
M A R C H  2 0 1 5 V O L 4 ,  I S S U E  6

Find the Right GM 
For Your Restaurant

How to Sell More Wine

Supporting Small-Batch Producers
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IT’S THE 4TH ANNUAL CHARITY CORNHOLE CHALLENGE. 
Join us for an Earth Day Celebration at the 2015 SweetWater 420 Festival April 17–19  

at Centennial Olympic Park. We’ll be hosting our 4th Annual Charity Cornhole Challenge,  

so sign up today at cornholeatl.com, and follow us on Twitter and Facebook for updates.

Follow us:

#GScornhole
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Impress Your Guests 
the Minute they Step 

Inside Your Restaurant

GUEST PAD
BY NCR

NCR Guest Pad is a new 
interactive mobile guest and table 
management solution that lets 
you and your staff interact with 
customers on a new level.

- Capture special requests

- Adjust the wait list status and seat 
guests on a customized floor plan

- Alert guests with text paging, directly 
from the wait list to their phones

- See key metrics and analytics to know 
performance and wait list times

- Increase table turns by knowing table 
status at all times with NCR Aloha POS 
integration

- Control the floor yourself and see 
guest info from your smartphone with 
My Tables app for managers and staff

- Streamline the wait process with 
easy-to-use adjustments and efficient 
communication between multiple 
devices

To talk about your FREE download of 
NCR’s GUEST PAD, please contact:

Garry Easterling, Sales Director
RDS-Southeast
geasterling@rdspos.com
678-279-8041

Veronica Lister, Inside Sales Manager
RDS-Southeast
vlister@rdspos.com
678-279-8054
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Crazy for Craft

It’s the story of the underdog. Against giants in the 

industry, the companies who control the market, comes 

the little guy who creates something new and unique, builds 

a following by spreading his passion and slowly grows a 

significant market of devotees that spurs others to say “hey, 

I want to do that.” And then it starts again.

Just as consumers are reconnecting with where their food 

comes from and how it gets to the table, wanting to feel 

the connection back to the local farm, the public is also 

revolting against the massive beverage companies. They are 

looking for that beer, spirit or wine that promises a more 

intimate feel. They feel closer to it because they are sitting 

in front of the casks, talking to the brewmaster and tasting 

the full flavor offered in each sip.

It’s you, the restaurateurs, who are taking the passion 

from the brewers, distillers and distributors and sharing it 

with customers sitting at the bar and table. They see and 

feel your excitement of pouring the latest, locally crafted 

discovery, and they want to be a part of it.

This issue’s cover story reveals the relationship between 

the craft brewer, distiller, distributor, restaurateur and 

customer. Between these connections and the growing 

interest of the consumer, the craft industry has flourished. 

With servers as the connection point to the customer, 

we also give tips on how servers (and their managers) can 

learn more about the beverages on the menu and increase 

sales as a result. Check out the article “Sell More Wine,” our 

second in a series dedicated to servers. 

This issue also introduces a new department to the 

magazine, Restaurant Report. If you’re interested in learning 

about restaurants moving into the area or expanding into 

new locales, this listing of soon-to-open restaurants will 

give you the insider details.

Like you, the team at Restaurant INFORMER enjoys 

discovering new beverages. Look for us at the High 

Museum Atlanta Wine Auction Trade Tasting Thursday, 

March 26, 2015, or just sitting at the local restaurant bar, 

learning from experts on the other side. ■
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NEWS

MESSAGE FROM THE 
EXECUTIVE DIRECTOR 

Georgia’s Local Industries Are Booming   

Why Become a Member of the Georgia 

Restaurant Association?

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 director of 

membership, at ryan@garestaurants.org or (404) 467-9000.

Georgia continues to boom with innovation, stay 

economically competitive and provide job opportunities. 

From the local, fresh produce of Georgia’s farms to the creativity 

of Georgia’s restaurants and the variety of brewpubs in town, we 

should be proud of the contribution that these industries bring 

to the state.

As these examples show, Georgia’s industries contribute to 

the unique characteristics of the state, one its citizens recognize 

and adore and that tourists to the state admire. These industries 

also work together to support one another – an indicator of 

their success.

For example, Georgia’s restaurants turn to their local farms 

to place Georgia Grown products on their tables. It’s not only 

convenient, it also ensures restaurants are using local, fresh and 

seasonal items in their restaurants to provide a great dining 

experience for their patrons. Likewise, restaurants want to offer 

their customers the best options when it comes to beverages that 

accommodate their meals – and restaurants often turn to local 

brewpubs to meet this need.  

Georgia has a variety of brewpubs that offer a quality selection 

of beverages for restaurants to choose from. This local selection 

allows restaurants to expand their drink menus, offer a quality 

product to customers and support local industries. Georgia’s 

brewpubs inspire innovation in their craft and support local 

industries themselves. 

To help Georgia’s brewpub and breweries grow as an industry 

in the state and stay competitive nationally, Georgia’s craft beer 

industry is hoping to tackle some key legislation during the 

2015 legislative session by passing Senate Bill 63 – or the Beer 

Jobs Bill. The bill would allow purchasing a pint at a brewery 

as well as taking beer home from breweries and brewpubs – a 

practice that is already welcomed in many states surrounding 

Georgia. In fact, according to GABeerJobs.com, Georgia is one 

of five states left where a brewery cannot sell beer directly to 

consumers. The Beer Jobs Bill would allow Georgia’s craft beer 

companies to benefit individually, but it would also contribute 

to the state’s economy. 

When Georgia’s legislation supports local owners and 

companies, it helps the state’s economy as a whole and keeps the 

state competitive with surrounding economies. Jobs get created, 

the economy gets a boost and the state becomes appealing to 

visitors. Georgia’s industries have a lot to offer, and their success 

should be encouraged and protected instead of hindered. 

Georgians take pride in buying local to support their local 

industries, and this support will only help Georgia’s economy 

flourish as a whole and keep companies in the state. When 

Georgia’s industries work together, 

everybody benefits. ■

Sincerely, 

Karen Bremer 

Executive Director

Georgia Restaurant Association
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2015 Board of Directors and GRA Staff

Georgia Restaurant Association Staff

Georgia Restaurant Association Staff

Karen I. Bremer, Executive Director

Yvonne Morgan, Executive Assistant

Katie Jones, Public Affairs Coordinator

Daniel New, Public Affairs Assistant

Ryan Costigan, Director of Membership

Tandelyn Daniel, Member Development Executive

Chris Hardman, Member Development Executive

Rachel Bell, Marketing & Communications Manager

Sydne Daniels, Marketing & Events Coordinator

Nina Kamber, Marketing & Communications 

Coordinator

Kelly Schenck, Zero Waste Zones Manager

Advisory Board

Patrick Cuccaro, Affairs to Remember Caterers

Philip Hickey, Miller’s Ale House

Pano Karatassos, Buckhead Life Restaurant Group

Alan LeBlanc, Brewed to Serve Restaurant Group

George McKerrow, Ted's Montana Grill

John Metz, Sterling Spoon Culinary Mgmt., Marlow’s 

Tavern, Aqua Blue

Mick Miklos, National Restaurant Association

Nancy Oswald, Ruth's Chris Steak House

M. Anderson Piper, Chick-fil-A, Inc. 

Jim Squire, Chairman Emeritus, Firestorm

Executive Committee

Chair - Ryan Turner, Unsukay Community of Businesses

Vice Chair - Paul Baldasaro, Home Grown Industries of 

Georgia, Inc./Mellow Mushroom

Past Chair - Bob Campbell, T.MAC Board of Directors

Secretary – Brian Bullock, Legacy Restaurant Group

Treasurer - Perry McGuire, Smith, Gambrell & 

Russell, LLP

Executive Director - Karen Bremer, Georgia Restaurant 

Association

Board of Directors

Archna Becker, Bhojanic

Will Bernardi, OSI Restaurant Partners, Carrabba's, 

Bonefish Grill, Outback Steakhouse

Federico Castellucci, Castellucci Hospitality Group

Chris Coan, Gas South

Paul Damico, FOCUS Brands Inc. 

