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Full Hearts 
and Calendars

Share Our Strength’s Give Me Five event is one of my 

favorites. Not only are guests served delicious food and 

drink pairings by top chefs and sommeliers, it serves a cause 

that strikes my heart – childhood hunger.

Just think about it – 1 in 5 children in America live in food-

insecure households. Total it up, and you get 16.7 million 

children that are hungry and not receiving wholesome meals 

they need to live a health life. That’s crazy.

Naturally, restaurateurs rise to meet this hunger challenge. 

In Atlanta, Pano Karatassos and George McKerrow are 

restaurant leaders who’ve dedicated countless hours, energy 

and funding toward the cause. They are certainly not alone. 

Every Share Our Strength event in Atlanta has a room full 

of chefs, cooks and purveyors who make the event to “end 

childhood hunger” one of the most successful in the country. 

If you’re part of that group – thank you. If you’re not part 

of it and feel compelled like I do to support this critical 

cause, check out strength.org. There’s a strong network of 

Georgians involved with Share Our Strength that can plug 

you in. The next event to sign up for the Dine Out for No 

Kid Hungry campaign. You can find out more about this 

campaign on page 8 of this issue.

I’d like to tip my hat to the Arby’s organization for creating 

a foundation for fighting childhood hunger. In Georgia, the 

Arby's Foundation invested $3 million to execute a strategic 

plan aimed at ending childhood hunger across the state 

and developing a sustainable model that can be replicated 

nationwide. Through that investment, the state of Georgia 

saw an increase of one million additional summer meals. 

The Arby’s Foundation also invested $4 million in innovative 

strategies and programs with Share Our Strength to solve the 

problems children face over the vulnerable summer months. 

Across the nation, more than $11 million has been raised 

through the Arby's Foundation’s efforts.

During the Give Me Five event, Share Our Strength 

President Tom Nelson presented Arby’s Restaurant Group 

CEO Paul Brown with the Great Oak Award, a marquee 

award honoring Arby’s as a tremendous supporter and 

partner of the No Kid Hungry campaign.

Give Me Five seemed to kick off a calendar full of events for 

the restaurant industry, including Taste of Atlanta, the Atlanta 

Foodservice Expo, the GRACE Awards gala and several vendor 

shows, all of which Restaurant Informer plays a part. 

Restaurant INFORMER sponsors Taste of Atlanta’s Chef 

Tent. We are the Media Partner for Atlanta Foodservice Expo, 

and our November/December issue will debut at the GRACE 

Awards gala. We look forward to seeing you at these great 

events and in your restaurants! ■

http://www.restaurantinformer.com/
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MESSAGE FROM THE 
EXECUTIVE DIRECTOR 

What to Consider When Adding a Second or Third Location    

NEWS

Are you thinking about expanding your restaurant brand by 
adding another location? When restaurant owners tend to 

see a great amount of growth in their business, it is natural for 
them to think about expanding. Adding a new location can give 
you the opportunity to share your food with more people and 
become part of a new community. The process of expansion can 
be exciting, however there are several difficult decisions that need 
to be made and extensive research that needs to be conducted. 

Take a look at your existing 
location. Is the current location 
thriving and profitable? What factors 
are contributing to your current 
success and can this be duplicated 
in a new location? Decide whether 
your business can be replicated and 
operate without you being present 
all of the time. Who will manage the 
new location, and are there qualified potential employees in 
the new target market?

It is important to explore all of the possibilities and to get 
creative with the expansion. If you are looking for options 
to expand your business but are not sure that an additional 
location is the best route, consider alternative growth options 
like building out a website or increasing internet marketing, 
expanding your social media outreach and promotions or 

adding additional services such as catering. 
A key factor in expanding your restaurant location would be 

to maintain your standards and focus on the core values of your 
brand. Remember to stay true to your customers. Your current 
success can be attributed in large part to your customers. Be 
sure you keep your guests at top of mind and do not make any 
decisions that could make them feel ignored. 

When talking about expansion, site selection is crucial. 
Do your market research on potential 
locations and identify target markets. 
Measure the strength of existing 
demand and current or anticipated 
competition. Will this new location 
give you access to an even larger group 
of potential customers? Also, determine 
the characteristics you are looking for 
in a proposed location and determine 

whether potential sites would positively or negatively impact 
the way your business would operate. 

Above all, it is imperative to have adequate funding locked 
in before expanding. Whether it be through a loan, investor or 
through your own capital, consider all funding options. Also, 
it is important to remember not to rely on funding from your 
current location and to consider it as a separate entity. 

Taking all of these factors into consideration, put together a 
business plan that will paint a clear picture of your goals and 
aspirations for the new location. Keep in mind that if and when 
you decide to expand your restaurant brand, it should be based 
on logic and research, as opposed 
to the mere desire to duplicate your 
current location.  ■

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.

A key factor in expanding 
your restaurant location 

would be to maintain your 
standards and focus on the 
core values of your brand.

http://www.garestaurants.org/
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5 BEST 
PRACTICES TO 
SAVE WATER 
& MONEY
By Kelly Johnson, 
zero waste zones manager

1Turn hand sinks into a fountain of 
savings. Don’t miss an opportunity 
to save thousands of gallons of 

hot water every year. Install low-�ow 
aerators on your hand sinks. It’s a great 
place to start saving. Sink aerators can be 
purchased through your FF&E Supplier 
or at a home improvement center. 
 

2A twist on water service: Ask 
before pouring. Have your servers 
ask guests one simple question: 

“Would you like a glass of water?” 
�is easy step will save water, ice and 
dishwashing costs.
 

3Swap out old pre-rinse spray 
valves. Spray valves can account 
for nearly one-third of the water 

used in a typical commercial kitchen. 
Low-�ow units are designed with a high 
velocity feature that ensures they work 
the same job as higher-pressure units, 
saving water and dollars on the bottom 
line. New participants of the Zero Waste 
Zones program receive a top notch 
low-�ow valve ($150 value) when they 
sign-up. 

4Don’t be a drip: Fix leaks fast. 
Even a small leak can add up to 
hundreds of dollars of pro�t �ushed 

down the drain, so if something leaks, 
�x it as soon as possible. Remember, 
every drop of hot water costs you in 
three di�erent ways: water in, sewer out 
and water heating. New participants of 
Zero Waste Zones also receive a drip vial 
that will help managers and employees 
visualize the wasted water of a drip. 

5Cut back outdoor water use. 
Consider the importance of your 
landscaping plan as you seek to 

update your restaurant’s curb appeal 
and/or save water. Consulting with your 
landscaper on less-thirsty plants will 
help you save. Added bonus: if your 
sta� forgets to water the plants a few 
times, there’s a much better chance your 
investments will still survive the Georgia 
heat.  ■

For more ways you can reduce 
your water use or to learn more about 
becoming a part of Georgia’s Zero Waste 
Zones, visit www.zerowastezones.org.

How do I reduce my water use? 
�at’s the question most o�en 

asked by Georgia restaurant owners, 
since rising sewer costs and potential 
water shortages throughout the 
state have pushed the issue to the 
forefront. As business community 
leaders, restaurateurs can take some 
easy steps to conserve. By spending 
less than $100 and a little of your 
time, these �ve low-cost e�orts could 
save hundreds or even thousands of 
dollars in water costs. 

http://www.restaurantinformer.com/
http://sysco.com/health/
http://www.zerowastezones.org
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�e Georgia Restaurant Association (GRA) is 
proud to announce the �nalists for the 2015 Georgia 
Restaurant Association Crystal of Excellence 
(GRACE) Awards. All �nalists are peer nominated, 
which ensures that we honor the most deserving in 
our industry. �e winners are then decided by the 
GRACE Academy, which consists of all past GRACE 
nominees and current GRA Board Members. 

On Sunday, Nov. 1, 2015, the GRACE Awards Gala, 
an exclusive event honoring leaders who have made 
outstanding contributions to Georgia’s restaurant 
industry, will take place at the Foundry at Puritan 
Mill in Atlanta. At the event, winners for Restaurateur 
of the Year (Small/Independent, Franchisee, Large/
Corporate), Industry Partner of the Year and the 
Distinguished Service Award will be announced. �e 
GRA will also honor the Restaurant Employee of the 
Year, Manager of the Year, ProStart Student of the Year 
and this year’s Lifetime Achievement Award winner, 
Doug McKendrick of McKendrick’s Steak House. 

