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GEORGIA’S 
INTERNATIONAL FLAVORS

 6 Steps to Creating 
 Influence on Social Media

 Tips to Help Get and 
 Maintain An Alcohol License

+ 



FOR GEORGIA’S 
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We know a thing or two about good 

cooking in Georgia, and as a sponsor of 

the GRA and Emmy award-winning TV show 

Atlanta Eats, Gas South proudly supports our 

state’s rich culinary tradition. We’re also pleased to offer GRA members 

customized rate plans and waived service fees on natural gas. We serve the 

savings — you create the flavors. It’s a recipe for success! 

VISIT
gas-south.com/restaurants

CALL
1-866-512-3129

Learn how your GRA membership saves you money: Atlanta Eats

WATCH
Peachtree TV: Saturdays at 7:30 p.m. 
or Sundays at 10:30 a.m.       
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put the focus back on your people.

 We Do That

Top Quality Hardware 
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Chances are, you've been to a restaurant that serves a 

different culture’s cuisine, probably pretty recently. It’s 

one of the great pleasures of eating – trying new food and 

learning about others through the meals they cook.  

As Candice Dyer notes in her article “An International 

Flair” on page 14, technology has made the world small, 

while at the same time exposing so many people to new 

foods, new cultures and new ways of doing things. This 

cross-pollination is showing up in restaurants across 

Georgia, but more importantly, it’s encouraging diners to 

be more open minded about the foods they eat, and in turn 

about the cultures these foods represent. 

The dishes people think of when they think “the South,” 

like the classic meat-and-threes, are most certainly still here, 

but the definition of “Southern food” is always changing as 

people move in and out of the region. 

In 2014, the Southern Foodways Alliance partnered with 

Garden & Gun magazine to introduce 12 Southern food 

groups. Sure, there’s cornbread and fried chicken, gumbo 

and of course barbecue, but nestled among those stalwarts 

there’s also tamales, specifically those hot tamales found in 

the Mississippi Delta. 

It’s a new south, and all these different cultures are part of 

it, redefining and contributing in their own ways, evolving 

our tastes and introducing people to flavors that may at first 

seem unfamiliar but may fast become favorites.

The restaurateurs profiled in our cover story this month 

represent just some of the cuisines and dining spots that 

are helping to form this ever-evolving Southern cuisine. 

Several of those we talked with were born in one part of 

the world and trained in another before coming Georgia to 

work in the industry or open up a restaurant of their own. 

The restaurant industry is one of the biggest employers 

in the state of Georgia, and it’s also one of its most diverse. 

From dishwashers and line cooks to waitstaff and managers, 

it’s a good bet that most of the countries of the world are 

represented in our restaurants. But wherever you’re from, 

whether that’s Japan, Mexico, Iran or Georgia, we are all more 

alike than we are different, and each and every one of us has 

something unique and worthwhile to bring to the table. 

It doesn’t matter what cuisine you cook – even if you’re 

melding a few to create your own brand of cooking – 

hospitality is the cornerstone of the kitchen … and the 

South. We welcome everyone to come in and eat with us.

The New South

Christy Simo

Editor
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MESSAGE FROM THE CEO
Stay Informed On the Latest 

ADA Requirements and Updates 

For restaurant owners and operators, 

having their business accessible for 

all people to enjoy is their No. 1 priority. 

That way, they can provide an excellent 

and memorable dining experience for 

each and every individual that enters 

their restaurant. 

Restaurants spend time and money 

ensuring that the establishment is up to 

standards, especially when it comes to the 

Americans with Disabilities Act (ADA). 

The Georgia Restaurant Association (GRA) 

provides the 17,000 restaurants in the 

state of Georgia with the most up-to-date 

information to ensure that they are aware 

and comply with all safety regulations. 

Not only is complying with ADA 

crucial to preserve safety and security 

for all patrons without excluding anyone, 

but it also protects your business from 

costly lawsuits. Understanding the law 

and making the necessary modifications 

in your restaurants ensure that you are 

welcoming all guests into a comfortable, 

safe and enjoyable environment. 

Due to the fact that the term “disability” 

did not have a clear definition and 

interpretation, Congress passed the ADA 

Amendments Act of 2008, making it 

easier for an individual seeking protection 

under the ADA. Earlier this year, Attorney 

General Loretta Lynch signed the Final 

Rule, which will go into effect on October 

11, 2016, and adds the ADA requirements 

of the ADA Amendments Act into the 

ADA title II and title III regulations. 

Title II forbids discriminations on the 

basis of disability in things the state and 

local governments provide such as public 

services, activities and programs. Title 

III requires businesses to take adequate 

measures to eliminate barriers to guests 

and make it easier for those with a 

disability to access the amenities unless it 

would fundamentally change the services 

provided. 

As a restaurateur, there are several 

things that are required in order to make 

your restaurant compliant with ADA. 

The most common ADA violations seen 

in restaurants are in matters regarding 

access to the restaurant, which includes 

the parking lot spaces and accessibility 

ramps to enter the restaurant. Other 

violations include a failure to provide 

wheelchair-accessible seats throughout 

the dining room. Applying these 

regulations, restaurant owners can ensure 

that everyone is enjoying their dining 

experience. 

The GRA also lists several resources 

on our website at www.garestaurants.

org to help our members understand the 

ADA and its regulations. We also host 

webinars and seminars with our legal 

partners on the upcoming regulations 

to keep restaurateurs updated and solicit 

information from our legal partners on 

any new developments to share with our 

members. For more information about 

the Georgia Restaurant Association and 

the Americans with Disabilities Act, call 

404.467.9000.  

Sincerely,

Karen Bremer, CAE

CEO, Georgia Restaurant Association

NEWS

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.
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2016 Board of Directors and GRA Staff

The Intuitive Sysco Mobile app provides customers with a quick and 

resourceful ordering experience and numerous other benefits that go 

beyond order entry. 

Sysco Mobile

Create orders using your Order Guide, Custom List, or by 

searching for products in Sysco’s  Product Catalog.

Order

Check the status of your delivery with My Sysco Truck.

Track

View current and pasts orders. One-step reordering makes 

managing inventory easy with Sysco Mobile. 

