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By Victoria J. Schoenke

Organic pizzerias are taking the nation by storm.

With the consumer trend toward organic and local foods
growing daily, you may be wondering if it's time to join the
movement. Offering organic and locally grown ingredients
while working to reduce your environmental impact
has plenty of benefits for both you and vour customers.
Consequently, organic pizzerias, as well as pizeerias tha
offer loeal ingredients, are popping up all over the country,
We talked to pizzeria owners across North America—from

burgeoning chains to one-location independents—to find out
how going organic has worked for them.

Getting On the Green Bandwagon

Pizza Fusion (www.pizzafusion.com) owners Michael Gor-
don and Vaughan Lazar began their pizzeria franchise in FL.
Lauderdale, Florida, 1o address the need for a restaurant that
catered to their, and others’, organic diets and increasing
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organic ingredients helps its community and custom-
ers. "We are providing food that people can feel good
about eating and also tastes great,” notes Megan Duni,
American Flatbread marketing programs manager,
"On a larger scale, we're helping the community by
supporting sustainable agriculture, linking the net-
work from farm to plate.”

Sid Fanarof, founder of Newport Beach, California-
based zpizza (www.zpizza.com), a chain of pizzerias
that stretches across the country, sayvs he chooses
organics because they reflect the consciousness of
his company, "We're considerate of healthy food and
the environment,” he explains. “We want to be a
conscientions brand.”

Rocky Mountain Flatbread (www.rockymountain
fathread.ca) owner Suzanne Fielden, with her hus-
band Dominie, owns two pizzerias in western Canada,

Aocky Mountain Flatbread owners befleve that serving organic ingredients is the best thing 1@ I Canmore, Alberta, and the other in Vancouver,

fhay can da for ihe health of their customers,

environmental awareness. “It made sense in terms of their
vilues,” says Eric Haley, vice president of communications for
Pizza Fusion. “They wanted to serve a product that is not anly
premium in quality but healthy for the customer.” Pizza Fu-
sion is 75% organic, and all of its franchises across the country
are LEED (Leadership in Energy and Environmental Design)-
certified, which means each building must meet certain criteria
that mark the building as environmentally sustainable,
American Flatbread (www.americanflatbread.com), a pizze-
ria chain based in Waitsfield, Vermont, believes that offering

British Columbia. “Our policy is to buy local organic

first, local second and then organic abroad,” she says.
“The No. 1 reason is for the health of our customers, in regard to
pesticides we're ingesting. The No. 2 reason is taste. Organic lo-
cil foods are so much more flavorful. Third, we want to support
local organic farming and local food production.”

Save Money and Mother Earth

It's no secret that organic ingredients usually cost more than
their nonorganic counterparts. If vou're interested in making the
switeh, here are a few points to keep in mind: Start small, keep it
simple, shop around and educate vour eustomers.

needed for clean up.

= Small overall footprint
= Easy one person operation

AM MANUFACTURING COMPANY
14151 Irving Ave. = Dolon, IL 60419
Toll Free: 800-342-6744 = Fax: 708-841-0975

VISIT OUR WEBSITE: www.ammfg.com
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* Stainless-steel construction

= 100% Consistent performance

» Produces tight and round doughballs e Easy clean up and maintenance

* Table and conveyor models available e Portable. Supplied with locking casters
o Standard 120 volt elecirical connection

FOR YOUR GAS TANK?
THEN QUIT WASTING DOUGH...

on costly manual labor! If you are spending too much time rounding dough
balls by hand, AM Manufacturing has the equipment to automate your
process. This nimble and compact machine can round dough from
one to 32 ounces at a blazing 7200 pieces per hour.
No adjustments are necessary for various size dough
balls. All you need to do is plug it in and switch it on.
And at the end of a long day, only a few minutes are

Streamline your process with other equipment from AM:
Dough Dividers = Pizza Presses = Crust Dockers
We also design, rebuild and upgrade entire lines.

