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IT’S THE 5TH ANNUAL CHARITY CORNHOLE CHALLENGE. 
We’re getting ready to celebrate Earth Day at the 2016 SweetWater 420 Fest yet again — so come 
along and join us for Gas South’s 5th Annual Charity Cornhole Challenge at Centennial Park 
on Sunday, April 24. Follow us on Twitter and Facebook for updates, including details on our 
pre-festival concert at SweetWater Brewery!

Follow us:

#GScornhole

http://www.gas-south.com
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How di�erent will the seafood selections you o�er 
today be from what you o�er �ve or 10 years from 

now? Will your catch of the day even be available for 
purchase next year?

�e National Restaurant Association’s 2016 Industry 
Forecast says that guests are paying closer attention to 
food sourcing and sustainability. If not already, seafood 
sustainability will rise in consumer conscious as more 
and more species are �shed to the edge of extinction.

Consumers will turn �rst to their restaurants and 
retailers to �nd out if what they're buying is in danger. �e 
best way to address these concerns are for restaurateurs 
and their sta� to be educated on the topic. 

Where can you �nd out more about seafood 
sustainability? 

�e Monterey Bay Aquarium Seafood Watch program 
provides recommendations that help consumers and 
businesses make ocean-friendly seafood choices. �e 
organization has a popular free app in which you can search 
by �sh or peruse listings of seafood by categories: Best 
Choices, Good Alternatives and Avoid. (You can also search 
for �sh on its website, seafoodwatch.org.)

One product listed currently on the Avoid list is 
imported shrimp. More that 90 percent of shrimp served 
in the U.S. is imported. Yikes. How do restaurateurs 
and consumers deal with this con�ict? Obviously, we 
cannot make an immediate total shi� to domestic 
shrimp sourcing, but we can be much more aware of our 
local sources. Two state-based organizations are good 

resources: the Department of Agriculture’s Georgia Grown  
program and the Georgia Shrimp Association.. Nationally, 
there is the American Shrimp Processors Association. 
�ese organizations provide information about sustainable 
seafood, including companies and purveyors focused on 
addressing this huge challenge. 

As always, the best resources are your colleagues in the 
restaurant business. �e Georgia Grown program selects 
a few chefs each year who are experts in sourcing local, 
Georgia grown products. Among this year’s selected chefs 
are two with seafood restaurants. Doug Turbush recently 
opened Dri� Fish House & Oyster Bar in East Cobb, and 
Dereck Dollar is executive chef at �e Big Ketch Saltwater 
Grill, which has two locations in Buckhead and Roswell.

In this issue’s cover story, Changing With the Tides, 
Atlanta chef Jay Swi� talks about what “fresh” seafood 
really means and how to store �sh to retain its quality. In 
addition to serving as a past Georgia Grown chef, Swi� 
and Jeb Aldrich are opening a highly anticipated seafood 
restaurant this spring in Peachtree Corners called Noble 
Fin. Swi� started cooking at seafood restaurants in 
Baltimore. He knows seafood. And, judging from his years 
serving on the Georgia Restaurant Association’s board, 
he believes in sharing knowledge and experience with his 
fellow restaurateurs. 

Read more about seafood, this year’s High Museum 
Atlanta Wine Auction and what’s ahead with EMV chip 
cards in this issue, and bene�t from the experience and 
information shared by your colleagues. 

Catching Up  
With Seafood 
Sustainability

http://rdspos.com


Tuesday, June 14| River Club
Benefitng the GRA Political Action Comitee

Piedmont Place| 3520 Piedmont Road |Suite 360 | Atlanta, GA 30305 
p: 404.467.9000 | f: 404.467.2206 | toll free: 866.467.2201

Register your team at
www.garestaurants.org/golf
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MESSAGE FROM THE CEO
How the GRA Can Help You �is Year  

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 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.

Membership with the Georgia Restaurant Association 
(GRA) is highly important for restaurants since we are the 

only organization in the state of Georgia devoted to promoting 
and protecting the interests of restaurateurs and the foodservice 
industry. When a restaurant becomes a member of the GRA, 
they get access to numerous bene�ts focused on advocacy e�orts, 
political action, information and services for our industry, and 
community e�orts. GRA members also see signi�cant discounts 
on products and services so they can operate their business more 
e�ectively. 

�e GRA’s mission is to serve as the voice of Georgia’s restaurant 
and foodservice industries in terms of advocacy, education and 
awareness. Membership is open to any �rm or organization 
actively engaged in the foodservice business, including purveyors 
of goods and services to restaurateurs. For more information on 
membership, contact the GRA at (404) 467-9000 or visit www.
garestaurants.org.

Advocacy
�rough our lobbyists, Political Action Committee and 

dedicated Public A�airs team, the GRA gives you a voice in the 
legislature and �ghts for the causes that a�ect your bottom line. 

Legislative updates keep you informed on the latest issues that 
a�ect our industry, and political action alerts give you a chance 
to get involved on a grassroots level. It would cost each restaurant 
at least $100,000 to �nance a Government A�airs team like the 
GRA-PAC provides.

Education
�e GRA o�ers all restaurant members incredible savings on 

ServSafe® training as well as a 20 percent discount on all National 
Restaurant Association Educational Foundation (NRAEF) related 
products. In addition, the GRA provides several educational 
webinars and seminars throughout the year on topics such as 
Wage and Hour, Healthcare, Menu Labeling and more. We work 
to create and provide valuable content so we can be a one-stop 
resource for our members. 

Awareness
�e GRA supports our community through a range of e�orts 

bene�ting organizations such as the Atlanta Community Food 
Bank, the Hospitality Education Foundation of Georgia and 
Share Our Strength. Georgia’s restaurants excel at giving back 
to the community, winning numerous National Restaurant 
Association Restaurant Neighbor Awards. �e GRA is here to 
help by highlighting and lending a helping hand to their hard 
work.

Sincerely,
Karen Bremer, CAE
CEO
Georgia Restaurant Association 

NEWS

http://www.garestaurants.org/golf-invitational.html
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2016 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, Director of Marketing & Communications 
Melanie Charyton, Communications Coordinator 

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 - Paul Baldasaro, Home Grown Industries of  
 Georgia, Inc. dba Mellow Mushroom
Vice Chair - Brian Bullock, Legacy Ventures | Restaurants
Secretary - Tripp Harrison, Sterling Hospitality| Sterling  
 Spoon Culinary Management
Treasurer - Perry McGuire, Treasurer Smith, Gambrell  
 & Russell, LLP
Past Chair - Ryan Turner, Unsukay Community 
 of Businesses
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. dba Domino’s
Jay Bandy, Goliath Consulting
Archna Becker, Bhojanic

