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IT’S THAT EASY.

Gas South is committed to supporting Georgia’s 

restaurant industry with customized rate plans and 

waived service fees for GRA business members.  

We are proud to offer a dedicated account manager  

and a feet-on-the-street team to better serve you.

Learn more about the natural gas savings that your GRA membership provides 

by visiting gas-south.com/restaurants or calling 1-866-512-3129.
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Are We There Yet?

The words above may be irritating to parents, but they 

represent a huge customer base for restaurateurs in 

Georgia. Tourists, travelers, conventioneers, out-of-towners, 

whatever you want to call them, they mean business, big 

business to our restaurant industry. Tourism is a $53.6-billion 

industry for Georgia.

Many of us would not consider Georgia a major tourism 

destination. Yes, the convention and business travel is 

significant. But did you think Atlanta would rank as third 

in the nation for the most hotel rooms? Or, that Savannah 

attracts more than 12 million visitors a year?

Tourism is important enough to our restaurant industry 

that studies have been conducted just to see how much 

people care about dining and “culinary experience.” One 

study from the Travel Industry Association concludes “wine 

and culinary experiences are a driver of destination choice” 

and suggests that “travel providers and destinations should 

work together to offer immersion into the local culture, 

through not only wine and cuisine but also hotel experiences, 

leisure activities and more.”

In Georgia, we’re at an advantage. Our history is steeped 

in hospitality, and we have a reputation for delicious food. 

In fact, Georgia ranks fifth in the nation as a destination for 

food-related travel.

Georgia’s Department of Economic Development has 

keyed into our state’s culinary strength and is rolling out 

marketing programs to make sure travelers know about 

culinary delights from Dahlonega to Thomasville. Check out 

this issue’s cover story for more information on GDEcD's 

plan and how one Atlanta restaurant group capitalizes on the 

tourism trade.

The Department of Agriculture is also helping to build 

up food tourism by promoting “Georgia Grown” products 

throughout our restaurants. In this issue contributor Ellen 

Hartman interviews Holly Chute, senior executive chef 

of Georgia Grown. Connecting restaurateurs and chefs 

with Georgia Grown products and sources will build an 

even greater brand for Georgia’s wonderful food, driving 

culinary tourism even further.

Georgia is in an enviable position with its double whammy 

of both amazing agriculture and world-class cuisine. Let’s 

keep promoting our Vidalia onions, peaches, pecans, shrimp, 

wines and the hundreds of other great products and make 

Georgia the state for farm-to-table dining.  ■
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Treasurer - Perry McGuire, Smith, Gambrell & Russell, LLP

Executive Director - Karen Bremer, Georgia Restaurant 

Association

Board of Directors
Alexis Aleshire, Fork U Concepts, Inc./Taqueria Tsunami, 

Stockyard Burgers, Pressed Panini Bar

Floyd Anderson, Cowabunga, Inc./Domino’s

Archna Becker, Bhojanic

Will Bernardi, OSI Restaurant Partners/Carrabba’s, 

Bonefish Grill, Outback Steakhouse

Federico Castellucci, Castellucci Hospitality Group

Chris Coan, Gas South

Shannayl Connolly, TM Restaurant Group, LLC dba 

T.MAC, Taco Mac

Paul Damico, FOCUS Brands Inc. 

Walt Davis, Retail Data Systems

Dale Gordon DeSena, Taste of Atlanta 

Jamie Durrence, Daniel Reed Hospitality

Tripp Harrison, Sterling Hospitality/Sterling Spoon 

Culinary Management

Julie Kritz, Chick-fil-A, Inc.

Nils Okeson, Arby's Restaurant Group, Inc. 

Krista Schulte, The Coca-Cola Company
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NEWS

MESSAGE FROM THE 
EXECUTIVE DIRECTOR 

Georgia’s Culinary Scene is Booming     

The impact that restaurants have on their communities is 

vast, lasting and constantly growing. Aside from providing 

exceptional meals for diners, restaurants unify the community, 

serve as a place for celebration and help make everlasting 

memories. Additionally, restaurants play a key role for driving 

tourism, and Georgia’s restaurants are some of the best dining 

places you can find in the country. 

As culinary tourism continues to boom in the state, 

restaurants can take advantage of the growing sector to help 

their restaurants flourish and bring patrons through the doors. 

For example, restaurants can benefit from the various events 

and festivals in their towns by getting their restaurant involved 

in the action. Whether you showcase your restaurant at an 

event, offer specials in your establishment pertaining to the 

cause or simply help spread the word, culinary tourism can 

lead to an increase of exposure for your restaurant to both 

tourists and locals. 

To help restaurants throughout Georgia gain exposure, the 

Georgia Restaurant Association and 

the Georgia Department of Economic 

Development have partnered to 

create Georgia Restaurant Week. This 

inaugural seven-day culinary event 

is aimed at increasing awareness 

about Georgia’s culinary scene and 

highlighting the state’s unique and 

varied dining options. During this 

weeklong event, patrons, both local 

and from out of state, will be able 

to explore the numerous dining 

options throughout Georgia for a 

set price and experience the local 

Georgia products that are available in 

Georgia’s restaurants. 

Georgia Restaurant Week will 

take place July 13-19, 2015, at par-

ticipating restaurants throughout 

Georgia and will showcase Geor-

gia’s restaurants to consumers and 

attract new visitors through culi-

nary tourism. For more informa-

tion on Georgia Restaurant Week, 

including how to sign up your res-

taurant to participate, please visit 

www.garestaurantweek.com. 
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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.

Restaurant Members

15C, LLC

Agave Restaurant

Amici

Bohemian Hotel

Chef Rob’s Caribbean Café

Clark & Schwenk Restaurant

Delaware North

Dunwoody Restaurant Group

Elbow Room

Endive

Flarish Restaurants

Georgia Bob’s Barbeque Company

HMS Host

Lance Motley, Rusty, Inc., DBA 32 Degrees 

Midtown Grille & Ale House 

Little Italia

Manuel’s Tavern

Moonhanger Group

Proof of the Pudding

Southbound

Umi Sushi

Wings of Dunwoody, Inc.

Sponsors

Georgia Crown Distributing Co.

United Distributors, Inc.

Allied Partners

Ampersand Group, Inc

Auto-Chlor System

Farmers Insurance

Ganaway Contracting Company

Hays Companies

Pay Metrix HR, Inc.

