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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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Fruits, Vegetables 
and Booze

Each year, the Atlanta Foodservice Expo keeps getting 

better and better, and this year we've raised the bar yet 

again – quite literally – with Savannah Distributing pouring 

from their list of 30 wines, beers and spirits throughout the 

two-day event and the addition of a Georgia Grown Pavilion 

showcasing all the local produce our state has to offer. 

The Expo takes place at the Georgia World Congress 

Center October 19 -20. Along with seeing all the latest in 

POS, kitchen equipment and more (while carrying a craft 

beer), the Expo is a great time to network with your peers 

in the industry - catch up with former co-workers, industry 

friends and meet folks you admire. You should also check 

out the list of seminars and the cooking demonstrations.  

It’s an impressive assortment of educational opportunities. 

Restaurant INFORMER will be there again this year, so 

stop by our booth (607) and say hello. We're committed to 

bringing you the latest in Georgia's restaurant news and 

trends, and we'd love to hear your thoughts about what you 

think is important in the industry. 

In this issue’s cover story, Lara Creasy talks to one of the 

fast-growing restaurateurs in town, Tin Lizzy’s Cantina. 

Tory Bartlett, CEO of Tin Lizzy’s, describes the steps they 

are taking in preparation of unit growth and franchising 

the concept. From following time-tested rules to hiring 

right and promoting a “Friends Serving Friends” brand, 

restaurateurs can learn a lot from the professionals behind 

Tin Lizzy’s.

To help you understand how Georgia’s updated Food 

Code will impact your restaurant, contributor Nancy 

Caldarola gives a full review of the new food codes.  These 

codes go into effect November 1, however you have a 

three-month implementation period. So now is the 

time to make sure you know the codes and are starting a 

training program. This issue will feature the back-of-house 

codes, and our November/December issue will discuss the 

remaining codes.

With consumers' tastes changing so quickly, keeping 

on trend is more important than ever. Eating healthy is a 

focus for today’s customers, while on the more indulgent 

side, beer shandies so popular in the summer are breaking 

into the fall season, as well. Catch the “Serving Up Healthful 

Menus” and “All Season Shandy” articles in this issue to  

keep on top of these trends. 

Whether in management, in the kitchen or behind the 

bar, we hope you find this issue interesting and informative.  

As we plan for next year, let us know if there’s a topic or 

restaurant that you’d like to see covered in Restaurant 

INFORMER. We’re here to serve you. ■
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Meals your guests love start with the perfect ingredients.  

For over 115 years, Gordon Food Service® has helped 

restaurants of every size make delicious happen. 

Delivering everything from quality meat to fresh 

produce, from online tools to safety training,  

we’ll help you support your business and  

delight your customers.

Visit us at booth 806 at the  

Atlanta Foodservice Expo. 

From complementary flavors 

   to compliments to the chef

gfs.com
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MESSAGE FROM THE 
EXECUTIVE DIRECTOR 
Creating a Path of Advancement    

NEWS

The restaurant industry is very special and unique. Our 

industry trains America’s workforce, providing jobs that 

are valuable and flexible, and offers critical work experience 

that set young people on a path of advancement.

One in four restaurant employees are students. The industry 

provides employees with the flexibility that allows work to 

fit into their busy lives. It is no wonder then that restaurants 

are the nation’s largest employer of 

teens. Many students who start in 

the restaurant industry also stay and 

advance in the restaurant industry. 

Seventy-one percent of employees 18 

to 24 land a more lucrative job in the 

business after their first job.

The National Restaurant Associa-

tion Educational Foundation’s ProStart program is one of the 

largest industry-supported career technical education pro-

grams in the nation, empowering students to achieve long-

term, successful careers in the restaurant and foodservice 

sector.

America’s restaurants play an important role in people’s 

lives, whether as a place to celebrate a special occasion, refresh 

and recharge while traveling, or a place to meet with colleagues 

over a business lunch or dinner.

Not only have half of all Americans worked in the industry, 

but our nation's one million restaurants are the place where 

business deals are made, where people can rise from entry-

level jobs to managers, executives and owners, and where 

organizations go for the philanthropic support that helps 

them do great work in local communities across the country. 

Restaurants are fueling our nation’s recovery, contributing 

nearly $2 trillion to the economy 

and employing 14 million people. 

Restaurants kept the economy 

moving through the last recession and 

account for nearly 10 percent of the 

U.S. workforce.

Our industry is the nation's second-

largest private sector employer and an 

engine of economic growth. The restaurant industry provides 

the perfect place for stepping into the working world. In fact, 

one in three Americans' first job is working at a restaurant. 

Restaurants provide opportunities for real-world training 

and a path towards upward mobility for its employees. Our 

industry also creates a positive impact in communities across 

the country through their economic contributions and 

philanthropic activities.  

Our industry is an industry of opportunity, and with room 

to grow upward, hard work will pay off.  ■

Sincerely, 

Karen Bremer 

Executive Director

Georgia Restaurant Association

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. For 

questions, contact GRA Director of Membership Ryan Costigan at 

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

Our industry also creates a 

positive impact in communities 

across the country through 

their economic contributions 

and philanthropic activities. 
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2015 Board of Directors and GRA Staff
Georgia Restaurant Association Staff
Karen I. Bremer, CAE, CEO

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

Melanie Charyton, Communications Coordinator 

Kelly Johnson, 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 Management, 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

CEO – 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

Steve Simon, Fifth Group Restaurants

Mitch Skandalakis, Waffle House, Inc.

Kelvin Slater, Blue Moon Pizza

Dave Snyder, Halyards Restaurant Group

Jay Swift, 4th & Swift

NATIONAL AWARDS PROGRAM CHAMPIONS DIVERSITY 
AND PHILANTHROPY IN THE RESTAURANT INDUSTRY

The National Restaurant Association Ed-

ucational Foundation (NRAEF) is accepting 

nominations for the coveted 2016 Restau-

rant Neighbor, Ambassador of Hospitality 

and Faces of Diversity American Dream na-

tional recognition awards. Applications and 

nomination forms, both encouraging nomi-

nees to share their story, are available online 

at NRAEF.org/Awards until Oct. 30, 2015.  

“We were so honored to have GRA 

Chairman Ryan Turner and his partners 

Chris Hall and Todd Mussman with 

Unsukay Community of Business win the 

2015 Cornerstone Humanitarian Award 

for their work with The Giving Kitchen,” 

says Karen Bremer, CEO of the Georgia 

Restaurant Association. “We are so lucky 

to have this group of people in the state 

of Georgia, helping Atlanta’s restaurant 

community by funding unexpected 

hardships.” 

Now in its 18th year, the Foun-

dation’s Restaurant Neighbor 

Award, founded in partnership 

with American Express, honors 

restaurateurs for their philan-

thropic efforts and dedication to 

giving back to their community. 

The award identifies winners in 

three categories: small business, 

mid-size business and large busi-

ness/national chain.

Founded in 2007, the Faces of 

Diversity American Dream Award, 

sponsored by PepsiCo Foodservice, 

shares the stories of individuals 

who have recognized and achieved 

the American Dream in the 

restaurant sector, one of the most 

diverse industries in the nation. 

The award credits three members 

of the restaurant industry who 

have realized the American Dream 

through hard work, determination 

and enterprise.