Will Bernardi, Bloomin’ Brands, Inc. | Carrabba’s,  
 Bonefish Grill, Outback Steakhouse
Scott Bishop, TriMark Century Concepts
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
Jamie Durrence, Daniel Reed Hospitality
Matt Hansen, KBP Foods
Ellen Hartman, Hartman Public Relations
Kevin Jones, The Jones Restaurant Consulting Group
Julie Kritz, Chick-fil-A, Inc.
Nils Okeson, Arby’s Restaurant Group
Krista Schulte, The Coca-Cola Company
Steve Simon, Fifth Group Restaurants
Mitch Skandalakis, Waffle House, Inc.
Kelvin Slater, Slater Hospitality, LLC
Dave Snyder, Halyards Restaurant Group
Jay Swift, 4th & Swift

15C, LLC dba Shane's Rib Shack
2B Whole, LLC dba 2B Whole Gluten Free Bakery
360 Brands LLC dba Freight Kitchen and Tap
ACF Atlanta Chefs Association, Inc. TOT's Kitchen
ACityDiscount Restaurant Equipment
American Roadhouse
Anis Café and Bistro
Atlanta Community Food Bank
Atlanta Convention & Visitors Bureau
Atlantic Seafood Company
Avail Public Health Compliance Consulting LLC
Big Sky Buckhead
Bloomin' Brands dba Carrabba's Italian Grill, 
Bonefish Grill, Outback Steakhouse/O.S.I.            
      Restaurant Partners
Bohemian Hotel
Brewed to Serve Restaurant Group Inc. dba Max                             
 Lager's Wood-Fired Grill & Brewery and White  
 Oak Kitchen
Bulloch County Board of Education - School of  
 Nutrition
Canyon Grill, Inc.
Clean Plate Hospitality dba Reel Seafood
Community Coffee Co., LLC
Corporate Financial Options, LLC
Cowabunga, Inc. DBA Domino's 
Culinary Creations Catering
Darden Restaurants, Inc.
DeKalb Conventions and Visitors Bureau –  
 Discover DeKalb

THANK YOU 
to the following members  
for their continued support!

EcoLab, Inc.
Effingham County Health Department
Emory University Food Service Administration
Endive
Firestorm
Fresher Brands Mgmt., LLC dba Ranchero's 
Fresh Grill/Fireside Pizza Shop
Gate Enterprises Inc. dba Busy Bee Cafe
Georgia Hispanic Chamber of Commerce
Georgia Mountain Food Bank
Georgia Organics
Georgia Power Company
 Goldbergs and Atlanta Braves All-Star 
Grill Downtown
Green Table Inc. dba Miller Union
Grub Burger Bar
Heirloom Cafe & Fresh Market
Henry's Midtown Tavern/Campagnolo
Hyatt Atlanta Midtown
Kozmo Gastro Pub
La Grotta Ristorante Italiano
Legacy Restaurant Partners
Levy Restaurants
Lovie's BBQ
Magical Memories, Inc. dba The Crimson Moon
Manuel's Tavern
Marietta High School
MBC Concession, Inc.
Murphy's + Comfort 3 LLC dba Paces and Vine  
 - Vinings & Murphy's

Old Vinings Inn
Peach & the Porkchop
Peachtree Tents & Events
Pepsi Beverages Company
Project Open Hand - Atlanta Inc.
Putnam County Board of Education
Retail Control Solutions
Richmond County Board of Education
Southern Proper Hospitality LLC
Southern Restaurant Management dba   
 IHOP Franchisee
Sutherland's Foodservice Inc.
Sysco Foods
TalentServed, LLC
The Beautiful Restaurant, Inc.
The Colonnade Restaurant
The Giving Kitchen Initiative
Thrive Restaurant
Top Golf USA Alpharetta
Tourism Leadership Council of the Greater  
 Savannah Area, Inc.
Town Green Ventures LLC dba Park Cafe
TSC Associates
West Egg Café, General Muir, Yalla & Fred's  
 Meat & Bread
Williams, Turner & Mathis Insurance
Williamson Bros. Bar-B-Q
Windham Brannon, P.C.
Yeah! Burger
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Culinary 
Trade Show

24 Weeks of 
Alowances

 

Building
something Great

April 12, 2016

ALLOWANCE PERIOD: April 18 - September 24, 2016

ALL CUSTOMERS MUST ATTEND THE 
SHOW TO RECEIVE THE ALLOWANCES

Check with your PERFORMANCE Foodservice 
Area Manager today to see what fantastic items 
will be exhibited at our show and the aggressive 

allowances off ered by our supplier partners

Location: Time:Infi nite Energy Center at Gwinnett
5400 Sugarloaf Parkway
Duluth, GA 30097

9 am - 3 pm

follow us:

http://www.performancefoodservice.com
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ACF
UPDATE

Chef �omas McKeown has 
been a popular and respected 

member of Atlanta’s downtown 
restaurant scene, �rst at �e 
Ellis Hotel and now at �e Hyatt 
Regency, where he oversees the 
kitchens of Polaris, Sway, Twenty-
Two Storys and Market, as well as 
the hotel’s in-room dining, special 
events and banquet operations. 

Chef McKeown is passionate 
about local food and emphasizes 
the sustainable and local sourcing 
of his cuisine, a product of his 
upbringing in Ireland.

“Growing up in Ireland 
gave me a di�erent opinion of 
cooking,” he says. “I think back 

to my mother going to the butcher daily to buy our 
meat for dinner that night [and] picking up fresh bread 
and milk.”

�is year March 13-15, the Hyatt Regency Atlanta will 
host ChefConnect: Atlanta, a national ACF event series 
that features educational seminars from fermentation 
to French pastry techniques, along with a chance to 
network with fellow chefs from across the country. As 
Executive Chef of the host hotel, Chef McKeown is 
excited to be helping put on the event.

�omas began his culinary career at the prominent 
Limerick Golf Club and trained at the Limerick Institute 
of Technology. In 2003, he moved to the United States, 
where he completed his master’s degree in Food Service 
Education from Johnson & Wales University in Rhode 
Island and later served as sous chef at the exclusive 
Somerset Club in Boston before heading to Georgia.

Chef McKeown has experience with the culinary 
education systems in Europe and the U.S., and he’s 
noticed one key di�erence. 

“A lot of training in Europe is still done on the job 
with a �ex of on-the-job training and in the classroom, 
with on-the-job training being the biggest focus,” he 
says. “When I �rst came to America 13 years ago, it was 
so fast paced and people were busy.”

For Chef McKeown, learning from other chefs while 
on the job continues to in�uence his own career.

“I think back on my time training in Ireland very 
fondly, but some of my most in�uential chefs were 
de�nitely when I came to America,” he says. “I have 
had the pleasure to work with some amazing chefs over 
the years.”

He learned a lot from Kevin Du�y and George 
Opalenick at Johnson & Wales, and he notes that 
during his time at the Somerset Club he worked with 
ACF team manager Joseph Leonardi, who he calls 
“outstanding.” 

“Working along Chef Leonardi helped drive me 
to strive for perfection at all times,” he says. “His 
commitment to the cra� and art of this industry would 
inspire anyone.