In addition, Jim Stacy, television host and owner 
of Pallookaville Fine Foods, will serve as the Master 
of Ceremonies. Live entertainment will be provided 
by Latin band Willie Ziavino and C.O.T. Band, 
which regularly plays at GRA member restaurant 
Eclipse di Luna.  

“In celebration of the 9th Annual GRACE Awards 
Gala, we are delighted to continue the tradition of 
recognizing our industry for their excellence and 
achievement,” says Karen Bremer, executive director 
of the Georgia Restaurant Association.

A portion of the proceeds from this event will 
bene�t the Atlanta Community Food Bank, whose 
mission is to �ght hunger by engaging, educating and 
empowering the community. ■

2015 GRACE AWARDS FINALISTS
Restaurateur of the Year: Small/Independent
Jonathan and Justin Fox, Fox Bros. Bar-B-Q

Kevin Rathbun, Cliff Bramble and Kirk Parks, Rathbun’s, KR Steak Bar, 
Kevin Rathbun Steak

Ryan Pernice and Ted Lahey, Table & Main, Osteria Mattone

Restaurateur of the Year: Franchisee
Mike Orcutt, Cowabunga, Inc. | Domino's 

Matt Hansen, KBP Foods | KFC, Taco Bell, Long John Silver’s, Pizza Hut

John Silvey, Poultry Partners | Zaxby’s

Restaurateur of the Year: Large/Corporate
Adriana Quintanilla, Norsan Group Restaurants | Frontera Mex-Mex Grill, 
Luciano's Ristorante Italiano, Pampas Steakhouse

Paul Damico, Moe’s Southwest Grill 

Cheryl Bachelder, Popeyes Louisiana Kitchen

Industry Partner of the Year
Atlanta Foodservice Expo

UnitedHealthcare

The Giving Kitchen

Distinguished Service Award
Fifth Group Restaurants 

Ray’s on the River 

Tin Lizzy’s Cantina  

ProStart Student of the Year 
Heather Bundy, Marietta High School

Manager of the Year 
Dewey Funna, Hudson Grille Midtown  

Restaurant Employee of the Year
Chris Gianaras, 4th & Swift 

Lifetime Achievement Award 
Doug McKendrick, McKendrick’s Steak House

NEWS

9TH ANNUAL GRACE AWARDS 
GALA FINALISTS ANNOUNCED

To learn more about the GRACE Awards or purchase tickets, visit www.garestaurants.org/grace-awards-gala.

http://www.garestaurants.org/grace-awards-gala
http://www.garestaurants.org/
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CELEBRATING GEORGIA’S RESTAURANT INDUSTRY

11.01.15 | The Foundry at Puritan Mill

www.garestaurants.org/grace-awards-gala

http://www.restaurantinformer.com/
http://www.garestaurants.org/grace-awards-gala
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NEWS

�is September, restaurants are 
helping end childhood hunger in the 
U.S. by encouraging patrons to dine out. 
�ousands of participating restaurants 
from around the country – including 
dozens in the Atlanta area and throughout 
Georgia – create special promotions all 
month long to raise awareness and money 
for Share Our Strength’s Dine Out for No 
Kid Hungry® campaign. One in �ve kids 
in the U.S. struggles with hunger. Funds 
raised in September will help make sure 
that children in this country get the food 
they need to learn and grow.

Childhood hunger is a problem that 
threatens our children and our future. 
We’re in danger of losing an entire 

generation of leaders, innovators and 
problem-solvers. But we can all work to 
end childhood hunger today. �e No Kid 
Hungry campaign connects kids in need 
to e�ective nutrition programs like school 
breakfast and summer meals and teaches 
low-income families to cook healthy, 
a�ordable meals.

�is work is accomplished through 
the No Kid Hungry network, made up of 
private citizens, public o�cials, nonpro�ts, 
business leaders and the generous support 
of the restaurant community. Together, 
we are making No Kid Hungry a reality 
in America. Join the movement and 
�nd restaurants near you at dineout.
nokidhungry.org.  ■

Restaurant Members
101 Restaurant
Atlanta Breakfast Club
Buffalo’s Cafe
Cellar 56
Century House Tavern
Chicago's Steak and Seafood Restaurant 
Czar Ice Bar
Davio’s
Donovan’s Irish Cobbler
Dunkin Brands
ECHO
Epic
Fish Tales Lakeside Grill 
Fox Bros. Bar-B-Q
Gus’s World Famous Fried Chicken
Kirby G’s Diner
Kouzina Christos
Lua Pho & Grill
Minero’s 
Mystic Grill
Paradies
Pig Tales on Lake Lanier
Prohibition
Sal's Pizzeria
Southern Smoq BBQ
Stillhouse
Stout Irish Pub
Suite Food Lounge and Atlanta Breakfast
The Dillard House
The National
The Snug Steak & Grill
Wisteria Restaurant
Zola Italian

Corporate Sponsor
PSG Construction

Allied Partners
Choice HR
GBS Enterprises of Atlanta, Inc.
IKEM Enterprises, LLC dba Patrice & Association
Mallory Agency
Servpro Disaster Recovery/Large Loss 
Complex Claims
Spectrum Business
The Industree Group dba ATL Industree
Z-Space Design Inc.

Associate Member
Ameritech Facility Services
In the Industry

Chef Member
Camille Livingston

Student Members
Marian Coffield
Jan Giha
Abraham Gutierrez
Cam-Uyen Vu
Cheryl Williams

THANK YOU 
to the following members  
for their continued support!

2015 Board of Directors and GRA Staff
Georgia Restaurant Association Staff
Karen I. Bremer, CAE, Executive Director
Yvonne Morgan, Executive Assistant
Katie Jones, Public Affairs Coordinator
Daniel New, Public Affairs Assistant
Ryan Costigan, Director of Membership
Tandelyn Daniel, Member Development Executive
Chris Hardman, Member Development Executive
Rachel Bell, Marketing & Communications Manager
Kelly Johnson, Zero Waste Zones Manage

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
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
Steve Simon, Fifth Group Restaurants
Mitch Skandalakis, Waffle House, Inc.
Kelvin Slater, Blue Moon Pizza
Dave Snyder, Halyards Restaurant Group
Jay Swift, 4th & Swift

UNITE TO END CHILDHOOD HUNGER

http://garestaurants.org/golf
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At Gordon Food Service,  
we know what it takes to succeed.

For over 115 years, we’ve been advancing thoughtfully and innovating 

with purpose, partnering with our customers to keep them running today 

and help them grow tomorrow.

We’re excited to work with you locally from our new distribution centers 

near Atlanta, GA and Charlotte, NC. Each day, we’ll bring you fresh ideas 

and expertise, reliable service, and a top-quality product lineup that 

includes Halperns’ meats and seafoods.

We’re always bringing new ideas to the table and we look  

forward to meeting you there.

Visit us at the Atlanta Foodservice Expo, BOOTH 806.

http://www.restaurantinformer.com/
https://www.gfs.com/en
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ACF
UPDATE

The Atlanta metro area is fortunate to 
have Chef Derin Moore among its 

culinary stars. He is everything a chef of his 
caliber should be – a leader, mentor, teacher, 
winner of dozen of awards and accolades 
worldwide and most importantly, a great 
cook. Recently, Chef Moore took over as 
the Director of Culinary Operations of the 
fabulous Reynolds Plantation resort – it’s just 
another step in what has been a stellar career.

A native of Woodhaven, Mich., the industry 
attracted him at an early age. After graduating 
from the Culinary Institute of America in 
1986, Chef Moore worked at the illustrious 
Bloomfield Hills Country Club, one of the 
most demanding positions in the country. 
Despite working full time, Derin found time 
to be an adjunct professor at Schoolcraft 
College and Oakland Community College, 
both nationally recognized for the excellence 
of their culinary programs.

Already a skilled competitor, Moore made 
the U.S. team in 2000 that competed in the 
Internationale Kochkunst Ausstellung (IKA) 
International Culinary Exhibition, more 
commonly known as the Culinary Olympics. 
Chef Moore has won a total of 13 medals 
between his efforts on the 2000 team and 
later, on the 2006 Regional team.

Derin first moved to Georgia to work at the 
Dunwoody Country Club. In 2003, he decided 
to take the Master Chef exam. Derin passed 
the grueling 10-day test with near perfect 
scores and earned his CMC designation.

