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I love a good party. I love filling my home or a creative 
venue with people, prepping delicious food and creating 

an experience that leaves everyone talking about how much 

fun they had even months down the road. 

Sure, entertaining people is a lot of hard work, but it’s 

worth it when you see everyone having a good time and you 

know you played a part in it.

But sometimes, it’s nice to let someone else entertain for 

a change. 

I’m not alone in that sentiment. According to several 

studies, today’s diners aren’t satisfied with simply grabbing 

a bite to eat. They crave an experience. 

According to a 2014 study by Eventbrite, 3 out of 4 

Millennials – for this survey those born between 1980 and 

1996 – would rather spend their money on experiences like 

concerts, dining out, parties or festivals over consumer 

goods. And in a 2013 Nielsen study on the “American 

Moviegoer,” 72 percent of Millennials like to go to the movie 

theater. When you throw in reclining seats, in-theater dining 

and alcohol like CinéBistro in Brookhaven does, you’ve got 

yourself more than just a movie – you have an experience. 

Ponce City Market in Atlanta definitely taps into that 

desire to experience life and not just watch from the 

sidelines. The project has been garnering national attention 

for the bold redevelopment of a hulking 1926 Sears, 

Roebuck & Co. distribution center into a hive of shopping, 

dining and living adjacent to the Atlanta BeltLine. 

Mandy and Kelvin Slater of Slater Hospitality are clearly 

having fun gearing up for the launch of The Roof, the six-

acre amusement park/bar/restaurant/special event space on 

top of Ponce City Market that’s slated to debut to the public 

this summer. 

Not only will they be opening Nine Mile Station – a beer 

garden and restaurant with astounding views of the Atlanta 

skyline from downtown to Buckhead –  they will also be 

overseeing the bar and concession stand perched next to the 

18-hole mini golf and retro carnival games scattered across 

the rooftop under the giant red Ponce City Market sign. 

The Slaters are just two of the many restauranteurs across 

the state who know that creating an experience is part of 

today’s social equation. Whether it’s bowling, arcade games 

or movies, people are looking for something new to do while 

they go out to eat.  

You may not run a restaurant that has these kinds of 

amenities, but you can certainly consider creating a little 

excitement in your customers’ lives. Restaurants will always 

be a place to escape and connect with the ones you’re dining 

with, and they have a social currency all their own. If you can 

create a sense of connection with your diners and help them 

create memories they can share, you’re well on your way to a 

successful business.  

 

Christy Simo

Editor

Creating an 
Experience
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MESSAGE FROM THE CEO
Second Annual Georgia Restaurant Week is Back 

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.

R
estaurants in Georgia have been recognized for providing 

a culinary experience that represents our state’s hospitable 

nature, establishing loyalty with their customers and showing 

involvement in the community. Georgia’s restaurants provide 

patrons with a unique dining experience and continue to boost 

our state’s economy. Georgia Restaurant Week aims to highlight 

the various dining options our state has and serves as an 

opportunity for restaurants to gain exposure. 

The Georgia Restaurant Association has partnered with the 

Georgia Department of Economic Development to present 

the second annual Georgia Restaurant Week. This week-

long culinary event focuses on increasing awareness about 

the outstanding culinary scene throughout Georgia and will 

highlight the state’s one-of-a-kind dining options. Georgia 

Restaurant Week will take place July 18-24, 2016, at participating 

restaurants throughout the state and will showcase Georgia’s 

restaurants to consumers while attracting new visitors to the 

state through culinary tourism. 

Restaurants can make the most out of participating in Georgia 

Restaurant Week with some of the following tips: 

• Incorporate Georgia Grown products into your menu.  

 During the summer, there are several Georgia Grown   

 products in season such as blueberries, tomatoes and   

 watermelon that can be added to dishes. This is a great   

 way to showcase the abundance of fresh and local   

 products in Georgia.  

• Provide the ultimate experience for your customers.   

 While focusing on your menu is important, patrons   

 also feel the need for a unique ambience and setting   

 while dining out. Guests feel that dining out is an   

 important social component of their lives. Bring in a live  

 band or add some new décor to your location. 

• Your prix fixe menu should be of value in terms of   

 price and quality. Carefully select which menu items   

 will be paired together and at what menu price. Guests   

 want to know that they are getting a good value. If they   

 enjoy the experience and see that your menu is at the   

 right price point, they will likely return to sample your   

 regular menu as well. 

When restaurants participate in Georgia Restaurant Week, 

they can gain new customers, increase exposure and showcase 

their community. In addition to the partnership with the 

Georgia Department of Economic Development, the GRA 

has also partnered with Flavors Magazine, OpenTable, Taste of 

Atlanta and other outlets to promote the event. Participating 

restaurants will be able to facilitate reservations on OpenTable 

and can also gain marketing and promotional exposure through 

these other outlets. 

Guests who dine out during Georgia Restaurant Week 

will be able to choose from a prix fixe menu of $15, $25 or 

$35. Menu items, reservations and more information about 

how your restaurant can participate can be found at www.

garestaurantweek.com. Guests and restaurants can also engage 

through social media using the hashtag #GARestaurantWeek. 

Sincerely,

Karen Bremer, CAE

CEO

Georgia Restaurant Association 

NEWS
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®

WEEKLY CHEF’S TABLE

your restaurant concept, you can look for creative and unique ways to set your 

menu items apart from anything your guests can create in their backyard.

Chef  Marcus Means

Insights. Recipes. Ideas.
syscoatlanta.com/chef-marcus

2016 Board of Directors and GRA Staff
Georgia Restaurant Association Staff
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Daniel New, Public Affairs Assistant
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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
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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
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T
he typical multi-unit restaurant brand has a team of experienced and smart leaders 
who take a great deal of pride in what they serve to their guests. They truly believe 

that what they do is better than anyone else and that their standards, specifications and 
the prices they pay are beyond approach. 

However, while you have great buying power, that may not always result in big 
savings. Finding those savings requires a completely different view of your supply chain 
infrastructure, one seen through the lens of the restaurant value chain. The restaurant 
value chain is an approach to reducing supply chain costs through observations, 
opportunities and solutions. Based on this model, here are four ways in which you can 
give your supply chain a review.

Create the time and infrastructure to focus on 100 percent of what you purchase. 
While having a great price on your top 20 items is a good start, many teams lose 
focus on other areas, such as disposables, produce and low-volume items. 
It may not seem as important to negotiate great deals on these items; however, 
with the backdrop of the restaurant value chain as an operating mantra, brands 
can assemble a plan for these other areas that put low-volume items back into 
focus. It’s not about concentrating only on what sells the most, but rather what you 
use 100 percent of the time across your entire brand. 

Compare protein products for maximum yield. For many restaurants brands, 
the protein products being purchased for certain menu items lose their yield due 
to inconsistent manufacturing specifications and sporadic employee trimming 
processes. From your office, it is really hard to know how much the kitchen staff 
is trimming or how they are dealing with the unpredictable sizing. Therefore, 
it might be time to review your product and compare it to what you're actually 
paying for. 

Make sure your product specifications are the best for your brand. If your 
brand makes anything fresh, it’s easy to have two or more ingredients account 
for more than 50 percent of product spend. For example, your brand makes 
fresh guacamole, and the specification is a 48-count, No. 1 avocado. While a 
48-count, No. 1 avocado may look better and be perceived to yield better, it is 
the wrong product to use for this purpose. A 60-count, No. 2 avocado provides 
the appropriate quality that is needed and at a great savings. Therefore, one slight 
change of an ingredient can have the same quality as what guests are used to, but 
yield greater savings for the restaurant.

Give your guests consistent products. Many brands today are making menu items 
from scratch. Even though these items have great flavor profiles, there are mixed 
product reviews from guests. Additionally, so much is being done from scratch 
that there is a labor issue at each location. If this sounds familiar, it might be a 
good time to review which products should remain from scratch and which items 
could be partially made ahead of time. And while a partially cooked product may 
cost more, the result will pay off in the long run.