“Two people in particular changed my mindset on 
food, and that was Corey Moser from Natural Born 
Tillers and Will Harris from White Oak Pastures,” he 
adds. “Both of these farmers inspire me to be a better 
chef on a regular basis. �eir passion for what they 
grow and how they grow it is so pure.”

When asked about which American and Atlanta 
chefs he admires, Chef �omas names several well-
respected chefs. 

“�e dining and food scene in America has changed, 
and chefs in Europe are now looking up to U.S. chefs 

Meet Chef Thomas McKeown
2016 ChefConnect Host and Ireland Native
By Eric J. Karell CEC, CCA, AAC
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ChefConnect: Atlanta
If you’re a chef seeking new ideas, a student looking 

to gain experience or a foodservice professional keeping 
atop the latest trends, check out ChefConnect: Atlanta, 
which will be held at the Hyatt Regency in downtown 
Atlanta March 13-15. 

More than 1,000 culinarians from across the Southeast 
and Northeast regions will come together to learn the 
latest culinary innovations and exchange ideas with 
each other throughout the three-day event. 

This year, you’ll find sessions on fermentation, French 
pastry techniques, artisan home brewing, aeroponics 
and vertical gardening, and much more. Local chefs 
Hugh Acheson and Linton Hopkins will also address the 
general session and speak about local and sustainable 
cuisine. 

For more information, visit www.acfchefs.org and 
click on “Signature Series” in the Events section. 
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like �omas Keller, Sean Brock and David Chang. I look at the 
local food scene and think that the most honest and interesting 
food is being made by the chefs who are using the most seasonal 
and pure food they can �nd,” he says. “I look at chefs like Nick 
Melvin, Joey War, Kevin Gillespie – they are all showcasing great 
food. �ese chefs are pushing locally grown foods and serving it 
in unique ways with many di�erent experiences.”

�omas’ approach to food must be working. In 2013 he was 
named Executive Chef of the Year by Hyatt Hotels and is a 
member of their Sustainable and Responsible Eating Team, an 
initiative that promotes serving local, healthy and responsibly 
raised ingredients in all of the Hyatt’s dining experiences. ■

http://www.syscoatlanta.com
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24th Annual 
High Museum 
Atlanta Wine 
Auction
Peruse high-quality wines and meet up with old friends at 
this annual event, which includes a hospitality industry-only 
tasting March 31

Celebrating its 24th year with the 
theme “A Crush On Wine” March 

30-April 2, 2016, the High Museum Atlanta 
Wine Auction is a tasty blend of education, 
entertainment, good taste and fundraising. 

�ere are lots of opportunities for local 
restaurants to participate in the event, 
from private dinners hosted throughout 
the week to serving samples from your 
restaurant to attendees on Saturday to 
donating your time and expertise as part 
of the live auction Saturday a�ernoon. 

Last year, 85 restaurants participated in 
some form during the event. �e strong 
participation of so many GRA members 
in the annual auction underscores Georgia 
restauranteurs’ enduring crush on wine.

�is year, the event’s Friday Fete, 
vintner’s reception and live auction moves 
from Atlantic Station to tents set up outside 
Turner Field. 

Chef Sean Brock of McCrady’s, Husk 
Charleston, Husk Nashville, Minero 
Charleston and now Minero Atlanta is the 
2016 Auction’s special guest chef. 

Brock’s list of accomplishments are long. 
He won the James Beard Award for “Best 
Chef Southeast” in 2010 and was a �nalist 
for “Outstanding Chef ” in 2013, 2014 and 
2015. He hosted season two of Anthony 
Bourdain’s �e Mind of a Chef on PBS, for 
which he received an Emmy nomination. 
His �rst cookbook, Heritage, was released 
in October 2014 and is a New York Times 
bestseller and recipient of the 2015 James 
Beard Foundation’s Book Award for 
American Cooking. 

Brock, along with four other guest chefs, 
will prepare the Friday Fête and A�er Party 
dinner April 1 at the auction tents set up 
outside Turner Field. �e evening will also 
include a chance to talk with winemakers, 

By Hope S. Philbrick
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Estate Grown     Family Owned

For more on other wine 

auction events to be held 

around town March 30-April 

2, visit www.atlanta-

wineauctionorg. To register 

for the industry tasting 

on March 31, go to www.

atlanta-wineauction.org/

trade. 

For more information on 

how to donate to the live 

auction, call 404.733.5335 

or email wineauctioninfo@

woodruffcenter.org.
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bid on silent auction items and, a�er what’s sure to be a fantastic meal, kick o� your shoes 
when the band starts playing.

�e annual High Museum Atlanta Wine Auction is the largest charity wine auction 
bene�ting the arts in the United States – and the top fundraising event for both Atlanta and 
the High – and the 10th largest charity wine auction overall according to Wine Spectator. 
Since it launched in 1993, the event has raised more than $23 million to help make special 
exhibitions, educational programing and partnerships possible for the High. ■
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The 24th annual High Museum Atlanta Wine Auction, to 
be held March 30-April 2, welcomes special guest Chuck 

Wagner, winemaker and owner of Caymus Vineyards in 
Rutherford, Calif., near the center of Napa Valley. 

“I feel strongly about supporting the arts,” Wagner says. “I don’t 
want to sound grandiose, but we like to think of winemaking as 
an art – while there is science behind what we do, a lot of it is 
about intuition and shaping what we have to work with to create 
something uniquely our own. 

“Like any piece of art, so many di�erent elements go into 
making great wine, from the weather to countless decisions 
about everything from when to pick the grapes to which blend 
is best. You’re creating something that is highly individual and is 
an expression of yourself,” he adds. “You put yourself on the line, 
and you sweat over every detail. What’s so wonderful is that in 
the end you get this great satisfaction when other people enjoy 
what you’ve created.”

Wagner got started in the wine business back in the 1970s 
at age 19. In 2007, Wine Spectator magazine recognized him 
with its Distinguished Service Award for his signi�cant and 
long-lasting contributions to the wine industry. In recent years, 
Wagner’s children have joined the business, now the Wagner 
Family of Wine, which in addition to Caymus includes Mer 
Soleil, Conundrum, Belle Glos and Emmolo. 

“My parents and I started Caymus Vineyards in 1972, and I 
am very lucky to have three of my four children farming and 
making their own wines now,” he says. “We’re a family that 
is just really passionate about making great wines, year after 
year. I’ve been in this business for more than four decades, 
and I never lose my excitement for being in the vineyard, 

Caymus Vineyards: 

experiencing the change of seasons, seeing how the year’s 
harvest turns out, and taking my first sip of a new vintage of 
one of our wines.”

He is eager to share the results of his family’s hard work. 
To help gain support for and awareness of the inaugural High 
Museum Atlanta Wine Auction in 1993, Wagner visited Atlanta 
in November 1992 to host a dinner featuring 13 vintages of 
Caymus Special Selection Cabernet Sauvignon. “We had every 
vintage from 1975 through 1988 – minus 1977. We didn’t make 
Special Selection in 1977,” he says. He has continued to donate to 
the auction through the years.

