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W
hen Ford Fry named his company Rocket Farm 

Restaurants, I don’t know if he had in mind 

that he would be growing restaurant concepts 

and launching them like a Fourth of July fireworks show. But 

with the pace that he and his partners are popping up these 

highly acclaimed restaurants, the name certainly epitomizes 

their success with four new restaurants in just a few years and 

a couple more in the works.

For the cover story, Restaurant INFORMER’s Helen Kelley 

talked with Ford to learn about his strategies for launching 

restaurants, the challenges and where he’s found success. One 

such success is the restaurant No. 246 in Decatur that Ford 

started with Drew Belline. When this magazine first covered 

Drew back in 2006, he was Chef de Cuisine at Bacchanalia. It 

is great to see a chef who grew up in Georgia build his own 

restaurant. (And he’s even considering another concept.) 

It appears that Ford has just the skill set and formula for 

developing chef-driven restaurants that win awards and make 

customers go “yummmmmmmm.”

With all the amazing restaurants in Georgia and the 

burgeoning music and film industry, it’s not unusual to see 

stars being seated in your restaurants. OK, most of us get 

excited when we see a celebrity and the whispering starts. 

However, as a restaurateur, how do you and your staff manage 

the situation? Lucky for you, Restaurant INFORMER has 

two of Atlanta’s top restaurant PR experts to help you, Ellen 

Hartman (a regular contributor to the magazine) and Melissa 

Libby.  Before you grab your camera and cozy up to that star, 

check out “And the Oscar goes to…” on page 10.

Is it spring, yet? April’s sunshine brings in a new season 

and customers who are looking for a bright flavor to sip and 

celebrate. Lara Creasy points the way with an article on rosés. 

Whether you already have rosés on your menu or not, this 

article will give you and your staff the information you need to 

satisfy rosé fans and create new ones. 

Perhaps you should pour yourself a rosé, kick back 

and enjoy this issue. You may just start dreaming of a new 

restaurant idea yourself.

Rocket Launcher
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As part of the Georgia Restaurant 

Association’s (GRA) mission, the GRA 

encourages owners and operators to do their 

part in making sure their establishments are 

adhering to eco-friendly measures in their 

restaurants. Whether it’s through saving 

energy, reducing water use or diverting waste, 

there are numerous ways restaurants can 

contribute to leaving a smaller environmental 

– and economical – footprint. 

One easy and effective way that restaurants 

can get involved in minimizing their carbon 

footprint is through the National Restaurant 

Association’s (NRA) Zero Waste Zone (ZWZ) program. 

The ZWZ program is a voluntary business-to-business 

environmental education and outreach program that focuses 

its efforts into four districts or “zones” in Atlanta: Downtown, 

Leaving a Smaller Economic Footprint 

Midtown, Buckhead and the Atlanta airport. 

A zone is a defined geographic area where 

businesses partner with a local business 

association and mirror the association’s 

district. These business-filled zones create 

route density for recycling haulers and helps 

control costs. 

The ZWZ’s mission is to improve the 

sustainability footprint of Atlanta’s businesses 

within each designated zone through 

education, training and direct support. 

Participating businesses will implement 

conservation measures based upon their 

culture, business segment and customer base. The goal is to 

teach business owners how to minimize waste, streamline 

their savings and promote their conservation efforts to other 

businesses and their customers.

2014 Board of Directors and GRA Staff

GRA NEWS

Georgia Restaurant Association Staff
Karen I. Bremer, Executive Director

Katie Jones, Public Affairs Coordinator

Ryan Costigan, Manager of Membership

Chris Hardman, Member Development Executive

Yvonne Morgan, Administrative Services Coordinator

Rachel Mathews, Marketing & Communications Manager

Nina Kamber, Marketing & Communications Coordinator

Advisory Board
Alan LeBlanc, Brewed to Serve Restaurant Group

Andy Piper, Chick-fil-A, Inc. 

George McKerrow, Ted’s Montana Grill

Jim Squire, Chairman Emeritus, Firestorm

John Metz, Sterling Spoon Culinary Mgmt., Marlow’s Tavern, Aqua Blue

Nancy Oswald, Ruth’s Chris Steak House

Pano Karatassos, Buckhead Life Restaurant Group

Patrick Cuccaro, Affairs to Remember Caterers

Philip Hickey, Chairman of the National Restaurant Association

Executive Committee
Chair - Bob Campbell, Tappan Street Restaurant Group

Vice Chair - Ryan Turner, Unsukay Community of Business

Past Chair - Hank Clark, Sterling Hospitality/Marlow’s Tavern

Secretary - Paul Baldasaro, Buckhead Life Restaurant Group

Treasurer - Clay Mingus, La Cima Restaurants, LLC

Executive Director - Karen Bremer, Georgia Restaurant Association

Board of Directors
Archna Becker, Bhojanic

Will Bernardi, OSI Restaurant Partners, Carrabba’s Italian Grill

Brian Bullock, Legacy Restaurant Partners

Chris Coan, Gas South

Cathy Colasanto, Turner Food & Spirits

Walt Davis, Retail Data Systems

Paul Damico, Moe’s Southwest Grill

Michael Deihl, East Lake Golf Club

Dale Gordon DeSena, Taste of Atlanta/DG Publishing & Event Sponsorship

Tripp Harrison, Sterling Hospitality/Sterling Spoon Culinary Mgmt.

Kelly Ludwick, Chick-fil-A, Inc.

Perry McGuire, Smith, Gambrell & Russell, LLP

Mick Miklos, National Restaurant Association

Marcus Montgomery, Buffalo Wild Wings

Nils Okeson, Arby’s Restaurant Group, Inc. 

Krista Schulte, Coca-Cola Refreshments

Steve Simon, Fifth Group Restaurants

Mitch Skandalakis, Waffle House, Inc.

Kelvin Slater, Blue Moon Pizza

Jay Swift, 4th & Swift

Karen Bremer, Executive Director of 

the Georgia Restaurant Association
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Additionally, the ZWZ program is 

a part of the NRA’s Conserve Sustain-

ability Education Program, an online 

resource that provides an introduction 

to sustainability and serves as a plat-

form to educate restaurants on how to 

reduce operating expenses and leave a 

lighter footprint on our environment. 

It is also the foundation for the best 

practices ZWZ participants will use 

and focuses on four areas: water con-

servation, building and construction, 

energy efficiency and waste reduction.

Sustainably and implementing eco-

friendly measures are as important now 

as ever to ensure future businesses will 

continue to have the proper resources to 

succeed. Sign up today and help Atlanta 

succeed as an eco-friendly city. To learn 

more, visit www.zerowastezones.org. 

Sincerely, 

Karen Bremer

Executive Director

Georgia Restaurant Association

Restaurant Members

AmRest, LLC

Atlantic Seafood Co.