Manage

Learn More Here:

syscoatlanta.com/sysco-mobile-ad

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 

Sarah Jordan, Marketing 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 Mgmt., 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, Smith, Gambrell   

 & Russell, LLP

Past Chair - Ryan Turner, Unsukay Community   

 of Businesses

CEO - Karen Bremer, CAE, Georgia    

 Restaurant Association

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

 Tsunami, Stockyard    

Burgers, Pressed Panini Bar

Lisa Allen, Wine Insite

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

Jeremy Chambers, Jim N' Nicks Bar-B-Q

Chris Coan, Gas South

Shannayl Connolly, TM Restaurant Group, LLC   

 dba T.MAC, Taco Mac

Daniel Barash, Focus Brands, Inc.

Walt Davis, Retail Data Systems

Kevin Jones, Jones Restaurant Consulting Group

Jamie Durrence, Daniel Reed Hospitality

Matt Hansen, KBP Foods

Ellen Hartman, Hartman Public Relations

Julie Kritz, Chick-fil-A, Inc.

Nils Okeson, Arby’s Restaurant Group

Ryan Pernice, Table & Main | Osteria Mattone

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, Noble Fin
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The restaurant industry plays many roles in the community, from 

providing exceptional dining experiences and giving people 

opportunities to learn and grow to lending a helping hand in the 

community. 

Each year, the National Restaurant Association Educational Foundation 

(NRAEF) strives to recognize those who have truly gone above and beyond 

in their community through three annual awards: 

The Faces of Diversity American Dream Award, the Restaurant 

Neighbor Award and the Ambassador of Hospitality Award. These awards 

are presented each year at the annual NRA Public Affairs Conference Gala 

in Washington, D.C.

The Restaurant Neighbor Award recognizes restaurants that are the 

pillars of their community, dedicating themselves to the greater good, in 

good times and in bad. Winners of this prestigious award, which include 

one small business, a mid-sized restaurant and a large/national chain, 

receive recognition at the National Restaurant Association’s Public Affairs 

Conference Gala in Washington, DC and a $5,000 prize towards a charity 

of their choice. 

Former GRA Chairman 

Ryan Turner along with his 

business partners, Chris 

Hall and Todd Mussman 

of Unsukay Community 

of Businesses, received 

this award in 2015 for 

their work with The Giv-

ing Kitchen. The nonprofit 

organization grew out of 

efforts to support one of their employees, Ryan Hidinger, when he was di-

agnosed with Stage IV gallbladder cancer in 2012. Today, the organization 

grants emergency financial assistance to those who work in the restaurant 

industry in Georgia who are facing an unanticipated hardship. 

The restaurant industry is one of the most inclusive and diverse 

workforces in the country, employing people from hostesses to owners 

of many different backgrounds and providing an environment where the 

American Dream thrives. The Faces of Diversity American Dream Award 

promotes diversity by recognizing individuals who lead extraordinary 

journeys. The recipient gets an all-paid trip to Washington, D.C., to be 

honored at the NRA’s Public Affairs Conference Gala as well as a $2,500 

scholarship, which goes to a student who aspires to have a career in the 

restaurant and hospitality industry. 

In 2015, GRA board member Archna Becker, owner of Bhojanic, 

received the award and was recognized at the gala. Becker’s perseverance 

Athens Hospitality Holdings Group Inc. dba Hotel Indigo

B’s Cracklin’ BBQ LLC, dba B’s Cracklin’ BBQ

Bennett Thrasher 

Catfish Hox
CentrArchy Restaurant Management Company 

Chai Pani

Choice HR

Colliers International

Davio’s 

Figs and Honey Catering

Good Smoke, LLC dba Jim N’ Nick’s Bar-B-Q

Habif, Arogeti & Wynne, LLP

Hearth Pizza Tavern

IKEM Enterprises, LLC dba Patrice and Associates

Il Localino

Lead Hospitality Group dba McCray’s Tavern, CosmoLava,  

 The Mill Kitchen and Bar, and Hook Line and Schooner

Lil’ Ice Cream Dude, LLC

Mangus HR Solutions dba Dat Fire Jerk Chicken

Norsan Group dba Fontera Mex-Mex Grill

Rashe’s Cuisine

Red Cavalier LLC dba Hurricane Grill & Wings

Restaurant Financial Works, LLC 

Sam Snead’s Oak Grill & Tavern

Sea Island

Southeastern Interstate Group dba Firehouse Subs

Tin Lizzy’s Cantina

Two Birds Taphouse

Wing Factory 

THANK YOU 
to the following members  
for their continued support!Recognize Them with 

an NRAEF Award!

despite the difficulties of moving to the United States as a 

child along with her efforts to help the refugee community 

pursue the American Dream were some of the many 

factors that made her deserving of this honor.

The third award, the Ambassador of Hospitality Award 

is granted to an individual who has shown remarkable 

leadership and commitment to the industry, donating 

time, effort and resources to better their communities.  

Restaurants are constantly giving back to the community, 

facing obstacles and helping those around them, and the 

NRAEF Awards is a chance to showcase the tremendous 

opportunity found in this industry. 

If you know of someone in the restaurant industry who 

deserves to be recognized for their efforts, you can nominate 

them for one of these three awards at www.nraef.org. For 

more information about the nomination process and the 

awards, visit the website or call 404.467.9000. ■

Do You Know a Restaurant That 
is Bettering your Community? 

Each year, the National 
Restaurant Association 
Educational Foundation 
(NRAEF) strives to recognize 
those who have truly gone 
above and beyond in their 
community.
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©2016 Georgia Power. Actual energy cost savings vary by customer. Person pictured is fi ctitious.

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.

“

 ”

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

The ACF Atlanta Chefs Association (ACF-
ACA) is all about encouraging chefs to 

compete and challenge themselves to put the 
most creative and best food on the plate. 

This summer was filled with competition 
excitement with three different events that in 
all doled out more than $9,000 in cash prizes. 

In August, the 6th annual Pastry Live was 
held in downtown Atlanta, and four stu-
dents from Sullivan University in Louisville, 
Ky., were just some of the more than 80 com-
petitors who came up with some amazing 
creations this year. 

These four students wowed the judges 
with their advanced skills and techniques, 
and each received Gold Medals in this ACF 
Sanctioned competition, including Jessica 
Waked-Diaz, who received a near perfect 
score on her “Ballerina Slipper” cake. 