FPL Food, LLC

755 Restaurant Corporation

Abbotts Bar and Grill

Agave Restaurant

Amici

A-RI Soo Enterprise, Inc. dba Three Dollar Cafe

Atlanta Foodservice Expo

Atlanta Super Source Inc.

Bernie’s Oyster House

Bhojanic

Castellucci Hospitality Group dba Iberian Pig, 

Sugo & Double Zero Napoletana

CohnReznick, LLP

Concentrics Restaurants

Concept Associates Inc.

Conglomerated Host dba Provino’s & Scalini’s

Cotton and Rye LLC

Delaware North

Doc's Food & Spirit

Easy CO2

Elarbee, Thompson, Sapp & Wilson, LLP

Fifth Group Restaurants

Flourish Restaurants dba Foundation Social Eatery

Food Safety Training Center

Fresher Brands Management, LLC dba Ranchero’s 

Fresh Grill/Fireside Pizza Shop

Ganaway Contracting Company

Halpern’s Steak and Seafood Company

Heirloom Kitchen & Bar, Inc. dba Seed Kitchen 

& Bar/Sip Wine Bar

Helms College/Edgar’s

HMS Host

Homegrown Restaurants dba Doc Chey’s

Industry Tavern

J.M. Williams Contractors

Jackson, Lewis LLP

Las Costas Nayaritas

Little Barn, Inc. dba Little Barn

Little Italia

Miller’s Ale House

Moon River Brewing Company, LLC

Moonhanger Group

National Restaurant Development/NRD Holdings

dba Popeyes

Olde Blind Dog Irish Pub

Orderly

Papa’s Bar-B-Que & Seafood

Proof of the Pudding

Reveille Cafe

Rocket Farm Restaurants

Six Feet Under Pub & Fish House 

– West Atlanta/ Memorial Drive

Sizzling Steak Concepts, Inc. dba Ruth’s Chris 

Steak House

South Main Kitchen

Stars and Strikes

Sun Dial Restaurant Bar & View

The Lawrence

The Olde Pink House

Thumbs Up Diner

U.S. Café

Willis Towers Watson – Willis Insurance 

Services of Georgia

Wings of Dunwoody Inc. dba Wild Wing Café

THANK YOU 
to the following members  
for their continued support!

Bruce Reinstein is President and COO of Consolidated Concepts, a leading purchase 

partner in the U.S. for restaurants. Based in Waltham, Mass., the company partners 

with more than 100 chains across the country and supports 20,000 restaurants today. 

Learn more at www.consolidatedconcepts.net.

Ways To Re-Evaluate Your Supply Chain
Find big savings by rethinking what comes into 

your kitchen – and what goes out

By Bruce Reinstein, president and COO of Consolidated Concepts
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ACF
UPDATE

True Master Chef
By Eric Karell, CEC, CCA, AAC

With the explosion of televised cooking programs and the rise of the celebrity 

chef, one hears the term “Master Chef ” tossed around with authority. But 

most of the time, it’s all just a marketing ploy. 

While many of these chefs are quite skilled and have worked hard to attain their 

status in the culinary world, here in the U.S. they are not Master Chefs unless they 

have the designation of C.M.C. – Certified Master Chef – after their names. In fact, 

there are just 68 Certified Master Chefs in the country. 

The American Culinary Federation is the only organization that approves, 

regulates and certifies chefs in our country. There are five levels of certification for 

professional chefs and four for baking and pastry chefs, as well as certification for 

personal cooking professionals, culinary administrators and culinary educators.

Unlike many professions, almost anyone can call themselves a chef. So what, 

then, is the practical difference between a certified chef and a non-certified chef? 

The truth is, there may be nothing – or everything – separating the two. A non-

certified chef may have the training, skills and talent to be an effective modern chef. 

However, the Certified Chef is guaranteed to have them. Being certified is also a sign 

of professionalism and indicative of a chef who believes in continuing education. 

And with thousands of chefs competing for a place in the kitchen, certification 

helps you stand out from the crowd and proves your culinary competency.  

No matter what level of certification you seek, it requires a defined, measurable 

list of accomplishments in three areas: Education, experience and testing. 

Education. This can come in the form of a traditional cooking school, an 

accredited college hospitality program, a community college, an apprenticeship, 

or even via an online course. As part of the education point system, the ACF also 

requires three mandatory courses: Sanitation, Management and Nutrition. 

Experience. There are different levels of certification, with the higher levels 

requiring more experience at a position equivalent to the certification level sought. 

No matter what level of certification you 
seek, it requires a defined, measurable list of 
accomplishments in three areas: Education, 
experience and testing. 

What it Takes to be a
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Levels of Certification
There are 14 certification designations, each requiring specific qualifications. For more 

details on what each designation entails, go to www.acfatlantachefs.org.  

Cooking Professionals 
Certified Culinarian (CC). Entry-level professional in a commercial foodservice 

operation that prepares and cooks sauces, cold food, fish, soups and stocks, meats, 

vegetables, eggs and other food items. 

Certified Sous Chef (CSC). Supervises a shift or station(s) in a foodservice operation. 

Aka banquet chef, garde manger, first cook, a.m. sous chef and p.m. sous chef. 

Certified Chef de Cuisine (CCC). Supervisor in charge of food production and 

foodservice operation.

Certified Executive Chef (CEC). Responsible for all culinary units in a restaurant, 

hotel, club, hospital or foodservice establishment. 

Certified Master Chef (CMC). The consummate chef who possess the highest 

degree of professional culinary knowledge, skill and mastery of cooking techniques. 

Certification as a CEC or CEPC is a prerequisite.  

Personal Cooking Professionals
Personal Certified Chef (PCC). Engaged in the preparation, cooking and serving of 

foods on a “cook-for-hire” basis. 

Personal Certified Executive Chef (PCEC). Advanced chef engaged in the 

preparation, cooking and serving of foods on a “cook-for-hire” basis.  

Baking and Pastry Professionals
Certified Pastry Culinarian (CPC). Entry-level professional in a pastry foodservice 

operation. 

Certified Working Pastry Chef (CWPC). Pastry chef who supervises a pastry section 

or a shift within a foodservice operation. 

Certified Executive Pastry Chef (CEPC). Department head who reports to the 

executive chef or head of a pastry specialty firm. 

Certified Master Pastry Chef (CMPC). Possesses the highest degree of 

professional knowledge, skill and mastery of baking and pastry cooking techniques.

Other
Certified Culinary Administrator (CCA). Executive-level chef responsible for 

administrative functions of running a foodservice operation.

Certified Secondary Culinary Educator (CSCE). Advanced-degree culinary 

professional working as an educator at an accredited secondary or vocational institution. 

Certified Culinary Educator (CCE). Advanced-degree culinary professional with 

industry experience who is working as an educator in an accredited postsecondary 

institution or military training facility. ■

Expert in 
crafting

what 
you wANT

Expert in 
crafting

what 
you wANT

OPTIONS INCLUDE:OPTIONS INCLUDE:

FROZEN YOGURTFROZEN YOGURT

Classic

 

Select

  

Super Premium 

 

Classic

 Natural & Artificial

Select

 All Natural 

Super Premium 

 All Natural

 No Corn Syrup

All Frozen Yogurt is
3.5% Butterfat

GELATO GELATO

Traditional
 

Premium
 

Super Premium 
 

Traditional
 3.5% Butterfat

 No Corn Syrup

 All Natural

Premium
 12% Butterfat

 All Natural

Super Premium 
 12% Butterfat 

 No Corn Syrup

 All Natural

Call Rose Palazzolo  today 

to create  your unique solution.

1.229.291.2451
www.4gelato.com

• Custom Orders • Private Label 

• Incredible Value

Testing. Candidates must take a written test and a practical exam. The exam for 

a Certified Master Chef is intense, lasting eight days and covering different styles of 

cooking and cuisine. Chefs must maintain an average score of 75 out of 100 for each 

segment, with scores based on kitchen skills, plate presentation and taste. 