Bloomin Brands/Outback Steakhouse

Dagwood Pizza & Deli Sandwiches

Eclipse di Luna/L Tick, Inc.

FLIP Burger

Fogo de Chao

Freight Kitchen & Tap

Highland Bakery

Imperial Fez

K&K Soul Food

Kaleidoscope Bistro & Pub

Kurt’s Euro Bistro

Lake Lanier Islands Resort

Las Costas Nayaritas

Lovie’s BBQ

Martin Luxe Theatre, LLC

Mediterranean Grill

Miller Union

Miller’s Ale House

My Friend’s Place

Welcome New GRA Members!

Nakato Japanese Restaurant

Peach & The Pork Chop/Cold Meats, LLC

Sun Dried Restaurant & Lounge

Tilted Kilt/TK Suwanee  

Allied Partners

Bruko, LLC

E4E Solutions

High Road Craft Ice Cream, Inc.

Hunter Maclean Attorneys

Image Manufacturing Group

Siftit

Sunbelt Foods Company

TalentServed, LLC

Associate

The Distilled Spirits Council of the U.S.

Student

Timothy Brown, Le Cordon Bleu

Nickolas Tanner, Georgia State University
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H
ave fun and network as we take to the golf course 

to raise funds for the GRA PAC, the only Political 

Action Committee dedicated to serving the 

restaurant industry in Georgia. Your donations help us 

contribute to candidates who support the food industry, fight 

legislation that can hurt your business and organize grassroots 

campaigns to advocate for our industry. 

In recent years, the GRA PAC has allowed the Georgia 

Restaurant Association to fight for pro-restaurant legislation 

on key issues such as immigration, healthcare and alcohol 

laws, just to name a few. With your continued support for the 

GRA PAC, we can continue to grow our presence with elected 

officials and fight on the issues that matter the most to you and 

protect your bottom line. 

The GRA’s Annual Golf Invitational is a great way to sup-

port the GRA PAC on the initiatives that matter the most, and 

Join us for the 3rd Annual 
GRA Golf Invitational

last year’s attendees 

included some promi-

nent individuals in the 

restaurant industry, 

including Chairman 

of the National Res-

taurant Association 

(NRA) Philip Hickey 

and Co-founder, CEO 

and Executive Chef of Sterling Hospitality John Metz Jr.

The 3rd Annual GRA Golf Invitational will take place on 

Monday, June 2, 2014, at the Golf Club of Georgia in Alpharetta 

from 8 a.m. to 4 p.m., with the awards reception starting at 4 p.m. 

Make sure to save that date and come out and support our industry. 

For more information and to register, visit http://garestaurants.org/

Golf. ■

Get started now. 

For product questions, pricing 

and ordering please contact:

redbookconnect.com

Mobile Solutions to help you SAVE

HIRE    TRAIN    SCHEDULE    SHIFT MANAGEMENT    OPERATIONS AND INTELLIGENCE

5%FOOD 
COSTS 2% LABOR 

COSTS 50%TIME SPENT 
 MANAGING

UP TO

Garry Easterling

678-279-8041

geasterling@rdspos.com

www.rdspos.com
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The Edible Agriculture Tour 
Makes its Way Through Georgia
Farm-to-table dining experience connects local chefs and farmers, benefits local food banks

T
aste of Atlanta, the Southeast’s premier food festival, and 
the GRA, the voice for Georgia’s restaurants in Advocacy, 
Education and Awareness, have partnered to introduce 

EAT GA, the Edible Agriculture Tour. 
EAT GA is a statewide dining program 
with a mission to connect farmers 
with local chefs and diners and ‘grow’ 
awareness of Georgia’s bounty of produce. 

In late 2013, Taste of Atlanta and the 
GRA were awarded a grant from the 
Georgia Department of Agriculture’s 
Georgia Grown program to create 
dining events across the state that 
feature the best local, seasonal produce 
prepared by many of Georgia’s best 
chefs. From winter greens to summer 
tomatoes, peaches, peanuts and more, 
diners should expect to gain a tasty 
education about local farms and 
Georgia Grown produce. 

Joining in to support the efforts 
of Taste of Atlanta and the GRA are 
Georgia Organics and Locurean. Georgia 
Organics is a non-profit organization 
that promotes sustainable agriculture 
practices as well as locally owned farms 
in Georgia. Locurean is a soon-to-be-
launched web and mobile application 
that will offer a directory of curated, 
location-sensitive listings of businesses 
and organizations dedicated to the 
production, use and support of local 
food and drink.

EAT GA kicked 
off at the Atlanta 
Community Food 
Bank’s Supper 
Club event at Table 
& Main in Roswell 
on Tuesday, March 
11, 2014. Events 
are also planned 
for Atlanta, Mari-

etta, Athens, Savannah, St. Simons Is-
land, North Georgia, Thomasville, Au-
gusta and more. Additionally, a portion 
of the proceeds from each event will be 
donated to the community food bank in 
that area.

For more information on EAT GA and to join us for dinner at a 
location near you, visit EATGA.com or follow EAT GA on Facebook 
at www.facebook.com/EATGA or on Twitter @EATGA. ■

www.restaurantdepot.com

Wholesale only. Not open to the public. Please bring your reseller's permit on your first visit.

3RD GA
LOCATION!

  

 

®

  

p

 

®

with One-Stop Shopping at

RESTAURANT DEPOT

1455 Ellsworth Industrial Blvd 
Atlanta, GA 30318

(404) 351-2501

6655 Crescent Drive 
Norcross, GA 30071

(770) 416-6490

1803 ROSWELL ROAD 
MARIETTA, GA 30062

(770) 971-2800

NOW IN MARIETTA, GA

Open
7 Days A
Week!
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A
t the March ACF-ACA general meeting at Sysco, I had the 
opportunity to share my vision and plans for the future.

The Chapter’s vision is “To be Atlanta’s premier culinary 
community membership organization, providing access to culi-
nary excellence and preparing members for the 
global environment.”

My primary goal in support of this vision is to 
become the most engaging and the most trusted 
professional chefs organization in the Southeast. 
I want to raise the confidence and faith in the 
ACF-ACA as a professional organization for all 
culinarians. 

Engaging our members is critical for 
sustainable growth. Our programs must not 
only be relevant; they have to be desirable and 
accessible. Our volunteer opportunities must be 
a great return of value to our members and their 
employers.

As we move forward, we must continue to find innovative ways to 
provide value and bring information, education and collaborative 
opportunities to our membership and the culinary industry. We 
must continue our social media presence to remain relevant, look 
for ways to create a greater awareness of our chapter and promote 
the membership advantages afforded to our chefs, cooks, culinary 
students, enthusiasts and supporters. 

I see 2014 as a year for key strategic alliances and accomplish-
ments. Committee membership will remain open - a departure 
from past years - and interested members 
may volunteer to join and be appointed to 
a committee throughout the year.  