Walt Davis, Retail Data Systems

Michael Deihl, A Kitchen Kalamity

Dale Gordon DeSena, Taste of Atlanta 

Jamie Durrence, Daniel Reed Hospitality

Tripp Harrison, Sterling Hospitality/Sterling Spoon 

Culinary Mgmt.

Julie Kritz, Chick-fil-A, Inc.

Nils Okeson, Arby's Restaurant Group, Inc. 

Krista Schulte, The Coca-Cola Company

Steve Simon, Fifth Group Restaurants

Mitch Skandalakis, Waffle House, Inc.

Kelvin Slater, Blue Moon Pizza

Dave Snyder, Halyards Restaurant Group

Jay Swift, 4th & Swift
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Beyond the Fairway 
Raising Support for Advocacy 

NEWS

Each summer, the Georgia Restaurant Association hosts a golf 

tournament to raise funds for the GRA-PAC, the only Political 

Action Committee dedicated to serving the restaurant industry 

in Georgia. The GRA Golf Tournament is a great opportunity for 

members of the restaurant industry to come out and network with 

their peers while supporting Georgia’s restaurants.  

Made possible through voluntary contributions, the purpose of 

the GRA-PAC is to educate members and elected officials about 

restaurant industry positions, protect the bottom line for the 

entire foodservice industry, engage in activities to enhance the 

advocacy position of the association and promote the restaurant 

industry’s importance to Georgia's economy and community. In 

recent years, the GRA-PAC has allowed the GRA to fight for pro-

restaurant legislation on key issues such as immigration, healthcare 

and alcohol laws.

The GRA is successful in these measures through the support 

of our members and the support of the GRA-PAC. The GRA-PAC 

allows the GRA to contribute to candidates who support the food 

industry, fight legislation that can hurt restaurants and organize 

grassroots campaigns to advocate for our industry. With the support 

of our members, the GRA can continue to serve as the voice of the 

industry and as the strongest supporter and largest advocate for 

Georgia’s restaurants.

This year, the GRA Golf Tournament will feature a great round of 

golf at one of the top 10 ranked country clubs in the U.S., the Atlanta 

Athletic Club. This prominent course is known internationally for 

its 36 holes of golf on two championship courses –  Highlands and 

Riverside – and the club has been chosen as a Platinum Club every 

year by the Club Leaders Forum. 

The 4th Annual GRA Golf Invitational will take place Monday, 

June 15, 2015, at the Atlanta Athletic Club in Johns Creek from 

9:30 a.m. to 5 p.m., with a shotgun start at noon and the awards 

reception starting at 5 p.m. We invite you to come out for a fun 

afternoon of golf, food and, of course, to support the GRA-PAC to 

help ensure restaurants in Georgia continue to be represented from 

a legislative standpoint and protected against onerous stipulations 

and regulations.

To learn more about the GRA's advocacy efforts, visit www.

garestaurants.org/Advocacy or contact GRA Public Affairs 

Coordinator Katie Jones at (404) 467-9000. To secure your spot 

for this year’s tournament before tickets sell out, or for more 

information, visit www.garestaurants.org/Golf.

Restaurants Take Aim to Stay Nutritionally Savvy 

The restaurant industry isn’t one to shy away from staying on top 

of the latest trends to satisfy their customers, and this goes beyond 

implementing the latest gadgets at tables or serving fascinating 

cuisine. The restaurant industry is truly committed to putting 

long-term practices into effect at their restaurants that will answer 

the needs of their customers and allow them to stay relevant and 

competitive. 

The Georgia Restaurant Association (GRA) encourages 

restaurants to continue to do their part in helping create awareness 

for healthy lifestyles. One way restaurants are taking charge is by 

offering a variety of menu items at their restaurants. Additionally, 

restaurants participate in various programs that promote healthy 

dining, such as Kids LiveWell and the Captain Planet Foundation’s 

Project Learning Garden.

The Kids LiveWell program was developed by the National 

Restaurant Association (NRA) in collaboration with Healthy 

Dining and their team of registered dietitians. Kids LiveWell is a 

voluntary program in which restaurants that participate commit to 

offering healthful children’s menu choices for families dining out. 

The program was launched in 2011 and now has more than 42,000 

participating restaurant locations. 

The NRA partnership with Healthy Dining also helps restaurants 

prepare for the Food and Drug Administration’s new menu-labeling 

requirements, which requires restaurants with 20 or more locations 





Restaurant Members

2020 Restaurant Group dba Brekkie Bites

Adobo Taqueria & Tequila Bar

Comfort 3 LLC dba Paces and Vine - Vinings

Goldbergs & Atlanta Braves All-Star Grill

Industry Tavern

Jake 22 Mgmt. Co. dba McDonald's

Monica Trotz dba TBD

Murphy's

Pallookaville Fine Foods

Southern Restaurant Management

The Bishop

The Bourbon Street Grille

Top Golf - Alpharetta

Will Henry's Tavern

Williamson Bros. Bar-B-Q

Sponsors

Talent Served

Allied Partners

A City Discount 

Atlanta Super Source, Inc.

Darling Ingredients

Elarbee Media

Innovative Financial Group

Partners Hometown Coffee

Students

Jennifer Carver/Student

Edwin Matthews/Emory University

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.

 

operating under the same brand to display calorie counts on menus, menu boards and 

drive-thru displays. The partnership with the NRA and Healthy Dining will help provide 

restaurants with better access to food and menu analysis and implementation of best 

practices to assist with this transition and help restaurants keep their patrons informed. 

The Captain Planet Foundation’s Project Learning Garden, which “provides schools 

with strategies for building effective and long-lasting garden-based learning programs” 

for students, is another great way for restaurants to show their commitment to spreading 

awareness about nutrition. Chefs can sign up to visit schools to demonstrate how food from 

a garden can be used to create healthy and delicious meals. Through this program, not 

only are children receiving valuable information on healthy ways to cook from chefs, but 

restaurants are given the opportunity to reach out to their communities.

Each March, the Academy of Nutrition and Dietetics sponsors a National Nutrition 

Month®, and this year’s theme is "Bite into a Healthy Lifestyle." The purpose of National 

Nutrition Month is to help raise awareness “on the importance of making informed food 

choices and developing sound eating and physical activity habits.” National Nutrition 

Month® is an excellent way for restaurants to showcase how their restaurants prepare “bites” 

in their establishments that promote these lifestyles. 

There are numerous ways our industry can help promote the importance of nutrition 

year-round. Whether it’s through Kids LiveWell, the Captain Planet Foundation or the 

National Nutrition Month®, the industry takes pride in keeping their customers informed 

about their nutrition options, whether in their restaurants or out in the community. 