Wagner returns to Atlanta this year at the invitation of Dick 
Denny, one of the Auction founders. It was an easy sell. “�e 
High Museum has helped educate and elevate not just art 
appreciation, but also wine culture in the U.S.,” says Wagner. 
“We feel fortunate that Atlanta seems to have its fair share of 
people who appreciate our wines, too.” Wagner will host a Toque 
& Cork dinner and tasting seminar, plus attend the Friday Night 
Fete and Saturday Auction.

�e auction will o�er multiple opportunities to taste the 
Wagner Family of Wine. Among the samples to be poured 
this year are Emmolo Sauvignon Blanc and Merlot; Mer Soleil 
Chardonnay; a mini-vertical of Caymus Special Selection 
Cabernet going back to a 1991 vintage from one of the few six 
liter bottles remaining to a 2003 vintage and the current 2012 
vintage, which will demonstrate how the wines age and give 
some perspective on the family’s evolution of winemaking. “It’s 
also the 25th Anniversary bottling of Conundrum,” says Wagner, 
“which has been a hugely popular wine since almost the same 
time that the auction began.” ■

Passionate 
About Making 
Great Wines
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Georgia’s culinary scene has transformed 
drastically over the last few years. Like 

elsewhere across the country, the farm-to-
table movement has taken o�, encouraging 
more people to learn how and where their 
food comes from.

It’s only natural that they’ll want to know 
where their seafood comes from, too. So 
as more restaurants choose to source fresh 
seafood to meet consumer demand, knowing 
how the �sh you put on your menu was 
caught and where it came from is especially 
important, as the well-being of the ocean, the 
long-term vitality of the �sh species and the 
livelihood of local �shermen all depend on 
the choices you make.

But how do you know what you are 
putting on your menu is truly fresh and 
sustainably caught? Luckily, there are a 
number of chefs and distributors who 
are responsibly sourcing their seasonal 
seafood products to bring deep sea �avors 
to the surface.

Catching the Flavor
�e obvious �rst step when sourcing the 

freshest seafood begins in the ocean with 
dedicated, hardworking �sherman who 
brave the waters in search of the highest 
quality products. �ese �sherman work 
hand-in-hand with well-known Georgia-
based distributors to keep menus stocked 

with fresh seafood on a daily basis. 
“Fresh seafood” is an extremely loose 

term that leaves a lot to interpretation. A 
high-quality product is not only freshly 
caught, but it must be shipped and stored 
responsibly to not compromise the delicate 
�avor of the meat.

�e way in which �sh are caught can 
a�ect the tenderness and quality of the 
product. Many traditional �sherman use 
a long-line technique that leaves hooked 
�sh on the line for hours or days on end. 
During that timeframe, the restrained �sh 
is �ghting the hook and trying to get free. 
�e �sh’s muscles are strained during the 
�ghting process, and this releases lactic 
acid into the muscles of the �sh, creating 
an inferior �avor pro�le for a once 
decadent meat. 

“Not all fresh �sh are the same,” says Jay 
Swi�, GRA board member and executive 
chef of 4th & Swi� in Atlanta and Noble 
Fin, which is slated to open in Peachtree 

GEORGIA SEAFOOD ANGLES TOWARD 
FRESH CAUGHT AND SUSTAINABLE 
OPTIONS TO MATCH CONSUMER DEMAND
By Alexander Gagnon
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The Tides

Jeb Aldrich, left, and Jay Swift, at 
Swift’s Atlanta restaurant 4th & Swift, 
are opening Noble Fin in Peachtree 
Corners later this year. 
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Corners this spring. “It’s not all about how 
long the �sh has been out of the water, but 
how it was treated on the boat. Was the �sh 
put in a live well? Was it immediately thrown 
in ice, or was it placed carefully? Does the 
boat have an ice machine? All of these factors 
play an important role in the resulting �avor.”

“It is the little things you do when you 
store a �sh that make a di�erence,” says Jeb 
Aldrich, chef de cuisine of 4th & Swi� and 
Noble Fin. “You don’t want �sh to be stored 
laying on its side. �is applies pressure to 
the �lets and bruises the meat. Fish should 
be stored in the same position as they would 
swim.”

Some �sherman use live wells instead 
of the preferred method of icing the �sh 
immediately. �ey hold the �sh in a compact 
onboard tank, overcrowded with other �sh in 
o�en inferior water quality for days at a time. 
All of these factors play an important role 
when determining the �avor and condition 
of the �sh itself, which makes high-quality 
seafood distribution extremely tedious and 
highly regulated. 

“�e way it is �shed, the way it is stored on 
the boat, the way it is received at the dock, 
the way that it is transported to the market – 
there are a lot of opportunities for bad things 
to happen,” Swi� says. “Anything you can do 
to shorten that distance from the hook to the 
restaurant is going to be less detrimental for 
the �sh.”
 R�ling In Relationships 

Georgia-based seafood distribution 
companies use Georgia’s strategic location 
between the Atlantic and the Gulf of Mexico 
to provide chefs with fresh, locally caught 
products. Local chefs work directly with an 
assigned distribution representative, who 
works tirelessly to ful�ll the high standards 

of Georgia’s demanding and competitive 
market. �ese representatives take some of 
the load o� of a chef ’s plate and have to be 
familiar with their client’s menu, clientele 
and �ow of business.

Distribution representatives are o�en the 
determining factor when it comes down to 
what varieties of fresh seafood are being sold 
at di�erent restaurants. �ese representatives 
are o�en in charge of selecting and ordering 
the right amount of products based on their 
client’s �ow of business to prevent �nancial 
and physical waste.

Nick Carpenter, executive chef and general 
manager of Atlantic Seafood Company in 
Alpharetta, has used the same distributor for 
more than four years and has had the same 
representative since the beginning.

“My rep knows the high standards of my 
restaurant, and if he has something new for 
me he doesn’t even mention it until he has 
done the research and seen the product in 
person,” he says. “He knows not to waste my 
time.”

Sharking the Competition  
�e rise of chef-driven restaurants seeking 

the freshest wild-caught seafood has captured 
the attention of many entrepreneurs, who are 
taking a di�erent approach to the increase 
in supply and demand. �ese independent 
contractors are seizing this opportunity to 
make a pro�t by driving from coastal regions 
with their own selection of unprocessed, 
wild-caught seafood and knocking on the 
doors of kitchens across the state. 

Timmy Stubbs is the sole owner and 
operator of Native Seafood, a company 
he founded in 2015 in his hometown of 
Brunswick. Timmy is a third-generation 
commercial �sherman; his grandfather was 
the Harbormaster of Brunswick, and he 

Ocean to 
Table

T
here’s a new seafood 
restaurant coming 
to Peachtree Corners 
this spring that’s 

been getting a lot of buzz, 
even before the doors open. 

Jay Swift, of 4th & Swift 
restaurant in Atlanta, 
is excited to open his 
first dedicated seafood 
concept, Noble Fin, which 
will feature American and 
Mediterranean-inspired 
steaks and seafood.

