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(Continued on page 3) \

As the foodservice industry becomes increasingly connected, the risks of foodborne

illness multiply quickly. Food and beverage recalls and alerts have climbed in recent years.
Further, the Centers for Disease Control and Prevention (CDC) estimates that one in six
Americans (roughly 48 million people) fall ill from foodborne diseases annually — often
from restaurants or foodservice venues.

When a food safety incident strikes, swift, transparent action can determine whether
guests return or walk away. Fortunately, consumer forgiveness is high. According to
research shared during a recent webinar from Datassential about midyear industry trends,
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Combining transparency with prevention, quick corrective action and a visible commitment to safety can help
operators not just recover from an incident but strengthen their long-term relationship with guests.

Safety
(From page 2)

77 percent of consumers say they will return to brands affected by recalls once the issue is resolved.

Of course, that’s if businesses take appropriate actions in the aftermath of a food safety problem. Businesses have
to halt the risk by removing affected products, notifying authorities and communicating with staff. Root-cause
investigations, supplier checks and updated protocols are critical.

Many operators are already acting preventively: Datassential said 49 percent of have conducted staff trainings in the
past year, and 44 percent are prepared for the upcoming FSMA 204 traceability rules. Prevention matters, especially
for younger consumers. Over half of Gen Z and millennials say they’d pay more for products with safety certifications
or traceability guarantees.

Technology is a key ally here — and operators are investing in more protections. Datassential found that 69 percent
of operators believe investing in food safety tech like smart monitoring, digital logs, or Al-driven systems is worth the
cost.
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Taking cues from ghost kitchens may help foodservice operators test a range of business ideas before committing
significant resources to them.

When ghost kitchens meet data analytics,

traditional operators can benefit too

Ghost kitchens have evolved from a delivery-only workaround into powerful test labs for new concepts —
thanks to real-time data analytics. Instead of spending many months and tens of thousands of dollars on a
full-scale restaurant launch (or even just a limited-time-offer launch), operators can spin up a virtual brand in
days, run it out of an existing kitchen, and use order, rating, and repeat-purchase data to decide whether it’s
worth expanding.

Rebel Foods in India pioneered this model, using its Rebel Operating System to launch and track dozens of
micro-brands. Each brand focused on a different taste preference and customer profile, creating cross-brand
synergy across the same kitchen infrastructure. In the process, their technology helped them streamline
operations, reduce waste, and make data-backed decisions at scale.

As conventional foodservice operators increasingly rely on data to adjust elements of their existing
operations, using ghost kitchens’ tech-first approach can also inform future decision-making at scale. Texas-
based Sushi Zushi, which is emerging from bankruptcy, is using this approach to regain its footing, according
to a report from the San Antonio Express-News. It has been using its kitchens to trial several licensed brands,
including Nathan’s and Bennigan’s, and employing analytics to see if a concept clicks locally before signing
longer-term agreements.

Even if you're not planning to expand into licensed brands in your own operation, you might use a similar
testing approach on a smaller scale. For example, you could A/B test a promotion across multiple delivery
apps to gauge demand before committing to marketing spend or additional staff. Looking at your upcoming
plans for development, how might you lean on analytics to use your existing resources most efficiently?




Put insurance policy tune-ups on your annual to-do list
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Most restaurants pay approximately 53,000 per year for a business owner’s policy, according to Insureon, though
costs vary. Operators can manage them by working through a specialized agent, bundling cover, and putting risk
management practices in place that keep up with changes in the business.

Insurance isn’t “set it and forget it” — especially in an industry that evolves as quickly as foodservice. A
disciplined, annual review of your insurance portfolio helps ensure that your coverage keeps pace with your
changing business. In the past several years, many restaurants have expanded their delivery and payment
options, sales of to-go alcohol, and outdoor dining offerings — changes that alter risk profiles and insurance
needs.

For instance, a business owner’s policy often combines general liability, property, and business interruption
insurance — but it may omit newer exposures like cyber risks or delivery-related auto liability. Data from Aon
and CoverWallet found that 46 percent of operators lack workers ‘compensation (legally required in most
states), and 87 percent lack cyber liability insurance. This may leave businesses dangerously exposed.

Annual reviews can catch these gaps or at least make you aware of potential vulnerabilities. Being planful can
also help you save money in the long run — by ensuring you have appropriate risk management practices in
place and by allowing you to bundle certain coverages that would cost more separately. As your menu, services,
or technology change, so should your coverage. Renewal season is approaching for many businesses now.
Reviewing and updating your policies can prevent denied claims, ensure legal compliance, and protect your
bottom line and provide some peace of mind when problems happen.




Norovirus causes 58 percent of foodborne illnesses acquired in the United States, according to the CDC.

Norovirus season is coming:

Protecting residents starts in the kitchen

Norovirus remains the leading cause of acute gastroenteritis outbreaks in long-term care, and seniors face dispro-
portionate risks. The CDC reports that adults over 65 are more likely than younger populations to experience severe
dehydration and hospitalization from norovirus. Outbreaks often begin in foodservice, with virus particles surviving
on surfaces for weeks and resisting many common disinfectants.

While norovirus can occur year-round, most outbreaks and infections are reported in the winter months, so now is a
good time to strengthen facilities against the risks. Preparation means reinforcing back-of-house hygiene: strict glove
changes between raw and ready-to-eat foods, proper handwashing (20 seconds with soap and water), and sanitiz-
ing high-touch surfaces with EPA-approved agents effective against norovirus. Train staff to stay home for at least 48
hours after symptoms resolve.

Some modified COVID-era approaches can be useful here too. At the front of the house, consider staggered dining,
expanded room service deliveries, and in-room heat-and-serve options during peak outbreak periods to limit expo-
sure. Proactive measures not only protect residents "health but also safeguard your community’s reputation — and in
many states, your regulatory standing too.