The Thad and Alice Eure 

Ambassador of Hospitality 

Award is the premiere award 

bestowed by the NRAEF to an 

individual who has shown extraordinary 

achievement and exemplary leadership 

in the restaurant and hospitality industry. 

Consideration will be given to a nominee 

who serves as a company Chairperson, 

CEO, President or Senior Executive for 

his or her lifetime achievement in the 

hospitality industry. Georgia’s own Carlton 

Curtis, vice president of industry relations 

for the Coca-Cola Company, received the 

2015 Thad and Alice Eure Ambassador of 

Hospitality Award. 

From the list of nominees, state restaurant 

associations select winners within their states 

to be chosen for the Restaurant Neighbor 

Award category. Those groups/individuals 

will then be eligible for the national awards. 

Each national winner receives $5,000 to 

support their charitable giving efforts. The 

Faces of Diversity American Dream Award 

recognizes three individuals, selected by 

a panel of industry leaders, as national 

winners. Each winner will have a $2,500 

NRAEF student scholarship presented 

in their name. Additionally, the national 

winners will receive an all-expenses paid 

trip to Washington, D.C., where they will be 

recognized at a gala awards dinner during 

the National Restaurant Association’s Public 

Affairs Conference in April 2016. Stories 

from all applicants will be published on 

NRAEF.org/Awards to be shared with the 

restaurant industry.  ■

For more information on the Restaurant 

Neighbor, Ambassador of Hospitality 

and Faces of Diversity American Dream 

awards, and to read the compelling stories 

of the nominees as they are submitted, 

visit the National Restaurant Association 

Educational Foundation’s website at 

NRAEF.org/Awards.
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NEWS

The Kentucky Fried Chicken Foundation recently awarded 23 team 

members and shift supervisors throughout Georgia with a 2015 REACH 

Educational Grant. These awards, totaling $49,000 in scholarships, will 

help these team members and supervisors pursue their educational dreams 

at a four-year or two-year college, including trade/vocational and graduate 

schools. Nationally, 683 KFC team members and shift supervisors at KFC 

restaurants across the country have received more than $1.4 million in college 

tuition assistance for the 2015-16 academic year. The program is inspired by 

Colonel Harland Sanders and his belief in helping people who are trying to 

better themselves through education.

“KFC is truly a place to grow and be your best self,” says Krista Snider, 

managing director of the Foundation. “The Foundation is proud to be able to 

provide assistance to such an inspiring, hard-working group of students and 

restaurant employees.” The winners are selected via a competitive application 

process and can re-apply each year. 

The Foundation has awarded nearly $14 million in scholarships and 

educational grants to more than 2,500 deserving students since 2006 – 2,100 

of those recipients have been hourly KFC restaurant team members. The 

Foundation is an independent non-profit organization primarily supported 

by KFC franchisees and the KFC Corporation.  ■

Restaurant Members

Athens Hospitality Holdings Group Inc. dba Hotel 

Indigo

BCS Restaurant Ventures LLC dba Gus's World 

Famous Fried Chicken

Blue Willow Inn

Century House Tavern

Daddy O's Irish Ice Cream Pub

Davio's

Donovan's Irish Cobbler

Downtown Grill

Dunkin Brands

ECHO

Epic

FOXSOB LLC dba Fox Bros. Bar-B-Q

Hojeij Branded Foods

Il Localino 

Kouzina Christos

Omshiv 4450 dba Twisted Tavern

Ozaki, LLC dba Fish Tales Lakeside Grill & Pig Tales 

on Lake Lanier

Palm Restaurant at Westin Buckhead

Paradies

Rashe's Cuisine

Senor Patron

Shuttle and Swirl dba Zola Italian

The Stockstill Group dba Kirby G's Diner

TSW Dream Catcher, Inc dba The Snug Steak & 

Grill

Vinny's New York Pizza and Italian Grill

Wing Factory

Allied Partners

Agilysys

GBS Enterprises of Atlanta, Inc./TransX Systems

Media Caddy Innovations LLC

Servpro Disaster Recovery/Large Loss Complex 

Claims

THANK YOU 
to the following members  
for their continued support!

KFC FOUNDATION GRANTS 
SCHOLARSHIPS IN GEORGIA
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ACF
UPDATE

Nick Barrington arrived on the At-

lanta culinary scene with a splash. 

Taking over the helm from legendary 

Chef Michael Deihl 

at the prestigious East 

Lake Golf Club, Chef 

Barrington had less 

than four months 

to acclimate himself 

to his new position 

and then prepare for 

the 2014 Fedex Tour 

Championship, pro-

fessional golf ’s equiva-

lent to the Super Bowl.

Chef Nick was no 

stranger to high-pressure situations or 

dealing with celebrities and other VIPs. 

Nick spent 20 years as Executive Sous 

Chef of the venerable Bay Hill Club 

and Lodge in Orlando, whose members 

include many CEOs, politicians, athletes 

and Golf Hall of Fame legend Arnold 

Palmer, who owns the facility.

Chef Nick has a series of achievements 

and awards second to none in the 

culinary profession. A member of the 

American Culinary profession and a 

Certified Executive Chef, he has won 11 

gold, silver and bronze medals in culinary 

competitions. He also won bronze medals 

at the 2012 and 2013 U.S. Culinary Cup. 

In addition to those accomplishments, 

Chef Nick was voted the Central Florida 

Chapter of the ACF’s Chef of the Year and 

served as president of the chapter. While at 

Bay Hill he was honored to cook for four 

United States Presidents and numerous 

other notables.

Chef Barrington has always held 

education and mentoring as top priorities 

and is very proud to have guided the 

careers of America’s future culinary 

superstars. Service to others is also an 

important part of Chef Barrington’s 

professional life, and he has given his 

time to such organizations as ACF Chef 

and the Child Foundation, Arnold Palmer 

Hospital for Women and Children, a Taste 

of Compassion, the East Lake Foundation 

and many other worthy charities.

It is easy to see that Chef Nick embodies 

all the qualities a modern chef should have 

– culinary skills, a willingness to teach and 

a desire to give back to the community. 

Not to mention running the day-to-day 

operations of one of the most famous 

private clubs in the United States. ■

Chef Nick Barrington 

For more information about the 

American Culinary Federation, 

Atlanta Chefs Association and 

how to become a member, go to 

www.acfatlantachefs.org. 

By Eric J. Karell CEC, CCA, AAC

At the Top of His Game
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All-Season 
Shandy

The last few summers have seen a veritable shower of 

shandies hit the beer market. Or was it a rainbow of 

radlers? Whatever you choose to call it, this blend of half 

lager/half fruit juice has taken the beer world by storm. The 

number of new products launched in the shandy category 

tripled between 2008 and 2011. Between 2012 and 2013, 

sales of bottled shandies grew by over 200 percent. 

Brands such as Steigl’s Grapefruit Radler, Widmer 

Brothers Hefe Shandy and Sam Adams Porch Rocker 

Radler have made appearances in both bars and grocery 

stores, and sold well both on and off premise.

Even craft brewers, who have been slow to show any 

interest in the category, have started to enter the game, 

for example Boulevard Brewing with their Ginger-Lemon 

Radler.

Hardly a new invention, the radler is said to have 

originated in Germany in the 1920s. An enterprising 

tavern owner built a bicycle path through the forest directly 

to his establishment. When an estimated 13,000 cyclists 

found their way to his bar one hot afternoon, he feared 

he would run out of beer and have a mutiny on his hands. 

