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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 
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I used to have this T-shirt when I was a kid. I have no idea 
where it came from or who gave it to me. It was, in fact, 

pretty ugly in that ’80s kind of way. But I wore it all the time 
because of what it said, and its message has stuck with me all 
these years: 

Do what you love
Love what you do
And the world will come to you. 
If you do what you love, inevitably you will find success, 

even if – especially if – you encounter failures along the way. 
Because if you get back up again after stumbling, if you push 
forward because you know you love what you do and you will 
find a way to do it, you will succeed. And eventually, others 
will start to take notice. 

This year, in partnership with the Georgia Restaurant 
Association, we’ve selected five people we see as Rising Stars 
for 2017. For these chefs, it’s clear that they’re doing what they 
love, and it shows. 

It was hard to narrow down the choices to these five. There 
are so many new voices and talented people in the state’s 

culinary world, and there are more and more restaurants 
opening every day. Innovative concepts. Fresh ideas. New 
ways of doing things. 

And people across the country are starting to take notice. 
Last year, Zagat ranked Atlanta as the No. 10 hottest food city 
in the country and Savannah No. 12, both besting New York 
City, Chicago, San Francisco and Nashville. 

What makes these Georgia cities’ restaurant scenes stand 
out? I can’t speak for those other places, but here in Georgia 
there is a real sense of community throughout the restaurant 
industry. Sure there’s friendly competition, but in general, 
we all recognize that lifting others up so that they, too, can 
succeed on their own terms is fundamental to accomplishing 
big things. After all, none of us would be in this industry if we 
didn’t love it. 

Perhaps it’s part and parcel of Atlanta’s philanthropic DNA, 
or maybe it’s just plain ole’ Southern Hospitality. Whatever 
it is, I’m glad we have it, and for these five Rising Stars and 
everyone else out there, it will only lead to bigger and better 
things to come. 

Christy Simo
Editor

HELLO WORLD, 
HERE WE COME

http://www.restaurantinformer.com
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MESSAGE FROM THE CEO
Restaurants Open Doors  

The Georgia Restaurant Association 
recently brought a group of Geor-

gia restaurateurs to Washington, D.C., to 
join more than 600 other restaurateurs 
and foodservice operators from across the 
country for the National Restaurant Asso-
ciation Public Affairs Conference. 

This annual two-day conference is a 
chance for the restaurant industry to 
make a difference and lobby on behalf of 
the industry. The theme of the conference 
this year was “Restaurants Open Doors” 
and highlighted the many opportunities 
the restaurant industry provides. We are 
the country’s second largest private-sector 
employer, with more than 14.7 million 
employees in more than 1 million locations 
nationwide. 

The first day of the conference was a 
crash course in advocacy, lawmaking and 
why it’s important to fight for policies that 
help our businesses prosper. The second 
day, restaurateurs ventured to Capitol Hill 
to educate lawmakers about top public 
policy issues affecting our businesses. The 
mission was to help the 115th Congress 
understand what it takes to run a restaurant 
business. 

The three biggest issues on the table 
that affect our industry and other small 
businesses include healthcare, tax reform 
and retaining debit card swipe-fee 
protections.  

Healthcare reform: We continue to 
support healthcare reform that addresses 
the problems created by the Affordable 

Care Act’s employer mandate. The ACA’s 
definition of full-time employment of 
30 hours a week is forcing restaurants 
to change how they hire and staff their 
operations. The mandate’s definition of 
seasonal employment is also confusing, 
and employers face daunting paperwork 
rules with new requirements for tracking 
and reporting data to the IRS.

The debit card tax: We strongly oppose 
Congress’s potential plan to repeal the 
debit card swipe-fee protections in place 
since 2010. A repeal of these protections 
would result in skyrocketing transaction 
fees for restaurateurs, which would hurt 
business and job growth.

Tax reform and 45B: We support 
legislative efforts to pursue comprehensive 
tax reform that lowers rates for individuals 
and corporations while retaining the 45B 
FICA reimbursement that is so important 
to many of America’s restaurants.

It is important that restaurateurs share 
their experiences with legislators on 
Capitol Hill to help them understand how 
our industry works and how the legislation 
they pass affects business. It is our chance 
to make a difference in our industry and 
then turn around and open the doors for 
others to succeed. ■

Sincerely,
Karen Bremer, 
CAE, CEO 
Georgia Restaurant 
Association

15C, LLC dba Shane’s Rib Shack
Abbotts Bar and Grill
C&S Coastal, Inc. dba Wild Wing Cafe
CohnReznick, LLP
CompostWheels
Dahlonega-Lumpkin County Chamber of Commerce  
 & Visitor Center
Delta Chen Foods Inc. dba Ah-Ma’s Taiwanese Kitchen
Dreams R Us, Inc. dba Bradley’s Bar & Grill,   
 Dogwood Catering and Paradise Delights
Endive
Firehouse Corporation Franchise
Flourish Restaurants dba Foundation Social Eatery
Ford Fry Restaurants
FPL Food, LLC
Georgia Bob’s Barbeque Company
Grub Burger Bar
Kennesaw State University    
 - Culinary Apprenticeship Program

LegalShield Business Solutions
Metro Diner 
Mix’d Up Burgers
No Mas! Cantina
Papa’s Bar-B-Que & Seafood
Peach & The Porkchop
PWC Training
Red Diamond, Inc.
Reveille Cafe
S&S Cafeteria
Sizzling Steak Concepts, Inc.    
 dba Ruth’s Chris Steak House
Slater Hospitality LLC dba Nine Mile Station
SmartPlan Investing
The American Pasta Factory, LLC    
 dba American Pasta Factory
The Oak Brewpub
The Silver Moon
TSC Associates

THANK YOU 
to the following members for their continued support!

NEWS
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2017 Board of Directors and GRA Staff
Executive Committee
Chair - Brian Bullock, Legacy Ventures | Restaurants
Vice Chair – Kelvin Slater, Slater Hospitality, LLC   
 dba Nine Mile Station - Skyline Park 
Secretary - Archna Becker, Bhojanic 
Treasurer - Perry McGuire, Smith, Gambrell & Russell, LLP
Past Chair - Paul Baldasaro, Home Grown Industries of  
 Georgia, Inc. dba Mellow Mushroom
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
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
Shannayl Connolly, TM Restaurant Group, LLC   
 dba T.MAC, Taco Mac
Walt Davis, Retail Data Systems

Mike Dixon, Focus Brands, Inc. 
Jamie Durrence, Daniel Reed Hospitality
Stuart Fierman, Fifth Group Restaurants 
Stephanie Fischer, Hojeij Branded Foods 
Matt Hansen, KBP Foods
Shawn Hooks, Firehouse Subs
Ellen Hartman, Hartman Public Relations
Kevin Jones, Jones Restaurant Consulting Group
Julie Kritz, Chick-fil-A, Inc.
Charles Kuck, Kuck Immigration Partners 
Nils Okeson, Arby’s Restaurant Group
Staci Parker, Gas South 
Vipul Patel, US Café 
Ryan Pernice, Table & Main | Osteria Mattone
Bill Ray, US Foods
Krista Schulte, The Coca-Cola Company
Mitch Skandalakis, Waffle House, Inc.
Dave Snyder, Halyards Restaurant Group
Shelly Sweet, West Egg |The General Muir
 Jay Swift, Noble Fin
Mike Torino, Amici Food Group, LLC
Ryan Turner, Unsukay Community of Businesses
Bob Wagner, NetFinancials

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
Rachel Bell, Director of Marketing & Communications 
Melissa Ledford, 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 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

Satisfying Diners
with Super Sides

Serving Bite-sized 
Temptations

Falling in Love with 
the Pastabilities

Add bold, on-trend flavors to 
your entrées with Path of Life’s 

nutritious side dish blends.