 The next thrilling cu-
linary battle came just 
one week later at the In-
land Seafood Competi-
tion and Governor’s Cup 
Challenge, hosted by the 
ACF-ACA and held at 
the Le Cordon Bleu cam-
pus in Tucker. 

Fifteen competitors 
were tasked to create 
their own signature dish 
using either lobster or 
fish in accordance to ACF 
Sanctioned competition 
rules. Three ACF Certified Judges critiqued each offering on technique, 
plating, taste and creativity. 

At the end of the signature dish round, the top three dishes were award-
ed cash prizes, and the top four moved on to the Governor’s Cup Challenge, 
where the winner walked away with $1,500 and the Governor’s Cup Trophy. 
In this final round, competitors were given a mystery basket that they had to 
transform into a stunning dish to impress the 
judges.

The four competitors cooking for the 2016 
Governor’s Cup were Dennis Zasoski, who 
won first place in the Inland Seafood Com-
petition; Robert Barth; Zachary Marcoux; 
and Robert Meitzer, who went on to win this 
year’s Governor’s Cup. 

Then, in September the competition trilo-
gy came to an end at the Atlanta Foodservice 
Expo. This was a two-day competition held 
September 19 and 20 at the Cobb Galleria. 
The first day showcased beautiful Wagyu 
beef. Contestants created their signature dish 
using an incredible ribeye cut sponsored 
by Japan Livestock Export and Promotion 
Council. 

Day two’s competition was the Second An-
nual 86’d Atlanta mystery basket elimination, 
with winner taking all, sponsored by Cheney 
Brothers. DJ Jackson won First Place in the 
Wagyu beef competition on day one, with returning champ Levy Bedminster 
taking the 86’d Atlanta prize on day two. 

 Thank you to all of this season’s sponsors, judges and competitors! ■

Going for Gold

Taking the Top Prizes

Pastry Live

First Place – Jessica Waked-Diaz

Second Place – Jessica Waked-Diaz

Third Place – Markeisha Crutcher

Inland Seafood Competition

1st Place – GOLD Medal – Dennis Zasoski

2nd Place – GOLD Medal – Robert Meitzer

3rd Place – GOLD Medal – Roberto Barth

Governor’s Cup Challenge

Winner – Robert Meitzer

Atlanta Foodservice Expo 

– Signature Dish

1st Place – DJ Jackson

2nd Place – Michael Deihl

3rd Place – Mark Milliron

Atlanta Foodservice Expo – 86’d Atlanta

Levy Bedminster

More than $9,000 awarded this summer 
at ACF competitions

Dennis Sasoski, 2nd from left, won first place at the Inland 
Seafood Competition.

Jessica Waked-Diaz won first place 
at Pastry Live with her “Ballerina 
Slipper” cake.
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Restaurants of all sizes – whether 

popular independents or large 

franchise systems – have long known the 

benefit of influencer marketing. In previous 

generations, this style of marketing was 

known as a celebrity endorsement and 

was either carefully crafted and paid for, 

or happenstance – a local or national 

celebrity frequented a restaurant and 

instantly increased the spot’s cool factor. 

Think Frank Sinatra at Patsy’s or, more 

recently, President Obama at Five Guys. 

Today a celebrity can create buzz without 

ever setting foot in a restaurant. Through 

the power of social media, a tweet can have 

the same effect as an actual visit. Moreover, 

that tweeter might not be a household 

name. While celebrities of the past were 

politicians, entertainers or supermodels 

familiar to the masses through traditional 

media, today’s influencers appear on 

the stages of YouTube, Snapchat and 

Instagram, and those with the most 

followers reign supreme. 

 Though the two approaches are as 

different as the generation gap, they do 

share a common goal – adding credibility 

and cachet. And in today’s message-

flooded world, influencer marketing goes 

a long way to breaking through the clutter 

with messages that potential customers 

immediately trust.  

So how do restaurateurs attract celebri-

ties of the virtual kind and their followers? 

1 
Know who you are. 
The first step is easy. Know your 

product and your core customer. Any 

good restaurateur understands their unique 

offering and core customer, but who is most 

likely to influence them? 

2 
Decide on a 
social media platform. 
To find the most likely influencers, 

simply apply this understanding to social 

media platforms. For example: 

 Instagram: Is your offering picture-

worthy, and are your customers 

younger? Instagram is all about visually 

appealing content, and the platform 

caters to non-whites and young adults. 

According to the Pew Research Center’s 

2015 study on mobile messaging and 

social media, 55 percent of online adults 

ages 18 to 29 use Instagram, as do 47 

percent of African Americans and 38 

percent of Hispanics.

 Snapchat: Have a very youthful 

customer base and a fun, video-friendly 

story? More than 80 percent of Snapchat 

users are under 45 and more than 60 per-

cent are between the ages of 13 and 34. 

 Twitter: Is your restaurant located 

in the city center, and does it attract a 

younger set of customers? Twitter is a 

good bet, as 30 percent of online adults 

under 50 use Twitter, and users are 

more likely to live in urban areas than 

suburban or rural locales.

 YouTube: Does your restaurant 

feature an entertaining chef, boast an 

interesting location and have an older 

customer? YouTube has its share of 

vloggers that capture large followings 

and has a broad demographic reach, 

reaching millions well past 65 according 

to an April 2015 study by DigiDay. 

 Blogs: Blogger demographics are 

as unique as their blogs, but they offer 

multiple opportunities and advantages, 

including a dedicated website, loyal 

followers and, more than likely, a strong 

social media presence. 

3 
Pinpoint influencers. 
After prioritizing the social media 

platform most likely used by your 

customer base, it’s time to start identifying 

thought leaders that have influence over 

these customers. Apps and software can help 

pinpoint influencers within your niche, in-

cluding FollowerWonk or Klout. 

Alternatively, go back to step one and 

start with what you already know. A simple 

Twitter, Google or hashtag search using 

your restaurant’s name may uncover online 

or social media influencers who already 

love your brand. Or, if you are frequently in 

your restaurant and it’s appropriate, ask your 

customers about their social media habits. 

Are there certain social media platforms 

they use? Influencers they follow? 