To solve the problem, he cut the beer with lemonade, and 

called it the Radlermass (literally translated, “a liter of 

cyclist beer”). The drink did double duty – it satisfied the 

cyclists’ thirst, while also keeping them sober enough to 

ride home.

In a similar fashion, the modern shandy hits two drinking 

trends squarely on the head: 1. The desire for refreshing, 

thirst-quenching drinks in the summertime, and 2. The 

movement toward more low-alcohol options in bars.

By Lara Creasy

How to follow up a 
summer of shandies?
How about craft beer 

cocktails for fall!

With most commercial shandies clocking in at under 

3% ABV, drinkers can worry less about driving home after 

knocking back a few.

A Shandy For All Seasons
But now that summer has faded, what can you do to keep 

the love for this beverage alive? How can the popularity of 

the shandy transition to your fall menu, or even last into 

winter?

A few enterprising brewers have started to answer that 

question for us. Not to let their massive radler sales fall by 

the wayside just because school is back in session, brands 

like Leinenkugel Brewing have introduced fall shandies 

to their product lineup. Given that their Summer Shandy 

accounts for half the beer Leinenkugel brews in a year, 

who can blame them for wanting to make sure the party 

doesn’t end? With fall flavors such as Harvest Patch, Old 

Fashioned and Cranberry Ginger, they can extend their 

sales reach well into December.

They label these shandies, but are these products that far 

removed from the flavored beers that are aimed at young or 

inexperienced drinkers? Mike’s Hard Lemonade or Bud Lite 

Lime-a-Rita anyone? 

There’s a better way to satisfy your guest’s love for 

refreshing beer-based drinks at any time of the year: Make 

them yourself. 

Shandy-style cocktails are one of the easiest drinks to 

make, especially if your bar has draft beer available. Why 

not just take a cue from the pre-bottled brands and make a 

fresher version to order? 

Try mixing spiced apple cider with pumpkin beer and 

garnishing with a sprinkle of cinnamon for a super easy 

fall cocktail. Consider adding orange juice to a hefeweizen 

and garnishing with a twisted orange wheel for an upgrade 

on the mimosa during brunch service. Capitalize on the 

love for all things ginger in cocktails by whipping together 

ginger beer with a hoppy IPA and serving it on the rocks 

with a lemon wedge. Or maybe add cranberry juice to a 

light lager and garnish with a rosemary sprig during the 

holidays for a take on the classic Poinsettia.

Building the Perfect Beer Cocktail
The next step would be to take the shandy even further 

into the realm of beer cocktails. Start with something easy, 

like adding an ounce of Campari or Aperol to a glass full 

of ice and top with pilsner and an orange peel to mimic a 

classic spritz. Or replace the Champagne in your French 75 

with a different kind of bubbles: beer!
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Just remember that beer is an 

alcoholic beverage as well, so not 

as much spirit is required to make a 

potent and balanced drink. 
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Fall brings an opportunity to warm things up, like 
with the Eye Patch, topped by a flamed orange.
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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. 

Critical Mass
1 oz. Tuaca

1 oz. orange juice

¼ oz. lemon juice

1 bar spoon Stirrings Blood Orange bitters

2 oz. wheat beer, such as Harpoon UFO White

Build in a tall glass and add ice. Top with Harpoon UFO white. Roll 

once in mixing tin to combine. Garnish with a large orange peel.

Shandy Claus
1 oz. London Dry style gin, such as Tanqueray or Blue Coat

1 oz. Zirbenz pine liqueur

1 oz. simple syrup

½ oz. lemon juice

2 oz. IPA, such as Bell’s Two Hearted or Rogue Yellow Snow IPA

3 dashes grapefruit bitters, such as Fee Brothers or Scrappy’s

Combine gin, Zirbenz, simple syrup, lemon juice and grapefruit 

bitters in cocktail shaker with ice. Shake well. Pour all into tall 

Collins glass, and top up with more ice if needed. Top with IPA. 

Serve with lemon twist. 

With most commercial shandies clocking in at 
under 3% ABV, drinkers can worry less about 
driving home after knocking back a few.

Scarecrow
1 oz. spiced rum, such as The Kraken or Brinley’s Shipwreck

½ oz. fresh squeezed orange juice

½ oz. chai brown sugar syrup

Pumpkin beer to fill

Build all ingredients in a Collins glass with plenty of ice. Roll once 

into a mixing tin to blend. Garnish with an orange slice.

To make chai syrup: Brew one chai tea bag in 8 oz. of boiling water 

for recommended time. Remove tea bag and add 1 cup of dark brown 

sugar. Stir to dissolve. Allow to cool, then store in refrigerator for up 

to 3 days.

Eye Patch
2 oz. Hogshead blended scotch

1/2 oz. Steen's cane syrup

1/2 oz. lime juice

1 oz. Anchor Porter ale

Build the first three ingredients in an Old Fashioned glass. 

Add fresh ice, and top it off with Porter. Stir to combine 

the beer with the rest of the ingredients. Garnish with a 

flamed orange.

Craft beer has such a wealth of flavors to build a cocktail onto 

(Malt! Hops! Bitterness!) that the sky is the limit. The toasted, 

malty flavors of brown ales and porters play very nicely with 

spiced rums and bourbons. The crisp, hoppy flavors of pale ales 

enhance the botanicals of gin, and the coriander spice and yeasty 

banana notes of hefeweizens work wonderfully with orange 

liqueurs and brandies. 

Just remember that beer is an alcoholic beverage as well, so not 

as much spirit is required to make a potent and balanced drink. 

If your recipe seems off, a touch of sweetness from a honey syrup 

or brown sugar might be in order, as might a splash of citrus, 

bringing us full circle to the shandy. 

Here are a few recipes that have definitely worked for me in the 

past to bring beer cocktails out of the summer months and into 

the holidays and beyond. With more and more beer cocktails 

appearing on bar menus around Georgia, inspiration should be 

easy to find. Cheers!  ■

Photos by: Emily Schultz

Fall brings an opportunity to warm things up, like 
with the Eye Patch, topped by a flamed orange.



RestaurantINFORMER.com  |  15



16  |  Restaurant INFORMER October 2015

M
O
B
IL
E

Cr
ea
te

, 
re
vie

w,
 

ed
it
 o
rd

er
s

Se
ar

ch
 p
ro
du

ct
 

ca
ta

lo
g

Tr
ac
k 

de
liv
er
ies



RestaurantINFORMER.com  |  17

M
a
n
a
g

e
 y

o
u
r 

ki
tc

h
e
n
 f

ro
m

 a
n
yw

h
e
re

 2
4

/7
. 
S

ta
rt

 y
o

u
r 

o
rd

e
r 

o
n
 u

s
fo

o
d

.c
o

m
  

a
n
d

 fi
n
is

h
 i
t 

o
n
 t

h
e
 U

S
 F

o
o

d
s
 a

p
p

 w
it
h
 r

e
a
l-

ti
m

e
 s

yn
c
h
in

g
. 

U
s
e
 y

o
u
r 

u
s
fo

o
d

.c
o

m
 c

re
d

e
n
ti
a
ls

 o
r 

c
o

n
ta

c
t 

yo
u
r 

s
a
le

s
 r

e
p

re
s
e
n
ta

ti
ve

. 
 

