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Hospital of the Future
Getting Past Hurdles
MEDICINE: Palomar Improves 
Patient Volume and Finances
■ By BRITTANY MEILING

Palomar Medical Center  has been coined 
the “hospital of the future,” constructed to 
withstand earthquakes of great magnitude, 
tested within its fi rst season with wildfi res 
warming the glassy exterior, and meticulously 
designed with the architectural fl exibility to 
meet demands of future unknowns.

The proverbial iceberg in the night came in 
the form of the Affordable Care Act, as the 
decade-long hospital project opened its doors 

Speculative Projects
Are Heading North
BUILDING: The Improving 
Economy Spurs Industrial Growth 
■ By LOU HIRSH

It’s not the start of any expected boom, but 
three North County cities are now witnessing 
what has been a nearly nonexistent sight in 
the region for the past six years: speculative 
construction of industrial projects.

Suppressed production demand caused by 
the recession, limited land availability in the 
most sought-after locations, and a still-tough 
construction fi nancing climate have made 
spec commercial building of any kind rare 
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Riding 
The Wave

DINING: Rubio’s Efforts
At Rebranding Part of
Fast-Casual Competition
■ By LOU HIRSH

Leaders of Rubio’s Restaurants Inc.  are 
taking steps to ensure that the look and 
feel of its eateries carry elements of the 
Carlsbad-based company’s DNA.

That includes its 31-year history as a 
California coastal company that became 

best known for the Mexican-style fi sh tacos 
served at its fi rst restaurant in Pacifi c Beach 
back in 1983.

The company recently announced 
plans for a redesign of 60 of its California 
restaurants — about a third of the nearly 
200 it now operates in fi ve states — with 
a rebranding of the remodeled locations 
under the name Rubio’s Coastal Grill .

The fi rst wave of remodelings is under-
way and set for completion by the end of 
2015, with more updates planned for 2016. 

Photos courtesy of Rubio’s Restaurants Inc. 

Rubio’s is distinguishing itself from Mexican fast casual brands and emphasizing its coastal roots.
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Millennials Prove Infl uential With Menus 
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DINING: Young Adults 
Will Pay For Healthful Choices
■ By EMMET PIERCE

As young adults push for more health-
ful, fresher, and tastier food, many San 
Diego County restaurants are responding 
by updating their menus and being more 
transparent about the source of their food.

Millennials — people who were born 
between the mid-1980s and early 2000s — 
are having a big infl uence on dining out, 
said Stephen Zolezzi , president and CEO 
of the Food & Beverage Association of San 

Melissa Jacobs

Stephen Zolezzi of the Food & Beverage 
Association of San Diego says local restaurants 
are being more transparent about the source 
of their food. Restaurants page 37
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Restaurants:
Diego. Many restaurants are welcoming 
the trend, since health-conscious people 
generally are willing to pay more for the 
foods they prefer.

“All the indicators we have are they 
are willing to pay the price for something 
that is fresh and locally grown, and we 
are going for it,” Zolezzi said. 

According to a recent study by Brand 
Keys, a New York-based brand and 
customer loyalty consulting firm, nearly 
90 percent of millennials are looking for 
fast-casual food that is tastier and more 
healthful

Partnering With Producers
Zolezzi noted his association is work-

ing closely with the San Diego Farm 
Bureau, which has a program called San 
Diego Grown 365. The idea is to help 
restaurants that sell locally produced 
food market themselves by displaying the 
San Diego Grown trademark. 

Any San Diego County grower may sign 
an agreement to use the label at no cost to 
identify their products as locally grown.

Zolezzi also noted that a private com-
pany called Trace and Trust in July began 
offering a service to local restaurants that 
gives them the ability to trace the food 
back to producers, such as farmers and 
fishermen. 

This enables health-conscious restau-
rant patrons to determine exactly where 
the food they ordered came from, Zolezzi 
said. “You can actually follow through 
with telling people the name of the farm, 
the name of the fishermen.”

In some cases, restaurants may be able 
to display photographs of farmers and 
fishermen who are supplying the food 

the restaurants use in various entrées, he 
said. Chefs can use the Trace and Trust 
network to select products and suppliers. 
Restaurant staffs can be trained to tell 
the stories behind the meals they offer 
customers 

Michael Clayton, CEO of Trace and 
Trust, said his Davis-based company 
rolled out its product in New England 
in 2011. It has partnered locally with 
Catalina Offshore Products, one of the 
largest seafood import and export com-
panies in the state. 

Connecting With the Millennials
Trace and Trust uses technology to 

make a direct connection between con-
sumers and food producers. Clayton said 
consumers can connect to restaurants 
using iPhone and Android smartphone 
applications. They can see what seafood 
that has been delivered to local restau-
rants before selecting a dining location. 

“The goal is to create a platform that is 
diverse enough to respond to the needs of 
the millennials,” Clayton said. “It creates 

a customized experience.”
The quest for fresher, more healthful 

food isn’t confined to casual dining es-
tablishments. Restaurants that are more 
formal also are looking for ways to tap 

into the healthy-food 
market. Meredith 
Manee, the chef for 
1500 OCEAN at the 
Hotel del Corona-
do, said fresh and 
healthy foods are a 
big part of her focus. 
Attracting millenni-

als to high-end restaurants is important 
to businesses that want to build a custom-
er base for the future, she said.

“We want a long-term clientele,” 
Manee said. “Getting them at a younger 
age and having them become regulars is 
very important.”

She noted that her restaurant has its own 
herb garden on the grounds of the hotel.

“It is literally footsteps out of  my 
restaurant,” she said. “We have a ton 
of rosemary, a great herb that is hearty, 
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Melissa Jacobs
Carolyn De Philippis Des-Pres and Steve Zolezzi look over the menu at Filippi’s Pizza Grotto 
on Friars Road. 

and garlic, chives, basil, thyme, mints. 
The San Diego weather and climate are 
amazing for growth.”

Different Direction
Steve Robbins, director of hospitality 

at Stone Brewing Co., oversees bistros in 
Escondido and at Liberty Station. 

“We like to make sure we are on the 
forefront, staying proactive,” he said. 
“We’ve set the bar 
on having a menu 
that is a little bit dif-
ferent. I do a lot of 
surveying and case 
studies with all of 
our guests, the 20- to 
30-year-olds, the 30- 
to 40-year-olds, the 
70- to 80-year-olds.

“Everyone’s eating habits are changing, 
particularly in the San Diego market,” he 
said. “People are beginning to understand 
how the body machine works.” 

The millennials are on the forefront of 
the change because they use the Inter-
net to educate themselves about health 
issues, he said.

“They know where the information 
is,” Robbins said. “They want local, 
they want fresh, they want organic. We 
operate Stone Farms, an organic farm.”

Much of the produce the Stone Brew-
ing Co. uses comes from its farm, he said. 
“It’s not an easy thing for a restaurant to 
do, but people appreciate it.”

If  all goes as planned, preparing and 
marketing healthful foods will make San 
Diego County restaurants more profit-
able, said Zolezzi. Local food suppliers, 
and restaurants can work together to 
make consumers aware of their healthful 
products, he said.

“That is really what it is all about,” he 
said. “It’s a win-win for everybody.”

Steve Robbins

Meredith Manee


