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A
Admittedly, I did not know much about Arby’s 

before launching a foodservice magazine 10 years 

ago. When I first saw the Arby’s marquee on a tall 

building in north Atlanta, I was impressed with the growing 

number of large restaurant chains choosing Georgia for their 

headquarters.

Then news came of an acquisition of Wendy’s , followed 

quickly by a split. From an outsider’s perspective, it sounded 

topsy-turvy. 

My perception of Arby’s has changed since the Wendy’s 

affair. During an industry networking event last year, Arby’s 

leadership talked about their foundation and their decision to 

make a major commitment to Share Our Strength, a non-profit 

dedicated to ending childhood hunger in America. Arby’s 

commitment to this great cause was serious, both financially 

and from the number of volunteer hours dedicated by Arby’s 

employees. I was impressed and thought Arby’s deserved a 

closer look.

In 2011, Arby’s became part of the Roark Capital Group. 

Joe Consumer probably knows nothing about Roark Capital, 

but the restaurant industry should know about this growing 

powerhouse that, like Arby’s, is headquartered in Atlanta. 

Roark Capital is the parent company to several well-known 

foodservice brands, including: Carvel, Carl’s Jr., Hardees and 

Cinnabon. (For a full list see page 16.) Arby’s alone has more 

than 3,400 units worldwide. Add up all the Roark-owned 

foodservice units, and you start to understand the size of this 

firm’s restaurant holdings. It makes sense that Roark Capital’s 

Neil Aronson was named to this year’s Top 10 of Nation’s 

Restaurant News list of most powerful people in foodservice.

OK, so it looks like Arby’s is in good hands with Roark and 

is doing great things with Share Our Strength, but did you 

hear how cool they are? During this year’s Grammys, Pharrell 

Williams donned a hat with a similar look to Arby’s iconic 

logo. The company “scored the tweet of the night” (according 

to Adweek) with their tweet: “Hey @Pharrell, can we have our 

hat back?” The tweet garnered 83,000 retweets and more than 

40,000 favorites by Monday morning.

You go Arby’s. Georgia is proud to have you hang your hat 

in our state.

The Right Moves 
@ Arbys
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As we dive into another legislative session, 

we continue to track and review hundreds 

of bills that could potentially affect the 

restaurant industry. Our industry is the state’s 

second largest employer, representing 378,200 

jobs, or 10 percent of employment. With so 

many people employed by the industry, it is 

important that our voice be heard when it 

comes to government decisions and how they 

could impact restaurants. 

The GRA PAC works to raise contributions 

to support elected officials who understand the 

issues affecting Georgia’s restaurant industry. 

Building these relationships with elected 

officials allows our voice to be heard louder. Elected officials 

that proactively defend our industry help us avert onerous 

legislation and understand our legislative priorities. Thanks 

Supporting a Healthy 
and Robust Restaurant Industry 

in large part to GRA PAC contributions, we 

are able to strengthen our industry and fight 

measures that pose a threat. 

In recent years, the GRA has enjoyed an 

increasing amount of legislative impact and 

success. With more visibility, we now have the 

expectation to be heard on a larger scale. The 

GRA can continue to fight for pro-restaurant 

legislation on key issues such as immigration, 

healthcare, alcohol laws and more.  We want 

to continue to protect the bottom line of our 

industry with preemptive legislation. 

The GRA PAC holds several fundraisers 

throughout the year, including our annual Golf 

Tournament and “Pull for the PAC” Sporting Clay Fundraiser. 

When you attend and support these events, you make a 

statement about your level of commitment to the industry. This 
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year’s “Pull for PAC” will be held Monday, April 7, at Foxhall Resort and Sporting 

Club outside Douglasville. And now in its third year, the Annual Golf Tournament 

will be held Monday, June 2, at The Golf Club of Georgia in Alpharetta. To register 

for these events, please visit www.garestaurants.org/events.  

The Georgia Restaurant Association would like to extend our appreciation to all 

of its members who have supported and contributed to the GRA Political Action 

Committee. Your contributions are strictly used to support elected officials who 

support a healthy and robust restaurant industry. The more support we have, the 

more we can help make Georgia a better place for restaurants to do business and 

help make restaurants better for Georgia.

Sincerely, 

Karen Bremer

Executive Director

Georgia Restaurant Association

Restaurant Members

Aria/Canoe-We’re Cookin, Inc.

Canyon Grill, Inc.

D.B.A. Barbecue

FLIP Burger 

Park Café/Town Green Ventures 

Tin Lizzy’s Cantina   

Corporate Sponsor 

Gas South, LLC
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Williams, Turner & Mathis Insurance

Associate

The Distilled Spirits Council of the U.S.

Thank you to the following 

members for their continued 

support!

There are many brands of beef,  but only

one Angus brand exceeds expectations.

The Certified Angus Beef ® brand is a cut

above USDA Prime, Choice and Select. Ten

quality standards set the brand apart. It’s

abundantly flavorful,  incredibly tender,

naturally juicy.

 

Why Become a GRA Member?
Whether you are looking to get involved with shaping public policy, for discounts on 

programs and services that are critical to running a restaurant or want to stay informed 

about changing laws and regulations affecting the foodservice industry, you’ll find it all 

at the GRA. 

Online applications are available at www.garestaurants.org/Applications. For 

questions, contact Ryan Costigan, GRA Manager of Membership, at ryan@

garestaurants.org or 404-467-9000. 
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Restaurant Growth Continues in Georgia

Retail Data Systems Southeast

 
Garry Easterling    

678-279-8041 

geasterling@rdspos.com

Contact us for a Free Needs Assessment... 

www.rdspos.com/alohaQSR 

RDS has the tools and expertise that drive profit!
More Quick Service Restaurants count on RDS to provide

products that drive profitable, quick and accurate service to their 

customers than any other integrator. 