Then Chef Moore left the South to go back 
to the Midwest, taking over as Executive 
Chef of Medinah Country Club, outside of 
Chicago. This platinum private club is best 
known for the incredible number of fessional 
golf tournaments it hosts. While he was chef 
at Medinah, Derin supervised the 2006 PGA 
Championship, one of golf ’s four major 
events.

From there Chef Moore went to the 
flagship property of the Ritz Carlton group, 
its Naples, Fla., resort. However, he had never 

lost his affection for Atlanta, and after 3 years 
with Performance Foodservice Group/Milton 
as their Corporate Chef, Derin accepted the 
job at Reynolds.

Derin has very definite opinions about 
what students, chefs and operators should do 
in order to achieve success.

“I would say the biggest problem in the 
industry is that we are getting away from 
the basics – how to braise, how to fabricate 
meats, even how to organize a kitchen. We 
seem to be getting further and further away 
from European techniques that were created 
not only to make food taste great, but were 
sensible and cost effective as well,” he says. “I 
would ask a chef today, can you write a menu, 
can you adapt to a culinary emergency in 
your kitchen, and can you even tie a roast? It 
doesn’t do a chef any good to invest $3,000 in 
a sous vide system if they can’t cook a decent 
steak. I think we are getting away from true 
creativity as a result. Let the food inspire you.”

Chef Moore has always been selfless when 
it comes to giving his time and sharing his 
knowledge. Since he has been in the Atlanta 
area, Derin has coached two local ProStart 
teams from South Forsyth High School to 
state championships. The teams subsequently 
finished second and third nationally, an 
extraordinary achievement. 

Chef Moore has also been an adjunct 
professor for Le Cordon Bleu Culinary 
College in Atlanta, teaching and mentoring 
as he did in Michigan. He strongly believes 
in the American Culinary Federation’s goals 
of education and believes the organization is 
moving in the right direction . 

“We want to see chefs do more cooking and 
the ACF become more relevant to the many 
chefs in restaurants who don’t see the need 
for the organization.”

It is telling that for the Master Chef exam 
held last year, Chef Moore was asked to be 
one of the judges. When you are chosen for 
that honor, it truly means you are the best of 
the best. ■

Chef Derin Moore 
CERTIFIED MASTER CHEF

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

http://www.acfchefs.org/
http://www.acfatlantachefs.org/
http://www.acfatlantachefs.org
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OCTOBER 
19-20, 2015

Georgia World Congress Center

Everything to make your 
operation run 

 
FASTER. CLEANER.
BETTER. TASTIER.

FASTER. CLEANER.
BETTER. TASTIER.Use  

Promo Code 

for $10 o� 
registration!

RI15  
REGISTER TODAY @ 

 AtlantaFoodserviceExpo.com

http://www.restaurantinformer.com/
http://www.atlantafoodserviceexpo.com/
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3 oz. 21-30 shrimp
1 oz. heavy whipping cream
1 tsp. Dijon mustard
Pinch cayenne pepper
4 each U-10 unsoaked sea scallops
As needed  salt and white pepper
As needed coriander seed, ground
1 each russet potato, grated and squeezed dry
3 oz.  bacon, lardoons, batonnet cut
2 Tbsp. olive oil
1 tsp. garlic, sliced thin
As needed flour for dusting
3 oz.  sherry wine, reduced by half
½ cup heavy cream
2 each lemon thyme sprigs
1 each bay leaf
2 oz.  leeks, bias cut
4 oz. potato, medium diced, cooked through
3 oz.  tomato, peeled, seeded and medium diced
12 each littleneck clams
12 oz. clam juice
2 Tbsp. chervil, chopped
As needed salt and white pepper

1   Process shrimp until smooth in food processor; 
gradually add cream. Add Dijon mustard and 
cayenne pepper and process to a smooth paste, 
scraping down as you go.

2   Season the scallops with salt, pepper and coriander 
seed. 

3   Spread a thin layer of shrimp mousse onto the top 
of the scallop and pack potatoes into the mousse. 
Brown in a hot pan coated with oil and finish in the 
over at 375ºF until just opaque in the center, about 
five minutes.

4   Sweat the bacon in the olive oil at medium heat 
without much color. Remove and reserve.

5   Add the garlic and sweat without color, dust with the 
flour and cook out without color.

6   Add remaining ingredients (through tomato) and 
gently simmer to develop flavor. Add clams, cover 
pot and steam to just open.

7   Add chervil and adjust seasoning.

8   Place three clams in each dish and top with a 
potato-crusted scallop.

FEATURED 
RECIPE FROM

Scallop and Clam Chowder 
Yield: 4 portions

Chef Derin Moore 
CERTIFIED MASTER CHEF



Foodservice Equipment and Smallwares 
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Heirloom fruits and vegetables are on the rise

Heirloom vegetables are currently becoming a standard 
of local menus all across Georgia, but what exactly are 

heirloom vegetables and why are they in such high demand from 
local farmers? 

�e current culinary scene is focusing on a return to the 
roots of cooking and enjoying the culture and history behind 
the produce. Tis the season for heirloom vegetables, but many 
people might not know exactly why or how these vegetables have 
come to claim the distinguished title of “heirloom”

An heirloom plant is a very speci�c variety that has a history 
of being passed down within a community or family. �ink of 
these plants as your great-grandmother’s favorite jewelry, passed 
down your family tree, having both �nancial and sentimental 
value and given to those who truly appreciate them. �ese 
historic plants are exactly the same concept. Farmers have been 
passing down these seeds for generations, not only for their own 
enjoyment but for the masses. 

Heirloom vegetables, most commonly associated with 
tomatoes, are a part of our country’s agricultural history. To 
obtain the prestigious title of heirloom, the vegetable’s seeds 
must have been raised from seeds that are at least 50 years old. 
�ese seeds are chosen very carefully and are picked based on 
color, texture and most importantly �avor. 

Only the absolute best seeds get passed down year a�er year. 
Having worked in kitchens that purchase only locally grown 
vegetables, we have o�en been asked to save the remaining 
seeds for the farmer for use the following season, which creates 
a kitchen culture that respects and appreciates the history inside 
of every vegetable. 

Heirloom plants are usually grown on a small scale that 
uses traditional farming techniques, which is perfect for the 
local farms that are scattered all across the state. Unlike most 
conventional farming methods that rely on controlled pollination 
for a speci�c result, heirlooms must go through the process of 
open pollination, which is the process of pollinating a plant with 
the use of natural methods like insects, birds and wind. 

Open pollination creates no control on the movement of 
pollen between the individual plants, which allows the plants 
to create di�erent variations of the species and helps the plant 
slowly adapt to the local growing conditions. Farmers must be 
careful when planting these open-pollinated vegetables because 
if the pollen is shared between di�erent varieties of the same 
vegetable, it could create an undesired result and loss of history. 

�ere is so much information out there about heirloom 
vegetables, it can be very informative, yet utterly confusing. 
Marla Adams, an Atlanta chef who has been a part of the city’s 
culinary scene since the early ’90s, and fellow chef Justin Kurtz 
helped shed some light on the subject. 

Chef Marla Adams is currently both the executive chef and 
owner of Babette’s Café, which allows her to cook food she 
deems important enough to share with the local community. As 
the surrounding intown neighborhood changed over the past 
few decades, so, too, did her clientele, and she had to adapt her 
menu for the ever-changing standards of culinary scene. 

She never expected to own a �ne dining restaurant and had to 
scale up the interior and menu to meet the demands of her guests 
and the local scene. She couldn’t be happier with the decisions 
she has made. �e upscale, farmhouse feel of her restaurant can 

Chef Marla Adams, Babette’s Café

THE STORY 
INSIDE THE SEED

By Alexander Gagnon
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be noticed as soon as you enter the converted cottage. 
Chef Justin Kurtz is a new addition to the sta� of Babette’s 

Café, having worked in the industry for more than 15 years. He 
spent 10 years at the Ritz Carlton, working his way through the 
kitchen as Chef de Cuisine and Chef de Partie. Before arriving 
at Babette’s, he most recently served as Executive Chef of 
Concentrics Restaurant’s Lobby Bar & Bistro in Midtown Atlanta. 
With his knowledge and culinary experience, things at Babette’s 
Café are sure to be headed in the right direction. 

“People expect more than they used to,” he says “�ey are 
excited about the food and are demanding to know where it 
comes from.”

