, soy, milk, shellfish, 
tree nuts, peanuts, sesame and coco-
nut. They can be further customized as 
needed, as preparation is done in very 
small batches. 

The station staff and leadership team 
in each dining room have completed 
training for both gluten-free food prepa-
ration, as well as allergy training. All 
employees who work the Copper Hood 
have received training from MenuTrinfo; 
and all managers at the residential loca-
tions have received the full, intensive 
certified training from “AllerTrain U: 
Allergen and Gluten Free Service Certi-
fied Training.”

BRADY: This is a concern at UB, as 
there appears to be a growing number of 
students with special dietary needs. The 
dietitian meets individually with students 
to discuss concerns and options, and will 
purchase specialty food items as needed. 
Food labeling and an updated nutrition 
website provide allergen information. Full 
ingredient lists for all items are provided 
online, and students are encouraged to 
speak to Dining Management regarding 
their needs. We have also increased the 
gluten-free options available to students, 
and staff training has been provided on 
both gluten-free diets and food allergens.  

COYLE: We have seen the number of 
food allergies continually increase from 
year to year. We employ a dietitian who is 

our point of contact with the students and 
customers who dine with us. Once contact 
is made, a meeting with the student is 
set up at the dining center they frequent 
most often. The unit chef, management 
and culinary teams are present at the 
meeting, as well as the dietitian. The 
goal is to educate the student as to where 
different options are located within the 
dining center, and who to talk to if they 
do have a question.

To help them navigate the multitude 
of selections, the top eight allergens 
(eggs, fish, milk, peanuts, shellfish, soy, 
tree nuts and wheat) are identified on 
menu cards at each station. This informa-
tion is also available online if a student 
wishes to plan in advance what they can 
have at each meal period.

A gluten-free diet continues to be the 
main concern we deal with on campus, 
and we have made a number of changes 
over the years to help these students have 
a variety of options available. When look-
ing at new products, we always make 
every effort to bring in the gluten-free 
option if possible. We have switched 
completely to using a gluten-free soy 
sauce in recipes, use cornstarch as a 
thickener in most cases, and have even 
made the switch to a homemade gluten-
free teriyaki sauce.

A great new offering this year is our 
“Natural” station. In the early stages of 
development it was going to be a gluten-
friendly station, but has expanded to be 
an allergen-friendly station as well, elimi-
nating gluten and the top eight allergens. 

Training is a big component of 
keeping our customers safe, so we do 
a minimum of a yearly training with 
all staff members. This year, our chefs 
and managers are also going through the 
National Foundation for Celiac Aware-
ness GREAT Kitchens training.

FURHMAN: We feel a keen respon-
sibility to meet the needs of our entire 
campus community — including those 
with special dietary needs. Last year, we 
completely removed peanuts, tree nuts 
and shellfish from our residential din-
ing menus. By doing so, we eliminated 
the most common allergens of concern 
for many of our community members. 

Also, Emory Residential Dining has 
long featured a gluten-free prep area 
and serving station — providing a dis-
tinct area of the servery with a staffed 
and supervised station helping to guard 
against cross-contamination.  
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Student Farm; cooking demonstrations 
and a Local Foods Summit are hosted by 
University Dining. At the Local Foods 
Summit, farmers come and talk about 
producing local foods.

BECKSTROM: Local sourcing is impor-
tant. By working with our current vendors 
and actively seeking new vendors, we 
continue to increase the variety of local 
food in our operations. When we look 
at sourcing locally, we look not only at 
food that is grown locally, but also at 
items processed and/or manufactured 
locally within a 250-mile radius. Cur-
rently around 15 percent of our food is 
purchased locally. 

BERINGER: We strive to develop innova-
tive environmental stewardship programs 
that empower students to make deci-
sions about sustainability when dining 
on grounds. More than seven years ago, 
we began working with student lead-
ers to form one such program known 
as “Green Dining.” 