Fulfill diners’ fried food
cravings with two flavorful 

Appetizer Bites from Appert’s.

Introducing revolutionary 
chickpea pasta from Banza®!

Sysco delivers new Cutting Edge Solutions for your menu!

To see these and more Cutting Edge Products please visit:

S YS COAT L A N TA.CO M/C U T T I N G E D G E

OUR PASSION FOR FOOD

Delivering what diners love.

CuttingEgde-Sysco-ATL.indd   1 3/9/17   3:34 PM

http://www.restaurantinformer.com
http://www.syscoatlanta.com/cuttingedge.html
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4 THINGS TO KNOW ABOUT 
OFFERING GIFT CARDS

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.

Gift card sales are increasing each year and with good reason. 
They are an excellent source of income for retailers and 

restaurateurs, since customers frequently spend more than the 
value of the gift card once they’re in the door. So what do you 
need to know if you’re planning to offer gift cards to customers?

You can defer revenue for two years for 
unredeemed gift cards 

For tax purposes, you have the option to defer income from 
the sale of gift cards until the earlier of the year in which the 
customer redeems the card or the end of the second year 
following the year in which the card is sold. Although the 
unredeemed gift card will still be a deferred revenue on your 
books at the end of two years, you must pick it up in revenue by 
the end of the second year on your tax return.

Be clear about gift card expiration dates
Many gift cards expire within a given timeframe, but there 

are rules around expiration dates. In Georgia, gift cards cannot 
expire within five years, and you must also conspicuously print 
the expiration date, if any, on the card, as well as the amount 
of any dormancy or nonuse fees. (This can also be on a sticker 
affixed to the card.) These rules ensure transparency with your 
customers and help to ensure the customers are aware of the 
expiration period. (See Ga. Code Ann. § 10-1-393(b)(33)(A)(ii).)

You can treat gift cards issued for refunds as cash 
Retailers and restaurants often issue gift cards in lieu of cash 

refunds to ensure that the customer still spends that money 
in their store or restaurant. A safe harbor rule allows retailers 
and restaurants to treat the issuance of the gift card as if a cash 
refund was given and a simultaneous sale of a gift card was 
made. This rule provides better matching of income and costs, 
and it simplifies your recordkeeping.

You can claim a deduction for unredeemed gift cards
Gift cards that go longer than five years without being redeemed 

must be submitted to the state of Georgia as unclaimed property. 
(See Ga. Code §44-12-205.) These gift cards should be taken off 
your books, with no revenue recorded. The gift card sale would 
have already been recorded as income for tax purposes. You can 
then claim a deduction on your taxes in the year the gift card was 
escheated to the state.

Gift cards are an excellent way to bring in new customers and 
ensure returning business. If you’re offering gift cards this year, 
make sure you’re taking advantage of available deductions to get 
the full benefit. ■

Jill Nyboer is a tax manager at Aprio, the largest independent, 
full-service CPA-led business advisory firm based in Georgia. 
Do you have more questions about how to account for gift 
cards? Contact Jill at jill.nyboer@aprio.com.

By Jill Nyboer

mailto:milto:ryan%40garestaurants.org?subject=From%20Restaurant%20Informer%20Magazine
mailto:milto:ryan%40garestaurants.org?subject=From%20Restaurant%20Informer%20Magazine
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ACF
UPDATE

THE GLUTEN FREE DIET: 

THEN & NOW

After 30 years of illness, multiple sur-
geries and over a million dollars in 

doctors’ bills, I finally was told that I have 
celiac disease and began the only known 
treatment – a completely gluten free (GF) 
diet. That was the early 2000s, when very 
few people knew about gluten’s widespread 
existence in our food supply and its effects 
on certain individuals. 

For people with celiac disease - more 
than 3 million in the U.S. alone – even 1/8 
tsp. of gluten can trigger the production 

of antibodies in the body that attack and 
damage the small intestine lining, limiting 
the ability to absorb nutrients and causing 
symptoms like abdominal pain, migraines 
and nausea along with more serious long-
term issues.

Those were the days when you couldn’t 
find a gluten-free menu anywhere, and I 
spent more time explaining about gluten 
and its effects than actually eating a meal. On 
another occasion, after inquiring about the 
menu’s GF option, the waitperson returned 
from the kitchen responding, “Chef says we 
don’t use glue in any of our food!” Luckily 
for me, that chef came out to my table, we 
had a good laugh together, talked about it, 
and we have been friends ever since. 

Back then, finding gluten-free food 
options at my local grocery store was 
complicated, too. Other than plain meats 
and fresh vegetables, the items labeled as GF 
found in stores were not tasty and extremely 
expensive. So most of my groceries were 

purchased and shipped direct from Glutino 
– a Canadian company and good online 
source for GF products. 

Today, I am happy to report my GF 
product and menu options have expanded 
greatly thanks to the increased awareness 
of the negative effects of gluten and celiac 
disease education. 

Despite current awareness initiatives, 
industry-wide education is still deficient. 
Some people in the industry choose to 
believe that “gluten free” is a fad and not 

linked to actual illnesses. This is extremely 
dangerous for those of us living with celiac 
disease and gluten intolerance. All it takes 
is a cook, expeditor, server, manager or 
someone who chooses to be ignorant in 
understanding the concepts of “cross-
contact” to turn a pleasant meal into weeks 
of pain and misery for some of us.

Cross contact is often confused with 
cross-contamination, however – it is 
extremely different and far more complex. 
While cross-contamination typically means 
when bacteria is transferred from one food 
product to another, cross-contact is the 

transference of proteins, such as when a fork 
is used to stir a pot of boiling noodles, then 
inserted into a gluten-free dish. 

The food industry as a whole is well 
trained on preventing cross contamination, 
but not so with the concepts of cross contact. 
I believe this is slowly shifting, however, and 
is beginning to change for the better. I find it 
wonderful that more and more individuals 
are self-educating and becoming allergen 
aware – thus taking cross-contact seriously. 

Today, I can easily find GF products at 
my local grocery. Gluten-free items are 
clearly marked as such, and some stores 
are using colorful tabs on the shelving for 
quick identification. In 2013, the U.S. Food 
and Drug Administration (FDA) passed a 
ruling defining the criteria that food items 
must meet to be label as GF. 

Some restaurants now have GF menus, or 
they clearly identify regular menu items that 
can be made as GF with little to no change 
in taste or flavor, and some businesses are 
100 percent gluten free. Local Georgia 
businesses such as Marilyn’s Gluten Free 
Gourmet, Gluten Free Cutie, Good Karma 
Coffee House and Sally’s Bakery produce 
excellent and tasty gluten-free items. I can’t 
begin to tell you how much my quality of life 
has improved with these advances. ■

By J. Stewart Singleton, CFPM, CAAT

J. Stewart Singleton has been involved with the ACF Atlanta Chefs 
Association for many years bringing food safety to a higher level 
for our chefs. He has more than 20 years in the foodservice industry 
and is currently a consultant to restaurants, food producers and 
suppliers for food safety including HACCP, ServSafe, GF Service and 
Allergy Awareness. He is also the Executive Director of the World Chefs 
Scholarship Foundation and serves on the culinary advisory boards 
of Gwinnett Technical College and Chattahoochee Technical College.