According to Adams, heirloom vegetables have become 
increasingly more popular over the years. “�e popularity of 
heirloom tomatoes are creating an extremely high demand 
for local farmers and in turn creating a very competitive 
market for acquiring a consistent supply of these vegetables,” 
she says.

�is summer, Babette’s Café’s menu featured their most 
popular small plate, the Heirloom Tomato Salad. �is delicious 
salad consists of locally grown heirloom cherry tomatoes, crisp 
cucumbers and a subtle yet �avorful basil vinaigrette. 

“It is important to highlight the �avor of the tomatoes and not 
overpower them with too many ingredients,” she says. “Sometimes 
it is better to keep it simple.” 

Babette’s Café describes its cuisine as “Rustic European. 
Simply.” Between Chef Adams and Chef Kurtz, they have expertly 
achieved this goal by taking advantage of the ingredients grown 
around them. 

�e next time you are walking around your local farmers 
market and see an heirloom vegetable, take the time to ask the 
farmer about the story inside of the seed, where it came from 
and how it came to them. By learning more about the food 
that we enjoy in our favorite local restaurants, we are creating a 
knowledgeable culture that will help protect these traditions that 
have been passed down through the generations. 

Without the tireless work from our local chefs and farmers, 
these techniques could have been forgotten in our big-box 
consumer society. It is our responsibility as patrons of these 
establishments to stay supportive of the labor of love happening 
from farm to table. ■

Alexander Gagnon’s restaurant experience 
includes both time working the front of the 
house and in the kitchen. He currently works as 
the Garde Manger at the Wrecking Bar Brewpub 
in Atlanta. Alexander graduated from Georgia 
State University with a degree in english and 
creative writing. As a contributor to Restaurant 
INFORMER, he is excited to be combining two 
of his passions, food and writing.

http://www.restaurantinformer.com/
http://www.nokidhungry.org
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http://usfoods.com/index.html
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The desire to grow your business may be rooted in something 
as simple as wanting to tuck some money away for retirement 

in addition to earning enough to pay bills on time. Restaurateurs 
who’ve succeeded in opening a second or third location or 
expanding into multiple states make it clear that growth is both a 
science and an art: You’ll need to evaluate analytics and weigh gut 
feelings. 

What makes a restaurant right for expansion? “First pro�tability,” 
says Chris Sedgwick, president of PURE Taqueria Franchising 

USA, LLC. “Pro�tability is important because you need to know 
the business model works.”

Sedgwick, who has been working in the restaurant industry 
since he was 15 years old, has owned and operated restaurants in 
the Atlanta metro area since 1989. He and Michele Sedgwick co-
founded PURE Taqueria in 2005. He is also president of Sedgwick 
Management Inc., which owns and manages Bistro VG, Vinny’s on 
Windward, �eo’s Brother’s Bakery, �e Union Restaurant, Made 
Kitchen & Cocktails, and two locations of Aspens Signature Steaks.

PURE Taqueria founders Michele Sedgwick and Chris Sedgwick

READY 
TO GROW

By Hope S. Philbrick

HOW TO KNOW IF YOU SHOULD EXPAND YOUR 
CONCEPT AND WHAT TO CONSIDER WHEN YOU DO
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  Picking a Concept
Opening multiple independent restaurants is one sort of growth. 

But to expand one concept into multiple locations, Sedgwick says that 
“you need something that appeals to a broader audience.” 

PURE Taqueria describes itself as “hip, loud, sophisticated and 
fun.” Sedgwick notes that it’s also “fresh, adult-driven, open – we have 
a lot of roll-up garage doors – and it’s fast-paced.” �e menu is “au-
thentic Mexican,” he says. “�ere’s not a lot of cheese, so it’s not the 
typical Mexican you see in a lot of chains. We deal with freshness. As 
with our other restaurants, there’s Esco�er-based prep; we don’t take 
shortcuts. We make our own stocks, braise our own meat. Our baker-
ies make our own bread. We don’t skip anything. We do everything 
from scratch.”

�ough his background is primarily white tablecloth, chef-driven 
concepts, it’s Sedgwick’s casual PURE Taqueria that he says is ripe 
for franchising. “Our other restaurants are more chef-driven, and 
it’s harder to recreate that. It’s more individualized based on a chef ’s 
experience as opposed to this concept, which is approachable with a 
few moving parts.” 

Simplicity facilitates replication, and it also helps potential 
franchisees envision themselves as owners. “When people see all 
the beer and soda iced down in old vintage coolers, they can place 
themselves in that and think, ‘I can do that! I can sell beer out of a 
cooler!’” he says, admitting that the idea was born of necessity: the 
�rst location had no refrigeration behind the bar, and ice was the 
simple solution. 

�e original PURE Taqueria opened August 15, 2005, in Alpharetta, 
in an abandoned 1920s Pure Fuel Oil station. Currently, there are six 
locations in the Atlanta area. 

Franchising was not on the drawing board in the beginning, but the 
idea took root “probably a couple years into it,” Sedgwick says. “We 
had a lot of interest in this particular concept. People would approach 
us. I hadn’t done franchising before, but I had talked to a number of 
people about it. We signed our �rst franchising agreement in 2008.”

  Launching a New Brand
Buying a franchise is “180-degrees di�erent” from launching 

a concept, says Steve Snyder Jr., co-owner of Rock’s Chicken & 

Fries. He knows both sides of this equation: Snyder and �ve 
partners have been franchisees since the early 1990s, owning 
and operating two Johnny Rockets locations and one Moe’s 
Southwest Grill before launching Rock’s Chicken & Fries in 
Atlanta's Phipps Plaza. 

“As a franchisee, everything is spelled out," he says. "When 
you’re a mom-and-pop, it’s an enormous amount of work 
because you are creating everything from scratch. It’s 10 times 
the amount of work involved.”

A food court vacancy in Phipps Plaza near their Moe’s 
Southwest Grill location inspired the partners to venture in a 
new direction. “Rock’s Chicken & Fries is our baby,” says Snyder. 
“Not that we don’t like Johnny Rocket’s or Moe’s – we’re happy 
with those – but this is an opportunity to create a growth vehicle 
that can be replicated.” 

�e Rock’s Chicken & Fries concept is built around fresh, all-
natural, antibiotic-free chicken. “No one is getting chicken of 
the quality we get,” says Snyder. “Our menu is very focused on 
sandwiches, salads and tenders, which are available buttermilk 
fried or grilled. We do just about everything from scratch,” 
including the eight dressings at the sauce bar where customers 
can help themselves to as much (or as little) as they like. “We’re 
not handing out packets of shelf-stable dressing. We allow 
people to have as much as they want and [we] don’t nickel and 
dime them.” 

Franchising is a consideration for the Rock’s partners. “We 
haven’t gotten to the point of making that decision, but people 
ask us all the time,” says Snyder. “We’d like to build a couple 
more units on our own and establish the concept to see if it has 
legs. Franchising is not something we’ve done before, but the 
door is open for down the road a bit.” 

At Rock’s, which has been open since March of this year, “we’re 
spending most of our time trying to build the brand and getting 
brand name recognition,” says Snyder. “We’re perfecting our 
operating procedures.” But he’s already eyeing a second or third 
location. “My to-do list has lots of people who do real estate,” he 
admits. “It’s de�nitely on my radar. Five years from now, we’d 
like to have maybe �ve to 10 units.”

Restaurateurs who’ve succeeded in opening a second 
or third location or expanding into multiple states make 
it clear that growth is both a science and an art: 
You’ll need to evaluate analytics and weigh gut feelings. 

http://www.restaurantinformer.com/


20  |  Restaurant INFORMER September 2015

  Challenges and Opportunities
Even with an appealing, popular concept, the path to franchising is 

not without bumps. PURE's Sedgwick says there have been challenges, 
including “underestimating the level of experience that an operator 
needs to have and also not initially engaging with franchisees from 
the standpoint of helping them with the operating agreement.

“A successful operating agreement is a good thing,” he says. “We 
really focus a lot on that at the beginning of relationships and write 
them in a way to allow franchisees to be successful with all the 
challenges that can come up."

Situations can come up that make that agreement important. 
“We’ve seen situations arise where a partnership dissolved due to 

lack of clarity,” he says. “Somebody went in with the intent to be an 
investor versus an operator and then end up being operator because 
they put in more capital. It’s important to us to have an operator 
running the restaurant, so we’re creating a system to protect both the 
investor and the operator.”