The group tends to take a different 
focus each year, but always has the mission 
to set policy and educate the university 
community on all things sustainability-
related. One of its first projects was a 
semester-long debate on how exactly to 
define sustainable food so that we as the 

We have always provided an area for 
special diet foods that students who have 
confirmed medical allergies can access 
during any meal period. This summer 
we created a “Special Diet Pantry” for 
these students at our larger cafeteria. 
This room is accessible by card swipe 
and provides students with an area where 
we store specially prepared foods, and 
provide equipment for them to finish and 
or prepare these items to add to their 
meal selections from our other service 
areas. We plan to have a standard menu 
of offerings and some cycle items in 
this area. The area will avoid cross-
contamination of foods, condiments 
and self-serve equipment that many of 
our self-serve areas cannot avoid. The 
most prevalent need is for gluten-free 
foods. We have sampled many gluten-
free, from-scratch products over the 
summer and have developed a list of 
those items we can prepare and provide 
in this area, greatly expanding options 
for students at each meal and reducing 
the cost compared to prepared products, 
as well as guaranteeing greater freshness.

OCH: A push toward increased local 
sourcing has hit campuses. How are you 
working to source local products and 
promote them on campus? 

ANSEL: We have been working on in-
creasing our local sourcing and finding 
other types of sustainable products for 
many years. Our targets and requirements 
are established in the UC policies on 
sustainability. 

Overall, we are working toward at 
least a 20 percent component of our food 
coming from sustainable sources. Our 
new Bruin Plate dining hall achieved 
30 percent and won the state’s Sustain-
ability Award. We are excited about this 
progress, but have more work to do.

We are actively establishing more 
and more relationships with local farms 
and suppliers all the time, working to 
overcome the challenges of adequate 
supply, distribution and other business 
requirements.

We find our students respond well to 
these efforts, and so no special promo-
tion is needed. We do provide special 
labeling when possible so that students 
can identify these special goods. Through 
our School of Environmental Studies, 
each year we also have students who 
participate on Action Research Teams, 

organized to assist us in this 
endeavor.

AUBREY: Pursuit of local 
foods is ongoing. Products 
are categorized as produced, 
processed and ideally pro-
duced and processed within 
100 miles, 150 miles and 
within the State of Illi-
nois. “Micro local” are 
items grown on campus. 
The University of Illinois 
definition is 150 miles of 
campus and the State of Illi-
nois definition is within the 
state. The State of Illinois 
requires that 20 percent of 
all purchases by state in-
stitutions be from products 
produced and/or processed 
within the state by 2020. 

The Sustainable Student 
Farm is a partnership be-
tween University Dining 
and Crop Sciences. Micro 
local produce grown on the 
Sustainable Student Farm 
is purchased by Univer-
sity Dining and served in 
Residential Dining. Food 
Preservation methods are employed by 
the Food Fabrication Laboratory to pro-
duce tomato purée, diced tomatoes and 
pizza sauce which are incorporated into 
menu items. Micro local meat is grown 
on campus, and Meat Sciences recently 
processed 500 head of cattle that was 
utilized nose-to-tail.

Seventeen local farmers and busi-
nesses provide products that are used 
daily, and the number is growing. Lo-
cal products are routed through current 
vendors. Weather has a direct impact 
on the type of product and its availabil-
ity. The drought of 2012 reduced local 
purchases to 16 percent from the 2011 
level of 25.3 percent. Produce is only 
one part of local sourcing; dairy, meat, 
eggs, oats and oil are among local foods, 
but local foods are not limited to only 
the foods mentioned.

“Eat Smart Do Your Part” is an event 
that occurs at the beginning of the fall 
semester to educate students about sus-
tainability, wellness, nutrition and local 
foods. Identification of local foods is 
on signage where the food is served, 
and information is on digital signage. 
Sustainability Week in the fall and Earth 
Week in the spring provide opportunities 
to educate about local foods. Annually 
tours are provided to the Sustainable 
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fruits and vegetables that were grown 
within 250 miles of USC. One of our 
dining halls will also be undergoing a 
transition to a Farm-to-Table theme.

We are also working on starting a gar-
den at our largest dining hall. It doesn’t 
get more local than that.

THIES: We have worked with our prime 
vendor to outline what products that we 
currently purchase are produced within 
250 miles of the university. We have then 
shared this list with students in articles 
and posters. 

Our prime vendor is also partnering 
with an area food cooperative for local 
farmers as they establish centralized dis-
tribution for the farmers with limited food 
processing and packaging that our prime 
vendor can purchase from and pass on to 
us. This is the most logical method for 
us to provide locally sourced product, 
and helps to increase the offerings past 
the growing season. The development of 
local food co-ops is just getting started, 
and we will do what we can to support 
their efforts through our purchasing.

At some special events we have also 
drawn attention to regularly used local 
foods, and also purchased directly from 
local providers for key menu items, such 
as locally raised buffalo or locally grown 
fresh sweet corn.

