
“They’ve been  
my love story  
for 14 years,”  
an importer 

declares

Much like parts of 
California and Chile, 
Morocco benefits 
from its unique 

location on North Africa’s western 
coast where the vineyards face the 
Atlantic Ocean, receiving its cooling 
breezes along with the warm rays of 
Moroccan sun. 

The country has been making 
wine since the Phoenicians colo-
nized the coast in the 12th century 
B.C. and there are still ruins from 
the Roman vineyards. The temper-

ate climate is shaped by bodies of 
water to the north and west and rain, 
contained by mountain ranges to the 
north and west.

Despite its long history with 
wine, the wines of Morocco have 
only just begun to receive recogni-
tion on the global stage as it begins 
to expand distribution in the US. 

Didier Parente of Nomadic Dis-
tributers in Los Angeles, who began 
importing the two major wineries’ 
products to the U.S. nearly a decade 
ago and calls his business his “passion.

 The wines, he says, are “New 
World wines from the Old World.” 
They’ve been, he declares, “my love 
story for 14 years.” 

Didier and Hallie Parente recall 
that when they first started importing 
the wines of Ouled Thaleb and Cel-
liers de Meknés, they were told there 
was no market for Moroccan wines 
in California. To that, Didier recalls, 
“I said ‘phooey!’” His parents were 
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Morocco’s wines undergo a renaissance
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THE OTHER SIDE

Capturing cafeteria business is a goal
Healthcare foodservice reaches 

new levels at Metz Culinary 
Management 

DALLAS, PA – Craig 
Solomon, a hospital 
foodservice professional 
with more than 25 

years of  industry service under his 
belt, took on new responsibilities 
this fall with Metz Culinary Manage-
ment. 

Named senior vice president 
healthcare, he assumed responsibil-
ity for all aspects of Metz’s rapidly 
growing healthcare business. The 
division is one of the company’s 
fastest growing, says President 

and CEO Jeff Metz, who praised 
Solomon’s history of  “solid, lasting 
client relationship.”

By getting feedback and develop-
ing client programs that met their 
needs, Metz adds, Solomon builds 
“solid, lasting client relationships.”

A career in healthcare foodser-
vice, Solomon recalls, was not on 
his radar when he graduated from 
college. He chose to work with 
Marriott in hotels at first, moving 
through the ranks.

An offer from Metz on the B&I 
side of the company’s business led 
him to join the company where he 
later moved to healthcare foodser-
vice in 2000. “We’ve seen tremen-
dous growth in our healthcare busi-
ness down the Eastern Seaboard,” 
he notes.

He recalls that years ago, 
healthcare, much like college feed-
ing, received a bad rap. Today, he 
points out, both non-commercial 
operations have undergone radical 
changes, becoming more like their 
commercial counterparts in style of 
service and food quality.

Celebrating 
nearly 20 years 

in the field, Craig 
Solomon moves 

to senior vice 
president
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The job, he says, 
keeps his interest 

high “I’m not 
allowed to get 

bored,” he laughs

“We do a great job on the retail 
side of our healthcare business and 
on the patient side, where a focus 
on patient-centered care brings in 
more revenue and reduces costs.”

Solomon quotes one of his chefs 
who declares that today,  “food has 
to be hip and happening.” Metz is 
“breaking old molds and treating 
hospital food much as a restaurant 
would. It’s a much more culinary 
approach. We see results like 
improved satisfaction on both the 
employee and the customer side.”

At Wilkes Barre General Hospi-
tal, he recalls, the cooking process 
was changed radically to fresh, 
made to order fare. The staff, which 
had become used to doing things 
the same way for years, “thought we 
were crazy,” he recalls. “But change 
is good. We nurture our employees. 
There’s a lot of longevity, especially 
with cooks who’d become used to 
doing things as we did back in the 
‘70s.”

Today, he continues, both sales 
and satisfaction are up. Metz, Solo-
mon points out, “is not cookie cut-

ter. We build our program around 
each client’s needs and desires 
because each one is different.

The population is growing older, 
he notes, and increasingly is more 
sophisticated about food. They don’t 
want a bland chicken breast any-
more We use a restaurant mentality 
to get more sales.”

It’s also a more diverse popula-
tion today, Solomon adds. Hospitals 
today must find new opportunities 
to bring in sales at a time when 

many are struggling with lower 
reimbursements. Tight budgets, says 
Solomon, create the need to stream-
line processes and control costs. “It’s 
our responsibility to each client.” 

On the personnel side, he sees 
more culinary students interested 
today in entering the healthcare 
foodservice arena. Metz attracts 
them with hours, he points out, as 
healthcare foodservice offers shorter 
hours and more holidays than 
restaurants. The dramatic changes 
in healthcare foodservice, which has 
been on the forefront of the fresh, 
local, organic and green movement 
for the past decade or so, also makes 
it appealing, he notes.

“We work maybe 50 hours a 
week and we don’t fill up pans and 
run lunch lines any more. We’re 
more like restaurants today and 
when we recruit, we often look 
at restaurant personnel to attract 
talent.”

He recalls walking into one 
client’s, Wilkes Barre General Hos-
pital, and finding the chef making 
vegetable lasagna from scratch. “We 

used to use frozen lasagna there, but 
now it’s fresh and healthy for both 
patient services and the cafeteria. 
We no longer used canned and 
frozen or convenience products. It’s 
much more of a restaurant mental-
ity.”

One goal is to capture cafeteria 
customers off the street, not only 
to eat but for takeout as well. We’re 
building the brand and see more 
loyalty. We do more branding than 
ever before. We’re in nearly 40 
hospitals.”

What he most enjoys is engage-
ment with people and building 
relationships. He meets weekly with 
district manager and clients. With 
the new position comes more travel 
to work with clients and make sure 
both managers and others at his lev-
el stay in front of them. Long-term, 
he hopes to continue building the 
Metz brand and growing the busi-
ness. “I’m not allowed to get bored,” 
he laughs. “This is my fifth move up 
and it keeps my interest high.”