Why? Exceptional Products and Service...  Just ask our customers... 

“Any time we call RDS we get an answer right away. If the stores are having an issue it is 

corrected very quickly, usually within minutes…. sometimes it is hard with other vendors, 

to even get an answer, let alone a timely one.”

— Carter Miller, Partner with Bentley-Miller Arby’s Franchisee

T h e  Q S R  S o l u t i o n s  E x p e r t s

GRA NEWS

E
conomic development and the rise in population are key 

components for the recent influx of restaurants in Georgia, 

in particular quick-service establishments. As more building 

projects and expansion take over, the need, and desire, for more 

restaurants in those areas increases as well. 

As patrons look for more variety in dining options, more and 

more chains are taking advantage of opening their doors in areas 

where business is thriving. And with Georgia’s recent ranking as the 

No. 1 state in the nation for business by Site Selection magazine, the 

state continues to be a vibrant and growing place of opportunity, 

especially for the restaurant industry.

One area in the state that has seen a recent boom in quick-

service restaurants is Northwest Georgia, with economic growth 

playing a key factor. From construction projects and expansions 

to new business openings, restaurants are taking advantage of 

the opportunity to establish a place of business for visitors and 

new residents. 

Another key factor for Georgia’s economic and restaurant growth 

is the increase of tourism in the state. In January, representatives 

from the tourism and hospitality industries, including the Georgia 

Restaurant Association, presented Gov. Nathan Deal with a check 

representing the  $1.361 billion  in state tax revenue generated 

from tourism-related expenditures.  The tourism industry has a 

positive effect on nearly every community in Georgia, including 

the restaurant industry, and has a total economic impact of $49 

billion, supporting more than 400,000 jobs in Georgia. This factor 

is a key incentive for restaurants, because as tourism continues to 

grow, restaurants will want to continue to expand to meet demand.

Optimism by operators on the outlook on the industry is another 

major reason for the expansion of quick-service restaurants. As 

the economy continues to grow and sales continue to increase, 

restaurants will add locations. 

Restaurants provide new jobs, contribute to the overall growth of 

the economy and provide various opportunities for many people. 

As Metro Atlanta continues to grow, expand and attract new 

visitors, restaurateurs will find reasons to open more locations, 

which will in turn continue to benefit the surrounding areas and 

the state’s economy. ■
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T
he Georgia Restaurant Association (GRA) is 

an advocate of healthy dining options, and we 

encourage our restaurant members to get involved 

in programs and campaigns that help promote this 

initiative, including the Nationl Nutrition Month®, The 

Georgia Grown program and Captain Planet Foundation’s 

Learning Gardens.

Each March, the Academy of Nutrition and Dietetics 

sponsors a National Nutrition Month®, a nutrition 

education and information campaign, that, according to 

the organization, helps raise awareness “on the importance 

of making informed food choices and developing sound 

eating and physical activity habits.” This year’s theme is 

Enjoy the Taste of Eating Right, which will focus on how 

to combine taste and nutrition to create healthy meals that 

follow the Dietary Guidelines recommendations.

This theme goes hand-in-hand with 

the restaurant industry as 

chefs excel in using local, 

fresh and nutritious ingre-

dients to create flavorful and 

healthy dishes. The GRA is a 

proponent of the Department 

of Agriculture’s Geor-

gia Grown program, 

which raises aware-

ness for both restau-

rateurs and consum-

ers about which local 

Georgia products are avail-

able for the cooking season 

and supports local, seasonal 

foods when dining out. It also 

aims to highlight and involve public school culinary educa-

tion and school food nutrition in terms of increased oppor-

tunities for Georgia Grown products, training and recipe 

development.

The GRA is also an advocate of the Captain Planet 

Foundation and its Learning Gardens program. This 

program provides schools with strategies for building 

effective and long-lasting garden-based learning programs. 

Students benefit by expanding their palates, taste-testing 

healthy foods and learning about food origins. 

The GRA is supporting this initiative and getting restaurateurs 

and chefs involved in the process by encouraging chefs to sign up 

to visit various schools and do demonstrations on how food that 

is grown in a garden can be used to create various healthy and 

delicious meals. Through the Captain Planet Foundation’s Learning 

Gardens, not only are children receiving valuable information 

on healthy ways to cook from chefs, but restaurants are given the 

opportunity to reach out to schools and share their expertise.

There are numerous ways that our industry can help promote 

the importance of nutrition, not just in March, but year-round. 

Whether it’s through National Nutrition Month®, Georgia Grown 

or the Captain Planet Foundation, the industry is able to educate 

patrons on the importance of buying local and eating healthy, 

as well as contribute back to the community. If you have any 

questions about any of these initiatives or would like some more 

information, please contact the Georgia Restaurant Association 

at 404-467-9000 or info@garestaurants.org. ■

Promoting Good Eating Habits with 
National Nutrition Month®, Local Initiatives
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W
hen it comes to teaching children about 

food, chefs are the experts. Now Atlanta 

chefs have a great opportunity to get 

involved in a local grassroots effort to eliminate 

childhood obesity and become part of a larger movement. 

The Chefs Move to Schools program, an important 

component of the national Let’s Move! initiative, will 

help combat our nation’s childhood obesity epidemic by 

partnering chefs with local community schools to help 

educate kids about food and nutrition. 

“We are going to need everyone’s time and talent 

to solve the childhood obesity epidemic, “ First 

Lady Michelle Obama says. “Our nation’s chefs have 

tremendous power as leaders on this issue because of 

their deep knowledge of food and nutrition and their 

standing in the community.” 