D
o

w
n
lo

a
d

 a
t:

Ac
ce
ss
 a

nd
 

sh
ar

e 
in
vo
ice

s

Op
ti
mi
ze
d 

fo
r 
Sp
an

ish



18  |  Restaurant INFORMER October 2015

By Lara Creasy

So you own a successful restaurant concept, and expansion 

to a second location is almost complete. Things are going 

great, and the prospect of opening more locations is already 

on the horizon. Other business people are interested in your 

success, and more importantly, in your ideas. The topic of 

franchising starts to enter the conversation.

What should you do? How does one go from being a 

successful restaurant owner to entering the franchise game? 

Is it even right for you and your business? 

GRA members can look to one of their own as a model: 

Tin Lizzy’s, the Atlanta-based restaurant chain poised to take 

its success even further with the introduction of a franchise 

business in the Southeast region. With an aggressive growth 

plan in place, the group can practically walk us through the 

steps to franchise success.

1. Observe the 3/2 Rule. A well-known French franchise 

expert named Olivier Gast coined a rule in 1982 that 

franchise consultants still recommend today. Known as the 

3/2 Rule, the wisdom goes that before you even think about 

franchising, you should operate at least three outlets of your 

business for at least two years.

GEARING UP FOR GROWTH

From left, Tony Reaman, vice president 
of finance and administration for Tin 
Lizzy's, and CEO Tory Bartlett

TIN LIZZY’S CANTINA IS A MODEL FOR DEVELOPING 

A FRANCHISE PLAN THE RIGHT WAY
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Gast took the rule even further by recommending that his 

clients operate one outlet in Paris (or a very large city), one 

outlet in another smaller city and one outlet in an average town. 

The idea is that if the concept is strong enough to thrive in these 

very different markets for a period of at least two years, then it’s 

strong enough to go the distance anywhere. 

Tory Bartlett, CEO of Tin Lizzy’s, has surely heard this theory 

before. Bartlett came to the Tin Lizzy’s organization in 2013 as 

its COO. He previously spent 20 years with Hooters, where he 

worked his way up from dishwasher to Vice President of Franchise 

Operations. His promotion to CEO of Tin Lizzy’s in January of this 

year was part of a plan to get the company ready for expansion. 

In the last year alone, Tin Lizzy’s has opened three new 

restaurants, bringing its grand total to 10. The company makes 

no bones about its aggressive plan to open up to five new 

locations a year around the Southeast starting in 

2016, while also gearing up to franchise. 

“As we build restaurants,” Bartlett says, “we are 

excited about the uniqueness of each location.” 

After operating intown Atlanta locations in 

Buckhead for 10 years and in Grant Park for 6 

years, Tin Lizzy’s has recently expanded into 

Kennesaw, Duluth, the Mall of Georgia and 

even Augusta before coming full circle to a new 

downtown Atlanta location this summer.  “Tin 

Lizzy’s can work amongst all of these customer 

bases,” Bartlett says. “That’s what’s going to set us 

apart as a franchise.”

2. Invest in the infrastructure to support 
your growth. Running three successful stores is 

one thing, but 10? Planning to open five new stores 

a year? Running a franchise business? These goals 

require a strong support system, and Tin Lizzy’s 

has been slowly adding talent to its team to make 

expansion possible.

In addition to Tory Bartlett, Tin Lizzy’s brought in Tony 

Reaman, also a Hooters alum, to fill the CFO position. Financial 

planning is Reaman’s specialty, and his most recent gig was 

heading up financial planning for MacAlister’s Deli, a 337-store 

chain with $500 million in annual sales. 

Growth requires building – a lot of building. So Tin Lizzy’s 

also hired a Director of Construction, Dave Schrader, to handle 

all dealings with landlords, architects and contractors during 

new store buildouts.

Dominic Belli was put in place as the Director of Culinary 

Operations to oversee kitchen training at new stores and ensure 

quality control in the food department. 

A business is nothing without people, so Colleen Spahr, 

who started with the company several years ago as a server, 

was promoted to Director of Human Resources to oversee all 

training and hiring. 

“We have a lot of resources at the corporate level, and also at 

the partnership level,” Bartlett explains, pointing out that adding 

people to the corporate structure early in your business plan can 

be a delicate balance between allowing a person to grow into 

their position and keeping them productive. “It might seem like 

overkill to have a director of construction when you have four 

stores, or seven stores, but if you are planning for serious growth, 

it makes sense.”

Another major piece of the puzzle when planning for growth 

is putting technology into place. Reaman says that Tin Lizzy’s 

has done a great job of investing in systems such as Aloha for 

POS, as well as back office systems that allow them to track sales 

and labor and keep costs under control.

The most important technology they have invested in, he 

says, is KDS (Kitchen Delivery System), a software for electronic 

ordering. A few years ago, when they were at six stores, they 

partnered with Aloha and KDS to roll the integrated system out 

one store at a time. Now, as they open new stores, they have the 

system running from day one.

“At Tin Lizzy’s, every order is unique. We encourage guests 

to customize menu items. We wanted to get away from printing 

checks in the back. KDS electronically sends the order to the 

back, manages the ticket times, and the servers just bump the 

screen to complete the order,” he says. “KDS has proven to be a 

very good investment for us, not just to get the order right, but 

also to be able to track things.”

The system will be mandatory for any future franchisees.

Tin Lizzy's offers a fun take on traditional Mexican food but still offers mainstays like 
chips and salsa and margaritas.
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3. Choose good partners. Bartlett says that the hiring 

process for Tin Lizzy’s staff is very selective. He plans to take that 

same approach to the choice of franchisees down the road.

“Success to us is growing the brand the right way, not 

necessarily fast.”

Bartlett says the criteria for franchisees are going to be finding 

business owners that not only embody what Tin Lizzy’s is about, 

but who also really know their geographical area. He plans to 

seek out those who already own a few restaurants in a target 

location, like Dallas, for example. He wants potential franchisees 

who know the local real estate market and who already have a 

proven track record of running a successful business. 

There are already interested parties, says Bartlett. “The 

restaurant world is very small.” He adds that it’s easy to get 

excited about the level of interest in their franchise plan. For 

example, he’s had someone want to open a store in California.

“But when you think about it, how are you going to check up 

on that store? You have to look at your resources, make sure you 

are able to support the growth.”

While stores out west might be too far 

away for them right now, they plan to remain 

focused on the Southeast in the near future, 

where travel to each location is quicker and 

the ability to leverage product procurement 

for franchisees is easier.

For the time being, the plan is to keep new 

stores in Georgia, the Carolinas and Tennessee 

a part of the core Tin Lizzy’s business, and to 

expand the franchises into nearby states, such 

as Texas, Louisiana, Florida and Virginia.

“Those places are close enough for us to 

keep track of, but a potential franchisee 

might know the area better than we do,” says 

Bartlett.

He adds that Tin Lizzy’s plans to leverage 

relationships with the GRA and similar 

organizations in other states, so that they can 

find those for whom Tin Lizzy’s would be a 

good compliment to their existing businesses.

4. Have a solid brand identity. Finding 

good partners in good locations is key, but 

any franchise will fail without a solid concept, 

and the leadership at Tin Lizzy’s truly believes 

in the uniqueness of their brand. “There are 

a lot of tequila places, a lot of taco places,” 

says Bartlett. But he adds that the variations 

on the menu, such as multiple steak tacos, 

and the mix of international cuisines, like 

Korean tacos, even Greek tacos, make the 

brand unique. He says the franchise plans call 

for strict observation of the menu, and more 

importantly, the brand’s service standards.