TO CREATING INFLUENCE ON SOCIAL MEDIA6StepsSteps
These days, a celebrity – whether that’s an actor or YouTube star 

– can create buzz about your restaurant without ever setting foot 

inside. Here’s how to start that conversation. 

By Ellen Hartman
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Most importantly, according to CODA 

Concept’s Angela Stringfellow, influencers: 

 Are actively engaged through blogging, 

social media or other online channels

 Have a large following of your target 

audience members

 Identify with a topic that's relevant to 

your brand

 Consistently generate engagement 

around related posts

 Have engaged with other companies 

and/or similar content

4 
Start the conversation. 
With a list of influencers to target, 

it is time to start the conversation. 

Remember that this isn’t just a pitch, it’s the 

start of a long-term and mutually beneficial 

relationship. So start slowly. Familiarize 

yourself with the person’s interests by 

reading their content over a reasonable span 

of time. Then show interest by liking, sharing 

and commenting on their posts. 

5 
Introduce yourself. 
Finally, when you are familiar with 

the influencer’s overall approach, 

reach out with information about your 

brand, yourself and your vision of a work-

ing relationship. Remember, the influencer 

can offer a great service to your brand, so 

approach the introduction with humility 

and, if possible, what you might offer the 

influencer as part of the give and take of the 

relationship. Do you envision a full brand 

ambassador program? Can you offer free 

meals or other incentives? 

Not all the influencers may want to engage 

with your brand. That’s fine. Some may be 

too busy or may not see it as the perfect fit 

you envisioned. Don’t worry, when it comes 

to a good influencer campaign, quality is 

better than quantity. 

6 
Launch your campaign. 
With that, your influencer marketing 

program is ready for the final step: 

launch! As you move forward, it’s important 

to remember that this isn’t about a single 

tweet or post. A good influencer campaign 

is the result of strong relationships between 

your brand and your partners, and, just like 

all good relationships, will flourish with 

ongoing cultivation and care. ■

Ellen Hartman, APR, Fellow PRSA, is the CEO of Hartman Public 

Relations, a full-service public relations agency specializing in the 

foodservice Industry. Hartman has experience working for Coca-Cola, 

Concessions International, Chili’s, Huddle House, First Watch, Tropical 

Smoothie, Billy Sims BBQ and Uncle Maddio’s Pizza and many QSR 

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

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

Forum, Les Dames d ’Escoffier International and has served on the 

board Georgia State University School of Hospitality. She earned her 

APR accreditation from the Public Relations Society of America and is a member of PRSA’s 

Fellow program for senior accomplished professionals.
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F
orget that banal California roll, along with the other 
fishy items with gimmicky menu names like “sexy girl” 
or “rock ’n’ roll.” 

If you are dining at Umi, trust the award-winning chef 
Fuyuhiko Ito to guide your chopsticks to something more 
exquisitely minimalist and Japanese, such as uni, a sea-
urchin dish that tastes like a briny custard. 

“Just as most Mexican food on this side of the border is 
more Tex-Mex, sushi has been widely Americanized to cater 
to American tastes,” says Umi co-owner Farshid Arshid, 
referring to the rolls that are heavy on mayonnaise and 
tempura-fried ingredients. “But now there is a real demand 
for authenticity among diners who want the real thing; they’re 
ordering more sashimi instead. The true test of a sushi chef is 
how he prepares something seemingly simple like nigiri, with 
just the right balance of fish and rice. That level of authenticity 
and high-quality ingredients are our priorities.”

Atlanta has long offered raw fare, but the dining 
experiences are becoming more “onakase,” or chef-driven. 
“Umi” means “sea” in Japanese, and the Buckhead sushi 
bar – named Atlanta’s best by USA Today – is riding the 
wave of popularity of cuisines that stay painstakingly true 
to their origins. 

"I’ve been doing sushi cuisine in the United States since 
1989,” says Fuyuhiko Ito. Chef Ito and his wife, Lisa, who 
is pastry chef at Umi, both grew up in Tokyo. “I was always 
feeling this responsibility to represent Japanese cuisine as a 
Japanese chef. … We grew up eating this cuisine.”

Smaller World, More Exposure
As technology and social media continue to make the 

world a smaller place, today’s diners are becoming more 
knowledgeable about foods, and they have a much greater 
exposure to different cultures. 

By Candice Dyer

AN 
INTERNATIONAL 
FLAIR

Today’s restaurants reflect the melting pot of our shared heritage, 

with many chefs getting back in touch with their roots and offering 

up an eclectic array of the world’s flavors across the state

Fuyuhiko and Lisa Ito at Umi
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According to research by the National Restaurant Association, 88 
percent of American consumers eat at least one “ethnic” item per 
month, while 17 percent eat seven or more. Nearly one-third of 
consumers tried a new cuisine in the past year. 

And, in a survey of 1,600 professional chefs in the American 
Culinary Federation, international influences are also making a 
strong showing at the top of the list of trends in 2016, including 
ethnic condiments and spices, authentic ethnic cuisine, ethnic-
inspired breakfast items and street food. 

Moreover, today’s consumers are generally more willing 

to try new foods and challenge their taste buds than previous 
generations. Research shows that two-thirds of consumers say 
they eat a wider variety of cuisines now compared to five years 
ago, and three in 10 tried a new cuisine within the last year. 
A full quarter of consumers say they like trying foods that are 
unconventional by American standards.

“I think a major reason for this trend is all the cooking shows 
on television, the Food Network, and shows such as Chopped’” 
says Arshid, who was born in Iran. “Diners are becoming much 
more educated, experimental and globalized in their thinking.”

Demographic shifts also have spiced up Georgia menus. Some 
trace it back to the 1996 Olympics, which thrust Atlanta onto 
the global stage. Since then, Georgia has continued to see a huge 
influx of new people moving to the state. 

In fact, for the sixth year in a row, Atlanta was ranked in a 
Penske Truck Rental survey as the No. 1 place to move in the U.S. 
And along with new residents coming from different parts of the 
country and the world to the state, there comes a higher demand 
for more restaurants and more variety. 