Swift, Currie, McGhee & Hiers, LLP

THANK YOU 
to the following members  
for their continued support!

OCTOBER 
19-20, 2015

Georgia World Congress Center

Everything to make your 

operation run 

FASTER. CLEANER.

BETTER. TASTIER.

  
AtlantaFoodserviceExpo.com

SAVE 

THE 

DATE!

When tourists visit a city, one of the first things they inquire 

about is dining, because it is an important element for travelers. 

By embracing culinary tourism for your restaurant, you can 

connect to both local patrons and the state’s tourists and 

showcase how your restaurant can making a lasting impression 

for your diners.   ■

Sincerely, 

Karen Bremer 

Executive Director

Georgia Restaurant Association
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NEWS

Since 2007, the Georgia Restaurant Association has been honor-

ing Georgia’s restaurant industry with the annual Georgia Res-

taurant Association Crystal of Excellence (GRACE) Awards gala. 

This black-tie affair is the only event of its kind to honor those 

who have made exemplary contributions to Georgia’s prolific res-

taurant industry.

For the past eight years, the GRACE awards have been honoring 

the top three finalists in the Restaurateur of the Year, Industry Partner 

of the Year, Distinguished Service Award and the Innovator Award 

categories. This year, the GRA is expanding the nomination process 

to recognize and pay tribute to individuals from various sectors of 

the industry.

In addition to the Lifetime Achievement Award, Industry Partner 

of the Year and Distinguished Service Award, the new categories will 

include: Culinary/Hospitality Student of the Year, Back of the House 

(BOH) Employee of the Year, Front of the House (FOH) Employee 

of the Year and Manager of the Year. Additionally, the Restaurateur of 

the Year award will expand into three separate categories including: 

small/independent, franchisee and large/corporate. 

All finalists are peer-nominated, which ensures that we honor 

the most deserving of our industry, and are open to the public. If 

you know of a worthy leader that should be recognized for their 

outstanding work and contribution to the restaurant industry, the 

GRA encourages you to submit a nomination. Nominations will be 

accepted until Friday, May 22, 2015, and only GRA members will be 

considered valid nominees. Winners will be announced November 

1, 2015, at the GRACE Awards Gala to be held at The Foundry at 

Puritan Mill in Atlanta.

For a complete list of nomination criteria and to submit in your 

nominations, visit www.garestaurants.org/GRACE/nominations. For 

questions regarding the GRACE Awards, please contact the GRA at 

(404) 467-9000 or at marketing@garestaurants.org. ■

Each legislative ses-

sion, the Georgia 

Restaurant Association 

(GRA) advocates on behalf of Georgia’s 

restaurant industry at the Georgia State 

Capitol regarding issues that affect the 

way restaurants do business. On top of the 

agenda for the 2015 legislative session was 

the passage of House Bill 535, or the Georgia 

Brunch Bill. The purpose of the bill was to 

allow for municipalities to opt in to permit 

their restaurants to start serving alcohol at 

10:30 a.m. on Sundays in Georgia. 

After weeks of campaigning and lobby-

ing for the bill, and through the dedicated 

support of our members, the GRA was suc-

cessful in garnering strong support for the 

bill in the Georgia House of Representatives. 

Due to this support, the brunch bill was the 

fastest bill to make it through the legislative 

process. However, due to sentiments from 

veteran majority leaders in the Senate not 

wanting to alter Sunday sales, the bill was 

halted in the Senate Rules Committee, and 

therefore was not allowed to be read on the 

floor. This contributed to an end of the pas-

sage for the brunch bill. 

The GRA is disappointed that the brunch 

bill was not able to pass, especially consider-

ing the huge economic impact that the bill 

would have had on restaurants and the state. 

Each restaurant that would have been able to 

sell alcoholic beverages two hours earlier on 

Sundays in Georgia would have generated an 

average of $25,000 per year. Moreover, there 

are about 4,000 restaurants in Georgia that 

could have benefitted from this bill, mean-

ing a total of $100 million in additional rev-

enue and an additional $11 million more in 

taxes. The bill was also aimed at creating a 

level playing field with state-owned facilities 

as well as the many private country clubs in 

Georgia. 

Even though the bill did not pass this 

session, the GRA is thankful for all of the 

support and efforts that we received from 

both our members as well as fellow restau-

rateurs and co-sponsors of the bill: Reps. 

Allen Peake (R-Macon), Margaret D. Kaiser 

(D-Atlanta) and John Pezold (R-Fortson), 

as well as the other co-sponsors: Reps. Brett 

Harrell (R-Snellville), Alan Powell (R-Hart-

well) and Spencer Frye (D-Athens). The bill 

was also largely supported by State Senator 

Renee S. Unterman (R-Buford). 

These representatives were very instru-

mental in getting the bill as far along as it 

did. Looking forward, the GRA will con-

tinue an effective grassroots campaign for 

the brunch bill, continue to establish rela-

tionships with elected officials to gain their 

support and fight for the brunch bill again 

in 2016.

The GRA is successful in advocating for 

Georgia’s restaurants through the support 

of our members. Whether our members are 

contacting their elected officials on behalf of 

important issues, contributing to the GRA-

PAC, the only Political Action Committee 

dedicated to serving the restaurant indus-

try in Georgia, or attending key fundrais-

ing events, the GRA is able to have a more 

unified voice because of our members, and 

the GRA is proud to advocate on behalf of 

Georgia’s restaurants year-round. 

Nominations Now Open 
for the 9th Annual 
GRACE Awards Gala
Categories expanded this year to recognize 
students, FOH, BOH and Managers

Brunch Bill Aimed to Bring your  
Restaurant Additional Revenue
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kitchen equipment or POS services.
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buyers' contact list! 

Email jsawyer@
sawyerdirect.com 

today to learn how.

One Tap Access — visit 
RestaurantINFORMER.com 

on you phone and look for the 
pop-up instructions to set an 
icon on your phone to open 
the site with a quick tap. 

Then, you can view the most 
recent industry news, events 
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ACF
UPDATE

When Chef Derrick Henry’s name was announced as Chef of 

the Year at the Atlanta Chefs Association Awards Dinner in 

February, no one was more surprised than Derrick himself.

“It was entirely unexpected. I was thrilled," he says. "The recognition 

by my peers was such a humbling experience and a true honor.” 

