Foodservice Ideas in a Flash

From fresh to foodies, experts share big ideas to push foodservice boundaries

SCHAUMBURG, Ill. June 27, 2012 -- It’s amazing how much insight one can share about foodservice in
15 minutes. Three speakers at the 2012 Foodservice at Retail Exchange, held this week in Schaumburg, Ill.,
were tasked to do just that: Share a big idea in that small time frame.
Judging by the results, attendees had plenty to take back to the office.
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Over 18 months, the group ran focus groups to determine guests’ key needs, and eventually constructed a
test lobby from foam core to test run customers on the different layouts. Influenced by the “third place” feel
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