In 2014, the last time the Certified Master Chef exam was given, 10 chefs across 

the country participated but only two passed, including Georgia’s own Daryl Shular. 

Once a chef receives their certification, they are required to re-certify every five years. 

Want to learn more about becoming a certified chef? Go to www.acfatlantachefs.

org to learn more about the different levels of certification and how you can apply to 

be certified. 
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D
iners with allergies should be taken seriously in your 
restaurant or catering operation, especially because some 

allergies can be life-threatening. Take this quiz and see how 

much you know when it comes to diners and allergies.

1. How are allergens introduced into prepared food?

	A. Cross-contact with an allergen in food preparation or  

 serving

	B. Residues left over from manufacturing processes or  

 preparation methods

	C. Sub-ingredients present in pre-packaged foods added  

 to another food to create a menu item.

	D. All of the above

D. All of the Above

Allergens can be introduced to food via cross-contact, residues 

left on cutting boards, other kitchen equipment, hands, aprons 

or towels and through ingredients present in pre-packaged 

foods added to the menu item.

2. A latex allergy can have cross-restive allergic reactions with 

certain foods. Which of these foods can cause a latex-fruit 

syndrome reaction?

	A. Avocado, banana, chestnut, kiwi

	B. Apple, carrot, celery, melon, papaya, potato, tomato

	C. Apricot, cherry, citrus fruits, fig, grape, mango, rye,  

 wheat, coconut, hazelnut

	D. All of the above

D. All of the above

The foods in option A have the highest degree of reactivity with 

latex. Foods in option B have a moderate degree of reactivity. 

And option C foods have a low degree. It is best to avoid them 

all if someone states they have a latex allergy.

3. A meal of Caesar salad with croutons, lasagna and tiramisu 

contains which of the top eight allergens?

	A. Milk, egg, fish, wheat

	B. Peanuts, tree nuts, fish

	C. Milk, egg, wheat

	D. Shellfish, soy

A. Milk, egg, fish, wheat

Caesar salad contains fish, wheat and milk. Lasagna has egg, 

milk and wheat. Tiramisu has wheat, egg and milk. This meal is 

not edible for a vegan, gluten-free or a milk, egg, fish or wheat-

allergic guest.

FOOD 
ALLERGIES
By Tracy Stuckrath

HOW 
MUCH 
DO YOU 
KNOW 
ABOUT Q

U
IZ
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4. Which statement is the best example of how to positively 

interact with a diner who has dietary needs?

	A. Rolling eyes and showing apathy.
	B. We’ve talked with the chef and can provide you these options.
	C. I don’t like peanuts either.
	D. Can’t you take something for it after you eat it?

B. We’ve talked with the chef and can provide you these options.

Showing contempt, acting as if you can relate (unless you really 
can) or offering advice are all forms of disrespect for a guest with 
a special dietary need. Asking them clearly, listening to them, 
acknowledging their need and providing options all show you 
are aware and concerned for their well-being.

5.  True or  false?

A vegan diet consists of legumes, fruits, honey, vegetables, soy 
and grains.

FALSE
Vegans do not eat honey because it is a by-product of a living being.

6.  True or  false?

Reactions to both food allergies and celiac disease can be seen 
within minutes of ingesting the food.

FALSE

Food-allergy reactions can happen in as little as two minutes or 
up to several hours. Celiac and gluten-free reactions can take 
several hours or days. 

7.  True or  false?

Eating was added to ADA in 2008 as a major life activity, 
providing those with food allergies, diabetes and celiac disease 
coverage under the provision. 

TRUE

The Americans with Disabilities Act Amendments Act of 2008 
added eating and other bodily functions as major life activities. 

8. A standard roux, a thickening agent for soups and sauces, 

is not safe for those with celiac disease or vegans because of 

which two ingredients?

	A. Wheat
	B. Fat
	C. Vegetable broth
	D. A and B

D. Wheat and Fat

Wheat and animal fat are the only two ingredients in a roux. A 
chef can make it gluten-free by replacing the wheat flour with 
rice flour. To make it vegan, use oil or an alternative milk. 

9. Replacing a few ingredients can make some of your regular 

menu items gluten-free. Which substitution(s) will NOT work?

	A. Replace wheat pasta with rice pasta
	B. Replace orzo with couscous
	C. Replace soy sauce with wheat-free tamari
	D. Replace flour tortillas with 100 percent corn tortillas.

B. Replace orzo with couscous

Orzo and couscous are both made of wheat, which contains 
gluten and is not acceptable for a gluten-free guest.

10. Which medication is the only first-line treatment to use for 
anaphylaxis, a rapid and life-threatening allergic reaction. 

	A. Azithromycin
	B. Epinephrine
	C. Morphine
	D. Cortizone

B. Epinephrine

The food allergy guidelines released by The National Institute of Allergy 
and Infectious Diseases (NIAID), a division of the National Institutes 
of Health, state that epinephrine is the only first-line treatment that a 
person experiencing a life-threatening allergic reaction (anaphylaxis) 
should receive. 

11. What protein in wheat helps make bread and pastry dough sticky and 

chewy but causes an inflammatory reaction in those with celiac disease?
	A. Albumin
	B. Gluten
	C. Globulin
	D. Gliadin

B. Gluten

Gluten forms a protein network in baking by cross-linking, which 
not only results in an elasticity but also traps gas and prevents it from 
escaping during the baking process. 

12.  True or  false?

An experienced server can be trusted to know all the ingredients of 
each item being served.

FALSE

A server should double-check with the chef and management about 
each menu item a guest is questioning. The financial and medical 
consequences of being wrong could be catastrophic.

13. Ways to ensure the safety and satisfaction of your guests with 

special dietary needs include:

	A. Using separate prep areas and utensils
	B. Providing meal tickets to attendees 
	C. Ensuring all F&B vendors have at least one staff member  
 who is ServSafe certified, especially on allergens
	D. All of the above

D. All of the Above

The process of ensuring the safety of your guests incorporates all 
foodservice staff — front and back of house — as well as the meeting 
planner when catering. It is imperative that everyone be prepared and 
knowledgeable. 

14. Albumin, meringue, ovolactohydrolyzed proteins, yolk, ovomucoid, 

ovalbumin, albumin, globulin and vitellin are all terms for which of 

these common allergens?

	A. Milk
	B. Peanut
	C. Wheat
	D. None of the above

D. None of the Above

Albumin, meringue, ovolactohydrolyzed proteins, yolk, ovomucoid, oval-
bumin, albumin, globulin and vitellin all signify EGG, one of the top eight 
allergens. These items should also be avoided if preparing a vegan dish. 
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15. Macadamia, shea, cashew, lichee, Brazil, almond, chestnut, 

filbert and ginkgo are all what? 
	A. Fish
	B. Tree nuts
	C. Peanuts
	D. Seeds

B. Tree Nuts

These are just a few of the more than 20 varieties of tree nuts 
around the world.

16.  True or  false?

Bulgur, couscous, durum, einkorn, farina, Kamut, spelt and 
semolina are all examples of gluten-free foods.

FALSE
All of these foods are a form of wheat, one of the three grains 
that contain the protein gluten, which is responsible for causing 
serious medical issues in the intestine and throughout the body 
for those with celiac disease or non-celiac gluten sensitivity.

17.  True or  false?

Of all the operational steps involved in serving food and 
beverage to guests, food preparation is where cross-contact can 
occur most frequently.

TRUE

In the kitchen, there is always the possibility of a worker using 
a cutting board, knife or other piece of equipment that has been 
used for another culinary task without being thoroughly cleaned 
between uses.

18. When a guest is presented a meal that contains their allergen, 

what should servers do?

	A. Scrape the allergen off the plate and serve it again. 
	B. Remake the entire meal from scratch. 
	C. Take the item with the allergen, char it well on the grill  
 to remove the allergen and serve it again.
	D. Remove the item with the allergen,  dip it in vinegar   
 and re-plate it. 

B. Remake the entire meal from scratch.

The ONLY way to fix a meal that has been cross-contacted with 
an allergen or other “offending” ingredient is to remake the 
entire meal from scratch. Heat, scraping and dipping do not 
remove the allergen.