“I would say one of the hardest things we’ve dealt with is vendors,” 
says Snyder. “As the new kid and one unit, there’s not a lot of in�uence. 
Sometimes we may not get the level of service we’d get with Johnny 
Rockets or Moe’s – those brands have in�uence on vendors. Now 
when things go wrong, the road is a little rockier. It all comes down 
to relationships and trying to not get emotional. Focus on the task at 
hand and work through problems as a professional.”

Multiple locations create more opportunities to 
nurture talent and more paths for advancement. 
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Snyder asserts that simplicity is key. “From the consumer 
standpoint, they’re able to ‘get it.’ From the operator standpoint, it’s 
easier to execute. At Rock’s we’re very focused: we want to be the 
master of a few things rather than okay at many things. We feel it 
lends itself to replication.” 

Multiple locations create more opportunities to nurture talent 
and more paths for advancement. “We really think it’s like having a 
baseball team and building a bench,” says Sedgwick. “Put time into 
your team and the more successful you’ll be. �ere’s not an 'easy' 
button. It's a lot of hard work and e�ort.

“We’re building a minor league team and doing a lot of promotion 
from within. It’s a simple concept, but it takes awhile to get it. We like 
to hire people and move them up, so [they] start as a dishwasher and 
work up to general manager and then become an operator,. �at's 
our ideal model. Outside of that, we’re looking for people who have 
experience, preferably a number of years in a full-service restaurant.”

To ensure consistency from location to location, “we have area 
managers of the franchise company, and corporate chefs ensure 

compliance with recipes and other system-related things,” says 
Sedgwick. Quarterly (at a minimum) site visits and monthly 
meetings for franchisee training are also key.

When evaluating locations, Sedgwick prefers to own the real estate 
if possible. 

"Our cost goes down over time compared to leases, which always 
become more expensive. We also like locations close to the street 
with high visibility. We don’t want to be on an interstate with high 
speeds. We like speed limits of 35 mph or less: We have big roll-up 
glass doors, and ultimately this gives people the chance to drive by 
and see the ambiance. We like a certain economic indicator that 
can support a restaurant and for franchisees. We try for a gener-
ous general trade area, the lesser of a �ve-mile radius or 100,000 
people.”

“We’re only interested in A+ locations at the right price,” says 
Snyder, who counts the Johnny Rockets  location near the Georgia 
Aquarium among his holdings. “At the end of the day, it’s about 
dollars and cents. You get what you pay for.”  ■

Rock’s Chicken & Fries is a new concept operating in Atlanta that features all-natural chicken and dipping sauces made from scratch.

http://www.restaurantinformer.com/
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By Jennifer Moleski

Being a server isn’t    always easy. You have to remember 
a million things, communicate with a busy and some-

times grouchy back-of-house team, know everything about 
your menu and be able to articulate an impressive answer 
to any question a guest may have. 

On top of that you are on your feet and in high gear for 
an extended amount of time, and that can be wearing. But if 
there is one thing that sets great servers apart from the rest, 
it is an ability to be cheerful and pleasant to every guest, 
regardless of just about any adversity.

You might think this sounds like an easy way to be. 
You already have a great personality, so handing it out to 
guests is just what you do. �at is until you’re not feeling 
too cheery. Maybe one of your guests is wearing you down, 
your section is up in �ames or the chef just chewed you out. 
We all know there are times that being cheery is the last 
demeanor you can seem to muster. But muster you must.

In the summer of 2014, I spent a shi� with 33 top service-
rated restaurants in the United States in an e�ort to observe 
what they were doing that was earning them terri�c reviews. 

Jennifer Moleski is the founder of 

iamWaitress.com, a restaurant service 

focused website. Her passion is teaching 

the importance of team service. She has 

traveled throughout the U.S. observing 

and interviewing the top-rated restaurant 

service teams and managers to discover the 

commonality between them. She consults, writes and also offers 

an online spirits and wine course for service professionals.

HAPPY
BE!

A great attitude can sometimes 
be hard to muster, but a focus 
on friendliness and fun is key 

to being a good server

Most of the restaurants practiced team service, conducted pre-
shi� line-ups and made educating their service team a top 
priority. However, all but one restaurant that I visited put a 
strong focus on friendliness and fun with their guests.

When I interviewed the owners, managers and servers at 
these restaurants, two words came up with the most frequency: 
genuine and fun. Almost everyone mentioned how important 
it was for them to have fun with their guests and to do so 
genuinely. 

�is was a big lesson for me. Going into the tour I was 
expecting to �nd these restaurant teams would always be highly 
professional, provide superior food and follow rigid rules. 
And while this with the case with some of them, the common 
denominator was simply attitude. �at is, a great attitude.

So how can you always be in good spirits with your guests? 
�e answer is as easy as it is di�cult. Don’t let anything interfere 
with your mood, and make being cheerful a priority.

Any stresses, i.e., long ticket times, the rude woman at table 
10, the surprise and di�cult split check table – all water o� a 
duck’s back. 

�is can be a di�cult challenge. A�er all, you are a human 
�rst and a server second. Almost all humans wear an invisible 
sign around their neck that reads, “Make me feel special! I am 
special!” so as a server, the more you feel knocked down and 
under stress, the more you need your sign to be read, respected 
and acted upon by others, including your guests. 

But when you are at work, there is a problem. You were 
hired to read, respect and act upon your guest’s invisible sign. 
For a few hours you must shelve your weariness, crabbiness, 
stressfulness and ego so you can give the best version of yourself 
to your guests and co-workers.

�e bonus of putting your less-than-stellar feelings at work 
on the backburner is that you’ll have less less-than-stellar 
feelings. �e more you act cheerful, the more you will actually 
be cheerful. �e less you allow trying guests to get the best of 
you, the less they’ll get the best of you. 

And best of all, your cheeriness is contagious. Your co-
workers and guests will catch it, and when that happens, watch 
out –  work will become fun. (Genuinely.) ■
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The idea that cyber-thieves would target a Dairy Queen 
probably seemed laughable once. But that’s just what 

happened in 2014 when a malware called Backo� infected 
395 Dairy Queen stores nationwide, along with more than 
1,000 other businesses, including P.F. Chang’s and Jimmy 
John’s locations. Hackers exploited a weakness in point-of-sale 
remote access tools to steal customer credit cardholder data. 

When a breach like the ones attributed to Backo� happen, 
the rami�cations go beyond the immediate �nancial impact 
to pro�ts. A�ected restaurants also face the risk of losing 
customer trust. Stores in Georgia, for example, are required 
by law to immediately inform consumers about breaches, 
de�ned as “the unauthorized acquisition of electronic data 
that compromises the security, con�dentiality or integrity of 
personal information.”

Chick-�l-A recently faced such a situation. In December 
2014, reports that the Georgia-based chain might be the 
common connection for a data breach impacting almost 9,000 
debit and credit users surfaced. Chick-�l-A issued a statement 
in response promising that guests would not be liable for any 
fraudulent charges and that Chick-�l-A would provide for 
free identity protection services, including credit services, 
to a�ected customers. In the end, however, Chick-�l-A’s 
investigation revealed no evidence it was compromised, and 
the chain issued another statement saying it had “no reason to 
believe that any customer’s payment information was stolen or 
at risk of being stolen from Chick-�l-A.”

Incidents like those are why the issue of how to protect 
consumer data has become an area of great interest to 
lawmakers and lobbyists on the state and national level. And 
with good reason. Credit card fraud cost U.S. consumers and 
businesses more than $6 billion in 2014.

“We are seeing several bills on the hill intended to direct 
merchants on how to prevent and handle credit card breaches,” 

says Laura Knapp Chadwick, director of commerce and 
entrepreneurship at the National Restaurant Association 
(NRA). “As an industry, we want to have a voice and show 
that we’re doing what we need to do to protect our customers’ 
data.” 

To that end, the NRA is developing a set of new foodservice-
speci�c resources. �ose will debut in October of this year. 
In the meantime, we talked to Chadwick about the ways 
restaurateurs can prevent and respond to breaches. 

 Two-Step Prevention
1. Become PCI compliant. �e �rst line of defense against 

would-be hackers is making sure your payment operations 
are Payment Card Industry Data Security Standard (PCI DSS) 
compliant. �ere are 12 requirements, ranging from installing 
and maintaining a �rewall to restricting physical access to 
customer credit card data. 

