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publisher’s letter

This month, our cover story features
several restaurant concepts  — On
The Border, Mongolian Concepts,

Salata and Wetzel’s Pretzels — whose
executive teams have hired women in
high places. With changing consumer
tastes in a new, post-pandemic world, res-
taurants have had to not only keep pace
but also anticipate new and emerging
dining trends. Women in the C-suite are
able to bring that much needed diver-
sity of leadership, fresh perspectives and
ideas, and the strength and stability that
the rebounding restaurant industry needs
right now. Read more beginning on page
12.

In addition, we bring you six feature
articles ranging in topic from equipment
effi ciency as it relates to retail sustain-
ability (p. 14) to how to  utilize every busi-
ness’s superpowers: customer service and
customer experience (p. 22).  In between
are industry expert columns on micro
fulfi llment centers (p. 16); commercial
property insurance (p. 17); the future of
wellness F&B in construction (p. 18); and
scheduling hacks to smooth labor snags
and create a thriving workplace (p. 20).

Next month we plan to reprise our
Signature Vendor Spotlight Q&A. If you
are a vendor  interested in being profi led
in our October spotlight, please reach
out to Associate Publisher Scott Royal at
(404) 832-8262.

Thanks for your support,
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Successful projects don’t come 
from landing the biggest project 
or funding, but stem directly from 
creating responsible construction 
that values progressive, sustain-
able architecture and design. Well-
ness isn’t just a trend, it’s a core 
element that is inherent to great 
projects that benefi t both the cli-
ent and community as a whole.

WHAT DOES CONSTRUCTION 
HAVE TO DO WITH WELLNESS?

It’s diffi cult to defi ne wellness 
spaces through a one-size-fi ts-
all approach. Health should be 
individualized, catering to the 
needs of specifi c groups of people 
through clever, thoughtful design 
elements. Context-driven design 
is key, allowing communities to 
defi ne the purpose and focus of the 
spaces that serve them. Elements 
such as natural light, organic 
materials and air quality are key 
in crafting user-oriented spaces, 
though these aspects can be used 
differently, tailored to meet the 
goals of individual projects.

The approach to wellness dif-
fers from project to project; at 
times, we inherit the architectural 
elements of an existing structure, 
such as limitations to the quality 

of space and natural light. It’s best 
to take these projects one step at 
a time, creating our own look by 
putting in the work to make an 
operable yet airy environment. 
Regardless of the challenges or 
end goals of a space, the princi-
pal design goals remain the same: 
how can we cultivate a space that 
promotes the health of users while 
facilitating effi cient operations? 

Pulling this concept over to 
F&B, interiors should welcome 
users in, inviting them to stay 
awhile as they fi nd their new fa-
vorite spot, whether it be a res-
taurant, coffee shop or juice bar. 
Incorporating natural materials 
into projects is key; they create a 
great touchpoint to bring the out-
doors in, establishing those bio-
philic elements as a staple of the 
experience. More and more, we’re 
seeing people bringing in “natu-
ral” materials just to stain a dif-
ferent color or manipulate them 
in another highly-manufactured 
way. Why would we want to bring 
the wonders of the outdoors into 
our projects just to alter them? As 
for other materials, balancing tex-
tures like plaster and sheetrock 
can be effective, creating a depth 
and contrast, draping the space in 

those rich, natural earth tones. 
It’s also important to effectively 

utilize technical systems to im-
prove air quality so visitors can 
quite literally breathe easier in 
the establishment. From a con-
struction standpoint, it’s impor-
tant to avoid using volatile or-
ganic compounds (VOCs), harsh 
chemicals and synthetics –– it 
really does make a noticeable and 
perceivable difference in the fi nal 
product.

DRAWING INSPIRATION FROM 
CHEFS, CUSTOMERS AND 
PATRONS (OH MY!)

Before even setting foot on a 
job site, try to fi nd inspiration in 
the operations of a F&B space; 
sit down with chefs to really un-
derstand their process as well as 
their cuisine. Just as we’re creat-
ing art with architecture, chefs 
create art with their menus and 
culinary creations. We want to 
create an architectural language 
that clearly speaks to their culi-
nary perspective properly in the 
dining environment. Guests can 
tell when the food and the built 
environment are disjointed, with 
no attempt to create special mo-
ments of connection within the 
space. How can we help bring a 
chef’s vision to life, particularly in 
partnership with those that are 
very involved with their program? 
One way is to understand and 
adapt the nutritional concepts of 
the menu to fi nd ways to integrate 
the culinary concepts into the con-

construction

Cultivate

WELLNESS
Anticipating the future of wellness F&B in construction.