The mantra of “Friends Serving Friends” is repeated over and 

over by the management team. But what exactly does it mean?

“We treat our employees the way we want them to treat our 

guests,” says Bartlett. Unlike other restaurants that discourage 

employees from hanging around work when they are off, Bartlett 

says Tin Lizzy’s offers employees a significant discount on food 

and drink so they WILL hang out. “We understand that guests 

do want to hang out with the employees. We encourage that 

interaction with guests.”

Tin Lizzy’s also offers a lot of employee recognition, has upbeat 

quarterly meetings and sponsors activities like T-shirt design 

contests that employees can participate in. 

Bartlett says that they really go out of their way to listen to 

employees about products or situations that might not be right. 

He cites an example of a steak that was added to the menu 

following a corporate purchase. Employee feedback on the steak 

was negative, and the product was ultimately pulled until it 

could be examined.
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Mike Hume, general manager for the Tin Lizzy's Kennesaw location, which opened in 2014
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“It’s one thing to be at 30,000 feet and order a 

product, but you might not see how that product hits 

the restaurant.” He says they would never have known 

that the product wasn’t up to Tin Lizzy’s standards if 

that employee hadn’t felt empowered to speak up. 

“If you are able to take that front-line employee and 

make sure they embody the values and mission of the 

company, then you can scale that. It’s one thing to say 

it,” says Bartlett. “But you really have to mean it.”

Spahr agrees, “We encourage feedback at Tin Lizzy’s, 

the good and the bad," she says. "Some concepts fear the 

bad feedback from guests, but all of us at Tin Lizzy’s use 

that feedback to look for opportunities to improve the 

guest experience.” She says that introducing new hires 

to the Tin Lizzy’s service culture is the same for every 

position, “from the dishwashers to the executives.”

Bartlett adds that in training this concept to 

potential franchisees, it will be very important that 

Spahr and the rest of the corporate team are very 

present in all parts of the training process.

5. Never neglect your core business. Because 

the Tin Lizzy’s business plan includes aggressive 

growth in their company store lineup, along with 

franchising, it’s easy to think the company might 

spread itself a little thin. But Bartlett has a plan in 

place.

“The biggest thing is not taking the eye off the ball 

with your core business, and your legacy stores,” 

he says. He and the other corporate officers plan to 

remain a high-touch management team and to use 

key performance indicators, such as guest surveys 

and social media sights like Yelp, to keep them in tune 

with the pulse of their business.

A huge key to the success of their company stores 

is the empowerment of the general managers. “The 

general manager is the heart and soul of our business. 

They have a lot of autonomy,” Bartlett says.

Mike Hume, general manager of the Kennesaw 

location, agrees. “General managers at Tin Lizzy’s are 

empowered in a way that is unique. You operate your 

location as if it was your business.” 

He says this sense of ownership and empowerment 

makes it possible for GMs to carry through the Tin 

Lizzy’s vision of every guest leaving happy. The 

empowerment starts from the bottom up, with every 

employee having the same sense of ownership.

“You have someone at your table who has never 

been to a Tin Lizzy’s before? Buy them an appetizer. 

Your guest doesn’t like certain foods or maybe has an 

allergy? Customize their meal. It all goes back to ‘Friends 

serving friends’ and doing the right things.”  ■

Tin Lizzy's offers tacos and margaritas with a twist. Above, the Thai Basil 
Margarita made with 1800 Coconut, and below, the Korean BBQ Pork Tacos. 
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The restaurant industry’s top five menu trends in 2015 

according to the National Restaurant Association directly 

interplay with health and nutrition, and they’re likely to drive 

restaurant sales into the New Year. How does your menu rank? 

Do you identify healthful options? List serving sizes? Allow 

substitutions? Modify culinary preparation?

For many Americans, eating healthy is not easy, particularly 

when dining out. Added fat and sodium and large portions 

make it difficult to manage cholesterol, diabetes, high blood 

pressure and weight gain. Diners looking for healthful options 

can’t always spot them on the menu. Consider a businessman 

following a low-cholesterol diet:

Joe is meeting a business client for lunch. He arrives at the 

restaurant early to ask questions about the menu since the 

nutrition information isn’t available online. Joe is looking for 

items lower in calories and fat and higher in fiber. He asks 

about the servings sizes and preparation methods and learns 

that the steamed veggies are dressed with butter and seasoning 

and the grilled chicken is marinated in housemade sauce 

containing oil. He settles on the grilled salmon served with 

sautéed spinach and mashed potatoes. Joe asks the server if he 

can substitute a plain baked potato for the mashed potatoes. 

The answer is ‘yes, for a $3 upcharge’. When his plate arrives, 

he sees that the sautéed spinach is creamed and not as low in 

fat as he thought.

Everyone who walks in the restaurant is managing a food 

allergy, medical need or personal preference, and though we 

can’t be all things to all people, we can make it easier for diners 

to eat dairy-free, gluten-free, low-carb, low-fat, low-sodium, 

vegan or vegetarian to meet their lifestyles. Variety of and 

easily identifiable healthful options can create loyal dining 

guests who then bring their own clients and friends and event-

catering opportunities.

So let’s showcase the healthful and modifiable menu 

options, including description of serving sizes and culinary 

preparation – all the while emphasizing flavor – because taste 

still matters.

We must move beyond entrée salads and heavy protein plates 

to satisfy the growing number of health-conscious diners and 

cash-in on the top food trends. 

Menu Review
Identify your healthful ingredients or dishes. A registered 

dietitian nutritionist (RDN) can help you do this.

Do you…

• Incorporate vegetables, legumes and grains as primary   

 ingredients whenever possible? (Especially main course   

 soups)

• Use low-fat low-salt flavorings? (Such as fresh herbs and   

 spices, lemon or flavored vinegars)

• Use vegetable oil instead of butter when possible for more   

 dairy-free options?

• Have accurate food descriptions revealing dairy, eggs,   

 nuts or other common allergens?

• Grill, roast or smoke meats and vegetables?

• Use minimal amounts of added sugar?

Can you…

• Increase the amount and variety of vegetables offered to   

 provide fiber and different phytochemicals and    

 nutrient mix?

Move beyond entrée salads and heavy protein plates 
to satisfy your health-conscious diners

Serving Up Healthful Menus

By Cristina Caro

Create loyal dining guests by offering healthful menu options to accommodate those with eating restrictions, whether they are because of a 
food allergy, medical need or personal preference.
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Cristina Caro, MBA, RDN, LD, is a nutrition and food safety expert 

with Food Training Group. She is a featured presenter for the 

Atlanta Foodservice Expo and has also spoken at the Southern 

Convenience Store and Petroleum Show, NACS Webinar series, 

Georgia Academy of Nutrition & Dietetics and the South 

Carolina Academy of Nutrition & Dietetics. She provides food 

safety audits and education, menu evaluation and modification, 

and operational improvements to enhance profitability. Learn more at www.

foodtraininggroup.com.

• Feature seasonal vegetables, steamed, roasted or grilled to maximize nutrients  

 for calories?

• Have fruits available as a dessert option?

• Offer small plates (reduced portions) to help diners regulate appetite, blood   

 sugar and body weight?

• Substitute hummus, mashed avocado or mustard for mayonnaise on   

 sandwiches for more egg-free and heart-healthy options?