These committees are in the process of 
developing an incredible pipeline of new 
offerings to ensure we satisfy the evolving 
needs of our members and partners. We 
plan to broaden learning and collaboration 
across the industry, and we will infuse 
sustainability, quality and efficiency in 
everything we do and stand for.

So, what does this mean to you? 
1. The development of quality   

  educational program offerings   
  at general meetings and in planned  
  workshops

2. New alliances, ventures and   
  collaborations with other   
  industry organizations

3. Quarterly dedicated networking events
4. Renewed facilitation of professional  
  certification

10 Ways We’re Forging the Future
By Joseph “Kully” Crean, CEC CCE MBA

ACF UPDATE

Chef Joseph K. Crean, 

ACF president 

5. Chapter-sponsored relevant industry events
6. Outreach programs to local schools/culinary programs
7. Member recognition and promotion
8. Improved transparency in chapter operations 

9. Improved resources for members
10. Emergence of the ACF-ACA as a prominent   
 industry leader in the Atlanta market 

I have no doubt we will be successful, thanks 
to your support, our dedicated leadership, 
corporate partners, sponsors and chapter 
committees.

My involvement in the ACF has been one of 
my most rewarding professional and personal 
experiences. I am very excited about 2014. I am 
grateful for the opportunity to serve the ACF-
Atlanta Chefs Association and to help advance 
the chapter toward the next level of achievement. 
The journey is beginning. 

Get Excited! … Get Involved! … Engage our Future!

For more information, go to www.acfatlantachefs.org or contact 
Cheryl Glass, executive director, at cheryl@acfatlantachefs.org. ■

Kully Crean, CEC®, CCE®
ACF - Atlanta Chefs Association, Inc.

President



10  |  Restaurant INFORMER April 2014

And the Oscar Goes To…
By Ellen Weaver Hartman, APR, Fellow PRSA

R
estaurants and celebrities have enjoyed a 

long-standing relationship. Some might 

call it symbiotic, others a “chicken or the 

egg” conundrum. Either way, stars head to the “it” 

restaurants to be seen, and restaurants become the 

“it” restaurants because of celebrity endorsements. 

Does a celebrity spokesperson make sense for your 

restaurant? 

First, consider the past. President Obama visited 

Five Guys in his first year of office; now the burger 

joint has 1,000 units across the country. When Frank 

Sinatra passed away, fans fled to his favorite joint, 

Patsy’s, in midtown Manhattan to pay their respects. 

The walls of the Palm Restaurant in every city are 

covered with caricatures of local celebrities (though 

New York City may have the best-known spoofs). 

Elaine’s had its writers and Billy Joel song, Studio 54 

its models and disco queens. 

And celebrity sightings are no longer confined to 

NYC and L.A. Georgia, thanks to the state’s production tax 

incentive program, has become one of the top five production 

destinations in the country. Blockbusters such as The Walking 

Dead and X-Men: First Class were filmed here. In total, 333 

productions were shot in our state in 2012. As a result, Georgia 

independent restaurants can attract the types of celebrities 

formerly reserved for Manhattan. 

But how to do it? For some restaurants like the General Muir at 

Emory Point, it is just word of mouth to get them there and great 

service to bring them back. Anna Hartman, hostess at the General 

Muir, says that they can always tell when something is filming in 

Atlanta. Directors and producers of the movies and TV shows 

eat lunch and dinner and join local VIPs from the CDC, Emory 

University and big Atlanta-based companies at the restaurant.   

As the award season was in full swing and the Golden Globes, 

SAGs and Oscars were being announced, I sat down with Melissa 

Libby, owner of Atlanta-based Melissa Libby & Associates who 

Anthony Hopkins, center, visits with Owner Farshid Arshid, left, and 

Executive Chef Fuyuhiko Ito of Umi, a Japanese restaurant in Atlanta. 
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represents hotspots like The Optimist, Gunshow and Umi, to 

talk with her about the benefits – and drawbacks – of celebrity 

endorsements. 

Ellen Hartman: You are known in the city as arbiter 

of all things culinary in Atlanta. How would you recommend 

operators attract celebrities to their restaurants?   

Melissa Libby: Well, I recommend discretion, first 

and foremost. There are the stories, of course, about Shaquille 

O’Neal famously ordering 27 pieces of Church’s Chicken or 

Drew Barrymore heading over to Antico Pizza. Most of the 

time, this happens organically. Celebrities find the restaurants 

through word-of-mouth recommendations from friends in the 

area, coworkers and concierges. The best thing a restaurateur 

can do is to develop a sound reputation with their neighbors 

so they are the first recommendation made. It is a good idea 

to work with area hotels, providing samples and meals to the 

concierge and front desk staff, but this is important for all types 

of guests – not just the stars. We also recommend being very 

accommodating to film crews – who often show up months 

before the actors and are great customers in their own right, 

along with good referral sources.

 

Hartman: Of course, Patsy’s in New York was only 

famous because it was Sinatra’s favorite, not because he only 

dined there once. How do you recommend operators turn one-

time celebrity stops into loyal customers?  

Libby: It’s simple – just four words will either solidify or 

destroy a potential celebrity relationship. What are they? “Be 

discreet and listen!” If a celebrity wants complete anonymity, 

it’s important to honor his or her request. Consider offering 

a separate entrance/exit and definitely find a quiet spot 

away from other diners when possible. If a star wants to stay 

lightyears away from his or her fans, try to keep others away 

from the table.

On the flip side, if a celebrity doesn’t mind the attention 

(and some like it!) then know that, too, and keep an eye on the 

situation to make sure it doesn’t get out of hand. In this case, I 

think it’s okay to call the media, but only after the person has 

dined.  Recently Aaron Paul (Breaking Bad) was at Ormsby’s 

and he was tweeting about it, so we felt fine about spreading 

the word ourselves, too.

Hartman: Should our readers be prepared to appeal to 

quirky tastes or special requests? 

Libby: Just like any other diner, celebrities have special 

requests regarding what they eat. But these days it would take 

a lot to be truly quirky!

Hartman: If a celebrity wants complete anonymity, is 

there any way for operators to leverage the visit? 

Libby: By their very nature, celebrities need to keep their 

name out there. If an operator is truly accommodating of stars’ 

requests, they are usually happy to offer something in return 

and won’t mind if the operator calls the media after the fact, or 

[they] will be happy to have a photo taken with the proprietor 

or staff. Remember, though, this is only if the experience – and 

the meal – is outstanding. 

Hartman: Since not all the celebrities that come to 

Atlanta stay in Atlanta, what are best practices for maximizing 

celebrities in your restaurant? 