“�e process can be time- and capital-intensive, but 
the likelihood that you’re going to be breached decreases 
signi�cantly,” Chadwick says. “And if you aren’t compliant and 
there is a breach, the credit companies could �ne you out of 
existence.” 

 
2. Invest in enterprise security. PCI compliance covers the 

processing of payments. But restaurants store data for up to 90 
days in case of customer disputes. Hackers know this. 

�e good news is that such attacks are now preventable. 
“�e widely published ‘best practices’ are e�ective,” 

Chadwick says. “And the good news is there are experts who 
can help.” 

Enterprise security best practices include: 
·  Application Whitelisting. Create a list of applications   

 authorized to run to protect your computers and networks  
 from harmful so�ware.

Data breaches can happen to anyone, from large multi-location 
restaurants to mom-and-pop spots, so protect yourself with these tips
By Ellen Hartman

PREVENTING 
CYBER INTRUSIONS

“The process can be time- and capital-intensive, but the likelihood that 
you’re going to be breached decreases significantly.”

— Laura Knapp Chadwick, director of commerce and entrepreneurship at the National Restaurant Association
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·  Application/Operation Systems 
Patching. Track, download   
and apply security updates to your 
computers on a regular   
basis.

·   Restrict Administrative Privileges. 
Limit administrative rights to only 
those who need them, then ask them 
to limit high-risk activities such as 
browsing or e-mailing from   
third-party accounts.

Implementing and optimizing these 
practices protects your hardware and 
network from infection by preventing 
malware from exploiting weaknesses. �ink 
of it in terms of your home. Whitelisting is 
an invitation to enter. Patches are the locks 
that keep unwanted intruders out and 
administrators hold the keys. 

 
 A Strong Response

Industry best practices for handling a 
breach are also e�ective, Chadwick says. 
She suggests restaurateurs familiarize 
themselves with resources like the Weil’s 
“Security Breach Noti�cation Laws Data 
Privacy Survey 2014,” which outlines a 
plan of action should a breach occur. 

Weil suggests the following: 

1. Secure Your System. Prevent 
further data loss by working with 
cyber-security experts to isolate any 
malware and �x any breaches.

2. Analyze the Breach. Work to 
understand what type of information 
was comprised, the risk to consumers, 
who needs to be noti�ed and who is 
responsible for related costs. 

3. Implement a Communications 
Plan. Prepare to relay information to 
the public and regulatory bodies in a 
consistent and strategic manner.

4. Understand Your Liability and 
Rights. Speak with legal counsel 
to determine if civil suits are a 
possibility. 

  Chadwick urges operators to be as 
vigilant about prevention and advocacy 
as they are with food safety in their 
stores. “It’s about continuous education 
and monitoring,” she says. “You 
wouldn’t check the temperature on your 
refrigerator once then forget about it. 
Same thing with your network.” ■

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.

http://www.restaurantinformer.com/
http://www.atlantafixture.com/
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The third annual Atlanta Foodservice Expo is scheduled for 
October 19–20 at the Georgia World Congress Center. �is is 

the only business-to-business expo in Georgia for the restaurant, 
foodservice and hospitality industry, so make your plans now to 
join the industry for two days of education, networking and the 
opportunity to engage with exhibitors showcasing new products, 
technologies and services all under one roof.

 Key Supporters
Atlanta Foodservice Expo is supported by the Georgia Restaurant 
Association, Georgia Hotel & Lodging Association, Alabama 
Restaurant & Hospitality Alliance and the American Culinary 
Federation Atlanta Chefs Association. 

 Media Partner
Restaurant INFORMER is the o�cial Media Partner of Atlanta 
Foodservice Expo. �e partnership was established to gain more 
awareness and support of the event while creating enhanced 
relationships throughout the industry.

 Exhibit Hall
�e latest products, services and technologies from more than 200 
exhibitors will be showcased from the following product groups: 
Food, Beverages, Apparel and Uniforms, Furnishings & Décor, 
Tableware, Equipment, Supplies and Services, and Technology.

 Competitions and Demonstrations
�e American Culinary Federation Atlanta Chefs Association 
will be organizing, planning and executing the show �oor 
culinary competitions and demonstrations throughout the 

event. Attendees will be able to experience a wide range of 
topics over the two days that include cra� beer, pastries, 
breaking down a pig and charcuterie as well as a dueling chefs 
feature each day at noon. �is is just a small example of what 
you can expect going on every hour, on the hour at the Atlanta 
Foodservice Expo.

 Seminars
Atlanta Foodservice Expo has partnered with the UGA Small 
Business Development Center (SBDC) at Kennesaw State 
University (SBDC-KSU) to assist with the development and 
content of the 2015 education program, which will feature 
more than 30 sessions. All seminars are included at no extra 
cost with the attendee badge, which enables foodservice outlet 
managers and their teams to stay abreast on the latest trends, 
technology and skills required to run a successful business. 
Some exciting sessions include: 

• Craft Beer Pairings
• Rules of Thumb for Restaurant Financial Performance
• How to Design a Menu that Puts Money in Your Pocket!   
 (a.k.a. Menu Engineering for Top Profits)
• 7 MUST DOs to Reduce Labor Costs
• Identifying Effective Managers for your Restaurant
• How to Properly and LEGALLY Manage your Employees
• 7 Successful Strategies for Driving Revenue into Your   
 Restaurant
• Marketing Best Practices Panel Discussion
• Social Savvy Tips, Tactics & Tools

Don’t Miss Out! 
Only one month left until the 
Atlanta Foodservice Expo 
comes to town
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AccuTemp Products, Inc.
ACityDiscount Restaurant Equipment
Ackerman Security Systems
Alabama Power Company
Alabama Restaurant & Hospitality Alliance
Allagash Brewing Co.
Amelia's Spicing Pecans
American Culinary Federation Atlanta Chefs Association
Anchor Distilling
Atlanta Community Food Bank
Atlas Match & Coaster
Baker Commodities, Inc.
Bell's Brewery
Bematech
Bloomberg Marketing
Bridor de France
Brovo Liqueurs and Vermouth
Cellone's Bakery
Cheney Brothers, Inc.
Choice HR
Cleveland Whiskey
Cold Freight Services
Comcast Business
Community Coffee Company
Complete Signs
Contract Design Concepts, Inc. (CDCI)
Copper and Kings Brandy
Creature Comforts Brewing Co.
Del Rio Vineyards
Dogfish Head Craft Brewery
DWA Uniforms, Inc.
Easy C02
Eco Valley Imports
Enviro-Master Services
Everson Spice Company
Fila
FireSide Natural Gas
Foodservice Daily News
Founders Brewing Co.
Franchise Marketing Systems
Fuhet Packaging
Future POS
Gas South
Georgia Hotel & Lodging Association
Georgia Power Company - Electric Cooking

Georgia Restaurant Association
Gordon Food Service
GreatGifts4u
Gregory Pest Solutions
Grizzly Cookware
Gunter Wilhelm
Heartland Payment Systems
Highway 12 Vineyards & Winery
Honey Smoked Fish Company
Infinium Spirits
Information On Demand, Inc.
Integrated Control Corp.
Invina
JFC International Inc.
Jones Dairy Farm
Kikusui Sake
Kontos Foods Inc
KWV
La Chiquita Tortilla Mfr.
Lagunitas Brewing Co.
Laureate Imports
Left Coast Cellars
Les Dames d'Escoffier, Atlanta Chapter
Lovell Bros.
Luxe Wines & Spirits
Masada Bakery
McKenzie Mueller Vineyards & Winery
Merchant Du Vin
Mike's Pies
MobileBytes
Moonlight Meadery
Nationwide Insurance
NatureSeal, Inc.
Nespresso for Business
O & O Hooch
Oak Ridge Winery
Office Star Products
Old New Orleans Rums
Oracle MICROS
Order Counter POS, Saas + Security
Orderly
Original Pizza Logs
Oskar Blues
Payless Shoe Source-safeTstep
Pierre Ferrand