Some people in the industry choose to believe that “gluten 
free” is a fad and not linked to actual illnesses
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It all began when a French cattleman bought a farm in Georgia…

Fast forward to today. FPL Food is the Southeast’s one-of-a-kind source for 
sustainable, local beef. Family-owned and operated, we pair French provincial 
farming traditions with a dedication to providing quality beef right here in 
Georgia. We proudly o� er chefs a consistent supply of options, including 
vertically integrated beef. 

Great beef starts with a great story. 
This is ours.

servinguplocal.com
© 2017 FPL Food, LLC

Photo taken at Châtel Farms, 
Reidsville, Georgia.

http://www.restaurantinformer.com
http://www.fplfood.net
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Boosting the focus on your drinks menu 
can bring big benefits to your restaurant

Whether it’s housemade sodas, beer and wine or a full 
bar, many restaurants dedicate some part of the space, 

either physically in the restaurant or on the menu, to making 
and pouring drinks. But having a beverage program means more 
than just slinging cocktails and pouring local beers. A strong 
beverage program can also bring you increased revenue, positive 
word of mouth and good social media exposure if you follow 
these 8 key tips for success.  

Guests drink with their eyes first, so make sure cocktails are visually appealing. 
From the menu at Southern Gentleman, “The Sun Also Sets” features Denizen 
rum, Cherry Heering, Luxardo Maraschino and grapefruit juice, with brandied 
cherry/orange peel garnish. (cocktail by Chris Haggerty)

1 
Make it a priority.

While you would think this goes without saying, I’m 
always surprised how many restaurant owners put their 
bars on the back burner. A lot of restaurant owners don’t 

think it’s financially worthwhile to employ a full-time beverage 
manager. Instead they rely on a tipped employee to manage bar 
operations or ask a floor manager to oversee the wine program. 

Certainly, this can work in some instances. But more often than 
not, those people are not fully engaged with the beverage program, 
being pulled in several other directions when shifts get busy.

For many restaurants, beverage is maybe 25 to 30 percent of 
overall sales, so you can see why owners would make that call. 
But for restaurants with a full-time beverage manager, someone 
who creates magic on the cocktail menu, cultivates a following in 
the community, builds a wine list that elevates the chef ’s menu to 
new heights and trains staff constantly on how to sell, beverage 
can be 40, 45 even 50 percent of overall sales. 

For restaurants with a full-time beverage 
manager, someone who creates magic on 
the cocktail menu, cultivates a following 
in the community, builds a wine list that 
elevates the chef’s menu to new heights 
and trains staff constantly on how to sell, 
beverage can be 40, 45, even 50 percent of 
overall sales.

When food costs of goods hover around 30 to 35 percent but 
liquor costs of goods can be below 20 percent, don’t you want 
to invest as much in growing that very profitable part of your 
business? Doesn’t a professional beverage manager start to seem 
as important as a chef?

By Lara Creasy
8KEYS TO A 

SUCCESSFUL 
BEVERAGE PROGRAM
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2 
Stay true to your concept.

Successful businesses start with a vision, a business 
plan or even a mission statement, and restaurants are 
no exception. It could be as simple as, “We are a family-

owned Italian restaurant,” or as complex as, “We are a chef-
driven farm-to-table restaurant offering 
only local produce and grass-fed meats 
from our own sustainable farm.”

Whatever concept your restaurant 
has chosen, your food menu reflects 
that concept. Find ways to make your 
beverage program a seamless part of that 
menu. Choose wines that pair with your 
menu items and hail from similar regions. 
Don’t operate an oyster bar with a wine 
list of California cabernets. As wonderful 
as they are, and as well as they might 
sell, they don’t add any value to your 
overall concept. Look for coastal whites, 
minerally French reds and sparkling 
wines to complement your wonderful 
fresh seafood.

Just because Prohibition-era cocktails 
are trendy, that doesn’t mean you have to 
offer them at your Tex-Mex restaurant. 
Work on a really killer mezcal list and a 
few unusual margaritas. Don’t try to be 
whatever everyone else is trying to be. Be 
the very best version of what you are, and 
people will notice.

3 
Know your customers.

Each neighborhood draws 
slightly different guests, and each 
establishment in that neighbor-

hood draws slightly different guests. Your 
location and your chosen concept might 
have predetermined how adventurous or 
not adventurous your guests are when it 
comes to beverage. You might only get 
traditionalists who order the same mar-

tini every time they come in. They might not respond well to 
a cocktail menu featuring all artisan spirits. Or you might get a 
foodie crowd that chases the next new thing. They might not be 
impressed by a limited back bar selection or a cocktail menu that 
only changes once a year.

   Voted
  “Best American
   Craft Whiskey”

The representatives assigned to you by your alcohol vendors are more than just order-
takers. They are supposed to be in your account, helping you and your staff to understand 
their products and therefore sell them better. Take advantage of that! 

http://www.restaurantinformer.com
http://www.frdistilling.com
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To be successful, you have to give your customer base what 
they want, to some extent. But it’s also your job to push them 
out of their comfort zone just enough to keep your business cur-
rent and relevant. Introduce traditionalists to a new gin for their 
martini. Offer weekly cocktail features for the foodie crowd. Peo-
ple go out to experience new things. Show them the right things, 
and they’ll trust you.

4 
Use your sales reps as a resource.

The representatives assigned to you by your alcohol 
vendors are more than just order-takers. They are 
supposed to be in your account, helping you and your 

staff to understand their products and therefore sell them better. 
Take advantage of that! 

Your reps work with the wines and spirits they sell everyday. 
They attend sales training meetings, industry tastings and often 
visit the distilleries and wineries in person. If given the opportunity, 

Freshness of garnishes can make or break a cocktail. From the menu at Smokebelly BBQ, “Red Handed,” 
features George Dickel rye whiskey, fresh strawberries, and lemon and rhubarb bitters with fresh mint 
garnish. (cocktail by Lara Creasy)

they are eager to help with staff line-ups on 
new placements, come in and talk to guests 
at special events, even provide recipes for 
cocktails using their spirits. They are out and 
about in the industry all week. They see what 
other restaurants are doing successfully. Use 
them for ideas, and let them help you solve 
problems.

5 
Listen to your staff.

Employees that feel empowered 
to bring you good ideas will bring 
you good ideas. Your bartenders 

are on the front line, and they are face-to-
face with guests every night. 

If they tell you something is not working, 
or could be done better, listen. If they have 
creative input to offer, such as cocktail 
menu ideas, listen. 

When employees see that you have heard 
their input and taken it to heart, when 
they see you use their ideas or implement 
changes they have suggested, they’ll bring 
you more. Running a restaurant has to be 
a team sport.

6 
Cost thoroughly and price fairly.

Being a restaurant consultant, I can usually tell when 
I sit down in a bar whether the owners and managers 
took the time to actually cost out each menu item they 

sell. Too often it seems that they take the approach of looking 
at what others in the neighborhood are charging, and they just 
charge that. 

I wonder, looking at their menus, if they even know what 
they SHOULD be selling that cocktail or pint of beer for. Do 
they know there is a deal available from the distributor for 
using that bourbon in a cocktail? If they are getting that deal, 
are they passing the value along to their guests?

Decide what you want your average liquor cost to be: 18 
percent? 19 percent? 19.5 percent? Then go through each spirit 
you sell, verify your bottle cost and make sure your menu 
prices are getting you to that average goal. 

To be successful, you have to give your customer base what they want, to some extent. 
But it’s also your job to push them out of their comfort zone just enough to keep your 
business current and relevant. 

La
ra
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Investigate purchase deals offered by your distributors. You 
might find that you can give your guests a better deal on certain 
spirits simply because you bought it three bottles at a time 
instead of one bottle at a time.