OCH: What do you see as the “next big 
thing” in college and university dining?

ANSEL: I believe we are already see-
ing the “next big thing” in college and 
university dining. Demand to improve 
quality and diversity of menu will con-
tinue, but more and more we are being 
called upon to fulfill an even higher mis-
sion. That is to integrate our programs 
in the student life and academic experi-
ence. This includes participating in the 
classroom, providing extra-curricular 
experiences and programs, all designed 
to increase students’ knowledge of food, 
the importance of food in our health 
and well-being, and the complexity and 
challenges of our global food system. 
If successful, this re-positioning of our 
programs provides us with a chance to 
have even bigger impact on our students 
and our campus.

AUBREY: Flavor profiles, varying food 
preparation methods and foods will con-
tinue to change. I see a future where 
customization increases: intelligent data 

operators could follow its definition and 
drive purchasing of these products. In the 
end, the idea of a bull’s eye was adopted. 
The Bull’s Eye system identifies what 
should be considered in purchasing deci-
sions, and it also shows us in what order 
the criteria should be considered. The 
prominent center was defined by Green 
Dining as locally grown and produced, fol-
lowed by organically raised, fairly traded 
and humanely raised. We have followed 
this purchasing strategy ever since. 

Initially, three percent of our pur-
chasing in dollars hit the Bull’s Eye in 
2006. We are now over 30 percent in 
2013 and well on our way to the goal 
of 50 percent of food purchases being 
sustainable. Currently, local purchasing 
makes up about two thirds of our total 
sustainable purchases. Because of our 
student leadership, our sustainability 
platform continues to evolve. Just this 
spring, we completed Marine Steward-
ship Council certification and have begun 
serving MSC-certified seafood in some 
of our restaurants.

BRADY: Campus Dining & Shops is 
proud to have spent over $4 million in 
food purchases with local vendors last 
year. As a local company ourselves, we 
know the importance of helping our com-
munity find and choose local products 
while building relationships with growers, 
food artisans, and food manufacturers 
right here in Western New York. 

We are actively involved with the 
Pride of New York program, which pro-
motes and supports the sale of agricul-
tural products grown and food products 
processed within New York State. By 
supporting this initiative, we support local 
farmers and food manufacturers. It’s a 
win-win partnership that sustains local 
business development. Agriculture makes 
up one-quarter of New York State’s land 
area and contributes immensely to the 
quality of life by generating economic 
activity and producing wholesome prod-
ucts to nourish our students.

We host numerous dinners and special 
events throughout the year promoting 
locally grown produce and highlight-
ing our local food manufacturers. We 
also showcase their products through 
point-of-sale materials.

COYLE: Our primary signature of 
sourcing local products is through our 
partnership with farmers that grow 
Shepherd’s Grain. We promote the fact 
that the technology behind this grain 
was developed in our WSU research fa-

cilities. This grain is grown and milled 
within our region and comes back home 
to WSU Dining Services through our 
in-house bakery and pizza programs. 
Legumes and lentils are other products 
grown within the Palouse region, and are 
used for our signature chocolate lentil 
and lemon garbanzo cakes. 

Chefs work closely with the cam-
pus organic farm and local farmers to 
obtain market baskets for Farm-to-Fork 
meals served in our dining facilities. The 
Freshmen Week of Welcome is when we 
debut our new allergen-friendly Natural 
platform, a partnership with five local 
farmers.

Another facet of our commitment 
to sourcing locally is through our in-
dependent group purchasing organiza-
tion (GPO) partnership with Eastern 
Washington University to source local 
products and ingredients.

FURHMAN: Purchasing local (and 
sustainable) food for Emory Dining is 
of critical importance and a key com-
ponent to our program. As an active 
participant in the University’s Sustain-
able Food Committee, Emory Dining 
has been charged with increasing local 
purchases each year. 

Over the course of several years, that 
committee has worked to define what 
“local” means to Emory. While our first 
order of preference is sourcing from the 
state of Georgia, we’ve expanded our 
second-tier preference to include the 
southeastern states. Given our geographic 
location, this second-tier preference has 
allowed us the opportunity to increase 
our local purchases significantly. Last 
year, our local food purchases topped 26 
percent, and we are striving to improve 
upon that performance this year.