Serving Up Authenticity
The past 10 years have seen an explosion in restaurant diversity 

across Georgia, says Jay Bandy, a principal of Goliath Consulting, 
an Atlanta-based restaurant consulting firm that assists with 
menu development, training, supply chain management and 
more. “There used to be just the Imperial Fez and a few other old 
standards,” he says, “but look at Atlanta today. There are several 
corridors of fantastic international restaurants where most of the 
world is represented one way or another.”

The Itos agree. “I think it’s getting so much more real and 
authentic,” Fuyuhiko Ito says about Atlanta’s restaurant scene. 
“Diverse,” Lisa agrees. 

“In the 1990s, some chefs tried to do the authentic Japanese 
cuisine, but unfortunately it was probably too early to introduce 
this type of restaurant to Atlanta, so it went out of business,” he 
says. 

Now, says Lisa, it’s fun and inspirational to see so much 
diversity of restaurants and chefs in the city.

The community of Clarkston, in particular, has become a 
lively, heterogeneous hub of refugee resettlement, so naturally 
businesses and restaurants have sprung up to provide a taste of 
home. Then there is Buford Highway, the seven-mile stretch of 

Today’s consumers are generally more willing 

to try new foods and challenge their taste 

buds than previous generations. 

Umi Pastry Chef Lisa Ito’s crepe-wrapped tiramisu with 
figs, pomegranate seeds and green tea semifreddo

A selection of nigiri at Umi 
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road in Atlanta lined with a United Nations of restaurants 
comprising Vietnamese pho, Chinese dim sum, and 
Korean barbecue and bibimbap, along with Bangladeshi 
halal meats, Indonesian salty fish and authentic Mexican 
tacos, among other delectables.  

Chai Pani is one restaurant in Decatur that is reflecting 
the broader nature of Indian food. 

“We serve street food and the kind of food that Indian 
families eat on a daily basis,” says former general manager 
Isaac Clay, who recently relocated to the restaurant’s 
Asheville location. “The richer food from northern India, 
which is what most westerners are familiar with, is more 
of a celebratory cuisine, served at weddings and special 
occasions.”

Chai Pani, which originally launched in Asheville, N.C., 
in 2009 before opening a second location in Decatur, was 
started by James Beard Award-nominated Meherwan Irani, 
who grew up near Bombay. (Irani also opened the Indian-
inspired street grill restaurant Botiwalla in Atlanta’s Ponce 
City Market earlier this year.)

Chai Pani means “tea and water” and is slang in India 
for going out for a cup of tea, a tasty bite or a snack. Its 
menu reflects that notion with sandwiches and chaat, 
or street snacks, that are crunchy, spicy, sweet, tangy and 
brightly flavored. For those looking for a more substantial 

meal, the menu also includes thalis, or more traditional 
family dishes of various meats and vegetables served with 
basmati rice, daal, raita, roti, kachumber and papadum.

The Decatur restaurant attracts a mix of Indian and 
American diners. “What we’ve seen over the past 15 years 
is that more Americans are willing to try new things,” 
Clay says. “It’s become a badge of honor that you’ve taken 
a risk to try something different, or something with an 

unfamiliar spice.”
Restaurants also have become more specialized, he 

notes. “Whereas you used to just get hibachi or sushi at 
a Japanese restaurant, now you can get something like 
Japanese bar food or ramen.”

Atlanta has seen a number of izakayas, or informal Jap-
anese gastropubs, open over the past few years, including 
Miso Izakaya and Craft Izakaya (in Krog Street Market), 
and Brush Sushi Izakaya in Decatur. And more raman shops 
have indeed come to town, including Raku in Duluth and 
the recently announced Raman Station opening in the Me-
morial Drive corridor of Atlanta. The LA-based Jinya Ramen 
Bar chain also recently opened an outpost in Sandy Springs. 

Then there’s restaurants that showcase multiple cuisines, 
such as The Flying Monk Noodle Bar in Savannah, which 

For many chefs and restaurant owners, the 

challenge is staying true to a cuisine’s culinary 

roots while also putting their own personal 

spin on the dishes. 

Andre Gomez, owner and chef of Porch Light Latin Kitchen in Smyrna. Inset: Cumin-spiced 
St. Louis ribs and sofrito mac ’n cheese with pork rind crumbs
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serves up fresh-cut noodle dishes from Vietnam, Malaysia, China, 
Thailand, Korea and Laos. 

Adrian Villarreal, chef and owner of Rreal Tacos in Atlanta, 
was born and raised in Monterrey, Mexico, and spent two years 
in Paris kitchens before moving to Atlanta in 2002. Before 
opening Rreal Taco in late 2015, he most recently served as chef 
de cuisine at the Richard Blais-helmed The Spence. 

For the menu, Villarreal draws from his own experiences in 
Mexico along with culinary knowledge from his family. For 
example, the cilantro and mustard dressings are both family 
recipes, one from his grandmother and one from his mother. 
And his mother-in-law gave him tips on which candies to use in 
some of the dishes. 

“The way we achieve our authenticity is getting as close as 
possible to the true techniques or heart of the food,” he says. “We 
brought the right equipment, like the 
20-gallon copper pot from Michoacán 
to cook our pork carnitas. We use the 
right peppers, the right oil, etc. while 
balancing the use of more regional items 
in key places.”

And how have diners responded to 
these efforts at authenticity?

“My guests, who are pretty awesome, 
for the most part fall in one of three 
categories:  they are excited to get into a 
level that is now more authentic-tasting 
tacos than what was their norm, and 
there are guests that are familiar with 
true Mexican flavor and are ready to just 
try anything in front of them. Then there 
are some that are familiar with authentic 
tacos, and they just want my food to taste 
the way they remember,” he says. “I do 
believe that the common thread to join 
all groups is finding a delicious balance 
where the food and the flavor are still 
somewhat familiar and comforting but 
are prepared or presented in a more raw 
or straightforward composition.”

Staying True to Your Roots
For many chefs and restaurant owners, 

the challenge is staying true to a cuisine’s 
culinary roots while also putting their 
own personal spin on the dishes. 

Andre Gomez, a native of Puerto Rico who trained under 
steak guru Kevin Rathbun, opened Porch Light Latin Kitchen, 
which emphasizes Caribbean flavors, 10 months ago in Smyrna. 
He sees his role as “bridging a gap” for diners who may not be 
accustomed to Latin cooking, and he uses locavore flourishes to 
achieve that goal. 

