‘ ‘ n the late "80s and early "90s, typical conces-
sion stands with basic offerings like hot dogs
and pretzels made up about 80 percent to 90
percent of the menu, while the remaining
outlets had a grill and fryer to prepare burgers, fries and basic
deli sandwiches,” says Eric Wooden, vice president of facility
design at Centerplate, a Stamford, Conn.-based hospitality
company that provides foodservice for stadiums and other

venues. “The offerings and guest expectations were very basic.”

Over the last decade, foodservice at these locations
has turned into one of the most
important aspects of the event.
“Food is the way fans connect
to the building, team or event,
and brand,” Wooden says.

Stadium foodservice now
encompasses not only conces-
sions operations, but also full-
service restaurants; club level
options, which can include
all-inclusive or pay-as-you-go
buffets; catering; and in-seat
service.
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The foodservice contractor-run recreation segment,
which includes stadium foodservice, is estimated to be a
$5.2 billion industry in terms of revenue, according to
Technomic, a Chicago-based research firm. U.S. Census
dara indicates that food and alcohol revenue at self-op
spectator sports establishments totaled approximartely
$930 million in 2007, the last year for which this infor-
mation is available.

More concessions operations now accomplish about
half the cooking at each location in the stadium. Previ-
ously, much of the cooking took
place off site or in a production
kitchen. As a result, combi ovens
and induction cooking units in
both carts and permanent stands
are being utilized. Other trends
in this segment include utilizing
locally grown ingredients and an
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increase in ethnic food offerings.
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product is coming from,” Wooden

says. “Passing food through a window

doesn' cut it anymore.”

“Today, fans want to see where the

Stadium
foodservice
menus have
become far more
diverse than

the traditional
hotdogs,
popcorn, nachos
and soft drinks.
Today’s more
discriminating
fans can choose
from a variety

of dining

options while
cheering on their
favorite team or
performer.

By Lisa White,
Contributing Editor
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Q&A

Pete Spike, general manager, Delaware North Sportservice,
foodservice provider for Target Field, Minneapolis
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“ At Target Field, the'Metropali
the club level includes a-nur
equipment, such as combi

became known as more than just the home of the

Minnesota Twins Major League Baseball team. The
40,000-seat venue's foodservice program showed just how
far stadium fare has come over the years.

Target Field's foodservice is run by Delaware Norih Cos.
Sportservice, o food, beverage and refail management firm
that provides concessions, upscale catering and fine dining
operations at professional sporting venues, entertainment
complexes and convention centers across the United States
and Canada.

In addition to traditional ballpark fare, which also has
been taken up a noich, Delaware North partnered with
some of Minneapolis’ well-known food manufacturers and
restaurants. The result is a concessions program that includes
a bevy of signature offerings and local favorites. “In creating
a diverse menu, we have done things differently,” says Pete
Spike, Sportservice's general manager. “We've expanded on
ballpark food significantly.”

When Minneapolis’ Target Field opened last spring, it
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Spike has been with Sportservice for 14 years, helping
oversee foodservice programs af eight different venues
during this time. He oversees Target Field's 29 fixed
concession stands, 66 food and beverage carts, in-seat
service, two themed restaurants open to all fans, several
large dubs and suite foodservice.

The ballpark’s eight concessions themes include Mill City
Grille, which includes steak sandwiches and walleye fish fingers;
Hennepin Grille, which offers burgers, hot dogs, fries and chicken
tenders; Frankie Vs ltalian, providing a variety of pizza, calzones
and lfalian chopped salad; North Shore Creamery, serving
soft-serve ice cream; Holsey’s Sausage Haus, which offers chili,
wild rice soup, sausage and hot dogs; Senor Smoke's, providing
empanadas, nachos, burrites and tacos; Taste of Twins Territory,
which offers brats, hot dogs and pretzeks; State Fair Classics,
offering fuir favorites like kabobs and cheese curds; and Twins
Brews, which provides craft and premium beers,

FE&S spoke with Spike fo discuss the development of
Target Field's concession operafions, the unique aspecis of

the ballpark’s offerings and how its equipment supports
speed of service.

FE&S: What is unique about Target Fields stadium
concessions operations?

PS: We are recognized for our different siyle of service. We
focus a lot on preparing fresh items. People at Torget Field can
watch their product being prepared, and this provides visuals

in hack of the concessions stands. Nothing here is pre-wrapped.
We assemble to order. Our three main kitchens ereate most of
the food. In planning our kitchens and foodservice facilities, the
Twins worked with consultant John DePaola, managing principal
for Foodservice Resources out of Fredericksburg, Va.

FE&S: Please describe your signature menu items.

P'S: When we opened with preseason games lost spring, we
needed fo react to popular demand. After fapping into local and
regional markets fo see what food and brands people enjoyed,
we decided fo partner with local restaurants and suppliers so we
could incorporate these items into our operation. We parinered
with Minneapolis’ Kromarczuk Sausage Co., a 55-year-old,
family-owned manufacturer of bratwurst, Polish and Hungarian
sausage. We initially prepared the sausage on 3-f. flat top grills
at two portable caris but, due to the popularity, we added this
product o twa more cart locations. We sold more than 80,000
Ibs. of sausage this past season.

We also partnered with The Loon Café and J.D. Hoyt's,
Minneapolis restaurants, to serve Hoyt's grilled Cajun pork
chop and the Loon’s Pecos River Red chili.

Our most surprising partnership was with Murray’s
Steakhouse, another well-known city restaurant. We collaborated
to develop a signature steak sandwich for our Mill City Grill
concessions locations and it was so popular they ended up putfing
it on their restaurant’s menu. We averaged about 1,100 of
these sandwiches per game in seven concessions locations, which
is phenomenal. This was a tribute to how we were set up for
success with our equipment.

We also worked with local supermarket chains Lund's
and Byerly’s to provide their wild rice soup during the
colder months. The soup was being offered af three Halsey's
Sausage Haus concession stands, and we expanded its sales
to hawkers for seaf service due to its popularity.

What makes the stadium foodservice segment unique is the daily
volume and scale. “Feeding as many as 80,000 people at a single event
or game means speed of service, managing throughput and keeping
fresh product in-house are key,” Wooden says.

Stadium foodservice continues to reflect-current cuisine trends and
even sets some in the industry. “The stadium staples will always have a
place, but these venues need to offer the selection people have come to
expect,” Wooden says.

CASE STUDY:
Papa John’s Stadium, Louisville, Ky.
Before Louisville’s Papa Johns Cardinal Stadium underwent a $71 mil-

lion expansion, there was little cooking going on in the concession stands or
hospitality suites. As a result, foodservice offerings were limited to items that
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could be easily warmed up or held, such as hot dogs, nachos and popcorn.

After the renovation was completed last September, the home of the
University of Louisville football team became much more hospitable
to fans in terms of its food availability and offerings. The 12-year-old
stadium’s expansion added 13,000 seats, including 33 new suites on the
east side of the stadium and a terrace for standing room, connecting the
east and west sides. With the upgrades, the venue can now accommo-
date more than 55,000 people.

The suites and loge seats open into the 20,000-sq.-ft. PNC Club,
extending from end zone to end zone. The area features lounge seating, a
full-service bar and concessions. The new terrace can hold 2,500 fans and
concessions tents on game day, and is also available for special events.

“The goal was to provide cooking in all of the stadium’s new con-
cessions stands,” says Eric Wooden, vice president of facility design at
Centerplate, a Stamford, Conn.-based hospitality company that