A Baltimore native, Swift 
has always been drawn to 
seafood and is thrilled to 
return to the roots of his 
culinary beginnings. 

“4th & Swift has been a 
fantastic experience, but I 
have always wanted to do a 
seafood restaurant,” he says. 
“I am not doing seafood 
because it is popular now. 
I am doing it because it is 
what I grew up doing. My 
first job was steaming crabs; 
it has always been our 
thing.”

Noble Fin’s debut menu 
will feature seasonal items 
with dishes inspired by a 
variety of cultures from 
around the world. Chef de 
Cuisine Jeb Aldrich studied 
the art of pasta making 
during his time in Italy 
and will be showcasing his 
freshly crafted pastas in 
some of the small plates, 
which he infuses with other 
cultural flavors from both 
chefs’ cultural experiences.

“Seafood is fun, it’s 
different and it works 
with all sorts of different 
cuisines,” says Swift. “We 
accent the fish’s flavor with 
the best ingredients and 
let them sing.”  

The Green Chili Mussels at 
Atlantic Seafood Company, with 
a green chili-coconut broth, pico 
de gallo and feta cheese
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followed in his family’s footsteps out of 
high school. He says the �shing culture 
has changed over the years, which is 
partly why he decided to start his own 
independent operation. 

“I was working on a contracted 
shrimping boat in the late ’90,” says 
Stubbs, “�ey gave us a supply of boxed 
powder and directed us to put it on the 
shrimp a�er they were caught to help 
preserve the freshness of the product. We 
did not know what the powder was made 
of, but it would burn our nostrils, give 
us headaches and make it di�cult for us 
to breathe. I knew that consumers were 
seeking out fresh shrimp and had no idea 
about this process. To me, fresh means an 
untampered product, which is not always 
the case.”

In part because of these preservation 
methods, Stubbs le� the shrimping 
industry for more than 10 years. It was 
not until 2011 that he began driving 
his truck loaded with coolers of freshly 
caught, head-on Georgia White Shrimp 
to Atlanta.

“�ere was some trial and error 
involved early on, but the response was 
overwhelming.” says Stubbs. “I only buy 
the highest quality shrimp, and it has to 
be frozen immediately on the boat a�er it 
is caught. With my shrimping experience 
and connections, I know exactly which 
boats to buy from and which ones to 
avoid.” 

Stubbs drives his truck once a week 
from Brunswick loaded with more than 
1,000 pounds of shrimp and delivers to 

more than 50 restaurants in the Atlanta 
area.

�e increase in popularity of the seafood 
restaurant – and a renewed dedication to 
sustainable seafood – is not due solely 
to the local chefs creating imaginative 
dishes. Rather, it’s a statewide dedication 
from distribution companies and their 
representatives and entrepreneurs. 
And ultimately, the drive comes from 
consumer demand. 

Flavor Flexibility 
Atlantic Seafood Company, which has 

been independently owned and operated 
in Alpharetta for more than 10 years, 
specializes in seasonal market �sh. On any 
given day, diners can �nd mountain trout, 
sword�sh or atlantic salmon on the menu, 
and they can choose to have the �sh grilled, 

blackened or cooked à la meunière. �e 
freedom that this provides guests ensures 
that even those with dietary restrictions 
will have a satisfying dining experience.   

“All of our market �sh are popular,” 
Carpenter says, adding that as the 
clientele has shi�ed over the years, guest-
menu customization is rapidly becoming 
important for the center of the plate. 

“Lately I’ve had a lot of guests that come 
in with di�erent dietary restrictions, so we 
had to make sure to o�er them something 
delicious,” says Carpenter. “I want everyone 
to be able to come eat at my restaurant.”

As the country shi�s toward healthier 
eating habits, the deep-fried seafood of 
yesterday is slowly transitioning out of 
restaurants and is being replaced with 
healthier options. 

While Atlantic Seafood Co. does o�er 
some fried seafood on its menu, for 
example, the options are reduced to fried 
shrimp and sea scallops, located beneath 
dozens of items like pecan-crusted mahi 
mahi, green chili grouper and spicy 
shell�sh linguine. 

“I always try to keep the menu changing. 
Other seafood restaurants around here are 
corporately owned and have to stick to 
their crab cakes and po’boys,” he says. “I 
like to do something di�erent. We’re trying 
new things for this area, and we want 
people to come experience it with us.”

�at something di�erent includes 
one of his latest dishes, Orange-Miso 
African Prawns, which combines Asian 
and Southern culture. Lemon-braised 
rainbow chard sits on top of a crispy 
shiitake potato cake in a shallow pool of 
roasted pork belly dashi broth, then is 
topped with two large African Prawns 
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Noble Fin’s sautéed sea bass, 
with pork belly, charred baby 
fennel, fingerling potatoes 
and aioli

Nick Carpenter, executive chef and 
general manager of Atlantic Seafood 
Company in Alpharetta, with the 
Orange-Miso African Prawns
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that are �own in daily. 
“I cook with the seasons,” says Carpenter. 

“I had to take halibut o� the menu because 
it was out of season. It was a popular dish 
and I could probably still get it, but I 
decided to replace it with the prawns. �e 
response has been fantastic.”

Highlighting the Half-She�
Both locally sourced and sustainable 

seafood are top trends for 2016, according to 
the National Restaurant Association. As part 
of that trend, oysters are surfacing on menus 
all across the state. (See right for more on 
Georgia-grown oysters.)

Carpenter’s menu at the Atlantic Seafood 
Company showcases oysters from around 
the country, all arriving fresh and unfrozen. 
�e most popular of his oyster options 
is “Nick’s Famous Char-Grilled Oysters,” 
which are shucked fresh and grilled with a 
cayenne-bacon-butter-chive sauce, topped 
with parmesan cheese and garnished with 
rock salt and a lemon wedge. 

“I use Chesapeake for my char-grilled 
oysters. �ey are clean, big and beautiful,” 
says Carpenter. “Every oyster has 
di�erent �avor pro�les. �e Chesapeake 
provides a thick enough shell to grill and 
not lose the crisp natural �avor.”  

Noble Fin’s debut menu will consist 
of a constant rotation of East and West 
Coast oysters, each delicately prepared 
to complement the oyster and not 
overpower the natural �avor. 

“We will o�er a lot of di�erent �avors 
with our oysters,” Swi� says.“We’ll make 
our own tartar and cocktail sauces for 
the more traditional guest, yet o�er 
something di�erent such as garnishes 
like Jeb’s cucumber granita. We will also 
have fried oysters, simply because I love 
them.”

Granita is an Italian-inspired shaved ice 
that can be cra�ed with almost any juice 
or puree. �e adaptability of the oyster 
is unique, and the ability to combine 
a traditional Italian dessert with the 
briny �avor of the barnacle is the type of 
creativity we’re going to see from Georgia 
chefs a lot more in the coming year. 