“I’m a classically trained chef, but I try to stay authentic to 
the Caribbean with its African, Spanish and native Indian 
ingredients,” he says. “That said, I also realize that I’m in Smyrna, 
Georgia, so while I use a guava-based barbecue sauce on my ribs, 
I brine my Springer Mountain chicken in SweetWater beer.”

“It can be challenging to introduce a new flavor, so we started 
out emphasizing burritos. Our diners, though, have proved 

to be very open and receptive to new things, so we also have 
conch fritters and empanadas made from green plantains and 
pork cheeks instead of the usual ground meats – those are really 
popular,” Gomez says. 

The name of his restaurant, too, was inspired by regional 
hospitality. “In the South, when you leave your porch light on, 
that signals that you are welcoming guests,” he says. “I liked that 
concept, and I try to stay very involved in the guest experience at 
my restaurant. Latin food culture is very warm and friendly, like 
Southern culture, so we want to provide an atmosphere where 
diners can discover and enjoy comfort foods.”

Todd Ginsberg, chef/owner of Yalla! in Atlanta’s Krog Street 
Market (and The General Muir in Decatur), spent some time 
in Israel researching the cuisine of his Jewish heritage. “I wasn’t 
so much looking for recipes as I was for techniques,” he says. “I 

went into the kitchen of Abu Hassan in Tel Aviv and watched 
how they made hummus from chickpeas taken from warm water 
– it was never chilled, but made to order. I studied shawarma 
at Haifa and ate falafel in Jerusalem. Until you sit down with 
families who have eaten this way for centuries, you don’t get it.”

The Larger Trend
Diners who are more open-minded and willing to try new 

foods? It’s a chef ’s dream customer, but it’s not just happening in 
big cities like Atlanta. 

“It’s a universal thing that is going on now all over the world,” 
notes Bret Love, owner of Green Global Travel, an ecotourism 
and cultural preservation organization that encourages people to 
travel more adventurously. “But it’s amplified in Atlanta because 

Pork carnita tacos from Rreal Tacos in Atlanta
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we’ve got the busiest airport in the world and therefore an 
increasingly international population.” 

The capital isn’t the only part of the state that is diversifying 
its gastronomy. Thai, sushi and Indian restaurants recently 
have popped up in the smallest towns of northeast Georgia. 
Athens has two Peruvian restaurants – Cali N Tito’s and 
Polleria Pablo – that bring in crowds for fried cassava or 
ceviche, and Cumming now boasts a Peruvian café, too. 

Six months ago, tiny Cleveland got its first sushi bar: Yoshi 
Express. It does not serve uni – yet. Nor is it licensed to pour 
sake. And many of the menu options can be “deep-fried” for 
an extra charge of a couple of bucks. 

“We are in the South, you know, so you have to offer fried 
stuff,” says chef Ty Kinnaragh, as he delicately slices a piece of 
eel. “Still, I have a lot of people who will let me free-style with 
no restrictions, and I love that.” So far this entrepreneurial 
experiment is proving so popular that proprietor Misa 
Thatsana, who is of Laotian descent, is planning to launch 
another sushi bar in nearby Cornelia.

In fact, international flavors have become so mainstream 
and up for grabs in every quarter that many object to the 
isolationism implicit in the word “ethnic.” 

“It’s worth considering that all of the food we label 
‘American’ came from somewhere else, and that includes 
pizza, hot dogs and even apple pie,” Chai Pani’s Clay says. 
“So there’s always been a continual impact of international 
influences since our country was founded.”

“My perspective is that the word ‘ethnic’ needs to be 
dropped and changed,” says Ciera Tavana, whose father is 
from Iran and who runs a super club called SOFIA XIV. “Lots 
of what folks are just experiencing has been here for years, 
and it’s a commercial version of it to appeal to new palates.

“These ‘new’ foods are not new to the people who make 
them,” she says. “I think the most important thing is for people 
to have respect and understanding for what they are eating. It’s 
more than a pleasure – it’s a presence.”

And while authenticity can be an important part of the 
experience at some restaurants, diners shouldn’t hold their 
meal up to a particular standard above all else.

“There is no defining Indian food or defining Thai food 
because every family from that culture cooks a little differently 
– your dining experience depends on the founding family 
and their roots,” Chai Pani’s Clay says. “So what counts is 
whether you enjoy it and it tastes good.” ■

Demographic shifts also have spiced up Georgia 

menus. Some trace it back to the 1996 Olympics, 

which thrust Atlanta onto the global stage. 



RestaurantINFORMER.com  |  19

M
any restaurateurs find the alcohol 

licensing process to be a taxing 

and laborious process, but advance 

planning can often reduce many of the 

issues that applicants and license-holders 

encounter. 

While the rules governing alcohol 

regulation can vary immensely by 

jurisdiction, there are a few general tips 

that can make the process go a little 

more smoothly no matter where your 

restaurant is located.

Alcohol in Georgia is regulated at the 

state level by the Georgia Department of 

Revenue and at the local level by the city 

or county where the restaurant is located. 

So a restaurant must hold both a state 

license and a local city or county license 

in order to purchase and sell alcohol.  

When beginning the licensing process, 

confirm that the premises are suitable 

for alcohol licensure. Some jurisdictions 

prohibit licenses from being issued to 

premises that are too close to schools or 

churches. Others may impose additional 

zoning requirements. 

It is particularly important to look into 

these issues prior to acquiring a building 

or entering into a lease. Alternatively, a 

restaurateur could negotiate a licensing 

contingency clause under its lease that 

would allow the tenant to terminate the 

lease if an unsurmountable licensing 

issue arises.

A restaurant may need more than 

just one license from the state and local 

jurisdictions, as additional licenses can 

be required for bars, lounges and patios. 

The question of who gets the license must 

also be answered. In some cases it is a 

corporation or limited liability company. 

In others, an individual must hold the 

license. Sometimes it’s both. 

In any event, the applicant will want 

to ensure that all license-holders – and 

in some cases, a company’s owners and 

management – meet criminal history, 

tax and other fitness requirements.