Libby: If you take good care of all your guests (celebrities 

included), the word will get out and more will follow. ■

Ellen Hartman, APR, Fellow PRSA 

(at far left with Melissa Libby), is the 

CEO of Hartman Public Relations, a 

full-service public relations agency 

specializing in the foodservice Indus-

try. Hartman has experience working 

for Coca-Cola Refreshments, Olo Mo-

bile/Online Ordering, Chili’s, Huddle 

House, First Watch, Fresh To Order, 

Uncle Maddio’s and Tin Drum Asiacafe and many QSR brands 

including Popeyes, Church’s and Arby’s. An industry leader for 

more than 25 years, Hartman is active in the Women’s Food-

service Forum, Les Dames d ’Escoffier International and has 

served on the board of the Georgia State University School of 

Hospitality. She earned her APR accreditation from the Public 

Relations Society of America and is a member of PRSA’s Fellow 

program for senior accomplished professionals.

Todd Ginsberg, executive chef at The General Muir, left, with 

Andrew Zimmern, best known for his Travel Channel show, 

Bizarre Foods
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We’ve taken the best of bar foods – beer and pretzels –  
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in crushed pretzels and genuine American Pilsner beer.   
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representative for 
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Mastering the Launch
Ford Fry finds inspiration in people, places and partnerships
By Helen K. Kelley

C
hef Ford Fry is always looking for the next 

challenge. Having successfully established five 

new concepts – JCT. Kitchen & Bar, No. 246, 

The Optimist & Oyster Bar, King + Duke and St. Cecilia 

– in just a few short years, Fry is obviously never short 

on ingenuity and the next good idea. And actually, he 

makes it look kind of easy. But what does it really take to 

get a restaurant not only up and running, but operating 

in the black?

Location, Passion and 

Partnerships

Fry says the first thing he takes into consideration 

when launching a new restaurant is location.

“I ask myself if the space has a story to tell and if the 

restaurant would meet a need within the community 

where it is located,” he says, adding that having distinct 

locations also helps keep different concepts from 

overlapping. “We have two restaurants on the west side 

of Atlanta, two in Buckhead and one in Decatur. Even 

though they’re all fairly accessible to each other, each 

is located in a very distinct neighborhood with its own 

unique inspiration and passion, so I don’t think they 

ever ‘cannibalize’ each other.” 

Once the location is established, everything else 

begins to fall into place, Fry says.

“If it’s a good location, the next things to consider 

are what we [our team] are passionate about as well as 

what the neighborhood needs right now,” he says. “Once 

we determine those elements, then we look at all of the 

super-talented chefs we have working with us and figure 

out which one best fits into the mold for the new place. 

Having the right chef who’s passionate about it makes it 

so easy to get the restaurant open.”

P
h

o
to

 b
y

: S
p

ra
v

k
a

Im
a

g
in

g
.c

o
m



RestaurantINFORMER.com  |  15

Partnering with chefs and other 

team members is one of the most 

fun and rewarding aspects of a 

new venture, according to Fry, 

who says that all of his chefs get 

together for regular brainstorming 

sessions to share ideas and talk 

about what’s successful in their 

restaurants. And sometimes, their 

inspiration comes from visiting 

cities in other parts of the country.

“A group of us – that includes 

me, the chef, maybe our COO, 

maybe the pastry chef – will 

take what we call an ‘inspiration 

trip’ to see what’s going on in 

another region. For example, we’ll go to Seattle or Portland, 

eat in different restaurants and observe other people who are 

passionate about their concepts,” he explains. “The trip gives 

us an opportunity to throw ideas around and brainstorm on 

the road. We’re inspired by what other people are doing and 

start asking questions like, ‘Wouldn’t it be cool if we did this?’”

Fry, his corporate chef Kevin Maxey, and the chef selected 

for the new concept work together to create a menu and 

ambience that set it apart from others. But the chef is given 

the freedom to help define the restaurant’s identity through his 

own passion and creativity.

“And once the concept reaches that defining point, I want 

that chef to be the face of that restaurant. It’s their time to 

shine,” says Fry.

Commonalities and Differences

All of Fry’s restaurants have a few things in common: they’re 

as formal as guests want them to be; they’re chef owned and 

operated; they’re committed to their communities; and they 

serve exceptional food made with local ingredients in casual 

environments where a great deal of attention is paid to detail. 

However, each restaurant has its own unique identity, and 

that’s a big key to success, Fry says.

“For example, in Buckhead, we have King + Duke, which is a 

very ‘wood-driven’ restaurant … everything from wood grilled 

meats to fish coming out of the hearth. The decor is very warm 

with accents like dark leathers,” he explains. “Then, we have 

St. Cecilia just down the street, where the environment is very 

light, bright and more female-friendly. It’s very different from 

King + Duke, with its own personality.”

Fry adds that price points are another way to structure a 

restaurant’s identity.

About Ford Fry
Ford Fry’s culinary inspirations cover many years and much 

of the country: from eating out with his family as a child in 

Texas, to studying at the New England Culinary Institute in 

Vermont, to spending time as a fine dining chef in Florida, 

Colorado and California – and eventually as a corporate chef in 

Atlanta. Although the corporate chef position didn’t stick, Fry’s 

love for Atlanta did – and it has proved a recipe for success so 

far. Fry and his restaurants have been included in numerous 

national and local publications, such as Bon Appétit, Condé 

Nast Traveler, Chicago Tribune, Cooking Light, , Esquire, Food 

& Wine and Garden & Gun. GQ magazine recently named King 

+ Duke as one of its top restaurants in the country.

Along with his roles at JCT. Kitchen & Bar, King + Duke, 

No. 246, The Optimist and St. Cecilia, Fry is also the founder 

of one of Atlanta’s most popular food events, The JCT. Kitchen 

& Bar Attack of the Killer Tomato Festival. This annual event 

features some of the South’s best chefs and mixologists, 

who are paired with local farmers to create innovative tomato 

dishes. The Attack of the Killer Tomato Festival is also an 

excellent opportunity for chefs and attendees alike to meet 

producers and develop longstanding relationships in order to 

further support the local food movement. Proceeds from the 

event benefit Georgia Organics, an organization that is very 

important to Fry. 

Fry also serves as a founding chef of the annual Atlanta 

Food & Wine Festival, a luxury event that celebrates the deep 

food and beverage traditions of the South. 

“JCT. is very different from The Optimist in pricing,” he 

says. “They’re both on the west side of town, though, so price 

point is a way to differentiate between the two.” 

The main dining room of St. Cecilia, which opened in January 2014 in Atlanta.
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Staffing and Deadlines
One of the most commonly cited challenges in getting 

a new concept running smoothly is staffing. Fry says it’s 

probably the most consistent and important one he has 

faced with opening each of his restaurants.

“Certainly, we consider the caliber and experience of 

each person we hire,” he says. “But I’m also looking for 

someone with a great attitude, even if they need training. 

The training can take a little extra work, but sometimes 

that’s a good challenge to have.”

Over time, Fry and his team have developed a 

philosophy of nurturing and empowering employees 

that has, in turn, provided a formula for the successful 

launch of a new concept.