Chef Derrick, who has been the Executive Chef of the ultra-upscale 

Park Springs Retirement Community since 2007, supervises the 

property’s four distinct dining venues, where he thrills the guests with 

his healthy, fresh and innovative cuisine.

“The most important part of my style is putting flavor into food 

that’s intended for an older clientele," he says. "I draw on the food 

of my childhood, which used bold seasonings with herbs and spices. 

These are not necessarily hot peppers, but allspice, cinnamon and 

nutmeg. I use these with traditional and modern American cuisine to 

excite my guest’s palate.”

Born and raised in the St. Andrews neighborhood of Kingston, 

Jamaica, Chef Henry moved to Clifton, N.J., when he was 11 years old. 

He attended the Culinary Institute of America, where he was fortunate 

enough to do his externship at Le Bernardin under legendary Chef 

Eric Ripert. After graduation, he soon found himself in Atlanta.

Chef Derrick then worked for Panos and Paul’s with Chef Paul 

Albrecht, who he calls one of the major influences on his career. 

However, family matters required a move back to New Jersey, where 

he took a position with BMW. There, as Executive Chef, Chef Henry 

fed a thousand people three meals a day, as well as doing corporate 

events, private dining and catering. Anxious to return to the south, 

when Chef Henry was offered the job at Park Springs by its developer, 

Andy Isakson, he happily accepted.

Chef Derrick first became involved with the ACF, ACA through 

former  president Michael Deihl. A friend from the CIA recommended 

that Chef Derrick call Chef Deihl to get involved with the organization. 

“I feel that my membership in the ACF, ACA has made me a 

professional, not just a journeyman cook. I expect to take my practical 

test for Certified Executive Chef next month, and then who knows? I 

would like to take the Certified Master Chef (CMC) exam, someday," 

he says. "A CMC told me that is how a chef can leave his mark on 

cuisine, not just today but for tomorrow. I want to have that as my 

legacy.”  ■

Meet ACF Chef 
Derrick Henry

By Eric J. Karell CEC,CCA,AAC

The American Culinary Federation, 
Atlanta Chef’s Association’s Chef of the Year

770-974-0670

RESTAURANT INSURANCEDebbie Ward, AAI

Owner/Agent

Protecting your investment . . .
We were there when you first decided to
follow your passion. Today, we’re still here 

keeping all you have built
Safe. Sound. Secure®.

Call or Request Quote Online
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Georgia Grown, under the leadership of Agricultural Commissioner Gary Black, has blossomed in recent years. 

The initiative not only helps the agricultural community in Georgia thrive, it connects producers and restaurant 

operators across the state to work together and make Georgia products the top item on restaurant menus.

Restaurant Informer sat down with Holly Chute, senior executive chef of Georgia Grown and a member of Les 

Dames d’Escoffier, to learn more about Georgia Grown. Before joining Georgia Grown, Chef Chute worked at the 

Governor’s Mansion for 33 years and a total of six administrations. During her time at the Governor’s Mansion, 

she cooked meals for the first families and for business leaders, all while planning menus and recipes to showcase 

Georgia produce and protein products. It was during this time she came to learn the value in using Georgia 

agricultural products to stimulate the local economy, while also offering fresher, better-tasting food. 

Chef Holly Chute has now taken her years of experience and love of Georgia-made products to Georgia 

Grown. Restaurant Informer talks to Chef Chute about the program and how it’s making a difference for chefs 

and operators alike.

By Ellen Hartman

The Georgia Grown program is a go-to source 
for restaurant operators statewide

CONNECTING RESTAURANTS 
AND PRODUCERS
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& SUPPLIES
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Commercial Kitchen Design
Professional Sales Consultants
Largest Showroom in the Southeast
8000 + In Stock Items Ready To Ship
Locally Owned
 

RI: What is Georgia Grown? 

HC: Georgia Grown is the marketing and 

economic development program of the 

Georgia Department of Agriculture. It 

brings together producers, processors, sup-

pliers, distributors, retailers, agritourism 

and consumers into one community to help 

agribusiness grow throughout the state. 

RI: What is your role with the program?

HC: As the Senior Executive Chef and 

Ambassador for Georgia Grown, I am 

responsible for developing recipes that use 

Georgia products. These recipes are then 

used to help our members market their 

products statewide and nationally. You 

will often find me conducting food demos 

using these recipes at expos and events 

on behalf of the program and the Georgia 

Department of Economic Development. 

I also volunteer and conduct community 

outreach to give exposure to the program 

and its members.

RI: How does Georgia Grown help 

restaurant operators?

HC: At Georgia Grown, we help restaurant 

operators learn how to utilize Georgia 

products in their menus while also 

educating them on the availability of 

products based on seasonality. In addition 

to educating operators on the many 

Georgia Grown products available, we also 

educate them on how to source Georgia 

agriculture. We take chefs on farm and 

facility tours so they can see first-hand the 

farm-to-fork process and actually meet the 

farmers who are growing their produce 

and raising their chickens.

RI: Why is Georgia Grown so important 

to the state and to restaurant operators?

HC: Consumers are demanding locally 

sourced food, and in order to be successful, 

restaurant operators need to meet this 

demand. Georgia chefs and restaurants 

can offer a healthy and delicious menu 

with products all sourced statewide – 

everything from peaches, pecans and 

peanuts to Georgia White Shrimp, beef, 

pork, quail and chicken.

Continued on page 22

Many chefs don’t know they can buy 

locally made fresh pecan and olive oils. Or 

that we can help them source unusual items 

like ramps that grow in the wild in the 

North Georgia Mountains. Georgia Grown 

should be the first place chefs go when 

developing a menu. They can learn what is 

available in Georgia and what’s in season.

RI: What chefs and restaurants have you 

worked with that have benefited from 

Georgia Grown?

HC: We have worked with so many 

Georgia chefs that make an effort to 

serve locally sourced food. Hilary White, 

executive chef at The Hil in Serenbe, 

makes seasonal produce a big part of her 

menu, and we work closely with her. On 

a larger scale, we are currently working 

with Chick-fil-A on using local produce 

in its Dwarf House and Truett’s Grill 

concepts. And [personal chef and menu 

consultant] Jennifer Booker is also a 

strong advocate of Georgia Grown. 
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BRINGING TOURISTS 
TO Your Table

By Helen K. Kelley

GEORGIA'S RESTAURANTS ARE     INVITING EVER
CONVENTION-GOERS TO FILM     CREWS AND LOCALS TO HA
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Alan and Cindy LeBlanc of Brewed to Serve Restaurant Group Inc.,
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From the north Georgia mountains to the Golden 

Isles, tourists flock to taste local flavors all around 

the state. But when it comes to attracting those visitors 

as well as cultivating a local clientele, it takes some 

planning and promotion and, of course, some really 

good food and drink.