For more information about how your restaurant can get involved in any of these 

initiatives, visit www.garestaurants.org or contact the GRA office at (404) 467-9000 or 

info@garestaurants.org.  ■

NEWS
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In February the GRA hosted the Georgia Legislative Reception 
at the Georgia Freight Depot. This annual event is an opportunity 
for GRA members to showcase their food to elected officials and for 
our legislators to network with our state’s second largest employer.

GRA’s Taste of Georgia 
Legislative Reception

Chris Hall (Unsukay Community 
of Businesses), Executive Chef 
Timothy Magee (White Oak Kitchen 
& Cocktails) and Todd Mussman 
(Unsukay Community of Businesses)

Georgia Department of Agriculture 
Commissioner Gary W. Black, John 
Syzmanski of The Kroger Company, Cathy 
Conway of Avalon Catering, Georgia Grown 
Executive Chef Holly Chute, Georgia Gov. 
Nathan Deal, First Lady Sandra Deal, GRA 
Executive Director Karen Bremer, Matthew 
Basford of Canoe Restaurant and Jay Swift 
of 4th & Swift.

Archna Becker (Bhojanic), Perry McGuire (Smith, 
Gambrell & Russell, LLP), Paul Damico (FOCUS 
Brands, Inc.), Gov. Nathan Deal, Brian Bullock (Legacy 
Restaurant Group), Jay Swift (4th & Swift), Ryan 
Turner (Unsukay Community of Businesses) and 
Tripp Harrison (Sterling Hospitality, Sterling Spoon 
Culinary Management)

During the Reception, Georgia Department of Agriculture 
Commissioner Gary W. Black and Georgia Restaurant Association 
(GRA) Executive Director Karen Bremer announced the 2015 
Georgia Grown Executive Chefs. The four chefs for 2015 include: 
Chef Matthew Basford of Canoe in Atlanta, Chef Cathy Conway of 
Avalon Catering in Atlanta, Chef Jay Swift of 4th & Swift in Atlanta 
and Chef John Syzmanski of The Kroger Co.
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Check out a Chef Schmidt 

recipe on the next page.

ACF
UPDATE

Many people have sweet jobs out there, but few as sweet 

as Tony Schmidt. Chef Tony is the Corporate Chef and 

Southeast Region Sales Manager for The Christie Cookie Co. The 

name may not seem familiar, but they are the manufacturer of 

the famous Double Tree Hotel chocolate chip cookies and are a 

leading brand in their segment.

Chef Schmidt is a 2002 graduate of the Culinary Institute of 

America. He credits his education there to opening the doors 

to opportunities that would not have been available otherwise. 

After graduating from the CIA, Tony was hired by the Marriott 

Corporation and started working at the Atlanta Marriot Marquis. 

While there, he earned his BS and MBA from Sullivan University 

in Louisville, Ky. 

“My degrees have helped me develop specific skills," he says. "My 

bachelor's made me aware of the analytical side of management 

and to look at things on a larger scale. The MBA was of particular 

use in conflict resolution and human resources training.”

Tony’s career saw him working at several other Marriott 

properties before his last stop, at the Marriott Midtown Suites, 

where he served as food and beverage manager and executive chef. 

Then Chef Schmidt went to a different foodservice segment and 

became the Southeast Corporate Chef for US Foods. Tony said it 

was a huge increase in responsibilities,

“I supported all the states south of the Mason-

Dixon line," he says. "I interacted 

with each division, worked on 

product development, customer 

development and sales training.”

He also served as culinary 

specialist manager for US 

Foods, overseeing the branded 

sales of food products, beverage/

chemical, and equipment and 

supply (E&S). 

Chef Schmidt made stops at 

a brokerage firm and then an 

upscale medical center, serving 

500 people per day at lunch. He 

finally settled in at Christie’s, a company he feels has the vision to 

take him well into the future.

“I think one of the fundamental changes in our industry is 

that the consumer is more educated now. Most people consider 

themselves foodies," he says. "Our company is ahead of the 

curve because we are all natural. No artificial colors, flavors 

or preservatives. Christie’s uses 100 percent butter and fresh 

premium ingredients, and people recognize and value that." He 

adds that now, the operator must constantly be looking for new 

trends and ideas.

“I’m very lucky because I can reach out to our large-scale operators 

through Research and Development and work on proprietary 

requests. This and the ability to attract non-traditional channels that 

are now looking for premium products have kept us competitive.

“As far as trends I think the sweet-salty and sweet-spicy flavor 

profiles will continue. We expected a slowing in the trend for 

these products, but it has remained strong," he says. "Of course, 

gluten-free products are in high demand, and the market is getting 

stronger. Unfortunately we can’t formally address it because of our 

production facility, but it’s something Christie’s is very aware of."

Chef Schmidt says that since his time at US Foods, he's become 

actively involved in the ACF.

“I’ve been on the Board of Directors for almost two years now, 

and it is an exemplary group. It is a great feeling to watch 10 chefs 

giving up their own time to come together to cook for a 

charity event and to give back something to the com-

munity,” he says. “If every student, cook and chef 

in Atlanta understood what we do – the access 

to educational programs, the camaraderie and 

the doors it opens to opportunities in the in-

dustry – they would join.”  ■

Atlanta Chefs Association, ACF Professional Profile

Meet Tony Schmidt, 
AOS,BS, MBA

By Eric J. Karell CEC,CCA,AAC
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1. To roast bananas, place whole in a 325 degree 

oven for 20 minutes — the peels will turn black, 

and this is perfectly normal. Buy bananas that are 

slightly underripe, yet yellow, to ensure that they 

do not become watery and weep the pudding after 

roasting. 

2. Meanwhile, combine the heavy cream, half & half, 

salt and 1 cup of the sugar and bring to a simmer. 

Turn off the heat. (If you are on an electric burner, 

remove from the heated element.)

3. Combine the egg yolks, cornstarch and 

remaining 1/2 cup of sugar in a large bowl and 

reserve until the dairy comes to a simmer.

4. Slowly add some of the hot dairy to the egg 

yolk mixture and mix well. Add 16 oz. of the liquid 

in small doses to keep the eggs from scrambling. 

(This tempering method allows the eggs to slowly 

increase in temperature and will prevent curdling).

5. Return the cream mixture to a low heat and 

slowly add the egg mixture to it, stirring constantly. 

Continue to stir until the mixture has large bubbles 

in in, and it thickens fully. (This will take about 3-5 

minutes.)

6. Remove the mix from the heat, and stir in the 

butter and vanilla.

7. Place 1.5 of the roasted bananas and the juice 

of ½ a lemon into a food processor and puree until 

very smooth, about 1 minute.

8. Add half of the pudding mix and puree until 

incorporated. Pour into a large baking dish and 

repeat the process with the remaining bananas and 

pudding mixture. (Alternatively, you could pour into 

a martini or other container if you wish to have it 

setup into the glass)

9. Place a sheet of plastic wrap directly on top of 

the pudding mixture and refrigerate immediately. 

Reserve until ready to use.

10. Before assembling, mix sliced fresh bananas 

with the juice of one lemon.

11. To assemble, layer the pudding, sliced fresh 

bananas and crumbled cookies into your serving 

dish of choice and continue until all ingredients are 

gone.  This looks great as a large trifle, in a baking 

dish, small trifles, stemless martini glasses, mason 

jars, etc. Garnish with grated chocolate, if desired.

