











ganic flours. Their stand at the Portland Farmers’ Market regularly

sell 80 percent of all organic food and drink, he adds,
although this accounts for only 1 percent of total food
and drink sales in the UK. The demand is being driven
through the retailers at present, “not through foodser-
vice operators,” Doughy reports. “The factors behind
the trend are the familiar concerns of healthy diet,
provenance of food, taste and sustainability. These issues
are constantly in the popular media, but there is also
confusion between labels given to food such as free
range, organic, wild and sustainable.”

Organic food products are found in the UK foodservice
market, explains Doughty, “but it is still a niche market
for purely organic restaurants. These tend to be individ-
ual restaurants, or part of a small group such as Planet
Organic, Pizza Organic and Natural Café.”

‘Springing Up’ In Canada
“Organic is big (and) lots of new restaurants are springing
up all over,” reports Stan Pyne, FCSI, CFSP, CPSA, man-
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ager of food facilities planning for Hirschberg Design
Group, Inc. in Toronto, Canada. “Some of them are,
unfortunately, seasonal and closed for the winter. How-
ever, that does not deter others from going into business.
It seems like mostly the ethnic population that tends to
run that way, with a smattering of European.”

Costs are somewhat lower overall for these restaurants,
Pyne says, since kitchens don’t need to be as large. “Sourc-
ing is not a problem here. Toronto is such a multina-
tional city that there is a great abundance of fresh produce
available.” A wealth of organic eateries has sprung up in
Toronto, according to Lipson, including Campos; Organi-
clicious, a sandwich shop serv-
ing organic sandwiches; Tre-
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Fontane, a vegetarian, all-you-
can-eat Italian buffet; Radical
Roots, a vegan-run student café;
and Happy Buddha and An-
napurna, two new full-service
vegetarian restaurants.

“Like the wild salmon move-
ment of a few years ago, more
organizations are looking at
organics and non-GM foods to
differentiate themselves from
their competition,” says Allan
Dieckmann, FCSI, senior man-
ager of hospitality services for
the SmartDesign Group in
Vancouver, Canada. “People
seem willing to pay for the dif-
ferent experience.”

Ahead

Clearly, organic food isn’t going
away. “There will continue to be
an increase in organic because
of customer demand,” says Eric
Giandelone, editorial manager
at Technomic. There is, how-
ever, “a ceiling because of the
supply and willingness of what
customers will pay.” Organic
will be seen less in limited-ser-
vice restaurants, of course, be-
cause “customers have a value
expectation and are less willing
to pay the higher price.”

But more customers than
ever are willing to pay more,
making this one trend that is —
ironically — highly sustainable.
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