Authentic Local Experience Draws Tourists 

It's no secret that tourism is big business in the 

state of Georgia, but the statistics may surprise you. 

According to Georgia State University, 48 million 

people visit Georgia annually, spending $25 billion 

while they're here. In fact, the state is considered the 

8th largest tourism economy in the country. 

As a restaurant in Georgia, you can capture some 

of this clientele no matter where you are located. For 

restaurants in larger cities like Savannah and Atlan-

ta, tapping into the conventions that constantly flow 

through town, forming partnerships with the local 

Convention & Visitors Bureau along with creating re-

lationships with neighboring hotels can go a long way 

toward putting your restaurant at the forefront of visi-

tors’ minds when they are looking for a place to dine. 

Cindy and Alan LeBlanc have been successfully 

bringing locals and out-of-towners alike to their 

downtown Atlanta restaurants for nearly 20 years, so 

they know a thing or two about creating a following. 

Under parent company Brewed to Serve Restaurant 

Group Inc., the LeBlancs own and operate Max Lager’s 

Wood-Fired Grill & Brewery, which they opened in 1998 

and is the oldest independent brewpub in the state, and 

White Oak Kitchen & Cocktails, which opened a block 

south on Peachtree Street in 2012. 

Visitors to downtown Atlanta make up a substantial 

clientele for both restaurants, in addition to a local, 

even regional, following. In fact, many visitors to the 

city often return multiple times to their restaurants 

while in town.

So what is the LeBlancs’ recipe for success in 

attracting tourists and convention-goers as well as 

local patrons in downtown Atlanta? 

"Everything [we do] is local,” Alan says. “We 

designed and developed Max Lager's and White 

Oak Kitchen & Cocktails on the foundation of the 

local community, since many of the current tourist 

attractions did not exist at the time. As a result, 

tourists appreciate an authentic local experience. Over 

our 18 years of investment in the downtown market, 

we feel we have contributed to the development of the 

tourism market as much as we now receive."

That commitment to local can be seen at White 

Oak Kitchen, which uses salvaged timber from some 

of Georgia's former textile mills on the wall. Local 

art dots the restaurant space, and along the outside 

balconies, raised beds are home to fresh herbs, lettuces 

and fruits like strawberries that the kitchen and bar 

use on the menu and in freshly made drinks. 

Cindy LeBlanc says that old-fashioned Southern 

hospitality is also part of that local appeal, particularly 

at White Oak Kitchen.

“People tell us they like to come here because we 

are locally owned and not part of a larger group. And 

when they come inside, they see that we have quite 

a lot to choose from on our menu,” she says. “But 

while everyone enjoys our Southern regional food and 

cocktails, what we hear from our guests, more than 

anything else, is how wonderful our employees are. 

Our team is hospitable, and they all keep service in 

mind. I can’t tell you how proud I am of that.”

From the printed menus and hospitable employees 

to the little extras like valet parking, the commitment 

to service is ingrained in Brewed to Serve Restaurant 

Group’s culture.

“We want everyone who comes into our organization 

and our restaurants to see the teamwork we have 

established,” Cindy says. “Whether you’re serving the 

customer, a fellow employee or your manager, service is 

the most important thing to us. And that makes everyone 

enjoy working together.”

That commitment to service is especially important 

when many of their customers may not be regulars, but 

rather people who visit the city only once for a convention 

AURANTS ARE     INVITING EVERYONE FROM TOURISTS AND 
CONVENTION-GOERS TO FILM     CREWS AND LOCALS TO HAVE A SEAT & ENJOY A MEAL

F  rom the north Georgia mountains to the Golden Isles, tourists flock to taste local flavors all 
around the state. But when it comes to attracting those visitors as well as cultivating a local 

clientele, it takes some planning and promotion and, of course, some really good food and drink.



Offering a variety of beautiful locations, generous tax incentives 

and low production costs, Georgia has become a mecca for the 

film industry. It’s not unusual for television and movie producers 

to approach local restaurants about serving as backdrops for film 

scenes or for cast and crewmembers to patronize them for dine-in 

and to-go meals and catering. 

Sarah Rick, owner of Stone Soup Kitchen, says that her 

restaurant in the Grant Park neighborhood of Atlanta has many 

qualities that appeal to the film industry.

“For one thing, I think being a small restaurant really helps 

us, because we’re really happy whenever we get a new customer, 

and it shows!” she says. “It also allows me to personally handle 

requests that might require a little negotiation or extra attention.”

Rick adds that food that can easily be packaged for take-out 

and having early hours for breakfast are additional qualities that 

have made Stone Soup Kitchen popular with film crews. 

“Our food packages up really well. During the week, take-out 

makes up 50 percent of our sales,” she says. “We open at 6:30 

a.m., and a lot of people from film crews or locals on their way to 

work are looking to pick something up early in the morning. We 

get a lot of take-out orders for breakfast food.”

Stone Soup Kitchen was used as a location for the recent Liam 

Neeson film Taken 3 and has provided take-out and catering 

services for television shows like The Vampire Diaries and movies 

that are filmed in the nearby Cabbagetown and Grant Park areas. 

“Serving the film industry is fun and exciting for us, and we 

get a lot of repeat business,” Rick says. “I think that’s because 

we provide good, fresh food that’s made to order but doesn’t take 

a long time to prepare, is available when needed and is easily 

packaged to go.”

On Location
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or conference. That one experience in your restaurant will 

determine what they think about your restaurant – and their 

experience in the city as a whole. That can often translate into 

positive – or negative – reviews and comments online and in 

the social media world. 

 The LeBlancs’ love for and commitment to the downtown 

area have fostered relationships with other local businesses 

that, in turn, have contributed to their success. Attractions 

like the Georgia Aquarium, National Center for Civil & 

Human Rights and the College Football Hall of Fame signal 

continued interest and growth in downtown Atlanta and have 

served to increase a tourist and convention base that’s active 

year-round. 