• Offer gluten-free grains such as quinoa and rice?

• Provide plain, un-sauced steaks, fish filets, grilled meats and vegetables that are  

 cooked whole to help accommodate food allergies and restricted diets?

Menu Promotion
We continue to see food trends that follow healthful menus – ancient grains, ethnic 

cuisines and flavors, housemade infused oils and vinegars, locally grown or sourced 

produce, meatless dishes, minimally processed and seasonal items. Help yourself and 

your dining guests by highlighting any menu items that satisfy these trends.

Have monthly features associated with events, growing seasons or observances.

• Low-fat or low-sodium entrée (or side) for Heart Health month

• New entrée salad or soup for National Nutrition month

• Children’s menu item for Family Meals month

• Pumpkin or sweet potato dish for fall harvest

• Small plate (reduce portion) for New Years's resolutions

These seasons can tie in with your existing promotions around school, sports, 

holidays, celebrations and dining themes. Diners will recognize and appreciate your 

participation in current events and promoting healthful menu items. And they will 

return soon to see what you’re doing next.

A small investment in a menu makeover can yield big returns in popularity, loyalty 

and increased sales. ■

Offering plain grilled meats on your menu can help accommodate diners with food 
allergies and restricted diets.
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Popeyes CEO Cheryl Bachelder shares her 
take on why servant leadership works

By Ellen Weaver Hartman, APR Fellow PRSA

Popeyes CEO Cheryl Bachelder has taken the Golden Rule 

to work, and it is paying big dividends to the company's 

shareholders, its employees and the community. Since she 

became CEO in 2007, her mission has been to create a 

workplace that inspires service 

to one another while also 

achieving top-tier results.

She honed that philosophy 

over a 35-year career at compa-

nies like YUM! Brands, Domi-

no’s Pizza, RJR Nabisco, Gillette 

and Procter & Gamble, and for 

her efforts, she has been named 

the 2015 Nation's Restaurant 

News Norman Award for out-

standing leadership.

Popeyes® Louisiana Kitchen 

Inc., the company she helms 

today, is a multibillion-dollar 

chain of nearly 2,400 restau-

rants around the world. Un-

der Bachelder’s leadership, the 

chain has seen a remarkable 

turnaround of the company’s 

financial results. 

Over the past seven years, Popeyes’ enterprise market cap has 

grown from $300 million to more than $1.3 billion. At fiscal year-

end 2014, system-wide revenues were $2.7 billion. These revenues 

are generated by nearly 2,400 restaurants operated by 340 fran-

chisees and more than 60,000 restaurant employees in the United 

States, three territories and 26 foreign countries. 

Industry watchers say these results are a direct reflection of the 

strategic growth roadmap put in place by Bachelder. 

But if you ask her, she’ll say it is the people of Popeyes who made 

such changes possible. Her role, she says, has been to guide them 

and provide opportunities for great ideas and people to flourish. 

To learn more about how she goes about doing that, we talked to 

Bachelder about her new book, Dare to Serve, and the leadership 

philosophy at its center. 

Q: What about this notion of “servant leadership” resonates with you? 

A: The philosophy of servant leadership resonates with me 

because it is essentially “Golden Rule” leadership.  All of us can 

describe the leaders who have served us well in our careers.  We 

know what good looks like: it is a leader who challenges you, a 

leader who takes risks on you, a leader who genuinely cares about 

you, a leader who tells you the truth.

This has become my obses-

sion: to show leaders that ser-

vant leadership is the path to 

superior performance results.

Servant leadership asks 

the leader to always examine 

their decisions in light of this 

question: “Will the people be 

well-served by these actions/

decisions?” Robert Greenleaf, 

founder of the Greenleaf Cen-

ter for Servant Leadership, gave 

us this test of leadership more 

than 40 years ago.

This is a very high standard of 

leadership and requires leaders 

to overcome their self-centered 

nature.  It transforms the leader’s 

focus and creates the conditions 

for the people to perform their 

best work.

Q: What inspired you to write Dare to Serve? 

A: There are many books about servant leadership, but very 

few written by actual business leaders. Most are written by 

academics and consultants who study what leaders do. When I 

was a young leader, I read The Soul of the Firm by Bill Pollard, 

then CEO of ServiceMaster. His servant leadership approach 

influenced my thinking. That book was written in 1996. 

I wanted to write a similar case study on the turnaround of 

Popeyes to freshen the conversation and offer leaders some 

guidance in how to put these principles into action.

Q: How do you define “Dare to Serve” leaders? 

A: A Dare to Serve Leader has a rare combination of traits. They 

are courageous enough to take the people to a daring destination, 

yet humble enough to selflessly serve others on the journey.  It is 

the dynamic tension between daring and serving that creates the 

conditions for superior performance.

THE BUSINESS OF SERVING OTHERS
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Q: In the book, you share some of the challenges and struggles 

you’ve dealt with. Why? 

A: I share both Popeyes and personal stories to illustrate the 

tenets of Dare to Serve leadership. I believe stories help us 

discover new insights better than any other approach. So I am 

very open and transparent about both the good lessons and the 

difficult lessons in my life.  I don’t hold back.  Leadership lessons 

are a journey of the soul.  If I were guarded and vague, I would 

offer nothing of value.

I wish transparency and vulnerability were more common traits 

in leaders. These are the traits that make us real and human to 

the people who work on our teams.  People want to know their 

leaders-before they follow them.   If you are not willing to be 

known, you will have half-hearted followers.

Q: How do you see leaders using your book? 

A: In the book, I ask 40 Dare to Serve Reflection questions. I 

wanted leaders to dig deep and explore their own leadership 

point of views, not just read about mine. Most leaders have 

not developed deep-rooted conviction about their leadership 

approach. If you work through the answers to these 40 questions, 

you will know why you lead and what kind of legacy you want 

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, Frist 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 

and 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.

to leave. We created an eight-week video series with discussion 

guides to help you in this journey. These resources are available 

free of charge at my website, www.cherylbachelder.com. ■
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Change is never easy. But when 

changes are announced that affect 

the rules and regulations that restaurant 

operators and managers use to maintain 

safe food operations, well, we all get a bit 

concerned. 

The Georgia Department of Public 

Health’s Environmental Health-Food 

Service section recently released an 

updated Food Code for our state. The 

Rules & Regulations for Food Service 

511-6-1 will become effective Nov. 1, 

2015, however there is a three-month 

implementation period being observed 

prior to enforcement to allow for training. 

This means restaurants and food service 

operations have until Feb. 1, 2016, to 

train and prepare their teams for the new 

inspections. 

So what does the new food code have 

that differs from the old code? Really, 

quite a few things. So read on to help 

you prepare your staff for the November 

1 effective date of the new rules and 

regulations. You can also download 

a copy of the Georgia DPH’s Major 

Changes brochure from our website at 

foodtraininggroup.com. The new Georgia 

Rules & Regulations for Food Service 511-

6-1 can also be downloaded from the 

same area.

BACK OF THE HOUSE CHANGES

 There are several revisions in the 

back-of-the-house procedures for 

foodservice equipment and food 

preparation. Some changes are easily 

incorporated into your daily activities; 

others will need your attention and 

planning for implementation. 