Pinnacle Propane Express
Pizza Solutions
Poindus America
Prolotariat Wine Compnay
QuickLabel Systems
Really Good LLC - Coffee
Restaurant Activity Report
Restaurant Informer
Restaurant Technologies, Inc. (RTI)
Res-Tek
Retail Control Solutions
Retail Data Systems
Rhineland Cutlery
San Miguel Produce
Savannah Distributing Company
Schild Estate
Silikal America
Sinah Technology
Sobieski Vodka and Flavors
Solo Solutions, Inc.
Southeast Dairy Association
Spectrum Business
Square
Stone Brewing Co.
Sunshine Supply Company
SureGrip Floor Safety Solutions
Sweet Mesquite Bakery
Swipely
TACOMEX / Vedgee tortillas
Taylor, Feil, Harper, Lumsden & Hess
The Giving Kitchen
The Neil Jones Food Company
Three Taverns Craft Brewery
Tito's Handmade Vodka
Today's Restaurant News, Inc.
Tony Chachere's Creole Foods
Topo Chico
Tortillas de Casa
Tristan ULT Tuna
True Food Service Equipment
Valley Proteins Inc.
Victory Brewing Co.
VIntage Epicure
Wetten Importers
White Toque

Exhibitor List as of August 6, 2015

 Happy Hour Receptions
Each show day will conclude with a Happy Hour Reception on 
the show �oor sponsored by Savannah Distributing Company. 
�is is a great way to wind down a�er a long show day and spend 
time networking with other foodservice professionals. Cocktails, 
wines and beers at the receptions will be full drink options 
featuring the products on sample at the wine, beer and liquor 
pavilions throughout the event. ■

For full up-to-date details and to register, 
visit www.atlantafoodserviceexpo.com     

http://www.restaurantinformer.com/
http://www.atlantafoodserviceexpo.com
http://www.atlantafoodserviceexpo.com
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Every year, Taste of Atlanta strives to elevate its restaurant 
partners’ experience and turn tasters into diners. This 

year will be no exception. Taste of Atlanta will raise the bar 
with tasty new Atlanta restaurants, a mouthwatering kick-
off party, new philanthropic partners and cutting-edge 
technology never seen before at an Atlanta food festival. 

Taking over 10 city blocks, Taste of Atlanta makes Midtown’s Tech 
Square the culinary capital of the South from Sept. 25-27, 2015. 

Taste of Atlanta offers a current representation of the city’s 
culinary culture. Each year about half of the participants are 
brand-new concepts or restaurants new to the festival. This 
year, Community Smith, Noble Fin, Southern Gentleman and 
Ladybird Grove and Mess Hall will make their debut. The 
event is invitation-only, which ensures a high level of quality 
participants and challenges both the chefs and bartenders to 
bring their A Game and showcase their creativity side by side 
with their friends and peers.

Taste of Atlanta is toasting its 14th festival with an honorary 
Bucket List Bash kickoff party Friday, September 25, with 
more restaurant partners than ever before. This all-inclusive 
block party is packed Atlanta’s culinary power players and 
will give attendees the chance to check off bucket list dishes, 
one bite at a time.  

“Everyone always asks chefs what their bucket list meal or their 
last supper would be. It is an incredibly hard question, as there 
are so many things to choose,” says Chef and Restaurateur Ford 
Fry of Rocket Farm Restaurants. “Chefs by nature are ultimate 
�avor-seekers and are always in search for something crave-able. 
�is year at Taste of Atlanta’s kicko� party, I'm pretty excited to see 
what my industry friends come up with as their taste.” 

Like many of its participating restaurants, Taste of Atlanta 
supports the city’s nonpro�t community. �is year, a portion 
of the proceeds from the Friday night Bucket List Bash kicko� 
party will support �e Giving Kitchen, an organization that 
provides emergency assistance grants to Atlanta’s restaurant 
community facing unanticipated hardship. �e nonpro�t has 
given more than $454,000 through 200 crisis grants to people 
in need since its start in 2013. 

Taste of Atlanta also continues its support of Share Our 
Strength’s Cooking Matters program for the ��h year, with all 
proceeds from the Silent Auction going to the cause. To date, 
more than $150,000 has been raised for this organization, which 
empowers families with the skills, knowledge and con�dence 
to prepare healthy and a�ordable meals.

“Giving back to the community has always been an integral 
part of Taste of Atlanta,” says Dale DeSena, founder of Taste 

More than 90 participating restaurants, new philanthropic 
partners, a cutting-edge cashless payment system and more

The annual barcraft competition shakes it up at the VIP tents.
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of Atlanta. “�e incredible food, interactive cooking classes 
and live entertainment are all compelling components of the 
festival, but partnering with impactful charities like �e Giving 
Kitchen is what really means the most to me. Taste of Atlanta 
o�ers more than just a fun weekend – we’re serving food with 
integrity.”

Also new this year, festivalgoers will sink their teeth 
into cutting-edge Radio Frequency Identi�cation (RFID) 
technology with the launch of a cashless payment system, a 
�rst in the Atlanta food festival scene. �is technology means 
no more taste coupons, fast lines and more time for chefs to 
talk with attendees. �ey will now have time to hear from their 
fans and invite them to come to their restaurants for the entrée 
version of their dishes a�er the festival. Taste of Atlanta will be 

sending post-event email o�ers to festivalgoers on behalf of the 
restaurants and drive tasters into restaurants, helping ensure a 
good return on their investment. ■

For more information, visit tasteofatlanta.com or email 
info@tasteofatlanta.com

Taste of Atlanta brings thousands of people to 
Midtown Atlanta each year.

Chefs from more than 90 restaurants participate in the two-day Taste of Atlanta event.

http://www.restaurantinformer.com/
http://www.lovellbroswhiskey.com/
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No Kid Hungry’s ninth annual Give Me Five 
dinner raised $80,000 to support the national 
nonprofit’s work to end childhood hunger in 
Georgia and across America. Supporters came 
together at Piedmont Driving Club on Sunday, 
August 16, for an exceptional evening featuring 
a cocktail reception, five-course dinner 
from regionally acclaimed chefs paired with 
wines by locally renowned sommeliers, live 
entertainment, and live and silent auctions.

 This year’s event raised enough to help feed 
children in need 800,000 healthy meals. The 
dinner featured dishes by five culinary masters 
who were led by chef Jay Yabrough of Piedmont 
Driving Club. Chef Yarbrough worked alongside 
chefs Eric Zizka of Oak Steakhouse, Linton 
Hopkins of Restaurant Eugene and Holeman and 
Finch, Fifth Group Restaurants’ Eric Wolitzky 
and Zeb Stevenson of Watershed. Adding to 
the elegance of the evening, guests enjoyed an 
enlightening explanation of each wine pairing 
by five of Atlanta’s finest sommeliers led by Gil 
Kulers of Piedmont Driving Club and including 
Caleb Hopkins of Atlas Restaurant, Clarke 
Anderson of No. 246, Cherokee Town and 
Country Club’s Silvio Garcia and Perrine Prieur 
of Perrine’s Wine Shop.

 Share Our Strength president Tom Nelson 
presented Arby’s Restaurant Group CEO Paul 
Brown with the Great Oak Award, a marquee 
award honoring Arby’s as a tremendous sup-
porter and partner of the No Kid Hungry cam-
paign. Arby’s investment in the organization has 
spurred exponential growth and solutions to 
help eradicate childhood hunger.

 One in five children in this country struggles 
with hunger, including more than 700,000 
children in Georgia. No Kid Hungry is ending 
childhood hunger in this nation by ensuring 
all children receive the healthy food they need 
every day by connecting them to nutrition 
programs such as school breakfast and summer 
meals and by teaching families how to cook 
healthy, affordable meals at home.

INDUSTRY
EVENTS

SNAP
SHOTS

Give Me 5

Arby’s CEO Paul Brown, center, with wife Kelsey Brown, 
left, and Barbara Muse

Attendees Dr. Will Helvie and Elizabeth Lynch with 
restaurateur George McKerrow and wife Ginair McKerrow

From left, Emcee Jenn Hobby with attendees 
Barbara Muse, Share Our Strength CEO Tom Nelson 
and Billy Harris

The event’s sommeliers: Gil Kulers, Caleb Hopkins, 
Perrine Prieur, Silvio Garcia and Clarke Anderson

From left, Eric Wolitzky, Caleb Hopkins, Jay Yarbrough, Linton Hopkins, Zeb Stevenson, Perrine Prieur, Gil Kulers, 
Eric Zizka, Silvio Garcia and Clarke Anderson. 

Chefs Zeb Stevenson and Linton Hopkins prepare the next course.

 Learn more and get involved at 
NoKidHungry.org.