HOPTON-JONES: For years we have had 
a policy in place requiring managers to 
choose local options first, whenever avail-
able. Because we have a large student 
population, adequate quantity of the local 
items, produce in particular, becomes 
the biggest issue we face. Bama Dining 
has a logo that is used as an identifier to 
promote the local products used in each 
location. We are fortunate to live in an 
area with local options for nuts, dairy 
and bread. It is our goal to increase local 
sourcing each year.

KLINGER: Last semester, Residential 
Dining implemented our LSO program 
(Local, Sustainable and/or Organic). We 
partner with our produce vendor to obtain 
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collection about preferences for indi-
viduals who are offered individually 
customized menus that can be accepted, 
changed or rejected by the individual. 
These same menus are custom-prepared 
with specific ingredients identified by 
the individual. 

I expect ancient foods and long-lost 
preparation methods to re-emerge. These 
ancient foods and long-lost preparation 
methods existed in a time when minimal 
processing occurred and few food intol-
erances were known. Diets will become 
more agrarian with minimal meats and 
more trash fish species not previously 
considered edible. New flavor profiles 
or new nuances will be offered in the 
individually customized menus according 
to the change tolerance of the individual. 
I want to test this out on my campus, but 
it will be further into the future!

BECKSTROM: There are a lot of trends 
and “big ideas” currently being identified 
in college and university dining. The 
area that I see as being in the forefront 
is the continued growth in demand from 
customers wanting to know what is in 
their food and where it came from. Of-
ten referred to as “transparency,” our 
guests’ expectations in this area have 
grown significantly. 

A key part of sustainability involves 
the food itself — where it comes from, 
how it’s produced, how we use it and 
how we inform and empower our guests. 
HDS Dining Services is passionately 
committed to providing options and in-
formation to all of our guests. Not only 
do our customers want to know where 
their food came from or how it’s made, 
they also want to know if it contains 
alcohol … or pork … or GMOs. They 
want to know if our food contains tree 
nuts or gluten. They want to know if our 
food purchases are supporting the local 
community. So, being able to define, 
identify/screen these traits, as well as 
being able to pass that information on 
to our guests, is the next big thing.

BERINGER: We have seen so much inter-
est in culinary trends from food trucks, 
to more specialized diets, to more focus 
on authentic international cuisines. I 
believe these trends will not only con-
tinue, but accelerate. However, I think 
the next big thing is already upon us; 
the need to balance the ever-increasing 
demand for an exciting, ever-evolving, 
quality student dining experience with 
the absolute need to hold costs in line. 
Our students are becoming ever more 

educated in the culinary scene through 
various vehicles like the Food Network, 
great local restaurants and celebrity chefs. 
At the same time, parents are becom-
ing more resistant to runaway pricing in 
tuition, room and board. The need for 
us operators to manage the middle of 
the page has never been greater. This is 
complicated further by soaring energy 
and food costs and pressure to raise 
wages. Dining teams that can balance 
and control all of these forces, and still 
satisfy their students, will be the winners 
of our next big challenge.

BRADY: I believe the future of dining is 
all about technology. It is ever-changing, 
and students are very comfortable with 
this technology. Currently, we are using 
iPad kiosks for self-ordering. We feel 
this has been quite successful and well 
received by our customers. Within the 
next year, we will have all of our sit-
down style units equipped with iPads to 
take our customers’ orders right at the 
table. They will be secured to the table, 
and the customers can utilize the iPad’s 
applications as they wait for their meal. 

In addition, we are using CBORD’s 
Mobile ID application for our vending 
operation. Our customers are able to se-
lect and pay for their vending choices 
right from their mobile phones. It has 
been a great success on campus, and 
has increased sales and customer loy-
alty. We have also added a healthier line 
of products in our vending machines 
in response to our customers’ requests.

COYLE: As operators, we need to keep 
current and stay ahead of today’s students, 
who are technologically savvy. I believe 
online and mobile ordering is the new 
frontier for college and university dining. 
In staying ahead of our consumer base, 
our dining program, after much research, 
is in the process of implementing such 
a system. Our student dining options 
will be greatly enhanced with this new 
technology going into this academic 
school year. Students will be empowered 
to make food purchases as they walk 
across campus, not having to wait in 
long lines, and to pick up their pre-paid 
order at their dining location of choice. 
In addition, this new technology will 
provide students the added convenience 
to manage their meal plan accounts by 
viewing the current account balance and 
purchases. Students will also have the 
ability to add purchasing power to their 
meal plan accounts through their hand-
held mobile devices.