19.  True or  false?

Placing gluten-free pasta in the same chafing dish as “regular” 
pasta is an example of cross-contact and could be dangerous for 
someone with a wheat allergy. 

TRUE

Gluten-free and allergen-free food should be placed in separate 
serving platters and containers and provided their own serving 

utensils. It is best to place these items away from other similar 
items so the utensils don’t get mixed up.

20.  True or  false?

Pots, pans, spatulas, woks, grills, fryers, spoons, plates, towels, 
aprons, cutting boards and knives are all examples of equipment 
that should be free of allergens or other offending food to avoid 
risk when preparing a meal for a guest with special dietary 
needs.

TRUE

Utensils, cooking equipment and uniforms could all 
contaminate a meal for a guest with special dietary needs.

21. A person following a vegan diet can’t eat which of the top-

eight food allergens?

	A. Peanuts, fish, shellfish, milk
	B. Eggs, soy, fish, shellfish
	C. Fish, shellfish, eggs, milk
	D. Wheat, fish, milk, eggs

C. Fish, shellfish,  eggs, milk

Vegans consume neither meat from any land or sea animal 
(fish and shellfish) nor products derived from or made with 
their by-products (milk and egg).

22. A guest who cannot eat gluten must stay away from all 

foods that contain or are what:

	A. wheat, rye, barley
	B. wheat, quinoa, corn
	C. corn, millet, buckwheat
	D. quinoa, amaranth, couscous

A. Wheat, Rye and barley

23. From whom on your staff do customers depend on to 

provide accurate information on ingredients? 

	A. Sommelier
	B. Chef
	C. Waiters
	D. Line cook

B. Chef

Tracy Stuckrath is an international speak-

er, F&B specialist and founder and chief 

connecting officer of Thrive! Meetings & 

Events. Her firm specializes in teaching or-

ganizations how to reduce risk, maximize 

budgets and improve customer experi-

ence through safe, delicious and healthy 

food and beverage options, specifically 

when it comes to dietary needs. Learn 

more at thrivemeetings.com.

Allergens can be introduced to food via cross-contact, residues left on cutting 
boards, other kitchen equipment, hands, aprons or towels and through 
ingredients present in pre-packaged foods added to the menu item.[
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HAVE YOU EVER 
COOKED FOR 12 
HOURS STRAIGHT
AND STILL HAD
NO TIME TO EAT?



It started with food but it’s bigger  

than that now. Your passion and your 

determination put you on a bumpy 

journey filled with fear and failure.  

But it’s all been worth it.

That’s why we provide food and ideas 

that inspire your menu, tools that 

attract more customers, and solutions 

that optimize your business. With all 

of this lined up, you’ll make more than 

what’s on the menu.

Discover more at USFoods.com
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IT'S ALL 
FUN AND 
GAMES
From amusement parks and 
bowling to arcades and movies, 
these hospitality companies are 
finding that food mixed with fun is 
a profitable investment

C
ome for a rigorous round of putt-putt, stay for the red velvet 

funnel cake and leave with a giant Teddy bear. 

Following a trend loaded with literal bells and whistles, Atlanta 

is about to acquire another venue that pairs gourmet food with 

entertainment. Jamestown Properties has partnered with Slater 

Hospitality to develop part of the six-acre roof of Ponce City 

Market into Skyline Park, a nostalgic amusement playground for 

fun-seekers of all ages. 

Adjacent to the attractions will be a beer garden called Nine 

Mile Station, which will open in August, along with a bar and 

concession stand that will serve snow cones, gourmet hot dogs 

and other easy-to-share “elevated concessions,” along with locally 

crafted beers.

“Our menus are still in the development phase, but we’re 

calling it upscale carnival fare,” says Kelvin Slater, who operates 

By Candice Dyer
Kelvin and Mandy Slater of Slater Hospitality 

at The Roof at Ponce City Market in Atlanta
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Slater Hospitality with his wife, Mandy. “It’s all about 

creating a unique experience that people will talk 

about and remember” 

The 1.7-acre amusement park, set to open in June, 

will include 18 holes of miniature golf, a dunking 

booth, a steeplechase game, a three-story slide and 

a Heege, where riders drop free-fall style, all built on 

the rooftop of the hulking 1920s brick building 10 

stories up from the ground. The owners are opting 

for low-tech, Coney Island-themed rides to emulate 

the Atlanta amusement park that once occupied 

these grounds in the 1920s. 

“People will be able to win prizes like a stuffed 

animal or a basketball,” Slater says. “There’s an 

amazing panoramic view from the roof, so we’re 

going to have a sparkling bar so guests can toast the 

view with prosecco or a decent wine. We want to have 

good beers that you don’t see everywhere else, but we 

also want to offer alternatives to beer.”

In terms of cost, a day capped off with a happy hour 

will add up to what a family of four typically would 

spend at the movies, Slater says. “People will pay by 

loading a Skyline card with money, and then they’ll 

swipe the card at each ride.” The restaurant can seat 

400, and Skyline Park can accommodate 500 more.

Kelvin and Mandy previously had grown Blue 

Moon Pizza into five locations before selling the 

chain and casting around for a new project. “We 

wanted to do something different on a rooftop,” he 

says, “and then we heard about Ponce City Market. 

It made sense.”

On a Roll
Dave & Busters pioneered the concept, but the 

first locally owned gaming center with fine food was 

Stars and Strikes, which opened its first location in 

Cumming in 2005 and now has locations in Buford, 

Lawrenceville, Dallas, Loganville, Stone Mountain, 

Sandy Springs and Woodstock. Another location is 

scheduled to open in Columbus in June. That facility 

will have the largest game room of all their locations so 

far, with bumper cars, 30 lanes of bowling and laser tag. 

“We think of ourselves as three businesses rolled 

into one,” says Kip Lowery, director of operations. 

“We have the bowling alley, the arcade games and 

the restaurant. You can also order food from the 

lanes, and there’s some dining inside the arcade. The 

revenues are pretty evenly split among those three 

things.” 

He describes the menu as “American grill classics 

with a twist,” featuring 12 different kinds of burgers, 

wings and pizza. Catering – wedding receptions, 

corporate events, bar mitzvahs – can get more 

elaborate, though, with carving stations and hand-

rolled sushi. 

“Every year we cater the Atlanta Sports Hall of Fame induction,” Lowery 

says, “which tells you how far up there our food is. And we have a full-

service bar with specialty drinks such as the Mini-Melts martini, which 

gets more flavorful as the ice melts.”

Each guest typically spends $20 to $25 for an evening of fun and the 

chance to win prizes that include candy, trinkets or even HDTVs and 

electronic gaming systems. 

From top to bottom, Stars and Strikes’ Woodstock location, Director of Operations Kip 

Lowery, and the Woodstock Burger
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“We run a lot of package deals that make it even more affordable, like 

bowling with pizza,” Lowery says, noting the Kids Bowl Free program in 

the summer, which lets children play two games at no charge. “We like to 

educate younger children about the sport of bowling. We’re regarded as the 

No. 1 place to throw a child’s birthday party.”

The recreation is decidedly more grown-up at The Painted Pin, where 

you must be at least 21 to enter, except before 5 p.m. on Saturday and 

Sunday. With the Latin motto “Venite Ludere” (come play), this “boutique” 

entertainment complex in the heart of Buckhead’s Miami Circle offers 20 

full-service lanes where a concierge brings you your shoes and a server 

takes your order of “upscale alley fare.” 

The playful menu promises snacks that include waffle dogs, pork ribs, fries 

with pesto aioli and fried oyster sliders, and the refreshing cocktails were 

developed by mixologist Trip Sandifer, an alumnus of Restaurant Eugene. 

“We’re a little like a members-only speakeasy in the sense that we have 

minimal signage, and we don’t advertise,” says Justin Amick. He co-founded 

parent company Painted Hospitality in 2014 with business partner William 

Stallworth, who handles sales and private events. “You wouldn’t know we 

were back here if you didn’t already know about us, but we stay at capacity 

most nights.”