“I really appreciate people and want to be able to 

mentor and motivate them and provide them with a good 

career path. And I’ve been fortunate to surround myself 

with a great core team,” he says. “So, we’ve positioned 

ourselves to set up and open these restaurants with all 

the right people and systems in place. Because of that, 

launching a new concept really hasn’t been too difficult. 

We haven’t experienced a problem with moving too fast 

or doing too much.”

Ford adds that meeting deadlines is 

another ever-present when opening a new 

restaurant. 

“Almost everything takes a little 

longer than originally anticipated. Lease 

negotiation can take up to four months, 

and design almost always takes a month 

longer than you think,” he says. “So usually 

when I run into a problem with deadlines, 

it’s because I didn’t plan for enough leeway 

from the get-go.”

Onward and Upward

Always excited to take on something 

new, Fry’s goal is to continue creating 

restaurants that are relevant, timeless and 

inspired by the people they serve and the 

neighborhoods and spaces in which they 

are located. His upcoming plans include 

Over time, Fry and his team have 
developed a philosophy of nurturing 
and empowering employees that has, 
in turn, provided a formula for the 
successful launch of a new concept.

No. 246 makes handmade pasta for menu items such as the squid ink spaghetti with 

Georgia white shrimp, basil, garlic, pequin chilies and breadcrumbs.

King + Duke’s concept revolves around “hearth cooking,” and the 

kitchen uses a 72-inch open-fire hearth with adjustable stainless steel 

grills operated by pulleys.
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No. 246 is a successful collaboration between Drew Belline and Ford 

Fry. We recently had the opportunity to chat with Drew, who related his 

experiences as a good-cook-turned-successful-chef-and-entrepreneur:

RI: When did you becoming interested in cooking and what was the path 

that brought you to your entrepreneurial role today?

DB: I was always cooking when I was a kid. My mom was a great cook. 

She had a lot of influence on me. I grew up on a small family farm north of 

Atlanta. After high school I went to college, but found out fairly quickly it 

wasn’t for me. So I started cooking in restaurants and moved back home. 

That was when I fell in love with the structure of the kitchen and enrolled in 

culinary school at Johnston & Wales in Charleston, S.C. 

After that, I worked in a few restaurants and did some traveling through 

Brazil. Then I went to New York, where I worked for Charlie Palmer and 

Tom Colicchio. Later I moved out west, did some more traveling and some 

snowboarding. Eventually, I moved back to Atlanta to be close to my family. 

I worked for Ann [Quatrano] at Bacchanalia for eight years and became the 

chef at Floataway Café for five years. 

Well, JCT. Kitchen is next door to Bacchanalia, and Ford [Fry] and I 

started talking restaurant stuff. I’ve lived in Decatur for several years; it’s my 

neighborhood. Ford knew that. He came across this space in Decatur and 

thought of me; he knew I was trying to start my own thing. We got together 

on this idea about four years ago and started working on a concept, which 

became No. 246.

RI: What are some of the challenges you encountered, both as a chef-

turned-owner and in opening a new restaurant?

DB: When I was working at Bacchanalia and Floataway, it was easier to be 

just a chef and focus on food. Now, as a partner 

in No. 246, staffing is probably one of my biggest 

challenges. We’re open seven days a week for 

lunch and dinner, as opposed to five days a week 

at Floataway. Finding the right people to help me 

run the kitchen is so important. And I’m having to 

learn to let go of the reigns a little bit. When we first 

opened, I was here seven days a week for a while. 

I’ve had to be more organized and pull back from 

having my hand on everything. Now, I’m focused 

a whole lot more on things like training, doing the 

books and invoicing. 

Also, the whole construction process was a 

challenge … dealing with contractors, coming up 

with the kitchen design and laying it out, the front of 

the house design. Everything was new to me. But it 

was also one of the cool things about working with 

Ford – he knew the construction process and was 

helping me through it. It would have been a much 

different process and outcome if I’d tried to do it 

myself. The amount of detail involved is incredible.

RI: How did you meet those challenges?

DB: We actually made a lot of decisions on the fly. The process evolved from 

our original plans to how the restaurant turned out. A lot or our decisions 

and changes were influenced by the construction and by budget limitations. 

It was definitely interesting. But I would do it again. I want to do it again. It 

definitely will take a few years off your life, though.
 

RI: Do you find yourself facing any new challenges at No. 246?

DB: There are always new challenges, but that makes it interesting. Right 

now, we’re thinking about how to maximize seating and how to get more 

people to eat lunch here. We brainstorm on how to drive more revenue.

RI: What would you say are some of the biggest successes you’ve 

experienced in launching your own restaurant?

DB: Truthfully, I put in a lot of hours. But you eventually find your groove. 

And I have a great staff. I’ve especially enjoyed watching my sous chefs 

grow, as well as seeing customers come in and enjoy everything. That’s so 

rewarding for all the hard work you’ve put into it.

I’d say one of my biggest successes is seeing No. 246 continue to grow. 

We get stronger every year, our sales are improving and we’re evolving. So 

now, I’m thinking about the possibility of creating another location related 

to 246 – featuring something we do well, like our pasta program. Perhaps a 

sister restaurant that’s a little smaller, a little simpler. 

After what we went through getting No. 246 up and running, I have the 

confidence to do it again. I think, “What will we do next?” I remember the 

mistakes we made and how we would handle those instances differently the 

next time.

I’m so grateful to Ford for his help and the opportunity to do this.

Finding a Groove
The Challenges and Rewards of Running a Restaurant

Executive Chef and Partner Drew Belline, right, with Ford Fry at No. 246 in Decatur
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Sometimes it seems like all you ever hear about in Atlanta’s 

restaurant community is Ford Fry. What’s really up with that guy, 

anyway? Why is this transplanted Texan in khaki shorts, flip flops, 

a starched chef coat and a Red Sox hat so stinkin’ successful? And 

what’s he really like? 

Who better to ask than the people who work for him, day in and 

day out. They’re the ones who run the show at the restaurants that 

Fry creates. Here’s what they had to say. 

“I feel like Ford’s success is directly relative to his ability to 

clearly conceptualize a project in his head, and place the right 

talent in the right setting to capitalize on that person’s passions 

and strengths. It’s the chef brain that keeps his decision-making 

not only financial but also practical. For example, you don’t put 

your best fish cook on the meat grill. You put him or her on the 

fish station.”

– Joe Schafer, executive chef, King + Duke

 

“The ability to put a band together sometimes is not about the 

best musician but rather a musician who can hear the difference in 

the way the music is played. Ford has always been hearing, seeing 

and feeling the right notes since he was young. Ford is always 

listening, searching and asking us all, ‘What do you think?’ It’s this 

deep sense of wanting to know that drives his feeling of ‘Have we 

gotten it right?’ Consequently, his passion is enjoyed not only by 

those who work for him, but by those who come and experience 

what he is performing.”