FURHMAN: I’m not sure if the “next 
big thing” will necessarily be just one 
thing. But there are certainly trends 
that are being expanded and adopted 
on many campuses. It’s also important 
to remember that no two campuses are 
truly alike. Much is driven by business 
and financial needs and models, cam-
pus culture, geography and many other 
factors. 

The trend to increase local purchases 
is one that will undoubtedly continue to 
grow. It simply makes good sense from 
a variety of practical perspectives (while 
presenting challenges as well). Tied to 
the local trend is a back-to-basics ap-
proach to campus dining. Simply put, 
less flash and more substance — with a 
greater emphasis on minimally processed 
foods, culinary integrity and doing less, 
but better. Lastly, awareness of — and 
demand for — healthier menu options 
will surely grow. The intersection of per-
sonal health and environmental health 
is top of mind on our campus and will 
drive demand well into the future.

HOPTON-JONES: I think the next big 
thing in college and university dining is 
implementing or enhancing e-commerce 
opportunities. We know that we serve 
a sophisticated population that is very 
tech-savvy and has grown up as a genera-
tion with specific expectations regarding 
variety, flexibility and convenience. At 
UA, we have utilized ordering kiosks and 
iPad stations for years. We are currently 
working toward offering sustainable so-
lutions for ordering and paying off-site, 
via computer or mobile device. We hope 
to offer multiple locations with mobile 
ordering capability to improve customer 
flexibility and convenience.

KLINGER: The local and sustainable 
sector is going to keep growing. Our 
dietitian is starting to take more calls 
relating to that topic over questions about 
gluten-free products! Other areas are 
customization of meals and transparency 
of ingredients, as well as offering more 
vegan-friendly cuisine.

THIES: I believe the focus on select-
ing a healthy diet and any initiatives to 
support and protect the environment will 
be in the forefront of decisions we make 
about delivery design, menus, packaging, 
merchandising, education and market-
ing. We will find our customers wanting 
more information so they can find ways 
to support their commitments to personal 
health and environmental well-being.

Trends

ON-CAMPUS HOSPITALITY OCTOBER 2014



on digital signage for everyone to see. 
Survey Thumb is an electronic survey for 
secret shoppers. Data is collected with 
each of the aforementioned methods. 
Benchmarking is against previous re-
sults with benchmarking available against 
other institutions with the NACUFS and 
EBI surveys.

Sustainability performance is as-
sessed by measuring waste reduction, 
waste diversion including recycling, 
sustainable sourcing, water-use reduc-
tion, energy-use reduction, reduction 
of high carbon-footprint resources and 
using renewable resources. Not having 
waste and sourcing the most sustainable 
items is our top priority. Waste audits 
are performed semi-annually to calcu-
late diversion amounts and rate. Post-
consumer waste audits provide the waste 
per student per day. Lean Path is utilized 
to measure and categorize waste. The 
data collected is used to adjust menu 
forecasting. Mandatory purchasing crite-
ria for vendor bids includes sustainable 
sourcing and sustainable transportation, 
as well as designed-for-the-environment 
criteria. Data is collected with each of the 
aforementioned methods. Benchmarking 
is against previous results.

Financial performance is assessed 
through financial results achieved and 
compared to budget. Incremental com-
parisons are made, such as food cost per 
person, meals per labor hour, sales per 
labor hour, inventory turns and participa-
tion rates among others, such as return 
on investment. Financial performance 
is benchmarked against previous results 
and compared to other colleges/univer-
sities through the NACUFS Operating 
Performance Benchmarking survey 
conducted annually. 

BECKSTROM: We utilize two key strate-
gies to track performance:
• Finance Performance – monthly re-

ports and tracking
• Efficiency and Effectiveness

FINANCE PERFORMANCE
Each month the following process 

is followed:
• Generate Financial Reports: Four key 

reports are generated by finance and 
utilized to analyze performance:
— Monthly and YTD detailed revenue 
and expense reports, which include 
current and prior year data, percent-
ages and comparisons
— Report detailing the Expenses 
by account
— Report detailing the Revenue by 

OCH: Making sure that your opera-
tions are the best they can be is extremely 
important. In what ways do you track 
your performance? 