“When we decided that downtown was our area years ago, 

we became very involved with the Atlanta Convention and 

Visitors Bureau. Through that relationship, we’ve always done 

a lot to accommodate the hundreds of thousands of visitors 

who come through Atlanta each year,” Cindy says. “When we 

opened White Oak Kitchen in 2012, we didn’t design it with one 

big dining room; we built a restaurant with rooms of different 

sizes that could serve a variety of groups. So, for example, when 

a company like Microsoft brings its convention to town and 

wants to have a private event or meeting, we have a place for 

them in addition to our regular diners.”

The restaurant can accommodate multiple groups at once 

while also serving regular diners stopping in for a drink or 

dinner. Many of the rooms can be combined to seat more or 

less as needed, whether the event is for 15 guests or 500.

The couple are staunch supporters of downtown Atlanta and 

its continued potential for growth. And while those skyscrapers 

may make the area seem like a huge, faceless city, Cindy says 

that downtown Atlanta is really like a small neighborhood.

“We know everybody downtown, which is a nice thing 

when you’re in a huge city with millions of people,” she says. 

“Between the Ambassador Force, the Convention and Visitors 

Bureau, all of the hotels and guests, and local businesses and 

workers, we occupy an area with a small-town feel. Downtown 

Atlanta is a hidden gem.”

Showcasing Georgia's Unique Flavors 

Even if your restaurant is not in one of Georgia's bigger cities, 

you can still capture some of the tourism market. After all, 

everyone has to eat, and dining out is a huge part of exploring 

a new city.

“Our research shows that food is the No. 1 segment that 

domestic travelers spend money on. In fact, they spend 

$6.8 billion on foodservice annually,” says Beda Johnson, 

director of tourism for the Georgia Department of Economic 

Development (GDEcD). “We initially thought hotels and 

motels were the biggest cash cow for Georgia as far as 

tourism, but it turns out, the cash cow is actually food.”



The Georgia Department of Eco-

nomic Development. has created a 

group of culinary “journeys” focus-

ing on food and places that have 

made Georgia famous. 
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Please contact us at: salesTCC@trimarkusa.com 
404-856-6830, or visit us at www.trimarkusa.com

NOW THE LARGEST EQUIPMENT AND 

SUPPLIES DEALER IN THE STATE OF 

GEORGIA WITH DISTRIBUTION CENTERS 

IN NORCROSS AND ALBANY, GA.

TriMark offers foodservice operators a new level of service by combining the hands-on support and local market 

knowledge of a strong regional supplier with the purchasing strength, industry expertise, and delivery capabilities 

of a national company. We work closely with our customers, which include national restaurant chains, independent 

restaurant operators, healthcare facilities, entertainment venues, and many other segments, to provide the 

products and services that will help them operate more effi ciently and realize better bottom line results.

Based on those findings, GDEcD has created several culinary 

initiatives this year, all focusing on Georgia’s tasty foods. 

“We have designated 2015 as the year of celebrating the 

flavors of Georgia,” Johnson says. “Knowing that food is first 

and foremost in direct visitor spending is the primary reason for 

creating these initiatives to feature all of the wonderful food our 

state has to offer.”

As part of that celebration, GDEcD has created a group of culinary 

“journeys” focusing on food and places that have made Georgia 

famous. Georgia’s Flavor Tours will highlight 10 different food and 

location themes, including BBQ, Fin to Fork, Meat and Three, Craft 

Brews and Distilleries, Georgia Wine, Dining With a View, Places 

Movies Made Famous, Places Music Made Famous, Georgia Grown 

and Pretty Sweet. 

Restaurants featured on the tours are locally owned and have 

met the requirements of being “uniquely Georgia,” serving good 

food and treating guests with true Southern hospitality. They were 

selected based on recommendations from Georgia Department of 

Economic Development partners throughout the state, including 

destination marketing organizations and regional managers, as well 

as customer reviews posted on social media sites.

Another initiative, 100 Plates Locals Love, is a curated list of 

iconic foods found in different regions of Georgia. The list, compiled 

from recommendations by destination marketing organizations 

throughout the state, is broken down into nine segments, each 

featuring 10 dishes that locals say are the best of what their region 

has to offer. These are the definitive dishes for which local restaurants 

are known and loved. 

Additionally, a guidebook in both print and digital formats is 

being developed as a companion piece to the Flavor Tours. It will 

feature an explanation of the Georgia Department of Agriculture’s 

Georgia Grown program, a history of culinary arts in Georgia, 

delicious recipes from local chefs and more. 

The guidebook and information about GDED’s culinary 

initiatives will be available later this summer on Georgia’s 

official tourism and travel website, exploregeorgia.org, and on 14 

different social media platforms, searchable by #georgiaeats. 

If your restaurant would like to be included on one of the Flavor 

Tours or 100 Plates Locals Love, contact the Georgia Department 

of Economic Development’s Tourism Office at 404-962-4000. ■
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If your restaurant’s bar hasn’t yet experimented with 

drinking vinegars, now might be just the time to give 

them a try. Summer is right around the corner, and drinking 

vinegars are a super-refreshing way to keep cool, while also 

putting  the season’s abundant fruits to good use.

Literary and historical sources tell us that early Americans 

consumed quite a bit of vinegar in their drinks. The eastern 

United States in the summer is a hot place, and 18th-century 

Americans would drink something they called “haymaker’s 

punch,” or switchel. The idea of switchel was adapted from 

the drinking vinegars consumed in other countries around 

the world, locales as widespread as China, Italy and Persia. 

Vinegar was often used as a cure for fever, so drinking diluted 

vinegar to keep cool makes perfect sense. 

Historically, switchel was a beverage made from cider 

vinegar, ginger, water and some sort of sweetener. The vinegar 

was believed to cool the body, and the ginger helped settle the 

stomach, preventing the bloating and indigestion that would 

come from rapidly consuming too much water and vinegar. 

The sugar was there to make the entire thing more palatable. 

Switchel’s sister drink, the shrub, involved the addition of 

some sort of fruit or vegetable along with the vinegar and a 

sweet element. Making shrubs also served as an early way 

to preserve a season’s abundant fruit for later consumption, 

when refrigeration was not yet possible. 

A Modern Comeback
Switchels and shrubs were largely forgotten for a century or 

more, as Americans became more enamored of drinking Coca-

Cola, and plain water went from being a scary commodity to a 

hot one. 