– Sean Sullivan, VP of Service, Rocket Farm Restaurants

“There is nothing in Ford’s restaurants that escapes his notice: 

the music, light levels, staff uniforms, whether there is a logo 

visible on a bar stool, how the coke fountain looks from the dining 

room, whether the plates are stacked in a visually appealing way 

on the line. I learned after a very short time what his eyes see, and 

it’s everything!”

– Lara Creasy, former beverage director for Rocket Farm

 

opening Superica in Inman Park’s Krog Street Market, a sister 

concept to The Optimist in Inman Park, and a new concept in 

Alpharetta’s Avalon development in 2014.

While most people in the same position might worry 

about overextending themselves or not succeeding with a 

new concept, Fry says he has confidence in his team and the 

“His attention to detail … might not make sense at the time, but 

in a couple of months everything pieces together.”

– Eduardo Guzman, beverage manager, 

JCT. Kitchen & Bar and The Optimist 

“Anytime Ford says, ‘What do you think about...?’ that means 

do that.

Anytime he says, ‘Is that what that is supposed to look like/be/

taste like...?’ Trust me, it’s not. Anytime Ford needs or wants to 

leave a situation or gathering, he always makes it seem like he’s 

coming right back. He’ll mumble something like, ‘I gotta go check 

on something.’ Gone’”

– Joe Schafer, executive chef, King + Duke

“The most fascinating thing about Ford is his ideas. He’s always 

got a million ideas! I can’t tell you how many conversations I’ve 

had with him that start with ‘What if we...’”

– Lara Creasy, former beverage director for Rocket Farm

“I have worked for Ford for 6 years, since when his next venture 

after JCT. Kitchen was just a thought. I have watched Rocket Farm 

blossom into this beautiful family. I truly believe the success 

of Rocket Farm, Ford Fry’s empire, lies in the fact that we hire 

people with all the same passion. We all love great food, we love to 

support our town and its farmers, we love to have fun, and we love 

to share that with the world. As we all have different personalities 

and come from different backgrounds, I always felt like Ford hand-

picked us all.” 

– Darienne Ballester, assistant general manager, JCT. Kitchen 

& Bar (Ballester’s husband, Tony, also works for Rocket Farm as 

Executive Sous Chef of The Optimist.)

“Ford treats everyone with respect and as if you were part of his 

own family. From upper management to dishwashers, everybody 

gets treated the same way with him.”

– Eduardo Guzman, beverage manager, 

JCT. Kitchen & Bar and The Optimist 

Compiled by Lara Creasy

strategies they have developed together.

“I suppose if our formulas weren’t working so well, it would 

add a lot of work and worry to the equation,” he says. “But for 

the most part, all of our restaurants perform and hold their 

own because our chefs and staff are passionate and excited 

about what they do. So it’s all ended up being really fun.” ■

Ford Fry From Behind the Lines
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S
pring is in the air, and for wine lovers, that means one very 

important thing … rosés are on the way! 

While the new-vintage rosés start trickling into distributor 

warehouses in March, April is the month when they really land in 

force, just in time for patio season to begin in Georgia.

If you don’t yet have a rosé on your by-the-glass wine list, now is 

definitely the time to put one on. Consumers have warmed up to rosé 

over the past few years as they begin to understand how good pink 

wine can really be.

“People get really excited in the spring and early summer 

to try the new vintages from the northern hemisphere,” 

says Clarke Anderson, assistant general manager at No. 

246 in Decatur. “Plus, there are some highly sought-after 

producers that we try to get our hands on in the spring right 

after they are released.” Anderson adds that the wines are 

freshest upon release and that they “come to market at the 

perfect time when everyone wants to sit on the patio and 

be refreshed.”

How is rosé made?

There are several ways that wine can take on that rosy 

hue. For sparkling rosés, winemakers simply blend red 

wine and white wine together. For still rosés, other methods 

are employed. One method is called saignée, in which the free-run juice is “bled” off of red grapes 

as they crush under their own weight. Rosé can also be made with a more purposeful pressing of 

red or black grapes, until just enough color is present in the juice. Most rosé, however, gets its color 

from limited maceration, in which the juice remains in contact with the grapes’ red skins for several 

hours, rather than several days as it would in red wine production. The length of time the juice 

remains on the skins will determine the depth of color the rosé will exhibit. 

Sometimes rosé is a purposeful creation, and sometimes it is a by-product of red wine 

production, in which the free-run juice is carted away to make rosé, and the remaining juice 

in the red grapes is pressed to make for a more concentrated and deeper red. 

Coincidentally, this by-product was the origin of the “rosé” that most of us probably experienced 

first: White Zinfandel. Originally made by Sutter Home as a by-product of red zinfandel production 

in the early ‘70s, the White Zin as we know it came about when their blush wine experienced a 

“stuck fermentation” and they added sugar to give the yeast a little more to chew on. A legend 

Everything’s Coming 
Up Rosés
Learning to love and sell the pink stuff
By Lara Creasy
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was born when sales of the sweet, pink wine skyrocketed. Even 

as recently as September of 2013, White Zin accounted for 7.2 

percent of U.S. wine sales, just .3 percent behind pinot noir, 

according to Statistic Brain.

Steven Trager, manager and sommelier at Ray’s on the River, 

says White Zinfandel is still more successful at his restaurant 

than dry rosé. Still, there are many consumers who don’t like 

sweet wines, and many restaurateurs and sommeliers that don’t 

want to serve mass-produced wines in their establishments. 

Some would even argue that White Zinfandel gave rosé a 

bad rap that has taken decades to shake. Thankfully, there are 

currently hundreds of smaller production dry rosés on the 

market to come to the rescue.

How much rosé can you sell?

Most beverage managers and sommeliers I asked agreed with 

me that these days, for restaurants, at least one rosé by the glass 

is required. Some even have success pouring several in the 

warmer months.

“I am able to offer more options because of the different bars 

within the restaurants,” says Eduardo Guzman, beverage manager 

at JCT. Kitchen & Bar and The Optimist. “In addition to sparkling 

rosés, which I’m a fan of, I always try to have different styles in the 

dining room and in the bar [at each restaurant]. During the ‘rosé 

season,’ I like to feature two different styles in the dining room, for 

example, a French and a Spanish.”

This ability to market multiple rosés at Atlanta restaurants is a 

fairly new phenomenon. “Five years ago I had a lot of restaurant 

buyers tell me, ‘Rosé just doesn’t sell here,’” says Jennifer Martha, 

sales consultant with Ultimate Distributors. “I would feel like, ‘Of 

course it doesn’t, because you don’t have one on the list!’” She goes 

on to tell me that retail still outsells on-premise when it comes 

to rosé. However, a few of her restaurant accounts, such as JCT. 

Kitchen, Watershed, Restaurant Eugene and Krog Bar, are able to 

move rosé better than most due to staff eduction.