ANSEL: Because we are a public uni-
versity, we believe our non-profit eco-
nomic model allows us much greater 
emphasis on customer satisfaction and 
ensuring we excel across a wide array 
of factors. We track our performance in 
numerous ways:
• Quarterly customer satisfaction 

surveys
• Feedback kiosks at various locations 

and on the web
• Dine and Dish, a text feedback sys-

tem that allows instant feedback and 
response

• Various face-to-face student advisory 
and leadership groups involving stu-
dents in many planning committees

• Table touches
• Annual team Climate Assessment 

Survey — we believe that team sat-
isfaction is intimately tied to guest 
satisfaction

• Financial metrics related to food cost, 
productivity, and all major budget 
categories

• Our Manager On Duty (MOD) pro-
gram that ensures senior-level cover-
age is always present. MOD provides 
a daily report on operations.

• Active observation by our entire man-

agement team, along with open lines 
of communication with constituent 
departments

AUBREY: Galileo Galilei said, “Measure 
what is measurable, and make measurable 
what is not so.” Data-driven decisions 
are necessary to steward resources and 
achieve results efficiently. Customer 
service, sustainability and financial re-
sults provide quantitative information 
to make informed decisions. Qualita-
tive information is also collected, and 
providing actionable items that support 
the quantitative results.

Customer service feedback is gath-
ered through comprehensive surveys, 
focus groups, website comment submis-
sions, Text ’n Tell and secret shopping 
using Survey Thumb. The surveys used 
are the National Association of College 
and University Food Services (NACUFS) 
Customer Service Survey and Educa-
tional Benchmarking Inc (EBI) Customer 
Service Survey through the Association 
of College and University Housing Of-
ficers - International (ACUHO-I). Focus 
Groups are conducted when we want to 
assess how a new concept is seen, when 
we are making a change or testing a new 
concept. Website comment submissions 
are submitted through our website and 
categorized according to the comment 
type. Text ’n Tell is utilized for text mes-
sages that are received; a text response is 
sent as to the action taken or a comment. 
The text and dining response is posted 

The new Bruin Plate at UCLA serves a number 
of healthy dishes, including Beet Carpaccio 

With Arugula Quinoa and Goat Cheese.
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account
— Report of Variance and Anomalies 
to proactively identify and explain 
issues in the finance reports 

• Create PowerPoint Presentation: Us-
ing the financial data, finance cre-
ates a PPT presentation so data can 
be easily interpreted by staff. This 
presentation highlights areas such as:
— Review of previous month’s action 
steps and findings
— Month-to-month budget vs. actu-
als for all speedtypes and “org’s” for 
both expenses and revenue
— Distribution model of the COGS 
from the central commissary and bak-
ery to various units
— COGS for each unit, monthly 
and YTD
— Financial Projection of how we 
will end the year “if nothing changes”
— Graph comparing the budget vs 
actuals for both labor and COGS
— Retail Comparison of Actual Ex-
penses as % of Revenue
— Retail Comparison of Actual Rev-
enue vs. Budget
— Catering Receivables YTD

• Conduct Monthly Finance Meetings:
Monthly Finance Meetings are held 

that includes several key stakeholders 
within Dining Services and Finance. At 
these meetings we review the financial 
reports and PowerPoint Presentation 
discussed above.

EFFICIENCY & EFFECTIVENESS
Housing & Dining Services (HDS) 

has just completed the development of the 
Strategic Architecture of its new 5-year 
strategic plan. This Strategic Plan was de-
veloped using the Business Performance 
Excellence model supported by the Of-
fice for Performance Improvement (OPI) 
at the University of Colorado Boulder. 

Key Steps Taken:
• Conducted a Construct Analysis: 

Construct Analysis is the process of 
identifying major constructs (themes), 
in the Vision and Mission, which are 
then translated into Critical Perfor-
mance Measure (CPMs). 
The Three Key Constructs developed 

from the HDS Strategic Architecture are:
— Operational Sustainability and 
Growth
— Student Success
— Recognition

• Developed Critical Performance 
Measures (CPMs) based on the 
Major Constructs: CPMs are met-
rics which indicate the overall health 

of our program. Basically, they are 
the primary indicators of whether 
our strategic and business plans are 
working effectively and efficiently. 
CPMs are further classified as KPIs 
(Key Performance Indicators) or NFIs 
(Non-Financial Indicators).
The 3 Key CPM’s Developed from 

the HDS Construct Operational Sustain-
ability and Growth:

— CPM: Net Revenue 
— CPM: Effectiveness of Operations 
— CPM: Efficiency of Operations
The next steps involve the develop-

ment of several levels of metrics, but we 
will not detail those steps here.