But in recent years, chefs, bartenders and craft beverage 

companies have rediscovered these early drinking vinegars. 

Andy Ricker, the James Beard Award-winning chef of Pok-Pok in 

Portland, Ore., and New York, was an early promoter of drinking 

vinegars. He even sells his own line of the stuff, called Som.

Companies such as McClary Brothers from Michigan and Shrub 

& Co. out of Berkeley, Calif., are making their marks in the bottled 

shrub market as well, with flavors such as Pineapple/Fennel, 

Michigan Beet and Carrot, and Blood Orange/Cardamom. 

Many Georgia restaurants have caught the shrub bug, with at 

least one shrub-based drink appearing on any craft cocktail menu 

worth its salt. Most mixologists prefer to make their own shrubs, 

and there’s no reason not to, as the process is easy and the outcome 

delicious.

A little shrub mixed with soda water can make a fantastic 

seasonal addition to a non-alcoholic drink menu. Garnish with 

some fresh fruit and herbs, and you’ve got an easy $4 bump to your 

guest check.

Shrubs also make the perfect cocktail ingredient, acting as an 

intriguing acid component in a drink when citrus isn’t desired. 

SWITCHELS, 
SHRUBS & SOM

DRINKING VINEGARS IN ALL FORMS HAVE FOUND THEIR WAY TO THE BAR

By Lara Creasy
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White vinegar has the most neutral 
flavor. White wine and Champagne 
vinegars have a bit more character, 
but still take a backseat flavor-wise. 

Striking a Balance
Still skeptical about drinking vinegars? Let’s talk about 

balance for a moment. We’ve all heard the term thrown 

around, but what does it mean? Balance of flavor – in a 

dish, in a drink, in a wine – generally means that you have 

a harmonious experience when you taste it. No 

single flavor sticks out, and you don’t think 

to yourself, “This is missing something.” 

It hits almost every part of your palate 

and leaves you satisfied.

When making cocktails, the 

purpose is generally to enhance the 

flavors of a spirit without covering 

them up entirely. We are always 

looking to add just the right amount of 

sour, bitter and sweet to the mix. 

The sour is most often achieved by adding citrus 

juice to a cocktail, or some sort of citrus-based modifier, like 

triple sec, or by garnishing with an orange peel or a wedge of 

lime. But what if citrus isn’t the way you want to go? Shrubs or 

drinking vinegars come to the rescue.

Chris Sturdivant, bartender at Cakes & Ale in Decatur, says 

he likes using shrubs for just that reason. “Instead of needing 

a spirit with high acid or a ton of juice, you can lend a bright 

flavor with just a little vinegar. And that little bit helps touch 

on multiple parts of the palate, really rounding a cocktail out,” 

he says. 

Cole Younger Just, beverage director of Atlanta’s 

Last Word, agrees. “Acid can provide as 

much depth as the bittering agent or the 

sweetening component of a drink,” he 

says. “We actually test the pH on all of 

our cocktails constantly to ensure we are 

striking a perfect balance of flavor.”

The How-to
There are several methods that can be used for making 

shrubs. One method is to combine your fruit, sugar and 

vinegar, stir well, and shelve at room temperature, stirring 

again each day for several weeks until all the sugar is dissolved 

and the fruit has given up most of its flavor. The other is to heat 

your vinegar and sugar on the stove top, making a simple syrup 
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that you add to the fruit, or even going so far as to cook the fruit 

with the sugar and vinegar. 

Which way is best? That depends on your fruit and the flavors 

you are trying to extract. Softer fruits, like berries or oranges, 

give up more juice at room temperature. Harder products, like 

rhubarb, require heat to soften them.

“The ingredients really determine the method of production,” 

Sturdivant says. “Juicy things, such as berries and citrus fruits, 

lend well to a cold, sugar-covered method and really produce a 

very vibrant and true flavor. Dryer ingredients, like lemongrass 

and beets, really need the heated method to draw out their juices. 

Then I try to decide what vinegar will work best with the flavors 

I am going for.”

White vinegar has the most neutral flavor. White wine and 

Champagne vinegars have a bit more character, but still take 

a backseat flavor-wise. Apple cider vinegar adds a sweeter 

fruit character, Sherry vinegar brings a slightly nutty edge and 

Balsamic vinegar takes things to a whole other, darker level. 

Don’t be afraid to combine vinegars, cut them with water or 

otherwise adapt recipes to get just the flavor profile you want.

Limitless Applications
At Last Word, Just is currently working on a huckleberry lime shrub 

to use with a smoky mezcal in a version of the El Diablo cocktail. He’s 

also experimenting with a preserved lemon and Champagne vinegar 

combination to use in a cocktail with saffron gin. 

Ronnie LeClair, beverage manager at Atlanta’s King + Duke, 

an open-hearth restaurant with a historical focus, has had great 

success with making his own rhubarb shrub for a cocktail called 

“Soldiers Pay,” so much so that he makes batches of the shrub 

using 20 pounds of rhubarb at a time. “I absolutely thought 

about shrubs fitting our concept historically, here at King + 

Duke,” he says.

And Sturdivant ran a drink called “A Sunny Day Affair” last 

year that incorporated a housemade strawberry shrub (see 

recipe on page 21). This past winter, he did a drink that he called 

“quite tasty,” which incorporated a blood orange and sage shrub 

with mezcal and aquavit.

Interested in trying shrubs on your own? Check out the 

two recipes on the next page to get you started, There are also 

numerous online resources for starter recipe ideas and even a 

recent cocktail book by Michael Dietsch called, you guessed it, 

“Shrubs: An Old-Fashioned Drink for Modern Times.” ■

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 Superica through her consulting 

business Four 28, LLC.
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From the menu at King + Duke:
Soldiers Pay

.5 oz. grapefruit juice (fresh squeezed)

.5 oz. rhubarb shrub

.25 oz Cocchi Americano

.5 oz. Aperol

1.5 oz. Riverboat Rye

Add Some Vinegar To Your Bar

To make Rhubarb Shrub:
20 pounds of rhubarb stalks, cleaned and prepped

Cut stalks into thirds. Bring the stalks to a boil in a 1:1 sugar-to-water mixture for 10 minutes. (For this amount of rhubarb it takes 

roughly 65 oz. of each.)