Like Chefs Swi�, Aldrich and Carpenter, 
it’s time to cut loose the traditional views 
of seafood and experience the modern 
taste of freshness with �avors showcasing 
Georgia’s thriving seafood industry. ■

On the Menu:
Georgia-grown Oysters

Here in Georgia, you can find a local version of pretty much anything 
– peaches, tomatoes, pork, you name it. But one thing you likely 
won’t find on the menu is Georgia-grown oysters.

That could be changing very soon thanks to the University of Georgia 
Marine Extension Service. Using a new method to set the oyster larvae – 
called spat – researchers have developed a way to grow oysters individually 
rather than the way wild oysters typically grow along Georgia’s coast now, 
in clumps. 

What does that mean for restaurants?
The first batch of locally grown Georgia oysters could be available to put 

on the menu by this winter. And while Georgia’s wild oyster clumps vary in 
size, are difficult to separate and have shells that are hard and brittle, this 
new crop of single oysters are ideal to serve raw on the half-shell. 

“There’s a lot of interest in being able to eat something that’s local, being 
able to support that,” says Tom Bliss, director of the extension service’s 
shellfish research lab. “We definitely are seeing that with the interest in 
oysters, and we get calls from restaurants and other people wanting to 
know where they can find Georgia oysters.”

Just as wine picks up qualities from the earth its vines grow in, the flavor 
of an oyster is due in part to the water they live in. Georgia’s oysters tend 
to be salty with a hint of lemongrass.

“They’re pretty mellow,” says Dave Snyder, owner and executive chef of 
Halyards and Tramici on St. Simons Island, about Georgia oysters. “They’re 
not as briny as a West Coast or North oyster, but they have a great salinity 
to them. They’re good.”

Some 300,000 to 600,000 spat were initially provided by the extension 
service’s hatchery to local oystermen to grow the first batch for harvest. By 
2018, the hatchery anticipates it will be producing between 5 million and 
6 million spat annually – about $1.6 million worth.

The single oysters are expected to sell anywhere from 35 cents to $1 per 
oyster. 

“I could sell that all day long,” Snyder says. “If I get Kumamotos or 
something like that, that’s the going rate. If I get a Belon from France, you’re 
paying $2 apiece. There’s nothing comparable when you have something 
coming out of the ocean that’s only one or two days old. … That’s worth 
paying for.” – Christy Simo



20  |  Restaurant INFORMER March 2016

By now, many people in the U.S. have been issued a Europay, 
Mastercard and Visa (EMV) chip card – a global standard 

for credit and debit cards that are equipped with computer chips 
and the technology used to authenticate the cards’ transactions. 

How does that a�ect you as a restaurant owner? Before Oct. 1, 
2015, if a counterfeit card fraud occurred at your restaurant, the 
liability fell with the card issuers. Now, if your restaurant does 
not use a chip-enabled device to process customers’ cards, you 
are now held liable for any fraudulent transactions. 

While that may sound daunting, there is some good news – and 
much that still needs clari�cation when it comes to restaurants 
and this new technology. 

  150 Million Cards Issued and Counting
A big question posed by restaurants is, “How many people 

are carrying an EMV chip card?” As of September 2015, there 
were 159.3 million EMV chip cards issued to U.S. cardholders. 
�at may sound like a lot of cards, but keep in mind that there 
are 1.9 billion cards issued in the U.S., so we have a long way 
to go until every magstripe card is replaced with an EMV chip 
card.  In regions and countries that have already migrated to 
EMV, issuance has taken about two to four years to migrate 
cardholders from magstripe to EMV.  

Also per Visa, there are 397,000 retailers, restaurants and 
businesses accepting payment that have installed EMV readers. 
�at is only three percent of the total installed base and, as per 
industry analysts, we are not expecting to see 90 percent of the 
installed base migrate to EMV for another three to four years. 
Visa also reports that 7 percent of the ATMs in the U.S. are now 
capable of accepting chip transactions. It is estimated that there 
are between 10 and 12 million payment terminals installed for 
cardholder payment in the U.S.   

Why are the number of cards issued and number of EMV 
chip card readers deployed important? With an inconsistent 
cardholder experience, consumers will be confused as to how to 
pay with their EMV card when shopping and dining.  Do they 
swipe or insert their card? When do they sign, input their PIN or 
is no veri�cation needed at all? �ese factors will impact patron 
satisfaction, employee training and potentially your sta�ng at 
the POS checkouts or counters. 

Also to be considered is EMV contact and EMV contactless. 

EMV contact cards are inserted, or “dipped,” into the EMV 
reader. EMV contactless cards are tapped on the near-�eld 
communication (NFC) reader. �e vast majority of cards being 
issued in the U.S. are EMV contact, with a magstripe included in 
every card issued.  �ose cards do not include EMV contactless. 
However, with mobile payments such as Apple Pay, Android Pay 
and Samsung Pay (which use NFC) becoming more mainstream, 
consumers could start using their phones for payment instead. 

Depending on the type of restaurant you have, EMV 
contactless be bene�cial. Why? EMV contactless transactions 
are faster than an EMV contact transaction, typically a di�erence 
of two to three seconds.  QSR, fast casual and restaurants with 
counter service should look at EMV contactless and NFC as a 
bene�t to patrons, a way to manage queuing and an e�ort to 
streamline the payment process. As an FYI, the vast majority 
of EMV-capable devices being sold today provide EMV contact 
and EMV contactless as well as NFC. 

  And the Winner is “Chip and Signature”
Initially, it was thought that that the credit card companies 

would implement cards preferring PIN entry, also known as 
“chip and PIN,” whereas the cardholder enters a PIN similar to 
when you insert your debit card at an ATM. With PIN entry, 
only the cardholder (hopefully) knows the PIN, making the 
transaction safer for both the issuer and the restaurant. 

In reality, the vast majority of EMV cards issued by credit card 
companies in the U.S. today are “chip and signature,” which do 
not support PIN entry but do require a signature for transactions 
over a predetermined dollar amount. �e issuance of “chip and 
signature” cards is actually a potential bene�t to businesses 
deploying EMV terminals, as those devices largely support PIN 
entry for “chip and PIN.”  When one considers the implications 
of the liability shi�, the restaurant will bene�t in the event of a 
chargeback for fraud. 

  What is the Real Liability Shift Impact?
As part of the U.S. migration to EMV, on Oct. 1, 2015, Visa, 

MasterCard, American Express and Discover established a 
liability shi� for fraudulent transactions to the party using the 
least secure technology. Since that date, here’s how counterfeit 
card fraud liability has changed:

What to Believe About 
the New EMV Chip Cards
By Michael W. English

FACT AND FICTION
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Division of
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Your restaurant’s carbonation solution.
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Call Today!
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easyco2gas.com

• When a Visa card is in question, liability for fraud shi�s to  
 the business when a counterfeit magstripe from a chip card  
 is used at a magstripe terminal. 
• When a MasterCard or American Express card is in   
 question, liability for fraud shi�s to the business when a   
 counterfeit magstripe from a chip card is used at a   
 magstripe terminal.  
• Businesses accepting Discover cards that have deployed   
 EMV technology will not be liable for counterfeit card   
 transactions.
• A business is never liable for lost and stolen card fraud   
 with a Visa card.  
• For MasterCard or American Express cards, liability shi�s   
 to the business when a lost or stolen “chip and PIN” card   
 is used at a less-secure terminal or to the party using the   
 least secure customer veri�cation method – if the issuer   
 and merchant are EMV enabled.  
• Merchants accepting Discover with “chip and PIN”   
 terminal capability will not be liable for lost or stolen card   
 transactions. 

