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PRESIDENT'S MESSAGE

Greetings from snowy Colorado 

Last year was a year of celebration as IFEC turned the big Five-0. This year appears to be a year of transition for IFEC. 

An IFEC task force (Pat Cobe, Joan Holleran and Allison Perlick) is working with graphic designer Gail Segerstrom to revamp the IFEC logo. It’s not easy to convey the spirit and work of this dynamic organization (although many thought the martini glass on this year’s conference program was close).

The IFEC office is working to revamp the IFEC website in the hopes of online registration and online office hours sign-up for next year’s conference. Training and testing and modifications are underway.

Earlier this month, Beth Matranga surprised us when she decided to no longer work for IFEC.  She will be missed.  Her humor, warmth and insights were part of what made the annual IFEC conferences (not to mention calls to the IFEC office) so enjoyable. Our very best wishes to Beth.

We’ve been forced to make some changes to the IFEC annual conference schedule as well.  In order to avoid conflict with other industry meetings, the annual IFEC conference has been moved to November 5 – 8 in Austin.  

If you have suggestions for IFEC or the annual conference, please fill out the attached survey. Only a few surveys were turned in at the Chicago meeting so please take the time to share your thoughts and suggestions.
Mary Humann, IFEC President 2007

The Humann Factor LLC

___________________________________________________________________

ABOUT PEOPLE

Congratulations to Ed Hoffman on the launch of his consulting practice, The Varick Group.  Ed says it’s a brand positioning and marketing planning consultancy that works with clients in the food and lifestyle-branded industries. They provide brand positioning and marketing planning expertise as well as media relations, event planning and market research services.  For more information go to: http://thevarickgroup.com/
Contact Ed at 646.964.4172; ed@thevarickgroup.com.
Best wishes for a speedy recovery to Betsy Krugliak.  She had surgery to repair torn tendons in her left shoulder and will be out of commission for about 5 weeks.  Pat Burke has provided her address for those who’d like to send a card: 
Betsy Krugliak

181 Oak Road
Piedmont, CA 94610
(510) 444-0412
PEN AND PALATE

We asked a group of IFECers, selected at random, to describe a recent memorable dining experience.  Please see their contributions, below.  This is the first in a series of musings on foodservice and communications topics by IFEC members.  If you have an idea for a topic, please send it along.
Memorable Meals 

“Sad to say, I haven't been out much beyond the fabulous IFEC conference. But, while in Chicago, I had the pleasure of dining at David Burke's Primehouse, and as a saltoholic, was totally impressed that he served many dishes on big slabs of Pink Himalayan 
Rock Salt. Also because I'm addicted to salt, I loved that he uses pretzels as an ingredient, condiment, topping, etc., as in Pretzel Crusted Crab Cake. Totally worth the bloat!”
Kathy Hayden
Flavor & The Menu
*    *    *    *
“We dine very often at a local ‘joint.’  It is an old, family-run, red-sauce Italian restaurant. The family that runs it is delightful. Their South-Philly culture oozes out of their pores and into the scrumptious sauces. Most everything is made from scratch. The kitchen is serviceable at best; no high-end designer stoves or coolers here. Daily deliveries bring what they need to produce simple and cheap meals. This is important because this family operation still draws groups with kids of all ages in tow. It's clean but not duded up. Paper placemats still show the country of Italy in red and green outline with the regional capitals starred in approximately correct geographic position. The music worked well back in the 50's and still works perfectly well today.
 

“This leads to the story. We took one of our friends whom we'll call Miss Prim. Her propriety fits her well but it does cause all of us who adore her some discomfort on a regular basis. It was out in full force that evening. We'd prepped her on the type of place we were heading and what and what not to expect. The first thing out of her mouth was what kinds of bottled waters there were. None. It was followed by a question about the freshness of the greens in the salad. And whether the Arugula was baby or organic. The greens were fresh. Crisply chilled iceberg. No, there was no Gorgonzola for the top of the salad. Yes, she could get it with just a couple lemon wedges to dress it with instead of the homemade house Italian.  Many questions followed but dinner was finally ordered and delivered and gratefully partaken of in great company, including the staff who spend half of their time at dinner guests’ tables. We've gotten to know them and they've become family. That's one of the reasons for going there. It's family. Comfortable. Warm. Soothing. Delicious.

 

“Everyone left feeling like something wasn't quite right. We figured out that our guest had made the evening much less than it should have been by not understanding the situation. And there was nothing we could do that would ever teach her to ‘get’ it. She was not comfortable. It was not her style. It was less than a perfect fit. We all learned a good lesson in life that night and have used snippets of the meal many times over as stories in other dinners; many at that restaurant. For we still go back almost weekly for great gnocchi, roasted yellow pepper sauce, perfect pork cutlets, steamed mussels, you name it. All delicious. And in great company. And I can BYOB.”
Blake Swihart

Foodservice Solutions

*    *    *    *

“The most memorable thing I've eaten in the last month was an iceberg wedge salad topped with a yummy creamy dressing and crunchy bacon hunks served at Witherspoon Steak in Princeton NJ.  The opposite textures and flavor-- mild lettuce, strong smoky, salty and rich pork bacon -- and cold lettuce with warm bacon simply worked perfectly. The dressing wasn't too much or too little. It was well distributed over the wedge making it easy to eat. The seasoning was exactly right. And the dish was reminder of what makes eating interesting -- ingredients that are fresh, well proportioned and balanced. It was an honest dish that makes me crave more.” 