How We Measure Performance:
So, what does all this mean? It means 

that Dining Services needs to ensure 
they have metrics that will show, specifi-
cally, our efficiency, effectiveness, and 
our contributions to HDS’s net revenue. 
We are currently developing those metrics 
with expected completion in December 
2014. Examples of metrics currently be-
ing analyzed are:
• Efficiency
• Total Revenue by Category
• Meal Counts
• F&B Cost per Meal Served
• Total Labor Cost per Meal Served
• Prime Cost per Meal Served (COGS 

+ Labor)
• Meals Per Labor Hour (MPLH)
• Sustainability — numerous metrics 

such as pre/post-consumer food waste
• Effectiveness
• Missed Meals
• Customer Satisfaction Surveys

Tracking and Trending:
Most of the data is tracked for trend-

ing to provide annual comparisons for 
the past 5 years, as well as for peer com-
parisons through the NACUFS Operat-
ing Performance Benchmarking Survey 
conducted annually.

BERINGER: Understanding exactly what 
our students and other guests are thinking 
is a critical part of our program. We use 
a host of measurement strategies to stay 
current and connected; everything from 
traditional surveys to social media. The 
engine that powers this approach is our 
student intern program. Each year we 
employ over 40 student interns on our 
marketing team. Many are generalists, 
while others specialize in graphic design, 
sustainability, and health and wellness. 
These interns are the face of dining for 

many of our students and are available 
in our locations daily at “Expert Zones” 
across Grounds. 

Mobile technology tools also help 
us collect much of the most immediate 
and actionable data. Allowing students 
to reach out to us through social media 
and other mobile tools allows us to react 
to our ever-changing environment in real 
time. We also utilize a mystery shop 
system that is smartphone-based, and it 
allows us to turn any student, guest or 
employee into a secret shopper instantly 
at any one of our 29 locations. This keeps 
us on our toes and at the same time in-
volves a cross-section of constituents in 
our continuous improvement process.

BRADY: We use several methods:
Restaurant Operations Review (ROR) 

Every semester each unit is reviewed 
for performance. The review is based 
on Service, Administration, Sanitation, 
Training and Kitchen Standards. The cri-
teria for each are is what we feel makes 
the unit successful overall. The review is 
done over two days by the foodservice 
directors. It is the directors’ chance to 
see the operational details on a day-to-
day basis.
• Service is based on the customer’s 

point of view — what we understand, 
from customer feedback; what makes 
a great service experience.

• Administration is based on commu-
nication and following procedures 
the company has set.

• Sanitation looks at the cleanliness and 
cleaning habits of the unit. We look 
at all equipment, ceiling to floor and 
everywhere in between. The cleanli-
ness of the unit is very important 
and affects all aspects of the ROR.

• Training focuses on how the unit 
communicates standards, gets the 
message across and creates open 
communication in the unit.

• Kitchen Standards looks at how food 
is prepared, whether standards are fol-
lowed and habits are evident among 
the staff to insure that the food pre-
sented is acceptable.

FINANCIALS
A black-and-white way to measure 

the success of your unit is through your 
budget. Your team’s understanding the 
goals and how your unit plans to meet 
those goals are key in being success-
ful. Your managers, supervisors and 
key personnel all need to know what 
the goals are financially and the unit’s 
plan to achieve them. For achieving those 
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ments, student organizations, RAs and 
other student leaders to discuss campus 
dining including quality, convenience, 
customer service and perception.

We track our performance financially 
by using sales history reports and re-
sponding quickly and appropriately to 
units or programs that do not perform 
from a business perspective. 

KLINGER: Student feedback is the best 
way to track how we’re doing. Students 
participate through our Secret Shopper 
and Recipe Committee groups, in ad-
dition to sending us comments through 
social media. When we get compliments 
from parents, then we know that we’re 
on the right path!

THIES: Every year, our department 
participates in the NACUFS Customer 
Satisfaction Survey and benchmarks 
our operations against our peers. Our 
Housing and Student Center areas also 
participate in the EBI studies and provide 
data regularly on how our performance 
compares to other universities across the 
nation. These are our key benchmarking 
instruments, and analysis of the data from 
year to year helps us create and focus on 
initiatives for the upcoming year.

We also have a Secret Shopper pro-
gram for our Dining Advisory Committee 
that, along with monthly meetings, pro-
vides great feedback and direct discus-
sion of ways to improve our services. We 
also have paper suggestion forms at all 
locations with QR scan codes to direct 
respondents to our online suggestion 
form locations. The suggestion forms 
allow for an assessment of key factors, 
as well as ability to provide specific sug-
gestions data. This data is then gathered 
and used to create benchmarks on our 
performance in each location.