The Chefs Move to Schools program helps educate 

kids about making healthy food choices. By educating young 

children about fresh fruits and vegetables, flavor profiles, 

proper and healthier cooking techniques and the use of flavor 

enhancers, chefs help train and develop the cultivated palate of 

future generations. Together, we can help give today’s children a 

better chance of reaching adulthood without becoming diabetic 

or obese or developing hypertension.

The ACF-Atlanta Chefs Association has embraced this 

important cause and has several members who have partnered 

with local community schools. Thanks to the many chefs that 

chose to get involved, including John Szymanski, executive 

chef for Kroger; Kerri Crean, culinary arts program director at 

Gwinnett Technical College; and Michael Deihl, executive chef 

at East Lake Golf Club. 

Chef Szymanski dazzled students at Abbotts Hill Elementary 

School in Fulton County with healthy desserts using fresh 

strawberries; his strawberry mousse was a big hit. Chef Crean 

amazed students at Craig Elementary School in Gwinnett 

County with a selection of fresh vegetables and healthy ways 

to cook and season the vegetables. The kids fell in love with the 

roasted beets, sautéed Brussels sprouts, and the simple steamed 

broccoli. Chef Diehl wowed students at Charles R. Drew Charter 

Chefs Move to School Initiative to 
Help Children Across Atlanta
By Kully Crean, CEC, CCE, ACF President

ACF UPDATE

School in Atlanta with fresh peaches, while teaching them how 

to identify sugar content in food products and reduce sugar in 

desserts and other food choices. The students were fascinated 

by the wonderful taste of simplistic desserts made with peaches, 

sugar-free Jell-O and yogurt. 

“Handing a child a piece of fresh fruit they have never seen 

before and watching them take that first bite is as humbling a 

culinary experience as there is,” says Chef Diehl. “If your eyes 

are not watering after that, you are not a true chef at heart.” 

The Chefs Move to Schools Initiative is one of the many 

community outreach programs that the ACF-Atlanta Chefs 

Association helps facilitate. You do not have to be an ACF 

member to get involved with this tremendous program. The 

time commitment is minimal, but the rewards are great. 

It’s simple to get involved. Go to the Chefs Move to Schools 

website at www.letsmove.gov/chefs and follow the prompts. 

This website has valuable resources to help start your 

journey with us. Chefs have a unique 

ability to make healthy eating fun and 

appealing to children. Get involved and 

join us because Together We Can make a 

difference! ■

ACF chefs visit local schools to teach kids about food and nutrition as 

part of the Chefs Move to Schools program.
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10 Ways to Work a 
Trade Tasting Like a Pro
By Lara Creasy

Ah, the wine and spirits trade show. “Must be nice!,” say 

people NOT in the industry once they figure out that our 

trade events involve sampling booze all afternoon. 

But for those of us that consider ourselves professionals in the 

beverage industry, events like the High Museum Wine Auction 

Trade Tasting are actually work. And the way you handle yourself 

after they hand you that commemorative Reidel glass is what 

separates the casual taster from the real Trade Tasting Pro.  

Here are some tips from fellow pros on how to manage your 

event experience.

1. Do your homework. 
Whenever possible, get a copy of the vendor list before the 

event. Highlight some producers  you are not familiar with or new 

vintages of wines you have  had success selling in the past, and 

make a plan to stop  by those tables. 

Ask your sales rep for advice on what not to miss. Kevin 

O’Sullivan, sales consultant for Prime Wine & Spirits, suggests 

taking it a step further by making an appointment to meet your 

sales rep at the show, so they can show you around to the real 

highlights. 

Sales reps actually love this opportunity because they get the 

chance to show you things they might not bring to an appointment. 

Having done this before myself, I can tell you that it’s like a guided 

tour of the hidden gems. It won’t be long before you hear, “Can 

Lara sample that special bottle you brought?” Score.

2. Go with a plan. 
Make a list before the event of what you are really shopping for: 

holes you have in your wine list, upcoming out-of-stock issues, 

impending seasonal menu changes. Try to find those items first, 

before you, and your palate, get fatigued.

Taste in a logical order to get the most out of the wines. Hit the 

whites, rosés and bubbles before you go full-force into the Barolos 

and Super-Tuscans. This way you can also avoid having to do a 

water rinse, which is really just a last resort, and definitely not to 

be done between every taste!

3. Pace yourself and know your limits. 
Be sure to allow yourself enough time to work the show. Don’t 

try to squeeze in an hour on your way to your weekly manager’s  

meeting. And don’t give yourself five hours, which can lead to 

overindulgence. I’ve found that two to two and a half hours is 

perfect.

“Everyone has a different capacity when it comes to tasting 

wine,” said Wine Spectator columnist Dr.Vinny in a recent 

article. “Some people can taste dozens and maintain their 

concentration and judgment, just like some people can run 

marathons. Other people are Sunday joggers who are winded 

after three miles. Similarly, some tasters should limit their 

evaluations to just a few wines. As with running, the more you 

practice tasting wine, the better you’ll be at it. If you only taste 

a few times a year, you’re not going to be as sharp as if you do 

it regularly.”

4. Use the spit buckets. 
When I first asked O’Sullivan for his  trade show tips, the 

message he sent back to me  said, simply, “SPIT!!!!!!!!!!!!!!!!!!”

Yes, Kevin. I couldn’t have said it better myself.

Spit. I have attended numerous trade shows over the years where 

I was the only attendee actively using the buckets for spitting. I 

began to wonder if perhaps people thought it was rude or gross 

to spit. 

More than once, however, I have had people imply that I was a 

“lightweight” or make comments to me, such as, “why would you 

waste that?” I simply smile and respond that I am there to work, 

and that I’m driving myself home afterward.