�ere’s been much concern regarding the potential for a large 
number of chargebacks due to fraud from accepting lost, stolen 
and counterfeit cards a�er the liability shi�. For the restaurant 
industry, however, this is much ado about nothing. 

Restaurants historically have not su�ered a large number 

or sizeable percentage of chargebacks due to lost, stolen and 
counterfeit card acceptance, unlike other businesses such as 
petro pay-at-the-pump providers, electronics retailers, fashion 
retailers and other high-ticket businesses. For restaurants, the 
occurrence of chargebacks due to fraud runs traditionally at 
a nominal percentage of sales, which is why restaurants are 
questioning the rush to deploy EMV. �at being said, high-end 
restaurants may want to migrate to EMV as their risk is higher 
that of a QSR and its average $5-$7 ticket.  

  Tipping and EMVs
�ere is also some misinformation about EMV and essential 

restaurant functionality that is being tossed around in blogs and 
Internet articles, speci�cally about tipping, tip adjustments and 
bar tabs.   

One leading misconception is that tips can’t be adjusted for 
an EMV transaction and that they must be done at the time of 
the EMV transaction. �is notion is false. Not only can tips be 
adjusted, but restaurants with bar tabs can continue to support 
them a�er they’ve rolled out EMV.

�e truth is, an EMV “chip and signature” transaction can be 
adjusted a�er the transaction, just like a restaurant does for a 
magnetic stripe transaction. EMV “chip and PIN” transactions 
can also be adjusted a�er the sale, but it is recommended that the 
tip be entered at the time of customer PIN entry, saving time and 
streamlining the payment process.

What to Believe About 
the New EMV Chip Cards

http://www.easyco2gas.com
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EMV also allows bar tabs. As per card brand rules (Visa, 
MasterCard, American Express and Discover), EMV bar tab 
functionality should closely mirror the way magnetic stripe 
transactions work today. �e Open Tab function consists of an 
EMV authorization for a speci�ed amount and the Close Tab 
function consists of an adjustment of the settled amount. �e 
settled amount can be up to 20 percent higher than the originally 
authorized amount. If greater than 20 percent, the original 
authorization must be voided and you will need to run another 
full EMV authorization for the �nal amount with the EMV card 
– just like magstripe. 

  EMV and Tableside Payment
Many restaurants are asking, “Can the server handle the EMV 

card?” “Do we need to bring a payment terminal to the table?”  
�ere is nothing in the card brand EMV speci�cations or 

documentation that prohibits a server from accepting an EMV card 
for payment, taking the EMV card to the POS system or terminal, 
running the card and returning with the receipt for signature. 
If you have implemented EMV at the POS workstation and have 
not deployed a device to take to the table for customer-convenient 
payment, there are no rules that say you need to do otherwise.  

�at being said, there are a few issuers and credit unions 
that have deployed “chip and PIN” cards. However, if your 
establishment is located in an area frequented by international 

guests who prefer “chip and PIN” cards, it may be a good idea 
to run at least one “chip and PIN” device in your restaurant. A 
tableside payment device can be a great customer convenience 
tool that streamlines the payment process and eliminating errors 
as well as time for tip adjustments. �ere will be a time where 
“chip and PIN” cards become more commonly issued in the U.S. 
as the concern over cardholder veri�cation grows.

What Should Restaurants Do �at Have Not Deployed EMV?
Businesses that accept credit and debit cards should work with 

their acquirer or processor to evaluate current and anticipated 
fraud chargeback ratios. You should also think about your 
customers’ sensitivity to card security as well as how your 
competitors are going to respond to the EMV migration. Many 
consumers are looking to do business with merchants that they 
perceive to be secure, and EMV is a tool to curtail counterfeit 
cards acceptance. 

Also consider your business’s location and demographics.  Is 
it located in areas that cater to customers carrying international 
cards? If so, it would be wise to consider upgrading to accept 
EMV cards. Keep in mind that every EMV card being issued in 
the U.S. will have a magnetic stripe on the back, ensuring that 
cardholders will always be able to use their cards. ■

Michael W. English is vice president of product 
development at Heartland Payment Systems.

http://www.postec.com
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The American Culinary Federation – Atlanta Chefs 
Association celebrated their President’s Awards Gala and 

Casino Night in February at the ballroom of I Luv Bowling in 
Duluth.

Chef Kully Crean presented eight awards during the evening, 
recognizing the association’s partners and chefs. Following the 
dinner and awards celebration, guests enjoyed an evening of 
casino games. ■

SNAP
SHOTS

ACF Atlanta President's
Awards Gala and Casino Night
Photos by William Lofton

http://www.postec.com
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Now at the Cobb Galleria!

WHY SAVE THE DATE? 

1. FREE Parking 
2. EASY Road Access 
3. 200+ Exhibitors 
4. Culinary Demos 
5. Show Specials 
6. New Products 
7. Booze 
8. Seriously, a lot of booze.

www.AtlantaFoodserviceExpo.com

The Giving Kitchen’s largest fundraiser, Team Hidi 4, sold out for the fourth 
year in a row. �rough the generosity of nearly 1,200 guests, sponsors, chefs, 

bartenders, distributors and volunteers, Team Hidi 4.0 raised $382,150 on Jan. 31 to 
support its crisis grant programs. 

�e Giving Kitchen was formed to meet the needs of those employed in the Atlanta 
restaurant community when faced with an unanticipated hardship.. �e organization 
provides emergency assistance grants to cover basic living expenses, care-related 
travel expenses, and funeral expenses for those who meet de�ned criteria. For more 
information, visit thegivingkitchen.org. ■

The Giving Kitchen's 
Team Hidi 4.0 

SNAP
SHOTS

Photos by Erika Botfeld

http://www.atlantafoodserviceexpo.com
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INDUSTRY 
TASTING

thursday, march 31, 2016
12:30 - 4:00 pm

Sponsored by Restaurant Informer 

and Muss & Turner's Restaurant

the high museum atlanta wine auction offers the 

south’s finest industry-only wine tasting featuring 
more than 100 premium wineries represented by 

winemakers and principals.

restaurant informer magazine is a proud sponsor 

of this exciting event for the 9th year. and for 

the 7th year, muss & turner’s will present a 
delicious buffet during the tasting. 

qualified pre-registration by food and beverage 

trade attendees is mandatory. register online 

before march 16th, atlanta-wineauction.org/trade.