BY JARED BRADLEY, AIA, NCARB

President,
Certifi ed Construction Services & The Bradley Projects

Participating in the wide world of architecture, design and construction takes on different 

meanings to each individual, especially when it comes to cultivating spaces that speak to 

each client’s ethos and purpose. The pinnacle of good commercial construction comes from mar-

rying a brand’s concept with a design that meets the evolving needs of its industry –– in the case 

of food and beverage (F&B) spaces, we’re seeing an increasingly popular shift toward incorpo-

rating health and wellness aspects into the built environment. From the onset of my career, I’ve 

viewed elements of health and wellness at the forefront of each project’s conversation — not just 

an afterthought or trend piece.
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struction of the space, whether 
drastically or in a subtle way. 

There is also a need to shift to-
wards prioritizing the health and 
wellness of employees through the 
infrastructure of the built environ-
ment. This comes down to seem-
ingly minute details that actu-
ally make or break an experience 
for staff: the addition of natural 
light makes the world of a differ-
ence to employees (like chefs) who 
may spend long shifts during the 
day prepping back-of-house. There 
are numerous studies that directly 
link natural light to the wellbe-
ing and happiness of employees; 
why wouldn’t you want to take the 
opportunity to create an environ-
ment that makes your staff hap-
pier and healthier? With higher 
employee satisfaction comes an 
inherent increase in positive cus-
tomer experiences. Even taking a 
moment to think of how the back-
of-house can either have views to 
the outside or even front-of-house, 
can make a dramatic difference. 

When it comes to constructing 
the front-of-house, it’s key to ap-

proach projects from the mind-
set of how you want customers 
to feel and experience the space 
–– extract the higher purpose of 
your business. Set the stage with 
how you want each customer’s 
experience to play out; prioritize 
circulation, flow and efficient op-
erations. Additionally, in larger 
spaces, an effective approach to 
balancing volumes and greater 
occupant loads is to create differ-
ent rooms within one space, intui-
tively changing the monotony and 
scenery of the space so guests can 
find new discoveries around every 
corner, a technique we refer to as 
micro climates. 

WHERE WE’VE BEEN, WHERE 
WE’RE GOING

The foundation of architecture 
begins with its purest form: we 
always think of the art gallery. 
Every project we approach, we 
tend to think of what a perfectly 
balanced art gallery feels like –– 
highlighting a client’s art, wheth-
er it be their cuisine, offerings or 

services. It’s our job to take it from 
there, spotlighting their work and 
incorporating elements of health 
and wellness that round out the 
experience.

That leaves the question: where 
are we going from here? As profes-
sionals, we should strive to create 
construction that listens to the 
natural progression of our society. 
Sure, we may want “Instagram-
mable” spots for patrons to take a 
photo or a funky lighting scheme 
from Pinterest, but what is that 
doing for the long term relation-
ship between customers and busi-
nesses? Restaurateurs and their 
employees? 

With the pandemic pushing an 
enhanced appreciation for mother 
nature, we’re going to see more 
and more of an emphasis on bring-
ing the outdoors in when it comes 
to F&B spaces. People are becom-
ing reintroduced to themselves, 
and nature, pinpointing what 
makes them happy and healthy. 
The most important thing we can 
do is take care of one another, and 

if we can play a minor role in that 
through constructing environ-
ments that bring people together 
while appreciating a great experi-
ence, I would call that a success. n

Jared Bradley, AIA, NCARB, president 
and founder of The Bradley Projects, 
seeks to create boundary-pushing 
concepts that fuel the evolution of 
built environments. With over 20 years 
of experience, Bradley has grown to 
understand the value of designing with 
wellbeing and space-making in mind. 
His background is in architecture, 
urban planning, real estate 
development and general contracting. 
Projects range from single and multi-
family residential projects to high-end 
restaurants, retail, mass transit and 
institutional projects.
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