It is true that you may occasionally get a bit of backsplash. And 

yes, I learned with experience not to wear long necklaces or to 

keep the lanyard with my plastic name badge around my neck. But 
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with time, you, too, can develop an aim that is true and taste 

twice as many wines as the guy tripping down the stairs at the 

end of the show.

5. Take advantage of the cheese display. 
Much like at a cocktail party, the food at a trade tasting 

serves a purpose. It’s there to help mediate the effects of the 

alcohol. Not to mention that having a few bites of cheese or 

crackers in between wines actually helps revive your palate 

from fatigue. 

The culinary partner for the High Museum Wine Auction 

is Muss & Turner’s, and the food table they produce at the 

Trade Tasting is always quite generous and impressive. Have 

some cheese!

Besides, your restaurant’s guests will ultimately be 

enjoying the wines you select with a meal, so why shouldn’t 

you have a more accurate picture of what their end 

experience will be? 

6. Take notes. 
No one can remember everything they’ve tasted at a large 

trade event without some  help. Organizers of many trade 

tastings will hand out a program, listing all suppliers and the 

wines they are featuring. But attendees can definitely not rely  

on that happening.

“I always have a notepad on me for tasting notes and 

price points,” says Matt Crawford, a Certified Sommelier 

and Assistant General Manager for St. Cecilia in Atlanta. 

Crawford, who formerly was a buyer for The Fifth Group’s 

Alma Cucina, as well as Gary Klaskala’s Aria, adds, “I am also 

thinking of potential placements or niches, something that I 

like [that] could fill in the program I am currently involved 

with. I will throw down some nose and palate descriptors 

and then categorize the wine and try to have some fun with it 

(i.e. NW Italian face ripper, Northern Rhone Umami Bomb, 

Mosel Petrol Express, etc.).”

7. Block out distractions.
The High Museum Trade Tasting is known almost as much 

for being a reunion spot as it is for being a serious tasting 

venue. Running into old  colleagues, former sales reps, even 

people you knew in high  school can be fun, but it can also 

distract you from your  true mission of tasting wine. 

Shake some hands, pass out some business cards and 

gracefully suggest, “Have you tried that Gevry-Chambertain 

at the Vintage 59 table? They were almost out a few minutes 

ago. You should go try to catch that!”

Unless you are the buyer for Bones, you probably don’t 

need 25 high-end Cabernets for your restaurant’s wine list, 

so don’t be distracted by “cherry picking.” Pick one or two 

that you are really intrigued by, and let the masses crowd the 

tables for the rest while you slip into a quiet corner with the 

Alsacian Rieslings.

“I think the mental part of tasting is just as taxing as the 

2014 High Museum Atlanta Wine Auction 
Trade Tasting Participants*

A to Z / Rex Hill

Adelsheim Vineyard

Alexander Valley Vineyards

Andrew Geoffrey Vineyards
Antica Terra

Arcadian Winery

Arkenstone Vineyards

Au Bon Climat

B&L Brands

Banshee Wines

Benovia Winery 

Bethel Heights 

Bevan Cellars

Bianchi Winery 

Big Table Farm

Blackbird Vineyards

Cain Vineyard & Winery 

Capture Wines

Cass Winery

Caymus Vineyards

Chateau D’Esclans

Chehalem

Cliff Lede
Continuum

Domaine Serene

Fiddlehead Cellars

Frank Family Vineyards

Frogtown Cellars

Gemstone Vineyard

Henri Giraud Champagne

Hiatus Cellars 

Hirsch Vineyards

Integrity Wines

J. Rickards Winery

Jarvis Winery 

Jordan Vineyard & Winery

Justin Vineyards & Winery

Lando Wines 

LIOCO

Long Meadow Ranch 

Mauritson Family Winery

McManis Family Vineyards

Memento Mori Winery

Mercer Wine Estates 

Meteor Vineyard

Miner Family Vineyards

NO Winery

Paul Hobbs Winery

Peju

Qupé Wine Cellars

Ramey Wine Cellars

Red Car

Retour Winery 

Reynolds Family Winery

Roth Estate 

Round Pond Estate

Row Eleven Wine Company

Seamus Wines

Selby Winery

Signorello

Simi Winery 

Skipstone

Somerston Wine Company

Terra Valentine

Thomas George Estates

Trefethen Vineyards

Tres Sabores

Trione Vineyards & Winery

Tuck Beckstoffer Wines
Unum Wine Cellars

Van Duzer Vineyards

Vineyard 7 & 8

Wild Man Wines

Willamette Valley Vineyards

Wines of Rioja

ZD Wines

physical,” said Wine Spectator’s Dr. Vinny in a recent column. “It takes 

concentration, which is difficult at public tastings, so do your best to 

block out distractions.” 

8. Treat yourself to some special wines. 
In a seeming contradiction to my advice above, O’Sullivan 

recommends tasting some of the wines that you can’t afford. “You may 

never have the chance to taste these on your own,”  he says. “Whether 

you need it or not, Grand Cru Champagne is Priority #1!”

Well-planned tasting in the higher price points, however, is not just 

about slamming every sample of 90+ point Cab that is being poured. 

Continued on page 23

*As of February 12, 2014
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      Serve, Refresh, Delight
A closer look at the Atlanta-based QSR leader Arby’s reveals tips on how to stay market fresh
By Hope S. Philbrick

Fast-forward another 34 years, and Arby’s is still making 

heads turn. The company was recently ranked one of the top 

quick-serve restaurants in the U.S. to provide an overall excellent 

guest experience and menu offering in a recent mystery shopper 

campaign conducted by Service Intelligence, a data-collection 

company based in Charlotte, N.C. (Arby’s tied Chipotle for the 

top overall score.)