Other restaurant guests might not think about it as much as I 
do, but they know when the things you are selling are worth the 
money, and when they are not. Cocktails with high-end spirits 
and housemade ingredients have a high perceived value. Draft 
beer, not so much. 

Know where you can charge more and still seem to be offering 
a good price. Know where you need to round down. Take the 
time. Your guests will appreciate it, and 
you’ll earn their trust.

7 
Pay attention to detail. 

Every day, you should be looking 
at your bar with discerning eyes. 
Does the back bar look tidy? 

Have bottles been dusted lately? Are 
the vintages on my wine list accurate? 
Are all of the wineries and appellations 
spelled correctly? Has the dishmachine 
left any off odors in the glassware, spots, 
fingerprints? Are the bartenders using 
jiggers to measure cocktail ingredients, 
for cost control and consistency?  Are 
the limes and mint used in the glass as 
fresh as Chef would want them to be on 
a plate?

People eat and drink with their eyes 
first. Polish glasses, serve fresh garnishes, 
measure! It will keep your costs in line, 
earn repeat guests and maybe even get 
you Instagram exposure.

8 
Get involved.

Once you’ve gone to the 
trouble to craft a beverage 
program to be proud of, get out 

there and promote it. Encourage your 
bar team to enter cocktail competitions 
and join industry organizations like the 
USBG (United States Bartenders Guild). 
Sign up for charity events or public 
tasting events that feature local chefs 
but also offer a mixology element. Take 
advantage of media opportunities such 

as Eater features or newspaper holiday roundups, maybe even 
invite a few bloggers to visit your bar. Do a little legwork to get 
known in the community as a credible beverage program. ■

Lara Creasy is a consultant with more than 15 
years experience in beverage management. 
She has developed wine and cocktail pro-
grams for such restaurants as St. Cecilia and 
King + Duke through her consulting business 
Four 28, LLC. 

http://www.restaurantinformer.com
https://reddiamond.com
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Addressing dietary concerns is not just a matter of life or 
death for your diners - it can affect your bottom line, too

If you have dietary concerns, it can be a challenge eating at 
restaurants. And if you work in a restaurant, whether it’s front 

of house or in the kitchen, knowing how to respond and address 
diners’ concerns is important – for some people, it can be a life-
or-death situation. 

Being inclusive in your menu planning, whether that’s at 
a restaurant or a catering operation, is increasingly becoming 
more commonplace and expected by your customers. That 
encompasses labeling your menu and particular dishes if they 
contain at least the top eight allergens (milk, eggs, 
peanuts, tree nuts, fish, shellfish, soy and 
wheat) and whether dishes are gluten free, 
vegan or vegetarian. And, in registration 
for an event, asking if anyone follows a 
kosher or halal diet. 

This hit home for me earlier this 
year when I was having dinner with a 
client, Barbara, in Washington, D.C. 
Barbara follows a kosher diet, and it 
was a new experience for me to dine 
with someone requesting a kosher meal 
at a non-kosher restaurant. 

I realized she was asking the waiter 
similar questions to what I ask as someone with 
food allergies (gluten, dairy, yeast, sugar, vinegar). 
Does the carrot and ginger soup have dairy in it? Is there any 
pork in the fish dish? Is butter or oil used to cook the fish? Can 
it be prepared with only oil? What methods are used to prepare 
the fish?  

The waiter listened and answered our questions. He even 
went to talk to the chef and came back with answers. Then the 
meals came. Barbara’s was done to her liking and need, but two 
of my three dishes were not. Bread was served both on top of 
my salad and my dessert. 

When the waiter talked to the chef, did he note in the register 
that my meal needed to be gluten-free? Did the expediter not see 
the gluten-free note? Is the staff trained to know that when ordering 

a free-from meal, accompaniments and sides must be as well?
Food-allergic guests, as well as those who follow religious-

based diets and those who are vegan or vegetarian, need to 
know the ingredients in a dish, how it is prepared and how it 
is expedited. They are trusting you and your staff to know this 
information. Not only is it often a matter of life or death, it 
could also affect your bottom line. 

Take the 2016 incident where a waiter was arrested after a 
diner suffered a near-fatal allergic reaction. According to the 

police complaint, the diner had told the waiter 
that he had a life-threatening allergy to fish 

and shellfish both when he was seated and 
when he ordered a steak tartar. He had 

also asked the server, who had not 
written down the order, to be sure to 
talk to the chef and kitchen about 
his seafood allergies. The police 
spokesperson said the waiter failed 
to do so.

When his food arrived, the diner 
unsuspectingly took a bite of the tartar. 

He and his partner, a physician, quickly 
realized that what he was eating was salmon 

tartar, not beef. They told the waiter that they 
had to go to the hospital. That’s when he started to go 

into anaphylactic shock and was having difficulty breathing. 
The diner reportedly suffered cardiac arrest and went into a 
coma for several days.

While the police recommended criminal negligence, the 
prosecutors did not feel the waiter purposely did it or exhibited 
dangerous conduct. The diner, however, is still pursuing a civil 
case against the waiter and the restaurant. 

The case made headlines around the world. The public 
relations ramifications to the restaurant were huge because of 
one careless mistake. One miscommunication. One waiter not 
clearly paying attention to his customer’s needs or passing on 
his needs to the kitchen.  

By Tracy Stuckrath

SERVER, WHAT’S 
IN YOUR BROTH? 
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The story reiterates the need for proper and clear 
communication between guests, hosts, servers, cooks and 
chefs as well as training for all staff on their role in ensuring 
the safety of diners. 

So how can a restaurant create a safe environment for its 
food allergic guests? For starters, realize that you’re not doing 
yourself any good ignoring guests with food allergies or other 
dietary needs.

Some other measures you can adopt immediately into your 
restaurant to ensure your servers know what is in the dishes on 
your menu:

• Label all menu items (beverages, too) with all ingredients,  
 highlighting allergens. Tag all items if they contain any of   
 the top eight allergens (wheat, soy, egg, milk, tree nuts,   
 peanuts, fish, shellfish). Also label if they are vegan,   
 vegetarian, gluten-free. 

• Ensure food safety procedures are adhered to. Follow   
 national and state food safety regulations when storing,   
 preparing and serving food as well as cleaning food   
 preparation and serving areas. 

• Create allergen-free zones in kitchens. If you have the   
 space, create a separate prep area and/or equipment for   
 preparing food for food-allergic guests. If you don’t have   
 the space, use separate equipment (knives, toasters, pans,   
 pots) to avoid cross contact.

Tracy Stuckrath, founder and chief food 
officer of Thrive!, works with organizations 
worldwide to understand how food and 
beverage (F&B) affects risk, employee/guest 
experience, company culture and the bottom 
line. She is passionate about inclusive F&B that 
satisfies everyone’s needs. Learn more at www.
thrivemeetings.com/foodservicetraining. 

Save Money And Go Green With An Easy Co2 Bulk Carbonation System!

START CUTTING COSTS BY INSTALLING AN 
EASY CO2 HIGH-PRESSURE CARBONATION 
SYSTEM TODAY.

Using an Easy CO2 bulk carbonation system 

means never serving another flat 

beverage again. Your customers will be 

happy they drink your great tasting 

beverages, and 

you’ll enjoy the 

savings. 

FAMILY OWNED AND OPERATED
We have proudly served the Metro Atlanta area and 
the beautiful state of Georgia for over 45 years. 

We Service:
• Restaurants & Taverns

• Pubs & Breweries

• Convenience Stores

• Pools

• Greenhouses

• And More!

Easy CO2 Your Affordable Beverage Carbonation Solution  |  easyco2gas.com  |  800.563.4515  |  770.299.8501

• Train employees about dietary needs. Host lunch-and-  
 learns about different dietary needs – veganism, celiac   
 disease and food allergies – so they understand the   
 severity and complexity of them.