A complimentary vintage arcade also features shuffleboard, skee-ball, 

bocce ball, darts, table tennis and other games, and it is the only joint in 

the country that offers Southern Skittles, a game that 

involves hurling a disc. “About half of our demographic 

comes in without the intention of bowling, and many 

of them just stick with the arcade games,” he says.

Amick, who grew up in the industry, hails from a 

culinary aristocracy. His father, Bob Amick, was the 

driving force behind the Peasant Restaurant Group and 

Concentrics Restaurants. Justin completed the exacting 

CRAFT management training program in New York 

City, mastering every station in the front and back of the 

house, then worked as a winemaker in Napa Valley before 

coming home to Atlanta. Stallworth was a financial 

adviser and partner at Beard Shuford Financial Group. 

“My partner and I were both growing tired of the 

lack of entertainment options for people between 25 

and 55,” says Amick, who is in his mid-thirties. “We 

were tired of the traditional restaurant model, and 

there was this void in the market. People want to be 

entertained. We both love competitive games, so we 

decided this was our niche.”

At The Painted Pin, fees are measured by time; guests 

pay $25 per hour, per lane; food is billed separately. 

“Most people end up spending $35 to $40 a head,” 

Amick says. “During our off-peak hours, we host a lot 

of corporate team-building events.”

How is his current stewardship different from 

running a traditional restaurant?

There are a lot of moving parts to keep in play,” he 

says. “The challenge most people would face is trying 

to be too many things at once. But we had a very clear 

idea of what we wanted to do, and we stuck to our guns 

about it. We were so firm in our goals that everything 

else has just flowed.”

This summer, Painted Hospitality plans to open 

another venue – a “distinguished drinkery,” Amick 

bills it – called The Painted Duck in the new Stockyards 

Atlanta development on the Westside. That’s right: They 

plan to introduce Atlanta to duckpin bowling, a funky 

version of the sport that is popular in Baltimore and 

other cities in the Northeast. “The ball is smaller, and 

the pins are shorter and fatter,” he explains, adding that 

the Duck will stay 21-and-older all the time. Then the 

company is hoping to expand to Nashville, Charlotte, 

Dallas and Houston. 

Game On
While the Painted Hospitality ventures are all vintage 

whimsy geared for adults, Game-X in downtown 

Atlanta’s Centennial Park offers a more futuristic 

arcade experience with 60 games. Among the favorites: 

Nothin’ But Net; Pong 180; QuadAir Hockey or Pac-

Man Smash; and the popular smartphone apps Fruit 

Ninja and Temple Run on a 60-inch screen. 

Dining is fast-casual, with “X-Dogs,” double-stacked 

cheeseburgers, hot wings, and gourmet sandwiches 

Above, The Painted Pin owners Justin Amick, left, and William Stallworth; below; the Gin 

Punch bowl, which includes gin, lemon and grapefruit oleo-saccharum
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and wraps. Game-X also employs a mixologist, 

Stephanie Barnett, who has devised a menu of unique 

craft cocktails served at the bar, which offers a pleasant 

perch for the adults while the kids play.

To pay for all of this fun, guests use the X-Card, 

an e-card which can be purchased from a server or 

from a kiosk, to load with money for games and prize 

redemptions; meals can be billed separately. However, 

guests get a discount if they buy an entrée and a gaming 

ticket together.

“The games bring in more revenue than the food, 

but we also host a lot of birthday parties and corporate 

events, which balance it out to half and half,” says Jeff 

Sime, vice president of operations for Legacy Ventures, 

parent company of Game-X. 

The establishment also employs several in-house 

technicians who keep the games humming smoothly, 

and groups can get guidance from a friendly chaperone 

on the floor to make sure they know how to play 

whatever game they’re interested in.

“That’s the biggest challenge and what makes us 

different from a traditional restaurant – keeping every 

high-tech thing up to date and working smoothly so 

that everyone has a great time,” Sime says.

Guests typically end up spending $30 to $40 a night 

for both dinner and games. 

Another inducement: Game-X offers free three-hour 

parking downtown, where parking is at a premium.

Legacy Ventures also owns Der Biergarten, Twin 

Smokers BBQ, STATS, Max’s Coal Oven Pizzeria and 

Glenn’s Kitchen, all in the same vicinity.

Dinner & A Movie
One of the most logical hybrids of food and 

entertainment can be found at CinéBistro in 

Brookhaven. “For generations, people have gone out 

for dinner and a movie separately, so we just moved 

all the action under one roof,” says Fred Meyers, 

the company’s vice president. “You save in time and 

convenience because you don’t have to rush to travel 

from one spot to the other.”

The first CinéBistro opened in Miami in 2008 

with an emphasis on luxury, and the chain since has 

expanded to 10 cities, with Atlanta’s Brookhaven 

location opening in 2011.

The most challenging aspect of running this type 

of venue involves timing. Guests are asked to arrive 

at least half an hour before showtime. “We don’t 

serve during the movie itself,” Meyers says, “so we 

need that time to take orders and deliver all of the 

food and drink efficiently without disrupting the 

movie viewing.” 

CinéBistro also requires diners to be at least 21 

years old. “We’re looking for the more discerning 

guests who appreciate a white tablecloth, good 

china and an elegant, sophisticated meal paired with a fine wine – not a 

rambunctious crowd, sticky floors and poor food choices,” he says. “We 

definitely consider ourselves an upscale restaurant that shows movies, 

not a theater that serves food.”

Entrées include Moroccan lamb chops, lump blue crab cakes, pan-

seared Atlantic salmon and buttermilk fried chicken. Executive Chef 

Jonathan Beatty – formerly of Ecco restaurant in Midtown Atlanta – 

prepares everything from scratch, down to the steak sauce. “Even our 

sour mix for our bar is made in-house,” Meyers says. 

Ordering a meal, however, is not a requirement to see the movie; some 

guests opt for popcorn from the concession stand. Nor do you have to 

watch the film – some people simply dine and leave. 

“Ninety percent come for both, though,” Meyers says, and they pay 

separately for each service. “The food bill typically runs $25 while a 

movie ticket is $15, so it’s roughly $40 for a night out. 

“And for that you get fresh, creative food, exquisite cocktails, 

pampering service in comfortable seating and a first-run movie. We’re 

creating a whole experience with multiple facets, and we strive to get 

each facet just right.” ■

At CinéBistro in Brookhaven, moviegoers can enjoy Executive Chef Jonathan Beatty’s fare, 

like pan-seared Atlantic Salmon on lemon whipped potatoes with a smoky bacon collard 

greens, sautéed shrimp, tomatoes and avocado-key lime butter sauce.
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Can this mistreated and misunderstood cocktail co-star take on a leading role?

F
or the longest time, I have had a desire to make 

customers love vermouth again, for the very 

simple reason that I understood from personal 

experience how sweet vermouth could make or break 

a Manhattan and how dry vermouth could take a 

martini from being just a chilled shot of gin or vodka 

and make it a wonderful cocktail with character.

A Tales of the Cocktail seminar that I attended years 

ago on vermouth as a category further opened my 

eyes to the proper care and use of the product and the 

awesome potential vermouth presents. 

The amount of specialty vermouth on the market 

has increased dramatically in recent years, with 

traditional Italian, French and Spanish producers 

sharing bar space with artisan products such as Imbue 

from Oregon and Brovo from Washington.

“We’ve increased our skus substantially in the last 

few years,” says Jason Walton, craft spirits manager for 

Savannah Distributors, which currently represents at 

least 28 artisan vermouths. “People are more curious 

about the category, after producers like Cocchi and 

Carpano have paved the way. Having those products 

[in the market] has really opened a lot of doors.”

Walton says when he is out working the intown At-

lanta market, bar managers are always eager to try new 

products. When he’s working the suburbs, however, he 

says restaurateurs often need more convincing. 