“We’re very pleased to see that our dedication to the guest 

experience, in combination with our commitment to providing 

an innovative menu, is receiving such tremendous feedback,” 

W
hen benchmarking how to wow customers, you need to take a closer look at Arby’s. The company 

has a lot of experience making people sit up and take notice. Brothers Leroy and Forrest Raffel 

opened the first Arby’s in Boardman, Ohio, in 1964, serving hot, freshly sliced roast beef sandwiches 

at time when burgers were all the rage in the fast-food industry. Just a year later, the pair began franchising 

the restaurant, making it the first nationally franchised, coast-to-coast sandwich chain in the United States. By 

1980, there were 1,000 locations across the country
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says Paul Brown, CEO of Arby’s Restaurant Group, Inc. (ARG). 

“Our goal is to serve, refresh and delight our guests with 

every interaction.” Brown held key roles at Hilton Worldwide, 

InterContinental Hotels & Resorts, Expedia and McKinsey & Co. 

before joining Arby’s as CEO in April 2013. 

For the survey, mystery shoppers visited quick-serve and fast-

casual restaurants around the country and were asked to share 

candid feedback about their experiences. Arby’s topped the list 

in several categories: It ranked No. 1 in overall performance and 

interior cleanliness and placed among the top three in exterior 

appearance and customer service. More than two-thirds of 

mystery shoppers indicated that they also had a better experience 

at Arby’s than they normally have at a fast-food restaurant. 

Arby’s currently has more than 3,400 restaurants worldwide; 

approximately 1,000 of which are company-owned and 

operated. In 2011, when it split off from Wendy’s, the Arby’s 

brand was acquired by Roark Capital Group. Business is strong. 

“We don’t release sales figures, but December 2013 was one 

of the most positive quarters in the history of the brand,” says 

Brown. “We’ve seen accelerating business for 13 consecutive 

quarters (through fourth quarter 2013).” 

What’s driving this upward momentum? Brown credits 

product innovation like the new Smokehouse Brisket sandwich – 

a “phenomenal success” since it was introduced in October 2013, 

says Brown, that has been earning accolades as the “best-tasting 

sandwich in QSR”– and King’s Hawaiian® Roast Beef sandwiches. 

The French Dip sandwich was re-launched last September, with 

33 percent more meat and double the cheese than the former 

recipe. Additional new products are in the works.

“We’ve also focused on improving operation of stores 

themselves,” says Brown. “Not just the bottom line but focusing 

on speed and quality of guest service. We’re trying to improve the 

quality of experience in our restaurants, beyond the food, and 

I’m very pleased by that progress. We’re happy with the results 

of the mystery shopper survey, and I see it as a combination of 

great product and labor improvements.”

To ensure quality is consistent across the brand, Arby’s employs 

an operational inspection process. “We visit every location twice 

a year, unannounced, to make sure every unit is adhering to our 

standards,” says Brown. Best practices are shared across the brand. 

“We also monitor guest feedback,” on various channels including 

social media. Any issues are addressed immediately. 

Refocusing and Growing

In October 2012, Arby’s rebranded with the “Slicing Up 

Freshness” tagline. More marketing changes are forthcoming. 

“We’ll be announcing a new ad agency soon,” says Brown. “We 

Paul Brown, CEO, Arby’s Restaurant Group, Inc.

intend to be operating under a new campaign by May of this 

year. I’m extremely excited about it – it’s very different than 

anything you’ve seen from an Arby’s, period. It’s very innovative 

and different than anything in the QSR space and will definitely 

get attention and get people talking about Arby’s.”

 That’s not the only change coming: “We have a big initiative 

on remodeling and improving the actual buildings,” says Brown. 

The first location of the new prototype will open in Huntsville, 

Ala., in March. 

When changing a brand, “it all starts with a clear long-term 

vision,” says Brown. The thought driver was: “What, ideally, 

should Arby’s look, feel and sound like as a whole experience 

five to seven years from now?” The new advertising campaign 

will communicate that vision.

“It’s important to have a clear sense of purpose as a brand – 

that everyone can rally around for a very long period of time,” 

says Brown. Arby’s brand purpose, “inspiring smiles through 

delicious experiences,” is at the center of a wheel graphic that 

outlines Arby’s business strategy and core values (the six values 

are along the outside edge). “That’s what we’re all aligned to 

do. It’s not a tagline or an ad campaign,” says Brown. “It’s the 

purpose for both the company and the brand.”
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Growth is a goal for 2014. “We haven’t been on a big 

development push for several years,” says Brown, “But we’re 

looking to expand the number of units again.” Expansion is 

expected in several areas, including standalone units, end-

caps and non-traditional units. Arby’s will also ramp up 

recruitment of new franchisees throughout 2014.

By any metrics, Georgia is a growth opportunity. “We have 

86 restaurants in the Atlanta area now,” says Brown. “We have 

a lot of opportunity for more, including the outward-lying 

areas of metro Atlanta and roadside locations throughout 

the state. The Georgia market is a very friendly market for 

doing business.” He says that with confidence, noting that 

the company does business in every state in the country 

except for two (Vermont and Rhode Island).

When determining new locations, the company weighs 

a number of factors including demographics, market 

penetration, size of population and cost of media. But 

ultimately, it comes down to street level, factoring in details 

like traffic flow and whether or not a drive-through window 

would fit into that flow. Drive through is 60 percent of Arby’s 

business, so it’s a big factor.

Arby’s has a “super loyal core” customer base, notes 

Brown, citing the fact that the restaurant serves “products 

you can’t get anywhere else.” Demographically, that core group 

averages 30 to 40 years of age. To expand its market, Arby’s 

aims to close the perception/reality gap. As underscored by the 

mystery shopper campaign, “When people do come into our 

restaurants and try our food, they do like us,” he says. “We need 

to tell the story of our brand to a broader group.  It’s a marketer’s 

dream, really: We have a great product and need to do a better 

job of getting the message out.” 