3 bananas, slightly underripe yet still yellow

2 cups heavy cream

4 cups half & half

1 tsp. salt

1 1/2 cup sugar

10 large egg yolks

6 Tbsp. cornstarch

4 Tbsp. unsalted butter

1 Tbsp. real vanilla paste

1 1/2 lemons

3 fresh bananas, sliced

Chocolate for shaving (optional)

Christie Cookies Southern Butter Pecan 

Cookies, baked and crumbled (optional)

Roasted Banana Pudding with 
Southern Butter Pecan Cookies
ACF Chef Tony Schmidt provides a twist to this Southern classic, using roasted bananas in the pudding 

and crushed pecan cookies instead of the traditional vanilla wafers.



DON’T MISS

OUR LIVE 
INTERACTIVE 
CULINARY EXPO

usfoods.com

TUES, APR 21  |  10 AM – 4 PM

COBB GALLERIA CENTRE

To register, visit 

shows.marketmyshow.com/usfatlanta15 

or scan the QR code.

Your experience at Food Fanatics Live™ will be so revolutionary, no real words can accurately 
describe what you will find. This culinary expo is a movement designed to fill your mind and 
kitchens with extraordinary ideas, applications and insights of “food-tacular” proportions 
relating to the most innovative and exclusive products by US Foods®.

Center of the Plate. Introducing The Grade™, 
the standard for meat and seafood. Integrity. 
Reputation. Expertise. This is how we set the 
plate to deliver you the best.

PowerBuy. Save cash on top products 
and everyday items.

Culinary Equipment & Supplies®. Set the 
table and merchandise in the back of the 
house with the hottest offerings.

Value Added Services. Feed your business 
side with specialized services to keep your 
kitchen running smoothly. 

Fresh. Plant yourself here for fresh produce, 
including the most unique, hard-to-find and 
local specialty products.

Metro Deli®. We’ve created a top-end line 
of all natural deli products to meet diners’ 
demands for the authentic deli experience. 

Scoop Square. Nowhere else will you  
experience over 150 of the most innovative 
and exclusive products from US Foods.

Center Stage. The heart of Food Fanatics 
Live, where the latest trends in food are 
brought to life by our Food Fanatics® chefs. 
Don’t miss culinary demos by and dynamic 
interactions with the trendiest chefs.



INNOVATION ISN’T  

JUST TECHNOLOGY

scoop
the

Molly’s Kitchen®  

GRIT STIX

Grab ’em and go or sit and  
dip ’em. Grits and pimento
cheese – both Southern
favorites – combine for  
a crunchy, spicy experience  
that you can serve morning,  
noon and night.

SELL THE 
CRUNCH!

CHEF’S LINE®  

BELLY BURGER

Made of eight ounces of savory beef and smoked 
pork bellies, this burger makes absolutely
no apologies for being uniquely rich and meaty.

Harbor Banks®  

BEER BATTERED  
ALASKAN COD

Sustainably caught Alaskan  
cod in a golden-crisp batter  
with the distinct flavor  
of Alaskan Brewing Co.’s  
Alaskan White Ale.

Ask your US Foods representative  

for details or visit us online at usfoods.com!

7950 Spence Rd.  |  Fairburn, GA 30213  |  770.774.8300
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Craft is the buzzword in the beverage world these days. 

It has been for years. Craft beer has managed to rebound 

from an all-time low in the 1980s to its current double-

digit annual growth rate. 

Craft distilling is also on the rise. A decade ago, there 

were around 40 craft distilleries in the U.S. Today there 

are more than 400.

But a proliferation of products doesn’t mean 

things are always easy for restaurateurs who dedicate 

themselves to supporting craft beers, small batch spirits 

and limited production wines. There is often a good 

deal of work to be done to keep the bar stocked and the 

drinks flowing. 

Securing Customer Buy-in

The first step for many restaurateurs is gaining guest 

confidence in the unfamiliar products. 

“Initially I had a lot of people who didn’t understand 

what I was trying to do,” says Bill Brown, proprietor 

of There Brookhaven, an in-town Atlanta gastropub 

with many suburban customers. 

Guests were initially hesitant to step outside of 

their comfort zones and order unfamiliar products. 

Price was an early objection, says Brown, with people 

thinking all craft beers were high gravity and cost $7 

a bottle. 

“But we have been able to open the eyes of a 

lot of people,” he adds, pointing out that he has 

turned numerous Budweiser drinkers that enter 

his establishment on to Sessions, a lager made by 

Full Sail Brewing in Oregon. Full Sail swept the 2014 

World Beer Championships with nine Gold Medals, 

yet There Brookhaven is able to sell Sessions for $3 a 

bottle, roughly the same price that consumers are 

accustomed to paying for Budweiser. 

  Stevenson Rosslow, managing partner of 
Wrecking Bar
Photo by: Manuela Montañez

Supporting small-batch producers 
can be challenging, but the 
rewards are many for restaurants 
willing to put in the effort

Craft  Work
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Staying Flexible

Another challenge bars face with craft products is out-of-stock issues, 

since many small producers are not equipped to keep up with high 

demand. 

“It arises occasionally,” Brown says of stock issues, “but from my point 

of view, it doesn’t happen as much as it could.” Brown has six draft handles at 

There, and he dedicates all of them to very small, local breweries. 

“There are probably at least a dozen microbreweries within 60 miles 

of my establishment,” he says, adding that if one beer he’s been 

pouring goes out of stock, there are many more that he can choose 

from.

Being nimble enough to make frequent 

menu changes helps when working with 

craft beverages.

Brown uses a paper menu at There, but 

also relies on the creative talents of his 

kitchen staff. “One of them is incredibly 

talented in hand-lettering. He does the 

chalkboard. Sometimes it changes daily,” 

says Brown. 

Social media can be a powerful tool in 

getting the word out about frequent menu 

updates. Brown says he has managed to get 

the “right people” in Atlanta’s beer world, 

such as blogger Ale Sharpton, to follow him 

on Twitter, so when new beers are available, 

beer lovers hear about it. 

Business to Business

Brown says he views his support of small breweries as more of a 

win-win situation than a challenge. 

“A large part of promoting the local breweries is getting out 

and meeting these guys. There is a struggle in running a small 

business," he says. "I try to stay in contact with these guys, because 

I am not a big chain, so I understand. If I invest in a case of beer, I 

need to make sure it’s going to fit my clientele."

Once Brown agrees to carry their beers, the brewers stop in and 

bring their friends. “They get bragging rights to have their beer on 

tap,” he says. “Then I get to talk to them and learn about how they 

make the beers.” 

By Lara Creasy

Craft  Work

Bill Brown, proprietor of There Brookhaven

  Craft Beer menu at There Brookhaven
Below:  Richard Mock, drinksmith at There 
Brookhaven, puts the finishing touch on a 
craft cocktail using local spirits.
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Brown even says that the guys from Pontoon Brewery, a 

current favorite of his, have met people in his bar that became 

influential to their success. “I introduced them to a commercial 

Realtor who helped them figure out what it would take to build 

their brewery,” says Brown. This real estate agent had already 

helped build several breweries in the area and heard that they 

were scouting locations in Brookhaven. Within two years, their 

brewery should be up and running, says Brown. 