VERMOUTH
The Truth About

Bojan Popovic, beverage director for Cook Hall, says he has used Spanish vermouth on his 

cocktail menus for the last two years straight.

By Lara Creasy

The amount of specialty 
vermouth on the market 
has increased dramatically 
in recent years, with 
traditional Italian, French 
and Spanish producers 
sharing bar space with 
artisan products such as 
Imbue from Oregon and 
Brovo from Washington.
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“I hear, ‘I use Martini & Rossi. I’m not interested.’ So I tell 

them, ‘Do me a favor, and just taste it.’ Every single time I 

get them to taste it, they say, ‘I’ll take it,’” Walton says. “Their 

whole opinion is changed.”

Walton explains to his buyers, who all understand that 

high-end bourbon is a hot category, that they don’t want to 

ruin a fine whiskey in a Manhattan by diluting it with inferior 

vermouth. If cost is an issue, he encourages them to market 

a “top-shelf Manhattan,” and up-charge for using vermouth 

like Carpano’s Antiqua Formula, for example.

Part of the perception problem, he explains, is that people 

aren’t taking care of the vermouth they already have. No 

one has ever told them that vermouth is wine, that it needs 

to be refrigerated and that it has a shelf life. “People aren’t 

taking care of those bottles, so it’s turning people off from 

the whole category.”

Vermouth 101
What is vermouth exactly? Most people don’t even really 

know. Put simply, vermouth is an aromatized wine, infused 

with a botanical blend that is unique to each producer. Un-

like spirits, which are distilled and have a higher percentage 

of alcohol, vermouth can go bad. It will last longer than a 

bottle of table wine due to the fact that it is fortified, but 

it begins to change shortly after opening, and it certainly 

doesn’t show well after a couple of weeks. (For excellent in-

formation about the history of vermouth, the different cat-

egories, and tips for storage and care, I highly recommend a 

visit to vermouth101.com.)

You can imagine the vermouth experience that many 

consumers have gotten over recent years, ordering a martini 

or a Manhattan in a bar that has kept the same bottle of 

vermouth opened on a shelf, or worst of all in their speed rail 

with a pour spout in it, for months on end. The bad-tasting 

vermouth logically turned many drinkers off from vermouth 

in general. They started telling the bartender to “wave the 

bottle over the glass,” or something equally silly, and the 

vermouth bottles collected dust for even longer, going even 

more bad. Bar managers stopped investing in vermouth, 

because, well the guests don’t like vermouth, and a long, sad 

slide from grace perpetuated.  

But once anyone starts to learn about vermouth, good 

vermouth, it’s almost as if a light bulb goes off. Because not 

all vermouth is made from the same recipe – not even close 

– you can be certain that making a cocktail with one vs. 

another is going to make a big difference. 

Bojan Popovic, beverage director for Cook Hall in the 

W Buckhead, says that his restaurant stocks a variety of 

artisan vermouths, and the secret to their success with the 

restaurant’s guests is the fact that he promotes them directly 

to the customer. 

“People ask the question, ‘I make a Manhattan at home, 

and it doesn’t taste anything like this. What’s the difference?’ 

The difference is the vermouth. I tell them, ‘You are probably 

using something inexpensive that you bought at the grocery 

store, like Martini & Rossi. We use a Spanish vermouth called 

7 Vermouths to Try Now

I
nterested in incorporating a new vermouth into your 
repertoire? Try one of these high-quality versions recom-
mended by our beverage columnist Lara Creasy. Most if 

not all of these are available through your local distributor, 
and all are currently available in the Atlanta market. 

Yzaguirre Reserva Dry Vermouth (Catalonia, Spain)
Made right on the coast in Tarragona from Macabeo 
grapes grown on the property, this vermouth has a 
distinctly Spanish aroma. It spends a year in old fino sherry 
casks, and the influence is noticeable. 
Tasting notes: Bright, dry and super acidic, with a sherry-like 
nuttiness
How to use it: In a martini with a floral gin, like Hendricks; on 
its own with oysters or frito misto 
Available from: Savannah Distributors, $19.99 wholesale

Dolin Dry Vermouth de Chambery (Savoy, France)
Tasting notes: Very floral, aromas of Alpine herbs, much 
sweeter than the Yzaguirre, creamy texture in the mid-palate
How to use it: Perfect in a vodka or gin martini
Available from: Quality Wine & Spirits, $12.14

Imbue Bittersweet (Gaston, Oregon)
Made in a base of pinot gris and fortified with pinot gris 
brandy from Clear Creek Distillery
Tasting notes: Elderflower, chamomile, orange peel, 
lemongrass, honey
How to use it: Sip on the rocks; use in a Vesper instead of Lillet
Available from: Quality Wine & Spirits, $22.90

Mancino Bianco Ambrato (Piedmont, Italy)
A wine base of Trebbiano di Romagna infused with 37 
botanicals
Tasting notes: Baking spice, amaro spice (gentian, angelica 
root), grapefruit peel, ginger; smells like a Christmas candle
How to use it: Designed to be slightly diluted, so it’s great on 
the rocks with soda; perfect in a Vesper
Available from: Savannah Distributors, $26.92

Yzaguirre Reserva Rojo (Catalonia, Spain)
Tasting notes: Smells like cola, cinnamon, quinona bark
How to use it: Pairs well with strong, smoky or spicy spirits like 
mezcal and rye
Available from: Savannah Distributors, $19.99

Bodegas Martinez Lacuesta Rojo (Rioja, Spain)
Tasting notes: Oyster shell minerality, tomato leaf, black 
pepper
How to use it: Consider pairing it with oysters; try it in Cook 
Hall’s cocktail
Available from: Savannah Distributors, $14.61

Carpano Antica Formula (Piedmont, Italy)
Made since 1786 and partly owned by the Branca 
distillery
Tasting notes: Orange peel, vanilla, star anise, dates
How to use it: Makes the best Manhattan … ever
Available from: Savannah Distributors, $28.46
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Lacuesta Martinez
Cook Hall beverage director Bojan Popovic introduced this vermouth-based 

cocktail to the spring menu and named it in honor of a recent visit by Lacuesta 

vermouth-maker Luis Martinez.

2 oz. Lacuesta Rojo Vermouth

.5 oz. Nolet Gin

.5 oz. Imbue Bittersweet Vermouth

Combine ingredients in a mixing glass with ice and stir. Strain into a chilled 

coupe, and garnish with an orange peel.  

From the menu at Cook Hall

Yzaguirre. It’s an absolutely delicious vermouth at a fair price.’ I bring 

the bottle to the table, and I tell them about it.”

Still, says Popovic, the typical Georgia guest is way more interest-

ed in the base spirit. “It’s rare that people ask for a specific vermouth,” 

he says, opting instead to call for Grey Goose in their martini. He 

likes to tell them how vodka is flavorless and neutral, and how much 

difference a specialty vermouth will make in their cocktail. “Grey 

Goose and Ketel One are going to taste the same every time.”

Cook Hall features many cocktails on its printed menus that 

feature vermouth, particularly paired with bourbon. Popovic says he 

loves to use Yzaguirre Rojo, and he’s used it on “every menu for the 

last two years.”

Walton agrees that menu placement is the way to get specialty 

vermouth into a consumer’s glass. “There is a small group of educated 

consumers who are pulling them through, but it’s very small. By and 

large it’s the bar managers showing people the way.”

The Cocktail Gateway
Leith Shenstone, partner in Fasel Shenstone, a specialty vermouth 

importer, says that cocktails are the gateway to getting consumers to 

understand vermouth. “Someone ordering a Manhattan will notice 

if you change the vermouth, and that starts a conversation. What we 

are going for is that everyone at least likes the vermouths we sell.” 

Fasel Shenstone and Haus Alpenz are two importers that have 

given a serious amount of attention to artisan vermouth. 

“No one has been telling the stories about how the vermouths 

are made,” says Shenstone, adding that his company brings in 

brands that are serious about the winemaking portion of vermouth 

production. While most mass-produced vermouths are made with 

a very cheap base wine to keep costs down, the vermouths Fasel 

Shenstone sells are way more labor intensive, often growing the 

grapes for their base wine in their own vineyards. “They should 

appeal to all people who love artisanal, estate-made products,” 

says Shenstone.