Helping End Childhood Hunger 
with the Arby’s Foundation 

Arby’s Foundation was launched in 1986 as a way for Arby’s 

Restaurant Group, Inc., to give back to the communities it serves. 

For more than 25 years, it has donated more than $57 million 

to child-related charities across the U.S. In 2011, the Arby’s 

Foundation changed its charitable focus to ending childhood 

hunger in America.

Arby’s Foundation has a strong relationship with Share Our 

Strength, because it “shares the same mission that we do, and we 

feel that partnering with them is a way of amplifying our efforts,” 

says Arby’s CEO Paul Brown. (Arby’s Foundation also works with 

other organizations targeting childhood hunger.) 

“Childhood hunger is a much bigger issue in this country than 

most people believe,” Brown says. “It’s particularly an issue during 

summer periods when children don’t have access to school meals.” 

Arby’s executive team, from left: Paul Brown, CEO, Arby’s Restaurant Group; Kate Atwood, Arby’s Foundation executive director; and 

Arby’s Restaurant Group’s George Condos, president and COO, and Rob Lynch, brand president and chief marketing officer.
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Last year, Arby’s Foundation raised more than $3 

million.  “It’s a significant effort, and that number goes up 

dramatically each year.”

In 2012, Arby’s Foundation launched the Hungry for 

Happiness mobile tour, which visits cities across the 

U.S. with the dual goals to deliver wholesome, fresh 

meals to children in need and inspire others to join the 

fight to end childhood hunger. So far, the 30,000-mile 

tour has visited 45 cities, fed 11,000 kids and donated 

more than $250,000 in local grants to hunger-fighting 

organizations. This fall and winter, the Hungry for 

Happiness truck will visit charities in its corporate 

hometown of Atlanta.

Does charity impact the bottom line? “I believe it does,” 

says Brown. “I don’t know if I’ll ever be able to show 

you the metric, but consumers really like to do business with a 

company that stands for something they can identify with. In our 

highly competitive, extremely crowded marketplace, it sets our 

brand apart and shows that we are doing things other than trying 

to make money. 

“I really do believe that if there’s ever a tie in a consumer’s 

mind between one brand and another, people like to give their 

business to a company that is broader. There is a feel-good 

Roark Capital Group
Based in Atlanta, Roark Capital Group is a private 

equity firm with more than $3 billion of equity capital under 
management. Investing primarily in franchise, brand 

management, environmental services and marketing 

services companies with attractive growth prospects, 

Roark has acquired 29 multi-unit/franchise businesses 

that generate more than $15 billion from over 15,000 
locations located in 50 states and 68 countries.

Roark focuses on middle-market investment 

opportunities through family-owned business transfers, 

management and corporate buyouts, recapitalizations, 

going-private transactions and corporate divestitures. The 

firm’s current portfolio includes 17 restaurant concepts, 
including Arby’s, Auntie Anne’s, Carl’s Jr., Carvel Ice 

Cream, Cinnabon, Corner Bakery, Hardee’s, Il Fornaio, 

McAlister’s Deli, Miller’s Ale House, Moe’s Southwest 

Grill, Schlotzsky’s and Wingstop. Roark is also the parent 

factor for consumers and also for team members – when they 

feel good about the company they work for, that makes it to 

the customer. We have 71,000 team members working with 

guests 610 million times a year, so if you think about projecting 

the brand, it helps having motivated, excited and committed 

team members. One of the most important things you can do 

as a business is align values around a particular way to make a 

difference.”

Arby’s is the title sponsor of Atlanta’s annual Hunger Walk.

company of FOCUS Brands, the franchisor and operator 

of more than 3,800 locations under several of these 
brand names.

When evaluating a potential restaurant investment, the 

firm looks for “stable, larger brands,” says vice president 
Geoff Hill, who is currently a member of the Board of 
Directors of the National Restaurant Association. (Prior 

to joining Roark, he was president of Cinnabon, a division 

of FOCUS Brands.) “We aren’t interested in startups, 
nothing that is from the ground up. We’re not really making 

small investments in restaurant companies with maybe 

five or six units. We like the franchise model though we 
also bought Miller’s, which is all corporate run. We like to 

invest across different spaces, from fine dining to QSR.”
“It just happens to be that we started in Atlanta and 

bought several investments in Atlanta,” says Hill. The 
company focus is national and international.
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McAlister’s Deli
Fresh tastes, quick service and a welcoming friendly 

atmosphere are the hallmarks of McAlister’s Deli, which, 

like Arby’s is owned by Roark Capital Group. “Everything at 
McAlister’s is handmade fresh just for you right when you 

order it,” asserts the company on its website. Menu items 
like Black Angus roast beef, Black Forest ham, caramelized 

onions, brie cheese, roasted corn and poblano pepper relish 

and artisan breads like baguette, ciabatta and focaccia 

lure customers, along 

with its trademarked 

“Famous Sweet Tea.” 
To learn more, Res-

taurant Informer re-

cently reached out to 

chief development of-

ficer Jeff Sturgis. In his 
current role, Sturgis 

is responsible for the 

strategic planning and 

execution of all store 

development, real es-

tate and franchise sales activities. Prior to joining McAli-

ster’s, he was founder and president of Franchise System 

Advisors, a consulting and strategic planning firm focused 
on the franchise industry.

How do you see McAlister’s business developing?

We envision McAlisters’s growth in Georgia will be 

similar to other southeastern states in that we develop 

restaurants in small- to mid-size communities in addition 

to growth in and around the larger markets like Atlanta. 

Because of our unique blend of hospitality, 

environment, food quality and value, we are 

able to enter smaller markets where there is 

less competition and quickly gain consumer 

preference and market share. In the more 

typical suburban markets around Atlanta, 

where the competition is heavier, we rely 

on these operational points of distinction to 

elevate us above the competition. 