Distributors are also allies for bars dedicated to craft products, 

once they understand the restaurant concept.

Brown’s sales reps at Eagle Rock Distributing and Georgia 

Crown Distributing bring him growlers of special beers before 

release, he says, to gauge his interest in working with the beers 

and give him a chance to pre-order. “When limited beers hit the 

market, I may be able to get only one keg or one case," he says, 

"but I am able to get the allocation.”

Real Vs. Fake Craft

Developing a personal relationship with the distributors and 

producers of craft spirits is important to Paul Calvert of Decatur’s 

Paper Plane as well. He worked closely with Quality Wine & 

Spirits several years ago to make sure a line of mezcals he wanted 

got registered in the state. But often, he says, distributors bring 

products in that require research on his part.

“As a buyer, the challenge has been trying to sort through the 

fake craft vs. the real craft,” he says. Large spirits companies are 

trying to make a footprint in the craft cocktail world, he says, 

and unless you are really informed, it’s hard to know which 

products are truly artisanal and which ones are made by a big 

company like Bacardi.

Even more confusing are the small distilleries that buy 

distillate from a mass producer, and then finish it locally. Calvert 

gives the proliferation of distilleries in Brooklyn as an example. 

“They buy bulk distillate from a producer in the Midwest, then 

run it through a gin head and put their own label on it. Is that 

local? Is that small batch? I don’t know.”

Buying regionally can help in this regard. “I’m more excited 

about people in the region doing stuff, so I can go meet them and 

talk to them. Even if they are making mistakes,” says Calvert. 

All distilleries have to start somewhere, he says. Old 4th 

Distillery on Edgewood Ave. in Atlanta is an example. Like 

most startup distilleries, they only make vodka at this point, but 

Calvert says, “Support them now, and their next product might 

be a really delicious gin.” 

Skipping the Middleman

Taking local to another level is the brewpub, an establishment 

that brews and sells its own beer for on-premise consumption. 

Businesses like Wrecking Bar Brewpub in Little Five Points 

avoid many of the challenges Brown mentions by selling their 

own housemade product. 

Stevenson Rosslow, managing partner of Wrecking Bar, says 

that unlike other establishments that offer only craft beers, 

pricing has never been an obstacle at his bar. 

When the beer is brewed and sold in house, the distributor 

tier is skipped over, so the beverage cost to the pub is very low, 

and they “pass the savings along.” 

“I am able to operate at a very strong beer cost, under 25 

percent, and still give the consumer a great price. We make it up 

in volume,” he says, citing a recent Saturday when his 100-seat 

pub did 840 covers. “That’s what we wanted to do from day one.”

Product recognition is not a fight Wrecking Bar has to win either, 

as most guests know coming in that they are getting housemade 

beers. “I have a guest tap on almost all the time,” says Rosslow. 

“But those beers don’t really move here, which is kind of an ego 

thing for us. Our beers just show really well next to the others.”

A Changing Landscape

Wrecking Bar is able to keep up with its own high in-house 

demand and is also able to brew enough beer to sell to others. A 

  Neal Engleman, Wrecking Bar Brewmaster
Photo by: Manuela Montañez
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The Wrecking Bar crew: owner Bob Sandage, Neal Engleman, chef Terry Koval, 
Stevenson Rosslow and owner Kristine Sandage.

Lara Creasy is a consultant with more than 15 years experience 

in beverage management. She has developed wine and cocktail 

programs for such restaurants as St. Cecilia and King + Duke 

through her consulting business Four 28, LLC.

Georgia law change in 2012 increased the amount of 

beer brewpubs are allowed to sell off-premise from 

500 barrels per years to 5,000 barrels per year.

Rosslow says Wrecking Bar invested in two new 

30-barrel tanks in 2012 and since then has sold its 

beer to clients as diverse as Delta Air Lines, Brick 

Store Pub in Decatur and the Cloister at Sea Island. 

“As a result, the restaurant got busier, too,” he adds. 

But selling their beer to others presents them with 

another set of state laws to work with. Wrecking Bar 

has to use a distributor to sell its beer, just like every 

other brewery. As a result, the profit margin they see 

per keg from an off-premise sale is not as high as it is 

when they sell in their own pub. 

There is also a law, hopefully changing this year, 

says Rosslow, which prohibits Wrecking Bar and 

other brewpubs from selling growlers to guests to 

take home. They can sell kegs to growler accounts, 

bars and restaurants through their distributor, and 

those accounts can sell growlers to consumers, but 

state law currently prohibits Wrecking Bar from fill-

ing growlers themselves, nor does it allow breweries 

to sell beer on-site directly to consumers, whether 

that means a glass of beer or a six-pack. Georgia, it 

seems, is one of the few states left in the country that 

does not allow on-premise sales in some form for its 

brewpubs and breweries.

“This is something we are hoping that the GRA can 

help us with,” says Rosslow, mentioning that lobbyists at 

the capital can make a big difference in getting this law changed. 

In fact, a bill has been introduced by Sen. Hunter Hill 

(R-Smyrna) in the 2015 legislative session that could change the 

face of Georgia's brewing industry. Senate Bill 63, known as the 

Beer Jobs Bill, would allow for brewpubs like Wrecking Bar and 

breweries to sell limited quantities of beer on-premise for off-

premise consumption.

As written now, the proposed law would allow brewpubs and 

breweries to sell up to 144 ounces of beer per individual per day – 

i.e., two growlers or the equivalent of a 12-pack – for off-premise 

consumption, and for breweries to also be able to sell 72 ounces of 

beer (the equivalent of half a dozen 12-ounce pours) on-premises.

At presstime, the bill still needed to be assigned to a committee 

for review before being voted on, but it has been gaining 

bipartisan support. 

Current laws aside, Wrecking Bar and its brewmaster, Neal 

Engleman, have managed to gain acclaim for its beers, with 

three of them making Beer Advocate’s list of the Top 50 beers 

in Georgia. The brewpub even took the No. 1 spot with their 

Mexican Imperial Stout, which they only serve once a month. 

The 12.5 percent stout is aged for six months to a year with 

chipotle and Serrano peppers, Mexican cinnamon, cocoa nibs 

and vanilla beans. The pub taps a keg on the 5th of every month 

at 7 p.m., and it sells out in under an hour. 

Quality All Around

Like Calvert, both Brown and Rosslow say that supporting 

craft distillers is a part of the work they do. Brown mentions 

Southern Son out of Texas as a current favorite. Rosslow says he 

has also long been a champion of craft spirit producers such as 

St. George, Ransom and High West. 

He adds that buying good, small production wines is also 

something Wrecking Bar believes in.

“You walk into your average brewpub, and the wine list sucks. 

You are lucky if the bottle was even open today,” he says. 

Wrecking Bar,s dedication to local craft permeates its offerings, 

from Brewmaster Neal Engleman making his own own beer to 

Chef Terry Koval pickling local produce and making condiments 

like mustard and hot sauce in house. That dedication also extends 

to its wine list. “Everything we buy,” says Rosslow, “is going to be 

quality.” ■
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Expert in 
crafting

what 
you wANT

Expert in 
crafting

what 
you wANT

OPTIONS INCLUDE:OPTIONS INCLUDE:

FROZEN YOGURTFROZEN YOGURT

Classic

 

Select

  

Super Premium 

 

Classic

 Natural & Artificial

Select

 All Natural 

Super Premium 

 All Natural

 No Corn Syrup

All Frozen Yogurt is
3.5% Butterfat

GELATO GELATO

Traditional
 

Premium
 

Super Premium 
 

Traditional
 3.5% Butterfat

 No Corn Syrup

 All Natural

Premium
 12% Butterfat

 All Natural

Super Premium 
 12% Butterfat 

 No Corn Syrup

 All Natural

Call Rose Palazzolo  today 

to create  your unique solution.

