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constructed building,” Kell advised. “Each self-serve 
pantry provides standard and specialty coffees, upscale 
soft drinks and cold foods such as sandwiches and sal-
ads.” (Traders who prefer hot meals can call for desk-side 
delivery from the company’s main, on-site cafeteria.)

Key equipment supporting the holding and display of 
items in Kell’s pantries are vertical and inclined air-screen 
merchandisers, which are backed up with roll-in refrigera-
tors. These units are stocked with food and beverages sent 
up to traders’ floors from the main ground floor kitchen. 
“Each of the pantries has a uni-directional flow and a pair 
of adjacent cashier stations to ensure rapid throughput for 
the busy traders who patronize them throughout the work-
ing day,” Kell noted. “It’s also important that these remote 
service points don’t run out of product, which is why we 
replenish each pantry several times a day and have an 
employee dedicated to making those deliveries.”

Kell also pointed out that the design goal with any 
small-footprint foodservice, including traders’ pantries, 
is to “make the back of the house disappear.” To reach 
this objective he strives for a bright, uncluttered serving 
space whose surfaces are easy to clean and maintain but 
which allow foods to be featured. For instance, for the 
recent traders’ pantries, Kell selected internally cold 
cases, to draw attention to meal choices presented in what 
are basically open-plan office spaces. He also believes that 
discrete signage, such as printed posted menus and in-
gredient labels on food packaging, is most appropriate in 
conservative B&I settings.

“The only things we couldn’t do with these pantries 
was to incorporate serving islands or buffet displays,” Kell 
commented. “Those choices were eliminated by their loca-

tions near the building’s core. However, the client is very 
happy with the program, because it’s clearly the most ef-
ficient and cost-effective method of feeding people who 
can rarely leave their work stations.”

In the von der Heyden Pavilion, a new student  study 
center on the campus of Duke University in Durham, NC, 
a 10’ by 10’ baked goods and coffee concept called the 
Mad Hatter Café has been averaging over $3,500 in daily 
sales since its opening in November 2005. According to 
Jim Wulforst, director of Duke’s Dining Services depart-
ment, the Mad Hatter, located near von der Heyden Pa-
vilion’s ground-floor entry, is an off-shoot of a full-sized 
restaurant that does a thriving business in downtown 
Durham. “The operator had been looking to work with 
Duke for a long time and we needed a high-volume op-
eration with a very small footprint for the pavilion, so 
we negotiated a deal,” he explained.

Due to its size and location, Duke’s Mad Hatter receives 
its daily supply of baked goods, sandwiches, soups and 
salads from the operator’s local commissary. Because the 
on-campus facility maintains long operating hours (8 a.m. 
to midnight, Monday through Friday, and 4 p.m. to mid-
night on Sundays), five daily deliveries are required to keep 
up with demand. Onsite equipment includes a refriger-
ated merchandiser and make-up tables where sandwiches 
are wrapped, cappuccino and espresso machines, high-
speed coffee and tea brewers, soup tureens and a soda 
station. The product storage area here measures a scant 4’ 
by 10’ and includes a utility sink, according to Wulforst.

Duke’s Mad Hatter Café requires three staff, relatively 
high for such a small concept but understandable con-
sidering the large volume of daily transactions and ex-
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In Duke University’s new von der Heyden 
Pavilion study center (which has the 
school mascot Blue Devil reading a book 
on its roof), the 10’ by 10’ Mad Hatter 
cafe sells more than $3,500 a day in fresh 
baked goods and beverages.
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tended operating hours. “I believe our Mad Hatter became an overnight success 
for several reasons,” Wulforst stated. “We have a great operator, well-liked in 
our area, whose products are very high quality. We also selected a very good 
merchandiser that ensures their visibility and attractive appearance. Because 
the whole set-up is so high end, we can command $10 for a boxed sandwich. 
That might seem expensive for college foodservice, but our customers believe 
the products are worth it.”

Wulforst had proved to be an adroit administrator of high-grossing small-
footprint foodservices even before opening the Mad Hatter. Duke’s Subway 
outlet, for example, occupies just 180-square-feet yet is the number one revenue 
generator of any Subway in North Carolina. In addition, the university’s 800-
square-foot Chik-fil-A unit is number three in sales in this QSR chain’s entire 
system. “Though we had to carve out space in existing facilities for these con-
cepts, they have great locations,” Wulforst said. “I’ve learned to calculate food-
service sales and costs in terms of square inches, not square feet.”

One of the major responsibilities undertaken this past year by Salli Hritz, 
national director of development & innovation for Philadelphia-based Aramark’s 
corporate dining division has been the creation and roll-out of two notable, 
small-footprint foodservices.

The first of these is a modular C-store concept designed for B&I and college 
accounts that Aramark has branded as C3. “Depending on a client’s available 
space, population size and product preferences, we typically stock a C3 with a 
variety of coffees, cold beverages, prepared hot and cold meal choices, conve-
nience foods and retail items,” Hritz said. “C3 can also provide soups and host 
services such as photo finishing or dry cleaning, and one of their multiple 
footprints is simply a pre-wired ‘retail wall’ that folds for storage and can be set 
up in a hallway.”

According to Hritz, the installed equipment of a representative 10’ by 10’ C3 
would include air-screen refrigerators, countertops with ambient storage below 
and Italian-style curved-glass display cases, both ambient and refrigerated. 
Because C3 units are designed to operate without hoods, electric ovens have 
been specified to reheat sub sandwiches and pizza. Lighting integrated into this 
small-footprint concept features spot and drop fixtures that help to show off 
displayed foods, while signage includes hanging menu boards.

The second compact concept Hritz and her team have just introduced at an 
account in Florida is called Sandwich & Co. As its name suggests, it specializes 
in up-market, custom-made sandwiches, as well as salads and beverages. This 
500-square-foot modular sales point was designed with built-in merchandising 
areas and a display case constructed as part of the front countertop. Installed 
within it are a slicer, electric convection oven, panini grills, soup kettles and 
reach-in and low-boy refrigeration. Hritz commented that signature items here 
include custom sandwiches sold by the inch, an option intended to appeal to 
customers with smaller appetites.

“The color palette of Sandwich & Co is poppy orange and sherbet green, 
which makes it appear refreshing and rejuvenating,” she remarked. “This first 
unit is actually situated in a refurbished closet; we had to put in water and 
electric lines. However, despite its small footprint, its design, appearance and 
selections make it the ‘anti-cubicle’ for customers.”
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