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By John Tadlock

John Tadlock is an engineering
consultant with over 40 years
of experience in the POU/POE
water treatment business and
holds numerous patents on water
filtration devices. John can be
reached at 630-231-7282 or
john.tadlock@comcast.net.

MORE INFORMATION

For more information on this topic,
go to www.watertechonline.com
and enter keyword(s): commercial
or restaurant.

restaurant and then not wanted to

drink it? And have you noticed that some restaurants have really good coffee and others don't?

In the food service market, consistency is the key to good beverages. And good-quality

water is what makes the difference. After all, coffee contains 98.8 percent water. “Post mix”

soda, found in most fast-food restaurants, contains about 80 percent water, the balance

being the flavor syrup. So if a food service establishment wants to maintain its consistency,
it needs to have consistent-tasting ingredient water.

To make water safe to drink, local water companies While many of the larger fast-food and
add disinfecting chemicals, and chlorine in many restaurant chains have water quality stan-
forms is added as a disinfectant. It has a medicinal ~ dards, many local /smaller restaurants and
taste and odor that can make water unpleasant to  neighborhood diners are unaware of how a
drink and affect other beverages’ tastes. treatment system could improve the quali-

To offset or mask the taste of chlorine, many ty of their beverages. Likewise, many water
restaurants without good onsite water treatment will  treatment dealers may be unaware of the
increase the amount of coffee grounds or increase the  potential business opportunities and repeat
amount of syrup in post mix. This often makes the  business in the food service industry.
coffee too strong and the soft drinks too sweet. A bet- Choosing the right system requires a
ter solution is to remove the chlorine taste and odor  review of the available technology and a thor-

from the water before it goes into a beverage. ough assessment of the customer’s needs.
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