Another consideration is timing. The 

state of Georgia has made great strides 

in application processing times by using 

a temporary alcohol license program 

during the investigation of an application. 

But each local jurisdiction has its own set 

of requirements. 

Sometimes there are hearings that must 

be attended, and an applicant is at the 

mercy of a jurisdiction’s hearing schedule. 

Sometimes advance public notices must 

be advertised. License applications 

also often require inspection approvals 

from the local fire, health and building 

departments, so those items should be 

worked into any grand opening timeline.

Once licenses are issued, there are more 

requirements than simply preventing 

alcohol sales to minors. The licenses 

must be renewed on an annual basis. In 

some cases, new filings are required if the 

restaurant undergoes an ownership or 

management change. 

Some jurisdictions require that 

employees maintain their own individual 

pouring permits. Finally, restaurants must 

adhere to day-to-day regulatory alcohol 

code compliance by being familiar with 

practices related to hours of operation, 

happy hour promotions, carding policies 

and more.

The world of alcohol regulation 

is complex – but it is much more 

manageable if one knows what is required 

on the front end. ■

Dan Plevak is an attorney with Taylor, 

Feil, Harper, Lumsden & Hess PC who 

specializes in alcohol licensing and 

regulatory matters.

By Dan Plevak

When beginning the 
licensing process, 
confirm that the 
premises are 
suitable for alcohol 
licensure. Some 
jurisdictions prohibit 
licenses from being 
issued to premises 
that are too close to 
schools or churches. 

How to Get and Maintain 

AN ALCOHOL LICENSE IN GEORGIA
Advance planning can shorten the wait and reduce frustrations



THANK YOU TO THE MORE THAN 90 PARTICIPATING 

RESTAURANTS, CHEFS AND RESTAURATEURS 

TICKETS ON SALE NOW |  TASTEOFATLANTA.COM

OCTOBER 21, 22, & 23 | MIDTOWN AT TECH SQUARE

ATLANTA’S MUST-DO FOOD, BEER, 

W INE  AND  COCKTA I L  FEST IVAL

BROUGHT TO YOU BY: BENEFITTING:
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Expert in 
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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 ValueT
aste of Atlanta, Atlanta’s un-

forgettable food, craft beer, 

wine and cocktail festival, re-

turns to Midtown’s Tech Square 

Oct. 21-23 to celebrate 15 years 

of serving up tastes and spirits 

from Atlanta’s hottest restau-

rants and trendsetting chefs.

More than 90 neighborhood 

favorites will be showing off their 

most craveable dishes at this year’s event. It’s the ultimate foodie adventure through 

Atlanta’s different neighborhoods, allowing attendees to discover each community’s 

unique flavor, ultimately turning festivalgoers into diners at participating restaurants. 

Once again, Taste of Atlanta will actually be able to “talk” to patrons via data 

captured with RFID wristbands. We’ll have the ability to follow up with attendees 

after the festival and send them news, deals and more from the restaurants they tried 

at the festival. 

Plus, participating restaurants will be able to capture how many Taste of Atlanta 

“tasters” come in to dine at their establishments after the event.

This year’s three day event includes a Friday night kick-off party, the annual 

Barcraft competition, a Big Green Egg grilling stage hosted by Executive Chef Erik 

Holdo and Kevin Jenkins, 

a family food zone stage 

to encourage young 

cooks to stir up some 

fun, a silent auction and 

The Kitchen Workshop, 

which provides hands-on 

cooking instruction for 

experienced home cooks 

and those new to the 

kitchen alike. Plus there’s 

The Chef ’s Table, where Atlanta’s top chefs provides tips, techniques and taste for 

guests with host and Featured Presenter Chef Gerry Garvin, who is also a cookbook 

author, TV host and James Beard award nominee.

Taste of Atlanta is fun for festivalgoers and participating chefs alike. Attendees 

get to eat-and-greet with the movers and shakers of Atlanta’s restaurant scene, while 

chefs have the opportunity to connect to foodie fans one-on-one. Chef participants 

develop a real sense of camaraderie throughout the weekend. It’s a good mix of work 

and play for all those involved. For more information, go to tasteofatlanta.com. ■

15th Annual Taste of Atlanta brings more than 90 local 
restaurants in front of thousands of potential diners Oct. 21-23

Show Off Your
Tastes to the City
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For two days in September, hundreds of people 
gathered at the Cobb Galleria Centre for the 
Atlanta Foodservice Expo. The event featured 
educational seminars, an exhibit hall, culinary 
competitions and more to help foodservice 
operators in Georgia grow and improve their 
businesses. On the first night of the Expo, the 
GRA held their annual Chairman’s Reception, 
which honors the outgoing GRA chair for their 
work and dedication. This year’s chair, Paul 
Baldasaro, COO of Home Grown Industries of 
Georgia dba Mellow Mushroom, was recognized, 
and he presented the 2016 Chairman’s Award to 
State Senator Butch Miller. 

Mark your calendar for next year’s event, which 
will once again be held at the Cobb Galleria 
Centre in Atlanta, on September 18-19. Learn 
more at atlantafoodserviceexpo.com.

2016 Atlanta 
Foodservice Expo
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OCTOBER
Great Atlanta Beer Fest 

Oct. 8 – Turner Field in Atlanta

greatatlantabeerfest.com

Performance Foodservice Culinary Food Show

Oct. 11 - Infinite Energy Centre in Duluth
performancefoodservice.com/miltons

18th Annual Great Ogeechee Seafood Festival

Oct. 14-16, Richmond Hill

goseafoodfestival.com

Decatur Beer Festival

Oct. 15 - Decatur

decaturbeerfestival.com

Fall Festival on Ponce

Oct. 15-16 – Olmsted Linear Park in Atlanta

festivalonponce.com

Taste of Atlanta

Oct. 21-23 – Tech Square in Midtown Atlanta

tasteofatlanta.com

Appalachian Craft Brew, Stew and Que Festival 

Oct. 22 – Georgia Mountain Fairgrounds in 

Hiawassee 

georgiamountainfairgrounds.com

7th Annual Sunday Supper South

Oct. 30 – Ponce City Market, Atlanta

sundaysuppersouth.com

NOVEMBER
16th Annual Afternoon in the Country hosted by 

the Atlanta Chapter of Les Dames d’Escoffier 

International

Nov. 6 – Foxhall Resort & Sporting Club, 

Douglasville

ldeiatlanta.org

ACF Atlanta Chefs Association Monthly Meeting

Nov. 7 – Halperns’ Steak & Seafood in 

College Park

acfatlantachefs.org

10th Annual GRACE Awards Gala

Nov. 13 – Delta Flight Museum in Hapeville

garestaurants.org

DECEMBER
United Culinary Chef Association Annual 

Christmas Party

Dec. 2 - Georgia Tech Conference Center 

Hotel, Atlanta

INDUSTRY

EVENTS

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.