A successful effort to address your customers' dietary concerns 
starts from the top down. Give your staff the right tools to do 
their job, champion the efforts and lead by example. 

Entrepreneur and Virgin America founder Sir Richard 
Branson has said that when you instill positive, heartfelt values 
in your team, they feel appreciated, empowered and realize they 
are part of a bigger mission. In turn, that comes across in how 
you treat your customers, who will then prove to be more loyal 
to your brand and your service. And at the end of the day, that 
will be reflected in your profits, too. ■

http://www.restaurantinformer.com
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What does it take to make it in today’s competitive 
restaurant scene? Talent? Determination? Blood, sweat 

and tears? 
For the five people Restaurant Informer selected, in 

partnership with the Georgia Restaurant Association, as the 
state’s Rising Stars, it’s all of the above and more. 

While these five chefs come from varied backgrounds and 
cook different cuisines, they all have two things in common: 
A determination to succeed, and a love of cooking. They’re 
also people who are not only leaders, but mentors to others, 
whether that’s by teaching kitchen staff how to break down 
primal cuts or nurturing talent in the people around them.  

Read on to learn more about these five 
talented chefs – no doubt you’ll be hearing 
their names again in the next few years. 

Savannah Sasser 
Hampton + Hudson, Atlanta 

As a little girl, Savannah Sasser loved 
working alongside her single mother in 
the kitchen. “It was the best way for us to 
spend time together as a family,” she says. 
When her mother first taught her how to 
make a roux, she’d said that it would be 
finished when it was the color of a penny. 
Sasser ran to fetch a penny, then set it by 
the pot on the stove as she stirred.

She doesn’t need a lucky penny anymore. 
The 31 year old is now Executive Chef at 
Hampton + Hudson in Atlanta, where she 
employs a playful mix of classic French 
techniques with creative twists using 
seasonal ingredients.

“I always wanted to cook for a living,” 
Sasser says. At age 18 she left home for 
Pittsburgh to attend culinary school at Le 
Cordon Bleu. She says that her food will 
always have a French influence since “that’s 
where my foundation lies,” but she enjoys 
adding Southern twists “because that’s 
where I’m from.” 

She recently discovered a love of 
butchering. “I’m teaching the staff to 
break down primals,” she says with a 
smile. Pleasing customers is a passion. 

By Hope S. Philbrick and Nancy Wood

These 5 are the ones to watch in Georgia’s restaurant scene
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“It’s exciting to see what a community wants and give 
it to them.” She predicts quality will continue to drive 
Atlanta’s dining scene: “More people care now about 
what they put in their mouth, so we need to take time 
to do it right.” 

Sasser cites her mom as a key influence. “My mom is 
strong. She was in the military when women stayed in the 
same barracks as men,” she says. “She always taught me 
that for equality, you just have to work really hard.” 

Though ultimately she’d like to own a small restaurant of 
her own with a garden out back, she plans to stay put for 
the foreseeable future. “I’d like to continue to elevate the 
food here, hopefully grow with the company, and teach and 
grow with the staff. I love what I’m doing now!” – HP

Woolery “Woody” Back
Coalition Food & Beverage, Alpharetta 
Table & Main, Roswell 

When he was a high school-aged server at Uno Pizzeria 
& Grill, the camaraderie of the kitchen staff helped 
Woody Back realize he belonged in the back of the house. 
“I saw what they were doing and cooking, and I wanted 
to be back there,” he says. “I’d cooked for my friends and 
parents quite a bit; it just came naturally to me.”

The 40 year old is now Executive Chef at Table & Main 
in Roswell and Executive Chef and Partner at the new 
Coalition Food & Beverage in Alpharetta. 

“Opening a new restaurant with Ryan Pernice is 
exciting, and making that transition from chef to 
restaurant owner is a big transition,” he says. It’s a dream 
realized. “I think this will be my end all be all,” he says of his 
future career plans. “I think as a restaurateur I’ll keep opening 
restaurants and see how they do.” 

After graduating from Johnson & Wales, he worked at 
restaurants in Virginia and Georgia, including Craft, Restaurant 
Eugene and Holeman & Finch. Back credits Chef Linton Hopkins 
with expanding his understanding of Southern cuisine. 

“He really opened my eyes to the fact that it’s not just fried 
chicken,” he says. “It changes so much depending on the season. 

Plus there’s the whole Gullah culture, coastal cuisine, Louisiana 
cuisines” and other contributors.

Seasonal ingredients drive his menu, along with memories 
of childhood favorites. “I remember my grandma making soup 
beans or pinto beans for me,” he says. “I’d beg her to make 
those! She cooked them with ham hock and green onions.”

Raised in Syracuse, N.Y., he claims Southern roots through 
his Kentuckian mother. “My mom made fried chicken, collard 
greens and stuff like that,” he says. He now counts fried chicken 
as his signature dish, based on “as much as we sell!” – HP

http://www.restaurantinformer.com
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Matt Weinstein 
Executive Chef, ONE Midtown Kitchen, Atlanta

“I’ve always loved working with my hands,” says Matt Weinstein, 
executive chef at ONE Midtown Kitchen. Fortunately, the jobs he 
tried along the way – plumber, auto mechanic, carpenter – didn’t 
pan out.  

Starting at 15 as a busboy and dishwasher at a family-owned 
restaurant, the 30-year-old Virginia native soon got his first 
opportunity as a short-order line cook. “The owner showed me 
how cooking could be fun,” recalls Weinstein, “and an outlet for 
working with my hands.”

It didn’t take long for that outlet to become a calling. By 2009. 
Weinstein had his associates degree from the Culinary Institute of 
America and was back in the metro D.C. area, joining the staff at 
701. The next stop was a three-year stint in Maryland under the 
eye of Top Chef finalist Bryan Voltaggio.  

“I learned a lot about technique as well as a general love of 
cooking and presentation from Bryan,” Weinstein says. But his 
move to Atlanta as sous chef under Tyler Williams at Woodfire 
Grill broadened his horizons.

“Tyler showed me the creative side and the cultural diversity 
found in different cuisines,” says Weinstein. “He opened up that 
whole world of cooking.” 

Diners can taste those influences on Weinstein’s menus today. “I 
would call my style Modern American with cultural influences,” he 
says. “I love Indian and Mediterranean food, and I pull from that 
when I’m looking for inspiration.”  

Since the “co” was dropped from his title in 2016, Weinstein’s 
offerings at ONE Midtown Kitchen now include Sunday brunch 
and a weekly five-course tasting menu with wine pairings for six. 

Next up for Weinstein is bringing Concentrics Restaurants’ 
Golden Brown & Delicious concept to life at the new Mercedes-
Benz Stadium as consulting chef. “The food is what I would want 
at a stadium,” he says. “Something fried, a sandwich, American 
beer.” One twist? Falcon’s fans will get their Dirty Bird fries with 
jerk chicken gravy – not your typical stadium fare.

While Weinstein clearly understands what his guests want – 
whether it’s a corn dog or a delicate seafood entrée – he welcomes 
the challenge of changing trends. 

“I think guests today are more health conscious, and they’re 
looking for a value-driven meal with good local ingredients.” And 
he’ll do it all with those talented hands. – NW

John Williams 
Chef de Cuisine, Fred’s Meat & Bread and Yalla

At the tender age of 22, John Williams is on the fast track in 
Atlanta’s restaurant scene. 

Unlike most chefs, Williams fell into the business after 
accepting a job offer from the owner of a local music venue right 
before he graduated from high school.