Remove stalks and place in an ice bath to stop the cooking process. Reserve the cooking water for the shrub.

Juice the stalks through a vegetable juicer (that can juice carrots for example).

Strain this juice of any of impurities or pulp. Measure your yield of juice. 

Then do a 1:1:¾ recipe of Rhubarb juice: Apple Cider Vinegar: sugar water. Stir together, and store in cooler for later use.

From the menu at Cakes & Ale:
Sunny Day Affair

1 egg white 

.25 oz. Aperol

.75 oz. lime juice

.75 oz. Strawberry Shrub

1.25 oz. Novo Fogo Barrel-Aged Cachaca

3 drops Peychaud’s bitters

1 orange swath

Crack egg white into a mixing glass. Measure Aperol, lime juice, Strawbettery Shrub and 

Cachaca into glass. 

Shake well with no ice to allow egg white to froth (called a “dry shake.”) 

Add ice to your shaker and shake again. a

Double strain the cocktail through a fine mesh strainer into a coupe. Garnish with 3 drops of Peychaud’s bitters, on top of the foam, and 

an orange swath on the edge of the glass.

To make strawberry shrub:

2 quarts of strawberries cut in quarters

Zest of two lemons

Zest of one lime

1 small fennel bulb, chopped

1 small piece of ginger, chopped

3 cups sugar

2 cups water

2 cups champagne vinegar

Interested in adding a shrub-based drink to your menu, or just want to try one for yourself? Check 

out the two recipes below, then go online to fine a bunch of other base recipes you can play with.

Combine first six ingredients in a bowl (through sugar) and stir well. 

Cover and let stand overnight, at room temperature or a slightly warmer 

area. The next day, add water and champagne vinegar, and let the whole 

mixture stand for at least 4 more hours. Strain through a fine mesh 

strainer, and store in cooler for later use.
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Ellen Hartman, APR, Fellow PRSA, is the 

CEO of Hartman Public Relations, a full-

service public relations agency specializing 

in the foodservice Industry. Hartman 

has experience working for Coca-Cola, 

Concessions International, Chili’s, Huddle 

House, First Watch, Fresh To Order, Billy 

Sims BBQ and Uncle Maddio’s and many 

QSR brands including Popeyes, Church’s and Arby’s. An industry 

leader for more than 25 years, Hartman is active in the Women’s 

Foodservice Forum, Les Dames d’Escoffier International and has 

served on the board of the Georgia State University School of 

Hospitality. She earned her APR accreditation from the Public 

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

program for senior accomplished professionals.

In addition to working with restaurants, we also work closely 

with other organizations like Kennesaw State University (KSU). 

Chef Gary Coltek, senior director of culinary and hospitality 

services at KSU, is a member of Georgia Grown and is teaching 

the next generation of chefs the value and benefits of eating and 

serving locally grown products.

RI: What do operators need to do to get started?

HC: First, an operator must join through our website, www.

georgiagrown.com, and complete the business profile to be in-

cluded on the Georgia Grown website and locator map. They 

can then use the Georgia Grown logo on their menus, products 

and merchandise. They will also enjoy the mar-

keting opportunities, like events 

and social media efforts, avail-

able to our members.

[Editor’s note: It is free to 

add your company’s busi-

ness profile to the search-

able database, then you may 

join as a premium member with five levels of membership start-

ing at $100 a year.]

We encourage restaurant operators to get involved in Georgia 

Grown and utilize this innovative program to meet consumer 

demand for locally grown products. ■

Continued from page 11
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INDUSTRY

EVENTS

May 2015
4th Annual Fast Casual Trends & 
Directions Conference
May 15 – The Ritz-Carlton Chicago

2015 NRA Show
May 16-19 – McCormick Place, Chicago

International Wine, Spirits & Beer Event 
at the NRA Show
May 17-18 – McCormick Place, Chicago 

Atlanta Food & Wine Festival
May 28-31 – Midtown Atlanta

June 2015
ACF Monthly Meeting
June 1 – Sysco, College Park

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

770.974.0670   debbieward@dwardins.com   dwardinsurance.com 
Insurance is what we do best at D. Ward Insurance Services. That's why you'll want to protect your restaurant with peace of mind provided by 
a local family owned insurance business. Since 1988, D. Ward Insurance has helped thousands save on their insurance needs.

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.

Chatham County Food Code Briefing
June 2 – Georgia Power Customer Resource 
Center, Savannah

June Coastal Chapter GRA Meeting
June 3 – The Pirate’s House, Savannah

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

Atlanta Men Cook
June 21 – Georgia Aquarium, Atlanta

July 2015
Atlanta Street Food Festival
July 11 – Piedmont Park, Atlanta

Downtown Restaurant Week
July 18-26 – Downtown Atlanta

2015 ACF Cook. Craft. Create. Convention 
& Show
July 30-August 3 – Orlando World Center 
Marriott, Orlando, Fla.

August 2015
7th Annual Atlanta Bar-B-Q Festival
August 14-15 – Special Event Area at Atlantic 
Station, Atlanta 

Share Our Strength Give Me Five for No 
Kid Hungry
August 16 – Piedmont Driving Club, Atlanta

Pastry Live
August 23-25 – Atlanta

International Gourmet Foods 2015 
Product Showcase
August 31 – The Westin, Charlotte, N.C. 
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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

Waffle House

Est. Opening Date: Mid to Late April 2015

5245 Stone Mountain Hwy., Stone Mountain, GA 30087

www.wafflehouse.com

Waffle House will open a new location in the former Arby’s 

space. Existing units serve an American menu 365 days a year, 

24 hours a day with no ABC available. 

Hampton & Hudson

Est. Opening Date: Fall 2015

280 Elizabeth St. Northeast, Inman Quarter

Atlanta, GA 30307

The owners of Cypress Street Pint & Plate have plans to open 

Hampton & Hudson in Inman Quarter. The 3,500-square-foot 

space will offer an intimate patio. The menu is described as 

very seasonal, tavern-style and locally sourced. There will be a 

full bar available.

Hop’s Chicken

Est. Opening Date: Late Spring/Early Summer 2015

675 Ponce De Leon Ave. NE, Ponce City Market

Atlanta, GA 30308

Linton Hopkins will be opening Hop’s Chicken in place of 

previously announced H&F Burger in Ponce City Market. 