RestaurantINFORMER.com  |  31

INDUSTRY
EVENTS

September 2015
Midtown Restaurant Week
September 5-13 — Atlanta

Open Hand Atlanta's Party 
in the Kitchen
September 17 — Atlanta

North Carolina Restaurant 
& Lodging Expo
September 21-22 — Raleigh 
Convention Center, Raleigh, NC

Marlow's Tavern 17th Annual 
Golf Classic
September 21 — Country Club of 
Roswell, Roswell

Atlanta Greek Festival
September 24-27 — Greek Orthodox 
Cathedral, Atlanta

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.

Taste of Atlanta
September 25-27 — Midtown at Tech Square, 
Atlanta

October 2015
ACF Monthly Meeting
October 5 — Phoenix Produce, Forest Park

Florida Restaurant & Lodging Show
October 6-8 — Orlando, FL

Webinar: Georgia Food Code Brie�ng
October 13 — garestaurants.org

Atlanta Foodservice Expo 2015
October 19-20 — Georgia World Congress 
Center, Atlanta

November 2015
GRACE Awards Gala
November 1 —  at the Foundry at Puritan Mill, 
Atlanta

6th Annual Sunday Supper South
Sunday, November 1 — Ponce City Market, 
Atlanta

ACF Monthly Meeting
November 2 — US Foods

15th Annual A�ernoon in the Country 
Hosted by the Atlanta Chapter of Les 
Dames d' Esco�er 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

http://www.restaurantinformer.com/
http://rdspos.com/
https://www.gfs.com/en
http://www.postec.com/
http://savdist.com/
http://www.gas-south.com/campaigns/gra-friends-and-family.aspx
http://www.gas-south.com/campaigns/gra-friends-and-family.aspx
http://www.gas-south.com/campaigns/gra-friends-and-family.aspx
http://business.georgiapower.com/productsprograms/electric-cooking/
http://business.georgiapower.com/productsprograms/electric-cooking/
http://business.georgiapower.com/productsprograms/electric-cooking/
https://www.gfs.com/en
https://www.gfs.com/en
https://www.gfs.com/en
http://www.postec.com/
http://www.postec.com/
http://www.postec.com/
http://rdspos.com/
http://rdspos.com/
http://rdspos.com/
http://savdist.com/
http://savdist.com/
http://www.syscoatlanta.com/
http://www.syscoatlanta.com/
http://www.syscoatlanta.com/
http://www.syscoatlanta.com/
http://usfoods.com/index.html
http://usfoods.com/index.html
http://usfoods.com/index.html
http://business.georgiapower.com/productsprograms/electric-cooking/
http://usfoods.com/index.html
http://www.gas-south.com/business/georgia-restaurant-association.aspx
http://www.syscoatlanta.com/
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Restaurant Report 
�e 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

Venkman’s
Est. Opening Date: Early September 2015
740 Ralph McGill Blvd.
Atlanta, GA 30312
The menu will feature creative comfort food along with full bar and 
live music. The space will be approximately 5,000 square feet.

Tazikis Mediterranean Café
Est. Opening Date: August/September 2015
3393 Peachtree Road (Lenox Square Mall)
Atlanta, GA 30326
www.tazikiscafe.com 
Taziki’s serves Greek fare and has a full bar available.

Under The Cork Tree
Est. Opening Date: Fall 2015
5600 Roswell Road
Sandy Springs, GA 30342
www.corktreerestaurant.com 
The space will be approximately 6,800 square feet and will 
offer a menu of Mediterranean-inspired dishes and tapas with 
full bar expected.

Queen of Cream
Est. Opening Date: August 6, 2015
701 North Highland Ave. NE
Atlanta, GA 30306
www.queenofcream.com 
The menu will offer ice cream, sundaes, shakes, floats and 
assorted baked goods, such as pies and cookies.

Hajime
Est. Opening Date: November 1, 2015
2345 Cheshire Bridge Road (Cheshire Square)
Atlanta, GA 30324
www.hajime.us 
The new 2,600-square-foot space will be a Japanese ramen 
bar. Menu details currently in the development stages.

Sublime Doughnuts
Est. Opening Date: November 2015
2566 Briarcliff Road NE (The Village of Druid Hills)
Atlanta, GA 30329
www.sublimedoughnuts.com 
The menu will offer various doughnut flavors, ice cream made 
in-house with equipment imported from Italy and new coffee 
and tea options.

Mellow Mushroom
Est. Opening Date: Mid October 2015
1477 Virginia Ave.
Atlanta, GA 30337
www.mellowmushroom.com 
Existing locations serve pizza, hoagies, calzones and salads 
during lunch and dinner hours. ABC varies by location – either 
beer and wine only or full bar.

Black Walnut Café
Est. Opening Date: Late Fall 2015
North Point Pkwy. and Windward Pkwy.
Alpharetta, GA 30022
www.blackwalnutcafe.com 
Existing locations offer a contemporary American menu 
including make-your-own-omelets, tortilla soups, salads, tacos, 
burgers, grilled cheese sandwiches, pot roast and Asian tuna 
salad. Full ABC including a wine list.

Local Republic - Relocation
Est. Opening Date: Early 2016
139 North Perry St. (Lawrence Square)
Lawrenceville, GA 30046
www.thelocalrepublic.com 
The new location will be 11,000 square feet. The gastropub 
menu serves a fusion of southern and international dishes 
using seasonal ingredients paired with quality wine and craft 
beer.

Bell Street Burritos
Est. Opening Date: TBA 2015
112 Krog St. NE
Atlanta, GA 30307
www.bellstreetburritos.com 
Bell Street Burritos offers quesadillas, tacos, salads, burritos, 
combos, sides, kids menu and desserts.

Fresh To Order
Est. Opening Date: Late 2015
1333 Johnson Ferry Road
Marietta, GA 30068
www.freshtoorder.com 
Fresh To Order is a fast-casual restaurant that offers made-
from-scratch food that is delivered to the diner’s table in under 
10 minutes for around $10. Menu features “better for you” 
items including soups, salads, paninis, burgers, entrees, sides, 
desserts and a kids menu. Wine and beer are offered at some 
locations.

Bar Margot
Est. Opening Date: September 28, 2015
75 14 St. NE (Four Seasons Hotel)
Atlanta, GA 30309
www.fourseasons.com/atlanta 
The menu will offer charcuterie and cheeses, crudos and other 
small plates for sharing, homemade pastas, as well as craft 
espresso and high-quality coffee menus.

Pollo Tropical
Est. Opening Date: September 4, 2015
680 Johnson Ferry Road
Marietta, GA 30068
www.pollotropical.com 
Existing locations menu features Caribbean grilled chicken, pork 
chops, soups, salads, sandwiches and desserts with no ABC.

Pollo Tropical
Est. Opening Date: First Quarter of 2016
4200 Block of Northlake Pkwy.
Tucker, GA 30084
www.pollotropical.com 
See previous listing for restaurant description.

Pappadeaux Seafood Kitchen
Est. Opening Date: First Quarter of 2016
1420 Southlake Pkwy.
Morrow, GA 30260
www.pappadeaux.com 
Pappadeaux Seafood Kitchen is a full-service restaurant that 
offers Louisiana-style dishes, fresh seafood, salads, pastas and 
desserts. Full ABC.

Saucehouse Barbecue
Est. Opening Date: August 25, 2015
830 West Broad St.
Athens, GA 30605
www.saucehouse.com 
The menu offers barbeque on top of a sandwich, nachos, 
tacos, a salad, a baked potato and Texas Toast, with a variety 
of side items.

Anabella’s Table
Est. Opening Date: Late October 2015
5530 Windward Pkwy., Ste. 101
Alpharetta, GA 30004
www.anabellestable.com 
The American bistro menu will be locally sourced and chef 
inspired, changing with the seasons.

The Nest Café
Est. Opening Date: Late Summer 2015
58 Canton St.
Alpharetta, GA 30009
www.thenestcafe.net 
The European café-style menu offers coffee, espresso, 
teas and herbal infusions as well as shakes and smoothies, 
omelets, frittatas, quiches, artisan sandwiches, pastries and 
ice creams.

LolliBop Sweet Shop
Est. Opening Date: Fall 2015
2355 Cumberland Pkwy. SE, Ste. 110
Atlanta, GA 30339
www.lollibopsweetshop.com 
The menu will offer cupcakes, cookies, milkshakes, sundaes, 
candy and more.

RESTAURANT
REPORT

http://restaurantactivityreport.com/


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.
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