“I was taking a food science class and really liked it,” recalls 
the Atlanta native. “When the owner asked if I could come to 
work there, I said ‘sure – why not?’” 

Ever the quick study, Williams soaked up every bit of 
knowledge he could – from food basics to handling and ordering. 

“He opened a lot of doors for me,” Williams says fondly. 
“When he went to West Egg he urged them to hire me, and I 
found out I was really good at this!” 

Within a year, John had climbed the popular Westside café’s 
kitchen ladder and at one point ran the whole establishment. He 
was 19. 

Williams’ career has been full speed ahead ever since. Named 
to Zagat’s 30-Under-30 before he had even turned 20, he added 
to his list of credits with the co-creation of Oddbird, the Westside 
pop-up that features his take on Nashville hot chicken – served 
with his favorite dish, mac and cheese. 

He then moved to sister restaurant The General Muir, owned 
by James Beard-nominated chef Todd Ginsberg with partners 
Jennifer and Brad Johnson, to be a sous chef. There, Williams 
delved into his creative side, learning to “mix food flavors 
together to make something beautiful.” Adds Williams, “Todd is 
so passionate about that style of food that it was easy for me to 
pick up on it. He’s has been my biggest influence so far.” 
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In his newest role as Chef de Cuisine at Fred’s Meat & Bread and 
Middle Eastern-inspired Yalla – both at the Krog Street Market 
and owned by the same team – Williams still gets to try new 
things. 

 “I enjoy taking different products I’ve never worked with and 
making something delicious. I’ve never worked with as much 
eggplant as I have at Yalla,” he laughs.

“I like a lot of change, and this move was great for me,” he says. 
“I never thought I would be where I am right now. It’s a sign that 
I’m doing something I should be doing.” – NW

John Castellucci
Castellucci Group, Atlanta

John Castellucci grew up in the restaurant industry. His parents 
opened Sugo in Roswell (now in Johns Creek), and he worked in that 
kitchen in middle and high school. “That’s where I got my first real 
restaurant experience,” he says. 

By age 13 he knew his professional path: “I felt like cooking was 
something that not only I would enjoy most but also be good at. It 
aligned together and was an obvious choice for me.” 

A graduate of the Culinary Institute of America, Castellucci 
worked in several kitchens, including RN74 in San Francisco, 
WD~50 in New York City, and Arzak in San Sebastián, Spain, 

before officially joining the family business in Atlanta. 
Now the 25 year old is one of the owners as well as the head 

of culinary development for The Castellucci Hospitality Group. 
He helped relocate Double Zero to Emory Village, serves as 
executive sous chef for Cooks & Soldiers, and will helm the 
kitchen at the new Bar Mercado in Krog Street Market. 

“Bar Mercado is going to be very traditional Spanish tapas,” 
he says. “Very ingredient driven, focused, with a fun, lively 
environment.” In preparation, Castellucci has been hitting the 
books – old Spanish cookbooks to be exact. 

“I’ve been learning a lot about classic old-school Spanish 
techniques,” he says. “It’s nice to get back to the nuts and bolts, 
see how it’s been done for hundreds of years, the most traditional 
way to make something super delicious. That’s exciting for me.”

He predicts the restaurant industry will see more restaurants 
focusing on international cuisines. In particular, he thinks 
“people will be looking at South American food differently.” 

Castellucci’s ultimate career goal is to “really keep my head 
down and keep progressing as a chef,” he says, “and hopefully 
create people under me who are as talented or more talented 
than myself, at whatever pace that may be – I don’t want a 
number as a goal. I’d like to be recognized in the city as one of 
the best restaurateurs with the best concepts.” – HP ■

http://www.restaurantinformer.com
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With the economy on the upswing, hiring employees who 
are a good fit for your business is getting harder. Here’s 
how to find the best talent in a tight labor market. 

Drive through almost any town in Georgia, and you don’t 
have to travel far to see a sign outside a restaurant or 

foodservice establishment proclaiming, “Help Wanted.”  
While the casual observer or average diner may not see the 

clues that a talent war is underway, call in the troops. The battle 
of finding employees has become a priority for many business 
operations. 

As the economy continues to shift into high gear throughout 
much of the state, it’s not just restaurants and foodservice 
businesses that are needing more employees. We are competing 
with other service industries like retail and healthcare that are 
tapping into the same labor market.

In April 2017, the U.S. Department of Labor announced that 
the unemployment rate had reached the lowest level in nearly a 
decade, down to just 4.5 percent. At the same time, the Bureau 

of Labor Statistics and the Georgia State Economic Forecasting 
Center noted that job growth in the state had rebounded since 
the recession and was strongest in both lower-wage and higher-
wage sectors – specifically leisure and hospitality positions, 
which are up 25.4 percent in metro Atlanta.

How does a foodservice operator find the best talent in a tight 
labor market? It’s not an exact science but a combination of 
analytical skills, creativity and networking. 

An Essential Foundation
Take the time to review your employee selection processes to 

be sure your company’s core values and culture, performance 
standards and working environment are clearly evident. A 
common problem in a tight labor market is to settle for the 
“available” candidate who may not be a fit for your operation. 

Try a few of these in your next interview:

 • Tell me about a time when you turned around a situation and made an angry guest happy. What happened and what did you do?

 • Describe your busiest day at work. What made it stand out to you as the “busiest?”

 • You’ve worked in several restaurants. Describe how you approach a table and what you say to start off the dining experience.

 • Tell me about a situation when you observed a coworker doing something unethical or illegal. What did you do?

 • What is the biggest mistake you have made on a job, and how did you handle it?

 • What have you done when you strongly disagreed with a manager’s decision? What was the decision and what did you do?  

In evaluating the responses to these types of questions, look for the following:

 • Are the applicant’s experiences congruent with work expectations in your restaurant?

 • Are the applicant’s skills and knowledge areas transferrable to your organization?

 • Do the applicant’s actions, described in the answers, reflect your company’s standards of guest service, company policies, ethical  
  behavior? Not only do you want to hear about the situation but also how the situation was resolved and any follow-up actions the  
  person would take.

By Debby Cannon, Ph.D., and Charles Marvil, MS

HELP WANTED! 
Turn This Message in to an Opportunity

Not sure what to ask a potential employee during the interview 
process? Instead of questions that result in “yes” and “no” answers, 
try asking some that encourage the person to reveal more about 
themselves. 

Open-ended, probing behavioral questions are focused on past 
work experiences that reflect the individual’s abilities, experiences 
and personality. This is important because past behavior usually 
predicts future performance.

Ask the Right Questions
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To what extent can your operation train a person and provide 
coaching to ensure successful performance?  What are “red 
flags” that countless hours of training may have little impact? 
For example, menu knowledge might be readily achieved by a 
candidate. Increasing one’s empathy and 
ability to “read” the guest’s needs during 
the dining experience, however, will 
most likely take much longer and is more 
difficult to achieve for a job candidate 
who has limited interpersonal skills. 

Don’t make the desperate assumption 
that you can transform the applicant. 
Typically, the behavior seen in an 
interview situation is the person’s “best 
performance.” Ask open-ended, probing 
(but always legal!) interview questions 
that have the applicant doing most of 
the talking during the interview process. 
(See sidebar for sample questions you can 
ask.) Bring in key line employees who 
epitomize your restaurant’s culture and 
performance standards to get their input 
on the candidate as a potential coworker.

What’s In It for Me?
The restaurant operator has to be 

crystal clear on the qualifications needed 
for each open position and to what extent 
the operation can prepare the less-than-
qualified applicant. However when it 
comes to developing your recruiting and 
marketing materials, you’ll want to adopt 
a different vantage point. 