Switching to local and organic products can seem
like a daunting task. But starting small—for instance,
changing one ingredient—can get the ball rolling.
Decide where you want to make the switch. If you
consider dough to be yvour pizza’s most important
component, then consider switching to organic flour,
If vour specialty is sauee, then spend more on sauce
ingredients. Zpizza uses as many organic ingredients
as possible. “Take little steps wherever yvou can, wher-
ever it improves your product,” recommends Fanarof,
“While organic flour costs twice as much as regular
flour, it's only a small percentage of our total cost, so
I pick my battles.”

Keeping yvour menu simple is another key to keeping
costs down. “If your pizzeria offers a wide variety of
menu items,” Fielden explains, “it's going to be very
difficult 1o keep vour food costs down.” Fielden holds

PHOTD: SLICE

costs down by keeping the decor at her two restaurants g tyin sistr owners of Slice agree that customers are willing to pay more for quality
simple and putting more money into quality local and — ingrediants,

organic ingredients. *We don’t have a flashy dining

area,” she says, “While it's very cheerful with art and colorful
wialls, we keep it extremely basic and clean, so instead of spend-
ing millions in the front, we spend it on our food.”

Get the best deals on organic and local ingredients by shop-
ping around. Simply call your distributor or get in touch with
local farmers and farmers markets to price ingredients. To
get started, Fanarof recommends pricing specific ingredients,
“Finding quality ingredients is just a job vou have to do,” he ex-
plains. “Look to different distributors and suppliers to get the
best deal.” Fanarof notes that because of the volume of food he

THE CHOICE OF PROFESSIONAL
BAKERS FOR OVER 130 YEARS!

”Save up to 75% on your gas bill"

° 77 !‘ﬂ 218Ptzzas Per Hour
* Thin, Thick, and Stuffed
* [EZ Operation (no turning)
* Bakes & Roasts All Products
* Builtto Last

Toll Free: (877) 526-8720

FISH OVEN & EQUIPN\ENT CORP

120 WEST KENT AVENUE PO BOX 875 WAUCONDA, ILLINOIS 60084
Fax: (847) 526-7447

orders, he sometimes receives a better deal simply by asking for
one. “1 use a certain lettuce, and because of the volume I order,
I get organic lettuce at a nonorganic price.”

Even with these cost-cutting strategies, pizzerias that offer or-
ganie and local products often charge more for their pizzas, but
many health-conscious consumers are more than willing to pay
for quality ingredients. Miki Agrawal, founder of Slice (www.
sliceperfect.com) in New York, offers as many organic and all-
natural ingredients as possible in her pizzeria and admits the
price gap, “Organic dairy is about three times more expensive

tlur:i'hrq Ohvens Since 1874

Manufactured by
Amencan Craftsman

in the LL.S.A, %
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- COMMUNICATIONS CORPORATION
Telecommunications Made Easy.

300-683-5600
41252 Vincent Ct., Novi, MI 48375-1925
248-426-7000 = Fax: 248-426-8580

www.lidelitycom.com
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Be sure to check out the February 2009 digital
issue for more organic topics!

than regular,” Agrawal notes. “Since our product costs us more,
we have to charge more, but people understand that.”

Duni agrees. “We have earned consumers' trust. People feel
good about buying our pizza, and even about paying a premiom
price for it.”

Step by Step

Because switching to local and organic ingredients can be an
expensive proposition and will cause you o inerease prices, it's
imporiant to know whether vour demographie will support the
changes. “Our market is families and foodies,” savs Fielden.
“They're willing to pay for organics, and loeal and flavorful food,
If vours is the $1-a-slice erowd, then they're not going to buy it.”

Educating vourself, your customers and the community
about the benefits of eating locally grown and organic foods can
create a markel to sustain your cost increases. “Maore people are
educating themselves and improving their food sources,” says
Dumi, “In these cases, we've found that people are willing to pay
maore for what they see as ‘hetter.™

“Education is a very important aspect of carrving organics,”
agrees Haley, “Organic consumers are very edueated and intel-
ligent. You need to have serving and product knowledge, We
receive many inquiries about our food providers and our envi-
ronmental impact.”