INDUSTRY 
TASTING

High Museum Atlanta Wine Auction March 30 - April 2, 2016

INDUSTRY
EVENTS

http://atlanta-wineauction.org
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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. 279.8041   vlister@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.

678.380.1212    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.

 770.774.8300   william.ray@usfoods.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.

INDUSTRY
EVENTS

March 2016
Toast of the Town
March 11 – Columbus 

32nd Annual Hunger Walk/Run
March 11 – Atlanta

ACF-ACA ChefConnect: Atlanta
March 13-15 - Hyatt Regency Atlanta

Eleanor's Table with Karen Bremer
March 14 – Eleanor's (Muss & Turner’s), Smyrna

Taste of Athens
March 20 – Athens

Taste of Forsyth
March 26 – Cumming

Bacon Festival
March 28 – Little 5 Points, Atlanta

ACF-ACA Annual Golf Tournament
March 29 – Ansley Golf Club, Roswell

April 2016
Gluten Free & Allergen Friendly Expo
April 2-3 – Cobb Galleria Centre, Atlanta

Taste of Marietta
April 23-24 – Marietta

Dining Out for Life Benefiting Open Hand
April 27 – Atlanta

28th Annual Atlanta Taste of the Nation
April 28 – Georgia Aquarium, Atlanta 

May 2016
Pick’n in Grant Park BBQ & Music Festival 
May 6-7 – Grant Park, Atlanta

Sweet Auburn Festival 
May 6-8 – Atlanta

Shaky Knees Music Festival 
May 13-15 – Atlanta

Atlanta Community Food Bank Full Course 
Classic Golf Tournament
May 16 – Settindown Creek Golf Course, 
Roswell

Beer, Bourbon, & BBQ Festival 
May 21 – Atlantic Station 

Performance Foodservice Culinary Trade Show
April 12 — Infinite Energy Center, Duluth

US Food’s Food Fanatics Live 
May 18 — Georgia World Congress Center, 
Atlanta

http://rdspos.com
https://www.gfs.com/en
http://www.postec.com
http://savdist.com
https://georgiapower.com
http://usfoods.com/index.html
http://www.gas-south.com
http://www.syscoatlanta.com
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�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

Kale Me Crazy
Est. Opening Date: First Quarter 2016
1402 North Highland Ave. NE 
Atlanta, GA 30306
This upscale juice bar offers a variety of juices as well as 
smoothies, salads, wraps and coffee.

Marcello’s 
Est. Opening Date: February 2016
1540 Avenue Place
Atlanta, GA 30329
The menu will offer brick oven pizzas as well as a classic 
Italian menu and full bar.  

Nexto
Est. Opening Date: Spring 2016
822 Ralph McGill Blvd. NE
Atlanta, GA 30306
This eatery will feature a ramen noodle shop with a ramen bar. 

Alpine Bakery & Trattoria
Est. Opening Date: Spring 2016
405 Toonigh Road 
Woodstock, GA 30115
This location will offer a counter-style bakery as well as a 
traditional Italian menu. 

DAS BBQ 
Est. Opening Date: Early June 2016
1203 Collier Road NW
Atlanta, GA 30318
The menu will offer traditional Georgia BBQ with a variety of 
culturally inspired side items. 

Red Phone Booth 
Est. Opening Date: TBA 2016
17 Andrew Young International Blvd. 
Atlanta, A 30303
This Italian pizzeria will offer a cigar lounge and full bar. 

Georgia Beer Garden 
Est. Opening Date: March 2016
420 Edgewood Ave. SE
Atlanta, GA 30312
The menu will be Southern with a German influence.

Biltong Bar
Est. Opening Date: February 2016
675 Ponce De Leon Ave. NE
Atlanta, GA 30308
This African-inspired bar and eatery will feature biltong, 
charcuterie and cheeses. 

Puff Lounge Atlanta
Est. Opening Date: March 2016
367 Edgewood Ave. NE
Atlanta, GA 30312
The menu will include lettuce wraps and lobster corn dogs, 
and a full bar will be available.  

Sublime Doughnuts
Est. Opening Date: Fall 2016
Corner of Hammond Drive and Roswell Road 
Sandy Springs, GA 30328
The menu will offer various doughnut flavors as well as  
house-made ice cream. 

Steak 101 
Est. Opening Date: Spring 2016
3621 Vinings Slope SE
Vinings, GA 30339
There steak-centric menu will offer local and regionally 
sourced fare as well as a full bar. 

Freddy’s Frozen Custard & Steakburgers
Est. Opening Date: Spring 2016
2230 Peachtree Industrial Blvd. 
Duluth, GA 30097
This fast-casual restaurant will feature a variety of burgers, 
sandwiches and frozen yogurt desserts. 

Cinnaholic 
Est. Opening Date: Spring 2016
1250 Caroline St. NE
Atlanta, GA 30307
This vegan gourmet bakery will feature over 30 flavors of 

classic fresh-baked cinnamon rolls. 

Okami Ultra Lounge 
Est. Opening Date: TBA
645 Shelton Ave. SE
Atlanta, GA 30310
The menu will feature an Asian fusion menu alongside a craft 

beverage program. 

Boneheads Fire Grilled
Est. Opening Date: TBA
3480 Camp Creek Pkwy.
East Point, GA 30344
Boneheads will offer a full bar as well as grilled skewers, tacos, 

burritos and a variety of grilled fish. 

Pappadeaux Seafood Kitchen
Est. Opening Date: TBA
Duluth Hwy. & Newpoint Pkwy.
Lawrenceville, GA 30043
The menu consists of Louisiana-style dishes, fresh seafood, 

salads, pastas and desserts. 

360 Cantina
Est. Opening Date: Spring 2016
360 Edgewood Ave. SE
Atlanta, GA 30312
Mexican-inspired menu including salads, paninis, chicken 

tortilla soup, chips and guacamole.

Morningside Kitchen
Est. Opening Date: Mid to Late March 2016
1397 North Highland Ave. NE
Atlanta, GA  30306
The menu will offer dinner and weekend brunch serving 

American comfort food.

Brass Tap Craft Beer Bar
Est. Opening Date: Spring/Summer 2016
4505 Ashford Dunwoody Road
Atlanta, GA  30346
An upscale beer bar that offers up to 80 different craft beers 

on tap, more than 300 varieties of imports, local craft beer and 

a large selection of premium wines and cigars.

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.

©2016 Georgia Power. Person pictured is fi ctitious. Actual energy cost savings vary by customer.

https://georgiapower.com


Inspiration shouldn’t be 
 a �pecial �ngredient

Connect with us at GFS.com 

When people love their food, they spread the 
word, which helps your business grow. For over 
115 years, Gordon Food Service® has sourced the 
perfect ingredients. With thousands of foods, 
one-of-a-kind specialty items, and products to 

operate restaurants big and small, we’ll help you 
support your business and delight customers.
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https://www.gfs.com/en