1.229.291.2451
www.4gelato.com

• Custom Orders • Private Label 

• Incredible Value

A restaurant’s dedication to craft beverages often extends to their wine program. 

But much like craft beer, small production wines can disappear fast. There are 

smart steps restaurants can take, however, to make sure their by-the-glass wine list is 

unique and in-stock when they need it.

Be willing to buy the product up front. “If you are going to make an emotional 

investment to put something on the list, a commitment with a financial investment 

should follow,” says Eric Wittgen, on-premise director for Savannah Distributors.  

If there are only four cases in stock of the wine you would like to pour by the glass, 

consider buying all four cases up front. That way you will know your exact availability, 

and you may even get a discount. “Most brands have quantity deals attached,” he says.

Look for on-premise only wines. Tiffany Morris, Pinnacle wine specialist for United 

Distributors, suggests asking your sales rep for wines that can’t be sold to retail accounts. 

“Off-premise buys in such bulk,” she says. “If they like a wine, they will buy all 10 cases at 

once.” Seeking out the wineries that allocate their wines to restaurant accounts prevents 

retail reps from selling the last case of your favorite wine to Whole Foods.

Use your sales rep as a consultant. “I see far too many buyers limiting their 

distributor interactions to emails and texts,” says Wittgen. “It's important to look 

to your distributor representative as a consultative sales person who can guide you 

through their portfolio and suggest some great options that may not necessarily be 

on your radar.”

Morris agrees, adding that at the larger distributors, like United, the sales reps often 

have a focus on selling large quantities of big brands, but their portfolio has dozens 

of hidden gems that can be found with some digging. “We have smaller brands to sell, 

with lots in stock," Wittgen says, "and they aren’t being sold everywhere.”

Plan ahead. Look at wine list changes a few weeks or months out. Make a list of 

varietals or regions you are looking for, and start asking your sales reps what will be 

available when your changes need to be made. 

If it’s February, and you know you want to buy rosés as soon as they are released, let 

your sales rep know in advance.

“I keep notes on my iPad and computer for each account, and I’ll keep an eye on 

items that I know are their priorities," Morris says. "We have a shipment schedule, 

and you can plan according to the schedule.” However, Lisa Allen of Savannah 

Distributors cautions never to take inventory reports at face value. She says she values 

communication above all else, and she advises buyers to communicate their needs 

clearly up the supply chain, from sales rep to manager to supplier. “Typically a plan to 

protect that glass pour can easily be made,” she says. –Lara Creasy

4 Ways to Get the Wines 
That You Want
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Jennifer Moleski is the founder of 

iamWaitress.com, a restaurant service 

focused website. Her passion is teaching 

the importance of team service. She has 

traveled throughout the U.S. observing 

and interviewing the top-rated restaurant 

service teams and managers to discover the 

commonality between them. She consults, writes and also offers 

an online spirits and wine course for service professionals.

“Sell more wine” doesn’t sit well with some people. For them, 

“selling” can feel unnatural or pushy. 

The good news is there is a way to significantly increase your sales 

by simply offering your guests the best experience possible – nothing 

unnatural or pushy about that. When the right products are offered 

to the right guests at the right times, sales naturally happen. Sales are 

simply the result of providing a great option to your guests and your 

guests taking that option.

Here are three things you can do to gain wine knowledge and use 

it to enhance your guest’s experience. 

Step 1: Pick one wine to sell

The ultimate goal will be to obtain an overall level of knowledge 

you can use to sell every wine on your menu, but for now choose one 

and give it all you’ve got. Choose one wine from your wines by the 

glass (WBTG) menu. Go with your favorite wine, your restaurant’s 

most popular wine, or maybe a selection that goes great with your 

restaurant’s cuisine. If it’s on your WBTG menu, it’s fair game.

Step 2: Learn about your wine

And I mean learn. It won’t take long if you simply find the answers 

to these four questions:

What kind of wine is it? Know the varietal (what grape the wine 

came from) and the location the grapes were grown in.

What does it taste like? Do an Internet search and find some 

tasting notes on your chosen wine. For a more hands-on approach, 

pour a sample and attempt to find those flavors in your chosen wine. 

This will help you understand the wine more naturally, and you’ll 

retain the information easier.

What food does your wine pair best with? Every wine has a unique 

flavor profile that lends itself to enhancing the flavors of certain foods, 

and vice versa. Learn what your wine’s compatible foods are.

What kind of wine is it (almost)? What wine (or wines) are similar 

to your chosen wine, and in what way? 

Step 3: Know When to Segue.

If you want your guest’s experience to be as excellent as possible, 

simply recommend your wine when it makes the most sense do so: 

when it will improve their experience. You’ve just learned enough 

about your wine to know whose experience will be enhanced by 

drinking it. You’ve created four segue moments in which it is most 

appropriate to mention your wine:

When your guest is considering, asking questions about or orders 

your chosen wine varietal. (Tell them about your wine.)

When your guest tells you what they like in a wine, and the 

characteristics they explain are similar to your chosen wine. (Your 

wine is the perfect fit.)

When your guest is considering, asking questions about or 

orders your wine’s ideal food pairing. (Enhance the flavors of each by 

suggesting your wine.)

When your guest is considering, asking questions about or orders 

your wine’s “almost wine.” (They are a prime candidate for your wine.)

Step 4: Repeat the process

Once you feel comfortable with your chosen wine and mentioning 

it to your guests, repeat the process. Learning will get easier and faster 

every time. Pretty soon there won’t be a wine on your menu that you 

are unfamiliar with, and there won’t be a guest whose experience you 

can’t enhance.

Bonus Hint: When you ask your guest, “May I bring you another 

glass of wine?” and they answer with an unsure “no thank you,” 

simply recommend a half pour to them. It’s often exactly what they’re 

looking for. ■

SELL MORE 

WINE

By Jennifer Moleski 

Learning more about the 
wines on your menu will 
help you sell more without 
being pushy
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2015 predictions are in, and the National Restaurant 

Association is telling us that our industry is 

about to have its busiest year EVER. 

With low gas prices, a booming economy and more selection 

than we’ve had before, consumers are once again buying what 

we’re selling. While all this growth is great for our industry as a 

whole, one thing is clear: Increased competition is here to stay.

Over the past few years, Georgia has witnessed remarkable 

advancements in the quality of, diversity of and accessibility to 

great restaurants in our urban centers, once-sleepy suburbia, 

secondary cities and even our smaller towns. Georgia as a 

whole is hitting home runs. With my experience recruiting 

in cities across the nation, I’d argue Atlanta itself is finally 

entering the foodie big leagues. We’re quickly emerging as a 

restaurant scene comparable to Chicago or San Francisco, and 

rapidly catching up to the very epicenter of culinary hotness, 

New York City. Atlanta is doing us proud and gaining plenty of 

attention from the rest of the industry in the process.