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.

For more on how to participate in or attend 
these events, see event websites. To see more 

upcoming industry events, check out 
restaurantinformer.com/restaurantbusinessevents.
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Sage Social Kitchen and Bar

Est. Opening Date: October 2016

1401 Johnson Ferry Road

Marietta 30062

Tapas and full bar from the group behind Sage Woodfire Tavern

Sukoshi

Est. Opening Date: October 2016

1197 Peachtree St. NE

Atlanta 30361

Counter-service establishment featuring sushi rolls and small 

bites to go. Local craft beer and sake. 

Wildleaf

Est. Opening Date: October 2016

3280 Peachtree Road

Atlanta 30305

Grain bowls, salads, avocado toast, fro-yo, juices and more 

to go.

Nexto

Est. Opening Date: October 2016

822 Ralph McGill Blvd. NE

Atlanta 30306

Ramen noodle shop and bar. 

Hudson FC

Est. Opening Date: October 2016

4058 Peachtree Road NE (Brookhaven Station)

Atlanta 30319

New concept by Metrotainment Cafes in former Pub 71 space. 

Traditional pub food with full bar. 

Hankook Taqueria

Est. Opening Date: November 2016

311 East Broad St.

Athens 30601

Korean-accented tacos, burritos and snacks

Flying Biscuit Cafe

Est. Opening Date: November 2016

857 Collier Road NW, Ste. 16 (Howell Mill Village)

Atlanta 30318

Breakfast all day, lunch and dinner. 

The Federal

Est. Opening Date: November 2016

1050 Crescent Ave. NE

Atlanta 30309

From chef/owner Shaun Doty, bistro-style breakfast and lunch 

and classic fine dining for dinner

Chat and Chew

Est. Opening Date: November 2016

495 Whitehall St. SW, Ste. B

Atlanta 30303

Wings, hoagies, fried snapper, grouper and perch. Full bar.

Tin Lizzy’s Cantina

Est. Opening Date: December 2016

4475 Roswell Road, Ste. 1510 (The Avenue East Cobb)

Marietta 30062

Mexican fare, full bar.

Egg Harbor Café

Est. Opening Date: January 2017

4719 Lower Roswell Road, Ste. 210

Marietta 30068

Traditional breakfast menu plus sandwiches, burgers, soups 

and salads. 

Whiskey Bird

Est. Opening Date: 1st Quarter of 2017

1409D North Highland Ave. NE (Morningside Village)

Atlanta 30306

Japanese-style grill and tapas, yakitori and full entrees. 

Cocktail program, wine and sake.

Grabbagreen

Est. Opening Date: 1st quarter of 2017

TBA

Atlanta 30301

Salads, sandwiches and entrees with no ABC

Ecco

Est. Opening Date: 2nd Quarter of 2017

3462 Peachtree St. NE

Atlanta 30326

2nd location of the Midtown Atlanta restaurant. 

Seasonal European menu, full ABC.

Taqueria del Sol

Est. Opening Date: 2nd Quarter of 2017

519 Memorial Drive SE (Larkin on Memorial)

Atlanta 30312

Fifth location of the regional concept that offers Southern, 

Mexican and Southwestern dishes. Full ABC.

MF Bar

Est. Opening Date: 2nd quarter of 2017

2200 Avalon Blvd. (Avalon Phase 2)

Alpharetta 30009

Hot and cold small plates plus a sushi bar. Full bar with sake. 

District 3

Est. Opening Date: 2nd quarter of 2017

2200 Avalon Blvd. (Avalon Phase 2)

Alpharetta 30009

Vietnamese food from the owners of MF Sushi Bar

Caravan

Est. Opening Date: Spring 2017

780 Peachtree St. NE (The Trace)

Atlanta 30308

“Urban market” featuring a bakery and cafe, wine shop and 

craft beer bar.

The Grant Park Public House

Est. Opening Date: 3rd quarter of 2017

1039 Grant St. SE (Beacon Atlanta)

Atlanta 30315

Farm-to-table-style restaurant using nearby farmers market. 

Sharable small plates, craft cocktails, full bar.

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
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ELECTRIC COOKING CAN HELP IMPROVE 
YOUR COMMERCIAL KITCHEN.

For Executive Chef Michael Deihl, gas 

cooking was paramount until a presentation 

by Georgia Power. “When I heard the 

presentation and saw the demonstration, 

I began to question my previous thinking.” 

After the initial demo, and countless hours 

of research later, he came to a conclusion: 

changing over to electric appliances was 

the perfect way to increase productivity 

and enhance his already phenomenal 

dishes. Greater cost savings, quicker 

preheat, lower maintenance costs and 

superior, even heating are the perfect 

ingredients in making a better kitchen. 

But don’t just take Chef Mike’s word for it – 

visit Georgia Power’s Customer Resource 

Center today and get turned on to the benefi ts 

of electric cooking. To learn more go to 

georgiapower.com/CRC or call 770-216-1400. 

“  ELECTRIC 
COOKING 
ALLOWS ME 
TO BE BETTER 
AT WHAT 
 I DO.”

EXECUTIVE CHEF 

MICHAEL DEIHL



Simplify Your Restaurant

on an All-in-One Platform

Schedule a demo    678.424.4000

Toast is a mobile, cloud-based POS system that’s both a restaurant point-of-sale system 

and management system. It fulfi lls online ordering, loyalty programs, gift cards and 
inventory with advanced cloud-based reporting on labor, sales and menus. New software 

updates are seamlessly done through the cloud—and free of charge to the customer.

postec.com   |   sales@postec.com

and management system. It fulfi lls online ordering, loyalty programs, gift cards and 