 What we previously called 

Potentially Hazardous Foods are now 

known as ‘Time/Temperature Control 

for Safety Foods’ or TCS foods. This 

term has been commonly used in the 

ServSafe program for several years, but 

we are only now making it official in 

Georgia. Additionally, cut leafy greens 

have been added to meats, dairy, cut 

tomatoes, melon and cooked rice as a 

TCS food. 

 Dishes prepared using cut leafy 

greens and held at room temperature 

longer than 4 or 6 hours will require 

laboratory testing and an approved 

variance. To be in compliance and 

avoid the variance requirement, be 

sure that you keep all salads and other 

dishes using cut leafy greens (including 

entrees) below 41°F and out of the 

Danger Zone. Train your kitchen team 

in this change in classification and 

product handling.

 The updates require that a HACCP 

Plan is required before engaging in 

an activity that requires a HACCP 

plan. This plan is submitted to the 

local Health Authority for joint review 

by the State Office of Environmental 

Health and the local Health Authority. 

Operations cannot begin the requested 

activity without an approved HACCP 

Plan and variance.

 Although not requiring a HACCP 

Plan, there are new requirements 

added to the Rules & Regulations 

for non-continuous cooking of raw 

animal food. To use a non-continuous 

process to pre-cook meats you must 

have obtained prior approval from the 

Health Authority and have written 

procedures that cover preparation, 

storage and subsequent handling, 

reheating and service of the food 

product. Documentation must be 

maintained on all steps in the process. 

If your operation uses or plans to 

use this method of food preparation, 

please read the food code carefully.

 Reduced Oxygen Packaging 

(ROP) and Sous Vide preparation are 

variances that require a HACCP Plan. 

The new food code requirements have 

been modified and are very detailed 

as to process, sanitation, training and 

holding of product for more than two 

days.

Reduced Oxygen Packaging can also 

be accomplished without a variance 

and required HACCP Plan when the 

restaurant uses a ROP method to 

package TCS food and always labels 

the bag with the production time 

and date, holds product at 41°F or 

less during refrigerated storage and 

removes the food from its container 

within 48 hours after packaging for 

reheat and service. This section also 

requires that the ROP food stays 

within the preparing restaurant; it 

cannot be sent for use to another 

company location.

If your operation uses these 

processes, be sure to carefully read the 

related sections.

GEORGIA'S REVISED 
FOOD CODE BECOMES 
EFFECTIVE NOV. 1, 2015
By Nancy Caldarola

Be Ready for 
Change: Part I
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770-455-8844 | 800-282-1977 

ATLANTA FIXTURE 
& SALES COMPANY INC.

www.atlantafixture.com

STORE HOURS
M-F 8:30 to 5:30  SAT 9:00 to 4:00 

Established 1927

3185 Northeast Expressway 

Atlanta, Georgia 30341-5389

Follow Us:

ATLANTA’S

FOODSERVICE

EQUIPMENT

& SUPPLIES

DEALER

AWARD-WINNING

Commercial Kitchen Design
Professional Sales Consultants
Largest Showroom in the Southeast
8000 + In Stock Items Ready To Ship
Locally Owned
 

 Rules for glove usage has been further 

detailed to state that when employees 

are wearing gloves to handle food, their 

hands must be washed and cleaned prior 

to donning a new pair of gloves to initiate 

a new task. 

 In the new Rules & Regulations, 

foodservice employee are allowed to use 

non-gloved, bare hands with ready-to-

eat foods under certain conditions: A) 

the particular food is being added as an 

ingredient to a dish that has a raw meat 

or fish ingredient and is to be cooked to 

at least the minimum time/temperatures 

for the particular menu product; B) the 

particular food is being added as an 

ingredient to a dish that does not contain 

a raw meat or fish ingredient but is to be 

cooked to a time/temperature of at least 

145°F; and C) the ready-to-eat food used 

in this way must be identified for cooking 

use only and kept separate from other 

ready-to-eat foods that will not be cooked. 

This last point is sticky – you MUST 

keep any items like celery, carrots, even 

green leafy vegetables cleaned and 

prepped for use in hot entrée dishes in 

separate containers and labeled correctly 

for use in cooking. Add this to your 

training list for employees.

 A great change for small kitchens! 

Ready-to-eat food such as potatoes, soups, 

chili, sauces, etc., may now be thawed, 

rehydrated or cooled after cooking in the 

Fruit and Vegetable sink. The sink must 

be cleaned and sanitized before ready-

to-eat food is placed in the sink and after 

completing the process. This sink should 

always be properly cleaned and sanitized 

before using it to wash fresh fruits and 

vegetables. This updated procedure does 

not apply to ready-to-eat food that is served 

as raw or undercooked animal foods.

 If your operation uses a device for 

on-site generation of chemicals used in 

the washing or to assist in the peeling of 

fruits and vegetables, or for the washing 

of raw, whole fruits and vegetables, it 

shall be used in accordance with the 

manufacturer’s instructions. 

 For operations using hot water 

mechanical warewashing equipment, 

an irreversible registering temperature 

indicator must be available and 

readily accessible by the employees 

for measuring the utensil surface 

temperature. This will require 

a purchase of the indicator and 

training employees to use and read 

the temperatures; documentation 

of the temperatures is not required 

but recommended. This additional 

purchase and implementation 

requirement must be completed before 

February 1, 2016.

 If your operation uses Key Drop 

Deliveries, you must inform the 
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OCTOBER 
19-20, 2015

Georgia World Congress Center

Everything to make your 

operation run 

FASTER. CLEANER.

BETTER. TASTIER.Use  
Promo Code 

for $10 off  
registration!

RI15  
REGISTER TODAY @ 

 AtlantaFoodserviceExpo.com

local Health Authority that key drop 

deliveries will be received and provide 

the name of the company completing 

the ‘after business hours’ drops. 

The company providing key drop 

deliveries must certify in writing 

(to your business) that the products 

delivered will be under its control 

throughout the delivery process and 

ensure that all products will be properly 

stored in coolers and store rooms and 

not left on loading docks or in areas 

accessible by the public. All food must 

be properly placed to maintain food 

safety and security and to protect 

products from contamination and 

adulteration. Restaurants receiving Key 

Drops must have a written agreement 

with the food distributor and records 

that show the delivery condition and 

temperature of the products upon receipt 

of delivery. These documents must 

be made available if requested by the 

Environmental Health Inspector.

 Ready-to-eat TCS foods must 

be discarded when their hold time 

exceeds 7 days, not including the 

time that the product is frozen. 

If the TCS food is in a container 

or package that does not bear a 

date or day, discard it when 7 days 

have expired. Similarly if a food is 

in a package that is appropriately 

marked with a date or day, discard 

when it exceeds 7 days.

 All kids love hamburgers, which 

are classified as “Comminuted" 

products. Comminuted means 

reduced in size by mechanical 

methods such as chopping, flaking, 

grinding or mincing. This product 

classification includes fish or meat 

products that are reduced in size 

and restructured or reformulated. 

Rules about Kid Menus with 

Hamburger offers have been 

clarified to prohibit the service of 

undercooked comminuted meats to 

the under-adult age guest.

 Non-heated, forced air dryers 

have been added to the list of hand 

drying options.

These are just some of the changes 

related to back-of-house operations. 

In the next issue of Restaurant 

INFORMER, learn more about changes 

in the food code related to refilling 

returnable containers, personnel 

management additions, pet dogs in 

outside areas and more. 