The menu will feature chicken biscuits, a chicken sandwich, 

chicken broth, cole slaw, macaroni and cheese, seasonal 

vegetables and more. Beer and wine will be available.

Atlanta Falcons Gridiron Bar & Grill

Est. Opening Date: Early 2017

To Be Determined, Atlanta, GA 30313

www.goldbergsconcession.com

Goldberg’s Group has plans to open Atlanta Falcons Gridiron Bar 

& Grill at a yet-to-be-determined location in Atlanta. The menu 

concept is currently in development. Full bar will be available.

Tupelo Honey Café 

Est. Opening Date: September/October 2015

To Be Announced on Roswell Road and Windsor Pkwy

Sandy Springs Gateway, Sandy Springs, GA 30328

www.tupelohoneycafe.com

The menu will include soups, salads, starters, sandwiches, 

main entrees, breakfast, gluten free and a kids menu with full 

ABC available. 

Ray’s Rio Bravo

Est. Opening Date: May 5, 2015

6450 Powers Ferry Road NW, Atlanta, GA 30339

www.raysriobravo.com

The menu will offer a variety of Mexican dishes, including 

chili con queso, grilled fajitas, tacos and more. Full bar will be 

available.

Noble Fin 

Est. Opening Date: May/June 2015

5260 Peachtree Pkwy., Atlanta, GA 30360

www.noblefinrestaurant.com

The menu will offer seafood, steaks, hand-cut pastas, 

signature cocktails, bottled and draft beer, fine wine and fresh 

local vegetables.

Tin Lizzy’s Cantina

Est. Opening Date: Late May 2015

1205 Johnson Ferry Road, Suite 140, Marietta, GA 30068

www.tinlizzyscantina.com

The new space will include several high-definition televisions 

and a full bar. Tin Lizzy’s offers Mexican fare featuring soups, 

salads, nachos, appetizers, chicken, steak and fish tacos, 

quesadillas and more. 

Gaja Mokja

Est. Opening Date: Summer 2015

491 Flat Shoals Ave. SE, Suite A, Atlanta, GA 30316

This new concept’s menu is still in the development phase, 

however, Korean cuisine will be available with a full bar 

expected.

Bone Island Grillhouse

Est. Opening Date: Late Summer 2015

To Be Announced on Epps Bridge Pkwy.

Epps Bridge Centre, Athens, GA 30606

www.boneislandgrillhouse.com

This is Bone Island Grillhouse’s second location, and the menu 

will offer seafood and steaks along with salad, sandwiches, 

desserts and more. Full bar will be available.

Highland Bakery

Est. Opening Date: Late Summer 2015

315 West Ponce de Leon Ave., Decatur, GA 30030

www.highlandbakery.com

The newest location’s menu includes breakfast sandwiches, 

soups, salads and sandwich lunch options as well as their 

fresh-baked breads and pastries.

Taziki’s Mediterranean Café 

Est. Opening Date: Early Summer 2015

315 West Ponce de Leon Ave., Decatur, GA 30030

www.tazikiscafe.com

Taziki’s serves Greek fare and has a full bar available.

Scales 925

Est. Opening Date: April 14, 2015

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

www.scales925.com

The full-service, upscale soul food cuisine will feature shrimp 

and grits, chicken and waffles, fried green tomatoes with 

hickory bacon jam, fried chicken, pork chop cowboy and more. 

Full bar will be available. 

Pannus Bakery

Est. Opening Date: May/June 2015

99 Krog Street Market , Krog Street Market

Atlanta, GA 30307

www.pannusbakery.com

Pannus is an international bakery specializing in Latin 

American, Hispanic and European breads, pastries and 

sandwiches. 

Marcel Steakhouse

Est. Opening Date: July 2015

1170 Howell Mill Road, Atlanta, GA 30318

The current restaurant, Abattoir, closed at the end of March 

to make way for Ford Fry’s new eatery. The concept will have 

European influences. There will be USDA prime cuts, Pommes 

Anna, pommes frites, carrots, Caesar salad, veal parmesan, 

plump ravioli, prime rib of pork, sole meuniere and more. Full 

bar will be available.

Pizza Crosta

Est. Opening Date: Late April 2015

5590 Roswell Road, Suite A-140, Sandy Springs, GA 

30342

www.pizzacrosta.com

The eatery will be a counter service, do-it-yourself concept, 

allowing diners to place their orders and add toppings to 

personalize their pizzas. Each pizza is cooked in an open fire 

oven. There will also be a crust dipping station.

The Chromatic Dragon

Est. Opening Date: May 1, 2015

514 Martin Luther King Jr. Blvd., Savannah, GA 31401

www.chromaticdragon.com

This will be a gamer pub where guests can eat, drink and play 

games. The menu will feature pub fare such as sliders, wings, 

sandwiches and full bar available. There will be board games, 

role-playing games and video games.

Blaze Pizza

Est. Opening Date: Fall 2015

To Be Determined, Atlanta, GA 30303

www.blazepizza.com

Blaze Pizza uses an assembly line format that lets guests 

customize one of the menu’s signature pizzas or create one of 

their own, choosing from a wide selection of fresh, artisanal 

toppings. The thin-crust pies are fast-fired in 120 seconds. 

ABC will be available. 

Cacao Atlanta Chocolate Company

Est. Opening Date: Fall 2015

299 North Highland Ave. Northeast Inman Quarter

Atlanta, GA 30307

www.cacaoatlanta.com

The original location offers chocolate bars, handcrafted truffles, 

confectionary items, dipped fruit, gelato and chocolate drinks.

Wild Wing Café

Est. Opening Date: June/July 2015

6525 Whittlesey Blvd., Columbus, GA 31909

www.wildwingcafe.com

The menu offers wings, burgers, sandwiches, wraps and beer.
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I CUT MY ENERGY COST 

BY 73 POUNDS OF GROUND CHUCK.

We know you’re always looking for ways to trim the fat. Georgia Power’s Commercial Energy Effi ciency 

program pays rebates to businesses when they install high-effi ciency lighting and other equipment. 

And when your business is using less energy, you’ll save year after year. Now that’s a satisfying thought. 

To learn more, call us at 1-877-310-5607 or go to georgiapower.com/commercialsavings.

Earn rebates on energy-effi cient improvements 

that’ll save you money.

©2015 Georgia Power. Person pictured is fi ctitious. Actual energy cost savings vary by customer.



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