One angle his company has been exploring recently has been 

encouraging sommeliers to recommend vermouth as a food pairing 

or an aperitif. Vermouths like Lacuesta Rojo may seem an unlikely 

pairing for oysters, but distinct minerality and black pepper and 

tomato aromas actually make it perfect. The Yzaguirre dry, which is 

aged in used sherry casks, is even more of a no-brainer. 

Bourbon Ginger
Bartender Manuel Cuevas created the Bourbon Ginger cocktail at Atlanta’s 

Cook Hall to incorporate the restaurant’s house-made ginger syrup. Beverage 

Director Bojan Popovic says that the Yzaguirre vermouth really makes the 

cocktail, which has been a best-seller at Cook Hall for three seasons now.

2 oz. Four Roses Yellow Label

.75 oz. ginger syrup

.25 oz. agave nectar

.25 oz. Yzaguirre Rojo

3 dashes Angostura bitters

1 oz. club soda

Combine all ingredients except soda in a mixing glass with ice. Shake well and 

strain over fresh ice in an old-fashioned glass. Top with soda, and garnish with a 

lemon peel. 

From the menu at Cook Hall
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“When the somm is standing at the table and the people want 

something dry and fresh, the somm just has to recommend it,” 

Shenstone says. 

At the bar, he adds, cocktail menus that suggest a light, effervescent 

cocktail, like artisan vermouth and soda with an orange peel, are 

ready-made to appeal to people with a taste for light, dry cocktails 

like vodka and soda, he adds. “Putting a vermouth and tonic on 

your menu will make people stay longer, eat more food, and it’s 

good for everyone.”

 

The Next Big Thing?
Popovic hasn’t had as much success selling vermouth on its own 

at Cook Hall, however. “The culture here is very different than in 

Europe,” he says. “Here people see it as something that will take 

them way too long to get drunk.”

Even so, when targeted to the right consumers, vermouth seems 

poised to really take off in the American market. But it seems 

we’ve heard the same thing in recent years about other unfamiliar 

products, like sherry. 

“The problem sherry suffers from is that it doesn’t fit the flavor 

profile that most Americans are used to. If there is low risk, people 

will give it a chance. The fact that you can use vermouth in cocktails 

like martinis and Manhattans helps,” says Shenstone. 

If you ask me, good vermouth almost tastes like a cocktail on 

its own, with all the depth of flavor and bittersweet balance that 

people like, so perhaps the idea that it will catch on as a stand-alone 

beverage isn’t too far-fetched. 

In addition to Cook Hall, other Atlanta-area restaurants are 

having success with selling small-production vermouths on their 

menus and back bars. The Optimist featured a cocktail called The 

Cardinal on its menu recently that was built upon solera sherry and 

sweet vermouth. Holeman and Finch Public House is known to have 

different vermouths chosen for each Manhattan a guest might order, 

based on which whiskey they choose. And Ticonderoga Club in the 

Krog Street Market pours Lacuesta Reserva, a barrel-aged vermouth 

represented by Fasel Shenstone, by the glass. 

“Hats off to those guys,” says Walton, about the Ticonderoga Club. 

“They are doing the legwork for everybody.”

When it comes to trailblazing products like Cocchi and Carpano 

Antiqua Formula, however, you can find them nearly everywhere 

these days, “from your neighborhood pub to the highest-end steak 

place, which is a testament to where the industry is going. For all of 

those types of bars to have an almost $30 bottle of vermouth,” says 

Walton, “it’s pretty cool.” ■

Lara Creasy is a consultant with more 

than 15 years experience in beverage 

management. She has developed wine and 

cocktail programs for such restaurants as St. 

Cecilia and Superica through her consulting 

business Four 28, LLC. 



24  |  Restaurant INFORMER May/June 2016

Boo Beckstoffer of Tuck Beckstoffer Wines talks with Christie Hudgins at 

the Industry Trade Tasting March 31.

Michael Polenske of Blackbird Vineyards

SNAP
SHOTS

24th Annual 
HIGH MUSEUM OF ART 
WINE AUCTION AND 
INDUSTRY TASTING

C
onsidered one of the top 10 largest charity wine auctions 

in the country, the 24th Annual High Museum Wine 

Auction, held March 30-April 2, was another success. This year’s 

event included Dine Around Dinners at local restaurants, more 

than 20 Toque and Cork Dinners, where chefs partnered with 

wineries for a multi-course paired dinner at private homes across 

Atlanta, and the annual Industry Tasting, held the Thursday of 

each year's event. 

Open only to those in the restaurant and hospitality industry, 

the trade tasting provided an exclusive opportunity to taste 

the wines of and meet the owners of more than 120 wineries. 

At the Saturday Vinters’ Reception and Live Auction, nearly 

1,000 guests sampled wines and food from 100 wineries and 40 

restaurants under the tents at Turner Field and bid on 55 live and 

126 silent auction lots, many of which featured the participation 

of some of the state’s top chefs. ■

Christi Moon and Justin McColgan of Levendi Winery

From left, Special Guest Chef Sean Brock of McCrady's, Husk and Minero; 
Guest Chef George Mendes of Lupulo and Aldea; Guest Chef Liz Cipro 
of Legendary Events; Guest Chef Dana Cree; and Guest Chef Jeremiah 
Langhorne of The Dabney

2016 Special Guest of Honor Chuck Wagner of Caymus Vineyards

All photos: www.catmaxphotography.com
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New Dates & Location!

REGISTER AT 
AtlantaFoodserviceExpo.com

FREE Parking | EASY Road Access 

200+ Exhibitors | New Products 

Show Specials |  Live Tattoo Artist 

Culinary Demos | Booze. 

Seriously, a lot.

Use Code                                 d  

for a FREE badge!

  RINF16

WHY ATTEND?

W
hat has a tattoo artist, a chance to win $1,000, culinary demos galore and 

more than 200 companies showing off their products for your restaurant, 

catering operation or other hospitality business? It’s the 4th annual Atlanta 

Foodservice Expo, scheduled for Sept. 19-20, 2016. 

This year, the event is moving to the Cobb Galleria Centre in Atlanta. The 

decision to move the event, which spent its first three years at the Georgia World 

Congress Center downtown, was primarily due to a high demand from exhibitors 

and attendees alike for a convenient venue outside the downtown area.

The show has been described as “impressive,” 

“exciting” and a “well-invested two days.” This year 

will prove no different. The organizers have added a 

tattoo artist to the exhibit floor, and attendees will be 

able to pre-register and sign up for the chance to win a 

free tattoo at the Expo. $1,000 will be up for grabs for 

anyone who tattoos the Atlanta Foodservice Expo logo 

on his or her body! Everyone loves cash, right?

Along with cash, free parking is always a crowd pleaser at the Cobb Galleria 

Centre. But if you plan on stopping by one of Savannah Distributing’s three 

pavilions featuring their beer, wine and spirits brands (and we do recommend 

it!), you can always Uber it or catch a cab.

The Georgia Department of Agriculture will again display local products in the 

Georgia Grown Pavilion, and all education sessions are included in your badge. 

So in all seriousness, since we’re a super serious bunch, why attend the Expo 

this year?

1. Free parking and easy road acces

2. 200+ exhibitors

3. Culinary demos and competitions

4. Show specials

5. New products

6. 2 full days of education

7. Tattoo artist on the show floor

8. $1,000 up for grabs

9. Booze and food 

10. Seriously, a lot!

If you need more reasons, I’m sure we could come up with some more. Just send 

us a note at info@atlantafoodserviceexpo.com. 

