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Founding member spotlite:  
Keven Hass 
 

Keven Hass is Vice President of Gaylord 
Industries Domestic Foodservice. Based in 

Tualatin, Oregon, Gaylord Industries 
manufactures a complete line of custom-
engineered commercial kitchen exhaust 

hoods and pollution control equipment, 
with a sales force of over 150 factory-

trained representatives and more than 
125 Certified Service Agencies throughout 
the U.S. 

 
FIA: What's keeping you busy these days?  

 Exhaust air volumes and energy costs. The kitchen exhaust hood is a 
key component to consider when designing a greener kitchen. When 
energy and water consumption is the focus, especially on LEED projects, 

choosing the right hood technology reduces the energy load and will 
contribute towards earning the necessary points toward LEED certification. 

We have a new line of products that were designed around lower air 
volumes, reduced water usage and higher grease removal efficiency. In 

addition to energy savings, the goal is decreasing the big-picture cost of 
ownership. 
 Itôs a different world today and manufacturers have to take a 

different approach. The consumer is very savvy and looking harder at cost 
vs. benefit. Good managers do a lot of homework before a major purchase 

so they come to the table very well educated about product choices before 
the sale. 
 And weôre doing a lot more engineering, as the approach to kitchen 

design gets more coordinated. Weôre seeing all the elements better 
orchestrated up front with the hood supplier playing a more active role in 

fire suppression, sanitation and health and safety. This has proven true for 
most of our customers, from casinos and universities to cruise ships and 
large restaurant chains. 

 
FIA: What encouraged Gaylord to become an early supporter of 

FIA? 
 Thereôs really no other organization like it and we were very pleased 
to get involved. The keyword is exposure: FIA gives every foodservice 

professional the opportunity to see, hear and learn about what other 
professionals are doing in other segments and specialties. That is a real 

benefit to anyone looking to get better at what they do in this business.  
 
FIA: How do you see the resources of FIA benefiting its 

membership ï and the industry as a whole? 
 Thereôs no shortage of opportunities. FIA came out guns blazing, 

with an amazing level of activity in programs and educational resources ï I 
give them a lot of credit. Spreading new ideas across all the areas of the 
industry will go a long way in making the industry better. 

 
 

 
 
 (continued) 
  

 

http://www.gaylordusa.com/indexj.html
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FIA: How do you see the resources of FIA benefiting its 
membership ï and the industry as a whole?  (contôd) 
 

Iôd use the consultant as an example of the benefits of exposure. 
How many started out thinking they were going to work in foodservice? Iôd 

venture very few. Many are legacies, fell into the industry, or came in 
through the side door. Maybe starting as a steward, becoming a chef and 

progressing into consulting. This is a perfect example of how exposure to 
different aspects of our business can benefit the industry ï fostering 
growth and cultivating talent. The average personôs knowledge of 

foodservice is limited to the cafeteria lady in the hairnet, scooping tater-
tots. FIAôs mission is helping educate the world about how much bigger and 

more dynamic our business really is. 
 
FIA: How do you see FIAôs mission of education and collaboration 

benefiting your industry segment specifically? 
 The events have been outstanding. Rubbing elbows is a terrific 

opportunity. You pick up some of most valuable information just being with 
others with similar goals and challenges. You discover successes and 
failures, find out whatôs happening, what works and what doesnôt ï 

whether youôre face to face with a competitor, an industry insider or a 
business expert from outside foodservice. Itôs huge. I love it. You always 

come away from them better, smarter and with new relationships.  
 
FIA: What direction would you like to see FIA take in future 

programs and services? 
 Weôve gotten off to a great start. Thereôs no doubt our industry is 

aging ï probably most in the business are 40 and older. Creating avenues 
of discovery and career entry for young people is key. New blood, ideas 
and direction will be paramount to our success. 

 Holding events regionally is also an excellent idea ï moving venues 
around to allow easier access to greater numbers of people. Time away 

from the office is a precious gift and FIA is making the travel well worth the 
investment. 
 Weôve seen progress in partnering with other organizations and 

associations. That will make us stronger and foster new educational 
opportunities.  

 The Action Teams work is admirable and promoting volunteerism is 
something we should focus on and weôve seen some of that. Most 
professionals and experts will gladly share their knowledge to benefit the 

community as a whole. Creating opportunities that make it easy for them is 
where the work comes in. 

 
FIA: What issues and direction do you see taking center stage in 

the near future? 
 Iôd say green issues and sustainability. Itôs a no-brainer because itôs 
not only good for the environment itôs also good for suppliers and 

customers. Increasing efficiency, using less raw materials, recycling, 
improving energy and water conservation ï all these issues are just good 

business practices. What motivates our consumers also motivates us. And 
thinking cleaner and greener also has immediate benefits in your operation, 
with a better working environment, less turnover and improved employee 

health and productivity. 