Please clarify what you mean by 

“unique,” since restaurateurs 

commonly focus on “hospitality, 

environment, food quality and value.”

Compared to other fast-casual concepts 

that tend to be more sterile, or urban, indus-

trial in their design and service attitude, our 

restaurants are warm, inviting and comfort-

able; we pride ourselves on offering an el-

evated service experience, 

including bringing the food 

to the table; visiting all ta-

bles to provide free refills 
on drinks; oversized por-

tions; and busing/cleaning 

of tables. All the guest has 

to do is order at the coun-

ter, and we do the rest, all 

with a smile.

What are unique 

challenges for 

franchisees in the 

Georgia market? How does McAlister’s address these?

In the Atlanta area, real estate costs are higher and 

there is more competition, so it is important that we 

choose the right locations and hire the right employees 

who are able to deliver on our promise of McAlister’s 

Genuine Hospitality. Outside of Atlanta, we have to ensure 

the markets we go into are large enough to support our 

business and that we find the right franchise partner who 
understands how to integrate the business with their 

local market

 

Where is the growth opportunity in Georgia? 

For McAlister’s, we have proven that we can operate 

and succeed very well in small to mid-size markets, so in 

addition to continuing to build our presence in the Atlanta 

area, we look to markets like Athens, Rome, Valdosta, 

etc., for additional growth. ■

The quick-service restau-
rant’s “Famous Sweet Tea”

McAlister’s Deli Chief Devel-
opment Officer Jeff Sturgis

Owned by Roark Capital, McAlister’s Deli currently has eight locations 

in Georgia.
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Be a Team Player with Food 
Safety Education
Continuing education for owners, managers and all members of 
the restaurant team improves knowledge and morale
By Nancy Caldarola

I
t’s 2014, and it’s looking like restaurants are going to be 

busy. And while you’ll probably have enough on your plate

managing finances, adjusting your menu and possibly 

considering expansion plans, don’t forget about keeping your 

employees up to date on food safety education. 

Now I am not talking about everyone signing up for a 

semester-long class, although our local hospitality school 

and colleges would be very pleased to welcome you to their 

rosters. I am referring to the many forms of educational 

offerings that are available today for all levels of hospitality 

employee. Some of these options are free or very low cost for 

the knowledge that can be gained. 

Ask yourself, “How do I feel after having been away from the 

restaurant and participating in a workshop at a conference or 

food show?” What happens when you learn something new? 

Are you energized when you attend an educational session 

at the NRA show, or when you participate in a webinar on 

a subject that impacts your day-to-day business and target 

market? 

If you are like me, you leave the session with a renewed 

passion for the subject that was covered. You want to get back 

to work and implement ideas, try new procedures and show 

that what you heard, saw, and internalized did change your 

view on the subject. You understand it better, and you know 

why it is important.

Education for the managers and employees in your 

foodservice operation can be as simple or as encompassing 

as you need it to be based upon your specific needs at your 

business. However, I always like to remember what the late 

Sy Syms, founder and visionary of the Syms clothing store 

chain, used to say in their advertisements: “An educated 

consumer is our best customer,. 

I would like to borrow his statement and change the 

words a bit for this conversation: “An educated employee is 

our best customer.” 

Why do I say this? Our best customers talk about how 

great a restaurant you have. They are walking billboards, 

and we all know that word of mouth and positive social media 

endorsements are the best marketing you can ever want or get. 

To get an educated employee, we need to consider what 

training she or he needs to perform more effectively and 

efficiently on the job. We need to assess the managerial skills 

Education for managers and employees can be as simple or as 

encompassing as you need it to be.
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of our supervisory team and consider what developmental 

programs or tools would help to raise their level of 

professionalism and performance on the job.

Providing employees with training or professional 

development opportunities actually infuses the workplace 

with new ideas and may even lead to creative ways of solving 

existing or reoccurring problems. Sometimes, just getting 

your managers and crew out of the day-to-day grind of their 

everyday work schedule is enough to jump-start new energy 

and encourage employees to recommit to their jobs and to 

your restaurant or foodservice location. Most importantly, 

learning new skills and interacting with new and different 

people in a focused educational setting has a direct impact on 

the productivity and development of the work environment.

So what kinds of education will help our managers and our 

employees? And will it make that much of an impact on the 

business? There are many forms of education, training and 

professional development, including instructor-led programs, 

self-directed online classes, webinars, business book discussion 

groups, Conference or Expo education workshops or even 

meeting speakers sponsored by groups like the Georgia Restaurant 

Association (GRA). Consider the options you have available 

from the National Restaurant Association Solutions group for 

education and training:

• The NRA ServSafe® Food Handler training program is 

an inexpensive course that can be conducted in-house 

for your hourly employees by an external food safety 

consultant or your own Certified Food Safety Manager. 

The two-hour-plus program has class materials, 

including a Trainer’s script and slides, an inexpensive 

and easy to understand text in English and Spanish, an 

exam that the Trainer can administer, and a certificate 

for each employee completing the session. Not only 

great for newly hired employees, the program is also 

an excellent quarterly update or “refresher” for existing 

crew members.

• Of course we all know the NRA ServSafe® Certified 

Food Safety Manager program and the requirement 

that all Georgia food establishments have at least one 

CFSM on staff at all times. In Georgia, scheduled CFSM 

classes offered by GRA-approved and NRA-certified 

instructors are listed at www.garestaurants.org. 

• The NRA ManageFirst® program is a series of 

workshops that covers the necessary knowledge 

and management competencies for restaurant 

and foodservice managers. The series includes 10 

managerial topics with exams, and participants can 

earn certificates in each competency. The GRA plans 

to offer some of these competency workshops in this 

upcoming calendar year; watch for announcements.