Make sure to send your team, and mark your calendar for September 19-20 at 

the Cobb Galleria Centre. Register online at www.AtlantaFoodserviceExpo.com 

with promo code RINF16 for a free badge to this year’s Expo. We’ll look forward 

to seeing you there! ■

Eat, See, Drink and Tattoo
4th annual Atlanta Foodservice Expo 
set for Sept. 19-20 at a new venue
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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

May 2016 
Pick'n in Grant Park BBQ & Music Festival

May 6-7 – Grant Park, Atlanta

grantparkbbq.org

  

Atlanta Community Food Bank Full Course 

Classic Golf Tournament

May 16 – Settindown Creek Golf Course, 

Roswell

fullcourseclassic.org

  

US Foods – Food Fanatics Live

May 18 – Georgia World Congress Center, 

Atlanta

foodfanatics.com

National Restaurant Association Show 2016

May 21-24 – McCormick Place, Chicago

show.restaurant.org

Beer, Bourbon & BBQ Festival

May 21 – Atlantic Station, Atlanta

beerandbourbon.com

  

International Wine, Spirits & Beer Event at the 

NRA Show

May 22-23 – McCormick Place, Chicago

bar.restaurant.org

JUNE 2016
Atlanta Food & Wine Festival

June 2-5 – Loews Hotel, Atlanta

atlfoodandwinefestival.com

  

11th Annual Wing & Rock Fest

June 4-5 – Woodstock

wingandrockfest.com

ACF Atlanta Chefs Association Monthly Meeting

June 6 – Gourmet Foods International, 

Atlanta

acfatlantachefs.org

  

5th Annual Atlanta Street Food Festival

June 11-12 – Stone Mountain Park, Stone 

Mountain

atlantastreetfoodfestival.com

  

5th Annual GRA Golf Invitational

June 14 – The River Club, Suwanee

garestaurants.org

  

Family Food Festival Atlanta

June 19 – Georgia Aquarium, Atlanta

familyfoodfestatlanta.com

  

Restaurant Trends and Directions Conference

June 21-22 – The Westin River North, 

Chicago

www.technomic.com/events

SAVE THE DATE

Share Our Strength’s Give Me Five

August 14

Piedmont Driving Club, Atlanta

http://ce.strength.org/events/give-me-five



RestaurantINFORMER.com’s directory puts 

supplier contact information — phone, email, 

web site link and more — right in your phone. 

With more than 40 product categories, 

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

kitchen equipment or POS services.

Put Your 
Supplier List

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

be left off your 
buyers' contact list! 

Email jsawyer@
sawyerdirect.com 

today to learn how.

One Tap Access — visit 
RestaurantINFORMER.com 

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

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

and supplier directory.
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Best Seafood & Noodle World
Est. Opening Date: May 2016
1363 Clarimont Road
Decatur, GA 30033
This Asian concept will feature assorted noodle 

dishes and seafood offerings.

Krog Dogs
Est. Opening Date: May 2016
10 Krog St. NE (Krog Street Market)
Atlanta, GA 30307
Grilled hot dogs with a variety of toppings.

Rize Artisan Pizza and Salads
Est. Opening Date: May 2016
1510 Ellsworth Industrial Blvd. NW, 
Bldg. One, Ste. 300
Atlanta, GA 30318
Pizza, salad, gelato and beer.

Seasons
Est. Opening Date: May 2016
208 Broad St.
Rome, GA 30161
Steak and seafood restaurant with a frequently 

updated menu. 

Sivas Express
Est. Opening Date: May 2016
19 Hurt Plaza SE
Atlanta, GA 30303
Mediterranean eatery with build-your-own sandwiches, 

milkshakes, smoothies and more. 

Vinny’s New York Pizza and Salad
Est. Opening Date: May 2016
1544 Piedmont Ave. NE, Ste. 219 (Ansley Mall)
Atlanta, GA 30324
Pizza, salads, fresh pastas and chicken parmesan. 

Amorino
Est. Opening Date: June 2016
3393 Peachtree Road
Atlanta, GA 30326
This dessert place will offer sweets like macarons, 

chocolates, granitas, focaccine with gelato, crepes, 

gelato cake and more.

CT Cocina & Taqueria
Est. Opening Date: June 2016
6631 Roswell Road, Ste. J
Sandy Springs, GA 30328
Mexican restaurant with tacos and International dishes. 

Full bar with margaritas, Mezcal, tequilas, cocktails and 

craft beers.

Fox Bros. Bar-B-Q
Est. Opening Date: June 2016
Armour Circle Northeast (Armour Yards)
Atlanta, GA 30324
Standalone walk-up kiosk open for lunch Monday-Friday 

and a few nights a week for dinner.

Rise Pies Handcrafted Pizza
Est. Opening Date: June 2016
200 Tanger Outlet Blvd., #131 (Tanger Outlets)
Pooler, GA 31322
The fast-casual pizza joint will offer pizzas, meatballs and 

salads for lunch and dinner with no ABC.

Six Restaurant
Est. Opening Date: June 2016
2751 Lavista Road
Decatur, GA 30033
From the owner of Oak Grove Market, Six Restaurant will 

feature a rotating menu of six each of craft beers, wines, 

appetizers and entrees.

Southern Baked Pie Company
Est. Opening Date: June 2016
3145 Peachtree Road, Ste. 165
Atlanta, GA 30305
Menu will feature sweet pies including buttermilk, apple, 

pecan and chocolate. 

Boruboru
Est. Opening Date: September 2016
1568 Avenue Place, D-160 (Emory Point)
Atlanta, GA 30322
Asian restaurant with sushi, sushi burritos and bowls.

Old Lady Gang
Est. Opening Date: September 2016
177 Peters St. SW
Atlanta, GA 30313
Menu currently in development but will offer Southern 

cuisine.

The Cube
Est. Opening Date: October 2016
662 Memorial Drive SE
Atlanta, GA 30312
Bistro fare including breakfast, sandwiches, salads and 

fresh baked goods with beer and wine. 

The Painted Duck
Est. Opening Date: First Quarter of 2017
976 Brady Ave.
Atlanta, GA 30318
18 lanes of duckpin bowling, indoor deck shuffleboard, 

horseshoe pits, two private karaoke rooms, Belgian 

feather bowling along with food and full ABC. 

Superica
Est. Opening Date: May 2016
3850 Roswell Road NE
Atlanta, GA 30342
Second location of Ford Fry’s Tex-Mex concept with full bar. 

Uncle Jack’s Meat House
Est. Opening Date: June 2016
6590 Sugarloaf Pkwy.
Duluth, GA 30097
Steakhouse offering organic, sustainable and humane cuisine.

Stockyard Burgers and Bones
Est. Opening Date: June 2016
2850 Paces Ferry Road SE, #300
Atlanta, GA 30339
The menu for this second location will include sushi-grade 

tuna, pork and veggie burgers, salads, ribs, steak and chicken 

dishes with full bar. 

Tiff’s Treats
Est. Opening Date: July 2016
848 Spring St. NW (Square on Fifth)
Atlanta GA 3039
First Georgia location of this dessert concept will offer 

cookies, brownies, ice cream, drinks, cookies trays and more.

RESTAURANT

REPORT

The information provided on this page on current real estate transactions, leases signed, ownership changes and business brokerage 

activity is provided by Restaurant Activity Report, P.O. Box 201, Willow Springs, NC 27592; (443) 974-8897; joe@rarleads.com; 

restaurantactivityreport.com



Cutting the cost of energy is a big deal. Whether your business is baking cakes or selling 

insurance, the experts from our Commercial Energy Effi ciency program can show you how. 

Contact us today to start saving on energy and put more money where it belongs. 

To learn more, call us at 1-877-310-5607 or go to 

georgiapower.com/commercialsavings.

I CUT MY ENERGY COSTS 
BY OVER 7,000 EGGS.

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

Earn rebates on energy-effi cient improvements 
that will save you money.



ORACLE" Gold 
Partner 

Elevate your customer 

experience by supplying 

your employees modern 

and sleek tools to help 

make all guest interactions 

and transactions extraordinary. 

Designed for retail and hospitality 

operators, the new Oracle's MICROS 

experience and hardware bring service 

options never before available. 

�PCJSTEC 
800-783-9413 I www.postec.com