In recruiting, the focus must become 
more applicant-oriented: Why would you 
want to work for this business?  Ask your 
current employees what attracted them 
to your restaurant and what they love 
most about the operation. These may be 
great testimonials to put on a flyer or in 
an ad.  

✔ Flexible schedules – a great 
advantage; The foodservice industry 
has historically been known for flexible 
scheduling, and this is an advantage 

for many target markets – students, parents, retirees or those 
wanting to add a second job. If flexible scheduling or part-time 
work is appropriate for your operation, be sure to include that 
in your recruiting marketing materials.  

As the economy continues to shift into high gear throughout much of the state, it’s 
not just restaurants and foodservice businesses that are needing more employees.

http://www.restaurantinformer.com
http://www.restaurantdepot.com
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Debby Cannon, Ph.D., is Director of the Cecil B. Day School of 
Hospitality in the Robinson College of Business at Georgia State 
University. Ranked as one of the Top 25 hospitality programs in the 
country, the school offers both undergraduate programs and a one-
year graduate degree through the Regynald G. Washington Masters 
in Global Hospitality Management Program. Visit hospitality.
robinson.gsu.edu or call 404-413-7615 for more information; 
applications are being accepted through June 1 for the mid-August 
start of the Masters in Global Hospitality Management Program.  

Expert in 
crafting

what 
you wANT

Expert in 
crafting

what 
you wANT
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 All Natural 
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 12% Butterfat 
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 All Natural

Call Rose Palazzolo  today 
to create  your unique solution.

1.229.291.2451
www.4gelato.com

• Custom Orders • Private Label 
• Incredible Value

✔ For an upcoming college graduate, career opportunities are typically a 
priority. One hospitality company has recently started an innovative approach 
focused on college students – work in our operation for approximately one year 
rotating through essential positions and, based on performance, move into an entry-
level management position. With proper planning, the rotation would start for the 
college student while still in school, and the movement into management would 
coincide with graduation.

✔ A positive and fun working environment is important. Few companies describe 
what makes them special in this area. Most people look for learning opportunities, not-
the-same routine every day, the chance to meet and work with interesting people. That’s 
the restaurant industry, but these facts are seldom mentioned in recruiting new talent. 

Delivering the Message 
In a tight labor market, recruiting has to be multi-faceted. Consider adding a “Jobs & 

Career Opportunities” page to your website. 
Online searches are the most utilized form of job exploration. Other than updating 

the list of openings to stay current, this is a low-cost option that can provide great 
visuals of the workplace.  Be sure to have the website photos feature workplace images 
to attract top talent. Your website is also a great place to feature employee testimonials 
urging individuals to apply.

Use social media effectively. Like a website, social media can spread word of your job 
and career opportunities to many. Even smaller operations can establish a Facebook 
page as well as use Twitter.   

Build relationships with local schools – high schools, vocational schools, colleges and 
universities. There are many ways to work with schools, from running an ad in the 
school newspaper or football program to sponsoring an event or attending a career fair. 

Think of all of these activities as recruiting opportunities, and make sure the message 
of “We’re looking for top talent” comes through. For in-person events, make sure your 
most energized and positive employees are representing you. They are truly the best 
form of advertising, and their joy in working for your restaurant is contagious. 

The “Help Wanted” signs can be transformed into messages broadcasted to much 
larger audiences: Join a great team and become one of our stars! ■

Charles Marvil has more than 35 years of experience in the 
hospitality industry, including hotels, restaurant management 
and POS technology. He is on the Industry Board of Advisors for 
The Cecil B. Day School of Hospitality Administration at Georgia 
State University, and he works as a Marketing Associate for 
Sysco Atlanta.

http://4gelato.com


RestaurantINFORMER.com  |  25

SNAP
SHOTS

On April 20, the 29th Taste of the Nation for No Kid Hungry was held 
in Atlanta’s Southern Exchange at 200 Peachtree. More than 1,400 

guests attended the event, which raised $795,000 to benefit Share Our 
Strength’s No Kid Hungry campaign to end childhood hunger in America. 

“The astounding success of this year’s Taste of the Nation in Atlanta 
will help us connect the 1 in 4 hungry children in Georgia with healthy, 
nutritious food,” says Duke Storen with No Kid Hungry. To learn more 
about this effort and how it is helping those affected by hunger in 
Georgia, visit nokidhungry.org. 

29th Annual Taste of the Nation

Philippe Haddad, executive chef and partner of Cape Dutch 
Restaurant, left, and Fuyuhiko Ito, executive chef and co-owner of 
Umi and Himitsu in Atlanta

New this year, the event featured exclusive culinary VIP Dinner Experi-
ences with multi-course dinners and wine parings prepared tableside 
by 10 of Atlanta most influential chefs. 

From left, chairs George McKerrow, president and CEO of Ted’s Montana Grill, and Pano Kara-
tassos, founder and CEO of the Bulkhead Life Restaurant Group; Honorary Chef Cat Cora, 
TV personality and restaurateur; and Honorary Chair Chris “Ludacris” Bridges, entertainer, 
restaurateur and partner of the restaurant Chicken + Beer.

Each year, the James Beard Foundation 
recognizes culinary professionals for 

excellence and achievement with its James 
Beard Awards, known as the “Oscars of the 
food world.” This year, Steven Satterfield 
of Miller Union in Atlanta won Best Chef: 
Southeast, the first time since 2012 that 
someone from Georgia won in this category. 

Two other James Beard Awards went 
to Georgia-based people this year: Meyer 
Davis Studio was recognized with the Out-
standing Restaurant Design: 76 Seats and 
Over for their design of Ford Fry’s Buckhead 
restaurant St. Cecilia, and Atlanta-based 
food writer Bill Addison, Eater’s roaming 
national food critic, was recognized with a 
Dining and Travel Media Award for his “I 
Want Crab. Pure Maryland Crab.” article on 
Eater. Congratulations to you all!

2017 James Beard Awards

Steven Satterfield, executive chef and co-owner 
of Miller Union in Atlanta, received the Best Chef: 
Southeast award at the James Beard Awards gala 
in Chicago.
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Ramesh Kaduru is executive chef of The 
Ritz-Carlton Atlanta, which was just one 
of 50 of the city’s top restaurants that 
participated in the event. 
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26  |  Restaurant INFORMER May / June 2017

More than 1,000 people joined Georgia Organics in 
February to celebrate two decades of the good food 

movement in Atlanta. The event featured farm tours; 
workshops on topics like edible gardening, urban foraging, 
wholesale marketing and more; keynote speakers Matthew 
Raiford of Gilliard Farms in Brunswick and author Barbara 
Brown Taylor; as well as the Farmers Feast, a special meal 
prepared by some of the city’s top chefs featuring organically 
raised meats and produce from Georgia and the Southeast. 
For more information about Georgia Organics, visit 
georgiaorganics.org. 

20th Annual Georgia Organics Conference

In February, more than 3,000 high school students and teachers 
from across the state attended the Hospitality Education 

Foundation of Georgia (HEFG) Hospitality Expo. The event aims 
to provide students in hospitality pathway programs the range 
of careers available in the culinary and hospitality industry, from 
production and distribution to marketing. 

For more information on HEFG or to participate in next year’s 
event, visit hefg.org.

13th Annual HEFG Hospitality Career Expo

Chefs Drew Belline and Ford Fry, above, 
and Chef Virginia Willis, right, prepare 
for the conference’s Farmers Feast
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Art Institute of Atlanta’s
culinary program

Students from Westover High School in Albany

http://www.postec.com
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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. 