Change can be good, especially when 

guest safety is improved. Take the time 

to download the new Georgia Rules 

& Regulations and begin to review 

the contents. If you have questions, 

contact your local Health Authority, 

the GRA office or the Food Training 

Group. We are all here to help you over 

this latest hurdle of change. ■
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Meat and seafood purveyor 
Halperns' and Prime Wine & 
Spirits co-hosted a restaurant 
trade event at the Georgia 
Aquarium in August. 

Photos by Leonardo Ruscitto

SNAP
SHOTS

Chris Wright of Prime Wine & Spirits, left, with Jennifer and Jonathan 

Mattson, owners of Zola Italian Eatery & Bar in Milton

From left, Jeff Sommer of Loews New Orleans, Casey Burchfield of The Ritz-
Carlton Lodge at Reynolds Plantation, Shaun Thomas of the Ritz-Carlton 
Atlanta, and Aaron Baxendale of The Ritz-Carlton Lodge at Reynolds Plantation

Maceo Goodman, left, and Bennett Brown of Low Country 
Catering in Smyrna

From left, Jay Kaplan of Prime Wine & Spirits with Mario Maccarrone 
and Costanzo Astarita of Grazie Hospitality Group, which owns 
Villaggio Gastro Italian in Decatur and Publik Draft House and 
Baraonda Ristorante and Bar in AtlantaFrom left, Justin Anthony of Yebo Restaurant & Bar, Derek Anthony 

of 10 Degrees South and Joseph Kahwach of Basil’s in Atlanta.



RestaurantINFORMER.com’s directory puts 

supplier contact information — phone, email, 

web site link and more — right in your phone. 

With more than 40 product categories, 

you’ll find a company to supply what 
you need, whether it’s baked goods, 

kitchen equipment or POS services.

Put Your 
Supplier List

Suppliers — get 
your directory listing 
for only $95. Don’t 

be left off your 
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 

and supplier directory.

In Your Hand!
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INDUSTRY
EVENTS

October 2015
Decatur Restaurant Week

October 4-8

  

ACF Monthly Meeting

October 5, Phoenix Produce, Forest Park

Florida Restaurant & Lodging Show

October 6-8, Orange County Convention 

Center, Orlando 

  

Webinar: Georgia Food Code Briefing

October 13

  

Atlanta Foodservice Expo 2015

October 19-20, Georgia World Congress 

Center, Atlanta

  

Avalon Restaurant Week

October 24-November 1, Alpharetta

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.

1.800.968.4164  richara.brown@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.

November 2015
GRACE Awards Gala

November 1 —  at the Foundry at Puritan Mill, 

Atlanta

6th Annual Sunday Supper South

November 1 — Ponce City Market, Atlanta

ACF Monthly Meeting

November 2 — US Foods

15th Annual Afternoon in the Country 

Hosted by the Atlanta Chapter of Les Dames 

d' Escoffier International

November 8 — Serenbe, Palmetto

Savannah Food and Wine Festival

November 9-15 — Savannah

Georgia Gives Day: Georgia's Annual 

Crowdfunding Philanthropy Day

November 12

December 2015
Chatham County Food Code Briefing

December 1, Georgia Power Customer 

Resource Center, Savannah 

  

December Coastal Chapter Meeting

December 2, The Pirate's House, Savannah 

 

UCCA Annual Christmas Party

December 4, Georgia Tech Conference 

Center Hotel, Atlanta
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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

The Paper Plane (renovated and renamed)

Est. Opening Date: Mid-September 2015

340 Church St.

Decatur, GA 30030 

www.the-paper-plane.com

The newly renovated restaurant will feature a tiki bar theme 

with a Polynesian-style menu and craft cocktails. 

Juice Bar

Est. Opening Date: Late 2015 

11270 Medlock Bridge Road 

Johns Creek, GA 30097

www.ilovejuicebar.com

The menu consists of a variety of smoothies, juices, shots and 

cleanses. 

Restaurant- Owner/Chef Jonathan Waxman

Est. Opening Date: Late 2015

675 Ponce de Leon Ave. NE (Ponce City Market)

Atlanta, GA 30308

www.barbutonyc.com

This untitled Italian restaurant will feature Pizza and other 

Italian favorites. 

Rreal Tacos

Est. Opening Date: Mid-September 2015

110 Sixth St. NE

Atlanta, GA 30308

www.rrealtacos.com

This casual Mexican taqueria will offer eight different taco 

varieties along with a full bar. 

Restaurant TBD by Billy and Jenn Streck

Est. Opening Date: Late 2015

817 West Peachtree St. NW (Biltmore Hotel)

Atlanta, GA 30308

This new pizzeria will be feature an outdoor patio and 

approximately 2,230 square feet. 

Marlow’s Tavern

Est. Opening Date: Late 2015

2200 Block of Johnson Ferry Road NE, STe. 301 

(Brookleigh Market)

Brookhaven, GA 30319

www.marlowstavern.com

This American tavern menu offers classic burgers and many 

other tavern favorites, as well as a full bar. 

King of Pops

Est. Opening Date: Mid-September 2015 

675 Ponce De Leon Ave. (Ponce City Market)

Atlanta, GA 30308

www.kingofpops.net

The menu will offer sandwiches, salads and other small plates. 

They will carry their full array of seasonal popsicles, along with 

a full bar featuring popsicle-inspired cocktails. 

The Greater Good BBQ

Est. Opening Date: Late 2015

2358 Hosea L. Williams Drive NE

Atlanta, GA 30317

www.greatergoodbbq.com

The menu consists of classic BBQ dishes, chicken wings, ribs 

and variety of sides.

Aladdins Mediterranean Grill and Deli

Est. Opening Date: Mid December 2015

1568 Avenue Place (Emory Point)

Atlanta, GA 30329

www.aladdinmediterraneanrestaurant.com

The menu will offer soups, salads, falafel, kabobs and 

shawarma. 

Richard’s Southern Fried

Est. Opening Date: Early 2016

99 Krog St. (Krog Street Market)

Atlanta, GA 30307

Richard’s will offer three different styles of fried chicken in a 

special blend of spices. 

Char Korean Bar and Grill 

Est. Opening Date: October/November 2015

229 North Highland Ave. NE (Inman Quarter)

Atlanta, GA 30307

The menu will feature Korean barbecue, spicy noodles, kimchi-

pork belly fried rice, along with a full bar. 

Restaurant: Yet to be announced

Est. Opening Date: Summer 2016

870 Inman Village Pkwy. NE

Atlanta, GA 30307

Sandeep Kothary of Tabla plans to open a new yet-to-be-

announced restaurant, featuring an Indian-inspired American 

menu. 

Jamba Juice

Est. Opening Date: November 2015

2074 North Decatur Road 

Decatur, GA 30033

www.jambajuice.com

The casual restaurant offers smoothies, juice, fruit refreshers, 

and energy bowls. 

Beetlecat

Est. Opening Date: November 2015

299 North Highland Ave. (Inman Quarter)

Atlanta, GA 30307

The menu will focus on small, sharable plates, but still offer an 

assortment of entrees and desserts. 

Tom & Chee

Est. Opening Date: Late Fall 2015

1085 Howell Mill Road NW (Westside Ironworks)

Atlanta, GA 30318

www.tomandchee.com

The menu will specialize in grilled cheese and soup, yet 

offer 28 different sandwiches with a variety of meats and 

vegetables. 

RESTAURANT

REPORT



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.




