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Respond to reviews on the spot with help from AI

Your guests live so much of their lives online – so being able to manage your foodservice brand on the 
internet is critical. It helps guests appreciate the quality of your business or even find your business 
altogether. Your prompt response to online comments about your business plays an important role in that 
effort. Increasingly, foodservice businesses are delegating this task to AI-powered tools that can provide 
personalized responses to comments in real time across multiple platforms. These tools can analyze keywords 
to assess the general sentiment of the comment and then provide a reply – some tools also offer guidance 
on improving service. A response to a positive comment might look like this: “Thank you for your feedback, 
Sarah! We’re so happy you enjoyed your meal and the fast service. We hope to see you again soon!” But 
there may be even more value in AI-powered responses to negative comments: “We’re so sorry your dinner 
didn’t arrive as expected, John. That’s not our standard of service. We shared your comments with our 
kitchen and want to make this right with you – please contact us directly.” In addition to neutralizing an 
unhappy guest and reinforcing your brand values with empathetic and personal feedback, providing an in-
the-moment response strengthens your search engine optimization (SEO) as well. Over time, your consistent, 
real-time interaction with guest feedback will boost your position in online search listings, helping you build 
visibility and trust with consumers.

McKinsey & Co. found that 71 percent of customers expect personalized interactions from businesses, and 76 
percent become frustrated when this doesn’t happen. Could AI tools help you meet guests’ expectations in the 

moment?



Competition. Supply chain challenges. Price hikes. Tariff-related uncertainty. Foodservice operators are juggling 
a wide range of challenges that are affecting consumer spending and the daily management of business. As 
a result, it’s more important than ever to have a resilient brand. Resilience isn’t just about surviving tough 
times – it’s about thriving, adapting and maintaining a strong identity that can weather market fluctuations and 
unforeseen challenges. Here are some actions you can take to fortify your brand. Are there opportunities for 
you to expand your efforts with any of them to better navigate the times?

First, make sure you have a brand identity that sets you apart. Is it your commitment to sustainability? Your 
devotion to a specific regional cuisine? Your story should build brand recognition and inspire guest loyalty.

Then, find ways to become more nimble. Are there areas where you could make your business more flexible 
– and less reliant on any single business stream? Maybe that could involve building your catering business, 
launching branded products, creating a virtual brand, or using technology to scale up your delivery orders 
during peak hours in your dining room.

Speaking of technology, are there parts of your operation where you can use tech to drive greater efficiencies? 
Your technology can help you scrutinize and minimize waste – whether it’s excess inventory, staff time spent on 
manual processes, or guest preferences that aren’t consistently translated into actionable insights. More data is 
only better if you ensure at the outset that it is clear, concise and connected to your goals – so you can use it to 
take positive action.

Take steps to build trust with your people – guests, staff and vendors. Create a memorable, personalized, 
convenient guest experience. Invest in employee development so your people are not only ready to handle any 
situation, but that they are also supported in ways that make them productive and motivated. Make sure you 
trust your suppliers and partners – and their ability to help you maintain quality and manage shortages, price 
hikes or other disruptions that may occur.

Be a more resilient foodservice brand



Manage allergen risks in real time

Approximately 32 million Americans have food allergies, according to the 
organization Food Allergy and Research Education (FARE). That amounts to 
about one in 10 adults, or two children in every classroom. As a result of the 
risks, real-time allergen tracking has become indispensable for foodservice 
operators. Even one oversight can lead to severe health consequences, legal 
challenges, and damage to a brand’s reputation.

Fortunately, real-time allergen tracking tools are helping businesses at every 
level of the supply chain monitor allergens and manage their risks. Within 
foodservice, digital menu management systems, kitchen display systems with 
allergen alerts, and centralized training platforms are making it possible for 
businesses to update ingredient information in the moment and maintain 
consistent staff education. Here are some examples of how a range of food 
industry brands are managing the risk of allergens:

(Continued on page 5)



Alergens
(From page 4)

• Cracker Barrel, Wayback Burgers and TGI Fridays are among the brands using EveryBite’s SmartMenu technology 
across their locations. It lets diners filter menu items by allergen categories, including the top nine allergens. Every 
time a guest uses the digital platform, their SmartMenu allergen choices are collected as insights for the restaurant.

• Volanté Systems offers a POS platform tailored for foodservice operations. It integrates allergen alerts and dietary 
filters to assist in managing allergies, particularly in healthcare and senior living environments.

• Menutech automatically detects allergens using AI, allowing for real-time menu updates and compliance with food 
safety regulations.

• FoodNotify is a cloud-based tool that helps restaurants manage recipes with automatic allergen, nutrient, and 
additive labeling, ensuring compliance and real-time updates across menus.

• AllerGenius is an allergen detection technology that uses advanced molecular techniques to identify allergenic 
proteins with high sensitivity. It can screen raw ingredients for the presence of allergens before they are 
incorporated into food products. It’s helping food producers and foodservice businesses alike to understand what’s 
going into their food.

Across your operation – and up and down your supply chain – how is technology currently helping you mitigate 
allergy risks? Effectively containing these risks can help you foster guest confidence: Food allergy sufferers are a loyal 
group when they find brands who protect them from exposure.

A study by Food Allergy Research & Education (FARE) found that 64 percent of consumers who avoid the top nine 
allergens in their food purchases consistently buy the same products – to ensure safety and save time.



Bring global lessons to the table

Seventy percent of Americans aged 65 and older will require some form of long-term care during their lifetime, 
according to SingleCare research. Foodservice providers in senior living and adult care communities have an oppor-
tunity to play a transformative role in making this transition a smooth one for residents and their families. Innovative 
models beyond U.S. borders can provide some inspiration. Here are a few examples of models giving residents au-
tonomy, aligning their meals with preventive healthcare, and supporting their engagement to help them build social 
connections:

• In the Netherlands, the Hogeweyk dementia village reimagines care by replacing institutional settings with home-
like environments that make household-style dining possible. Residents dine in small, communal kitchens and even 
help prepare meals, gaining some autonomy and routine in the process. They can shop in the community’s supermar-
ket, where no real money is exchanged and the staff are trained to provide dementia care. In 2021, the U.K. opened a 
similar purpose-built dementia village called Richmond Villages Willaston.

• Japan’s integrated care system highlights food as preventive medicine. Nutritionists collaborate with care teams to 
design meals to prevent frailty, manage disease, and monitor appetite changes that could signal deeper health issues. 
The country’s focus on inclusion and social well-being helps too – and could be replicated elsewhere with communi-
ty-style events like shared cooking or cultural food days.

• Denmark has an aging-in-place model that shows how flexible meal services can support independence. Municipal 
food delivery programs offer tailored nutrition to seniors at home. Stateside, this could mean expanding senior care 
facilities’ foodservice to support independent or homebound residents through delivery and remote meal planning.

Across these models, food plays a role beyond nutrition and sustenance. It’s central to emotional well-being, identity 
and health. In your facility, does foodservice play a back-of-house supporting role – or is it a central contributor to res-
idents’ quality of life?