404.316.9981  mdcraddo@southernco.com  www.georgiapower.com/foodservice
Georgia Power’s Foodservice Team offers consulting services recommending the most cost-efficient electric cooking equipment options 
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.

404.351.2502   770.416.6490   770.971.2800   www.restaurantdepot.com
Full-line foodservice cash and carry supplier. Open seven days a week, wholesale only. Not open to public.

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
Pick'n in Grant Park BBQ & Music Festival
May 12-13, 2017, Grant Park, Atlanta
grantparkbbq.org

33rd Annual Sweet Auburn Springfest
May 13-14 – Atlanta
sweetauburn.com

Atlanta Community Food Bank Full Course 
Classic Golf Tournament
May 15 – Settingdown Creek Golf Course, 
Roswell
fullcourseclassic.org

Taste of Town Brookhaven
May 20 – Brookhaven
townbrookhaven.net/events-brookhaven

National Restaurant Association Show
May 20-23 – Chicago
show.restaurant.org

Gluten Friendly and Allergen Friendly Expo
May 20-21 – Cobb Galleria Centre, Atlanta
gfafexpo.com

International Wine, Spirits & Beer Festival 
at the NRA Show
May 21-22 – Chicago
bar.restaurant.org

6th Annual GRA Golf Invitational
May 22 – Hawks Ridge Golf Course, Ball Ground
garestaurants.org

June
Atlanta Food & Wine Festival
June 1-4 – Midtown Atlanta
atlfoodandwinefestival.com

12th Annual Wing & Rock Festival
June 3-4 – Etowah River Park, Canton
wingandrockfest.com

American Culinary Federation Monthly Meeting
June 5 – Atlanta Athletic Club, Johns Creek
acfatlantachefs.org

Atlanta Summer Beer Fest
June 17 – Historic Fourth Ward Park, Atlanta
atlantasummerbeerfest.com

Family Food Fest Atlanta
June 18 – Georgia Railroad Freight Depot, Atlanta
familyfoodfestatlanta.com

Tunes from the Tomb
June 10 – Oakland Cemetery, Atlanta
oaklandcemetery.com

July
Attack of the Killer Tomato Festival
July 16 – Park Tavern, Atlanta
killertomatofest.com

ACF Cook. Craft. Create. National 
Convention & Show
July 9-13 – Orlando, Fla.
acfchefs.org

August
11th Annual Give Me Five
August 27 – Atlanta Athletic Club, Johns Creek
ce.nokidhungry.org/events/give-me-five

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.

http://www.restaurantinformer.com
http://www.rdspos.com
http://www.rdspos.com
http://savdist.com
https://usfoods.com/makeit/index.html
https://www.gas-south.com/business/georgia-restaurant-association.aspx
http://www.syscoatlanta.com
https://georgiapower.com
http://www.restaurantdepot.com
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A Mano
Est. Opening Date: May 2017
589 Ralph McGill Blvd. NE
Atlanta 30312
Italian concept using ingredients from local farms. Extensive 
wine list. 

Carlo’s Bakery
Est. Opening Date: May 2017
4400 Ashford Dunwoody Road (Perimeter Mall)
First Atlanta location. Pastries and sweets like cannolis, crumb 
cakes and biscotti.

Kale Me Crazy
Est. Opening Date: May 2017
4475 Roswell Road, Ste. 1620
Marietta 30062
Juice bar, smoothies, salads, wraps and coffee.

Double Dragon
Est. Opening Date: May 2017
350 Mead Road (Oakhurst Village)
Decatur 30030
Classic American Chinese concept from the partners behind 
Suzy Siu’s Baos.

Hickory and Hazel Southern Table and Bar
Est. Opening Date: May 2017
2081 Convention Center Concourse (The Renaissance 
Atlanta Airport Gateway Hotel)
Atlanta 30337
Southern-tinged dishes. Full bar. 

Beni’s Cubano
Est. Opening Date: May 2017
4475 Roswell Road (The Avenue East Cobb)
Atlanta 30342
From owners of Tin Lizzy’s, authentic Cuban cuisine with full 
ABC.

Cowboy Chicken
Est. Opening Date: June 2017
Ga. Why. 20 (South Point Shopping Center)
McDonough 30253
Fast-casual concept featuring rotisserie chickens, chicken 
enchiladas, Texas-style sides.

Voga Gelato
Est. Opening Date: June 2017
299 North Highland Ave. NE (Inman Quarter)
Atlanta 30307
Gelato.

Lingering Shade
Est. Opening Date: June 2017
660 Irwin Street NE (Irwin Street Market)
Atlanta 30312
Local brews, cocktails, bar snacks.

Farm Burger
Est. Opening Date: June 2017
271 Memorial Drive SW (The George)
Atlanta 30303
Grass-fed burgers, salads, Morelli’s ice cream milkshakes, 
local craft beer. 

Happy Belly Curbside Kitchen
Est. Opening Date: June 2017
5755 South Vickery St. (Vickery Village)
Cumming 30040
Brick-and-mortar location of food truck with sandwiches, 
salads, sides. Vegetarian and gluten-free options. 

Pull Cigar Bar
Est. Opening Date: July 2017
790 Cascade Ave. SW
Atlanta 30310
From the owner of Live Edge, with live entertainment, cigar 
education workshops and craft cocktails.

Sage Woodfire Tavern
Est. Opening Date: July 2017
3050 Windy Hill Road SE
Atlanta 30339
Market-fresh fish, hand-cut steaks, chicken and burgers 
prepped over hickory oak woodfire grill. 

 
The Local Pizzaiolo
Est. Opening Date: August 2017
2941 North Druid Hills Road (Toco Hills)
Atlanta 30329
11-inch Neapolitan pizza pies, appetizers, salads, craft 
cocktails, wine, beer and desserts.

Bareburger
Est. Opening Date: September 2017
715 Peachtree St. NE
Atlanta 30308
Organic burgers, salads, sandwiches and snacks.

Bad Daddy’s Burger Bar
Est. Opening Date: September 2017
5070 Peachtree Blvd. (Parkview on Peachtree)
Chamblee 30341
Burgers, sandwiches, salads, sides, full ABC.

Husk
Est. Opening Date: September 2017
12 West Oglethorpe Ave.
Savannah 31401
Fresh farm-to-table traditional Southern cuisine. Full ABC. 

From the Earth Brewing Co.
Est. Opening Date: September 2017
1570 Holcomb Bridge Road
Roswell 30076
Brewpub with locally sourced cuisine, beer and craft cocktails. 

Cowboy Chicken
Est. Opening Date: September 2017
Sugarloaf Pkwy. and Satellite Blvd. NW (Sugerloaf 
Centre)
Duluth 30097
Fast-casual concept featuring rotisserie chickens, chicken 
enchiladas, Texas-style sides.

The Emporium Kitchen and Wine Market
Est. Opening Date: October 2017
Savannah 31302 
Locally sourced dishes, charcuterie platter, mussels, BBQ 
Wagyu brisket. 

Wild Heaven Brewery
Est. Opening Date: December 2017
1010 White St. SW
Atlanta 30310
Sister location to the Decatur brewery.

Honeysuckle Gelato
Est. Opening Date: 1st Quarter of 2018
Corner of Lee and White streets
Atlanta 30310
2nd location. Gelato, sandwiches and shakes.

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

http://restaurantactivityreport.com
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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.

“
 ”

©2017 Georgia Power. Actual energy cost savings vary by customer. Person pictured is fi ctitious.

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

http://www.restaurantinformer.com
https://georgiapower.com/business/energy-efficiency/home.cshtml


http://www.performancefoodservice.com