“First you have to put it on the list and then get the staff excited 

about it,” she says. “Now, most restaurants will tell you that they 

have to have a rosé by the glass. Hooray! When the servers and 

bartenders love it, it flies.”

Others in the industry agree. “I remember I had one rosé on 

my list when I was the buyer at Rathbun’s,” says Kristine Lassor, 

who is now the in-house sommelier for National Distributing 

Georgia. “Wine reps were always wanting me to add more rosés, 

but I had a hard time selling the one that I had. People in the 

industry were usually the ones drinking the rosé at the time. This 

was 8 years ago. [Now] I’ll walk into a restaurant in May and see a 

whole bar full of people drinking rosé!”

Part of the change in perception may be due to a broader selection 

of options now on the market.

“The proliferation of new-world dry rosé from really great 

producers has made it more accessible and easier to find,” says 

Anderson from No. 246. “When consumers can try a Malbec rosé 

from a producer they trust or a Pinot Noir rosé from California, 

they are already more comfortable. Plus when the wine is yummy 

and not hard to understand, it makes everyone happy.”

Prices for good rosés are generally affordable as well, which makes 

for an easier sell. Lassor says, “People have gotten used to paying 

up to $20 for a good glass of wine in a fine dining restaurant. Most 

rosés fall in the $10-12 price point. I don’t think it’s a huge risk for 

people to order it and try it.”

Trager agrees. “In my personal opinion, an inexpensive rosé does 

not mean a bad one. On the contrary, there are some phenomenal 

wines at a great value.”

Does season really matter?

Is rosé’s obvious success during the spring and summer months 

due to supply or demand? Clearly the release of European rosés 

in March triggers patio fever to some extent. But with more 

Southern Hemisphere rosés on the market, and with rosé’s food 

pairing potential, rosé season can extend through the entire year.

Both Martha and Lassor said that their companies try to keep 

at least a few rosés in stock all year, with Martha adding that rosé 

can see a little sales pop around the holidays.

“Personally, I think its a year-round drink; that’s why we try 

to offer one all year,” says Blake Morley, general manager at 
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Lara Creasy is a consultant with more 

than 14 years experience in beverage 

management. She has developed wine 

and cocktail programs for such restau-

rants as St. Cecilia and King + Duke 

through her consulting business Four 

28, LLC. Her work has been featured in 

such publications as Bon Appetit, Im-

bibe, and Wine Enthusiast.

Kevin Gillespie’s Gunshow in Atlanta. “Sales during the winter 

months generally lag, but that’s the problem, right? People still 

assume rosé is a porch wine to be enjoyed during the summer 

months. Granted it works as that, but the applications during the 

winter months are endless, for example [pairing with] winter root 

vegetables, winter citrus, grilled meats and smoked fish.”

 Anderson says he loves to pair rosé with Chef Drew Belline’s 

trout dishes; Lassor says it can work with anything from cheese 

and charcuterie to burgers. Guzman even goes so far as to 

suggest a rosé Cremant de Bourgogne with the foie gras on The 

Optimist’s menu.

Clearly the pairing possibilities are limitless. 

As with anything, belief in what you are doing is the first step to 

success. Choose a rosé appropriate for your menu, train your staff 

to sell it confidently, and your guests will follow your lead. That’s 

where the magic happens. ■

How to Buy Rosé: Some Go-To Labels
Which rosé regions sell best in Georgia? Both Kristine Lassor of National Distributing and Jennifer 

Martha of Ultimate Distributors agreed: Provence is the big winner in the Atlanta market, and supply 

is good as well. “Provence rosé exports to the U.S. grew 40% last year,” adds Lassor.

Buyers Blake Morley of Gunshow and Eduardo Guzman of JCT. Kitchen/The Optimist agreed 

that at their establishments, Provence is a “real crowd pleaser.”

Sometimes, however, stepping outside the box a little brings big reward. Both Martha and Clarke 

Anderson of No. 246 wax poetic about somewhat rare Nebbiolo rosés from Italy’s Piedmont region. 

Martha had one at Ecco in Atlanta that has been on her mind ever since, and Anderson says he “waits 

with thirst” for one he loves every year. 

Here are a few rosés that have sold well by the glass for GRA members. Let the sun shine in. 

Jean-Luc Columbo “Cape Bleue” Rosé, Provence
Varietals: Syrah/Mouvedre

Notes: Made by the saignée method, this wine has a delicate 

salmon pink color, aromas of peaches and rose petals, and flavors 

of raspberries, black cherries, wild strawberries and fennel. “I think 

it makes people think of summer when they see the bottle,” says 

Lassor.

Distributed by: National Distributing

On the menu at: King + Duke, Buckhead

Mas des Dames Rosé, Coteaux du Languedoc
Varietals: Old-vines Grenache, Mouvedre and Syrah

Notes: Only 450 cases of this wine are made each year. Part of it 

actually spends some time in 3-year old barrels. “It has some serious 

texture and spice that I love!” says Martha. 

Distributed by: Ultimate Distributors

On the menu at: JCT. Kitchen, Atlanta

Pasquale Pellisera Nebbiolo Crosé, Langhe
Varietals: 100% Nebbiolo

Notes: Anderson calls this wine “laser-focused,” and applauds “the 

producers who make Barolo and Barbaresco on the same land and 

sacrifice the potential revenue from these high dollar wines to make 

adventurous and racy rosé.” The nebbiolo provides structure, but the 

wine is still very fresh, fruity and floral.

Distributed by: Prime Wine and Spirits

On the menu at: No. 246, Decatur

Feudi di San Gregorio “Ros’Aura,” Campania
Varietals: 100% Aglianico

Notes: Rosé from one of the star producers in the volcanic region 

of Campania. Free run juice spends 12 hours on the skins for 

maximum color. Flavors of strawberry, morello cherry, pomegranate 

and cranberry abound.

Distributed by: Georgia Crown Distributing

On the menu at: St. Cecilia, Buckhead; No. 246, Decatur

Domaine Houchart Provence Tradition Rosé, Cotes 
de Provence
Varietals: Cabernet Sauvignon, Cinsault, Grenach, Syrah

Notes: Salmon pink in color, with aromas of herbs, flowers and 

pepper, and flavors of fresh berries, citrus and melon.

Distributed by: Atlanta Wholesale Wine

On the menu at: Ray’s on the River, Atlanta; Gun Show, Atlanta
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Gas South
1.866.512.3129
chris.coan@gas-south.com
gas-south.com/gra 

McAlister’s Deli
franchising@mcalisterdeli.com
www.mcalistersdelifranchise.com
888-855-3354

Retail Data Systems
678.627.0401
wdavis@rdspos.com
www.rdspos.com

Siftit
info@siftit.com
www.siftit.com

Sysco Food Services of Atlanta
404.765.9900 
jaks.yvette@atl.sysco.com
www.syscoatlanta.com

US Foods
770-774-8524
richara.brown@usfoods.com
www.usfoods.com

Gas South is one of Georgia’s leading natural gas providers serving 
more than 260,000 customers throughout the state. We’re proud to 
serve the restaurant industry and are pleased to provide discounted 
rates and waive customer service fees for GRA members. 