We also send our catering custom-
ers assessment requests after each event 
and again use the ratings to establish 
benchmarks for our catering services.

THE EIGHT
MAJOR ALLERGENS: 

PEANUT
TREE NUTS

MILK
EGG

WHEAT
SOY
FISH

SHELLFISH

—OCH

goals, we reward the units with a bonus 
program, which involves a monetary re-
ward. The program is based on meeting 
budgets and ROR scores.

STAFF RETENTION/TRAINING
Training your staff correctly and 

making sure they have the tools to suc-
ceed is key in keeping them and avoid-
ing wasting time training new staff over 
and over again. We do a lot of training 
at the startup of the semester with new 
students, so if we can avoid retraining 
of union and management teams it helps 
us focus on ROR and financial goals. 
To those goals, we have a manager-
training program of six weeks, which 
allows new managers to learn Campus 
Dining & Shops at an easier pace. For 
staff, we have orientation-startup classes 
that show them the basics of working in 
food service. Many of our student staff 
have never worked in food service, so we 
cover basics of knives, kitchen equip-
ment and sanitation standards.

TEAM BUILDING
No one can do it alone. We have found 

the most successful units to be those that 
work as a team and function as one unit. 
Consistency of the management team’s 
message will drive the habits that are 
necessary for the three criteria stated 
previously: ROR, Financial and Training.

COYLE: Like many schools within 
the NACUFS network, we embrace 
and compare our performance against 
peer institutions through such annual 
benchmarking tools as the NACUFS 
Customer Satisfaction and Operating 
Performance surveys. When comparing 
ourselves against best practices within 
the industry, the NACUFS Council for 
the Advancement of Standards in Higher 
Education is a great resource. 

On a more local approach, to ensure 
we are on the right track, we value input 
and feedback through our annual Housing 
and Dining System Review with repre-
sentation from our campus Residence 
Hall Association. We also value feed-
back from off-campus WSU residential 
communities, our student government 
(ASWSU), and key administrators and 
staff. This process provides first-hand 
feedback from our stakeholders in re-
gard to what we are doing well. It also 
provides opportunities for improvement 
and a forum as we strategically move for-
ward from one academic year to the next. 
The campus Housing Department and 
Student Union run independent student/

customer surveys, which provide another 
avenue to measure our performance. We 
also encourage our chefs and managers 
to personally chat with our students to 
get their opinions.

FURHMAN: Emory Dining is data driv-
en and we track operating performance 
— both qualitative and quantitative — in 
many ways.

Qualitatively, we constantly seek feed-
back from our campus community on 
social media, in town-hall-style forums, 
student opinion leader presentations and 
community roundtables. Our Student Food 
Advisory Committee (FACE) has been 
formalized over the past year and has 
been invaluable in providing feedback 
on a daily basis. We also track satisfac-
tion year over year utilizing our own, 
specifically designed satisfaction survey 
that provides detailed information on our 
program, our locations and our culture. 

Quantitatively, we track the perfor-
mance of our operations continuously. We 
utilize and rely on a monthly “dashboard” 
for campus dining that provides a snap-
shot of the health of our business, includ-
ing critical factors such as residential 
dining participation, retail sales metrics, 
voluntary enrollment data and declining 
balance spend rate, just to name a few.

HOPTON-JONES: The mission of Bama 
Dining is to provide a balanced food-
service program that meets the nutri-
tional, educational and social needs of the 
students and university community, and 
one of our goals is to exceed customer 
expectations. Therefore, it is essential for 
us to continually evaluate the program 
and employ a philosophy of continuous 
quality improvement. I think the key 
to maintaining a desirable performance 
trajectory is agility and responsiveness.

We track customer satisfaction 
through surveys conducted in the fall 
and spring semester every year. The re-
ports generated from these surveys allow 
us to assess scores year over year and 
respond appropriately. We also utilize 
live feedback, focus groups, foodservice 
committee meetings, and “Voice of the 
Customer” text/email communication, 
which we solicit at every location. The 
“Voice of the Customer” feedback is 
particularly effective, as it sends email 
notification to all of management’s email 
inbox in real time. This allows us to 
make operational corrections quickly 
and provide recognition to specific staff 
members as the situation dictates. We also 
regularly collaborate with other depart-
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