The bar is rising fast. To avoid being left behind, we must 

elevate our game to find and keep our most important assets: 

Our guests and our employees who serve them.

The NRA has determined that 2015’s second greatest 

challenge will be recruitment and retention of staff (only 

behind rising food costs). So it's important to know how to 

select the right managers to lead your business.

You’ll undoubtedly be in this situation soon: Sitting across 

from a candidate you hope to hire for a key management 

position and wondering feverishly, is this the right person for 

my team? 

How do you decide? What logical process do you follow to 

ensure you make the right call and not a costly mistake?

Fast fact: The in-person interview is the single least reliable 

indicator of success. That “gut feeling” you have within 10 

minutes of meeting someone? Most likely influenced by factors 

outside of demonstrable success. Our interpretations of the 

person’s charisma, appearance and close connections shared 

with other people, institutions or past experiences often cloud 

our judgment. Regrettably, most of us make impactful decisions 

based on our gut feelings that hurt us in the end.

More Than a Gut Feeling

By Steve Gibson, Recruiter, TalentServed

How to select the right managers 
to lead your business



RestaurantINFORMER.com  |  21

Instead of acting on a first impression, make your decision based 

on a collected body of evidence put together through a consistently 

applied interview process. Thoroughly and systematically vet your 

candidates, and make a decision based on accumulated facts 

rather than that frequently deceptive gut feeling.

See Them in Action. Start with an in-person interview, but 

don’t decide just yet. If your instincts tell you this person might 

be a good fit, forward the candidate on for interviews with others 

in your organization. Schedule your candidate for a shift shadow 

where the person visits and works with the team for a high-

volume two-hour period. How does the candidate move about 

your space and interact with guests and your employees? 

Research Your Prospect. If you feel like you have a strong 

potential fit, it’s time for more homework. Would you buy a used 

car today without checking the Internet first to see its history? 

A manager for your business is infinitely more valuable; treat 

your decision similarly. Go online, and you’ll learn plenty. In 

my own experience of researching people online, I’ve found 

mug shots of people I was ready to endorse and likewise found 

compelling positive insight that persuaded me to look twice at 

what I thought to be a marginal candidate. It’s amazing what the 

Internet will reveal.

Verify Background. Make sure to do full due diligence on 

anyone you plan to invite to join your team. Check references, 

verify identity and conduct a criminal conviction background 

check. You’ll be surprised by how often you uncover what your 

first impression missed.

2015 is indeed going to be great for the restaurant industry, 

and we now have the opportunity to “make hay while the sun 

shines,” as my farming grandfather used to say. To increase your 

chances of success this year and beyond, involve more than 

your initial feelings when inviting someone to join your team. 

A hiring decision based on collected facts will always deliver a 

stronger decision and a greater chance at watching your business 

reach its full potential. ■

The bar is rising fast. To avoid being 
left behind, we must elevate our game 
to find and keep our most important 
assets: Our guests and our employees 
who serve them.
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INDUSTRY

EVENTS

March 2015
Toast of the Town
RiverMill Event Centre, 
Columbus
March 13

31st Annual  
Hunger Walk/Run
Turner Field, Atlanta
March 15

High Museum  
Atlanta Wine Auction
High Museum of Art, Atlanta
March 25-28

High Museum Atlanta Wine 
Auction Trade Tasting
March 26, 2015

IACP 37th Annual Conference
Washington D.C.
March 27-30

April 2015 
79th Annual Atlanta 
Dogwood Festival
Piedmont Park, Atlanta 
April 10-12

Classic City Brew Fest
Graduate Athens Hotel, Athens
April 12

2015 NRA Public  
Affairs Conference
Ronald Reagan Building and 
International Trade Center, 
Washington D.C.
April 13-15

Sweetwater 420 Fest
Centennial Olympic Park, 
Atlanta
April 17-19

2015 Taste of Marietta
Marietta
April 26

May 2015
Taste of the Nation
Georgia Aquarium, Atlanta
May 7

Atlanta Community Food 
Bank Full Course Classic  
Golf Tournament
Ansley at Settindown Creek, 
Atlanta
May 11

June 2015
4th Annual GRA Golf 
Invitational 
Atlanta Athletic Club, Johns 
Creek
June 15

PREFERRED SUPPLIER LIST
The companies listed below are leaders in the restaurant industry and should be considered a part of any restauranteur’s 

preferred supplier list. Each of these suppliers participates in Restaurant INFORMER’s Power of Eight marketing program.

To learn more about this program, call 719.599.7220 or email jsawyer@sawyerdirect.com

1.866.512.3129   chris.coan@gas-south.com   gas-south.com/gra 
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. 

770.801.5988   ramaurer@southernco.com   www.georgiapower.com/foodservice 
Georgia’s Power’s Foodservice Team offers consulting services recommending the most cost-efficient electric cooking 
equipmentoptions available to commercial kitchen operators.

502.215.1000   larry.pethick@gfs.com   www.gfs.com 
North America’s largest family-owned foodservice distributor, Gordon Food Service has been in business for over 115 years. 
GFS is proud to serve restaurants, schools and healthcare facilities with a wide array of services and products. 

678.424.4000   sales@postec.com   postec.com 
Independent provider of custom POS solutions and award-winning support services. Top-of-the-line hardware and software 
coupled with custom-designed solutions and backed by a support system to provide value to your business. 

678.627.0401   wdavis@rdspos.com   www.rdspos.com 
Provider of Aloha POS Systems, the management solutions forQSR, fine dining and franchise establishments. Excellent 
service and support packages tailored to our clients needs.

678.646.0212  ewittgen@savdist.com  savdist.com 
Georgia’s oldest wine and spirits wholesaler specializing in craft beer, craft spirits and a diverse portfolio of wines from around 
the world. 

404.765.9900    jaks.yvette@atl.sysco.com   www.syscoatlanta.com 
A leading foodservice marketer and distributor. Sysco distributes food and related products to restaurants, nursing homes, 
schools, hospitals, and other related venues.

770-774-8524   pat.sullivan@usfood.com   www.usfoods.com 
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.
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The Giving Kitchen's Naomi 
Green accepts a $2,500 
donation from ACF Atlanta 
Chapter President Kully Crean

SNAP
SHOTS

From left: Jermaine 
Bethea, Kareen Linton 
and Daryl Shular

From left, 2015 Pastry Chef of 
the Year Todd Kazenske, John 
Szymanski and Eric Katell

Chef of the Year 
Derrick Henry with 

Ali Reyes

ACF
Presidents Gala
The ACF Atlanta Chapter President's 

Gala and Awards Dinner was held 

in February at the Park Springs 

Retirement Community in Stone 

Mountain. Each year during the 

event, chapter members, vendors and 

community leaders are recognized for 

their service to the chapter.
 

This year's Gala was attended by more 

than 200 of Atlanta's culinary leaders.

The 2015 Atlanta Chapter awards were 

presented to:
 

Chef of the Year 

Derrick Henry

Pastry Chef of the Year 

Todd Kazenske, CEPC

Student Culinarian of the Year

James Carpenter

Humanitarian of the Year 

Ron Horgan, CEC

Vendor of the Year

Georgia Power

President's Award 

Richard Gorowitz and Rudy Kremer

  

The year’s event included a special 

presentation to The Giving Kitchen in 

honor of their work providing

crisis grants to members of Atlanta’s 

restaurant community facing 

unanticipated hardship. ACF-ACA 

presented Naomi Green, director of 

partnerships, with a check for $2,500 to 

help this worthy cause.