Pam Parseghian 

Nation’s Restaurant News

*    *    *    *
“Actually, it occurred when I was at the IFEC Conference in Chicago!

Four IFEC friends and I went to Il Mulino New York (on Dearborn) for an incredible multi-course meal – more like a culinary performance!!
“After seemingly endless antipasti, tastings of dover sole, filet mignon, Langoustine Risotto and Wild Mushroom Ravioli in an outstanding champagne cream sauce, none of us imagined how we would possibly fit in dessert. Our table captain smoothly removed and unrolled a new tablecloth for us and we were offered a selection of house-made grappa – I chose the fig flavored – and were presented with a selection of chocolate desserts and biscotti. As we gave into full-fledged gluttony, two servers came to either side of the table with a pear and a peeled orange. I’ll never forget it…

“Server #1 told us ‘this pear has been soaked in white wine and will be sliced on a bed of berries and {listed two sweet cream sauces} for you.’  Server #2 told us ‘this orange has been marinated in Grand Marnier and will be filleted on a bed of berries and {listed two sweet cream sauces} for you.’  The tableside performance began as they meticulously and ever-so-graciously filleted the fruit and placed the slices on beautifully set plates for us to indulge!  We watched with wide eyes as if we were watching a Broadway performance. 

“Our culinary journey at Il Mulino New York is a memory I will never forget. I’ve cc:ed two of my guests that night – I imagine they’ll agree!”
Carrie Foster

Linda Roth Associates
JOB POSTINGS 
Director, Foodservice Marketing 

National Cattlemen’s Beef Association
Reports To: Executive Director, Foodservice Marketing (based in Denver office)

General Responsibilities:

The Director, Foodservice Marketing is responsible for planning, development, budgeting, and implementation of integrated beef foodservice marketing tactics designed to increase beef volume in foodservice. This responsibility requires direct interaction with channel leaders, industry committees, professional staff and cross-functional teams.

Specific responsibilities include, but are not limited to:

Work closely with foodservice and cross-functional teams to develop and execute foodservice marketing initiatives to achieve the goals of the industry’s long-range plan.

· Direct and manage all foodservice program tactics including trade advertising and communications, relationship marketing events, and partnership promotions.

· Manage, develop, and supervise the activities of foodservice program staff to ensure strategic alignment, program integration, timely reporting, and meaningful results.  

· Manage the foodservice agency and their activities on the industry’s behalf.

· Manage and coordinate the Beef Foodservice Committee activities including managing semi-annual committee meetings and quarterly updates on program progress and results. 

· Manage budget and monthly cash flow for foodservice marketing projects.

· Communicate program results to appropriate industry audiences.  

· Work with State Beef Councils to facilitate foodservice program implementation. 

· Serve as authority on beef foodservice product information and provide accurate information to a variety of constituents.

· Represent NCBA at appropriate professional and industry meetings

Qualifications:

A background in foodservice marketing is preferred. The candidate must possess a bachelor’s degree and have a minimum of five years experience in agency management and B2B marketing, including trade advertising, PR, event planning and channel promotions. Exceptional communication skills and experience with managing agencies and events are essential. Candidate must be a strong, effective leader with collaborative management style who thrives in a fast-paced environment – one who is driven by the “big picture” and capable of managing multiple projects simultaneously in order to meet strategy objectives. Long hours and travel are sometimes required, calling for a creative, high-energy individual who is committed to making a difference on behalf of the beef industry. 

Personal Attributes:

Courageous strategic thinker

Market driven, detail oriented

Communicator

Focused self-starter

Collaborator, team player
Contact Maradee Peakman at mpeakman@beef.org
*    *    *    *

Senior Account Manager

Lewis & Neale, a food PR/marketing agency in New York City, is
conducting a search for a Senior Account Manager.  The candidate must
have at least three years experience in public relations, have excellent
management and writing skills, be passionate about food and live in the
New York City area. Email resume and salary requirements to
annette@lewis-neale.com 

MARK YOUR CALENDARS 

The 2007 conference will be at the Omni Austin Hotel in Austin, Texas, Monday November 5 – Thursday November 8, 2007.  The 2008 conference is planned for Cleveland, Ohio, dates to be determined.

IFEC’s annual reception during the NRA Show in Chicago will be Monday, May 21st at 4:30 pm to 7:00 pm, place to be announced.

MEMBERSHIP RENEWALS
Wondering when your annual membership is due?  In the near future you will be receiving an email notice with instructions about how to renew your membership online.  Thanks for your patience as we finish construction on the member portal of our website, www.ifeconline.com.  

Do you have a new job, a new client, a new project, a job opening – any news of interest to IFECers?  Please let us know by emailing to ifec@aol.com.

The IFEC Newsletter is a monthly online publication for IFEC members
Edited by Carol Lally, executive director