• The NRA ServSafe® Alcohol: Responsible Alcohol 

Service program covers the essentials of responsible 

alcohol service. Protect yourself and your operation 

from risks and liabilities by ensuring all your 

bartenders, servers and managers complete this 

alcohol training and certification.

• ServSafe Allergens™ online course is the newest NRA 

educational offering. The number of Americans affected 

by food allergies has been increasing for the past decade, 

and studies indicate that half the fatal episodes from 

food allergens typically occur outside the home. Dining 

out becomes a serious concern for customers with food 

allergies, as well as for their family and 

friends. The 15 million Americans with 

food allergies want to dine where they 

feel safe, and they are often unsure which 

restaurants can safely accommodate 

them—if at all.

The ServSafe Allergens™ course 

covers such topics as identifying 

allergens, communication with the 

guest, preventing cross-contact, food 

labels and how to deal with an allergen 

crisis in your restaurant. Restaurant 

personnel at all levels –  from owner-

operator and manager to every 

employee involved in food preparation, 

production and service – need to 

have this basic information required 

to ensure everyone takes the steps 

necessary to keep customers safe. In 
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addition to the online course, look for 

classroom sessions to be offered this 

coming year through the GRA.

Although this is only a short list of 

options from one resource, consider 

implementing or keeping regular training 

opportunities in place for employees. 

Training sessions that are once a week or 

once a month can be quite productive, 

giving employees something outside 

the ordinary work day to look forward 

to and encouraging a commitment to 

professional development and skill 

growth. 

Online courses, like the new 

ServSafe Allergens™, are a cost-effective 

educational option that works at all 

employee levels. There are free webinars 

for managers available through food 

distribution companies, manufacturers 

and supplier organizations. Many have 

additional downloadable archives 

that employees can access from their 

smartphones to continue their learning 

past the formal session.

While most training programs are 

designed to give employees the tools 

they need for their jobs, these learning 

opportunities also keep employees 

motivated. Sending seasoned employees 

to training classes helps them stay 

current with new ideas, procedures and 

industry developments, plus it can help 

burned-out employees get back on track 

and eliminate bored and unproductive 

attitudes. Including these learning 

activities in the normal work week of a 

manager sends a message that, “You are 

worth it, and we value you.” This can give 

employees increased job satisfaction 

because they feel appreciated by their 

employers.

Using these resources, you, too, can 

keep education at part of your restaurant 

or foodservice operation.. Training and 

professional development can make 

a difference – in improved employee 

knowledge and performance, in 

effectiveness and efficiency on the job, in 

maintaining a food-safe workplace and 

Nancy Caldarola, Ph.D., RD, is a consultant to the hospitality 

industry and an active GRA member. Her group, Concept 

Associates Inc., offers ServSafe® and ManageFirst® classes as 

well as operations improvement projects, training programs, 

food safety audits, HACCP, menu engineering and nutritional 

analysis, and profitability improvement consulting. Visit 

concept associates.org for more information.

in motivating and increasing loyalty to the business. Seek out opportunities for staff 

education – in the long term it really does make a difference! ■
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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.

Lara Creasy is a consultant with 14 

years experience in beverage manage-

ment. She has developed wine and 

cocktail programs for such restau-

rants as The Optimist 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.

Continued from page 11

Use the trade show as a chance to broaden your wine education. 

A trade tasting was the first place I ever got to experience Grand 

Cru Burgundy, and I’ll never forget the experience.

Maybe you are a bar manager, and your restaurant has some 

high-end wines on the list that you’ve never sampled but would 

like to be able to sell confidently. Try them here!

Maybe you were thinking about adding one or two pricey 

bottles to your list, but your sales reps only show you glassable 

wines at your tasting appointments. Try them here!

I remember one year at the High Trade Tasting, Big Boat 

Wine Co. (now merged with Savannah Distributors) showed 

only rosés at their table. For their customers, it was a wonderful 

opportunity to get a first look at the just released vintage of 

Bandol rosé, Pinot Noir rosé from Oregon, and Carmenere rosé 

from Chile. Owner Lisa Allen decorated their table with pink 

balloons, and they definitely stood out in the crowd. I, for one, 

made a beeline.

9. Review your notes, and follow up with your 
sales reps the  day after the tasting.

Crawford says he refers back to his notes both immediately 

after the show and down the line when new changes become 

necessary. 

“One wine I can remember tasting and placing before I even 

left the event was actually at the High tasting. It was Big Table 

Farm’s Resonance Vineyard Pinot Noir. Killer juice and I just fell 

in love with it!” he says.

10. Take advantage of attendee pricing deals 
if they make sense for you. 

Many distributors offer special pricing for wines by the glass 

or purchased by the case based on tasting them at the trade 

show. Make note of any deals presented, and if there was a 

wine you really liked, jump on it immediately. Those deals go 

away fast! ■
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SNAPSHOTS

O
n January 26, hundreds of people gathered at the King 

Plow Arts Center to show their support for The Giving 

Kitchen, a 501(c)(3) that aims to provide financial 

help to people in the Atlanta restaurant community who are 

facing unexpected medical hardships. The Giving Kitchen was 

initially launched after local chef Ryan Hidinger was diagnosed 

with stage IV gallbladder cancer. Ryan lost his battle on Jan. 

9, 2014, but his legacy lives on through The Giving Kitchen 

and Staplehouse restaurant, which will launch this spring. All 

proceeds from the restaurant will also go to the nonprofit. 

Several area restaurants and breweries have also found ways to 

raise funds for the cause through special menu items or limited-

time brews. For more information or to learn how you can 

participate, visit www.thegivingkitchen.org.

Photo credits: Letter B Photography
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