All Photos by: William Lofton
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Restaurant Report 
The information provided on this page 

on current real estate transactions, 

leases signed, ownership changes and 

business brokerage activity is provided 

by Restaurant Activity Report, P.O. 

Box 201, Willow Springs, NC 27592; 

(443) 974-8897; joe@rarleads.com; 

restaurantactivityreport.com

Chai Pani

Est. Opening Date: Spring 2015

675 Ponce De Leon Ave., Ponce City Market

Atlanta,  GA  30030

The menu will offer Indian street food with an Indian spice 

market.

Farm to Ladle

Est. Opening Date: Spring 2015

675 Ponce De Leon Ave., Ponce City Market

Atlanta,  GA  30030

Farm to Ladle will be a European café and farm stand selling 

locally sourced raw vegetables, herbs, spices, soups, salads 

and sandwiches.

TBD Restaurant

Est. Opening Date: TBD 2015

30 Ivan Allen Jr. Blvd., Atlanta,  GA  30308

The menu will feature upscale Southern cuisine with full bar 

expected.

Amer

Est. Opening Date: Late March 2015 

299 North Highland Ave. Northeast, Inman Quarter

Atlanta,  GA  30307

www.ameratlanta.com 

The team behind Bocado have plans to open Amer in Inman 

Park. Amer will be a new cocktail bar with a food program 

focusing on light bar fare ranging from oysters and crudo to 

small sandwiches, charcuterie and cheese plates.

Little Trouble

Est. Opening Date: TBD 2015

TBA on Howell Mill Rd.

Westside Provisions District, Atlanta,  GA  30318

Ian Jones from Victory Sandwich has plans to open a new 

cocktail lounge. The new concept will offer a globally inspired 

cocktail lounge featuring a light bar menu.

TBD Restaurant

Est. Opening Date: Spring 2015

TBA on Peachtree Road. Northwest

Atlanta,  GA  30305

Umi Sushi has plans to open a new yet-to-be-named eatery 

about four doors down on Peachtree Road. The new concept 

will offer a cocktail and sake lounge along with select small 

plates by Umi Executive Chef Fuyuhiko Ito

TBD Restaurant

Est. Opening Date: Summer 2015

280 Elizabeth St. Northeast, Atlanta,  GA  30307

Ford Fry has plans to open a yet-to-be-named restaurant. The 

menu will feature a wood burning oven for roasting fish and 

shellfish and an oyster bar.

Dolce Italian

Est. Opening Date: Late 2015

Address TBDBuckhead, Atlanta,  GA  30309

The Italian menu will feature appetizers, salads, pizza, pastas, 

shrimp, chicken, veal, eggplant and more.

TBD Restaurant

Est. Opening Date: TBD 2015

1016 Howell Mill Rd., Atlanta,  GA  30318

Mike Blum is taking back the former Chow Baby location.

Smoke and Fire

Est. Opening Date: Early February 2015

2610 Gillionville Rd., Albany,  GA  31707

The menu will feature oven-fired, handmade pizzas as well as 

a full complement of slow-smoked barbecue and made-from- 

scratch sides.

Revival

Est. Opening Date: Early June 2015 

129 Church St., Decatur,  GA  30030

Kevin Gillespie of Gunshow has plans to open Revival. The 

menu will feature a blend of meats, fish and fresh vegetables 

with seasonal options that change daily.

Kafenio

Est. Opening Date: Summer 2015

3387 Main St., College Park,  GA  30337

The menu will offer a modern version of the traditional 

Mediterranean café featuring breakfast, wraps, salads and 

pasta with beer and wine.

Da Vinci's Donuts

Est. Opening Date: Mid February 2015

5610 Glenridge Dr., Sandy Springs,  GA  30342

www.davincisdonuts.com

Da Vinci's features an assortment of donuts with various 

icings, toppings and drizzles.

Bellina Alimentari

Est. Opening Date: Summer 2015

675 Ponce De Leon Ave. Northeast, Ponce City Market

Atlanta,  GA  30308

www.bellina-alimentari.com 

Bellina will be labeled as a gourmet Italian market offering 

fresh ingredients and slow-cooked foods for consumption on- 

site and at home.

The Royal

Est. Opening Date: Third Quarter 2015

4761 Peachtree Rd., Atlanta,  GA  30341

Michel Arnette of Haven Restaurant and Bar has plans to open 

The Royal. The menu will feature classic American cuisine 

including hamburgers, fries and malts.

East Wave Fusion

Est. Opening Date: March 2015

60 Luckie St.

Atlanta,  GA  30303

www.eastwavefusion.com

The menu will offer Asian flavors with other Latin and American 

cuisine.

O-Ku

Est. Opening Date: Late September/Early 

October 2015

1100 Howell Mill Rd.

Westside Provisions District

Atlanta,  GA  30318

www.theindigoroad.com 

The menu will offer authentic Asian cuisine featuring 

contemporary entrees and traditional sushi.

Tom & Chee

Est. Opening Date: Summer 2015

1100 Howell Mill Rd.

Westside Provisions District

Atlanta,  GA  30318

www.tomandchee.com 

Tom & Chee specializes in grilled cheese and soup. The menu 

includes 28 sandwiches ranging from basic bread and cheese 

combinations to fancier sandwiches adding a variety of meats 

and veggies.

Tavern Pointe

Est. Opening Date: Spring 2015

1545 Peachtree St. Northeast

Atlanta,  GA  30309

The menu will offer pub-type fare with full bar.

Sean's Harvest Market

Est. Opening Date: March 2, 2015

1545 Peachtree St. Northeast

Atlanta,  GA  30309

The menu will feature sandwiches, soups and smoothies.

Lucky's Burger & Brew

Est. Opening Date: Late Summer 2015

1569 North Decatur Rd.

Decatur,  GA  30030

www.luckysburgerandbrew.com 

The menu features hamburgers, hot dogs and beer.

Bangkok Station

Est. Opening Date: Mid to Late March 2015

550 Pharr Rd.

Atlanta, GA  30305

The new upscale Thai restaurant will offer different regional 

Thai cuisine and will offer an extensive list of Thai-inspired 

cocktail list.
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“What’ll Ya Have?”
When The Varsity’s flagship restaurant decided to improve its operations – it 

converted all its fryers from gas to electric. 

Since then, the change has been dramatic. Electric fryers provide consistent 

and even cooking batch after batch. Cooking times are faster. Maintenance 

costs are significantly less. And, since summer kitchen temperatures dropped 

30°, employees are now cooler and happier. 

To find out more about saving money and energy, and your kitchen cool, visit 

georgiapower.com/foodservice or call the Business Call Center at 1-888-655-

5888.

Learn all about The Electric Cooking Advantage® and more at our new 

Customer Resource Center. Visit georgiapower.com/crc or call 770.216.1400.



With so many flavors to choose from in Atlanta, you 

need a foodservice partner to help you stand out. 

We’re bringing over a century of experience, delivering 

the expertise, quality, and inspiration that helps restaurants 

create memorable dining experiences. Working together, we’ll 

help you achieve your culinary vision—and your business goals.

A city full of choices–

 a partnership full 
of opportunity

Connect with us and learn more at gfs.com/Atlanta