Indeed, if you're on the road to going green, you'll also want
to start minimizing your environmental impact. Thankfully, there
are plenty of easy steps vou can take to do so. Pizza Fusion has be-
come a role model for earth-friendly pizzerias, with numerous en-
vironmentally conscious decisions: purchasing Green-e-certified
renewable energy cerlificates, delivering food using hybrid ears,
using eco-friendly cleaners and providing biodegradable utensils,

Zpizza is currently in the process of changing its containers to
a more eco-friendly brand. “The new ones are being made out
of compostable material,” says Fanarof. 1 shopped around for
the materials, and because the new containers aren’t made of
plastic, I'm getting them for less money.”

Agrawal says she strives to make her pizzeria as earth-
conscious as possible by offering recyeled-material pizza boxes
and “having a store interior comprised of sustainable materials,
such as bamboo walls, reclaimed steel and found materials.”

Rocky Mountain composts and uses low-energy light bulbs;
the distributor of its frozen flatbread pizzas use biodiesel trucks
to deliver.

Marketing the Green

Marketing organic and local ingredients can be as simple as ed-
ucating your customers on the health and environmental ben-
efits of eating organic and local foods. Do this with tastings and
trials, wait staff word of mouth, and signage and menu descrip-
tions. Because Slice is considered healthier than the average
pizza, Agrawal offers tastings to locales of the health-conscious:
gvms, sports clubs and voga centers. Distributing samples in
front of the restaurant make it hard for passersby to resist,
“People walk by, trv it and always come back,” says Agrawal.
“People are skeptical of what it's going to taste like since it's
‘healthy,’ so tasting makes all the difference.”

Rocky Mountain Flatbread markets its pizeas by “shouting
about using lecal and organic produce, and working through
a network of conservation and environmental organizations,”
says Fielden.

“Weve found that trials work for us,” explains Fanarof.
“When our customers receive a mailing or an e-mail aboul a
new product, they're very excited about it. Our trials are sub-
stantial; for example, if there's a new pizza, we might give away
a small size for free.”

Offering diet-selective menu items like gluten-free pizzas is
another way Lo bring in a specific consumer. “We also offer a
gluten-free erust,” continues Fanarof. “And all of our employees
are certified with the Celiac Disease Foundation.”

Slice offers nondairy cheeses for vegan and lactose-intolerant
customers, as well as gluten-free rice erusts, Pizza Fusion holds
specific promotions for vegans and people who don't eat gluten.

You can also try offering eco-friendly incentives for custom-
ers 1o generate business, Pizea Fusion offers its costomers 25
cents for every pizza box they return so that the pizzeria can
then recycle the recyelable box parts, 1t also offers discounts to
hybrid car drivers.

Educating vour voungest customers is another way to pro-
mote your pizza. Rocky Mountain Flatbread offers a Family
Night, during which kids make their own pizzas. During these
events, says Fielden, 1 find that kids move away from the stan-
dard cheese pizza and start to try ingredients that they would
never normally try,”

“We do an Organic Kids Class every third Saturday of the
maonth,” says Haley, “Kids make their own organic pizza while
we teach them about organies and sustainable living.”

Going green doesn't have to mean making a complete 180 in
how vou run vour pizzeria. Simply taking baby steps can make a
huge impact on your customers and your community.

Victarta J. Schoenke i5 a freedance wiiter based in Madisan, Wisconsin,

Check out these other organic

pizzerias for inspiration:

Hot Lips, Portland, OR
www. hollipspizza.com

With five locations in Portland, Hot Lips uses mostly local
organic in:grudlmls in its food. The employees also cure
and smoke their own meats at the Hot Lips Commissary.

Pizzaiolo, Dakland, CA
www.plzzaiolooakland.com

88% of Pizzaiolo’s seasonal meat and produce is locally
grown and organic. 113 menu changes daily.

Della Zona, Athens, OH

www.dellazona.com

[talian for *from the region,” Della Zona works with more
than 16 local farmers and lood producers to create meals
from scratch,

Lilly’s Pizza, Raleigh, NC

www.lillyspizza.com

Lilly's produce is hand-selected daily by local vendors,
Most produce and nonproduce ingredients are certified
organic or are organically grown.

Taste the Difference...

www.liguriafood.com
800-765-1452
sales@liguriafood.com

It Is Al About Taste
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