McAlister’s Deli features hand crafted made to order food and our 
Famous Sweet TeaTM served in a fast casual environment with more 
than 320 in 24 states.

Provider of Aloha POS Systems, the management solutions for
QSR, fine dining and franchise establishments. Excellent service 
and support packages tailored to our clients needs.

Siftit’s patent pending process provides restaurants the flexibility to 
easily order their specs across suppliers based on specific preferences. 
Suppliers can easily update their item and price data on a confidential 
basis and shift time from order entry to servicing their accounts.

A leading foodservice marketer and distributor. Sysco distributes
food and related products to restaurants, nursing homes, schools, 
hospitals, and other related venues.

US Foods®, your official food supplier, offers a broad range of
products from national brands, private label, exclusive brands,
equipment and supplies to all segments of the foodservice and
hospitality industry.

April 2014
GRA “Pull for the PAC” 
Sporting Clay Fundraiser
April 7 - Foxhall Resort & Sporting Club
Douglasville 

ACF April Meeting
April 7 - FreshPoint, Forest Park

78th Annual Atlanta 
Dogwood Festival
April 11-13 - Atlanta
 
Classic City Brew Fest
April 13 - Athens
 
Atlanta Community Food Bank Full 
Course Classic Golf Tournament
April 15 - Ansley Golf Club, Atlanta
 
Sweetwater 420 Fest
April 18-20 - Atlanta
 

2014 ACF Southeast Regional 
Conference
April 26-29 - Charleston, S.C.
 
3rd Annual Golden Onion 
Cooking Competition
April 27 - Vidalia
 
2014 Taste of Marietta
April 27 - Marietta

May 2014
ACF May Meeting
May 5 - Georgia Power, Atlanta
 
Taste of the Nation Atlanta to 
Benefit Share Our Strength’s 
No Kid Hungry
May 8 - Georgia Aquarium, Atlanta

2014 NRA Show
May 17-20 - Chicago, IL 

International Wine, Spirits & Beer 
Event at the NRA Show
May 18-19 - Chicago, IL 

Fulton County Food Code Briefing
May 21 - GRA Office, Atlanta

Atlanta Food & Wine Festival
May 29 - June, Atlanta

June 2014
3rd Annual GRA Golf Invitational
June 2 - Alpharetta

ACF June Meeting
June 3 - US Foods , Fairburn
 
Chatham County Food Code Briefing
June 3 - Georgia Power Customer 
Resource Center, Savannah 

GRA Costal Chapter Meeting
June 4 - The Pirates’ House, Savannah

INDUSTRY EVENTS



24  |  Restaurant INFORMER April 2014

SNAPSHOTS

T
hank you to all of our participating restaurants, legislators, lobbyists, 

staff and guests for making the GRA’s 2014 Taste of Georgia Legislative 

Reception a huge success! This annual event is an opportunity for GRA 

members to showcase their food to elected officials and for our legislators to 

network with members of our state’s second largest employer.

Congratulations to the 2014 Georgia Grown Executive Chefs, who were 

announced by the Commissioner of Agriculture Gary W. Black and GRA 

Executive Director Karen Bremer at the 2014 Taste of Georgia Legislative 

Reception. The Georgia Grown Executive Chef Program seeks to promote the 

Georgia Department of Agriculture’s Georgia Grown campaign statewide. 

Now entering its third year, the program offers participating chefs a mark 

of honor and distinction, while increasing awareness for both restaurateurs 

and consumers about which local Georgia products are available for the 

cooking season.

The four chefs for 2014 are: Chef Gary Coltek of Kennesaw State 

University Culinary and Hospitality Services in Kennesaw, Chef Roberto 

Leoci of Leoci’s Trattoria in Savannah, Chef Marc Taft of Chicken and the 

Egg in Marietta, and Virginia Willis of Virginia Willis Culinary Enterprises, 

Inc. in Atlanta. Congratulations to these distinguished chefs!

To view the photos for this year’s Taste of Georgia, visit http://garestaurants.

org/photogallery. We look forward to seeing everybody at next year’s event.

Thank You for a Successful 
2014 Taste of Georgia!

Congratulations to the 2014 Georgia Grown Executive Chefs. Above, from left, 

Commissioner Gary Black, Chef Gary Coltek, Chef Roberto Leoci, Virginia Willis, 

Chef Marc Taft and GRA Executive Director Karen Bremer. At right, scenes from 

the Taste of Georgia, held at the Georgia Freight Depot in downtown Atlanta.
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OFFICIAL ENERGY 

PARTNER OF 

PERFORMING YOUR BEST
Once a year the best 30 PGA TOUR players come to East Lake Golf Club to play The TOUR Championship 

presented by Coca-Cola. Every day the best cooking equipment performs off the links in Chef Michael 

Deihl’s kitchen, where championship-level performance is the name of the game. That’s why Chef Mike 

selected 17 pieces of electric cooking equipment for East Lake Golf Club. Lower costs, quicker preheat 

and recovery, a cooler kitchen and improved profi tability add up to a winning scorecard for the Club and 

diners alike. As Chef Mike says, “Electric cooking allows me to be better at what I do.”

To learn how electric cooking equipment can benefi t your operations, 

call the Business Call Center at 1-888-655-5888.

OFFICIAL ENERGY PARTNER OF YOUSM



T H A N K  Y O U  T O  O U R  L O C A L  S P O N S O R S

S I L V E R

MARCUS 

FOUNDATION

G O L D

D I A M O N DP R E M I E R

P L A T I N U M

B R O N Z E

T O M M Y  &  C H A N T A L  B A G W E L L

I M A G I N E A I R

A  &  D  L I N E N S C O O K ’ S  W A R E H O U S E

E V E N T O L O G I E

M E D I A

N A T I O N A L  P R E S E N T I N G 

S P O N S O R

N A T I O N A L  S P O N S O R S N A T I O N A L  P R O D U C T  S P O N S O R S

NationTaste NationTaste of 

the

ATL A NTA

As a special thanks
TO  ALL  OUR  PARTICIPATING  RESTAURANTS, 

SPONSORS,  PATRONS  & GUESTS , 

PLEASE  JO IN  US  FOR  THE

after partyafter party
MAY  8,  2014

IMMEDIATELY  FOLLOWING  TASTE  OF  THE  NATION

Join after party sponsor

AT  1000  MAR IETTA  STREET  NW 

ON  THE  CORNER  OF  MAR IETTA  STREET 

AND  HOWELL  M I LL  ROAD

COMPL IMENTARY  PARK ING  ON  THE 

TOP  LEVEL  DECK


